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CollectPayments

Reduce delinquency by 20% with LoJack Go’s mobile payments
• Save time with automated customer payment reminders 
• Collect more payments conveniently through the LoJack Go app, online, or by phone  
• Empower your customers with detailed receipts, payment history, auto pay, and balance checks

Anytime, Anywhere 
with LoJack Go

Learn more at spireon.com/lojackgo

All-N
ew

Exclusive 
to GoldStar 

Dealers

More than 55% 
of customers 

pay on time with 
LoJack Go
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� IADA members are faced with a myriad of policy issues 
that impact their businesses. 

The government, both the legislative branch and 
the executive branch, have very little idea of what it takes to run 
an independent car dealership. Instead, they are focused on 
protecting consumers and running the government. Ensuring 

successfully is not their top priority. But it is NIADA’s top priority. 

	� ��
� �
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Advocacy, run by the NIADA 

of NIADA. 
While NIADA members are 

busy running their businesses, it 
is important that they have a voice 
on Capitol Hill and with federal 
agencies. NIADA is the only 
advocate for the independent auto 
industry in Washington D.C. 

We have seen time and time 
again Congress and federal 
agencies, including the Consumer 
Financial Protection Bureau 
(CFPB) and the Federal Trade 
Commission (FTC), institute 
imprudent and burdensome 
regulations, such as the FTC 
Safeguards Rule, and pass laws 
negatively impacting the industry. 

Congress and federal 
agencies need NIADA advocating 
on behalf of members, just 
as much as members need 
NIADA  advocating on their 
behalf. Congress and federal 
agencies must be continually 

educated on what it takes to run 
an independent auto dealership 
and the impact that their policies 
and regulations have on these 
dealerships. This advocacy in the 
form of continual education goes 
a long way toward strengthening 
the voice of independent auto 
dealers before Congress and 
federal agencies. 

This relationship building 
process is critical to advocacy. The 
stronger NIADA’s relationships 
and voice, the less likely Congress 
and federal agencies are to enact 
policies that will negatively impact 
members and the more likely 
they are to enact policies that 

advocacy works. 
It’s about building 

relationships and educating so 
that harmful policies are not 

are enacted. That is the primary 
purpose of NIADA’s government 

on Capitol Hill, before federal 
agencies, and at political events 
building relationships and 
educating on the independent 
auto industry. 

understands the importance of 
advocacy and representing the 
independent auto industry on 
Capitol Hill and before federal 
agencies. That’s why we never 
stop advocating for NIADA 
members. We even invite NIADA 
members to Washington D.C. to 
join the advocacy process during 
the National Policy Conference 
each year. That way Congress and 

from independent auto dealers, 
not just from NIADA government 

To learn about NIADA 

email list. 
For information, contact: 

Christina Perez at christina@

ADVOCACY



NIADA’s ‘Daily Cup of Know’ Delivers Used Car Industry 
Headlines, News, Data And Analysis Free to Your Inbox.

S C A N  T H E  Q R  C O D E  T O  S U B S C R I B E  N O W  –  I T ’ S  F R E E .

GET YOUR MORNING
CUP OF KNOW FROM
DAILY INDEPENDENT



IS YOUR FINANCE COMPANY COLLECTING

YOUR CUSTOMERS
ALONG WITH THE PAYMENTS?

WE PURCHASE BUY-HERE PAY-HERE ACCOUNTS

Paying up to 90¢ on the Dollar
Keep Referrals and Repeats
Quick and Easy Application
No Reserves or Aging
Flexible Contracts
No Application Fees

Keep Your Customers
Dealer Continues to Collect
Great Pricing
Fast Same Day Funding
Exceptional Service
Tailored Capital Solutions

Ask why thousands of dealers
nationwide trust SDA!

800-467-5172www.SDAinc.net
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“I started my own business to prov de 
good accounting at a reasonable price for 

said.
Star ing as the CEO, Wilson recognizes 

the mission of NIADA  to utilize all its 
resources to help members.

“The members are our purpose and the 

then everybody wins. 
“What I’m most excited about going into 

help our members build really strong, stable 

Of the resources, Wilson points to the 
committed and talented NIADA personnel, 

with lots of special skills and expertise. I 
helped build a lot of this team and create this 

don’t think the smartest person in the room 
is ever the person that knows everything. 
It’s the person that knows where to go to 

those resources internally, but also industry 
partners and members. I want to focus on 
tapping our resources and leveraging them so 

with dealers and connect them with the 
products and services to help them in their 
dealerships.  NIADA is also launching a 
CPO program to help independent dealers 
compete against the franchise CPO programs.

“The CPO provides an incredible 
opportunity for dealerships to really compete 

Groups and educational training for dealers.

us what they thought the market was going 
to do. By the year’s end, it was not doing 

She can predict NIADA will continue to 
work on behalf of members and partners to 
make the industry stronger.

“We want to bring our teams, which have 
such strong expertise in what they do, to 
meet the members and industry partners 
where they are and bring everyone to the 

Wilson said. 

“NIADA had seen tremendous growth 
in a short period of time. I was brought 

department and he p streamline processes 

recalled. “I worked on that for about a year 

thing I knew, I was not just over accounting. 
I had HR, administration, general operations 

And the roles kept growing to earlier 
this month taking over as interim CEO. She’s 

history.
“I’m incredibly humbled by the 

Throughout her tenure as CFO, Wilson 
did far more than crunch numbers. She 
was involved in the operations and overall 
strategy of the association as well. Taking on 
multiple roles is nothing new for the Texas 
native.

and that’s just what happens. Everyone wears 

what I’m used to. You all pitch in and help 
where you can help...It comes natural to me. 
I was raised by entrepreneurs who owned 

Working her way through college, 

a knack and love for accounting. She  earned 
a Bachelor of Science in accounting and 

She found a need of small businesses 

coming to NIADA.
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Wittenberg from Sugar Grove, Ill. “I hope 
to take extra classes when possible and 
join as many clubs as I can, and I believe 
I will now have more opportunities to 
do so. I’m already a little nervous going 

scholarship helps to alleviate some of the 
pressure. Being chosen to receive this 

in my potential for the future, and I’m 
excited to see where my life takes me. I 
want to express my gratitude once more 
for selecting me as the recipient of this 

The Foundation also awards one 

Northwood University student 
completing their Automotive Marketing 
and Management degree. 

The scholarship winners will be 
acknowledged in June at the NIADA 

The NIADA Foundation invites high 
school seniors to complete an application 
found on our website at niada.com/
foundation. The application deadline is 

recipients representing each of NIADA’s 
four regions is made by the Scholarship 
Selection Committee within NIADA and 
Northwood University. 

The association’s scholarship 

responsibility of the NIADA’s Auxiliary. 

the NIADA Foundation, recognized by 
the IRS as a public charity. In the past 

young people continue to their education 
in the automotive industry.

“This scholarship will help cut down 
my student debt and allow me to pursue 

Declan Roberts of Kodak, Tenn.
The Foundation also spearheads 

donating to organizations that support, 
among other causes, veterans and 
their families, youth development 
and cancer research. The Foundation 
also established an emergency relief 
fund to provide a venue for NIADA to 
assist fellow dealers and others in the 
automotive community devastated by 
natural disasters. 

Membership dues alone could not 
support all of the Foundation’s charitable 
needs. At the annual convention and 
expo, NIADA holds a live car auction, 

auctions at the NIADA Convention and 

Foundation.
If you would like to donate to the 

NIADA Foundation, contributions may 

organization. 
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� uring high school, Ethan 
Maughan developed a curiosity 
about the technology being 

used in today’s vehicle.
After being awarded a NIADA 

Foundation scholarship, the Salt Lake 
City native is now getting a chance to 
pursue his passion in college. He was 

scholarships. 
“This scholarship means a lot to 

me. It means I can pursue my passion 
for automotive technology in college 
and that other people believe in me and 

scholarship and very grateful to NIADA 

The NIADA Foundation awards 
a student in each of the association’s 
four regions with scholarship based 
on outstanding achievements in 
education, leadership and service in the 
community. Applications are now being 

“I am very grateful to receive this 
scholarship, as it enables me to work less 

�
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� holesale vehicle values saw their 
largest annual decrease in nearly 

but several key economic indicators provide 

annualized decline noted in the index’ history, 

November. The Black Book index measures the 
trend in percent retention from original MSRP 

Overall, Cox Automotive Chief Economist 
Jonathan Smoke pointed out in the Manheim 

last year with little evidence of a pullback. 

gain. Spending with travel agencies, other 
transportation and airlines were all up more than 
50 percent.

The consumer sentiment also increased for 

December. Unemployment also continued to be 
near record lows.

The supply of vehicles for new cars ended 

market. The used car supply was up only one day 
at the end of the year.

“With the new inventory growth and more 

The decline in wholesale values will 

increasing issue for customers. The record 

market. The Manheim numbers showed the 

The wholesale days of supply remains below 

percent.
“With what we’re seeing, the independent 

“It’s a good time to be a BHPH or used car dealer. 
They have the vehicles people want and that are 

Sales at APCO Holdings points out in his forecast 

advised to have a strategy to grow their used 
vehicle business in what’s perceived to be a 

building a strong reconditioning department 

options.
“Dealers should be heavily focused on 

marketing messages across all channels that 
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      Save the Date
June 19-22, 2023
Wynn, Las Vegas

   2023 is the year 
to Accelerate…
accelerate your 
learning, access to 
lending, execution 
planning and 
compliance to help 
you reach your 
business goals 
and drive better 

  Connect with 
independent 
dealers from 
across the country 
to share ideas and 
best practices, 
while connecting 
with solutions 
providers that can 
help you access 
the products, 
services and 
resources you 
need to elevate 
your business 

  Learn from other 
independent 
dealers, NIADA 20 
Group moderators 
and other industry 
leaders through 
general sessions, 
break-out sessions 

  Meet with lending 
sources at the 

  Get back to 
your dealership 
armed with 
tangible actions 
to accelerate your 



June 19-22, 2023
   Wynn • Las Vegas

Early bird registration discounts  
are currently available. 

Scan the QR code to register 
today or visit us online.
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personal data to obtain more information
•  Communication: Lack of online/mobile 

messaging options
•  Support: Lack of personalized support to 

help consumer choose vehicle

inaccurate.

look at the  current ‘click path to purchase’ 
and what we’re losing along the way.
���������	
�� The ad click. Millions of 

consumers are presented with digital ads 
online each day. Advanced ad targeting 

right consumer and place the right ad 
in front of them. And yet, despite this 
increasing sophistication, the average 
click through rate nationally for all 
automotive digital advertising, remains 

percent of our sales prospects. We are not 

���������
�	��We hope the consumer 
freshly lands on our website homepage, 

����������	��
���

��
	 ����� 
�����	�

to start, let alone close a deal with any 
consumer.

If we all agree this to be true, then our 

•  How do we generate more conversations 
about cars?

•  How do we compel more consumers to 
engage our sales teams when shopping for 
a car?

•  How can we now remove existing friction 
in the ‘purchase funnel’ and streamline 
the customer and our experience?

Currently, multiple points of friction 
encumber the path to purchase. Much 
research on this topic is available, including 

by the Boston Consulting Group titled, 
‘Zero Friction Future.’ Their data clearly 
demonstrates several key points of friction 
as consumers search for a vehicle to 
purchase.

points:
•  Shopping Research: No tools available 

to consolidate information for decision 
making

�������	
��
�����
�������
��������
	�
����
��
� efore we begin this conversation, 

I have a confession to make.  In 

Dataium, which aggregated clicks from 
across thousands of automotive websites to 
determine consumer purchase intent and 
vehicle consideration. 

Dataium was purchased by IHS/Markit 

then, but it’s still with a certain level of 
remorse I write this article.  

But for today, regrets aside, I have to 
express this thought: Are clicks killing 
digital marketing?

Due to the scope of this conversation, I 

What is the impact of all these clicks on 

true cost of all these clicks, and how do new 
solutions create opportunities to resolve 
this dilemma. 

�����	����������������
Nobody buys clicks solely to increase 

will lead to a conversation about a car. 



navigates our search parameters and conducts an inventory search. How many 
consumers actually conduct an inventory search on a dealership website?  Though 

representative sample of websites shows an average of 54 percent of consumers 
conduct an inventory search when visiting a dealership website.  With this click we 
have lost half of our 0.4 percent who clicked on our ad.

���������	
���
 The selection of a car from the search result page. This typically 
involves the consumer scrolling on a page of search results. What percentage of 
consumers who visit a dealer website make it to a vehicle details page? Answer 

our ad.
Finally, what percentage of 

consumers who visit a dealership 
website submit a contact form of some 
type? The widely accepted number here 

percent to be generous.
����������������������������

�������������������	���	������
At the end of this gauntlet of friction 

with an ad, only eight remain and become a sales 
lead.

Beyond the numbers and math we see each 
click along the digital sales funnel dramatically 
reducing the number of sales opportunities.

There is still one more metric we must consider. 
Of these eight shoppers, how many will the sales team 
actually connect with, and how many will discuss a 
car? From the beginning our goal was to speak with 
consumers about the purchase of a car, not to optimize 

what percentage of leads do we actually dialog? In 
interviews of dozens of dealership general managers, 
the numbers are consistently less than half. 

Less than 50 percent of the 0.008 percent. 
�
���� ���!��" ��	��	�#�$���

The arrival of the lead information creates the 

phone calls and so on is not only exhausting, it’s 
expensive.
������% 	�$������&� �

Clicks are everywhere. They are neither a 
means to an end, and as we have seen, are not 
conversations. Reducing the friction along the 
consumers path to a conversation is critical 
in today’s marketplace as consumers desire 
for control of the sales process grows. 
Other verticals are removing clicks from 
their process. Look no further than 

In fact, the click through rate 
nationally has declined 44 percent 
year over year, as consumer 

processes and resistance to clicks 
and forms continue to rise.

But do not despair, the same 
technology that brought us the 
internet and all these clicks 
can now connect the world, 
seamlessly. New solutions 
like AskOtto’s Open Dialog 
Advertising platform are 
now available to remove this 
dreaded ‘Click Gauntlet’ 
from our future. 

ale

a
c
s
co

les team
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used to be no interest and charging $50 

Working through the composites and 
key performance indicators,they made a 

of other dealers. He also made site visits 

price increase was not only attainable but 

“I didn’t think I could get that price. 
But after seeing what they had on their, I 

has seen a little bit of it all in the car 
business, including the good times and 
rough patches. The past few years during 

inventory constraints.

said. 

Like many dealers, he’s found 
himself having not only paying higher 
prices for vehicles but also facing higher 
reconditioning costs.

Even in the rough times, he’s 
remained committed to the business of 
helping his customers. Many of the repeat 
customers have left positive reviews on 
the company’s website.

“At the end of the day, it’s about 

customers with certain problems and if 
we work with them to help them solve 
them, they will give us money. The 
biggest thing is building a family of 

Gormley’s operates a program that 

vehicle.
“If we help our family of customers, 

� seen his business grow and change 
dramatically with the industry.

Gormley’s Auto Center in Gloucester, N.J., 

lot, focused on retail. Nearly three decades 
later, Gormley’s owns three lots with two 
operating as buy here pay here dealerships 
and carrying hundreds of accounts.

“We’re on a busy street in a busy area 

said. “We sell cars, but really we’re in the 
people business. If we help people, they pay 

 Gormley’s has been in business since 

a decade later as the retail business was 
exploding.

“For buy here pay here, we always held 

the street and transformed their original 
dealership into a BHPH operation. Quickly 

books.
When the Great Recession hit in 

transformative shift due to the changing 
economy.

business. We also had a chance to move 

and a few million on the books. We went to 
operating one retail story and two BHPH 

As the business starting to change its 
dynamics so did how they had to think 
about their roles. .

“With the BHPH business growing, we 
were not just a car dealer anymore. We 
were a bank, and we had to learn how to be 

That included growing the collections 
department.

attending NIADA conventions to gain 
some insight and knowledge to help his 
dealerships. He began contemplating 

group of coherts to help him navigate the 
industry.

“It’s been a great experience. We’ve 
built relationships and are able to talk to 

constantly communicating. Any issues, 
we’re all aware of. Nothing is really a 

Group was with pricing. 
“I knew I wasn’t charging enough. It 
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When recessions, such as the one 
everyone seems to agree is on the horizon 

begin to pull back from their risk tolerance.  
Slowly their risk departments tighten their 
underwriting guidelines to shrink their 

This usually includes moving up the FICO 

of tightening credit standards has recently 

place, more and more consumers begin 

by traditional lenders, when just months 
ago those same lenders would have easily 
approved them.   
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Those customers left behind by the 
traditional lenders are now wonderful 
opportunities for LHPH dealers to provide 

access to since the Great Recession and will 
outperform in their portfolio for the next few 
years.  

customers available during these market 
conditions drives higher originations 
volume for the LHPH dealer and reduces 

years to come.  Perhaps we should call this, 

turn out that way for a dealer with their own 
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� he last three years have been a 
constant whirlwind of uncertainty, 
change and challenge, peering 

hold in the Auto industry, and particularly in 
the subprime market. 

reached the backend of the initial impacts 

realistically say the fog is starting to lift on 
the ability to forecast the next period.  The 

However, we can now see where these forces 

of years likely entails.  While the forecast is 

incredibly strong opportunities for dealers 

You may have heard the term “adverse 

term that describes circumstances in which 
either buyers or sellers use information that 
the other group does not have access to in a 
business transaction, creating a higher risk in 
the transaction for the party without access to 
this information.  

In normal times, an example of this can be 
when subprime consumers go into dealerships 
looking to purchase a car and the dealer is able 

who, in good economic times, are accepting the 
risk of subprime credit to increase their market 
share and average rate on their portfolios.  

The traditional lenders select all of the 
customers their scorecards deem a reasonable 
risk and leave the remainder they believe to be 

dealers to lend to.  This process adversely 
selects the BHPH and LHPH dealers to 

likelihood of default.  
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�
challenge.

Even as rising interest rates and higher 
prices are loosening up inventory constraints, 
there’s still ways for dealerships to boost their 

reconditioning plan, which will not only get 
cars on the lot but in front of customers. 

Goodman asked attendees at last fall’s BHPH 
Super Forum. 

With dealers many dealers facing 

program. 
The goal of any reconditioning program 

is delivering a safe and reliable vehicle to 

“You want its life to extend through the 

doesn’t last the life of the contract, they don’t 
pay.

“It’s not easy to take a used car and make 
it last three to four years, or whatever your 
term is. You’ve got to put some work into it. 
You’ve got to make sure you’re buying the 
right way and we’re reconditioning the right 

A successful reconditioning plan starts 
with assembling a team of techs dedicated to 
a consistent process. 

When building a team, there’s the 

Goodman said a good rule of thumb is hiring 

“Take your sales goal and multiply that 
by the average labor hours to work a car up. 

percent productivity. That’s how many hours 

to get your recons through. Divide that by 

“When you do the math, that is how 
many techs you should have on the 

per month, three techs are likely needed 

charge of checklisting new arrivals, with a 
vehicle taking approximately an hour to go 
through thoroughly. That inspection should 
happen immediately.

ambulances driving down the road with 

now. Stop everything you’re doing, unless 
you’re in front of a customer, and checklist 

The earlier an issue is diagnosed, 

including returning it or ordering parts.
A good checklist will also include space 

for estimates for parts, labor and time 
to make repairs.  Goodman suggests to 

estimates for parts.  
A second tech will perform assembly 

reconditioning work and hanging parts, with 

“This is where you can build your own 
techs. You can start training techs and 

said. 

tech. They will have diagnostic skills along 
with the ability to work with public. 

“They should be able to talk to the 

The model allows tech one to support and 
help with post sale. 

process, which includes checking the car 
in; completing the vehicle inspection; 
creating a repair order estimate; establishing 
an approval process; ordering parts; 
receiving and verifying parts; hanging parts; 

lot.

includes driving the vehicle.
“You want to make sure it’s safe and 

Goodman said.
You will need to establish a 

reconditioning plan. A good plan is to have 

two weeks in the back lot. The inventory on 
the back lot should be on the front lot within a 

for body work and parts delivery delays.
Establish daily, weekly and monthly 

avoid stacking vehicles in the back lot.
Owners and managers should also be 

doing weekly lot walks to make sure everyone 
is on the same with inventory and needs. 
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� Inc., is on the front lines of vehicle 
repossession, skip tracing, identity 

theft, and to an extent, thwarting organized 
crimes.

automotive retailers and a host of 
simultaneous challenges for recovery 
industry professionals.

Waldron has been in the collateral 

starting in New York State before moving to 
Texas, where he started his own company. 

home state.
He relates a recent success with the 

recovery agents face in an environment with 

the vehicle’s value and other considerations, 
Waldron, a licensed private investigator, took 
on the recovery himself. 

“Fortunately, the vehicle had been 

said.
This vehicle was sold through a 

and rushed at the customer’s insistence. 

including an extended service contract. 

repossession order.
“Because of the Advantage’s GPS data, we 

said. “That’s a real plus for us when it comes 
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securing insurance, higher recovery 

have left many with no other option than to 
exit the business, Waldron said. Today, fewer 
businesses are handling more repos, even 
though repos generally have declined during 

“GPS limits the number of addresses we 

and easier we can secure the collateral, the 
fewer expenses we incur. Regardless of how 
much our expenses are, we’re only paid what 
was agreed on upfront. If we don’t secure the 

In this case, not only was Waldron able 
to locate the Mercedes, he saw something 
suspicious. The apartment lot where he 

vehicles, each had temporary plates. These 
included three Mercedes, a BMW, and a 
Jaguar. Turns out all the vehicles were 
purchased fraudulently.

“What was very concerning to me was 
that inside the one vehicle I recovered was 
a folder loaded with stolen IDs, credit cards 

“Think about a large binder, the kind you 
might use to collect and secure a baseball 
card collection. In the one binder, I found 

type of binders in them as well. I never got 

Waldron was shocked when he phoned the 

a manager, he was told, “Oh, that vehicle was 

As disheartening as that was for Waldron, 

worse.

and did not have the resources to investigate 

Waldron said. “The IDs included a federal ID, 
and I called authorities. The Feds were at my 

employees take the time to try to make contact 
with the car buyer or at least with whoever 
answers the door. Many lenders do not want 
to do door knocks, as they typically cost more 
and may lead to an altercation. 

“We’re paid when we locate and recover 

A longtime member of the American 
Recovery Association, Waldron said the work 
the association has done to raise awareness of 
the challenges facing recovery professionals, 
as well as legislative and regulatory advocacy, 
has been tremendously helpful to agents 
across the country.

Waldron noted that dealers must take 
an active role in preventing fraud and what 
amounts to vehicle theft.

he said. “It’s incumbent on dealers and 
lenders to verify stips, use technology like 
GPS and the data the units generate to combat 
a growing and expensive problem. 

“We encourage dealers and lenders 
to include GPS disclosure language in the 

he said. “Often, if there are consistent late 

vehicle after a repo, the dealer or lender 
should put a GPS on the vehicle at that time, 

“I have to say that after what I saw in 
that vehicle with the IDs, credentials, credit 
cards, and gift cards that were removed from 
mailboxes, I stopped mail coming to my 
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� strategy will focus on the entire buyer journey — awareness, 

most of your lead generation should come through your website – i.e., 
your virtual dealership. 

Leads that come through your website tend close faster and 

marketing strategy and website user experience (UX) to generate leads 

Here are some essential tips to help you generate more leads among 
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account, under the Universal Analytics tag, check out page views per 
session for each source. Sources that bring in users that show two 
to four page views per session correlate with a lower bounce rate 
from that source and higher sales. Look at which sources get higher 

optimizing that source. 

then pinpoint precisely what you are doing on social media that is 

using the Google Analytics 4 tag and Google Tag Manager. 

the web – ads, social media posts, reels, emails, etc. Your marketing 
team or agency can set up tracking to identify, which sources generate 
the desired action on the page. Google Analytics 4, which will replace 

of events and actions users take on websites beyond views and clicks. 

marketing resources for the sources that convert to leads faster and 

#���$���������	�����$������

negotiations and establishing the concessions they are willing to make 

your marketing with simple logic. Car shoppers who are ready to make 
a purchase are looking for the vehicle they want. 

If you want to connect with buyers ready to select the used car 
they want, shift your marketing budget to showcasing your inventory 
on search and social platforms, not just used car marketplaces like 
AutoTrader or CarGurus. Send your inventory to Google’s shopping 

live to your actual inventory. There are numerous possibilities for car 
dealers, so be bold and ask your marketing team what more they can 

#
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You have likely put a lot of thought into the experience of your lot 

a car from the time they set foot on your lot or make the phone call. It 

careers are built on UX expertise. 
Fortunately, simple steps that cost no money can take your website 

Call To Action (CTA) button on your website, most importantly on the 

the customer is in the buyer journey. If your website has buttons that 

customer the same way you’d work with them on the phone or if they 
were on your lot. 

If a buyer walks up, you don’t sit behind the desk and tell them 
to come to get you when they are ready. Consider the CTA as taking 

Choosing the suitable CTA, where to put them, and what color to make 

Would you take $800 down? Is this vehicle still available? Can I get 

visitor gives up their information in a form submission and expects 

don’t ask for the visitor to take action, they will go elsewhere that want 

frustrated. 

vendors to your budget. Less is more, and work smarter, not harder. 
Treat your website as an extension of your dealership by applying 
the same tactics your sales team uses to engage each website visitor. 
Explore website analytics to optimize the sources that work best for 
you. Happy Selling! 
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Just one post can be seen by countless 

Facebook and other social media sites have 
evened the odds, or perhaps even tipped 
them in the consumer’s favor, because just 
about every business has a website and looks 

The consumers now use these same sites 
to post negative experiences and reviews and 

thousands of people see the bad publicity.  I 
was once called by a dealer that had an online 
video complaint made by an irate customer 

reading the reviews, in addition to comments 
from locals, there were attacks coming from 
all over the world.  The genie was already out 

way of help.
Would the customer that picketed even 

waste her time today?  I doubt it. I think she’d 
be more inclined to tell her story online and 
hope to corner the dealer into a settlement by 
creating a groundswell of support from other 
consumers in her area.   
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I think every small business today needs 
a plan to deal with social media complaints.  
Don’t leave this to chance, develop a written 
process. Then train your personnel and arm 

resolution.  While obtaining a resolution with 
this particular customer is ideal, that may 
not always be possible. It’s still worthwhile 
to provide a response that will leave the 
audience with the impression that you are 
reasonable and minimize any negative 
impressions.

trying to justify their actions by going into 
great detail about the events that transpired. 
The problem with that is that the responses 
often include account level information, 
which shouldn’t be disclosed to the world.  
That just gives the complaining customer 
more ammunition to use.  

The better approach is to say something 
like “we recognize the right to privacy of 
our customers; therefore, we won’t go into 

invite this customer to contact us directly to 

resolution is still being provided, plus the 
rest of the audience sees that the business 
respects their customers’ privacy.

There are plenty of companies out there 
that will manage the social media process 
for you, highlight good reviews and make 
sure you handle the bad ones.  A strong and 
favorable social media presence should 
be part of your overall strategy, and invest 
energy in complaint management too.  The 
power is in the hands of the consumers, so 
pay attention to these issues. 
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�
industry now as compared to the early 
years of my career is the power that social 
media currently places in the hands of the 
consumer.  

would often have to get creative to gain a 
dealer’s attention and address the merits of a 
complaint.  Now, social media has evened the 
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I remember one matter involving a 

customer that was picketing his car lot.   
The consumer had purchased a car a few 

weeks prior and almost immediately started 
experiencing mechanical issues to the point 
where it wouldn’t run.  The dealer attempted to 

was still turning on and the customer didn’t 
think the vehicle was safe to drive and wanted 

demand, she decided to picket his store. 
Since this client was only a few blocks 

going on for myself so I drove to the lot.  Sure 
enough, as I pulled up I saw a rather large lady 

She was marching up and down the public 
sidewalk, sweating profusely because she was 
in Texas and this was in August.  

going to pass out, hit her head, and then sue my 

of water and a folding chair and went to speak 
with her.  My client was livid with me,  but I 
explained my concerns and calmed him down.

and she looked at me warily.  I asked her to 
tell me her side of the story.  She went on 
for several minutes, emotionally telling me 
how she had saved her money for a down 
payment for six months and needed reliable 
transportation because hers was the only car 
in her family.  She shared that the mechanical 
issues she experienced had caused her to 
be late to work twice and that she was on 

expressed fear that she wouldn’t be able to 
keep the vehicle working once her limited 
warranty ran out the following week and that 
she’d lose her job.

Armed with all of this information, I went 
back in to talk to my client and practice a little 

forth, but over the course of the next hour or 
two I gradually convinced her to come inside 
and talk, similarly convinced my client to 
have a dialogue with her, where everyone 
agreed that a repossession was the last thing 
anyone wanted, and worked out a resolution 

���
��"��
�������	��	
���������
“What does this all have to do with social 

an irate customer might resort to picketing 
to get a dealer’s attention.  In today’s online 
world,  social media has given the consumer 
a lot more power.   
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in the industry along with newcomers. The 

specialties or needs.
“You might be thinking I’m not ready for 

you’ve been in business for a couple of years 

of dealers that can help you, that’s a very 

�������
������������������
There are a myriad of details that set 

starts with the moderators — Goodman, Bill 
Elizondo and Ed Curry. They bring a wealth 
of knowledge gained from a collective more 

in all areas and owning and or managing 
dealerships.

Along with leading the group discussions 
and lessons, the moderators are also there 
between meetings to help and answer 

Bentley Nolan points out he appreciates 

independence and the organization is 
working on the behalf of dealers.

industry day in and day out. For me, I enjoy 
the legislative side of the NIADA work. It 
marries together to be this whole picture of 

Watson expanded on the independence: 
“It’s independent of all vendors. Independent 
of all operators. They have no agenda other 
than the independent dealer, keeping 

helps feed the other things like the PAC, 
helps feed convention, helps feed individual 
consulting and some other areas.
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The old saying in business is, “you need 

it’s not spending money rather than an 
investment in their business.

up tips pay for the cost of joining the group 
and travel. 

“They are one of the best things you 
can do. If you take one idea back, it ends up 

“You get to look at dealers who are where 
you want to be. Maybe they have better 
collections than what you have currently. 
What are they doing to collect better. You 

There’s also ease with settling into the 

moderators take care of everything as far as 
arrangements on site.

“All you have to worry about is your 

Charles Brown. “Everything is set up. When 
you get there, you’re there to work. You’re 
there to converse and debate with your other 
dealers. Everything is set up, so you don’t 
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It’s an easy process. Just go to the niada.

NIADA member will then reach out to you.
Goodman said the process will soon start 

with training and developing the business 

Goodman said.
Nolan explains the composite is essential.
“It helps me organize my data so much 

looking at the composite, it seemed like a 
daunting task but once you get it going, you 
realize these are key metrics that I need to 
be following. You really understand how to 
get that overall snapshot of the business and 
understand on a more factual basis the health 
of your business.

health of your business to your inventory 
to your collections in buy here pay here. 
Everyone submits this data each month and 
you get this running snapshot of each other’s 
businesses, and what you might improve 
on or what’s working really well. It helps 
frame your conversation. If my collections 

great, I could go to them and say, ‘hey what’s 
working for you and how can I get that going 
in my store.’ They see my inventory turn is 
really fast and they say what are you doing 
to recondition better to get these inventory 
pieces out on the lot and sold faster. It’s just a 
way to frame conversation and a way to judge 

The training may last up to three months 
and then you will be put into the appropriate 

“We have groups for any type of dealer 

express groups where it’s just the one day 
group. We have service groups where it’s 

�
business.

pointed in a new direction by his peers.

sat down with my numbers and I thought I 
was making good money. I wasn’t making 

hey if you continue down this path, you will 
be bankrupt. You’re not charging enough for 
your cars given the loss that you’re going to 
see or the losses that you have seen. I didn’t 
know I wasn’t charging enough for my cars 
until I got in there and saw what was possible. 
I saw what people were doing and all of a 
sudden I righted the ship.

“That one decision or insight, I may have 

go to for the rest of my life. It straightened 
my ship up, so now my destination is here 

Watson is one of many independent 
dealers from across that owe a portion of 
their success to ideas and concepts picked up 

�������������������

business models who meet three times a year 
to exchange ideas, identify best practices, 
resolve challenges and discover hidden 
opportunities.

much more. It’s adding business partners, 
invested in your success.

Ben Goodman, one of NIADA’s three 

goals and be able to grow their businesses 
and leverage each other’s experience to help 
them through all the challenges we’re facing 

One of the key elements is that the 

separated.
“Geographically separated so you’re not 

sharing your secret sauce with the neighbor 
next door. But you get to be in the same room 
though with folks who have similar goals in 
similar trajectories to where you want to take 

important and allows them the opportunity to 
be honest and really open their books and bag 
of tricks with others.

��������



NATIONAL CORPORATE PARTNER

GOLD

NATIONAL CORPORATE PARTNER

GOLD



BHPHdealermag.com

niada.com

FOLLOW US ON

Personalized Service, Accessible Technology, 
and F&I Products for everything that moves.

Why Partner 
with Classic

Product & Customer Services
Family owned and operated with over 36 years of superior administration. 

An extensive line of F&I products, including a GAP waiver exclusively  
designed for Buy-Here-Pay-Here and Lease-Here-Pay-Here dealers.

Experienced, friendly staff committed to providing the highest  
level of customer service. 
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A GAP claims portal to open and track  
claims 24/7.

Online system that allows dealers/lenders to  
process cancellations and upload claim  

information at any time of day, for a  
quicker turn around.
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