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Convention Overview

Attendance

People
U Industry Leaders
U Dealers From Across The Country

New Attendees
U New Attendee Luncheon

New Vendors




Wednesdaay

¥, Soclal Media and Networking
U Moderator - Keith Whann
U Philip Zelinger 1 Ad Agency Online
U Jody Devere 1 Askpatty.com

U Ken Gibson i Gibson Internet Marketing and
Consulting

U Don Walker i Walker Investments
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%, Gearing Up for Efficient Inventory Management
U Moderator T Joe Lescota i Northwood University
U Michael Darrow 1 CMD
U Laurie Kann1 CMD
U Bob Taar 1 SmartAuction
U Tim Zierdan - Adesa
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#How t o Get Money 1 n To
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v, Letting the Web Work for You
U Michel Jackson T Auto Search Technologies

¥, Structuring Deals for Success

U Mark Dubois i Dealer Performance and
Consulting
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% The Internet: Your Virtual Showroom
U Moderator - Keith Whann
U Michael Page 1 cars.com
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U Amanda Savage T Manheim Online Solutions
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% The Internet: Your Virtual Showroom
U Moderator - Keith Whann
U Michael Page 1 cars.com
U Howard Polirer i AutoTrader.com
U Amanda Savage T Manheim Online Solutions

%, New Games in Town
U Al Lentsch T Northland Auto Enterprises
U Joe Zawatski i North Coast Auto Sales
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%, Collections, Skip Tracing and Deficiency
Recovery

U Moderator T Mark Dubois i Dealer
Performance & Consulting

U Dan ReelT CMD, Reel Auto Sales
U Geoff Smartt T Smartt Cars
U Robert Sickles i Hinshaw and Culbertson

U Don Miller - Constellation Automotive
Systems
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¥, Collections, Skip Tracing and Deficiency
Recovery

U Moderator T Mark Dubois 1 Dealer Performance &
Consulting

0 Dan ReelT CMD, Reel Auto Sales

0 Geoff Smartt T Smartt Cars

U Robert Sickles i Hinshaw and Culbertson

U Don Miller - Constellation Automotive Systems

% Innovative Marketing
U Jimmy Vee i Gravitational Marketing
U Travis Miller - Gravitational Marketing




Thursday (continued)

2 BHPH 1 Making Success Your Theme Song

U Moderator i Mark Dubois T Dealer
Performance & Consulting

U Keith Hagler i Taylor Auto Credit
U Robert Fahey i CMD, Fairdale Auto Sales
U Geoff Smartt T Smartt Cars




Thursday (continued)

. BHPH T Making Success Your Theme Song

U Moderator T Mark Dubois 1 Dealer Performance &
Consulting

U Keith Hagler i Taylor Auto Credit
U Robert Fahey 1 CMD, Fairdale Auto Sales
U Geoff Smartt T Smartt Cars

v, The Power of Planning

U Larry Peters T Automotive Industry Center for
Excellence

U Allen Monello i Automotive Industry Center for
Excellence
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Last Year

Financial markets in turmoill
Manufacturer bankruptcies

Downturn in new car sales

Cash for Clunkers

Franchise dealer reductions

U Saturn evaporated

U Pontiac nameplate eliminated

U GM and Chrysler dealer terminations

Reduction in lenders and capital availability




Independent Dealer
Community

¥, Strong
v, Aware
¥ Vital

v, Atarget for many vendors looking to cover
market share that has been lost in the
franchise dealer space

¥, Represented




Legislative & Regulatory Issues

Sante Esposito I Federal Advocates

%, Consumer Financial Services Protection Act
v, Consumer Credit & Debt Protection Act

v, The Red Flags Rule

¥, Toyota Recalls lead to Safety Legislation

v, 2009 Testimony at Hearing on Used Motor
Vehicle Industry & Subprime Lending Issues

v, Member & Committee Staff Meetings
¥, Consumer Group Meetings




State of the Industry

¥, New Car
U Certified Pre-owned

v, Used Car
U Buy Here Pay Here

¥, Auction
¥, Internet




NThe new vehicle sales
17.4 million in 2000 to the trough of 10.4 million
In 2009, represented a swing of 40%. That
percentage decline far exceeds previous

cycles, but given that the economic recession
was the severest since the Great Depression,
the magnitude of the new vehicle sales drop
was notout-of-l I ne . O

- Manheim 2010 Used Car Market Report
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New Car Market

US car park is 250 million venhicles

New peak could be 16+ million new car sales
Replacement demand approximately 12.5 million
2008 Franchises = 20,770

2009 Franchises = 20,010

2010 Franchise estimate = less than 20,000
Many dealers lost or are losing their franchises




Certified Pre-Owned

% The current challenge is the supply of

vehicles that qualify for certification, rather
than demand for CPO vehicles

% The reduction in program rentals, drop in
lease originations and the overall decline In

new vehicle sales will continue to stress CPO
vehicle supply




NWhile the number of |
decreased again in 2009, independent

dealer market share increased and sales

vol ume hel d steady at

- CNW Marketing Research




Used Car Market

%, Total used retall car sales declined for the
fourth consecutive year - CNW Research

¥, 35.5 million vehicles sold at retail in 2009

%2 CNW numbers suggest that used vehicle
sales in 2009 hit their lowest level in 25 years

¥ Used car market is inherently less cyclical
than the new car market

v, Market breakdown: 36.1% franchise dealers -
33% independent dealers 1 30.9% casual
sales




Buy Here Pay Here

%, Average consumer down payment decreased $49 to
$1,040

%, Average weekly payment remained constant at $84
v, Average cash in deal rose $169 to $4,865

% Average total actual cost per vehicle sold increased
$250 to $5,534

v, Dealers spent more on reconditioning and had a
tighter control on vehicle acquisition costs

- Sourced from NABD and NCM




NLack of supply has bec¢
the auction market with volume continuing

down on a year-over-year basis in the first

qguarter of 2010. Reflecting the lack of supply

IS the increase In prices for the fourth quarter
Il n a row. o

- National Auto Auction Association
Auction Industry Report First Quarter 2010
Dr. Ira Silver, NAAA Economist
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Auction Market

Total number of vehicles sold at NAAA member
auctions declined by an estimated 3.6% in 2009

Rental and dealer consignment volumes were down
sharply

Lease and repossession volumes continued to rise

2009 saw auction volume falling to the lowest level
In a decade
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The Intfernet

¥ Internet Users Worldwide = 1.73 Billion
¥, Internet Users North America = 254 Million
¥, Emaills sent on the internet in 2009 = 90 Trillion

¥, Emalls sent
%, Number of b

ner day = 247 Million
0gs on the internet = 126 Million

¥, Tweets per ¢

ay = 27.3 Million

¥, Facebook page views per month = 260 Billion
¥, Facebook page views per minute = 6 Million
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The Infernet

%+ Number of servers for Facebook = 30,000
U People on Facebook = 400 Million
U Photos uploaded per month = 2.5 Billion

3, Num
¥, Num
3, Num

ner of servers for Google = 1 Million
per of photos on Flickr = 4 Billion

per of videos per day YouTube = 1 Billion

¥, Videos viewed on HULU per month = 924 Million




Buying Behavior

% 87% of consumers research products
online before purchasing

¥, 58% made less than $50,000 per year

¥, Google (25%) was top website used
first in product research..then Yahoo,
Amazon, eBay, and WalMart

{ Research by Jupiter Research




Why Are We Heree
Today - 2010

% What do you expect to learn?
%, With whom do you expect to interact?

¥, What opportunities do you see here at the
Convention and in the coming year?

v» What do you expect to accomplish while you
are here?

¥, What do you need to learn or accomplish
here?

v, How will you make it happen?




Why Are We Here
Lessons From The Past Year

%, Avallability of capital remained tight

% Inventory acquisition became more difficult

% Importance of strong lender/vendor relationships
¥ Technology became more important

v, Books may not but cars, but they do finance them
%, 'You must have a plan!
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Keith's Business Plan For The
Successtul Dealer

Summary (dealer & dealership)

Products & Services (what you do)

Market Analysis (where you are)
Competitive Anal ysi s
Strategy (how you will get there)

Operations (how your people do the job)
Financial Statements (your plan works)
Anything else important - Tell Your Story!

(v




Keith's Plan For A Successtul
Dealer - Lender/Vendor Relationship

¥, et each parties expectations on the table

s Under stand each ot her 0s
» Know what nNncorrect pape
% Decl de what a ncompl et €
wEstabli sh a framstpsor k f
¥, Communicate loan/deal criteria - and changes

¥, Be consistent (look to book, debt to income)

» Remember 1 t0s a partner




SWOT Your Market Position

¥ To effectively compete in your market place,
you need to know your:

v, Strengths

v, Weaknesses
v, Opportunities
v, Threats
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Strengths

Independent

Community

Like minded

Your individual dealership strengths?




Weaknesses

%, Independent
v Difficulty staying current
v, Market Is fragmented

¥, Access to products
U Lenders
U Technology

v, We speak car dealer
% Your Iindividual dealership weaknesses?
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Opportunities

Internet

U Expanding demographic

Shrinking franchise marketplace
Nationally recognized CPO Program

Your individual dealership opportunities?
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Threats

Internet

U Third party dependence - liability
Shrinking franchise marketplace

U New independent dealer competition
BP oll splll

Regulatory uncertainty

Your individual dealership threats?
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A Few Of The Over 100 Laws Atfecting
A Retaill Motor Vehicle Dealership

Fair Debt Collection
Privacy Act

USA Patriot Act

~ederal Reg M and Z
~TC Rules and Regs
~air Credit Reporting
Mag Moss Warranty Act
Red Flags Rule

Ya
Ya
Ya
Ya
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State UDAP Statutes
Dealer Licensing Acts
Vehicle Titling Acts
Installment Sales Acts

Uniform Commercial
Code



National Consumer Law Cenfter
Recommended Federal Policy Improvements

% Enact a Federal Automotive Information Reporting Act
(FAURI)

¥, Ban Arbitration Clauses in Auto Sales and Finance
Transactions

%1 mprove the FTCO0Os nUsed Car
v Permit Modification of Car Loans in Bankruptcy
% The National Motor Vehicle Title Information System

% Adjust TI LAOs Jurisdictiona
Amounts for Inflation

% Strengthen the Motor Vehicle Information and Cost
Savings Act
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National Consumer Law Center

State Reforms to Protect Used Car Buyers
from Sales and Financing Abuses

Cooling Off Period or Right of Rescission
Limitation on Yo-Yo Sales

Prohibition/limits on Dealer Markups of Finance
Charges

Cap Document fees

Posted Pricing and Other Protections
Increase Dealer Bond Requirements
Consumer Compensation Funds

Limitation on Pre-Payment Penalties

Right to Cancel and Fair Rebate Calculations




National Consumer Law Center
Reforms to Protect Buyers from Arbitrary and

Dangerous Repossession

¥, Consumer Abuses Related to Vehicle Repossession
¥, A Ban on Self-help Repossession

% Alternative and Additional Policy Reforms

Additional process Before Repossession

Ya
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nt to Cure

Nt to Reinstate

Regulation of Repossessors
Creditor Liablility for Actions of Repossessors
Anti-Deficiency Statutes
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National Consumer Law Cenfter

State Reforms

Used Car Lemon Laws and Required Warranties
Prohibit Disclaimer and Implied Warranties and

nNAS | So Sal es

Required Inspection and Minimum Conditions or

Disclosure

Burden of Proof
Condition at Time of Sale

O N

Deal e




Buy Here Pay Here

The BHPH model is under attack and laws
pertaining to BHPH are particularly onerous

¥ Related Finance Companies
v, Starter Interrupt Devices

v, GPS Systems

v, Debt Collection

v,» Repossessions




STARTER INTERRUPT DEVICE AND
GRS LOCATORISSUES TO-CONSIDER

%, The Doctrine of Accessions

% QOperation of the device T obligations placed
on consumer and disclosures made to them

¥ Privacy related issues
% Revisions made to dealership paperwork
U Consumer Disclosure Document

U Integrate into Retail Purchase Agreement
U Revise the RISA Contract
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Together Automotive Retailing Prospers

¥, Mission

7 20091 2010 Successes
U Columbus

U Philadelphia

U Orlando

U Dallas

U Fredericksburg

v, Expectations of the 2010 NIADA Convention
T.A.R.P. area




A READ

% Qriginated as a way to bring dealers and
lenders together

U Retall purchasing
1/ Direct
1 Indirect

U Floor plan

U Lines of credit

U Portfolio sales




T.AR.P. 2.0

¥ Expanding lender-dealer relationships
¥, Recognized importance of internet marketing
% Introduced NIADA CPO Program




Benefits of a CPO Program

¥a

¥
¥a
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Consumers are familiar wi
and look for it (because of factory marketing)

Certified vehicles have a higher perceived value
Increases website traffic from online searches

Increases lender acceptancei | ender s nl i
better value

Increases customer satisfaction i CPO units
have fewer issues; customer happier with
purchase

Increases your F&l opportunities
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Why NIADA and NAC

NAC securely backed by American Bankers Insurance
Company, an Assurant Compar
iInsurance carrier with over $20 billion in assets

NAC has sold over 1 million service contracts to date

NAC dedicated to top quality customer service: claims
processed daily and paid instantly by credit card

NAC processed over $25 million in claims in 2008
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NIADA Certified

Limitations on eligible vehicles

Comprehensive inspection

Comprehensive, fully insured limited warranty
NO Deductible

Roadside Assistance

Towing

Rental Vehicle

Claims paid directly to repair facility by credit card




2009 Consumer Marketing Research Shows:
Certified Inventory Turns 2x Faster

Days On Lot Before Being Sold

® Days

CPO Variable Non-CPO Variable




2009 Consumer Marketing Research Shows:
“Who Certifies CPO Vehicles?”

When asked who certifies CPO vehicles,
shoppers think that the dealership is the
one who does the certification.

= =

Don't Know Don't Know Dealer




T.A.R.P. Future

%, Continue to develop and diversify lender-dealer
relationships
¥, Requests to expand concept to include:
U Inventory marketing
U Service department
i F&I
U Social Networking

v, Delivery In different formats

U Online
U Broadcast




Soclal Network Community

NnMar kets are conyver Gl@atraino n s
Manifesto, the seminal work of the internet age, In
2000. That means the key skill in any organization
today I s no |l onger mar ket

- What Would Google Do
Jeff Jarvis

¥, Communicate the way consumers want to
communicate

%, New Issue and potential Liablilities




Primary Business Drivers

% Access to capital

¥ Inventory

¥, Repeat and Referral business
% Ability to market online




81.2% of dealer members now have their own
website, a 23.4% increase from last year.
Additionally, 68.6% of members report
advertising online, an increase of 20.7% from
last year.

-NIADA Used Car Report 2010
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Keys to Effeclive Online
Merchandising

Competitive pricing

Multiple photos

Engaging sell copy

Opportunity for customer to communicate the
way they want

Two studies: cars.com and AutoTrader




Cars:com
Merchandising Survey

O-at most 10 photos 142% 117%

O t11 or more photos | 175% 127%

pd m
COUNSELOR\
ot Questions

G ? Ho Has Answers!”




