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president's message

Heart

The

of Auctions

T

NAAA members make a difference in their
communities and people’s lives

here’s not much that makes me feel
as exhilarated as riding my Harley —
except when I take it out on the 30mile Classic Car and Motorcycle Run.
The charity ride is something I’ve
looked forward to every spring since
helping organize it a dozen years
ago with the goal of donating every
dollar raised directly to children’s
organizations. I feel privileged to
have chaired the event over the
years and proud that my auction, ADESA Boston, is the sponsor.
Of course, we can all take pride in the tradition of generosity
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the auction industry has displayed
since its earliest days. The most
recent National Auto Auction
Association (NAAA) industry survey
results found that our more than
300 auction
and associate
members average
a contribution
of $13,000
annually
to charity,
sponsoring
everything from
youth sports
to college
Jack Neshe
President of NAAA scholarships
and donating
to a variety of local nonprofit
organizations, from hospitals to
animal shelters.
Our industry’s commitment to
community service is as strong as its
dedication to customer service. This
is a message NAAA has always encouraged its members to share, such
as during National Auto Auction
Week in August. That’s why you’ll see
in On The Block (OTB) an occasional
department called “Auctions Give
Back.” It’s where highlights of some
recent charitable activities performed
by our members will appear when
there are enough submissions to fill
the page. (You can share your auction’s fundraising efforts by sending
information about the activity to
the OTB Editor.) I think it’s a great
way to show how our members,
their businesses, staff and customers
continue the long tradition of auto
auctions generously giving back to
their communities.
One item in the last issue mentioned how Manheim Nashville
reached a 10-year fundraising goal of
raising almost $1.2 million for “Mary
Jo’s Cure 4 Kids,” which benefits St.
Jude’s Children’s Research Hospital.
But there was much more to this
story than a successful fundraiser.
It’s about a terminally ill girl whose
dream of raising a million dollars for
the hospital caring for her and other
children like her inspired it and how
staff members, dealers and other
auctions from several states came
together to make her wish a reality.
And that’s why we felt the brief
item was worth expanding on in this
issue. The story of Mary Jo’s Million
reminds us of what the real core of
our industry is about — people who,
regardless of job title or competition
or time involved, are willing to join in
a young girl’s dream make a difference in the lives of others by simply
acting from the heart.

Will Driverless
Cars Reduce
Car Crashes?
New technology is already here
and could impact insurance costs

I

n a recent survey conducted for
the Chubb Group of Insurance
Companies, only 18 percent of the
adults polled said they’d be interested
in purchasing a car with self-driving
capabilities—the
kind of tech
being pioneered
by Google, among
other companies.
The most common
reason given for
not wanting to buy
into the technology, cited by
Frank Hackett
two-thirds of those
CEO of NAAA
who responded in
the negative, was that they wouldn’t feel
safe being a driver in name only.
A newer poll from Carinsurance.com
also found that one in five drivers is fully
ready for self-driving technology. About 20
percent of drivers said they would buy a
fully autonomous car if one were available.
But it’s amazing how much more
comfortable drivers are with self-driving
cars when they help you save money.
In the same Carinsurance.com survey,
drivers were asked if they would consider
a self-driving car if owning one meant
an 80 percent discount on their usual
auto insurance premiums. Nine out of 10
drivers polled answered yes. Apparently,
perceived risk is a lot easier to swallow if
it means lower bills.
Interestingly, the reason that these
vehicles could see cheaper insurance
premiums is that they are projected to
be much safer than cars with humans in
control. While 75 percent of drivers in the
Carinsurance.com survey said that they
could drive an automobile better than
a computer would, a new paper from
the Eno Center for Transportation states
plainly, “Autonomous vehicles have the
potential to dramatically reduce crashes.”
It is believed that more than 90
percent of traffic accidents are the result
of driver error. Researchers estimate
that if just 10 percent of the cars in the
U.S. were self-driving, there would be
211,000 fewer accidents annually, and
1,100 lives would be saved each year. If
the rate of self-driving vehicles goes up
to 90 percent, each year accidents would
be decreased by 4.2 million, and 21,700
people wouldn’t die due to road crashes,
according to the study.

By Frank Hackett
National Auto Auction Association
Chief Executive Officer
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Arbitration Corner

Matt arias

Addressing Fluid Leaks
and Wearable Items
A

s I’ve often
been asked about
two hot topics related
to arbitration, I thought
I’d include them in this edition of Arbitration
Corner: “fluid leaks” and “wearable items.”
Fluid Leaks
The opinions vary on how severe a leak has to be to
require disclosure when selling at auction. But there are a
few things to consider when making a consistent and objective
decision:
Q How old is the vehicle?
Q	What is its mileage, and is it consistent with the vehicle’s
condition (normal wear and tear versus excessively worn)?
Q	Is this leak something that is inherent to the make and
model?
Aside from those questions, here are some guidelines benchmarked from inside and outside the industry to better classify
the severity:
Q Class 1 Leak
• Fluid leak (dried or wet leaks known as “seepage”) that
is not large enough to form drops.
Q Class 2 Leak
• Fluid leak that has formed drops, but not enough to
cause a drip.
Q Class 3 Leak
• Fluid leak that is damp enough to form drops and cause
a drip.
As a rule of thumb, vehicles with low mileage should not
present any leaks unless they are inherent to the vehicle or contain excessively worn or defective parts when compared to their
higher mileage counterparts.
Hopefully these issues will be covered under warranty. Of
course, a voided warranty requires disclosure.
Typically, higher-mileage vehicles with Class 2 leaks fall under
the “normal wear and tear” category.
A disclosure is required on green light vehicles with a Class 3
leak that was either repaired or had parts replaced of $500 or
more.
The National Auto Auction Association (NAAA) Arbitration
Policy explains:
“Noise and Inherent Conditions: No arbitration can be based
on noises or conditions that are inherent or typical to a particular model or manufacturer, unless deemed “excessive” by the
arbitrator on non-warranty items. OEM dealer warranty guidelines will be used where applicable to determine whether the
condition is excessive.” (NAAA Arbitration Policy’s Arbitration
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Guidelines rule #4.c.)
WEARABLE ITEMS
The same guidelines go with
“wearable” items. The NAAA Arbitration Policy
has the following explanation for “Wearable Items:”
“Auction will not arbitrate vehicles for wearable items.
For purposes of this policy wearable items are defined as
parts of the vehicle that the manufacturer recognizes the need
for replacement/adjustment during the expected life of the
vehicle. These items are normally identified in the Owner’s
Manual for routine check and replacement and would include,
but are not limited to: tires, wipers, brake pads, shoes, rotors,
belts, hoses, lubricants/fluids, timing belts, bulbs, filters,
shocks and struts." (NAAA Arbitration Policy’s Arbitration
Guidelines rule #4.e.)
While a high-priced part that is worn and not eligible for
arbitration is a pain point, inspectors should think critically
about the component’s issue and serviceability, or whether it is
wearable or not, and if it qualifies.
An example is a vehicle’s air ride system bags. The bags are
wearable. Assuming the replacement cost is over $500 for all
scenarios, here is the eligibility breakdown for a vehicle sold
green light at a NAAA auction:
Q	Defective bags not inherent to the vehicle (no OEM position statement, TSB, warranty, recall information)
• Eligible for arbitration as per the NAAA Arbitration
Policy’s “Seller Responsibility” and “Appendix” rules
Q	Defective bags inherent to the vehicle (referenced OEM
position statement, TSB, warranty, recall information)
• Not eligible for arbitration as per NAAA Arbitration
Policy’s “Arbitration Guidelines/Wearable Items” rule
quoted above
Q Excessively worn bags (typically indicated by lower
mileage)
•Eligible for arbitration as per the NAAA Arbitration
Policy’s “Seller Responsibility” and “Appendix” rules
Q Normally worn bags (typically indicated by higher mileage)
• Not eligible for arbitration as per NAAA Arbitration
Policy’s “Arbitration Guidelines/Wearable Items” rule
quoted above.
The eligibility is determined by the auction’s inspection
team and their subsequent arbitration decision is binding as
per NAAA policy.
I hope you have found this information helpful. Please send
feedback to naaa@naaa.com.
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Economic outlook

Auction
Industry Economic
Growth Overview
THE WEAKEST RECOVERY

The economic recovery from the worst
recession since the Great Depression has
been the weakest one in modern history.
Real gross domestic product (GDP) growth
has not reached 3 percent in any year
and growth has been stuck at about a 2.5
percent rate in the past three years. The
unemployment rate is still 7 percent and
total employment is about 1.25 million
below its previous peak hit in 2007. After a
strong second half it looks like real GDP in
2013 will be up about 2 percent.

THE GOOD,
THE BAD AND THE UGLY

Despite the low overall growth, the auto
industry has recovered at a near normal
rate and new car sales and production are at
pre-recession levels. It now appears that for
the next few years economic growth will accelerate beyond its slow recent rate and real
GDP will grow faster than 3 percent. In the
past few years many of the pieces were in
place to support stronger growth but in each
year there were significant headwinds. Until
2012, housing was a major drag, European
economic troubles have been a significant
negative, government spending subtracted
from overall growth, and household, business and banking balance sheets were being
repaired. Uncertainty regarding federal
spending, taxes and the debt ceiling have
also held back private spending throughout
the recovery.

Despite the low
overall growth, the
auto industry
has recovered
at a near normal
rate and new car sales
and production are at
pre-recession levels.

a

ing and tax policies are better defined, and
household, business and banking balance
sheets are in the best shape in decades. Assuming that the debt ceiling issue is resolved
in a rational way, consumer and business
spending are poised to accelerate handily.

NEW AUTOS

The auto industry did well while
economic growth was anemic with unit
sales at about 15.5 million last year. As
employment and income growth accelerate,
the auto sector will continue to improve
with sales approaching levels reached a
decade ago.

AUCTION VOLUME

Auction volume driven by past and
future growth in new unit sales should
continue its robust growth started in 2013
when volume increased about 6 percent
according to NAAA/AuctionNet data.

THE ECONOMIC FUTURE

It appears now that all the pieces are
together to support above 3 percent growth
for 2014 and 2015. Housing is now booming, the European recession is over, state and
local spending is increasing, federal spend-

Real Gross Domestic Product
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Dr. Ira Silver

NAAA Economist

New Light Vehicle Sales
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legal briefs

Social Media:

Workplace Access to Employees’ Personal and Social Media Accounts

I

n my last article, I emphasized the
importance of having a social media policy
that informs your employees clearly and
unequivocally of your expectations as an
employer regarding the use of social media in
the workplace.
In response, let us assume you have now
consulted with your counsel and have hired
a human relations (HR) manager with some
sophistication in the area of social media.
Your new HR manager recommends, among
other things, that you implement a practice
of requiring applicants for employment to
disclose passwords for their Facebook pages,
LinkedIn and Twitter as a condition for
seeking employment. After all, as an employer,
you may require prospective employees to take
other tests and to provide other information.
Should you not also be empowered to seek
access to prospective employees’ use of
technology and social media to understand
better who you are hiring and to avoid
potential embarrassment to your company as
the employer?
Let’s also assume a prospective employee,
over objection, and in desperate need of a
job, acquiesces and provides you passwords
from which you are able to examine a private
Facebook page. This page reveals certain
unbecoming things about your applicant,
including photographs taken in party settings.
At the recommendation of your HR manager,
you decline to employ the applicant, who
then sues the company and contends that the
failure to employ him or her is a violation of
constitutional rights, including freedom of
expression, and an invasion of privacy. Is your
company at risk?
Let’s take an easier one. You have a
number of employees who you employ at
will (that is, your business is in an “at-will
employment” state and none of the employees
has employment contracts). You learn from
your new HR manager that certain nonmanagement employees have started a private
chat room on Facebook. This has come to
your and the HR manager’s attention through
a mid-level manager who was approached to
participate privately in the chat room and who
was given a private password. That mid-level
manager learned from obtaining access to the
site that critical comments were being made in
the chat room. You meet with the HR manager
and with the mid-level manager and obtain
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from her the access code from which you
then access the chat room. From your review,
you determine that critical and, in your view,
false information is being circulated about
the workplace and about management-level
employees.
With this knowledge, can you discipline
or fire the responsible employees? On
advice of the HR manager, you confront the
affected employees and inform them that
your social media policy made clear that
you would not tolerate critical comments in
social media and you proceed to terminate
the involved employees. The involved, now
former, employees collectively find a lawyer
and sue the company for invasion of privacy,
wrongful termination and various other claims,
seeking damages. Does the company face legal
exposure?
You may expect that, as the employer in
an at-will state, these actions were perfectly
within the company’s rights. In a number of
states, including my home state of Maryland,
however, legislation has been adopted to protect
prospective and existing employees from
employer inquiries seeking access to private web
pages, Facebook, and other social media sites
and then using information from those sources
as a basis for declining employment or taking
employment action.
In its legislative session in 2012, Maryland
became the first state in the nation to pass a
law that prohibits employers from asking job
applicants or employees for access to their
personal social media accounts. That law, now

www.naaa.com

promulgated as Section 7-312 of the Labor and
Employment Article, Md. Ann. Code, became
effective on October 1, 2012 and provides,
subject to certain exceptions, that an employer
“may not request or require that an employee or
applicant disclose any user name, password, or
other means for accessing a personal account or
service through an electronic communications
device.” As to existing employees, that code
section also provides that an employer may not
“discharge, discipline or otherwise penalize or
threaten to discharge, discipline or otherwise
penalize an employee for an employee’s refusal
to disclose any information specified [in the
prior subsection].” For a violation of these
prohibitions, the statute authorizes the Attorney
General in Maryland to bring an action seeking
injunctive relief, damages or other relief.
This may come as a surprise to many of
you, as employers, but Maryland is only one
of a number of states that now possess such
legislation. Before taking the advice of your
HR manager in either of the regards outlined
in this article, please check with your counsel
as to whether your state, like my home state of
Maryland, has adopted legislation that prohibits
employers from seeking access to personal and
social media accounts.

By Thomas E. Lynch III
Esquire – NAAA
General Counsel
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safety first

Disaster Recovery:
Protect – Minimize – Recover

D

isaster recovery for auto
auctions is similar to
putting together a 1,000+
piece jigsaw puzzle. If
you are picking up the pieces after
a disaster, you’ll find that putting
your business back together is a lot
easier if you have a clear picture of
the challenges and solutions that lay
ahead. The polar vortex that stretched
the first week in January through the
Midwest down into the deep South
and into the Northeast Atlantic was
an unwelcome example of the need to
plan in advance. Property protection
in such an event is paramount and
is better contemplated prior to the
threat of sub-arctic temperatures.
Contractors tend to accommodate
those with whom they have a
standing relationship in the time
of a disaster, not the guy who finds
their number online. Time invested
in a comprehensive disaster recovery

plan that provides practical guidance
is invaluable in the midst of
uncertainty.
We suggest that any auction’s
disaster plan meet the following
three goals: protect people, minimize
damage to property and return to
business as quickly as possible.
Creating a plan that meets such goals
involves:
1. Identifying Risk. Weather-related
exposures often spring to mind based
on an auction’s
region or
geography, but proximity to airports,
rail spurs and chemical plants should
also be considered.
2. Preparing a Plan. Include details,
policies and procedures to follow in
response to an event.
3. Emergency Response. Plan to
heed warnings and take action on
protecting persons and
property and assessing damage.
4. Business Recovery. This

should address short- and long-term
operations during the period of
recovery.
Lane accidents are unique to the
industry and auctions should prepare
to handle these with skill and efficiency
in order to save lives, reduce injury and
restore order and business as quickly
as possible. First aid/CPR-trained
auction personnel should be available
to respond quickly to stabilize any
persons before EMT responders arrive
on the scene. Communication with
local Emergency Medical Technician
(EMT) responder stations should be
ongoing through the year and each
station should be aware of how to
enter and reach injured persons on
the premises. The auction should
have a well- established protocol
for employees to follow in such an
event. The auction should adopt a
“single voice” policy and appoint a
spokesperson who will respond to all

media requests for information. Each
employee should know to direct any
questions or requests for comments to
the spokesperson.
Meaningful disaster plans are
continually updated as needs and
exposures change. Paying attention
to local and industry catastrophes and
the lessons learned can be crucial in
your own response. It can be tough to
take time away from the day-to-day
challenges to put together a plan, but
the result of failing to find that time
could spell disaster for your business.
Any plan requires a first step of
commitment and we encourage you to
take that step today.

Michael J. Rohdy
Area Senior Vice
President of
Arthur J. Gallagher
Risk Management
Services, Inc.

AD
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Cover Story

A
One In A
“

Although often
enduring great pain,
trauma and seizures,
she always thought of
others first.

”

Million
Terminally ill girl’s wish inspires the generosity of thousands

A somber mood hung in the air during the drive home from the hospital,
as father and daughter each contemplated the doctor’s latest diagnosis. After
major surgery at age 5, followed by years of radiation, chemotherapy and
even experimental treatments that had sent the cancer into remission, it had
returned. Now the pretty 13-year-old with long blond hair who loved to wear
the brightest colors, especially pink and purple, learned that radiation to shrink
the tumor at the base of her skull might cause a loss of vision. AA
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“Daddy,” she said quietly with tears welling in
her eyes, “I don’t want to be blind.” Then, once
a few more miles rolled by in silence, she asked
another question in a sprightlier tone: “Do you
think the lady with the hair salon is still open?”
Somewhat surprised, he answered, “I don’t know,
but we can find out. Why Jo-Bear?”
“Because my hair is going to fall out anyway so
I want to cut it now and donate it to make wigs for
other kids with cancer before the treatment taints
it,” she explained matter of factly.
Dan Dietsch remembers that ride several years
ago as an example of his daughter’s character.
“From a small child, Mary Jo always seemed to
have an innate sense of who needed help or a
friend,” he recalls. “Although often enduring great
pain, trauma and seizures, she always thought of
others first. I really believe it just came straight
from her heart as a God-given gift.”
And it’s that generous spirit that inspired
thousands of people, from Dan’s family, friends
and colleagues to employees, vendors and fierce
business competitors in the remarketing industry
to come together in a 10-year effort to raise a
million dollars on behalf of Mary Jo’s Cure 4
Kids. Last December, the charity, which benefits
St. Jude’s Children’s Research Hospital, topped
its goal by reaching nearly $1.2 million in total
donations.
Mary Jo had suggested the million-dollar figure
because, after spending almost a decade of her
young life receiving treatment and care at St.
Jude’s, she had learned it cost at least that much
to run the hospital for just one day, notes her
father. (From its founding in 1962 by entertainer
Danny Thomas, the mission of St. Jude’s has been
to advance cures, and means of prevention, for
pediatric catastrophic diseases through research
and treatment. Consistent with Thomas’s vision, no
child is denied treatment based on race, religion or
a family's ability to pay.)
Manheim Nashville, where Dan was assistant
general manager at the time, accepted the
challenge, starting with a golf tournament in 2004.
From there, the fundraiser has expanded into
multiple activities, such as raffles, auctions and a
piggy-bank competition, involving other Manheim
operations and customers. “The Manheim
Nashville team has embraced the chance to make

D
Join
Mary Jo’s
Million

a difference by sacrificing not just their time, but
also many of their own dollars to help St. Jude,”
says current General Manager Sam Chaple.
When Dan later went to work for the
competition as general manager at ADESA
Memphis, the corporations put aside their business
rivalry, with ADESA auctions contributing to
his daughter’s cause. “Everyone in the industry
couldn’t be more supportive and compassionate,”
he remarks. “The outpouring of people’s time
and commitment, as well as money, has just been
amazing and so heartwarming, it’s hard to express
our gratitude in words.”
Sadly, in 2010 Mary Jo lost her long battle with
cancer three years before her fundraising goal was
reached. But the legacy of her kindness, courage
and optimistic character continue through all
of the hearts she touched in her short life and
through her now-realized dream of raising a
million dollars for St. Jude’s Children’s Research
Hospital.

Dietsch Family
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A Mary Jo’s
dream may have
been achieved,
but her wish to
help continue St.
Jude’s mission
of finding cures
and treating other
children like her
requires ongoing
financial support.
To make an
individual donation
to Mary Jo’s Cure
4 Kids, send
your contribution
to: Manheim
Nashville,
Attn: Sam Chaple
8400 Eastgate
Blvd., Mt. Juliet,
TN 37122 •
(615) 773-3800; or
ADESA Nashville,
Attn: Dan Dietsch,
631 Burnett Road,
Old Hickory, TN
37138 •
(615) 847-7400
A Or to become
a sponsor of one
of the charity’s
events contact:
Dan Dietsch at
(901) 653-6033
– dan.dietsch@
adesa.com or
Sam Chaple at
sam.chaple@
manheim.com
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auction Community

Brasher’s Auctions Offer a Helping
Hand through Charity Events
Prepared by Brasher’s Auto Auctions

T

his year marks a
landmark anniversary
for the Brasher’s family
of auctions: 65 years
since the first auction opened in Salt
Lake City in 1949. A family-owned
business that is one of the oldest in
the country, Brasher’s has grown to
include seven locations in the West
with a customer base spanning the
United States and reaching into
countries around the globe.
In 2014, as in years past, Brasher’s
auctions will take breaks from the
business of bringing buyers and
sellers together in the auction lane
to focus on those needing a helping
hand. Benefiting causes ranging from
help for orphans and children with
medical challenges to assistance
for the needy, Brasher’s Auctions,
employees and customers open their
hearts and their pockets to help.
“We take our responsibility to our
community seriously at Brasher’s, and
are grateful that our success in the
industry allows us to reach out to those
who need our help,” says Rob Brasher
of Brasher’s Salt Lake Auto Auction.
For the past decade, Brasher’s Salt
Lake Auto Auction has partnered
with its customers to help a number

12

of local and national organizations.
Brasher’s explains that every year
in November and December, the
auction slightly increases buy and
sell fees, matches those increased
fees and donates the increase and the
match to charity. Donations go to the
Make-a-Wish Foundation, Primary
Children’s Hospital, local food banks
and American Indian Services, as well
as charities designated by Utah’s New
and Used Car Dealer Associations,
whose representatives deliver the
checks on behalf of Brasher’s and its
dealer customers. In 2013, the holiday
charity giving totaled $50,000.
Following Brasher ‘s Idaho Auto
Auction’s Annual Smoker Sale in
June, when auction customers square
off in the boxing ring, owner Doug
Brasher makes his way to the ring
for the Last Man Standing event. At
this event, members of the industry
drop their gloves and come together
to raise money for the Idaho Food
Bank, diabetes research, the Idaho
Peace Officers’ Memorial and the
Fireman’s Burnout Fund. Since
instituting the event six years ago, the
auction community has raised more
than $200,000 for charity. A holiday
fund-raising event at Brasher’s
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Doug Brasher
Idaho Auto Auction, when dealers
and employees bid on a “Fun Car,”
has raised more than $50,000 for
Reece’s Rainbow, which sponsors the
international adoption of children
with Down syndrome.
Brasher’s Sacramento Auto

Auction holds an annual golf
tournament to benefit a local charity
affiliated with the National Multiple
Sclerosis Society. This group is dear
to the heart of long-time customer
Mat Rossman, who lost his wife to
MS several years ago, and formed
Terry’s Closet in her memory to help
other people with MS. Thousands of
dollars have been raised over the past
two years in conjunction with an
annual golf tournament, supplying
medical equipment for MS patients
as well as funding research.
Brasher’s Portland Auto Auction
and Brasher’s Northwest Auto
Auction are joint sponsors of two
important golf tournaments to
benefit children. Every fall, both
auctions sponsor a golf tournament
to benefit Katie’s Kause, providing
the families of children with
Cystic Fibrosis with financial and
emotional support. The Spring Golf
Tournament, in turn, directly benefits
one of the auction family’s own:
Natasha Melton, the 13-year old
daughter of Mark Melton, general
manager at Brasher’s Northwest
Auto Auction. Natasha, with
extraordinary courage and resolve,
works to overcome the effects of
spina bifida.
“The costs associated with spina
bifida are staggering, and for the past
seven years Natasha has allowed
us to hold a golf tournament in her
honor and for her benefit,” says John
Brasher. “Every year we are amazed
by the generosity of our vendors,
customers and friends who have
helped Natasha and her family, and
it is a tremendous experience for all
of us to take part.”
The tournament held in 2013 and
the “Natasha” Benefit auction that
concluded the day’s activities raised
a total of $30,450 to help defray her
medical expenses. The event has
raised in excess of $140,000 since
the first benefit was held in 2007.
In October, Brasher’s Northwest
Auto Auction also holds a charity
auction to benefit St. Jude’s Hospital.
Meanwhile, the high point of the
holiday season for customers at
Brasher’s Portland Auto Auction is the
annual toy drive held in conjunction
with a local television station. Week
after week in December, toys donated
by customers and staff fill the auction
lobby before they are moved by the
truckload to the TV station.
“It’s great to see what we can
do as a community when we work
together,” says Jerry Hinton, general
manager at Brasher’s Portland Auto
Auction. “We’re privileged to be
part of such a strong auction family
that not only celebrates its many
years of success in the marketplace
but continually reaches out to its
neighbors with love and generosity.”
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Showing Community Spirit
Manheim Employees Help Spruce Up Atlanta-Area Elementary School

A

group of nearly 50 Manheim volunteers teamed up
with community members
recently to help beautify an
Atlanta-area elementary school.
In an effort to support
sustainability and improve the
surroundings of Kelley Lake
Elementary School in Decatur, Ga.,
Manheim employees partnered with
Trees Atlanta for this volunteer
event.
More than 50 volunteers
collectively spent more than
150 hours planting 60 trees and
beautifying the school’s entrance
with an assortment of flowers
during the recent volunteer event.
“The Manheim employees here
today are proud to donate our
time to this worthy effort,” said
Emmett Heath of Manheim’s
People Strategies team following
the event. “Ensuring that we protect
and preserve the communities
where we live and work is one
of the sustainability goals of our
parent company, Cox Enterprises.
Manheim employees are always
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was very thankful Trees Atlanta and
the Manheim group selected the
school, which is located in suburban
DeKalb County, about 10 miles
from downtown Atlanta.
“We appreciate the support
of Manheim employees in giving
our students the opportunity to
enjoy the beauty of the trees and
flowers,” Husband said. “This serves
as a vital step towards teaching
our children the importance of
protecting our environment.”
Trees Atlanta is a 27-year-old
non-profit organization dedicated
to not only reducing Atlanta’s tree
loss, but also expanding the metro’s
urban forests. Since its start, the
mission of Trees Atlanta has been to
conserve existing trees, protect green
spaces and educate communities
about the many benefits of trees.
Manheim volunteers previously
worked with Trees Atlanta to restore
the previously toxic brownfield in
Atlanta’s Zonolite Park.

Giving
back
excited to have the opportunity to
give back to our communities.”

Cynthia Husband, the principal
of Kelley Lake Elementary School,
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NAAA Names Tom Cross
Warren Young, Sr. Fellow
President of Black Book honored with award and donation to NAAA scholarship fund

H

olding one bachelor’s
and two master’s degrees,
Tom Cross understands
and appreciates the value
of higher learning. As president of
Black Book, a division of Hearst Business Media, his commitment to helping
others realize their dreams of advanced
academic achievement through scholarships has earned him another title
— Warren Young, Sr. Fellow.
National Auto Auction Association (NAAA) President Jack Neshe
awarded the lifetime distinction to
Cross last December with a $2,500
donation in his name to NAAA’s
nonprofit Warren Young, Sr. Scholastic Foundation. A Fellow is someone
who contributes at that level, or in
whose honor or memory a contribution is made in that amount, to the
scholarship organization.
“Both Tom Cross and Black Book
have been major supporters of the
scholastic foundation and its efforts,”
said Neshe. “Black Book’s $50,000
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endowment for two of the dozen
scholarships awarded annually is
a prime example of the company’s generosity, enthusiasm and
dedication under Tom’s leadership
in assisting those deserving students from
our NAAA family
to achieve their educational goal. We’re
proud to have Black
Book as an associate member and
to have Tom join the distinguished
group of Fellows.”
Since its creation in 2004, the
Warren Young, Sr. Scholastic
Foundation has raised more than
$1.25 million and awards a total
of $40,000 in merit scholarships
annually for full-time study at an
accredited institution of higher
learning. It was named in honor of
Warren Young, Sr. a pioneer of the
auto auction industry who retired
after 35 years of devoted service to
his profession and the NAAA.
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Cross has made advanced study
a part of his life with a bachelor’s
degree in psychology, a master’s in
finance and an master’s in business
administration from the University of
Chicago’s Booth School of Business.
Beginning his professional career
with Ford Motor Company, Cross
spent 15 years gaining hands-on
dealer field experience in both
domestic and international markets,
culminating in product marketing
management for future vehicle
programs. Then in 2000, he accepted
a position with Motor Information
Systems, part of Hearst Business
Media, where his responsibilities
involved the management of data
licensing and operations. Just three
years later, Cross was named senior
vice president and general manager
of Black Book, Hearst’s publisher of
vehicle appraisal guides.
Cross became president of the
Black Book group on Jan. 1, 2007.
He is credited with leading the

s

NAAA President Jack Neshe, left, names
Tom Cross Warren Young, Sr. Fellow.

successful transformation of Black
Book from printed publications
to electronic media and numerous innovative product launches
that have earned the company an
industry-wide reputation for timely,
accurate and independent vehicle
pricing information.
Last year Cross, who lives near
Atlanta with his wife and two
daughters, was inducted into the
National Independent Automobile
Dealers Association’s Ring of Honor
for his 30 years of contributions to
the industry and his professional
accomplishments.
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Teachable Moments
Energized participant shares lessons learned at the NAAA Dynamic
Leadership Institute

W

hat happens when you attend
the National Auto Auction Association’s Dynamic Leadership
Institute?
Just ask Ana Martinez, Indiana Auto Auction’s
front office manager, who returned from last year’s
program, hosted by the Disney Institute, energized
and ready to impart her newly acquired skills with
her colleagues.“I came back so excited and felt like
‘Let’s do this!’ They heard the excitement in my
voice so the others were all for it,” she recalls.
Martinez says she focused on sharing some of
Disney’s fundamental secrets for great customer
service and satisfaction that can be learned and
implemented without much effort — or cost.
“Something as simple as using the phrase ‘my
pleasure’ can make a difference when dealing with
a customer,” Martinez explains.“Of course that’s
easy for somebody to do who may already be use to
saying it, but it sounds a little funny at first if you’re
not accustomed to speaking that way. So our staff
practiced with each other to become familiar with it.
We had a lot of fun doing it!”
Developing that habit dovetailed with the Disney
commandment of treating your fellow co-workers as
if they were customers too, rather than just another
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employee, to create an amiable atmosphere in the
workplace, she adds.
Another basic idea involved changing hand
gestures to seem less aggressive, intimidating or rude.
“Don’t point with one finger; always use two fingers
or an open palm,” Martinez advises.
It’s been almost a year since the auction staff
began putting into practice her Dynamic Leadership
training and Martinez observes that the changes have
stuck.“You bring back the energy from the program
and your enthusiasm does rub off on others. It has
brought a lot of positive energy to the whole office.”
And that’s exactly what NAAA’s Dynamic Leadership Institute is all about, notes association Chief
Executive Officer Frank Hackett. “As part of our
education and training efforts, we strongly encourage
all participants to share their new knowledge with
their colleagues back at the office.”
This year’s sold-out program will be hosted
by The Ritz-Carlton Service Training Center on
April 6-7 at the Ritz-Carlton Washington, D.C. The
course will give attendees a look at the philosophy,
corporate culture, business practices and legendary
service of the five-star luxury hotel company that
sets the gold-standard for the hospitality industry
worldwide.
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Building
Relationships
Easier access to credit, is Key
Market Wise

National Auto Auction Association

strong leasing market
fuel Q3 2013 auto sales

T

he automotive credit market continued
its strong performance in Q3 2013, with
consumers making their payments on
time and lenders offering slightly easier
access to credit. The delinquency rate for 60-day
loans held steady at 0.69 percent compared to
Q3 2012, while the average credit score for a new
vehicle loan fell to 753 from 755 in Q3 2012.
Overall outstanding automotive loan balances
were also up year-over-year by $103 billion, from
$680 billion in Q3 2012, to $783 billion in Q3
2013.
These trends bode well for the automotive
industry, automotive lenders and consumers
alike. With consumers continuing to make
timely payments, lenders are able to take more
calculated risks. This provides easier access to
credit, ultimately helping to stimulate more sales.
While this is great news for the auto industry
as a whole, there are several other trends that will
have a more direct impact on the auto auction
business. For example, demand for used vehicles
remains strong, as 60.42 percent of all automotive
loans were for used vehicles in Q3 2013.
New-vehicle leasing also continues to be an
important element in the automotive industry
comeback. And, with more than two-thirds (67.2
percent) of all lease terms being between 25 and
35 months, there will be a significant number
of off-lease vehicles coming through auctions in
late 2015 through 2016. Findings from the third
quarter of this year showed that leasing was
down slightly compared to Q2 2013 but was up
significantly year-over-year. In Q3 2013, leasing
accounted for 27.2 percent of all new-vehicle

financing, compared to 24.4 percent in Q3 2012.
On the retail side, consumers continued to
use leasing to get into a new vehicle with an
affordable monthly payment. The average lease
payment in Q3 2013 was $404, which was down
from $409 in Q3 2012. This is also significantly
lower than the average new-vehicle monthly
payment for an automotive loan, which was
$458 in Q3 2013.
In Q3, the top five leased vehicles were the
Honda Civic, Toyota Camry, Honda Accord,
Honda CR-V and Nissan Altima. The average
monthly lease payment for the Civic was $102
less than a loan payment, $248 compared
to $350. The rest of the top five saw similar
differences as the average lease payment for the
Camry was $305, the Accord was $328, the CR-V
was $328 and the Altima was $302. While the
average loan payment for the Camry was $408,
the Accord was $429, the CR-V was $394 and the
Altima was $411.
According to Ward’s Auto, new vehicle sales
ended at 15.5 million units in 2013 and are
widely predicted to top 16 million in 2014. And,
given that today’s consumer is looking for ways to
get more car for his or her money while keeping
monthly payments low, the future remains bright
for the automotive auction industry.

By Melinda Zabritski
Senior Director of
Automotive Credit,
Experian Automotive

I

n all aspects of
life, we build
and nurture
relationships.
Whether it is with our
spouses, friends, or
co-workers, developing
a strong relationship
is paramount. This
holds true for dealers
too, who strive to find
a lender that they
can trust and with
whom they can have
a long and prosperous
business relationship.
The relationship between dealers and lenders is
vital to each other’s success. With so many different
avenues (auctions, finance companies, floor-plan
companies, etc.), there are many different people
dealers must rely on to make their businesses
successful. Building strong relationships with the
right people can go a long way in helping a dealer’s
bottom line.
Lenders can be a great asset to help dealers grow
their business. As such, dealers should view the
relationship
with their
lender as
a great
opportunity to tap into an important resource.
Lenders have a wealth of knowledge in the industry,
which allows them to help dealers make key decisions
involving their floor plans and businesses. By taking
advantage of this opportunity and working cohesively
together, both parties will experience positive results.
Transparency is key to building the relationship.
Both the dealer and the lender have specific goals,
and being open and upfront will allow both parties to
collaborate on the best way to reach their respective
goals. Conversely, when dealers are not being
transparent with their lenders, it will hinder lenders
in their ability to help dealers reach their goalsv.
A successful dealer-lender relationship is built on
trust. This trust can be accomplished by building
towards a balance. The relationship can’t benefit just
one side. Dealers who have the best relationships with
their lenders are the ones who are willing to work on
developing a trusting partnership. Therefore, dealers
needs to feel comfortable going to their lenders
for advice about their floor plans or growing their
businesses, as this will allow both parties to strive to
reach their common goals.
It’s really important that dealers leverage their
relationships to help them run their businesses.
It’s equally important to think about the future
as well as the present when it comes to their
relationships. Anybody can shake somebody’s
hand and ask about the weather, but having a
true understanding and investment in somebody’s
success is what truly defines a relationship.
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AASC Announces Standardized
Vehicle Condition Grading Technology
AutoGrade™ Expected to Dry Consistency, Help Auctions Strengthen Vehicle Condition Processes, Develop Uniformity

T

hrough joint collaboration
across the wholesale
automotive industry,
Auto Auction Services
Corporation (AASC) has introduced
a new industry standard for vehicle
condition data reporting that is available
to all members. This new standard
will drive consistency across the entire
automotive wholesale marketplace.
Through an arrangement with the
National Auto Auction Association
(NAAA), AASC will soon distribute
Manheim’s AutoGrade™ service to
all member auctions at no additional
cost. ADESA, Bel Air Auto Auction,
Greensboro Auto Auction and
Tallahassee Auto Auction will be first
to use the service once the integration
project is complete.
“We are very pleased to share this
new technology with the industry, which
was developed through our partnership
with Manheim,” said Mike Broe, chief
executive officer and president of AASC.
“AutoGrade™ will help auctions and
sellers in North America maintain a
consistent vehicle grading system and
allow buyers to see condition report
consistency across all channels.”
The AutoGrade™ service is becoming
available at a time when wholesale

volumes are increasing, buyers are
embracing internet platforms and
sellers are asking for consistency and
transparency in their vehicle valuation
processes across all venues and
geographies.Whether or not auctions
have a scoring methodology of their own,
they will now have the option to offer an
AutoGrade™ on every vehicle in their
inventory.
Positioning AASC as the distribution
source for AutoGrade™ will allow all
auctions to easily and confidentially
adopt the AutoGrade™ methodology,
ultimately improving condition report
quality and consistency across the
industry. An analysis of vehicle sales data
shows that vehicles listed online with an
AutoGrade™ score are three times more
likely to sell than vehicles without.

Auction Executives Weigh In

“By using the AutoGrade™ service,
our customers know that they will get
consistent pricing for their vehicles,”
said Jerry Barker, general manager
of Greensboro Auto Auction.“The
AutoGrade™ service will also provide
greater consistency for our online
buyers.”
“The AutoGrade™ score is
acknowledged as the gold standard in

the industry – buyers can consistently
compare like-for-like vehicles and have
the highest confidence in their purchase
decision,” said Charles Nichols, BSC
America’s president.
“AutoGrade™ utilizes vehicle
information to calculate a consistent
objective grade the same way, every
time, across auction locations and
online platforms,” said Paul Lips,
executive vice president of operations
and finance for ADESA. “This increases
confidence for buyers and allows
them to more effectively comparison
shop vehicles. It also makes it easier
for sellers to accurately price vehicles.
Implementing AutoGrade™ as the
standard for the industry should
considerably improve the overall
customer experience.”
“We feel AutoGrade™ will truly
benefit the entire industry, and it’s our
vision that one day all vehicles sold in
the wholesale industry will be evaluated
using AutoGrade™,” said Joe George,
senior vice president and chief strategy
officer for Manheim and AutoTrader
Group. “Dealers have told us that
they have been frustrated with the
inconsistency of vehicle condition data,
so we have taken the lead by offering
this established and proven grading

system to the industry.”

How it Works

AutoGrade™ will allow auctions an
opportunity to input vehicle damages to
generate vehicle scores while preserving
confidentiality of certain vehicle data.
Here is how the process will work:
Auctions collect and submit
vehicle damage information to AASC
via AutoIMS in much the same way
they do today.
AASC will remove all vehicle data
(including the VIN, year, make and
model) along with the auction name,
and transmit the data to Manheim.
Manheim then returns an
AutoGrade™ score back to the auction
via AASC.
To use AutoGrade™, each auction
must maintain a membership in AASC,
which maintains the remarketing
industry standard inventory
management system - AutoIMS. AASC
continues in its 16th year serving the
industry objectively and independently
as a jointly owned consortium of the
auction industry.
To register for the service, please
contact Jay Cadigan at Manheim (jay.
cadigan@manheim.com) or Mike Broe
at AASC (mike.broe@autoims.com).

Q
Q
Q

20 Timely Tips to Improve Your Facebook Marketing

F

acebook marketing is getting
a lot of airplay these days...
and for good reason. More
car buyers have migrated to
the social web and engagement with
those buyers is how you connect with
prospects. It’s not enough to simply
put up a Facebook page and wait for
your customer to find you.You must
lay out a clear social marketing plan for
attracting your audience and building
your community.
Fundamentally, people want to know
more about you before they decide to
buy. social media have made it easier
than ever to show people why others
buy from you. Here are 20 tips to
improve your Facebook marketing:
1. Define your marketing goals. Drill
down and dissect how you want your
customers to think of you. Describe at
least six components of your business
that make you unique.
2. Identify and describe your ideal
customers. What are they interested
in? What problems can you solve?
What are they passionate about? How
can you help them buy?
3. Commit time, people and a
budget. Many businesses are hiring
a dedicated marketing manager to
handle social and digital marketing.
Content that drives stellar engagement
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does not grow on trees. It takes training
and talent and if you’re new, you’ll
need a mentor to guide you.
4. Post quality content regularly. Not
everyone can be awesome 100 percent
of the time, however, you can be useful.
Post content you produce yourself or
content from others that’s relevant to
your audience. Posting times matter,
too. Test what works best for your page.
5. Invite and encourage employee
content participation. There’s no
better way to show what it’s like to do
business with you than to spotlight
your staff.
6. Make your updates more
interactive. Ask thought-provoking
questions to get people talking. Stick
to subjects that are relevant to your
audience and always reflect your
business’ personality.
7. The “Like,”“Comment” and
“Share” buttons are powerful tools.
Include these on your website and blog
to foster sharing and make it easier for
your customer to engage with you and
their friends.
8. Sharing is caring. Recognize and
promote local heroes, members of the
community and causes you support. If
those causes or heroes have Facebook
pages,“like” their page and connect
with their community members.

9. If you have a blog (and you
should) syndicate it on Facebook. It
builds credibility and boosts your
online influence. When you hear about
Google’s efforts to merge search and
social, blogs are at the core of it.
10. Everyone likes free stuff. Infuse
your content with coupons, discounts
and specials. People share good deals
and leads can happen organically.
11. Deal with negativity openly and
clearly. This is your chance to show the
community how you make things right
for your customers.
12. Include Facebook links and tags
in all of your traditional media. Make it
easy for customers to find you.
13. Grow your “likes” using
Facebook ads. With a reasonable
budget and expert training on ad
creation and execution, you can grow
100+ “likes” per week.
14. Take advantage of the awesome
power of Facebook ads. There has
never been a more valuable way to
laser-target those you want to reach.
15. Make use of Facebook landing
pages. On Facebook (or any other
medium), selling does not happen on its
own.You must be proactive. Successful
landing pages drive people further
down the sales funnel and generate
leads.
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16. ABM: Always be Measuring.
Social media marketing is: create, post,
analyze and repeat. Test and re-test.
Analyze your results and tie them back
to your objectives.
17. Know that social (like all other
marketing) is a work in progress. If
you make a mistake (and you most
certainly will), take responsibility. Make
sure you have a social media policy in
place. I’ve seen some pretty big social
media fails and the thing they all have
in common is they’ve been handled
poorly.
18. Encourage your offline
customers to join your Facebook
community. Post signs at all
conspicuous places and train your staff
to promote your Facebook page.
19. Listen. Know how to spot a
lead when it comes your way. Leads
do happen organically, typically in the
comments section of your post(s).
20. Have fun! Social media should
not be a chore. If it is, you’re doing it
wrong.

By Kathi Kruse
Kruse Control Inc.
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PAC Up Your Troubles

A

ctive advocacy efforts,
including a well-funded
political action committee, serve as a watchdog
in Washington guarding the interests
of the auto auction industry so
NAAA members can rest easy
When asked about the necessity
of the National Auto Auction Association’s (NAAA) active and more
visible advocacy efforts on the federal
level, including hiring professional
lobbyists and establishing a political
action committee, NAAA Legislative
and Information Manager Tricia Heon
offers a three-word response: “Cash for
Clunkers.”
That $2.85 billion federal program,
titled the Car Allowance Rebate System
was rushed into law at the height of
the Great Recession. It encouraged
drivers to swap their old gas-guzzlers for
newer, more fuel-efficient cars. Although
pitched to the public as an economic
stimulus that would help both the ailing
U.S. car industry and the environment,
the program also had consequences for
the used car and auto auction business,
according to Heon.
“Cash for Clunkers removed 700,000
used vehicles from the market,” Heon
explains. “It’s been projected that 60
percent of those vehicles — or 420,000
cars and trucks — would have been
resold numerous times at auction and on
used car lots.”
When the program was signed into
law in June 2009, she adds, NAAA had
neither a political action committee
(PAC) nor a formal, regular presence
on Capitol Hill to identify the bill’s
potential problems for NAAA members
and educate lawmakers about the negative impact it would have on the auto
auction industry.
“To me this clearly demonstrates why
we need to be a vigilant watchdog in
Washington and have a strong voice to
advocate for our members,” Heon states.
In the aftermath of Cash for Clunkers,
NAAA launched a major lobbying
initiative that involved forming strategic
partnerships with other major auto
organizations, hiring the firm of Federal
Advocates, Inc. as its registered lobbyists
and creating a PAC (in 2011).
“NAAAPAC is the only political
action committee that represents the
interests of auto auctions,” Heon notes.
“Its mission is to advance NAAA’s longterm objectives and further industry
goals by supporting pro-auto auction,
pro-business members of Congress and
candidates for that office on a bipartisan
basis. It also increases our credibility
and visibility by giving us a little more

18

political muscle in Washington.”
To illustrate her point, Heon cites
a situation that arose within a year of
NAAAPAC’s formation. In 2012, a
proposed amendment to the National
Highway Reauthorization Bill S. 1813,
known as “MAP 21,” would have mandated requirements for auto auctions
that would have dramatically altered
their operations to the point of making it
difficult to do business.
“This amendment was one out of
literally hundreds attached to the highway bill, which was discovered by our
lobbyist and brought to our attention,”
Heon recalls. “Due to our PAC and registered lobbyist, we were able to educate
the bill’s sponsor about its damaging
effects to auctions and convince him to
withdraw it.”
Frank Hackett, NAAA chief executive officer, says that instance provides
a perfect example of the positive results
that come from having a strong lobbying
operation and developing a working
rapport with politicians and policymakers.
But it’s a never-ending process. MAP
21 expires at the end of September
and hearings on the reauthorization
of the transportation bill have already
begun. “We here at NAAA and Federal
Advocates are closely monitoring this
legislation and working to ensure there
are no surprises and that the auto
auction industry remains protected,”
assures Heon.
And that’s exactly why we have
an ongoing advocacy effort with a
legislative liaison team, strategic
partnerships with similar groups
and a well-funded PAC, according to
Hackett. “It’s about building strong
working relationships with elected
leaders and lawmakers so when we
request their help on legislative issues
that can have a major impact on our
industry and individual livelihoods,
they already know who we are and
what we do,” he says. “And they know
who they can count on when they
need support in an election campaign.”
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Canadian Named
ADESA Inc.’s New CEO
Stéphane St-Hilaire is the new
president and Chief Executive
Officer of ADESA, Inc., a unit of
KAR Auction Services, Inc. and
a leading provider of wholesale
used vehicle auctions. Prior to his
appointment on Jan. 6, St-Hilaire
served as the president and chief
operating officer of ADESA
Canada,
where he has
worked for 15
years.
In his
new role,
St-Hilaire will
be responsible
for overseeing the entire operation
of ADESA, which includes 65
North American locations and its
subsidiary, OPENLANE, an Internet automotive auction platform.
He reports directly to KAR chief
Executive Officer Jim Hallet.
“Stéphane has been an exceptional leader and a driving force in
building ADESA Canada,” Hallet
notes. “He has a vision for the
increasing use of technology in the
wholesale-car business and has
been integral in the implementation of state-of-the-art information
technology solutions, which were
incubated and piloted by ADESA
Canada. Extremely knowledgeable
about ADESA’s operations, customers, products and employees,
Stéphane is well prepared to serve
as chief executive officer and
president of ADESA.”
Beginning his career with
ADESA in 1998 as chief financial
officer, a year later St-Hilaire
became the general manager of
ADESA Montreal, one of the
company’s largest auctions. By
2000 he was regional manager
and promoted again in 2002 to
regional vice president, Eastern
Canada and general manager,
ADESA Montreal, before being
named ADESA Canada’s Chief
Operating Officer in 2009.
During his time with the
company, St-Hilaire has earned
a number of professional awards
including: the Ford Motor Company Award, the ADESA Canada
Auction of the Year Award and the
ADESA Customer Service Award.
Prior to joining ADESA,
St-Hilaire worked as a senior accountant at Ernst & Young and as
the controller at AIT Corporation.
He holds a degree in commerce
from Laval University, Quebec,

Canada, and a degree in administration from Limoilou College,
Quebec, Canada. In W1995, he
also earned a chartered accountant certificate from the Canadian
Institute of Chartered Accountants (CICA).

Woman to Lead World’s
Largest Wholesale Auto
Auction Operation
Julie Picard has been named
general manager and vice president of Manheim Pennsylvania.
The former market vice president
of Manheim’s Pacific Market took
over the reins on Jan. 1 from Tim
Van Dam, who was appointed vice
president of Manheim’s Northeast
Market last year.
Van Dam,
to whom
Picard will
report,
says, “Her
remarketing
expertise
and business skills,
coupled with
a record of delivering results
in various leadership roles at
Manheim made Julie the right fit
for this key role. Her experience
in running various auction locations, building diverse customer
relationships and challenging
her teams to continuously excel,
positions her to effectively lead
our premier auction operation
into the future.”
Picard, who holds a bachelor’s
degree in accounting from the
University of Montana, will be
responsible for all aspects of auction operations, both internally
with a large diverse workforce,
and externally, with the largest
customer base in the industry.
In addition, she will spearhead
conservation and community
service initiatives, which are organization-wide values. Manheim
Pennsylvania operates the largest
state-of-the-art reconditioning
center and a water conservation
center that reduces its daily water
demand by 60 percent.
Recently Picard was honored
as one of Auto Remarketing’s
“2013 Women in Remarketing,”
and was also the recipient of
the prestigious 2013 Laurie
Dobberphul Top Achiever Award,
presented by GE Remarketing.
Both awards spotlight women
who continuously make a difference and are passionate about the
automobile industry.
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A Q&A With…

Wells Fargo Dealer Services Auto Remarketing Consultant Becky Stull

M

aking her first visit to
an auto auction in her
professional capacity as
a young banker, Becky
Stull recalls receiving this advice from
her boss: “I was told that whatever you
do, don’t raise your hand, shake your
head or even blink — otherwise you’ll
be buying a car!” Now the Wells Fargo
Dealer Services auto remarketing consultant gently laughs as she describes
her initiation into the vehicle auction
industry several decades ago. “I’ll never
forget it. The multiple lanes, the fast
pace — I wondered how do they know
who’s bidding? It was eye-opening.”
Having just finished her 40th year
in banking — most of that time spent
in dealer services and remarketing —
Stull has seen a lot more since that
inaugural auction. On The Block asked
her to share some of those experiences
and what she’s learned during her long
— and ongoing — career.

On The Block: Congratulations on achieving your 40th year in
your profession. How did you choose
this career?
Stull: Thank you. Well, let’s see,
I began in 1973 when I took a clerical
position with the bank that is now Wells
Fargo. It was on the consumer loan side,
working with collections, recovery, repos
— TVs, stereos, kitchen appliances and
a few vehicles. We’d put the cars on the
lot for public sale through sealed bids
on Saturdays. It was an auction, but
nothing like I’d be exposed to later!
Around 1985 I got into the bank’s

new lease program, which involved
training dealers in contracts, accounting, processing sales and remarketing,
so that was my real entrance into the
auto auction world. There was about a
four-year period the bank underwent a
transition phase during a merger when
they stopped the leasing program and
I worked on a project developing a
new consumer loan system, but then
in 1996 I had the opportunity to get
back into repos because the collections
department was looking for someone
with remarketing experience. And I’ve
been working in that area ever since.

OTB: What are the duties or
responsibilities of your position?
Stull: My basic responsibility
is to ensure that the bank gets the
most money for the vehicles, which
entails seeing that they’re presented in
a manner to bring the greatest value.
That requires repair and conditioning,
certification, meeting standards and,
perhaps most important, building
good relationships with the auctions.
That’s an absolute must.
OTB: Has that been difficult mak-

ing contacts and networking?
Stull: Not once you get started
and have spent some time in the business. People come and go from various
positions or companies, but you find
they often remain working somewhere
in the industry. Personally, I’m a people
person. I love meeting and talking with
people, sharing ideas and learning
from them. I’ve made some very good

friendships over the years. And a
network of knowledgeable, experienced
professionals can be a real help to you
when you’re faced with a challenge like
setting a value on specialty vehicles or
targeting the right markets.

OTB: Well, what have you found
to be the most challenging part of your
job?
Stull: For me the greatest challenge was getting into a product I was
very unfamiliar with at first — specialty
vehicles. It’s a broad category of niche
products, ranging from RVs, boats and
buses to ATVs, motorcycles and horse
trailers! Not everybody is in the market
for a yacht. That’s where having good
working relationships with the auctions
comes in.Your contacts can help ensure
you find the right dealers for those specialty items and they can assist you in
determining the values on such a variety
of products. Thanks to them I think I’ve
come a long way in this area — I handle
all our specialty sales throughout the
country!
OTB: How do you make your sales
decisions?
Stull: It requires hours of study
and research, reading market analysis
reports, going online, and just picking
up the phone to talk to your contacts.
(Networking again!) Good, solid research is an essential element of success
in this job. But I enjoy that aspect of
my work.
OTB: What do you love about

your work?

Stull: As I said, the people, the
research, even the travel. I’m out of
the office an average of eight to ten
days a month. I’m based in Roanoke,
Virginia, and am mainly responsible
for the southeast, although as I mentioned, handling the specialty vehicle
sales takes me all over.You fly some,
you drive some and sometimes it can
be tiring. But it’s given me an opportunity to see a lot of places, meet a lot
of people and make many friends.
OTB: Over your four decades
what has been the biggest single
change you’ve seen in the industry?
Stull: No doubt the Internet
has made the biggest impact on the
way we do business. Simulcasting
has been a huge change. A big benefit
is simulcast lets you be at several
auctions in different places at once.
That comes in handy when I have
an auction to cover in my region
but also have a specialty vehicle
sale scheduled on the other side of
the country. And in bad weather it’s
wonderful!
OTB: So what’s next for you? Is
retirement in store for your future?
Stull: Right now, as long as
I can keep traveling, selling and
doing the best job I can, I don’t plan
to retire. I’ve been through several
mergers and countless changes over
the years, but working for a company
you like in a job you enjoy makes it
easier to want to continue doing it.

Auto Auction and Auctioneer
Groups Team Up In Advocacy Efforts

T

aking another step in its ongoing endeavor to bring together
major industry organizations
for more effective communication and unified advocacy efforts, the National Auto Auction Association (NAAA)
has established a partnership with the
National Auctioneers Association (NAA).
Both groups share the same objective
of promoting and protecting the interests
of the auctioneering business through
proactive roles in the political arena. They
have also been in existence for almost the
same length of time. NAAA, founded in
1948, represents a membership of more
than 300 auto auctions and 100 associates
in a variety of related fields. Just a year
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younger, NAA has 3,900 members who are
involved in marketing through auctions or
the competitive bidding process.
The idea to form a working relationship
came from auto auction owner Charlotte
Pyle, a past NAAA president who is also a
member of NAA’s board of directors, when
the latter — primarily an educational organization — wanted to become more active

in legislation and policymaking.
“During her term as our president,
Charlotte launched a major initiative to
enhance our advocacy efforts on the federal
level, so she suggested that rather than
reinvent the wheel, the NAA should team
with us,” explains NAAA Chief Executive
Officer Frank Hackett.“We will provide
NAA guidance, oversight and resources
such as our website to assist them in lobbying campaigns and legislative monitoring
at the state and national levels.”
Hannes Combest, NAA’s chief executive
officer, says “NAA offers the opportunity to build relationships with the two
auctioneers who are members of Congress,
Rep. Billy Long of Missouri and Rep. Jeff
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Duncan of South Carolina.”
NAAA has seen the value of having a
cooperative presence in Washington with
other similar groups. Two years ago it
joined in a strategic partnership with the
National Automobile Dealers Association
(NADA) and the National Independent
Automobile Dealers Association (NIADA)
that has resulted in greater visibility and a
united, influential voice for the industry.
“Elected leaders and policymakers notice
the teamwork, so I’m happy we can expand
that team,” says Hackett.“After all, what’s an
auction without an auctioneer, or vice versa?
We have a symbiotic relationship already, so
it’s only natural that we’d work together to
look out for each other’s best interests.”

NAAA On the block
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