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president AND CEO's message

It’s an Honor
Cecil B. DeMille’s skill behind the camera
directing both silent and sound screen
epics with thousands of extras such as The
Ten Commandments won him the respect
of his Hollywood peers and a fortune
from adoring movie fans. But DeMille
received few accolades from critics and the
film industry. When asked about this, the
director supposedly remarked, “I win my
Jeff Barber, left, owner of State Line Auto Auction receives the 2014
awards at the box office.”
Remarketer of the Year Award from Automotive Fleet Editor Mike Antich.
Jack Neshe
Of
course,
it’s
true
that
operating
a
President of NAAA
thriving business by providing first-rate products and outstanding customer service
has its own rewards.Yet, it’s always gratifying to be honored for the results of your
hard work and dedication. There’s no denying that recognition by our colleagues
for our commitment and contributions to the industry, as well as to the community
in which we live, offers both professional and personal satisfaction.
Because we firmly believe acknowledging the accomplishments of our members
is worthwhile, in this issue we feature the recipients of awards bestowed at the
recent 2014 Conference of Automotive Remarketing (CAR), which were just some
of the highlights of the exciting and successful event held in March at the Paris
Las Vegas Hotel. They include:
Q Jeff Barber, owner of State Line Auction in Waverley, NY, was named 2014
Henry Stanley,
Frank Hackett
president of Carolina
Remarketer of the Year by Bobit Business Media. And he wasn’t the only member
CEO of NAAA
Auto Auction was
of his family recognized at CAR for professional achievement. The three of his four
presented with the 2014
children who are in the business — Bethany, Paul and Emily — received the certificates they earned as graduates
Circle of Excellence
Award from the
of the first Auction Academy along with their 13 classmates during a commencement ceremony at the conference;
International Automotive
Toyota
Financial
Services
National
Manager
of
Remarketing
Mike
Reid
was
honored
as
a
Warren
Young,
Q
Remarketers Alliance.
Sr., Fellow by NAAA, and as Consignor of the Year by Bobit Business Media. (Somewhat surprised by the double
distinction, he joked that maybe this was a sign that someone thinks he should retire!);
Q Henry Stanley, president of Carolina Auto Auction was presented with the 2014 Circle of Excellence Award
from the International Automotive Remarketers Alliance (IARA); and
Q NAAA’s very own Chief Executive Officer Frank Hackett became the initial recipient of Bobit Business
“In this issue
Media’s new Industry Leadership Award, saluting his exemplary ability to collaborate with a cross section of
we feature
participants and spearhead industry-wide initiatives to achieve greater benefits to the remarketing community.
the recipients
In addition to those award winners, NAAA’s Eastern Chapter took home the trophy as the top fundraiser in
the premiere PAC Cup Challenge while all four chapters chose three sponsors each to compete as finalists in
of awards
the Inaugural Black Book Pedal Car Auction at the annual convention in Boston this September to benefit the
bestowed
Scholastic Foundation.
at the
For us at NAAA, working with such award winners in our industry every day and recognizing their achievements
recent
2014
publicly is truly an honor we’re proud to accept.
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NAAA President Jack Neshe, left, honors Toyota
Financial Services National Manager Mike Reid as an
NAAA Warren Young, Sr. Fellow.
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NAAA Chief Executive Officer Frank Hackett receives
the inaugural Industry Leadership Award from
Automotive Fleet Editor Mike Antich.
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Arbitration Corner

Examining Salvage vs.
Total Loss Vehicles
From time to time, I receive
requests to explain the difference
between salvage and total loss
vehicles, including a recent question
from an NAAA auction. I thought
this publication was the perfect place
to tackle this one.
The question I received was: “I
need your opinion on salvage/total
loss units. Sometimes viewed as the
same issue but I see a distinction
between both. What is your take?”
In my opinion, these are different.
The basic definitions for “total loss”
and “salvage” vehicles on Investopedia.com are:
Total Loss: “A loss that occurs
when the insured property is
totally destroyed, or is damaged in
such a way that it can be neither
recovered nor repaired for further
use, or the insured is irretrievably deprived of it. Usually, this
indicates the maximum settlement
possible according to the terms
of the policy as per the insurance
company’s policy.”
Salvage: “A term used for a generic title brand. A salvaged vehicle
is typically declared a total loss by
the insurer, then rebuilt or repaired.
These rebuilt or repaired vehicles
will have a salvage title and in some
states will require special inspection
before they can be put back on the
road. Vehicle history reports will
show that a vehicle has a salvage
title, although they may not provide
a reason.”
In some instances, total loss
thresholds may vary by state. Examples can be significant collision
damage, mechanical defects, biohazard, flood and structural damage.
Once totaled by the insurance
company, the vehicle may or may
not get repaired. If repaired, most
states will brand the vehicle’s title
to reflect the vehicle’s new status.
From the NAAA Arbitration
Policy point of view, the vehicle’s
title — if branded — will require a
disclosure from consignors to wouldbe buyers. Total loss is NOT a title
brand.

6

Q Title discrepancies must be
announced including, but not limited
to: not actual miles, salvage, theft
recovery, stolen vehicle, flood damage, Lemon Law buybacks or trade
assist. Insurance transfers would also
require a disclosure.
Q All titles submitted by seller
must be in seller’s company name
on title or on a properly-executed reassignment form. The seller
guarantees the titles of vehicles that
are sold through auction. This title
guarantee warrants that the title
shall be marketable and free and
clear of all liens and encumbrances.
This includes any brand (such as
‘salvage’) noted upon the current
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or any prior certificate of title
unless such encumbrances were
announced at the time the vehicle
was sold through auction and for a
period of four years from the date of
sale. Seller’s liability under this title
guarantee shall never exceed the
auction sale price (the maximum
amount) of the vehicle, and this
maximum amount shall be reduced
by two percent (2%) per month
following auction sale date. All
liability under this title guarantee
shall expire and terminate 48
months after auction sale date. The
auction will not be responsible for
any expenses incurred on vehicles
returned for late title.
Q Seller warrants, represents and

guarantees possession and conveyance of a certificate of title, properly
executed, valid in the state where the
transaction is occurring and clear of
all liens and encumbrances (except
current year DMV fees in California).
The seller warrants and will defend
the title against the claims and demands of all persons whatsoever.
We urge all sellers and buyers to
fully understand a vehicle’s history
and its title status before offering to
sell or buy at an NAAA auction.
Matt Arias
Manheim Director of
Operational Excellence
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legal briefs

What is a		
Litigation Hold?

T

I

The document,
sometimes
called a
“litigation hold
letter,” while not
having the force
of a court order
or legal mandate,
nevertheless
can have very
significant
consequences,
particularly if
you disregard
the warnings
contained in
the letter.
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t is Friday afternoon and your general manager is
sitting with you evaluating the successful conclusion of
yesterday’s auction.Your administrative assistant hands
you a fax and an email received at 4:05 p.m. advising you
that your auction is about to be sued and demanding that
you retain documents and electronic communications that
may bear on the issues in the litigation. The letter is from a
lawyer for a consumer group that has been threatening to
sue your auction about structural damage announcements
and their purported impact on value.
Can you disregard the letter? After all, it is not a
subpoena; it is not a complaint and not a summons. The
document is not a command issued by any court nor does
the lawyer have the authority to mandate compliance with
any back-up from an administrative order or a court order
or other legal mandate.You ask your general manager, “Can
I just throw the letter in the trash and ignore it and hope
that it goes away?”
Thankfully, your general manager, who has recently
joined your organization, has had experience in other
industries where such letters were received. In some
instances, the letters were taken seriously as a threat of
litigation, and counsel was brought in to evaluate the
recipient’s legal rights and obligations. In other instances,
the general manager’s employers chose to disregard such
letters and go about their business as if the document had
never been received.
Which is the better approach? What should you do? Your
general manager suggests you consult with counsel before
doing anything.
In today’s litigious world, and particularly with the
significance of electronic communications, your general
manager’s caution to you is very wise. The document,
sometimes called a “litigation hold letter,” while not having
the force of a court order or legal mandate, nevertheless
can have very significant consequences, particularly if you
disregard the warnings contained in the letter.
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As electronic communications have become increasingly
significant, the courts—and particularly the federal
courts—have developed increased focus on a doctrine
called “spoliation.” That is, the destruction of information
that may be evidence or contain information that may be
evidence in regard to claims or threatened claims. Under
the federal rules and the discovery obligations that exist
in court today, should you choose to disregard such a
letter and if (as a result of not taking action to preserve
information) relevant information is lost, the consequences
can be catastrophic in subsequent litigation.
Among other “penalties,” a court may preclude you from
offering exculpatory evidence or adverse inferences may
be drawn against you and your defense due to the absence
of the information lost. If the court considers the situation
serious enough, it could go so far as entering a default
against you or award other sanctions.
Recognizing these potential consequences, please be
cautioned that should you receive a litigation hold letter
from counsel representing a person or entity threatening
to sue your organization and demanding that you retain
records that may be relevant to the claim, you should
consult with counsel as to your obligations. Counsel can
help you design a strategy that may involve suspending
any existing records-destruction policy. It may also involve
working with consultants to create protocols for retention of
records and email communications as well as to formulate
an overall approach for responding to the communication.
Be duly warned that failure to exercise caution upon receipt
of such communication is at your peril.

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

Mitigating Cyber Risk: Identify
Your Exposure and Develop a Plan
The mention of cyber risk often
gets me a knowing nod and sigh,
indicating that the independent
auction owner knows more than he
would prefer about the subject. From
a technical standpoint, of course,
the information technology (IT)
guy knows more than anyone in the
room. When it comes to protecting
your assets, however, only the guy
with the most to lose can make
sure it gets done right. Developing
a comprehensive cyber-risk strategy
at the auto auction level involves
communication, delegation and
persistence.
Data storage of personal
information on customers,
employees, credit card usage, and
online services are integral parts of
the auction process. Vulnerability
to hackers and other cyber attacks
is a compelling reason to invest
heavily in security measures. The
IT community indicates that attacks

May 2014

are now centered on web application
attacks in which specific employees
at the auction are targeted in order
to trick them into logging on to
rogue websites. The websites release
a cyber attack in which a program
overtakes the employee’s computer,
allowing the hacker access to all
of the computer’s functions as
well as the networks to which it is
connected.
Breach of customers’ or
employees’ personal data, whether
accessed through an AS400 network
or the Auction Management System,
will set off a firestorm of state and
federal notification requirements,
along with liability for the resulting
damage from the identity theft.
Web Application Firewalls
(WAF), which track activity of those
interfacing with your system, will
shut down users whose activity falls
outside your normal web traffic.
Intrusion Protection Systems (IPS)

are designed to recognize users’ web
signatures, and shut down those with
rogue or unrecognizable signatures.
Unlike standard firewalls, which are
like a fence into which holes can be
cut, the WAF and IPA systems are
actively seeking to prevent an attack.
Thwarting hackers is essential,
but insider threats are a real and
scary part of the fabric of cyber
risk, as well. Employee training and
communication are key components
in battling insider threats. Clear
reporting channels should be
available for employees to report
suspicious or threatening behavior of
fellow employees. IT should be made
aware by Human Resources (HR)
of any employees who have been
terminated or whose duties have
changed, so that clearance within the
auction management system can be
updated accordingly.
Engaging key personnel at the
auction, such as your directors of

www.naaa.com |

IT, compliance, risk management,
and HR is necessary to be sure you
fully identify your exposures and
develop a plan to mitigate your
cyber risk. Your legal counsel and
insurance agent should be consulted
to ensure you are aware of the legal
ramifications of a breach and that
insurance coverage is available
to pay for a loss. The insurance
products available to pay for cyber
loss have evolved and are worth
consideration. A cyber-risk strategy
should be developed in conjunction
with your disaster recovery plan.
Unfortunately, those plans are only
worthwhile if developed before a
loss--so take that first step today.

Michael J. Rohdy

Area Senior Vice
President of Arthur J.
Gallagher Risk
Management
Services, Inc.
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Market wise

6 Savvy Steps to Kickstart
Leads on Facebook
Did you know it’s possible to
generate high-quality leads on Facebook? Whenever I speak at automotive conferences and organizations, I
ask how many in the room have sold
a car from Facebook. Very few if any
raise their hands.
I’ll let you in on a little secret:
If you do it right, you can attract
higher quality leads than any traditional advertising platform. Today,
the relationship with your customer
begins online. All consumer research is performed online. “Bricks
and mortar” businesses must adapt
with well-planned strategies to
participate in prospects’ research
and engage them in conversations
on Social Media.
Your goal is to attract, engage
and retain prospects and convert
them into sales. Facebook is a fertile
ground to get you to your goal. Put
these 6 savvy steps in motion and
you’ll get immediate traction with
your Facebook marketing:
1. Post Engaging, Relevant
Content. Facebook rewards high
engagement (likes, comments and
shares) with more visibility. I can’t
stress this enough: quality content is
what makes your Facebook marketing perform. Learn everything about
what your audience cares about.
Your content won’t be effective until
you know your audience (aka: ideal
customers).You can’t get responses
if you don’t ask for them.You can’t
get enthusiasm until you stimulate
it. And if you don’t get responses on
Facebook you become invisible.
2. Implement a Facebook Ads
Strategy. An affordable way to reach
targeted potential customers is with
Facebook ads. The power, depth and
precision of the Facebook ad platform is unrivaled and historic. Reallocate a portion of your advertising
budget for Facebook Ads to increase
your visibility and generate leads.
3. Leverage Facebook Landing
Pages. A landing page is the ideal
way to convert Facebook users into
sales leads. There are tools that help
you design and install Facebook
landing pages. We use Woobox here

10

at Kruse Control.
Landing pages are used to drive
visitors further down the sales funnel. A successful landing page will
have these 7 elements:
Q Unique Selling Proposition
(USP)
Q Benefits and Features
Q Hero Shot (a visual representation of your offer)
Q Context of Use (photos, videos,
testimonials, list of clients
who’ve bought from you)
Q Request for Data (their contact
info)
Q Backup Plan (not all will
convert so give them another
opportunity to connect with
you. ie: “Follow us on Twitter”)
Q Call to Action
4. Always use a Call to Action.
This is the statement or copy that
instructs your visitor to take a specific action. When a prospect lands
on your Landing Page, you have a
nano-second to get their attention.
Don’t get fancy with the words; just
be as clear and specific as possible.
Visitors should not be confused
about what they’re supposed to do
next. Be sure your call to action
highlights an obvious next step such
as, “Schedule Your Test Drive Today”
or, if you’re running a special, “Click

NAAA On the block |
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Here to Get Coupon.”
5. Offer Valuable Opt-ins. People
click on what they want. Give them
something they want in exchange for
something you want. What do you
want? You want things their contact
info and ultimately, the sale. What
can you give them in return? How
about a digital e-book on “What to
Expect During Your First Auction
Visit” or “What You Need to Know
Before You Buy Your Next Car” or, if
you offer service at your location, “12
Pitfalls to Avoid When Taking Your
Car in for Service”. Heck, I spent my
life in the car business and I’d opt-in
for those things!
5. Make it difficult NOT to convert. One important component of
capturing Facebook leads is to keep
users on Facebook. If they have
to leave Facebook and complete a
conversion form on your website
to become a lead your chances of
conversion diminish. Eliminate
that middle step altogether and
offer conversion opportunities from
within Facebook without ever making your fans leave. There will be
instances where you’ll want to drive
users to a website landing page and
that will depend on your specific
campaigns. Overall, make your offer
so enticing that they have no choice
but to take it.

6. Make Sure Someone is
Listening and Responding. If
following up on leads is an issue in
your organization, it’s going to be
an issue with Facebook marketing...
only amplified. There’s something
about Social Media that seems to
shine a klieg light on every misstep
you or your employees take. In this
case, however, it’s a great chance
to address something that’s been
holding back your sales. The person
responding needs to know marketing
and also be trained in sales. When
a lead comes through Facebook,
they must engage the lead just as
they would if the conversation was
happening onsite or over the phone.
Ask questions, keep the prospect
engaged and lead them down the
sales funnel.
Are you generating all the leads
you want from Facebook? Try
incorporating these 6 steps into your
Facebook marketing and watch your
leads (and sales) increase. And if you
need advice, I’m happy to help.
Kathi Kruse
Kruse Control Inc.
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Cover Story

Family

Business School

Auction Academy lets the next generation of auction owners learn
the ropes of running the business beyond the family ties that can bind

Q

I

f the last names sounded familiar as members of Auction
Academy’s first graduating class were summoned to
the stage during the commencement ceremony held at
the CAR/NAAA Conference in March, it’s no surprise.
Developed by TPC Management, the program was designed
with the younger members of the family auto auction business
in mind.
The 16 graduates receiving their certificates that day belonged
to the academy’s inaugural Next Generation/Sons and Daughters
Group, which had spent two years studying together in preparation
to step into their parents’ shoes running the family business. A
Managers Group is available for auction staff as well. Each group
has a curriculum tailored to its particular position.
Open to family members and personnel from any National
Auto Auction Association (NAAA) member independent auction,
Auction Academy’s mission is to enhance the expertise and develop
the professional skills of tomorrow’s auto auction leadership.
“Handing down the accumulated experiences, skills and
wisdom of preceding generations has always been important in
a family business, but through these organized courses future
owners and managers gain an expanded view of the industry,
broader exposure beyond their own auction’s operations and a
network of peers,” notes Frank Hackett, NAAA’s chief executive
officer. “We think it’s perfect for our independent auction
members.”
He added that is why NAAA is one of the supporters of the
academy.
Students attend eight quarterly academic classroom sessions
conducted over a two- or three-day period at various locations
around the country. Taught by a faculty of experts drawn from a
variety of fields in the remarketing industry, course topics include
human resources, key metrics and analysis, technology, facility
logistics, operations, account and dealer sales management,
marketing and promotions, the history of auto auctions and
succession planning.
In addition to visiting auction sites, the class may take field trips
to the offices of a major national account, dealership group, vehicle
manufacturing plant and auction facilities.
And like any other academic institution, students are kept busy

q

in between classes with online course lectures, reading materials,
research and periodic testing to determine their mastery of the
subject matter.
Many of the graduates say that just as valuable as the
coursework is the opportunity to meet and build relationships with
their peers in the same profession, with whom they can share ideas
and information or serve as sounding boards when one is faced
with an issue or challenge.
Tuition to enroll for one quarter is $3,000, which does not cover
travel and lodging expenses.
According to Pierre Pons, founder and CEO of TPC
Management, the concept of the academy grew out of comments he
commonly heard from a handful of independent auction owners.
These owners thought that, in addition to learning the ropes,
students would benefit from seeing how things are actually done at
other auctions. TPC Management launched the Auction Academy,
based on Pons’s belief that the firm’s two decades of experience
serving the remarketing industry as consultants and recruiters
offered a wealth of material that could be applied in a structured
learning environment.
With the instruction of a second Next Generation Group
underway this spring and the first class of the Managers Group
set to graduate in August, the Auction Academy envisions ongoing
access to faculty, class reunions and other opportunities for
building camaraderie among its graduates that will ensure a
strong, successful future for independent auto auctions.

ON THE COVER
Front Row (L to R): Emily Barber – State Line Auto Auction; Josh Bailey – Charleston Auto Auction, and Bobby Bailey – Whann Tech.
Middle Row (L to R): Beth Barber – State Line Auto Auction; Paul Barber – State Line Auto Auction; Wyatt Carter – Sanford Auto Dealers Exchange; Britney Smith - Dealers
Auto Auction of Idaho; Chrissy Briggs-Sellstrom – Greater Erie Auto Auction; Dustin Nutter – Direct Auction Services.
Back Row (L to R): Aaron McConkey – Auction Edge; Aaron Pyle – Capital City Auto Auction; Andrew Pyle – Mountain State Auto Auction; Brian McConkey – DAA Seattle;
Clint Weaver – Harrisburg Auto Auction; Cody Boswell – KCI Kansas City, and Kevin Jackson – Pittsburgh Auto Auction
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auction Community

Brasher’s Auctions Celebrate
65th Anniversary Year
This year, Brasher’s auctions celebrate
a family legacy of 65 years in the
auction business. The first Brasher’s
auction was opened in Salt Lake City
by Frank and Esther Brasher in 1949.
Originally a barber who sold cars in
front of his shop, Frank soon found
selling cars more lucrative than cutting

in various capacities: clerking the sale,
printing the market report, detailing
cars, parking cars and picking up trash
on the lot. Frank’s sister Alice Beth
operated the restaurant at the auction
facility for over 20 years.
Frank and Esther were pioneers in
the industry. They were early members

T

“It is astounding to look back at how it all started,
and to see what it has become.”
Ben brasher

hair and he opened two used-car lots.
After attending several auctions in the
East, he decided the auction business
looked even better and began a familyowned business that was one of the first
auctions in the country.
The Brashers held their first sale
in October of 1949. Just 13 cars
crossed the block that day and only
one sold—the result of an offer made
after the sale. At one time, Frank ran
the auction, Esther was the office
manager, and Esther’s sister Bennie
was the title clerk. All six of Frank and
Esther’s children worked at the auction

12
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of the National Auto Auction (NAAA)
Association and charter members of
the Western Auto Auction Association
now referred as the NAAA Western
Chapter. Frank served as president of
both associations and was elected to the
NAAA Hall of Fame in 1987.
Frank and Esther’s sons Larry and
Jay followed them into the business,
with Jay running the Salt Lake facility,
and Larry moving to California to
operate Brasher’s Sacramento Auto
Auction, which opened in 1986. Larry
was elected president of the NAAA
in 1988, becoming the first son of a
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former NAAA president to serve as
president himself. He, too, was elected
to the NAAA Hall of Fame in 2005.
The Brasher’s “family” of full-service
auctions has continued to grow, and
now includes facilities in Salt Lake City,
Utah; Eugene and Portland, Oregon;
Boise, Idaho; Reno, Nevada; and
Sacramento and San Jose, California.
Frank’s grandsons have grown into
the business as well, and are now
owners themselves: Rob Brasher, Ty
Brewer, Don Rowley, Justin Booth and
John McPhie in Salt Lake City; John
Brasher, Ben Brasher and Mark Basset
in Sacramento, San Jose, Eugene and
Portland; Jeff Brasher in Reno; and
Doug Brasher in Idaho.
“It is astounding to look back at how
it all started, and to see what it has
become,” said Ben Brasher. “Grandpa
Frank could never have envisioned in
the 1940’s, when he put a ‘For Sale’ sign
on a car in the parking lot of his barber
shop, where we would be today. But at
the core, the founding principles remain
the same. Frank and Esther’s legacy of
quality and service continues to shape
the business, and will continue as the
next generation prepares to join us on
may 2014

Thumbs Up!
The Independent Auction Group is committed to providing its members with
the highest quality, competitively priced, leading edge and high impact member
benefit programs. To accomplish this objective IAG has partnered with NIADA
Member Services to offer excellent member benefits to help IAG members grow
their business, protect their assets and enhance their profitability. IAG and
NIADA are offering extensive, highly vetted roster
of member benefit program partners to provide
a broad portfolio of services they utilize on a
daily basis.

Through discounted affinity agreements via NIADA
Member Services, IAG now offers numerous member
benefit services in the following areas:
·N
 IADA Health, Dental, Vision, Critical Illness, Disability
Benefits Insurance
· ShipCarsNow vehicle transport services
· InterCall audio/web conferencing services
· AST Website design and SEO online services
· Next Gear Capital Floor Planning Services
· CVR fast secure electronic titling and registrations
· YRC Freight Services
· Grainger maintenance, repair office supplies orders
· UniFirst custom uniform and facility service programs
· Wex fuel Card Program
· Sprint Wireless Services
· APPI Energy Business Utility Savings
· Auto Use independent finance company
For more details and information on all of these discounted products and services,
visit http://www.independentauctiongroup.com/member-benefits-overview

Toyota Financial Service’s Mike
Reid Receives Double Distinction
Honored by NAAA and Bobit Business Media
When Mike Reid heard his name
called not just once, but twice, during the
Industry Award Ceremonies at the NAAA/
CAR Conference in March, he was greatly
surprised — and a bit worried. Honored by
both the National Auto Auction Association
(NAAA) as a Warren Young, Sr., Fellow
and by Bobit Business Media as Consignor
of the Year, Reid quipped, “I don’t know
if someone’s trying to tell me something,
because this feels like I should be retiring!”
But retirment is far from Reid’s thoughts,
as the national manager of remarketing for
Toyota Financial Services (TFS) remains
dedicated to advancing the industry through
promoting best practices, encouraging
innovation and mentoring the next
generation of remarketing professionals,
which earned him the recognition of both
organizations.
“I’m proud to name Mike as a Fellow
because, in addition to his professional
accomplishments, his willingness to serve as
a speaker or panelist at many remarketing
events sharing his experience and knowledge
to prepare future industry leaders exemplifies
the Scholastic Foundation’s mission of

14
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NAAA President
Jack Neshe,
presents Mike Reid,
Toyota Financial
Services National
Manager with a
NAAA Warren
Young, Sr. Fellow.

helping students achieve their dreams
of higher education and success,” noted
NAAA President Jack Neshe in his
presentation. “He also finds the time in his
busy schedule to be an active supporter of
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the Rio Aquatics in his Orange County, California,
community, which trains young special-needs
athletes to participate in the Special Olympics.”
NAAA bestowed the award with a $2,500
donation in Reid’s name to its 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.
Since its creation in 2004, the Warren Young,
Sr., Scholastic Foundation has raised more than
$1.5 million and awarded a total of $40,000 in
merit scholarships annually for full-time study at
an accredited institution. 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.
Reid joins an exclusive group of 70 others
who have attained the distinction, which comes
with a framed certificate, a gold medallion and a
distinctive lapel pin. Also, his name is engraved on
a plaque listing the esteemed Fellows displayed at
NAAA headquarters near Washington, D.C.
As TFS national remarketing manager Reid
oversees the day-to-day remarketing efforts of
off-lease vehicles, repossesions, TFS company and
fleet repurchase vehicles at both physical auctions
and the virtual marketplace for Toyota and Lexus
Financial Services.
A graduate of Pace University in Pleasantville,
New York, he began his career with TFS after
leaving World Omni Corp 10 years ago, first
serving as the company’s Western region group
remarketing manager supervising key auction
managers in California, Washington and Nevada.
Then, in 2007 Reid became sales and operations
manager for remarketing, responsible for managing
physical and Internet auction operations, including
Dealer Direct before being promoted to his current
role in 2010 .
may 2014

Market Wise

Auto Credit Market Continued on
Record-setting Clip in Q4 2013
No matter what industry you work
in, your business can be impacted
directly by the overall performance of
the U.S. economy. In a low-performing
economy, the auto auction industry
is affected by people holding on to
their cars longer, which causes limited
availability of vehicles to bolster
inventory.
But, while the overall performance
of the economy can be a significant
driver of an industry’s success, one
may wonder what drives the success of
the economy? Legendary investor, Ray
Dalio, once said, “Credit is the most
important part of the economy.”
Of course, I agree with his
assessment. After all, I work in the
credit industry. But, clearly, credit
is important to the well-being of the
auction industry as well. There is no
question that credit is the fuel that
keeps the wheels of the auto industry
turning. Whether it’s an automotive
retailer getting credit for its new
floor plans or a consumer obtaining
financing for a vehicle purchase, the
flow of credit ultimately impacts every
facet of the auto industry, including the
auction industry.
And, if ample access to credit is a
measuring stick for good economic
health, then the good times appear
to be rolling. The automotive credit
industry was plugging away at a
record-setting clip on a number of

fronts in Q4 2013:
a The average amount financed
for a new vehicle was $27,430 in Q4
2013, up from $26,691 in Q4 2012. It
was the first time the average amount
borrowed has exceeded $27,000.
a The average loan amount for a

Average Used Car Loan
$17,974
($345 increase)

$17,629

Quarter (Years)
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used vehicle during the quarter was
$17,974, up $345 from the previous
year, which was also a record-high
since 2008.
a Outstanding automotive loan
balances increased 11 percent from
Q4 2012, reaching $798.5 billion in
Q4 2013.
a Leasing continued to boom,
as 28.4 percent of all new vehicles
financed were leases in Q4 2013, up
from 24.8 percent the previous year.
The current automotive finance
boom can be attributed partly to
positive consumer behavior. Consumers
continue to pay their loans back in a
timely fashion. Sixty-day automotive
loan delinquencies have remained flat
at 0.74 percent since last year, while
30-day delinquencies have gone down
3.5 percent (going from 2.72 percent
in Q4 2012 to 2.63 percent in Q4
2013). However, despite delinquencies
remaining low, repossession rates have
seen an increase, albeit only from a
small segment of the industry (0.46
percent in Q4 2012 to 0.65 percent in
Q4 2013).
When consumers make timely
payments, lenders respond by taking
on slightly more risky loans. The
average credit score for a new vehicle

lease dropped 16 points to 719 in Q4
2013 — down from 735 the previous
year. From a lending perspective, the
average credit score for new vehicle
loans decreased by nine points to 715
in Q4 2013 from the previous year,
while used vehicle loans saw a slight
increase year-over-year, rising from
644 in Q4 2012 to 646 in Q4 2013.
Market share for nonprime, subprime
and deep subprime new vehicle loans
also rose slightly in Q4 2013 to 34.1
percent from 32.8 percent in Q4 2012.
For used vehicles, nonprime, subprime
and deep subprime loans accounted for
62.8 percent of all loans — down 1.6
percent from 63.8 percent in Q4 2012.
What does it all mean? For starters,
more access to credit means more
vehicle sales. Higher vehicle sales today
mean more used vehicles coming to
auction in the future. So, even if used
vehicle inventory is somewhat tight
today, good times should be on the
horizon for the auction industry.

By Melinda
Zabritski

Senior Director of
Automotive Credit,
Experian Automotive
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Beating the

Summertime Blues
How to Manage Your Inventory in the Slow Season
Summer can be a challenging time
of year for used-car dealers. It is widely
expected throughout the industry that
volumes will become stagnant and
retail sales will be passive between June
and September. Car sales dwindle in
the summer as families spend money
on vacations, kids’ summer camps and
landscaping.
After the highs of tax season,
the summer blues can be a difficult
transition. Remarketing institutions
plan for a slowdown and dealers
should too. It’s important for dealers
to be flexible in their buying and
selling so they can be both competitive
and profitable in the market. In the
remarketing industry, there are three
universal truths when it comes to
efficiently managing inventory: use
your working capital efficiently, buy
smart and take advantage of resources
that provide information on wholesale
industry trends. By following these tips,
you will be better prepared to deal with

the slowdown of summer.

1.

Be more efficient with the use
of your working capital. Floor planning
is a great way to balance credit and
working capital to maximize your cash
flow. This balancing act is often the
lifeblood of a dealer’s business and the
fuel for growth. However, ineffective
use of working capital and undercapitalization, among other factors,
can contribute to a dealers going out
of business because they can’t keep
up with their working capital. Simply
put, the more cars you buy and sell,
the greater the need to manage your
cash flow.
For years, floor planning has been
a resource to help loosen up working
capital for dealers. What would you do
with increased working capital? Would
you advertise more? Hire a new sales
person? Repave your lot? The list goes
on, as the benefits of having working
capital for any small business will only

keep you from experiencing failure.
Simply put, floor planning provides
you the ability to keep your lot full-of
both cars and customers.

2.

Buy smart. It might be tempting
to buy that snazzy sports car because it
looks nice, but is it a good price and does
it make a potential profitable addition
to your inventory? Going to auction
with a plan of how much you are willing
to spend can help save you from those
“impulse buys” that may turn into buyer’s
remorse down the road.
Different cars sell better in different
seasons. In the summer, you are going
to get more business for convertibles,
recreational vehicles and motorcycles
than for trucks and SUVs. Make sure
you’re buying vehicles that will sell
well and won’t be sitting on your lot for
months and months.

3.

Watch wholesale industry
trends. There are some valuable

resources available to dealers to stay
current on the latest industry trends
and happenings. The National
Independent Automobile Dealers
Association (NIADA) publishes a
“Used Car Industry Report” every
June that provides analysis and an
overview of the used-car dealer and
used-car marketplace.
Additionally, Manheim publishes
its own “Used Car Market Report”
annually as well as a monthly
“Industry Brief.” Both of these sources
have a wealth of information provided
by the largest auction house in the
world. Many trade publications and
online resources, such as “Automotive
Digest’s” monthly “Used Car Market
Report,” also provide dealers with
information to help them understand
pricing and other developments in the
industry.

Prepared by Manheim

Managing Your Car Dealership’s Digital Presence
For many years, consumers turned to
1-800 numbers when they experienced
issues with products or services.
Companies typically favored these
channels because they could assist
customers one-on-one and away from
public view. Essentially, companies were
in control.
Today, consumers have access
to platforms where they can share
their experience with the entire Web.
Word-of-mouth marketing stretches far
beyond a customer’s friends, family and
immediate connections. Virtually every
business is now being influenced by
online reviews—and car dealerships are
no exception.
As part of a 2012 study facilitated
by digital marketing company Digital
Air Strike, 69 percent of consumers
said car dealership reviews influenced
their decision to visit certain
dealers. What does that tell us? Your
dealership’s online reputation can
have a major impact on your ability to
influence and persuade customers to
do business with you.
So, where do you start when it
comes to managing your dealership’s
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reputation? Consider following these
steps when building a reputationmanagement program:

1.

Understand your current
footprint. An important first step is
understanding where your dealership
currently appears online. To a get a
sense of where car buyers may be
talking about you, perform a search
for your dealership using popular
search engines and look for reviews or
places where customers can rate their
experiences. Capture those websites
and social networks in a single
document for easy access.

2.

Capture and update your
outposts. Once you’ve built a list of
review sites for your dealership, begin
the process for taking administrative
control of these profiles. Many popular
review sites provide opportunities for
business owners to claim control of
their company profiles. While this does
not prevent customers from sharing
their experiences, it does provide a
layer of oversight for your dealership’s
brand. Additionally, claiming the

business profiles allows you to update
important information such as
location, hours of operation, contact
methods and, in some cases, photos.

3.

Build a monitoring and
response system. After your
dealership’s review sites have been
outlined and captured, it’s time for
you to start engaging and responding
to customer experiences. To start,
look through the sites and determine
if there have been any immediate
reviews that can be addressed. Find
reviews that may be less than 90 days
old, and draft a response on behalf of
your dealership. One important best
practice is to move conversations with
customers to private channels such as
e-mail or phone discussions, especially
those who may have had a not-sogreat experience.
Additionally, treat positive
experiences just as you would negative
experiences. Thank customers for
sharing their positive experiences, and
let them know you’re listening.

4.

Create a feedback loop. It’s
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important to remember that you need
to ask for reviews. If you sit back
and wait for the reviews to flow in,
it’s likely that you’ll be disappointed
with the results. Moreover, you will
not see any positive change in your
dealership’s online reputation if
activity is stale. To help move the
needle, build processes for asking
customers for reviews. Link to your
review sites on your website, social
media channels and on other digital
touch points, such as e-blasts or
e-invoices.
Managing your dealership’s
reputation is definitely a process, not
an event. However, by employing these
strategies, your dealership will be in
a better position to address customer
experiences while influencing
potential customers. Showing that you
care about your customers, and your
dealership’s brand, can easily serve
as the tipping point for sending a
customer through your front door.

By Tim Zierden

ADESA Senior Vice President, Dealer
Sales and Services
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Ring of Honor
Discipline • Integrity • Diligence • Trust
Those four words summarizing
the characteristics shared by the individuals inducted into the National
Auto Auction Association’s (NAAA)
Hall of Fame will appear on a new
ring to be awarded to members of
that distinguished group. The association’s board of directors approved
the design concept at the 2014 Conference of Automotive Remarketing
(CAR) in March.
The gold band will also include

the inductee’s last name, the year of
induction and the NAAA logo on its
sides while “Hall of Fame” encircles
the initials of the association in the
signet. It will appear similar to the
rings presented to NAAA’s presidents but be slightly smaller in size.
“We wanted a tangible symbol of
the excellence and accomplishments
of those in our Hall of Fame as well
as a token of our appreciation and
honor for their contributions to

the industry and the association,”
notes NAAA Chief Executive Officer
Frank Hackett. “The board felt
the ring’s style was appropriate
for recognizing the championship
performance required to be named a
Hall of Fame member.”
Membership in the Hall of Fame,
established in 1968, recognizes
individuals whose long-term service
to the auto auction industry and
NAAA has contributed improve-

ments to remarketing as a whole,
has worked with the trade organization to benefit its members and
has consistently followed the high
standards of the association’s Code
of Ethics.
The rings are to be produced in
time for the Hall of Fame award
ceremony at the 2014 annual
convention in September and will be
presented to past members as well
as future recipients.

NAAA Eastern Chapter Wins the
First PAC Cup Challenge

s

NAAA President Jack Neshe; Eastern Chapter Chairman of the Board – Peter
Saldamarco, Chapter President James Gaughan, Chapter President-Elect Tad Swift;
Chapter Vice President Charles Nichols; Chapter Secretary Lynn Weaver, and NAAA
President-Elect Ellie Johnson

in Las Vegas, Neveda . “A well-funded
Political Action Committee is a key
component of our enhanced legislative
advocacy efforts on federal issues of
vital importance to our membership.”
By the Challenge’s February 1
deadline, NAAA PAC had received

164 contributions from 123 donors of
whom 117 qualified as PAC Founders
with donations of $250 or more. Eight
gifts were at or above the $1,000 level.
In recognition, Founders have their
names engraved on the PAC Cup,
which is prominently displayed at all

T

After a hotly contested race in the
first National Auto Auction Association PAC Cup Challenge, NAAA’s
Eastern Chapter captured the coveted
trophy with the winning donation
total of $14,315 to the Political
Action Committee. The chapter and
its officers’ names were the first to be
engraved on the pristine cup as the
top fundraisers in the contest.
In presenting the honor at the 2014
Conference of Automotive Remarketing in March, NAAA President Jack
Neshe thanked the four chapters for
“getting in the spirit of the friendly
competition and setting a successful
pace” for future annual PAC Cups.
The Midwest Chapter ranked second
in the fundraising challenge, with the
Southern Chapter third and fourth
place going to the Western Chapter.
“I also want to express our gratitude to all the individual donors for
their financial support,” Neshe told
those attending the award ceremony

“This gives us a powerful, united voice in Washington to protect the
interests of our members and the industry. ... With the help of the PAC Cup,
that voice will grow even stronger.”
frank hackett, NAAA CEO
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NAAA meetings and the association’s
headquarters. They also receive an
acrylic award acknowleding them as
PAC supporters.
Frank Hackett, the association’s
chief executive officer, reports that
more than $47,000 has been raised
for NAAA PAC since its start in 2011
thanks to the members’ generous
support. “That’s why we created the
PAC Cup Challenge this year — to
offer an impressive and fun incentive
for our members to get involved in our
advocacy efforts while showing our
appreciation for their help,” he notes.
NAAA, which represents more
than 300 member auctions in North
America, formed its PAC as part
of the association’s initiative to be
more proactive in the political arena.
NAAA is assisted by the professional
lobbying firm of Federal Advocates.
“This gives us a powerful, united
voice in Washington to protect the
interests of our members and the industry,” Hackett says. “With the help
of the PAC Cup, that voice will grow
even stronger.”
For more information about NAAA
PAC and the PAC Cup Challenge,
go to NAAA.com or contact NAAA
Legislative Manager Tricia Heon at
301-696-0400 or theon@naaa.com.
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NAAA Convention to join with National
Remarketing Conference in 2016
The National Auto Auction
Association (NAAA) has reached an
agreement with Cherokee Automotive
Group (CAG), publishers of “Auto
Remarketing,” to combine its annual
convention with CAG’s National
Remarketing Conference (NRC),
beginning in the fall of 2016. The
combined meeting will be known as
the National Remarketing Conference
and National Auto Auction Association Convention and will be held
each year during the CAG’s Used Car
Week (UCW).
To be billed publicly as the “National Remarketing Conference/NAAA
Convention,” the event will take place
annually during CAG’s Used Car Week
held every November. The venue for
the first united gathering of the two
groups in 2016 will be the Red Rock
Hotel & Casino in Las Vegas, Nev.
“We are extremely pleased that

NAAA now will hold its annual
convention in combination with the
NRC,” said Bill Zadeits, CAG president.“The addition of NAAA’s convention to Used Car Week is a natural
fit for everyone concerned and allows
industry professionals to concentrate
their networking.”

Neshe also expressed his enthusiastic
support, explaining that, unfortunately,
existing hotel contracts prevented
implementing the agreement for next
year.
The two organizations, noted
Zadeits, will begin working more
closely together this year to lay the

Dave Angelicchio, a past NAAA
president who spearheaded the
unification effort, said,“I am extremely
pleased that we have reached agreement to combine our conferences,”
adding that one of the many benefits
to be realized will be when people can
make one conference trip instead of
two. Current NAAA President Jack

groundwork for the inaugural NRC/
NAAA meeting in 2016. “We will
be meeting soon to find the common
grounds to build a solid foundation
upon which to grow,” he said.
One registration fee will be used
for the NRC/NAAA, according to
Frank Hackett, NAAA’s chief executive
officer. He observed that some profes-

sionals who normally attend an NAAA
convention but not the NRC will now
be able to network with other industry
professionals, and the same is true
in reverse, as there are some people
who traditionally attend NRC but not
NAAA. “This will be a great value to
everyone involved,” he said.
Ron Smith, CAG’s chairman, said
the new relationship with NAAA
further enhances the value and importance of Used Car Week. “The vision
we’ve always had for UCW was that
professionals from different segments
of the industry can meet over a one
week period to get to know each other
better and find common areas where it
is beneficial for them to work together,”
he said.
Other conferences held during Used
Car Week include the CPO Forum,
Sub-Prime Forum and Re3 (repossession, recovery, remarketing).

Unique Auction Peddles Pedal Cars for Charity
Inaugural Black Book Pedal Car Auction to be presented at NAAA Annual Convention
Some people might have thought the
display of candy-colored customized
kiddie cars at the Conference of Automotive Remarketing (CAR) Conference in
March looked like a mini version of the
TV show “Pimp My Ride.” It was actually the handiwork of the entrants vying
to be among the dozen finalists selected
to compete in the National Auto Auction
Association’s (NAAA’s) Inaugural Black
Book Pedal Car Auction.
The charity event will be held at the
2014 NAAA Annual Convention in
Boston this September with the goal of
raising $50,000 for NAAA’s nonprofit
Warren Young, Sr., Scholastic Foundation.
To get a leg up on the competition,
the rules allowed the contestants to
modify new or pre-owned pedal-powered vehicles—whether trains, planes or
automobiles (but no carts or wagons)—
as much as their imagination and skill
would permit. That included paint,
decals, graphics, exhausts, lights, sirens
and other parts or accessories.
And the impressive results rivaled
any vehicle that emerged from legendary
customizers George Barris and Dean
Jeffries-or even Santa’s workshopmaking it a challenge for the four NAAA
chapters to each select three pedal
cars as the dozen finalists for the fall
exhibition and auction.
“We thought this offered our members a great way to demonstrate their
creativity and abilities in a friendly
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competition while raising money to
support our scholarship fund, which
helps deserving students achieve their
dreams of higher education,” says NAAA
President Jack Neshe.
He notes that since its creation in
2004, the Scholastic Foundation has
raised more than $1.5 million and
awards a total of $40,000 in merit scholarships annually for full-time study at
an accredited institution. 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.
“We’re big supporters of the Warren
Young Scholastic Foundation and believe
in giving back to aid this terrific cause,”
says Black Book President Tom Cross.
“We also believe in the NAAA and will
do whatever we can to lend a hand.”
A lottery choosing the order of the
auction’s run list will be held at the National Independent Automobile Dealers
Association Convention in June.
Then, at the convention, the pedal
car auctioned for the most money wins
the Best in Show title, along with being
featured on both the cover of NAAA’s
“On the Block” magazine and 2015 Directory. Awards will also be given for Most
Creative, Best Custom, Best Accessories
and Most Unusual Paint Job categories
as determined by the four NAAA Chapter
presidents. An article about all the pedal
cars and the event will appear in an issue
of “On the Block.”
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