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On the Block Wants To Hear From 
You. Tell Us What You Think! 
On the Block encourages its readers to send 
comments, opinions and suggestions about the 
publication.
Letters can be emailed to naaa@naaa.com. Include 
your full name, address and phone number. We 
may be unable to publish some submissions and 
may edit submissions for length 
and clarity. This is a great 
opportunity to hear back from 
our readers on what you think 
about the articles and what 
topics you would like to see 
covered in future issues. 

Visit us on Facebook and LinkedIn
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PRESIDENT'S MESSAGE

 Growing up as the child of  an auto auction 
owner, I became all too aware that the auction lot 
has the potential to be a dangerous environment. 
That’s why as NAAA president one of  my top 
priorities was to make auctions a safer place 
to work and do business by developing and 
supporting more ongoing education and training 
efforts. After all, protecting your staff and 
customers from harm is just good business.

So I want to express my deep gratitude 
to those members from ADESA, Manheim, 
independent auctions, and associate members 
serving on NAAA’s Safety Committee whose 
dedication and hard work has already resulted in 
rolling out several safety awareness and accident-
prevention initiatives. 

Those include identifying three key steps 
to address the issues that need immediate 
improvement, updating the Cycle of  Safety DVD, 
implementing the use of  fluorescent safety vests 
for employees who are on the auction lot at any 
time to improve visibility, and the Safe T. Sam 
outreach campaign. 

I’m truly grateful to Safe T. Sam’s “father,” 
David Vignes, and to his “employer,” KAR 
Auction Services, for their generous cooperation 
with NAAA in this important endeavor and for  
permission to enlist their popular mascot and his 
program of  training videos, written materials, 

stickers, signage and 
awards in promoting 
greater safety awareness 
to our member auctions.

It’s also been my 
privilege to preside 
over another major 
milestone in NAAA’s 
educational efforts as 
the Warren Young, 
Sr., Scholastic 
Foundation reached 

the $2.25 million mark (and still growing!) to 
become a sound, self-sustaining fund. Plus, the 
foundation’s board increased the annual merit 
scholarship total to $52,000, which allowed 
a $1,000 boost to each of  the 12 individual 
scholarships—a real help to students and 
their families, given the rising cost of  higher 
education since the program was established 
in 2004.

Achieving that goal was made possible by the 
brainchild of  my predecessor, Jack Neshe, who 
proposed what became the NAAA Black Book 
Pedal Car Auction to benefit the scholarship fund, 
as well as all of  those who participated in the 
initial event at the convention, which raised more 
than a half-million dollars in an evening!

My sincerest thank you also goes to all NAAA 

members and staff for making the many other 
highlights of  this year possible: our fifth year co-
sponsoring a major industry event, the NAAA/
CAR Conference; holding an enlightening fourth 
annual Leadership Institute at The Broadmoor in 
Colorado; and another productive Day On The 
Hill in our nation’s capital.

I appreciate your efforts in realizing my 
commitment to educating our future industry 
leaders and advocating on behalf  of  our members. 
We continued to strengthen our strategic 
partnerships with related industry organizations 
in our lobbying campaigns, build relationships 
with lawmakers and grow our Political Action 
Committee, so we now speak about issues 
important to the industry in a robust, united voice 
that makes an impact on Washington.

Your support has made it easy to be your 
president. I’m proud and honored to have 
served the National Auto Auction Association 
and each of  you. Having enjoyed such a 
tremendous year makes it difficult to say 
goodbye, but the sadness is tempered with 
the knowledge that I leave NAAA in the 
capable hands of  President Mike Browning 
and President-elect Jerry Hinton. I look 
forward to us working together to ensure our 
association and industry remain safe and 
sound for future generations. 

Safe and Sound

ELLIE JOHNSON
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Safe T. Sam might not be faster 
than a speeding bullet or more 
powerful than a locomotive, but he 
knows that the safest way to start a 
day on the auction lot or picking up 
cars over the road is to wear a high-
visibility safety vest. 

The NAAA Safety Committee has 
reported to President Ellie Johnson 
that it will move forward with a 
recommendation to the Standards 
Committee that member auctions 
utilize high-visibility safety vest for 
all employees working in the auction 
lanes, on the auction lot and those 
employees picking up and delivering 
vehicles over the road.  

Safety vests, which are used 
by the U.S. Navy on aircraft 
carriers and Federal Highway 
Transportation employees on U.S. 
highway projects, were introduced 
to the auction industry by ADESA, 
after a third-party review of  its 
safety practices in 2013. KAR 
Auction Services, parent company 
of  ADESA, has made safety a 
priority for its group of  companies. 
The introduction of  the safety vests 
was well received by employees 
and NAAA expects a similar 
groundswell of  momentum toward 
a safer work environment.

High-Visibility safety vests are 
available in multiple fluorescent 
colors and are rated for varying 
level of  speeds. The vests adopted 
by the NAAA will be uniform in 
color and type and will mirror 
those adopted by ADESA. Yellow 
vests will be worn by employees, 
and orange vests by temporary 
workers. The specifically-rated, 
ANSI II, orange and yellow vests 
have reflective stripes over each 
shoulder and across the torso 

and are rated for the expected 
lower vehicle speeds (25 mph or 
less) seen on the auction lot and 
auction lane.  Personnel that leave 
the auction premises to pick up 
and deliver vehicles will wear 
specifically-rated, ANSI III vests, 
rated up to 75 mph, which have 
sleeves with reflective stripes, one 
on each arm just above the elbow. 
Johnson formed and charged the 
Safety Committee at the beginning 
of  2015 with researching safety 
within the industry and developing 
a comprehensive strategy to reduce 
the number of  auto accidents on the 
auction lot and in the auction lanes. 
The Safety Committee has met 
numerous times and determined 
that the use of  high-visibility vests 
is the best first step in raising the 
bar of  awareness and safety at 
its member auctions. NAAA will 
make available the purchase of  the 
specific vests on its website. 

The safety vests are expected to 
improve not only the visibility of  
the employees, but heighten the 
awareness of  all of  those on the 
auction premises that they are in a 
potentially dangerous environment 
that should be respected.  While 
the safety vests will not empower 
wearers with superhero powers and 
allow them to stop locomotives or 
runaway cars, they are designed 
to increase driver awareness and 
illuminate the need to slow down 
and proceed with caution.  

SAFETY FIRST

THE SAFETY VESTS ARE EXPECTED TO 
IMPROVE NOT ONLY THE VISIBILITY OF 

THE EMPLOYEES, BUT HEIGHTEN THE 
AWARENESS OF ALL THOSE ON THE 

AUCTION PREMISES... 

BY MICHAEL J. ROHDY
Area President of Arthur J. Gallagher 
Risk-Management Services, Inc. & 

Rich Levene, Vice President Enterprise 
Optimization of KAR Auction Services, Inc.

KAR Auction Services CEO Says Safety Should Start at the Top

NAAA Safety Committee    
to Recommend Use of 
High-Visibility Safety Vests

Safe T. Sam and Michael Rohdy
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In all of  our business activities, it is not 
uncommon for us to be presented with 
form documents (purchase orders and the 
like) to which we pay little attention. Fine 
print contains clauses, the significance of  
which often is missed and which can result 
in substantial and unforeseen consequences 
for the person or business which signs such 
documents without adequate thought and 
attention. Please let me give you a recent 
case in point.  

A client (I will call it “Business A”) 
recently ordered upgraded technology, 
including hardware and software, from a 
national firm, which advertised itself  as 
specializing in that client’s business. The 
“products” being sold included computer 
hardware (a server and multiple desktop-
type units) and, in addition, a software 
package geared precisely to that type of  
business. The supplier also committed 
to provide a certain number of  hours to 
ensure proper installation and training 
of  Business A’s workforce. Working in 
collaboration with a financing company 
to which it was introduced by the supplier, 
Business A signed the supply contract to 
acquire the hardware, software installation 
and training and, in addition, through the 
finance company, arranged for the cost 
of  the goods and services to be paid in 
advance. 

Regrettably, Business A did not fully 
appreciate the import of  the fine print 
of  the form documents, either from the 
supplier or from the finance company, 
which may well have been working in 
collusion with each other unbeknownst to 
Business A. After delivering the server and 
hardware, the supplier contacted Business A 
and advised Business A’s management that 
the supplier had acquired a different entity 
and was going to provide an upgraded 
software system at a substantially increased 
price to Business A’s surprise and contrary 
to what was anticipated under the terms of  
the supply contract. The explanation was 
that the supplier was going to discontinue 
its own line of  software in preference to 
the “upgraded” system. Business A balked. 
Business A now possesses the hardware, 
including the server, which is the only piece 
of  hardware taken out of  the box to verify 
that it worked, no software and the inability 
to incorporate the upgraded functions into 
its business. No installation has occurred 

and no training provided since no software 
has been supplied.

Nevertheless, Business A has been sued 
in a foreign state by the finance company 
seeking to recover not only the entire 
purchase price, but penalties and interest 
and attorney’s fees. The forms provide that 
there is no right to a jury trial and literally 
almost no defense exists under the terms of  
the finance company’s documents. Clearly 
the finance company is “well versed” in 
the lawsuit business. When Business A 
turns to us, as counsel, at this stage and 
seeks assistance, we are in the unfortunate 
position of  having to advise Business A 
that its options, in terms of  defense against 
the finance company, are limited and that 
whatever money is expended in defense, will 
lead to the incurrence of  counsel fees by the 
finance company, which will add to the bill 
it is seeking to collect in the case.  

Business A is left with the option of  suing 
the supplier after settling with the financer. 
However, the supplier’s fine print also limits 
Business A’s options in terms of  its remedy 
by obliging it to sue in the state of  location 
of  the supplier without a right to a jury 
trial. The form also contains limitations 
on the remedies that are achievable. 
Business A is faced now with the prospect 
of  having to bring an action in another 
state, requiring it to incur the expense of  
hiring counsel in that state. Lesson learned: 
Do not sign any form-type documents for 
acquisition of  goods and services of  these 
types, particularly significant capital items, 
without first having the form agreements 
reviewed by counsel. Inevitably, if  you 
sign form documents without having 
them reviewed and problems develop in 
the supply chain, you can anticipate that 
your choices will be limited and you will 
possess little or no leverage to negotiate 
a settlement. In short, you will regret 
not having understood the fine print and 
not having had counsel involved in the 
negotiation of  the documents for you. A 
word to the wise: An ounce of  prevention is 
worth 10 pounds of  cure. 

BY THOMAS E. LYNCH III 
Esquire – NAAA General Counsel

LEGAL BRIEFS

WHY IT IS IMPORTANT TO READ 
( O R  H A V E  YO U R  L A W Y E R S  R E A D ) 

FORM DOCUMENTS

DO NOT SIGN ANY FORM-
TYPE DOCUMENTS FOR 

ACQUISITION OF GOODS 
AND SERVICES OF THESE 

TYPES, PARTICULARLY 
SIGNIFICANT CAPITAL 

ITEMS, WITHOUT FIRST 
HAVING THE FORM 

AGREEMENTS REVIEWED 
BY COUNSEL.
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The NAAA Standards Committee 
has benchmarked various auction 
company and consignor versions of a 
powertrain-only guarantee and created 
the NAAA Limited Guarantee. It 
became effective on May 4, 2015.

What is the Limited Guarantee? 
The Limited Guarantee is 

indicated in the lanes and 
electronically via announcement 
and/or the yellow light only. 

Disclosure requirements for defects 
or issues over the NAAA’s policy-
dollar-amount threshold includes the 
follow areas and items:

• Major Components:
 • Engine problems
 • Cracked or repaired block
 • Transmission problems
 • 4 x 4 system problems
• Vehicle history
• Other issues

NAAA’s Limited Guarantee 

ARBITRATION CORNER

BY MATT ARIAS
Manheim Director of 

Operational Excellence

Vehicle History Issues

Rob Thompson Elected to 
ServNet’s Board of Directors

Rob Thompson, 
owner of Mid-State 
Auto Auction in New 
York Mills, Minnesota, 
has been elected to 
serve a two-year 
term on the Board of 
Directors for ServNet 
Auctions. 

"We are very pleased to add Rob 
Thompson to the Board," says Patty 
Stanley, ServNet's president. "He brings 
tremendous enthusiasm and energy to the 
work, along with a fresh perspective and 
clear understanding of the issues that we 
face as an industry."

Brasher’s Backstage Brings 
Customers Together

Brasher's Portland Auto Auction 
and Brasher's Northwest Auto Auction 
partnered for one of the highlights of the 
summer market: Brasher's Backstage 2015 
ran July 7-9, the event included auctions 
at both locations, popular giveaways 
including music memorabilia, a customer 

dinner, charity auction, and an evening of 
music under the stars at a concert headlined 
by Sheryl Crow at McMenamin's Edgefield 
in Portland, Oregon.

Rock & Roll Sale is Record-
Breaker for DAA Northwest

DAA Northwest's 20th annual Rock & 
Roll Sale delivered the auction's highest 
volume sale ever with over 3100 sold of 
4400 units consigned and a 70%-plus 
conversion rate. 

"Our staff was stretched to the limit 
for this one, and they more than rose 
to the occasion," says Bob McConkey, 
DAA's president. "I'm proud of the effort 
they all made, and I'm thankful to all our 
customers for making this event what it 
has grown into," he added.

State Line Auto Auction Uses 
“Green” Asphalt

Paving season is in full swing at State 
Line Auto Auction, and the cost of "hot 
mix" asphalt used for patching and repair 
is dramatically lower for the auction due 
to its utilization of an asphalt recycler 
that turns old pavement into new. 

Paul Barber, State Line owner, has been 
instrumental in the use of this technology. 
Four years ago he convinced his father, 
Jeff, to invest in a machine that was 
developed in Europe. This unit takes 
old, used asphalt chunks and pieces, or 
"millings", that are created from grinding 
the top surface of an existing road or lot, 
and heats the material until it becomes 
hot, fresh asphalt. 

"The petroleum content of old 
asphalt doesn't change just because it 
has been ripped up or taken off the top 
of a road," explains Barber. "Through 
re-heating, when mixed with a small 
amount of rejuvenator, the asphalt 
coming out of State Line's plant cannot 
be distinguished from virgin material. 
Obviously, the cost for this pavement 
is a great deal less than that from a 
commercial plant." 

AUCTION NEWS

Other Issues
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ASSOCIATION NEWS

NAAA’s Limited Guarantee 
Jack Neshe, National Auto Auction 

Association Chairman of  the Board, was 
presented a Warren Young Fellow during 
a small gathering of  past presidents in 
Las Vegas during the NIADA Annual 
Convention and Exposition, held June 23, 
2015 in Las Vegas.

The Warren Young Fellowship was 
created in honor of  Warren Young, Sr., a 
pioneer of  the auto auction industry. The 
Fellow recognizes major contributions to 
the NAAA and acknowledges sustaining 
support for the NAAA Warren Young, 
Sr., Scholastic Foundation, Inc. goal 
of  improving access to post-secondary 
education through scholarships and 
educational assistance.

NAAA President Ellie Johnson, who 
presented the Fellow, said Neshe has 
been vital to the recent success of  the  
foundation.

“Jack has been an important part of  our 
auction industry and helped raise $576,300 
for the Warren Young, Sr., Scholastic 
Foundation, Inc. by creating the NAAA 
Black Book Pedal Car Auction,” Johnson 
said.

The foundation fund assists full-time 
employees, their children, stepchildren, and 

grandchildren who plan to continue their 
education in college or vocational school 
programs. Scholarships are offered each 
year for full-time study at an accredited 
institution of  the student's choice.  The 
foundation has helped 156 deserving 
students, raised $2.2 million dollars, and 
recognized 75 Warren Young Fellows. It 
awards $52,000 in scholarships annually.

A Warren Young Fellow is an individual 
who contributed $2,500 to the Warren 
Young, Sr., Scholastic Foundation, Inc. 

Jack Neshe Receives 
Warren Young Fellow

Ellie Johnson comes from a proud 
auctioneering family, and has 
now earned her diploma as 
an auctioneer from the 
Mendenhall School of  
Auctioneering in High 
Point, N.C.

Johnson, current 
president of  
the NAAA and 
general manager 
of  Manheim 
North Carolina 
in Kenly, N.C., 
graduated from 
the school in June 
2015. 

Her father, 
Kenneth Aycock, 
was an auctioneer and 
established the Aycock Auto 
Auction in Kenly, which is now 
Manheim North Carolina. Mr. Aycock 

was the first recipient of  the NAAA Bernie 
Hart Memorial Auctioneer of  the 

Year Award, in 2001.
 “Ellie graduated with 
one of  the highest grades 

in the auctioneering 
class,” said Forrest 

Mendenhall, owner 
of  Mendenhall 
School of  
Auctioneering.

“Ellie’s 
accomplishment 
is one of  which 
the entire NAAA 
family is proud,” 

said NAAA CEO 
Frank Hackett. 

NAAA President Graduates 
Auctioneering School

The National Auto Auction 
Association and the vehicle remarketing 
industry have lost a trio of  dedicated, 
generous members and good friends 
with the recent deaths of  Jack 
Charlesworth, 94; Chet Goins, 88; and 
Joe Lyng, 72. 

“Respected and beloved by their 
colleagues and fellow members, these 
three men freely gave their time, talents 
and treasure to the advancement of  
our association, the progress of  their 
profession and the betterment of  their 
communities,” notes NAAA Chief  
Executive Officer Frank Hackett. “We 
extend our deepest sympathy to their 
family and friends. Although they are 
greatly missed, they will be remembered 
for their legacy of  service.”

He adds that NAAA had previously 
honored the men for their significant 
contributions:

• Charlesworth was the first member 
of  NAAA to be inducted into its Hall 
of  Fame, in 1968. Since then, the 
association has annually named to its 
Hall of  Fame individuals like him, whose 
long-term service to the auto auction 
industry and NAAA has improved 
remarketing as a whole, has worked with 
NAAA to benefit its members and has 
consistently followed the high standards 
of  the Association’s Code of  Ethics.

• Lyng became a fellow member of  
the Hall of  Fame in 2003 and served as 
NAAA president in 1987.

• Goins received an Industry 
Pioneer Award in 2008, which NAAA 
gives to those in the wholesale vehicle 
industry and/or NAAA in recognition 
of  innovations or enhanced methods 
of  improving services to remarketers 
through NAAA member auctions; 
who has championed NAAA member 
auctions as providing services for 
remarketers unavailable from any other 
source; and has consistently followed the 
ethical standards of  the NAAA Code 
of  Ethics.

Farewell to a 
Notable Trio 
of Industry 
Leaders

Ellie Johnson received her 
diploma and gavel from Forrest 

Mendenhall at the graduation 
ceremony on June 14, 2015.

NAAA Mourns the Passing 
of Jack Charlesworth, Chet 
Goins and Joe Lyng

FAREWELL Continued on page 10
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ASSOCIATION NEWS

Jack Guy Charlesworth  

Jack spent 
his boyhood 
in a Chicago 
suburb during 
the Great 
Depression 
and later 
entered 
Drake 
University, 
where he 
played 
football as 
a freshman 
quarterback. 
Although the son of  German immigrants, 
Jack decided to leave college and join in the 
fight against Hitler’s Third Reich. Before 
shipping overseas to North Africa in the U.S. 
Army Air Corps, he married his high school 
sweetheart, Barbara Morrow.

After the war, the couple moved to 
Champaign, Ill., where Jack completed 

FAREWELL Continued from page 9

his degree in business at the University of  
Illinois. He then moved his wife and two 
sons to Louisiana to launch his lifelong 
career in the auto industry as a district 
manager for Studebaker. Along came a 
third son and a move back to Chicago in 
the 1960s to take a position with American 
Motors. While there, he started the first 
manufactures’ national buyback program 
and began remarketing rentals with 
many of  the auction industry’s founders. 
Following the birth of  his fourth son, Jack 
and his family were off to Detroit and 
Chevrolet, helping to establish an auction 
program for General Motors.

In 1969, while Jack was attending a 
NAAA meeting, Warren Young, Sr., asked 
him to move to Red Oak, Georgia as the 
general manager of  Manheim’s initial 
Greenfield auction facility — the Atlanta 
Auto Auction. He worked there until 
retiring to Peach Tree City, Ga., where he 
and Barbara enjoyed playing golf  until 
her death in 2003. They are survived by 
sons Ted, Tom, Jack, Jr. and Gary; seven 
grandchildren and 13 great grandchildren.

Chester "Chet" 
Lee Goins

While 
actually born 
in Baltimore, 
Md., Chet 
grew up on 
the south 
side of  
Indianapolis, 
Ind., 
graduating 
from Arsenal 
Tech High 
School. 
He then 
served his 
beloved country in the U.S. Navy aboard 
the destroyer the USS Barry, where he 
was recognized as a natural-born leader, 
adhering to the principles of  responsibility, 
honesty, good work, fair dealings and 
integrity that he practiced throughout his 
professional as well as personal life.

In 1949, after repairing jukeboxes and 
parking cars for a living, Chet began his 
auto industry career with a partnership to 
purchase his first car-lot business. He also 
became a wholesaler, a parts yard owner 
and had a used-car lot. Chet met his wife 
Patricia “Pat” June Grow when he sold 
her a used 1952 Pontiac. Deciding she 
liked his Cadillac better than the car she 
purchased, she and Chet began dating and 
then married, staying together until her 
death in 2011.

Chet and Pat founded the Auto Dealers 
Exchange (ADE) in Indianapolis in 1979. 
Within six years, the auction expanded 
from five to 10 lanes. ADE opened a 
state-of-the-art facility in 2002 that 
continues to operate on 100 acres today 
as a privately owned auto auction business 
still managed by their family. Although pre-
deceased by his wife, a son-in-law and two 
grandchildren, he is survived by his four 
children, 10 grandchildren and seven great 
grandchildren.

Joseph Dennis Lyng

A native 
of  the Windy 
City, at the 
age of  19 Joe 
took a job 
working nights 
at the Greater 
Chicago Auto 
Auction in 
1961. Within 
four years he 
was named 
manager. He 
left to build, 
own and 
operate Auction Way Sales. Then in 1978, 
the former Greater Chicago Auto Auction 
employee bought the business where he had 
his humble beginnings as a teenager.

Not one to be intimidated by taking 
risks in either his professional or personal 
life, Joe became an innovator in the 
industry. He introduced new ways to 
utilize the auction facilities, including a 
classic car sale, the first indoor heavy-
duty truck sale in the United States, 
business liquidation sales, and even an 
airplane auction held at Midway Airport 
as a black tie event. In 1981, Greater 
Chicago Auto Auction became one of  the 
first auctions to be fully computerized. 
Six years later, Joe and his partners sold 
both auction companies to G.E. Capital 
Auto Auctions. Believing in the old adage 
of  “work hard, play hard,” Joe pursued 
entrepreneurial endeavors in residential 
and commercial real estate while 
enjoying adventures with loved ones that 
included whitewater rafting, scuba diving, 
snorkeling, skiing, skydiving and big-game 
hunting. He was known to family and 
friends as an avid fisherman, yachtsman, 
tennis player and good dancer.

Joe is survived by his wife of  10 years, 
Mirka Lyng, along with her son, Richard, 
Richard's wife Nina, and their children 
Dylan and Alex. He also leaves his first 
wife, Joyce Lyng, along with their six 
children, 20 grandchildren and 11 great 
grandchildren. 

SPANNING 
DECADES, THE 
CAREERS OF 
THE THREE MEN 
COMBINED 
AMOUNT TO A 
CENTURY OF 
EXPERIENCE 
REPRESENTING 
THE GROWTH AND 
DEVELOPMENT OF 
THE AUTOMOTIVE 
INDUSTRY 
AND VEHICLE 
REMARKETING.
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COVER STORY

Earlier this year, GM Financial made 
a subtle change that made a big 
impact. The auto finance company, 
General Motors' captive, took a giant 

leap forward in cementing its relationship with 
its parent company by adopting the globally 
recognized blue GM shield as part of  its logo.

As GM Financial transitioned away from its 
legacy identity and began rebranding everything 
from its websites to print advertisements, 
leadership from GM Financial’s remarketing 
team was engaged in intense conversations 
about its own brand identity.

Before 2010, when the company operated 
as AmeriCredit, an independent subprime 
lender, the company’s auction inventory 
represented a variety of  makes and models 
that were primarily repossessed. In 2010, after 
General Motors purchased AmeriCredit, 
GM Financial — as the company was 
renamed — began offering leases, and the 
company knew it had a few years to ramp up 
remarketing operations to support the flood of  
lease returns. Now, five years later, those lease 
returns have been coming back in waves. As 
24- and 36-month leases have begun maturing 
over the past several years, GM Financial’s 
remarketing operations experienced sea 
change, with inventory shifting away from 
older, higher-mileage inventory to late-model, 
low-mileage, off-lease GM vehicles. This 
newer inventory mix brought a fresh buyer 
base to GM Financial lanes, and the company 
has been growing its inventory ever since. 
And, with GM’s announcement in April that 
GM Financial had become GM’s exclusive 
subvented lease provider, there’s no shortage of  
lease returns in sight. 

During this time, leadership from GM 
Financial Remarketing and GM Remarketing 
had initiated conversations focused on how the 
two teams could support each other, sharing 
best practices and comparing operations. As 
the two teams talked, it became apparent 
that, rather than operating as two separate 
entities, there were extensive benefits to joining 
together and operating as one. 

TWO BRANDS BECOME ONE
Beginning in July, GM Financial 

Remarketing and GM Remarketing are now 
operating as one brand — GM Financial. 

“GM Remarketing and GM Financial 
Remarketing were operating as separate 
organizations and, as such, had a large 
footprint of  participating auctions across the 
country with varied vehicle offerings, different 
marketing efforts and individual operating 
procedures,” said Dan Heinrich, senior vice 
president of  Remarketing. “By combining GM 
Remarketing and GM Financial Remarketing, 
we’re able to consolidate our auction footprint, 
while providing more vehicles at each auction, 
increasing operational efficiency by aligning our 
platforms and standards, and offering consistent 
vehicles to our dealers. Ultimately, we’re offering 
dealers a unified and simpler buying experience 
supported by even better inventory.”

As GM Financial’s new brand began rolling 
out across the company, the remarketing team 
engaged in discussions with the company’s 
marketing and brand team to discuss the 
most strategic way to introduce the new 
brand and new remarketing relationship — 
at auction. The conclusion: while the new 
brand rolled out company-wide in the spring, 
remarketing operations would continue using 
the legacy GM Financial brand at auction in 
anticipation of  its summer realignment with 
General Motors.

“As GM and GM Financial begin 
operating as one organization, it makes 
sense that our branding is aligned to reflect 
changes to our operating model,” said Brad 
Bollman, vice president of  Remarketing. 
“Those foundational changes have been 
completed, and now we’re ready to operate 
as one to provide dealers with a best-in-class 
remarketing experience.”

NAAA SETS THE STANDARD
When evaluating operations in anticipation 

of  their upcoming consolidation, GM 
Financial Remarketing and GM Remarketing 
knew certification standards were one key 

area where they differed. GM Remarketing, 
which only operated in the closed-sale 
environment, had developed its own 
certification program, using the levels 
Frontline Ready, Sponsored Plus and 
Sponsored Vehicles to distinguish its vehicles. 

GM Financial was an early adopter of  
NAAA certification standards using the 
organization’s certification program to certify 
its vehicles Gold and Silver.

“NAAA certifications provide dealers 
with peace of  mind when purchasing our 
vehicles,” Heinrich explained. “It took 
persistent education and time to build 
awareness, but now that dealers are familiar 
with the program and its certification levels, 
we find dealers are more confident about a 
vehicle’s quality when it is NAAA certified. 
With NAAA, dealers know exactly what 
they’re buying. They know they can purchase 
an NAAA-certified vehicle and quickly 
resell that unit because someone has already 
inspected the vehicle and reconditioned it to a 
set standard of  quality.”

Now that GM Financial is moving some of  
GM’s units from closed sales to the open-sale 
environment, NAAA certifications will be 
used on all GM Financial inventory in the 
open sales going forward for company, rental, 
lease and retail repossessions. “GM Financial 
has found such success with the NAAA 
certification program that it made sense for 
us to apply that universal language of  quality 
across our inventory,” Heinrich said. “One 
of  our objectives when realigning operations 
was to provide dealers with a consistent 
buying experience at our auctions across the 
country. Ultimately, the NAAA program exists 
to provide dealers with a consistent buying 
experience. Given the similarities of  those two 
objectives, it was fairly clear that we could not 
achieve our objective of  consistency — no 
matter the auction, no matter the inventory 
type — without NAAA.”

Look for GM Financial’s new look and 
NAAA-certified inventory at auction partners 
across the United States. 

GM Financial Assumes Operations for its Parent Company, Extends NAAA Standards
A CHIP OFF THE OLD BLOCK
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FEATURE STORY

What a great honor that my peers 
in the industry have given me this 

privilege. I am extremely humbled to have 
this opportunity. To get out and see other 
auctions and meet new people and NAAA 
clients will be very exciting.

Tell us a little about your personal 
background and your experience in 
the auction/remarketing industry.

I was born in Fayetteville, North 
Carolina at Fort Womack Army 

Hospital while my dad was overseas 
during the Vietnam War. We moved back 
to Denham Springs, Louisiana where I 
was raised, graduated high school and 
later attended Louisiana State University 
(LSU).

I went into the U.S. Army Reserves 
as a medic after high school, and upon 
my honorable discharge, I returned to 
Denham Springs and went to work at 
Brignac Dodge selling cars. I worked 
my way up in the automobile industry 
for about 12 years. I worked in various 
management roles at several dealerships. 
My last position was general manager at 
Hopkins Toyota in Vicksburg, Mississippi.

The dealership changed ownership 
and at that time, 2003, I decided to 
change careers. David Young at Manheim 
recruited me to become the dealer sales 
manager at Manheim New Orleans. The 
following year, I became the assistant 
general manager at Manheim Mississippi. 
One year after that, I became the general 
manager at Manheim New Orleans. In 

2008, I became the general manager 
of  Manheim Mississippi. Then in May 
2014, I became the general manager of  
Manhiem San Antonio. 

I played sports all my life and now 
enjoy coaching my kids in various sports. 
My favorite sports teams are anything 
LSU. My office is purple and gold all the 
way. LSU baseball is my first love.

My wife Beverly and I have been blessed 
with three great kids; our 18-year-old son, 
John Robert; our 15-year-old daughter, 
Sara Grace; and our 9-year-old son, Brock.

That’s a quick rise in the auction 
industry. Why?

The auction industry and I gelled 
really well. I’m a people-oriented 

person and enjoy the day-to-day contact. 
I think the dealers relate to me because 
I was a dealer for so long. I understand 
the dealers’ needs, wants and desires. 
However, I also understand the needs of  
the consignors. Being able to bring them 
together comes very naturally to me. 
Two years ago I was named NAAA vice 
president, and this year I am president 
elect.  I take over as NAAA president 
during the convention in September.

Give us a snapshot of Manheim San 
Antonio.

It might be the largest, smallest 
auction in the country. The people here 

are incredibly family oriented — both 
dealers and employees. Family first, 
great partnership with the dealers, and 
everyone strives for the same success. The 
dealers here really want to see Manheim 
San Antonio succeed. They have been 
tremendously helpful to me. It has been 
more of  a team-first attitude. Everyone 
understands that the success, health and 
growth of  the auction benefits us all.

The auction has been tremendously 
successful over the past year. We offer 
approximately 2,500 vehicles a week, with 
average in-lane and online attendance of  
about 1,400 dealers. We have had double 
digit growth this year. Our dealers’ 
consignment has grown significantly. We 
are at about 50-50 right now with dealers 
and commercial consignors. We have Ford 
Motor Credit, Ford Motor Company, 
Santander, Wells Fargo, Avis, Enterprise, 
Hertz and DriveTime. We have many 
others as well. We have some big dealer 
group consignors as well: The Kahlig 
Auto Group, the Gunn Group, IPAC Auto 
Group, Fairway Ford, Wichita Falls Ford, 
and CM Investments. We have many 
other dealer partners that are important 
to us as well.

We have 164 full- and part-time 
employees here. We employ an additional 
250 temps on sale days. We sell on 
Wednesdays and Fridays, with the big 
sale on Wednesday. We run 14 lanes on 
Wednesday, three lanes on Friday.

We have a full reconditioning facility, 
which includes a detail shop, paint and 
body and mechanical. We partner with 
Manheim’s Ready Auto Transport and 
NextGear Capital.

A:

A:

A:

A:

 ABOUT BECOMING PRESIDENT OF NAAA,

MIKE BROWNING?

WHAT ARE 
YOUR THOUGHTS
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FEATURE STORY

Given the rise in leasing again, 
how do you see the outlook for 

the industry in general?

I am very excited about the outlook for 
the industry. Not only leasing, but with 
the health of  our major consignors. This 
resurgence in leasing will allow the auctions 
to facilitate returning quality vehicles back 
to the marketplace for the mom-and-pop 
dealerships. With dealerships and dealer 
groups keeping more of  their trade-ins and 
selling more of  their trade-ins on their lots, 
the end user, the mom-and-pop dealerships 
haven’t had the ability to buy those quality 
vehicles as they returned to the market. 
Now with leasing on the rise and more 
commercial vehicles coming into the lanes, 
the smaller dealerships have a wider selection 
from which to choose when they come to the 
auction. This will stimulate the growth of  
our independent dealerships. That selection 
was very slim for them in the past 3-5 years. 
I think it bodes well for the entire health of  
the economy. As go the auctions, so go the 
dealers, and vice versa.

You will be traveling the 
country visiting auctions and 

dealers. What message will you 
bring them in the coming year?

The overall message is one of  optimism 
and excitement. It’s learning from the 
past and making the future better. With 
the vehicles that are going to come back 
through the auctions, we need to find ways 
to get more of  those vehicles through 
different sales channels, whether it is online 
or in-lane, to get more buyers involved 
and distribute those vehicles. We have to 
get excited about change, look for new 
opportunities and avoid getting stuck in 
the past. The optimism comes from the 
opportunity we have to rewrite our place 
in the remarketing industry in the used-
vehicle sales cycle. All this will make our 
industry stronger in the future.

List three goals that you have during 
your term as NAAA president.

One of  our goals is community 
involvement. I would like to see our 
auctions become strong partners in 
giving back to the community. It’s not 
just money; it’s time, involvement and 
resources. My second goal is to improve 
education and awareness. Education 
might involve regulatory issues. We must 
work to make sure that all participants 
in the auction industry are notified 
and made aware of  important matters 
affecting all of  us. Lastly, is improving 
association interaction. Our association is 
incredibly strong, but we have some great 
people out there who I would like to see 
become more involved in our association, 
let their ideas bubble up and make us 
even stronger as an industry.

Do you have any specific plans or 
initiatives you would like to see 

implemented during your term 
as president?

We are going to announce a new award, 
the Auction of  the Year, at this year’s 
convention in Orlando. The first award 
will presented in 2016 during the 
convention. This award will be based 
on community involvement, not on the 
size of  the auction or the number of  
vehicles it sells. We do some amazing 
things as an industry at every auction in 
the country. We do things for charities, 
action groups, the military and many 
other organizations. We will have four 
nominees, one from each of  the four 

chapters, for their contributions to the 
community. We will make a donation from 
the association to that auction’s charity 
of  choice. We will be working out the size 
of  the donation in the coming weeks, and 
that will be announced at the convention.

The legal and regulatory landscape 
for dealers has become more 
challenging and stringent. 

Are there things the auction 
industry can do to help their dealer 
partners?

We have formed an alliance with the 
National Automobile Dealers Association 
(NADA) and National Independent 
Automobile Dealers Association (NIADA) 
to continually monitor these changes. We 
have a presence on Capitol Hill that keeps 
us closely informed of  proposed laws and 
regulations. Our hope is to speak with 
one voice to our legislators and then work 
diligently to keep our members informed.

What are the challenges auctions 
have today in serving dealers 
and remarketers?

Our biggest challenge is embracing 
change. Every day the sales channels pose 
challenges whether in-lane or online, 
bringing vehicles to market quicker, 
changing technology or not repeating 
mistakes of  the past. We must be more 
proactive in understanding the marketplace 
and changing conditions. We must use 
data and analytics to better understand the 
market forces we face and then use that 
understanding to make good decisions to 
help both the dealer and remarketer.

Is there anything you would like to 
add?

As I embark upon my term as president of  
the NAAA, I would like to acknowledge 
that I could not do it without the 
support of  my family at home and my 
family at Manheim, both at our facility 
and corporately. The team at NAAA 
headquarters, led by our CEO Frank 
Hackett, makes everything happen. 
Mike Wilkerson and Sandra Santas, my 
assistant general managers, and the rest 
of  the team here, make Manheim San 
Antonio run smoothly and I know they 
will do a fantastic job while I get a chance 
to visit with dealers, consignors and other 
auctions across the country! 

A:

A:

A:

A:

A:
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AUCTION NEWS

From June 15-26, Cox Automotive employees 
donated more than 82,000 pounds of  canned 
food nationwide in conjunction with its Drive 
Away Hunger annual food campaign. The food, 
coupled with a $100,000 corporate contribution, 
benefitted the Atlanta Community Food Bank 
(ACFB) and a variety of  local food banks where 
employees live, work and volunteer. 

“Cox Automotive and its employees have 
once again shown their (local) commitment to 
helping feed their neighbors by collecting over 
20,000 pounds of  food in two weeks during 
their annual Drive Away Hunger campaign–
that’s more than 17,000 meals on the tables of  
those in need,” said Kyle Waide, President and 
CEO of  the Atlanta Community Food Bank. 
“For more than 10 years, Cox Automotive has 
been an incredible partner, providing high 
quality and quantities of  food to those in need 
through its support of  the Food Bank, as well as 
numerous hours of  volunteer service for which 
we are extremely grateful.”

Embracing Rosie the Riveter’s “We Can 
Do It” attitude, the campaign also featured a 
contest where employees build structures from 

their donated items.  
Employees voted 
for their favorite 
CANstruction 
structure, with 
Manheim’s 
Corporate Team 
taking top honors 

for its car and auction block constructed 
from approximately 2,000 cans. In addition, 
Manheim Statesville had the largest auction 
donation with 4,700 pounds of  canned food.  

Cox Automotive’s food donation was the 
largest ever given to the ACFB, which distributes 
more than 50 million pounds of  food and grocery 
products each year and provides food assistance 
to families and individuals in 29 counties across 
metro Atlanta and north Georgia.    

Earlier this year, The James M. Cox 
Foundation provided a $1 million grant to the 
ACFB to establish and incubate the Food Well 
Alliance. The new organization will expand 
access to locally-grown food and connect 
stakeholders with common goals to build 
healthier, sustainable communities. 

Cox Automotive Employees 
Help Drive Away Hunger 

The 2015 Corporate Caring 
Award is a program that honors for-
profit companies for their financial 
contributions, volunteer service 
and other unique contributions to 
charities and nonprofit organizations.

Manheim Ohio was selected as 
a winner in the  category for its 
work with Canine Campanions for 
Independence.

Canine Companions for 
Independence needs to raise money, 
enlist volunteers and raise its profile 
in order to help change the lives of  
adults, children and veterans with 
physical disabilities.

The organization 
gets help in all areas 
from Manheim 
Ohio, a wholesale 
vehicle auction 
operation that is 
a subsidiary of  Cox 
Enterprises in Atlanta.

“It’s just an absolutely wonderful 
relationship,” said Laurel Marks, 
development director for the 
Delaware-based organization that 
provides free canine companions. 
“We appreciate them so much.”

In 2014, Manheim donated nearly 
$6,000 to the organization and 
logged 100 volunteer hours there. 
Company donations to charity for 
the year totaled nearly $50,000.

Manheim also regularly invites 
Canine Companions to speak 
to its associates about how the 
dogs improve recipients’ lives by 
giving them more independence 
and greater opportunities for 
socialization. As employees have 
become more aware of  how service 
dogs improve people’s lives, they 
have wanted to do more for Canine 
Companions, said John Deck, 
general manager of  Manheim Ohio.

They organized a 5K race 
to raise money. Employees also 
regularly volunteer to serve 
lunch that the company donates 
to recipients during quarterly 
training sessions.

Giving back is a company-wide 
value, said  Deck. “It’s a huge part 
of  our DNA that we support the 
community we live in,” he said. 

MANHEIM OHIO 
WINS 2015 
CORPORATE 
CARING AWARD

In a major win for Manheim, Manheim 
New York has received the “Highest Absolute 
Annual Savings in a Retrofit at a Single Parking 
Area” award. The U.S. Department of  Energy 
joined the Lighting Energy Efficiency in Parking 
(LEEP) Campaign co-organizers to recognize 18 
organizations, including Manheim New York, for 
leading the way in efficient lighting. The location 
replaced medium- and high-wattage metal halide 
with LED fixtures, reducing its consumption by 
1,761,687 kilowatt-hours (kWh) and resulting in a 
nearly 70 percent energy savings.

“We are honored to be recognized with this 
award,” said Manheim New York General 
Manager Mark Pester. “The LED retrofit 
project has had a positive impact on our facility, 
not only by significantly reducing our energy 
consumption, but also improving the lighting 
quality. We are proud of  our contribution to 
Cox’s sustainability initiatives, and hope that the 
success we’ve achieved influences other businesses 
to consider more efficient lighting alternatives in 
their facilities.”

This is the second year in a row that a 
Manheim location has received a LEEP award. 
Manheim Pennsylvania was a 2014 recipient. 
The project award is part of  the Better Buildings 
Alliance’s LEEP Campaign.

Through the LEEP Campaign, the Energy 
Department’s Better Buildings Alliance, the 

Building Owners and Managers Association, the 
Green Parking Council, the International Facility 
Management Association, and the International 
Parking Institute are working together to help 
owners of  parking lots and garages upgrade to 
energy-efficient lighting.

Combined, the eighteen 2015 LEEP award 
winners, along with the twelve 2014 LEEP 
award winners, are saving nearly 30 million 
kWh and $3 million per year by upgrading to 
high efficiency lighting in over 200,000 parking 
spaces nationwide.

To date, more than 140 U.S. businesses and 
organizations are participating in the campaign 
and planning or installing energy-efficient 
lighting in their parking lots and garages. In the 
past year, these organizations have committed 
to install efficient lighting across more than 470 
million square feet of  parking space–cutting 
energy use on average by 60 percent.

 "It might only take one person to change a 
light bulb, but it took dedicated efforts by the 
many thoughtful leaders of  LEEP award winners 
to demonstrate how much can be gained through 
advanced, cost-effective lighting technologies in 
parking lots and garages,” said Assistant Secretary 
for Energy Efficiency and Renewable Energy 
David Danielson. “These innovative solutions also 
enhance safety and improve working conditions 
for customers, tenants and employees.” 

Manheim New York Reduces Energy
Nearly 70 Percent Reduced with Upgrades to Efficient Outdoor Lighting
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ADESA Ottawa celebrated its 25th 
anniversary with a record-breaking sale and 
the opening of  its 10th auction block. Jason 
McClenahan, the auction general manager, 
and his staff welcomed customers from all 
over to this event, some even arriving by 
helicopter. And a special guest was invited to 
help unveil the brand-new auction block: the 
Founder and Former General Manager of  
ADESA Ottawa, Jim Hallett, who now serves 
as chairman and CEO of  ADESA parent 
company, KAR Auction Services.

To appreciate the significance of  Hallett’s visit, here is a little bit about 
the auction’s history:

Recognizing the need for an auto auction in Canada’s capital, Hallett 
opened the small, two-lane Ottawa Auto Dealers Exchange in 1990. 
Hallett had worked at a local car dealership for 12 years, so he knew 
the dealers in the Ottawa area. He had built strong relationships in the 
automotive business, and the auction quickly grew to a three-lane and then 
a four-lane sale. Hallett also opened a location in Halifax during this time, 
in 1992.

In November 1993, ADESA acquired the Ottawa Auto Dealers 
Exchange, together with the auction in Halifax, as the company came north 
of  the border into Canada. The company expanded across the country, and 
established a strong presence in Canada under Hallett’s leadership.

ADESA Ottawa, now 25 years old, operates 10 auction blocks in a five-
lane auction. 

ADESA Ottawa      
Celebrates 25 years 

ADESA Winnipeg and its auctioneers have donated their time 
and auctioneering expertise to numerous charitable organizations, 
helping raise more than $2.5 million so far this year for a variety of  
causes through charity auctions and other events. Thanks to selfless 
efforts of  many ADESA Winnipeg employees, the auction team has 
been able to make a real, significant impact in the community.

ADESA Winnipeg has participated in these recent events:
• Dream Factory Auction
• All-that-Glitters Gala
• Pan Am Clinic–Fire and Ice Gala
• Manitoba Opera Gala
• Kidney Foundation of  Manitoba Gala
• Misericordia Hospital Foundation
• Concordia Hospital Foundation Gala
•  Royal Winnipeg Ballet 75th Anniversary Gala
•  Multiple Sclerosis Society Charity Fundraiser
•  Winnipeg Symphony Orchestra Spring Gala
•  Fish Futures 27th Annual Banquet and Auction
•  30th Anniversary Wine Festival–Special Olympics 

ADESA WINNIPEG DOUBLES 
DOWN ON GIVING BACK 

For years, ADESA has supported the 
Juvenile Diabetes Research Foundation (JDRF) 
with impressive fundraising efforts. During 
the first half  of  2015, the Ford Global Action 
Team partnered with and challenged four 
ADESA locations that host Ford auctions to 
make another big impact. The goal was set at 
$200,000, and the auctions worked hard to 
surpass that figure. 

ADESA auctions in Indianapolis, Boston, 
Buffalo and Phoenix raised more than 
$283,000 for JDRF, almost doubling last year’s 
total. The auctions organized a variety of  
events to raise funds in fun and creative ways. 

ADESA employees and their families, along 
with friends and customers, participated in 
local JDRF Walk to Cure Diabetes. ADESA 
Phoenix took part in a walk at Sloan Park, the 
Cubs spring training facility, and had a huge 
turnout—more than 100 people walked for 
Team ADESA. 

Besides taking part in the local walk, ADESA 
Buffalo organized lots of  ways to contribute, 
even a good, old-fashioned bake sale.

ADESA Indianapolis and ADESA Boston 
both hosted car shows and motorcycle rides. 

This past spring, ADESA Boston held its 15th 
annual car show and motorcycle ride, which 
has become a popular community event and 
has raised more than $440,000 for JDRF and 
other children’s charities over the years. 

ADESA Indianapolis was the biggest 
contributor to the total, having raised more 
than $162,000, surpassing its goal by more 
than three-fold. Along with the car show 
and motorcycle ride, the auction raffled off 
a 1971 Pontiac GTO and auctioned a 2013 
Porsche Cayenne Turbo, which was donated 
by a customer whose daughter had recently 
received a diagnosis of  Type 1 diabetes.

The Phoenix auction, appropriately 
enough, auctioned off a Ford Mustang 
convertible, along with other Ford 
memorabilia, as part of  this effort. 

ADESA Partners with Ford Global 
Action Team to Support JDRF

BY LISA SCOTT
ADESA Senior Vice President, Sales and Marketing and Atlantic Operations

BY LISA SCOTT
ADESA Senior Vice President, Sales and Marketing and Atlantic Operations
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MARKETWISE

Video is quickly becoming 
one of  the most popular 

online mediums. From 
YouTube to Vine, social 
networks focused on 
video clips are growing 
and businesses are 
taking note.

There are many 
ways to use video as a 

marketing tool in the 
automotive industry, 

beyond the traditional 
clips of  a car spinning 

through the desert or on a 
mountain road. Just as high-

quality photos and video can be used 
to market inventory, it can also be used to 
build your dealership’s brand.

Some popular ways to use video include: 
highlighting charitable efforts or events at 
your location, sharing holiday celebrations 
with a video highlight reel, or doing a 
quick run-through of  your inventory to 
show the newest vehicles you’re selling.

So many people use smartphones, 
making it easy to quickly capture exciting 
moments at the dealership. However, it’s 
just as easy to get a poor quality, shaky 
video that annoys more than it entertains.

Here are a few quick tips to improve the 
quality of  your videos:

• Hold the camera still. The most 
basic rule is to hold your camera (or 
phone) as still as possible while shooting. 
If  you’re going to film frequently, consider 
investing in a tripod, which will make 
it easier to capture clips. When you’re 
moving while filming, keep the camera at 
the same level the entire time.

• Shoot horizontally. Smartphone 
users especially: When you’re using a 
smartphone to film, turn the phone 
horizontally. This way, the video will fill up 
the entire frame and will show better on 
sites like YouTube and Facebook.

• Capture the action. Viewers like 
video in which something happens. Film 
one specific part of  an event at your 
dealership, like an award presentation or 

a classic car rally. Think of  your video as 
a real movie and include action such as an 
engine revving or a vehicle being detailed 
by professionals in your shop.

• Record in the highest possible 
resolution. Be sure to download the 
video in the largest file possible—this 
means the quality of  the video will be 
higher and will appear better when it 
is emailed, uploaded to social media or 
shared in your office.

• Keep it short. Vine, an app that 
only shows six-second videos, is partially 
responsible for an increase in short, 
powerful video on social media. We 
recommend more than six seconds but 
less than 30 seconds for Facebook or 
Instagram, although YouTube can support 
a much longer video. You only have a few 
moments to capture the attention of  a fan, 
so make it count! 

Quick Tips to Improve Your Dealership’s         
Video Marketing Efforts

During the last several years, online 
auctions have grown immensely. 
More dealers are learning about the 
flexibility and options available in online 
transactions. However, purchasing 
and selling inventory online can be 
intimidating and overwhelming at first.

Dealers are at varying levels of  comfort 
with the online marketplace. We always 
try to share advice and recommendations 
to ease the transition when dealers first 
begin using online auctions. Here are a 
few best practices we recommend that you 
implement at the beginning of  your online 
auction use to streamline the process:

 • Understand how online auctions 
are fundamentally different. The 
main difference between online and in-
lane auctions is the ability to touch, smell 
and feel the vehicle you are purchasing. 
You’ll use condition reports and photos 
to educate yourself  about a vehicle sold 
online, though it might not be that same 
level of  detail that a hands-on experience 
in the lane would give you. But there are 
so many advantages to online sales: more 

available inventory, better protection for 
your purchases through arbitration and the 
flexibility to bid from anywhere are just a 
few of  the positive parts of  buying online.

 • Know the types of  online 
auctions. There are two main types of  
online auctions: a 24/7 bid/buy auction 
and a live-online auction. In a 24/7 bid/
buy auction, you can shop, research, bid 
on and buy vehicles anytime because 
there’s no scheduled auction. The auctions 
are constantly running, and there may 
be less competition for these vehicles. 
Conversely, in a live-online auction, cars 
are going through the lanes in a physical 
auction location at the same time that 
they’re being offered online. This type of  
auction is more similar to a traditional 
auction experience in the bidding process 
and timing of  inventory as it goes through 
the lanes.

 • Use the power of  photographs. 
Many dealers have invested in professional 
photography equipment and seen an 
increase in value of  the vehicles they 
offer in online auctions. Learn what to 

look for when viewing 
photographs online; 
dents, dings and 
imperfections can look 
different in photos. Also, be 
aware that if  you are planning 
to sell cars online, buyers expect at least 
10 high-quality photos of  each vehicle.

 • Get comfortable with 
AutoGrade. AutoGrade, an electronic 
vehicle-condition reporting system, has 
been widely adopted across the auction 
world. It has created consistency in 
reporting vehicle condition and many 
online auction users depend on it. Many 
dealers now sort available vehicles in 
online auctions by the AutoGrade rating, 
since they know it is a reputable source for 
vehicle condition. 

By leveraging these tips, the world of  
buying and selling inventory online will be 
easier to navigate. 

Just Starting in the Online Auction World? 
Here’s What You Should Do First

BY KEITH CRERAR
ADESA Vice President of Dealer Services

BY CAROL SEWELL
ADESA Vice President of Marketing
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Let’s be honest. The squeaky wheel gets the 
most oil. Dealers who are vocal and heavily 
involved with auction staff tend to receive 
the most attention. Often, these dealers are 
also the more prominent buyers and sellers, 
which means if  they leave, your bottom line 
immediately notices the impact. 

But what about when the smaller dealers, 
the ones who aren’t the squeaky wheels, and 
one day stop attending your auction? The 
reality is, these “little guys” make up the 
majority of  customers in the lanes. While 
these dealers might not spend the big bucks 
individually, it’s important to proactively retain 
them because as a group, their numbers add 
up and can have a huge impact on your profit.  

Here are some steps to ensure that you’re 
not only growing your dealer count with new 
business but retaining your current customer 
base as well.

1) Ask for feedback and REALLY 
listen to your customers

From reconditioning and arbitration to 
customer service, it is important to know 
what your customers think of  you. More 
importantly, allowing your customers to have a 
voice will help them feel valued and promote 
loyalty. 

One way to accomplish this is through 
email surveys to dealers. There are a variety 
of  options online to choose from to conduct 
your survey. While you might have to shell 
out a little money for this service, the return 
on investment is potential valuable customer 
insight into your business. With this knowledge, 
you will be well prepared to be responsive 
and make quick adjustments to resolve any 
unknown challenges, market changes or new 
competitive advantages. 

2) Monthly Lists
Did you know that you have some valuable 

data right there in your auction’s operating 
system? By looking at your sell lists each 
month, you can see who’s been 1) buying/
selling cars or 2) absent. Volume variations 
and attendance reductions that aren’t deemed 
“seasonal” can be an early red flag into a 
bigger picture. 

With this data, you have the ability to 
reach out to customers and gather additional 
information to resolve any issues before they 
mount. Assigning one person to this task each 
month for as little as one hour can be a game 
changer for your auction, as this personal 
touch can go a long way towards helping your 
customers feel important. 

3) Promotions
I’ve spoken before on the benefits that 

promotions can have for auctions. In this 
case, I’m speaking about holding promotions 
specifically geared towards keeping the smaller 
dealers in the lanes. Identify what is important 
to the smaller dealer by asking for feedback 
and put an action plan in place to reward them 
throughout the year. This dealer segment has 
less working capital than the “large guys” and 
even small gestures can go a long way. 

The reality is, three small dealers leaving 
your auction per month will not impact the 
numbers enough to be alarming. But if  that 
rate continues throughout the year, your 
auction will find itself  waving goodbye to 
almost 40 buyers/sellers. At five purchases 
per month, per dealer, this is a loss of  
approximately 2,400 sales per year! It is 
clear that these dealers can pack a punch 
on the bottom line. Staying proactive as 
opposed to reactive will not only help you 
retain your current customers but also create 
raving fans! 

MARKETWISE

Be Proactive in Retaining Your Customers 

BY JULIE DANIEL
NextGear Capital, Director of Auction Sales & Development


