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Front Line magazine is published 
quarterly by the Colorado Independent 
Automobile Dealers Association, 
representing quality independent 
automobile dealers since 1941. CIADA 
assists members in becoming more 
successful within the used motor 
vehicle industry by consistently 
bringing you industry education, 
valuable information, services and 
benefits designed to prepare members 
for an ever-changing marketplace.

DealerNotes
BRIEF UPDATES FOR COLORADO AUTO DEALERS

Save a Minimum Fine of $1,000 by Keeping 
Your Salesperson Licenses Current!
Generally, every month the Auto 
Industry Division is investigating, and 
Motor Vehicle Dealer Board is approving 
fines for at least several dealers who have 
inadvertently allowed a salesperson’s 
license to lapse. For example, at May’s 
board meeting three dealers were fined 
a total of $4,000 and three more dealers 
were charged with using “unlicensed 
salespeople.”

CHECK YOUR LICENSE DISPLAY BOARD today and then set-up a monthly process to 
make sure renewal paperwork is submitted on time for those licenses that are expiring. 
When hiring a new salesperson or bringing back a previous employee, double check the 
status of the sales license. Especially when a salesperson transfers the license – there could 
be only a month or two left before the license expires. 

Small Business Owners Feel Better
By Staff Writer, Used Car News

The National Federation of Independent Businesses’ Small Business Optimism Index in-
creased to 101.8 in March, after being briefly shaken by January’s government shutdown.

Overall, the Index anticipates solid growth, keeping the economy at full employment with 
no signs of a recession in the near term. The Uncertainty Index dropped six points to 79, 
returning to a more normal level for recent years.

Five Index components improved, two were unchanged, and three fell. Labor market indi-
cators improved, the outlook for expansion, real sales and reports of rising earnings gained 
ground, and capital spending plans held steady. The major soft spot was in inventories with 
stocks viewed as too large and plans to invest in inventories turning slightly negative – 
more firms planning reductions than additions.
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I am the first one to offer that I am not always 
fond of relating specific automotive exam-
ples to other industries. Understanding that 
while it is essential to think about things 
from various perspectives; certain process-
es and elements are automotive specific. 
One thing, though, that we can learn from 
other industries is the explanation of the 
“process.” Namely, what is involved when 
it comes to purchasing a vehicle. Think 
about it, we sell cars every day, but people 
do not purchase them daily. So while we 
understand - in our sleep - what it takes to 
purchase a car, not all of our customers do. 
That said, we already know how stressful 
buying a car can be, so if there is anything 
we can do to make it easier, then we should 
do it! Of course, making sure it is mutually 
beneficial for the dealership. 

Here are some of the top reasons to 
explain the buying process online! 

Customers Often Do Not Know What they 
Need to Bring When it Comes Time to 

Purchasing A Car: 

We have all been there; that is the custom-
er agrees to purchase a vehicle from us, but 
they do not have their pay stubs, credit ap-
plication, key fobs, bank statements (if need-
ed), pay off, insurance card or anything else 
needed to make the purchase. In which case, 
the customer has to spend that much more 
time at the dealership to make the deal hap-
pen. Or worse, schedule a time to come back 
into the dealership, which can in some cases 
lessen the chances of their returning. 

To avoid this issue, dealers could easily 
create a quick video (no more than a few 
minutes) to outline “things to bring on 
your visit,” which would offer the above 
items. In doing so, the customer not only 
understands the everyday things to bring, 
but it can also save them time at the deal-

ership. There is nothing worse than being 
held up in F&I because the customer does 
not have their insurance card, or is other-
wise missing important documents. Not 
to mention, if that customer is held up it 
only means that the next customer to hit 
the box is going to be delayed. And it is 
no secret that the customers ‘experience’ 
often lessens when they are made to wait 
too long before signing. This is not by any 
means to offer that you explain everything 
in the video, either. Instead, it is a means 
of offering the customer ways to save time 
making for a better, smoother experience at 
the dealership. 

If the Customer Has A General Idea of What 
to Expect they Are Often More at Ease: 

This reminds me of what it is like to buy 
a house; there is a lot of information that 
is required, but a lot of it is similar; proof 
of income, insurance (home), bank state-
ments, credit application, etc. So while this 
might seem to be common sense, we have 
to remember - as I mentioned above - the 
customer is not in the market every day, 
and might not otherwise really know what 
to bring. Given that we know how stressful 
it can be just buying a car imagine what it 
might feel like to gather up a bunch of doc-
uments without knowing what you really 
need? And let’s be honest, how many cus-
tomers come in with everything - I mean 
everything, including having already added 
the VIN to their insurance - when coming 
in to meet with you? Very Few! And from 
my experience, this happens more often for 
pre-owned vehicles where the customer is 
purchasing out of state. That said if we took 
the time to explain which documents are 
most commonly required to purchase a car 
the customer will be at ease. Better yet, if 
the customer is not anxious and or worry-
ing about s/he needs to purchase a car, they 
can spend that time and energy focusing 

on what is most important; finding the car, 
they are about to purchase! 

If the Customer is Willing to Bring All of 
their Information for their Appointment 

Chances Are they Are Ready to Purchase. 
Most Customers Do Not Visit the 

Dealership for the Sake It. 

When I first started in the industry, I was 
always told “tell the customer as little as 
possible, and just get them into the store,” 
which looking back - that only caused for 
multiple issues. Everything from the cus-
tomer having to make multiple visits, not 
purchasing, or having expectations on be-
ing able to purchase a car that was not with-
in their budget. Of course, simply telling a 
customer what documents to bring in is not 
going to change that all, either. What it can 
do, however, is offer a glimpse into where 
they are in regards to making the decision. 
In that, a customer who is willing to bring 
in the common documents is usually ready 
to go. In turn, allowing you to focus on en-
suring that you are finding them the right 
vehicle - to which you can - in many cases 
- glide through the sales process. 

Bottom Line: there is nothing more frus-
trating than not knowing what you need to 
bring or what is otherwise expected when 
purchasing a vehicle. And while there are 
some blog posts here and there that offer 
“what to bring” from other customers 
perspectives, that is not always what is also 
needed for each customer that happens to 
stumble across the blog when searching 
“what is needed to purchase a vehicle.” 
Given that some customers, as we know, 
might require various other documents. So 
if your dealer were to step up and offer the 
customer things that can offer them a bet-
ter experience, it could also have a positive 
impact. An experience that can influence 
their decision to purchase from you. n

Top Reasons to Explain the Sales 
Process on Your Dealer Website

By Derrick Woolfson
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The last time you were at the supermarket, 
did you think to yourself, “wow, that cash 
register really sold me on those cookies!” 
As silly as that sounds, we see financial 
statements in the car business every day 
with items similar to cash registers and 
shopping carts classified as marketing ex-
penses. If sales decline 5% next year, are 
supermarkets going to set their shopping 
carts on fire and go all “Office Space” on 
their cash registers in the parking lot? 
No, these assets are part of a system that 
is necessary to provide an efficient selling 
and buying experience for cashiers and 
customers. They aren’t going to show up 
at your customer’s door and drive them 
to the store or drum up fantasies of mint 
chocolate chip ice cream and Cocoa Puffs.

So, why do dealerships classify digital re-
tailing as a marketing expense? Perhaps, 
as an industry, this is our own doing. So 
many digital retailing solutions are out 
there guaranteeing they can increase car 
sales or multiply current lead counts.  
Unfortunately, digital retailing, has be-
come a catch-phrase for all kinds of dif-
ferent things related to digitizing aspects 
of the transaction. At Roadster, we find 
that the industry often misunderstands 
and misrepresents what ultimately is at 
the core of digital retailing — a platform 
for customers and dealerships to more ef-
ficiently and conveniently conduct retail 
transactions online, in store, or on the go.

Digital retailing is a platform 
for your employees to use in 
improving and streamlining 
your sales process; it is not 

going to rain sales on its own.

So, what does a Digital Retailing platform 
offer? At the right is a detailed chart of DR 
platform capabilities.

When a dealer purchases a comprehensive 
digital retailing solution, they should ex-
pect it to provide most, if not all, of the 
elements above. While, connectivity to 
all vendors via APIs and/or web services 
is not yet possible, in due time we expect 
most vendors will adopt a more integra-
tion friendly position and invest accord-
ingly.

Nowhere in the above does digital retail-
ing claim to drive more traffic to your 
website or your showroom. Increased 
sales are a by-product of people using the 
platform in other budget areas—such as 
promoting an online buying experience 
or an expedited experience in their show-
room. The customer experience that a full 
digital retailing platform can provide may 
lead to future customer loyalty and word 
of mouth, but so could those cookies you 

bought at the grocery store or the ability to 
check yourself out on a kiosk!

DIGITAL RETAILING IS
NOT A MARKETING LINE ITEM

Much like your CRM and DMS are budget-
ed as operating expenses, digital retailing 
should be considered in the same light.

Why does this matter? Unfortunately, treat-
ing it like a marketing expense leads to 
short term, market condition-based deci-
sion-making. As overall marketing budgets 
expand and contract, dealer’ s commitment 
to digital retailing does as well. Conversely, 
shoppers are increasingly committed to 
digital shopping in every aspect of their 
lives. So, while their shopping expectations 
are consistently growing, automotive retail-
ers are struggling to keep up. In the not too 
distant future, we are likely to see close to 
100% of transactions conducted entirely on 
digital retailing platforms, so the time to in-
vest is now! n

Digital Retailing is Not 
a Marketing Expense

By Rudi Thun, COO, Roadster
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Quality Dealer 
Nominations Open
CIADA QUALITY DEALER AWARD GUIDELINES

These basic qualifications, as recommended by the National Independent Automobile 
Dealers Association should be:

SERVICE TO INDUSTRY 
1. Candidates should meet the following criteria:
2. Support the CIADA and NIADA associations through their service.
3. Demonstrate a willingness to be helpful in performing Association duties when 

asked.
4. Willingness to make a commitment to attend the annual National Convention.
5. Have the necessary credentials to compete at the National level since the winner 

represents CIADA for the National award.

OUTSTANDING BUSINESS OPERATOR 
Dealer should be committed to offering exceptional services to customers, both during 
and after a sale.  Always maintains the highest standards as they relate to employee 
and business associate relations.  Dealer should be highly respected and enjoy a good 
personal and business reputations within their local community.

Candidates should meet the following criteria:
1. Have a minimum of five years experience as a successful licensed Independent 

Dealer and member of CIADA and NIADA for a period of no less than three 
years.  The candidate must be the “Dealer Principal” or listed as the President of the 
dealership corporation.

2. Have a sanction fee record with the Colorado Dealer Licensing Board – have 
no outstanding or unanswered complaints with the Better Business Bureau or 
Consumer Affairs division of the Colorado State Attorney General’s office.

3. Candidate’s dealership operation should reflect pride of ownership and offer an 
attractive appearance of facility, grounds and inventory.

4. Candidates should have an outstanding reputation of good customer relations and 
the handling of customer complaints in an expedient manner.

5. Operate their business in accordance with the CIADA Code of Ethics.
6. Their dealership operation should be a credit to the Independent Dealer community 

and the Used Motor Vehicle Industry as a whole.
7. Candidates should furnish several customer and employee testimonial letters, as well 

as business and personal letters of recommendation.
8. Extra thought should be given to those candidates who are NIADA Certified Master 

Dealers.

COMMUNITY SERVICE 
Affiliations and involvement in community affairs.
Candidates should be involved in the affairs of their local community.

CLICK HERE TO NOMINATE

http://www.ciada.org/uploads/dynamic_areas/NavapgnbIHoAPdBwcKik/31/2017_Quality_Dealer_of_the_Year_Award_Application.pdf


Used Car Dealers 
of Colorado 
Charity Fund 
Scholarship 
Applications 
NOW OPEN

ELIGIBILITY CRITERIA
 
Applicants must:
• Be classified as a high school senior during the current 2019 school year, legally residing in 

Colorado or a current full-time college, university or approved trade school student.
• Have maintained an outstanding academic achievement record as reflected by an official high 

school transcript or College or University Records.  2019 fall transcript required prior to funding for 
2020 spring semester.

• Demonstrate an aptitude for college work as measured by SAT or ACT scores. 
• All scholarships will be awarded on an objective basis without discrimination for race, age,  

national origin, religion, sexual orientation, or ethnic background.       
• Must be a citizen of the United States of America.
• Must be a resident of Colorado for a minimum of the last three years.  
• Must be pursuing a Science, Technology, Engineering, Arts or Math degree from a college or  

university or attending an approved accredited trade school.
• The number and scholarship amount will be determined by how many qualified applications  

are submitted. 

Scholarships are funded for 2020 spring semester.
(Minimum of ten scholarships of at least $1,000 will be awarded.)

Questions? Call CIADA, 303-239-8000.

CLICK HERE TO APPLY

https://ciadacharityfund.org/wp-content/uploads/2019/05/Scholarship-Application-2019_2020.pdf

