The following is a collection of Saturday Morning Messages from George Angus. These
messages were originally only sent to a group of Team One training graduates who had attained
the F&I Masters™ designation starting in February of 2009. However, since then we have
opened up the messages to anyone who would like to receive them and the subscriptions now
number in the thousands.
New subscribers can sign up at www.teamonegroup.com/saturdaymessage.html .
Get more information about Team One at www.teamonegroup.com
Due to the popularity of George’s messages and requests from new subscribers and those that
missed the Saturday Morning Messages in 2009, we have published this compilation for public
distribution, free of charge.
The messages begin in February of 2009 and progress by date to the Jan 2, 2010 message.

Feb 28, 2009
For those of you F&I Masters™ who are new to the program, this is your first Saturday morning
message from me. What I try to do is give you something to think about on the weekend and tell
you what’s going on around the country. F&I is a lonely job sometimes and we want to let you
know we’re thinking about you.
Remember, you may possibly be the most important person in your dealership today. Whatever
deals those “professional sales associates” can manage to get on paper will only be as good as
you make them. Today, you will probably take some guy with marginal credit, no down payment
to speak of, who owes more than his trade is worth, and somehow pull an approval out of a hat
and deliver a car. Oh, and as an added bonus, probably make more on the back end than they
did on the front. And will anybody thank you? No. The pizza will come while you’ve got someone
in your office and they’ll forget to save you a piece. But do we let that bother us? Nope. We are
pros.
It’s incredible what’s on the TV news and in the news papers right now. I get a kick out of the TV
news people who report all the negative stuff. They first act like they feel really bad to have to
report this bad news, but then, in their most sincere voice, seem to relish telling us the sky is
falling. I don’t listen to them. I went through the late ‘70’s in this business and it was worse than
now. Don’t believe me? How about 19.5% prime lending rate, gas lines, 20% flooring on cars
we had in stock for 450 days and NO MONEY for car loans. What did we do? We went to work
every morning, made every deal we could, and survived. The important thing about that time, as
I reflect 30 years later, is the reputation the people in the business earned through that crisis.
Those people in the business that toughed it out, helped their dealership survive, and showed
their true character in that tough time were remembered. I’m going to be the speaker next week
for a major F&I product supplier’s agent meeting. I’m going to tell them about an agent I had
when I was an F&I manager in 1978-1980 who stuck with us and provided service and training
through that period when I knew he wasn’t making any money on our account. Several years
later, when I was a GM at a big store, he got our huge account, not because he was any better
than any other agent, but because of what he did for me when times were rough. This is a small
business.

You will be forever remembered for what you do during this economic “correction”. This is an
opportunity you may never have again to show your true character, who you really are, a
professional. An “F&I Master”.

Mar 07, 2009
Good Morning! Just a couple of things for you to read:
OFAC Hit! What should You Do?OFAC checks might seem tedious, but not complying could mean real trouble for the dealer.
What are dealers suppose to do when their compliance solution indicates a positive hit? The
answer is simple, but it may also confound dealers who get OFAC hits. The OFAC office
advises business owners who think they have a hit to contact the government agency’s 800number to verify their customer’s personal information. An agency representative will ask for a
customer’s first and last name. If there is not an exact match, then the dealer is free to conduct
business with the customer. However, if there is a match, then the representative will ask for
more of the customer’s personal information, such as address, nationality, passport, tax ID or
SSN number, date of birth, place of birth, former names and aliases, until the hit is verified. The
process is straightforward and low-tech. Aside from asking a series of questions, the
department does not employ any other method for validating an individual’s identity. To the
agency’s credit, its staff is well versed on compliance issues involving financial institutions and
other businesses, but only provides limited service to dealers with questions. Although software
solutions and online databases provide dealers with an instant method to verify a customer’s
name, it never hurts to ask a few questions. What F&I managers need to remember is that the
dealership and its profits are vulnerable, which is why F&I managers must be vigilant and use
every tool available to them. The agency takes thousands of calls each year from businesses
nationwide, but has no record of how many of those businesses included automotive
dealerships.
(Note: We have a free compliance Power Point and PDF compliance guide and sample forms at
www.teamonegroup.com/freecompliancepresentation.html
Credit Unions Move On The Auto Industry- Taking advantage of the current tightening of lending
by auto dealers’ conventional lenders, credit unions are making huge inroads in the automobile
financing market. In the first quarter of 2008, credit unions represented only 14.7 percent of all
auto loans. By October of 2008 they were at 21.6 percent, posting a startling six-point market
increase over seven months. Current industry analysts’ best guesses are that they will increase
to the 30-40% range by the end of 2009. One loan processing service reported that four out of
their top five conventional lenders privately report that they are essentially lent out, except for
prime borrowers. Credit unions, on the other hand, are buying deeper and financing more 72month loans than conventional financial institutions. For this reason, dealers are seeking out
direct lending agreements with individual credit unions or group credit union buying services.
Most credit unions limit aftermarket products in 110 percent to 125 percent range. As for
reserve, most credit unions pay around 1 percent of the loan amount, but dealers can negotiate
special plans. While many dealers are reluctant to hand their customer base over to credit
unions, the reality is that they need lending sources to sell cars, and the credit unions have
money to lend.

Mar 16, 2009
You may have noticed I didn’t send my normal Saturday morning message this week. (Maybe
you didn’t notice, that’s OK). I was in a Honda dealership out in one of the Southern States all
weekend. I was working with the F&I managers and Director on their presentation and some
advanced techniques. I even got to do a few deals. I try to get in “the box” as much as I can,
otherwise I start to become one of those “experts” who haven’t done a deal in years.
This Honda store posted new F&I income records every month for the last several months.
Their Finance Director is an F&I Masters graduate and he had me out about six months ago to
conduct training for the F&I managers and they have done a good job of using our process.
Their average per retail unit delivered is about $1300 and every one of their F&I managers is
over $1000 per car. That’s pretty good for a big Honda store. As a matter of fact, they are
leading their zone with Honda.
So, why would they spend the money to have me come out and do more advanced training?
Business is off for everyone and dealers are watching their money, right? They could easily rest
on their laurels and just cruise along.
The first thing I noticed about the F&I managers at this store was their attitude. They were very
upbeat and positive, but more than that, they really wanted to learn what I was teaching them.
They know that I work with top performers all over the country and they wanted to get every
idea those top performers had to share. They wanted to get better at their jobs.
To me, that is the mark of a true professional. No matter how much they learn, they always want
to get better. Look at Tiger Woods, the best golfer on the planet. Yet, he pays to get lessons
from the two top golf teaching pros in the country, every week. He wants to get better.
You are one of those pros. You took the time out of your busy schedule to sign up for the F&I
Masters program. An interesting thing I’ve noticed about our program is that the people who
sign up are probably already pretty good at their job. They want to get better.
Mar 21, 2009
I had an interesting week. I got back from the onsite training I was doing and had four different
meetings set up for me during the week.
(By the way, the Honda store I worked with last weekend is posting huge numbers since I did
their private training. I love hearing that. Our program works). Anyway, one of the meetings, on
Monday, was with one of the bigger F&I product providers in the country. They wanted to give
their clients a special deal for our basic, ($139) online training program. They have their own in
house F&I training and menu software but their internal numbers showed that the majority of
their top performers were using our process and they wanted to offer our course for under $100.
They would pay us to set it up and subsidize the program. However, we do not sell any F&I
products or software so my position was that if there was to be a special pricing, it had to be
made available to everyone, not just their clients. Remember, we work for you. After several
discussions back and forth, they agreed to subsidize the program for a one month trial and
evaluate the results. The result is we will be offering the basic program for one month at $99.
While this program is not as comprehensive as your Masters™ training, it still creates top F&I
numbers for those who use it. As you become successful with your F&I Masters™ training, you
may have a friend who wants to learn what you are doing. This is a chance for them to get the
basic program for the lowest price we will ever offer. They can access the information at
www.teamonegroup.com.

If you haven’t already, go to the special Masters Webinar page that has two webinars for you to
watch. One is about product motivations of buyers and the other is about menu science. Take
some time to review them both because we will be building on that information in the near
future. They are at the following link: www.teamonegroup.com/masterswebinars09.html

Mar 28, 2009
This week I want to give you some information on products. More specifically, which ones our
F&I Masters™ tell us are working and which are not doing so well. I have had a lot of questions
in the past few months about which products you should present. As you know, we don’t sell
any products or endorse one company over another; therefore, we are free to tell you what’s
really working.
I had the research team include this topic in a current project we are conducting with some of
our top performers over the last few weeks and the results are below. These results are from
only 24 F&I departments and so they are not, scientifically, the ultimate answer. However, they
are the feedback from 24 nationally ranked F&I managers. I think it’s safe to say that they have
a pretty good handle on products. Believe me, if they can’t sell a product, the rest of us probably
can’t either. On the other hand, if it works for them it will probably work for you.
Rating of product performance:
The response above has some elements you would expect.
The clear winners are:
Service Contracts: Everybody sells them and do well with them.
Life and A&H (disability): These products do well where presented, using our process. Don’t
believe the rumors that credit insurance is dead. It’s alive and kicking in most states.
GAP: Great product. If you don’t have it, get it.
Window Etch, Tire and Wheel Coverage, Paint and Fabric protection: These tangibles are doing
very well. I should note that if you are looking for a “Step 3” package, these are the products
that many of our top performers are using.
ID Theft: This intangible is gaining acceptance. We’ll keep our eye on this emerging product.
The big losers:
Bi-Weekly Payment programs: This one was kind of a surprise. The basic idea seems good.
The product has a benefit to the customer, etc. However, our F&I managers cited two major
problems with this product. First, they said it takes too much time and detail to explain properly.
One of our top performers, (and this lady is good), told me, “We have 4-7 minutes to present our
products. This thing took me too long to explain and my other products were suffering”.
Secondly, there was an incredible amount of “heat” associated with this product. There were a
lot of complaints and upset customers down the road. Given the small profit associated with this
product, our managers are replacing it with other products. This one needs some work.
GPS Systems: These expensive systems are not doing very well for our group.

Summary:
Take a look at the chart above and draw your own conclusions. Remember, you need a range
of products to sell. Make sure you have the right tangibles and intangibles.

Apr 04, 2009
This week I was with a group of dealers holding a conference. I do some consulting work for
larger dealer groups and the topic this week centered on making changes to adjust to
decreased unit sales and volumes.
The primary areas discussed were in fixed operations and ways to increase absorption
percentages. (The percentage of dealer overhead paid for by service, parts, and body shop,
etc.).
As we reviewed the financial statement analysis for several dealers, the F&I department income
quickly became paramount in terms of profitability, (in some cases survival). In almost every
case, there was a direct correlation between Finance department success and dealership
profitability. Yet, for many of the dealers in attendance, they had not really made that
connection.
I was asked by one of the dealers in attendance why I thought that correlation existed. I told him
that the Finance Department probably just reflects the management and attitude of the entire
dealership. Dealers with successful F&I operations tended to be successful in other
departments. However, our observation in the field seems to show that it is more than just that.
The message for F&I Masters™ is that you have a major impact on the total dealership
success, not just in terms of profit, but in other more subtle ways. There is insecurity in the
industry today, certainly in the dealership. In many cases, the F&I professional is seen by fellow
dealership managers and employees as having their “finger on the pulse” of what’s going on in
the industry. Think about it. You know more about the industry trends than almost anybody in
the store.
Your attitude, performance, and professionalism can have an impact on the entire dealership.
You can be a leader in guiding your dealership through the next year by setting the right
example. Whether they show it or not, your fellow employees and managers look to you for
leadership and confidence.
You are the, “Best of the Best”. Let your bearing and attitude reflect that. Be a leader. Show a
positive attitude today and watch how your fellow employees react. It's kind of fun.
Apr 11, 2009
One of the most important areas of the F&I Manager's job these days is getting deals approved.
We are faced with some new challenges in the current market. We have more marginal credit
buyers than ever before and a wide range of customer situations to contend with. To deal with
this ever changing set of rules, the F&I Manager must become more sophisticated and adept at
understanding their lenders and maximizing the financing options and reserve profit potential
the current market offers.

As we study the way top performing F&I Managers operate in this area there seem to be some
common, but important things to keep in mind.
First, you need to have a larger number of indirect lending sources than ever before. To be
successful in obtaining favorable results with a wide array of customers, you will need a wide
array of lenders to meet your needs. The minimum effective amount of lending sources seems
to be:
-At least one factory lender
-At least four banks with dealer lending programs
-At least two special finance lenders
-All the Credit Union Indirect lenders available
Why all these lenders?
The fact of the matter is that you need as many sources as is practical because lenders will
have different buying criteria, buy rate structure, money supply, and willingness or ability to help
you put deals together. Many factors influence a lenders buying decisions. Lenders tend to
move into and out of the auto finance market and you cannot allow one or two lenders to control
your business. While we do not recommend shot-gunning, or sending every deal to all your
lenders, it is imperative that you know which lenders are “buying” and stay on top of the market
to know where to send certain types of deals. It used to be that being loyal to one lender and
developing a relationship with a single buyer was an effective strategy. The lenders would then
allow you to package some marginal deals with the “cream”. This, however, has become less
and less true in today’s market. Remember, you work for the dealer, not the bank or factory
finance program, and your job is to get deals approved, not to just accept whatever your lender
feels like buying today.
Second, INFORMATION. LENDERS WANT TO BUY YOUR DEALS!
That’s what they are in business for but you have to give them enough information to justify
approving the deal. A real rookie mistake in F&I is to try to cover up or hope the lender will miss
information about a customer. Your buyer is an expert at recognizing a story with holes in it. If
your lender calls and asks where your customer was from 2001-2007, you had better have an
answer. If your customer had late payments during a specific period, find out why and tell the
lender. One large bank dealer center director put it best when he said, “I can get almost anyone
approved if I know everything about them. Tell your F&I Managers that information is power.
Tell us the truth and we will find a way. Cover up or hide something and we don’t want the deal.
Period.”
One practice that will help you greatly in this area is getting a credit application or a five liner in
advance of seeing the customer so that you can look at the total story and get the answers you
need to fill in the customer’s history. Another technique that is effective is to call your buyer
before you send in the deal and tell them you are sending them a deal that you have further
information on and would appreciate a call back when the deal hits their desk to discuss it. They
will still point out the deal, but, you will have a chance to discuss it before the final decision is
made.
Third, understand the point system. Lenders use an automated point scoring system to approve
deals and establish rate tiers. Many factors such as income, credit background, time on the job

and residence, home ownership, etc., are factors in establishing the total score. You need to
know how the scoring system works and be sure you have the proper information regarding
these areas. It is amazing how many applications go to a lender with a take-home pay amount
in the gross income block thereby inflating the debt to income ratio. Your lender will be glad to
show you how their system works if you just ask. A good idea is to visit the dealer center and
have them show you around. You will be amazed at what you can learn by visiting your lender
and asking questions. You also establish yourself as a credible, professional manager in the
eyes of the lender and that couldn’t hurt.
The bottom line is: Learn all you can about the process of getting deals bought and dealing with
lenders. This is becoming one of the most important parts of your job. It doesn’t matter how
much money you made on a deal if you can’t get it bought.

Apr 18, 2009
This morning I want to touch on the issue of compliance. I'm sure you have been getting the
very scary and threatening letters and emails regarding the "looming" Red Flag deadline. (I
noticed that most of them come from companies that sell some kind of compliance program, but
anyway..).
While I don't want to downplay the importance of complying with the new rules, it should be
noted that compliance with these rules is fairly simple and easy. The main requirements seem
to be implementing a process to identify Red Flags, staff education, and a written program for
dealing with compliance, approved by the Board of Directors. All of this can be accomplished
fairly easily.
First, there is a good resource for Red Flag guidelines at F&I Management and Technology
magazine online at http://www.fi-magazine.com/Channel/Red-Flags/Article/Story/2009/01/RedFlag-Rules.aspx. The editor, Greg Arroyo, has done an excellent job of laying out some
guidelines.
Second, we have posted a free Power Point or PDF presentation online that you can download
at www.teamonegroup.com/freecompliancepresentation.html and use it to update your
knowledge of the rules and for training meetings with dealership personnel.
Third, at the same location, www.teamonegroup.com/freecompliancepresentation.html , are two
templates for you to use to create the required written program quickly and easily.
I suggest that if you haven't completed your dealership's compliance program that you look
these resources over and implement a basic program. It's not that difficult and you can do it
yourself.
In the mean time, remember, you are the "Best of the Best".

Apr 25, 2009
This morning I want to talk about your agent. More specifically, How To Use Your Agent.
You probably have one or two agents that visit the dealership and sell you products. I suggest
that you take a look at some ways you can use those agents to help you do your job.

We have figured out the elements that create the top F&I departments and one important factor
in that success is the ongoing support of that agent in the field. We work with, (we believe), the
best network of General Agents in the US and Canada to provide training to their dealers. We
also supply them information, research, and support. They want to serve you. After all, they
don’t make money unless you make money.
The constant follow up and support from your agent can help you in some significant ways.
Here are just a few:
1.

Training.

I know, some of you hate training. I don’t blame you. A lot of the training out there is boring,
takes up your time, costs way too much money, and a lot of it just rehashes the old
“conventional wisdom”. That’s why I try to make our training as entertaining as possible. But the
fact is, you need training to hone your skills and stay on the cutting edge of your profession. I
have a lot of agents tell me they provide training events and the F&I managers don’t show. Let
your agent know you want all the training you can get. I will be doing several agent sponsored,
regional seminars for the next several months. When your agent sets one of these up, make
sure you attend. I promise it will be worth your time. If no live training is available, stay on top of
the online lessons and links we provide. Call me if you have questions. One F&I manager told
me this week that he couldn’t believe how easy it was to get me on the phone. I told him that
those were the most important phone calls I get. We exist only to help you.
2.

Make your agent your lobbyist.

I get questions all the time from F&I managers like “My Sales Manager does this”, “My General
Manager said that”, “The dealer thinks this”. A dealership is like a family. Everybody lives
together and once in a while you need an outsider to come in and help you communicate with
your fellow managers and your dealer. When your agent got your business, they established a
relationship with the dealer and management that has some credibility or they wouldn’t have the
account. Discuss what is going on in your store with your agent. Let them help you by telling the
dealer and management what you need. Sometimes they can get a point you have been trying
to get across for months through to the dealer in one meeting. Put them to work.
3.

Products

You need a range of products to offer. I constantly run across dealerships that only sell service
contracts and GAP and can’t figure out why they are not top performers. They never will be. I
don’t care how “strong’ the F&I manager is. You need a range of products to offer and our
process allows you to be successful with several products, not just one or two. Go over the
products your agent offers. Make sure you have at least four or five good products to sell. If your
agent doesn’t have them, tell them you want them. They’ll get them for you. Believe me.

May 02, 2009
I got this letter last week from a dealer that I have known for over 30 years. He was a mentor to
me and several others and his insights and perspective are well worth reading in the current
"economic downturn".
"George, I’m finally retiring for good after all these years. Now, it’s not because the business is a
little tough right now, but because I just don’t have the energy any more. I’m flattered that you

asked me for my thoughts as I leave the business. I heard the talk you gave at the dealer
meeting last month, (my son recorded it), and I was pleased to hear you talk about the good that
came out of the last “crisis” in the business rather than the gloom and doom we're hearing about
in the media right now.
I was reflecting yesterday about the end of the Pontiac line, among others. It always amuses
me that my fellow dealers act like it’s the end of the world when a label goes away. It hasn’t
changed much. As you know, my father was a Studebaker dealer, my uncle was an
International Truck dealer, but my cousin was the smart one. He bought an Oldsmobile
dealership but sold off the Honda franchise in 1977 because they wouldn’t give him the
motorcycles. Yet they all died rich. The only franchise I could get was Datsun so I figured “what
the heck, I’ll try to sell some of these little cans, somebody will buy them”. And they did.
There will always be a car to sell and somebody to buy it. You might be surprised to know that I
still remember a sales meeting you gave in the late ‘70’s when you took all the salespeople out
to the highway and pointed at the cars going by and said, ”Look at all those cars. They will all
wear out in the next few years and need to be replaced. Every one of them. Let’s make sure
we’re the ones that sell them”. I’ve used that line several times since then when sales were off.
We’re in the greatest and biggest business in the world. We’ve survived the Great Depression,
World War II, 5 recessions, (two worse than this one), and every law, regulation, media attack,
and manufacturer goof-up you can imagine. We will survive this and come out better and
stronger, like we always have. No doubt about it.
Tell your young people that they will survive and the only thing that will be remembered 10-20
years from now is how they performed in this “economic downturn”. We have some great young
people coming into the industry and they will be better than we were.
I hope to see you sometime when you are in town. Thank you for your friendship over the last
30 years,"
Name Withheld (He asked not to be identified)

May 09, 2009
First, congratulations to our F&I Masters™! This week we completed a research project for a
major lender, (remember, they help subsidize your training). Those of you in this particular
group that have completed our training programs are, again, leading the way in every category
of F&I performance. I cannot overstate the importance to your dealer’s financial statement of
your profit production in the current market. For many dealers, the F&I income has made the
difference between profit or loss.
Free Cash Conversion Training
The one area that I am getting a high volume of inquiries about is cash deals. There are still a
lot of cash buyers out there and it is affecting your numbers. As you know, we have studied
cash conversion techniques for years. The cash conversion techniques that a lot of these F&I
managers have been taught just don’t work so they quit trying.
Because our process is having some success for our graduates in converting these buyers to
financing, and due to overwhelming requests for information about our technique for cash

buyers, we have put a quick, simple, and free guide on the internet, for a limited time. Many of
you have completed the training in this area but a quick review is always good.
For those of you who haven’t, or if you have a friend that is struggling with cash deals, go to, or
send them the link at: http://www.teamonegroup.com/freecashprocess.html
It’s easy, simple and even though it only works 20-25% of the time, it’s the best one we know of.
If we find anything that works better, you’ll be the first to know.

May 16, 2009
Wow, what a week, huh?
Chrysler and GM are cancelling dealers, the economy is still tanked, and every Automotive
News update is worse than the last. It’s hard not to get caught up in the negative stuff. I have
people I’ve known for years being affected by all of this and, through no fault of their own, being
forced out of business. And it’s not just dealers and dealership employees being affected. Let
me tell you that everybody, agents, F&I product suppliers, advertizing sales, (and yes, even F&I
trainers), are scrambling to make ends meet in 2009. There, I’ve said it. It’s the truth. The old
car business stand-by tactic of denying the problem and spouting positive messages is wearing
a little thin.
OK then, what should we be doing and thinking through all of this. Sometimes, when things get
tough for me, I think of my Grandfather. (OK, those of you who know me are thinking, oh boy,
it’s another one of George’s message stories. Yeah, it is, but you’re not that busy right now, so
bear with me).
My Grandfather had a farm in Illinois that I used to go to in the summer when I was young. I
could never figure out why anyone would want to be a farmer. It was hard, brutal labor from
dawn to dusk and there was always something going wrong. It seemed like all of the forces of
nature were trying to put him under. If it wasn’t the weather it was a broken tractor or the milking
machines didn’t work or there were sick animals or etc., etc. And every one of those things was
an emergency. Yet, my Grandfather never seemed to be affected negatively about any of it. As I
look back on it now, his great talent was the ability to separate the things he could do something
about from the things he couldn’t control. He never fought the forces of nature, he just went
around them. If it was too wet to plow, he would work on the machinery. If the feed harvest was
low, he would trade his labor to another farmer who had a surplus. And no matter what
happened, he would never quit or be defeated. He just kept working, and he was one of the
most contented and happy people I’ve ever known. One of his favorite sayings was, “Everything
will work out all right. I know that because, sooner or later, it always does.”
The message here, for me, is that we can’t control the manufacturers, the economy, what the
government does, the weather, and for the most part, how many people will buy cars this
month. What we can control, however, is our attitude, our professionalism, and what we do with
the customers who do buy a car. If we just keep focused on doing our job the best way we know
how and stop worrying about the things we can’t control, eventually everything will work out all
right. You know how I know that? Because it always does.

May 30, 2009

This week I want to touch on something that is working. But first, let me tell you, it seems like
everything in this business is changing on a daily basis right now. I’ve been a student of the
industry since 1975 and have never seen change like we are seeing right now. I don’t think it’s
an overstatement to say we are entering a truly “new generation” of the retail automobile
industry. We are getting real time information from all over the US and Canada and are
watching what is working and what isn’t. I have told our research team to make it our job to keep
you up to date with changes, but more importantly, the practical ideas that are successful and,
sometimes, the ones that aren’t.
One thing I am running into is some F&I pros who have just a couple of products to sell and our
reporting shows that this is limiting their income. Many of you have dropped Credit Insurance
and so you only have Service Contracts and GAP as your intangibles. That will be alright as
long as you have some good tangible products to fill in the gaps in the income distribution pie.
These would include the chemical packages, window etch or some theft deterrent, etc. Also, if
your lenders are capping your amounts, you can sometimes get these tangibles into the deal
easier.
One of the products that is selling in impressive penetration numbers, (50-75%), is the Wheel
and Tire protection programs. Our reporting is showing that this is a product that is easy and
quick to explain, the customers see the value in it immediately, and it gets sold on many deals
where the customer rejects the other products.
If you don’t have a tire and wheel product, you can make some extra income immediately
without doing much other than getting this product and offering it in your tangible blocks.

Jun 06, 2009
Now that the manufacturers are quite publicly declaring bankruptcy, I’m getting a lot of
questions from dealers and General Managers about service contracts, coverage, security, etc.
Recent publicity regarding the insurance industry’s woes, AIG, etc., has created some concern
in the marketplace about insurance products that dealers sell, most especially service contracts.
As we now know, the credibility that the factory programs used to have is gone.
We do not sell any F&I products or endorse any particular product or company so our dealer
clients are confident that we can be objective in that advise. This seems like a simple question
but the answer gets a little bit involved and I’ll share a little information here.
There are three types of service contract suppliers that make up the majority of the service
contract industry. (A fourth type are dealer owned and operated service contracts. I won’t
address them here because only the dealer knows how secure their internal finances are).
The first type of service contracts are the manufacturers’ programs. These used to be the most
secure programs for the dealer. However, with the recent news of major automakers going to
the government for bailouts and help, one could be concerned that even the manufacturers
could have trouble paying claims. A dealer recently told me, “If the factory goes under, it won’t
make any difference to me anyway”. This isn’t necessarily true, however. With multiple lines and
the dealers’ personal and business future on the line, a major calamity involving service contract
claims is never acceptable. In our experience, the major reason dealers stray from their
manufacturers service contract has to do with cost. If there is a significant price/benefit

difference between the factory program and a secure independent, a little quick math sends the
dealer looking.
The second type of service contract is the type that service contract companies provide the
forms, cost sheets, and the dealer sells the product, keeps the commission, and the service
contract company pays the claims. The dealer has no involvement in claims, losses, and cost
setting. The important security issue here is not the service contract company, but rather, the
insurance underwriter.
To point out how important this is I’ll go back in time a little. (There are more recent examples
but there may still be litigation pending so I’ll stay away from those). In the 1980’s there was a
company in Seattle called Northwest Underwriters. They were well known for the best service
contract pricing, coverage, and claims handling. They became very large, very quickly, and
dealers just loved them. They advertised that they were insured by a B rated, stable insurance
underwriter and no one ever gave it another thought. They enlisted the best general agents they
could find and became a major player in the service contract business.
Then it happened. One day the phones stopped being answered at the corporate office in
Mercer Island. No one could reach the claims department and the dealers were in a panic. But
wait, they were re-insured, right? Well, as it turned out, the secure, B rated company that reinsured them was owned by the same people that owned the service contract company. The
reserves were nowhere to be found and the dealers contracted with other service contract
administrators to handle claims that the dealer had to pay out of their pocket. I was a young
general manager then and I can tell you it was painful.
In contrast, everyone remembers General Warranty, right? If you are new to the business,
General Warranty was, by far, the service contract giant for several years. They put on the
huge, elaborate displays and parties at the NADA conventions, flew around in private jets, and
gave not only the appearance of stability, but success. They were the big players and everyone
knew it.
Then it happened. One day the news started spreading that General Warranty was going under.
Again, dealers started to worry. However, General Warranty was backed by a huge A rated
insurance company that had the financial power to assume all of the claims, losses, refunds,
and administration of the huge book of business that General Warranty had amassed. There
was some discomfort but nobody lost their shirt. The point here is that a dealer has to examine
and research the underwriting insurance carrier, assess the underwriting agreement, and make
an informed decision about the risk involved.
What are A and B ratings? The ratings I refer to are the financial rating published by AM Best
Company. They are basically a credit bureau for insurance companies; however, they go into
much greater detail and investigate insurance carriers thoroughly. You can find out all you want
to know about an insurance company there. You can access the information for free at
www.ambest.com.
The third type of service contract is the dealer participation or reinsurance program. In this case,
the dealer participates in the loss ratio of claims to reserves. That just means that if there is any
money left after all the claims have been paid, it goes to the dealer. The service contract
company handles administration for a fee and there is usually an insurance carrier involved to
pick up the slack if claims far exceed the reserve amounts. This program is generally adopted
by larger dealerships that can amass large enough reserves to cover losses and earn significant
enough investment income to make it worthwhile.

While the service contract company and insurance underwriter need to be chosen carefully,
(after all, they will be dealing directly with your customers), it is important that the dealer knows
exactly where their reserves are being held, closely monitors investment income and claims
ratios, and has direct access to those reserves in case of default of the service contract
company.
To sum it all up, exercise due diligence in choosing your service contract programs. Just
listening to the service contract company’s sales pitch is not enough. No matter how big the
company is they can have problems and the dealer will ultimately be on the hook to their
customers. Run an AM Best report on every insurance carrier you use. Look as hard at your
service contract supplier as closely as you would a new business partner. In many important
ways they are just that.

June 20, 2009
I first want to congratulate our Honda F&I managers around the country for their outstanding
performance in this goofy market. I have gotten some feedback from a very reliable source
within the Honda organization that our managers using the Team One F&I process are leading
North America in production and performance and it is drawing a lot of attention from Honda.
Good Job! (Who says Honda buyers don’t buy F&I products?)
Next, get a chemical program!!!
Many of you still don’t have the single highest performing tangible product, paint and fabric
protection. You are missing substantial income potential, especially in those buyers who pass
on service contracts or GAP.
Finally, there are big changes coming at Team One. The automobile business is changing and
will never be the same again, this is clear. You need to adapt to these changes. Period. Those
dealers that don't adapt to this new market probably won’t be here in a year. We're going to
help. We are more active than ever in the market and will be bringing you some answers in the
next couple of weeks. We are, among other things, about to offer a two day F&I plus sales
training, "Two Day Tune-Up" that will share what is working in the new marketplace and how
you can increase sales and maximize F&I income. I will be doing all of this training myself and
so I am getting my frequent flyer card out. I can promise you that this two day program will be
inexpensive, yet, the most effective spark to ignite your dealership's front end. I suggest that
you reserve your dates as soon as you get the announcement because it looks like I’ll be busy.
However, I am really looking forward to coming to your dealership for two days and working with
you and your staff in person. Don't worry, we will get you the answers you need.

June 27, 2009
This week I ran into an old friend who is an executive for one of the manufacturers. He came out
of college with me in the '70's. There was a group of us out of Michigan in the mid '70's that got
recruited right out of college into the car business. Most of them went to the manufacturers but I
was one that went into retail. He asked me what I was doing and I told him I was still doing what
I do, training F&I managers. He said, "Aren't you getting tired of flying all over the country doing
that?" I thought about it for a second, then told him a little story about a recent experience with
an F&I manager, the kind I have all the time.

I tell this story without the subject’s permission so I'll change his name; however, it’s an
illustration of my common experience in the field working with F&I managers, all over the
country.
This particular F&I manager’s Dealer Principal has 6 F&I managers and 3 stores. He is in a
dealer 20 group that has a couple of our clients who were at the top of the group in F&I income,
(about triple what his was), and he called me to ask about training. After a few discussions, he
decided to bring me to his location for the Two Day "F&I Tune-Up". It cost him about four
thousand bucks for me to come, with everything included, and I know he had a hard time
spending that money. I had the feeling he was tapping his kid's college fund to pay for it. But he
needed to make more money on the cars they were selling to offset reduced volumes.
So, here's the story I told my friend. See if any of this sounds familiar…
March 25, 2009- (the night before the training)
F&I Manager: (I’ll call him Bob), “What are we going to learn tomorrow?”
Me: “I’m going to teach you an easy, simple way of presenting your products that just might
work for you”.
Bob: “Well, I’ve got to tell you, it’s bad here. We are getting more than half of the customers
paying cash and we’re not selling anything anyway. Did the dealer say anything about me?”.
Me: “No, he didn't mention you. How are your numbers?” (I already knew but I thought I’d ask).
Bob: “I used to do better. We’re at about $550 per retail but with all those cash deals, I think
that’s pretty good. Plus, our customers are a little different than you’re probably used to.”
Me: “Really, how so?”
Bob: “Yeah, these people around here are more educated. They all come in with their cost
figures. I’ve got to really grind them to sell anything. Plus a lot of them have bought here before
and they already know about F&I”.
Me: “How are you presenting your products?”
Bob: “We’ve got this menu software that’s pretty cool. I went to a three day school last year and
this software came with it. The dealer pays a lot for it so I make sure I use it on every deal. And
I’m doing everything they told me to at the F&I school. I make sure that I go out to the
showroom to meet them, I do a really thorough qualifying interview, and I am really good at
going over the service contract. See, I have this chart that shows them how much the average
car needs in repairs and gives all the benefits”.
Me: “How’s that working for you?”
Bob: “Pretty good. What time do we start in the morning?”
March 26, 2009- (4 PM, after a full day of training)
Bob: “Wow, this is all different. You know, you contradict a lot of what I learned at that 3 day F&I
school. Are you sure this will work? I think our full color menu looks a lot better. You know, I
need to make money. I’m not sure I want to do this”.

Me: “I understand. It’s different. I had to relearn a lot myself over the last 16 years. But since we
have spent the time, will you go ahead and try it on 5 or 10 deals, just to see if it works?”
Bob: “I guess so. I need to do something to make more money”.
April 2, 2009- (One week later)
Telephone call from Bob: “George, holy ****, this thing really works!”
Me: “Good, I told you it would work; you just had to try it”.
Bob: “But no, you don’t understand. It is really working. I’m getting full boat deals on a whole
bunch of customers and they love it!”
Me: “Great, what products are you selling?”
Bob: “All of them! You were right, they will choose this stuff if you just let them. I can't believe
how easy it is. I just wanted to let you know that it’s working. Thanks”.
Me: “Well good Bob, but remember, you’re the one that was smart enough to try something
new. Pat yourself on the back and let us know if we can be of help”.
June 5, 2009- (After two full months on the program)
Telephone call from Bob: “George, did you get the report I sent you?”
Me: “Yes I did. As a matter of fact I spoke to your dealer this morning and he’s pretty happy with
you”.
Bob: “Well he should be. In February we did $489 per retail, but for April and May, we are at
$1180 per car and we’re selling everything. I just did a cash deal and the guy converted and
took the preferred package, $3200 bucks”.
Me: “Good job”.
Bob: “Yeah, you know it’s funny, we are selling about half the cars we used to but I’m making
more money than I did last year when we sold twice the units. Hey, does that make us one of
those top performers you keep talking about?”
Me: “You’re getting there Bob. Just keep doing what you’re doing and you’ll get there. And let us
know if we can be of help”.
This story, and all of them like it, is why I keep doing what I do. I love this business.

Jul 04, 2009
What's going on out there?
That’s the question I’ve been getting from the wholesale side of the business, i.e.
manufacturers, lenders, and F&I product providers. People in the industry know I’m in the field

with the dealers and F&I professionals every week and they are trying to keep abreast of the
market. They want to know what you’re thinking. (As if you all were of one mind).
Of course what some of them are really looking for is what they can sell you and your Dealer
Principal. That’s fine. That’s their job. However, the sermon I keep preaching to the
manufacturers, lenders, and F&I product providers is that they need to be doing everything they
can to help the dealers during this “economic correction”.
When the money was flowing and you had a showroom full of customers, (all of whom you
could get bought somewhere), they made a ton of money from you. Now is the time they should
be giving back.
I was a dealership manager in the late ‘70’s and early ‘80’s when we had an “economic
correction” in the automobile industry. I remember, to this day, the F&I product and service
providers who got in there and helped us and those that didn’t. We, in this business, are like
elephants; we never forget.
The next time your agent or product provider comes in or calls you, look for whether they say
“What can we do to help you?’ or “What can we sell you?”.
That will help you separate the companies that have your best interests at heart from those that
are just predators.
I can tell you that the agents and F&I product companies we work with that host our one day
training seminars for you are reaching in their pockets to do it. The companies that advertize on
our website do it to support the help we give you. They are working with less income but are
committed to helping their dealers. We’ve reduced our costs to the bone to help them do it.
They are the good ones.
And we’ll remember, won’t we. Have a great 4th of July!

Jul 18, 2009
Free Cash Conversion Training
The one area that I am getting a high volume of inquiries about is cash deals. There are a lot of
cash buyers out there and it is affecting your numbers. Because our process is having some
success for our graduates in converting these buyers to financing, and due to overwhelming
requests for information about our technique for cash buyers, we have put a quick, simple, and
free guide on the internet, for a limited time. Many of you have completed the training in this
area but a quick review is always good.
For those of you who haven’t, or if you have a friend that is struggling with cash deals, go to, or
send them the link at: http://www.teamonegroup.com/freecashprocess.html
It’s easy, simple and even though it only works 20-25% of the time, it’s the best one we know of.
If we find anything that works better, you’ll be the first to know.

Jul 25, 2009

I’m sure you’ve heard the cliché, "Attitude Is Everything".
It’s become kind of a hackneyed phrase in sales training and motivational speeches. However, I
try to remember that sometimes clichés become clichés for a reason. While attitude might not
really be "everything", it may be the single most significant factor of success that we have the
power to control.
This came to mind this week as I spent a couple of days training at a dealership in the Denver
area. I was helping launch the User Friendly™ program at Pro Chrysler Jeep in the Denver
suburb of Thornton, CO.
You may recognize the name Pro Chrysler Jeep. John Schenden, the Dealer Principal, was the
2008 F&I Magazine Dealer of the Year. (Wouldn’t you love that distinction?) Their agent, Glen
Tuscan of Dealer Commitment Services, is one of our authorized agents for the Package
Option™ process and provided support to help them achieve that impressive award. The
successful relationship between the dealer and agent in this instance are a model for the
industry.
I am constantly in dealerships all over the country and I am always watching and learning from
the very best dealers what ideas and strategies are working. Then I pass them on to you. That’s
what we do.
What struck me most about John Schenden’s operation was the atmosphere and “attitude” they
have there. If I wasn’t so informed and aware of how bad things are supposed to be in the
industry, I would never guess it by visiting this store.
It starts with the boss. When you walk through the door into the showroom, the first glass office
you see is the Dealer Principal’s. John is right there on the floor with his door open for anyone to
speak to him. (He later told me his home number is listed in the phone book. I guess he’s not
afraid of his customers).
The greeting and attitude of everybody in the dealership was upbeat, relaxed, and positive.
When I held training sessions with the staff, they were not only receptive to learning all they
could, they were exited and motivated to do their jobs better.
Some of the quotes I heard over two days were:
From salespeople:
“I made some calls and I’ve got an appointment tonight!” (He sold the car that night).
“Can we use this to call some people that have been in but didn’t buy yet?”
“Oh yeah, this is the best place in town to work”.
“Can you go over that once more? I want to be sure I’ve got it right”.
From Managers:
“What can I do to help you make that deal?”
“Let’s make sure this runs smoothly and is easy for the salespeople to use”.
“You get to a lot of dealerships, is there anything you see we could do better?”

“Whatever it takes to improve, let’s do it!”
Never once in two days did I hear a negative comment about the dealership, the business, the
customers, or the changes we were implementing.
How do they do it? Well, first, it starts with the dealer. John has garnered every award the
industry has to offer and is obviously a quality guy. But it’s more than that. Somehow he has
convinced his entire staff that they are the best at what they do, and it shows. This isn’t pie in
the sky rhetoric, they work hard at this place and they expect, and get, results. They are an
example of the type of dealership that will lead the industry out of the current “economic
correction”. And much of it comes down to attitude.
I don’t presume to know the inner workings of John Schenden’s mind, but I suspect that he gets
up every morning and makes a conscious decision about how he will approach the day. I’ve
heard this from winners in every walk of life and there’s a lesson in that for us.
What can you do to create that winning attitude?
First, make a conscious decision of what attitude you want to have, and then adopt that attitude.
If that sounds simple it’s because it is. Frequently, this is all that is necessary to shift your
attitude dramatically.
The immediate benefits of choosing the attitude you want are that you automatically change:
1. Your perspective
2. The way you interpret things
3. The decisions you make
4. The actions you take
5. The results you get
Changing your attitude can get you there quickly, but it can also get you there in style, enjoying
the ride more fully.
Even if you have a great attitude already, it could always be better. It doesn't matter if you have
a little goal or a massive dream, a small annoyance or a huge problem, shifting your attitude will
help, and it might just radically transform your situation.
Some tips:
Break Your Pattern: If you catch yourself with a bad attitude, it can be useful to do something
radical and surprising to break your pattern: jump up and down, dance in a circle, tell a stupid
joke, call your mom and tell her you love her (she’ll also tell you how wonderful you are, it never
hurts), whistle a silly tune, or whatever to break your pattern. Then create a fresh attitude.
Ask Yourself Questions:
Here are a few to get you started:
1) How can I turn this situation into an opportunity?

2) What would I do if I was already very successful?
3) Who do I need to be to achieve my dream?
4) What would my future (successful) self do?
Fake It Till You Make It: If adopting a new attitude feels difficult or awkward, just fake it till you
make it. It really works. Act as if you have that attitude. Walk like someone with that attitude.
Talk like they would talk. Breathe like they would breathe. Make the decisions they would make,
etc.
The bottom line is; you are the one in control of your attitude. And your attitude is the first step
to your success.
Don’t believe me?
Just ask the 2008 F&I Magazine Dealer of the Year. It seems to be working for him.

Aug 01, 2009
Wow! What a week. I have been in dealerships from coast to coast this last 10 days and the
"Cash for Clunkers" program has been amazing! I haven't seen anything produce such universal
response since the first sub-vented rate programs in the early 1980's. The same managers that
told me they thought this was a stupid program 10 days ago were too busy to talk on the phone
because they were working with "Cash for Clunkers" customers. Who knew?
I doubt that it was a bunch of marketing geniuses in Washington that came up with this idea.
Some bureaucrats just stumbled onto something that worked beyond anyone's imagination. It
confirms what our research group has been telling us. There is a market out there! We just have
to figure out how to tap into it.
While the price incentive was the catalyst for the program, getting the buyers into the dealership
was the key. When the final numbers wash out, there will be a tremendous amount of new
vehicle sales recorded to customers who didn’t qualify for "Cash for Clunkers" or who decided to
buy a used vehicle instead. One of the added bonuses of these "Cash for Clunkers" deals is
that the F&I income, for those F&I managers using our Package Option™ method, has been
terrific.
Even though these customers are somewhat sales resistant, and the amount financed per deal
is somewhat smaller, the Package Option™ method of presenting F&I options has produced
some impressive F&I numbers. Remember, these are, for the most part, qualified customers.
Our F&I managers are discovering that, if presented properly, people with good credit will buy
F&I products in big numbers.
The truth seems to be that we are entering a phase where we are going to have to sell cars,
(and F&I products), to qualified buyers. You are seeing that the days of selling to people with
marginal credit and rolling everybody that walks through the door are over, at least for a while.
It is truly a new and different market, and customer, we are dealing with. This “new” market is
going to take new ideas. The old, comfortable, reliable way of marketing just doesn’t work
anymore.

As the market makes a comeback, (and it will), and new and innovative ideas show results, we’ll
be monitoring and tracking what’s working, (and what isn’t), and share it with you.
Just be sure you are ready to make the changes you will need to as the market evolves. As the
sign in my office says, “Never Marry an Idea”.

Aug 08, 2009
Here's an an idea someone’s using that you might find interesting.
One of the frequently asked questions we get from dealership management is;
Who should quote the rate and payment to the customer, and when?
In dealing with questions like this, our research philosophy is a simple one. We address each
issue and area with no preconceived ideas. We simply measure the results of different
techniques and methods, and share them with our dealer partners. The quoting of rate and
payment is always one of the more controversial areas we work with.
Experienced professionals in the business seem to hold strong differing views in this area. Most
Sales Managers just use the system they were taught from their previous Sales Managers,
simply because that’s what they know and feel secure with. Because of this disagreement, we
investigated some different methods from above average closing ratio performing dealerships
and the results are reported below. Many of you will not agree with these findings. That’s OK.
This study deserves a little attention, however, because facts are facts and this information may
be of great help to those of you who face a problem in the area of qualifying and closing on
payments.
There are many ways that a payment can be quoted to the customer. As we measured some of
these different techniques it became immediately clear that more and more customers are
buying cars with the payment as the major decision factor. This makes it imperative that
payment discussion and agreement become part of the actual sale of the vehicle. It also
became clear that the salesperson must be able to address the payment issue during the
qualifying stage of the process.
Customers express a very negative opinion of the sales process when the payment question is
not answered quickly and honestly. Customers were very astute at recognizing any attempt to
avoid this question. Therefore, we need a method that allows for the salesperson to deal with
the payment question immediately. Even though this idea goes against much of the
conventional wisdom, the results are overwhelmingly in favor of a system that allows the
salesperson to openly address payments. The question is how do we do it?
Some surprisingly effective results came from using a simple method we found in some
dealerships that are consistent top performers in sales, customer satisfaction, and F&I
penetration and income. They provide a card for the salespeople or closers to use that gives
approximate payments for different amounts financed. In one example, the payments are based
on 9% A.P.R. for 48, 60, and 72 months for new vehicles and 12% A.P.R. for 36, 48, and 60

months for used. The card looks like the one below:

When the payment is discussed the salesperson tells the customer that this payment is based
on a standard rate and that the rate will vary depending on credit criteria. These payments do
not include additional products or services. (As you know, quoting a “loaded” payment has been
determined to be a deceptive practice).

This approach not only aided in sales closing ratios and satisfaction of the customer, but
resulted in higher penetrations and product sales for F&I. The other benefit was that the
customer had a realistic idea of their payment range and were closed faster, in higher ratios,
and with no negative effect on gross profit averages.
While many Sales Managers are dubious of this approach, it has resulted in very positive results
in the dealerships that use it. The results are below:

It is clear that some method of involving the customer in payment calculation and discussion
may be beneficial to the process. If you have questions about the testing and processes used,
call me. I’d be glad to share what we have learned in this area. What works for someone else
just might work for you.

Sep 12, 2009
Training. Some of us dread that word. I know, some of you view training the same way you do
going to the dentist. However, as professionals, we need to constantly hone our skills, get new
information, and add to our knowledge base to improve our performance and build our careers.
But training doesn’t need to be torture.
We have trained more F&I managers over the last 16 years than anybody in the country and
have learned what works and what doesn’t. I have also trained most of the F&I trainers out there
at one time or another. Some of the keys for effective training I try to get across to them are:
Make it fun. The best way to deliver a message and get it to stick is with humor.

Make it fast. We know from our research that a 4 or 5 hour session is the maximum time people
can retain information. (The old 8-5 and two hours of homework idea is nonsense).
Don’t embarrass anyone. We don’t do role playing in front of the group or videotaping in our
seminars. It doesn’t really do any good, (you never do what you role play when you actually get
back into your office, do you?), and it turns a lot of people off to training.
Make sure you know what you’re talking about. I hear more unfounded theory and opinion, (i.e.
baloney), coming out of some of the F&I training today than ever before. I guess if someone
wants to charge exorbitant fees, for several days of training, they have to think of something to
say.
Provide value for the money. We have always provided our training at a very low cost. I am
constantly told we don’t charge enough. One dealer was trying to decide which training to use
and asked another training company why Team One was so much cheaper. They told him “You
get what you pay for”. They’re right. With us you do. (By the way, we’re still the only F&I training
that offers a money back guarantee. No questions asked).
Finally, listen to your F&I managers. Ask them what they need and provide it. What we have
done is condense the very best ideas, tips, techniques, and strategies of the top F&I performers
in the country into our training. That’s why it works.

Sep 19, 2009
Yesterday, I was pleased to meet with Stuart Foster from Jarvis Cars, a multiline dealer chain in
Australia. He stopped to visit me in Phoenix, on his way to the convention in Orlando. It's
interesting to hear how well the Australian Government handled the Global Economic Crisis.
Rather than giving billions to corporations, they gave the money to people to spend. And they
did. Their economy is doing just fine, thank you. I wonder why our government didn't think of
that. Anyway, Stuart is a great guy and if you are going to the convention and get a chance to
meet him, say hello, he's a fascinating guy.
I've been talking to several agents and F&I product providers this week. We have a new
program for agents and product providers to provide ongoing training and a list of services for
their dealer clients. It brings to mind a topic that I have hit on before but bears repeating.
You probably have one or two agents that visit the dealership and sell you products. I suggest
that you take a look at some ways you can use those agents to help you do your job. They want
to serve you. After all, they don’t make money unless you sell their products. The support from
your agent can help you in some significant ways. Here are just a few:
1.

Training.

I know, some of you hate training. A lot of the training out there is boring, takes up your time,
costs way too much money, and a lot of it just rehashes the old “conventional wisdom”. That’s
why I try to make our training as entertaining as possible. But the fact is, you need training to
hone your skills and stay on the cutting edge of your profession. I have a lot of agents tell me
they provide training events and the F&I managers don’t show. Let your agent know you want
all the training you can get! When they offer training, take advantage of it. (If your agent or
product provider doesn't have a training program, ask them to go to www.teamonegroup.com

and click on the "Agents and Product Providers" icon. We can help them provide the most
productive F&I training in the country at a very manageable price).
2.

Make your agent your lobbyist.

I get questions all the time from F&I managers like “My Sales Manager does this”, “My General
Manager said that”, “The dealer thinks this”. A dealership is like a family. Everybody lives
together and once in a while you need an outsider to come in and help you communicate with
your fellow managers and your dealer. When your agent got your business, they established a
relationship with the dealer and management that has some credibility or they wouldn’t have the
account. Discuss what is going on in your store with your agent. Let them help you by telling the
dealer and management what you need. Sometimes they can get a point you have been trying
to get across for months through to the dealer in one meeting. Put them to work for you.
3.

Products

You need a range of products to offer. I constantly run across dealerships that only sell service
contracts and GAP and can’t figure out why they are not top performers. They never will be. I
don’t care how “strong’ the F&I manager is. You need a range of products to offer and our
process allows you to be successful with several products, not just one or two. Go over the
products your agent offers. Make sure you have at least four or five good products to sell. If your
agent doesn’t have them, tell them you want them. They’ll get them for you. Believe me.

Sep 26, 2009
Lately, I've been getting a kick out of listening to all the “experts” try to predict what’s going to
happen in the industry over the next few months. No one really knows what will happen in this
volatile economy, however we can look for some signs. One place to start is by simply asking
the consumers.
With that, I’ll share some interesting information with you that I came across this week. Because
of our intertwined relationship with the research group, I sometimes have access to information
that is not released publicly but is intended for the internal use of the contracting business
entities. Anything relating to the automobile industry gets, of course, my immediate attention.
Being careful not to disturb any proprietary relationships, I have been given limited permission
to share some information from a market survey that was just completed in September. This
survey was conducted for a financial entity, not the automobile business. The findings were not
designed to predict sales figures, but rather, financial intentions. Therefore, I don't offer it as
scientific market study, but rather as a tidbit of anecdotal information that we might want to pay
attention to.
Included in a battery of questions asked to a broad national demographic spectrum, (but mostly
middle income consumers), only two questions referred to buying a car.
Question 1. Do you have plans to purchase a car or truck in the near future?
Question 2. If yes, when do you plan to shop for a vehicle?
o Next 30 days
o 30-60 days

o 60-90 days
o 6 months – 1 year
These same questions were put to a similar group 120 days ago and the figures below show an
interesting shift in buyer intentions.
Question 1. Do you have plans to purchase a car or truck in the near future?
May 2009

Yes: 24%

September 2009

Yes: 46%

No: 76%
No: 54%

This is a significant shift in buyer intention, especially since the September survey was
conducted “post-clunker”.
Question 2. If so, when do you plan to start shopping for a vehicle?
Of those that answered in the affirmative to Question #1, they broke down like this:
o Next 30 days

16%

o 30-60 days

19%

o 60-90 days

24%

o 6 months – 1 year

61%

Now, the 61% that are thinking about buying 6 months or more in the future are probably not
relevant for us to think about. Who knows what will happen in 6 months?
However, what is relevant is the 59% who said they would start shopping in the next 90 days or
less. If nothing major changes in the economy, it seems there will be a lot of buyers coming into
the market in the months of October through December.
What does this mean to the F&I professional?
First, I know, I know... you are out of cars.. the weather will be bad... the salespeople are lazy...
your dog has fleas, etc. All true, but these are things we can’t control, (except for maybe the
fleas), and so we shouldn’t worry about them.
What we need to do is make sure we are ready for those people who do buy a car. Make sure
your attitude, demeanor, preparation, and professionalism are all intact. It just might get busy
this fall and you will want to maximize your income when it does.
I know you will. You're the "best of the best", without question.
I try not to forget what an old timer told me when I was a young sales manager and sales were
way off. I said to him jokingly one day, “I wonder if we’ll ever sell another car again”. He
chuckled knowingly and took me over to the front window of the dealership and said, “You see
all those cars going by on the highway? Every one of them is going to need to be replaced in
the next few years. They wear out. The key is to make sure we’re the ones who replace them”.
Get ready. They’re coming sooner or later.

Maybe sooner than you think. Let's show them how it's done in the fourth quarter!

Oct 03, 2009
I don't have to tell you it’s a little slow out there right now, everywhere. It happens. It’s the car
business. However, we have to remember that “This too shall pass”. Cycles come and go. But
how do we keep ourselves sharp and maintain the attitude and demeanor that creates success?
My Grandparents had a farm in Woodstock, Illinois. I used to spend some time there in the
summer when I was growing up. (Oh, oh, here comes one of George’s stories... C'mon, bear
with me, you’re not that busy).
Whenever you asked my Grandfather a question, he had all of these sayings he liked to use. He
would look off into some mystical place in the sky and say something profound like “Always
drink upstream from the herd” or “Anybody can be your friend but choose your enemies very
carefully”, or the one he liked to tell me a lot, “The harder you work, the luckier you get”. I
thought he must be the smartest man on earth to know all these things. The thing is, all these
years later I still remember every one of those old sayings. Go figure. Maybe that was his
intention.
This week, one of the old sayings he used came to mind while working with a new F&I manager.
It was “Luck is what happens when preparation meets opportunity.” (I thought that this was one
of his originals until I went to college and found out it came from the Roman philosopher Seneca
in the mid-1st century).
This new F&I manager is a young lady who has been in sales for about a year and got put into
the F&I office to “try it out”. Her General Manager, (one of our former top F&I pros), signed her
up for our online course and told her “Just do what George says”. He called me and asked if I
could answer any questions for her along the way and I gave him my cell number and told him
to have her call any time. She got the course and materials on Saturday and spent the weekend
completing the course on line. Monday she called me and we spent about 30 minutes going
over her questions and giving her some tips. She didn’t have any deals to do that day so she
said she was going to go over the online sections again. All of them.
Tuesday, no deals.
She called and I asked her if she was ready to try our process with a customer. She said she
thought so but she was going to practice with one of the salespeople to make sure she should
get through the presentation.
Wednesday. Her day off.
She called me in the morning and was going over the link we provide of the presentation, just to
get it down. The store did three deals that day and the GM handled the F&I.
Thursday.
She called and said that they had two deliveries coming in and she was going to handle them
on her own. I asked if she was ready and she said, “I think so. I practiced the presentation with
my husband several times on my day off. He really liked the way this worked. He said he would
buy the GAP and service contract if he were buying a car”.

Friday Morning.
I get an email: “George, I did three deals on Thursday:
Deal 1- Wouldn’t take GAP or Service Contract but got the big ProPac for $890
Deal 2- Cash but Wrap Service Contract and Etch. $920
Deal 3- Life, GAP, Service Contract, and ProPac. $2256
How did I do?"
Well, let’s see. $1355 Per Retail Unit on her first three F&I deals ever?
Just lucky? Maybe…
But then, just maybe, sometimes my Grandfather, (and Seneca), are right.
“Luck is what happens when preparation meets opportunity.”
Don’t you just love this business?

Oct 10, 2009
Congratulations! You’ve done it again! I’ve had a chance to review the preliminary numbers,
(not the complete scientific analysis, but close enough), from the Third Quarter and, as I
expected, our F&I Masters™ came through for their dealers with record setting performance,
even in the chaotic Third Quarter of 2009.
While we all experienced the “Cash for Clunkers” surge and the subsequent sales “hangover”,
you posted impressive numbers in PRU, % of penetrations, and overall cumulative scoring. We
want to congratulate our F&I Masters™, not only for their stellar performance, but their ability to
manage abrupt changes in the market with professionalism, good humor, and positive attitudes.
You are truly, the “Best of the Best”.
Another encouraging result from the Third Quarter was the impressive performance of some of
our brand new F&I managers. We have some rookies, (of course, using the program and
training you helped us to develop), nipping at your heels in performance results. (Don’t worry
though; they have a little ways to go to catch you).I would like to thank the F&I Masters™ who
have taken the time to help out some of those new people over the last several months. Your
input, suggestions, and support have helped guide some promising new F&I professionals on
the right road to productive careers. I think you have found, like I have, that it’s gratifying to help
a new person become successful. As they say, “A rising tide lifts all boats”. Thanks again.
Update: Team One Agent and F&I Product Provider Program
Many of you have contacted us to find out who the authorized Team One agent or product
provider in your region will be. We have informed those of you in regions where we have
brought on new support agencies. We are bringing on the best, top quality, regional support
agencies as they become available, and will let you know as soon as we make those
agreements. As you know, the support of a quality local agency is one of the keys to F&I
success. I will be launching the Iowa program next week and the Pennsylvania program the

week after. We’ll keep you informed as to upcoming dates. If you have a quality agent that you
feel might be a good fit for our program, have them visit our website at www.teamonegroup.com
for more information.
F&I Convention Update:
I thank you for the many inquiries as to whether I would conduct a Team One event this year at
the F&I Convention in Orlando. As those of you who attended know, I was unable to attend this
year due to a schedule conflict with a large dealer group I am committed to that could not
change their training dates. (I apologize, but supporting the dealers comes first, so I went there
instead of Orlando). However, I have contacted Gregory Arroyo at F&I Management and
Technology about putting on a public event at the convention next year in Las Vegas. I’ll let you
know. There’s lots of time to plan for next year.

Oct 17, 2009
Cash Conversion Techniques
Most of you are still getting a lot of cash buyers. Some of you report up to 50-60% of your
buyers paying cash. This, obviously, has an impact on your total F&I department's performance.
I've been working with, and tracking, the effectiveness of converting these cash buyers with
some of our top performing veterans. We've also closely monitored any cash conversion ideas
in the marketplace to see if there is anything that is working. The best we can find is the 20-25%
success rate that our cash process is producing. However, this 20-25% success rate can have a
significant impact on your numbers, if you use it. For a free review of our cash process, go to
http://www.teamonegroup.com/freecashprocess.html .
Free Compliance Guide
Need some compliance help? Unless they extend the date again, we’re all supposed to be in
compliance with all of the new rules by November. There are a whole bunch of companies
selling compliance programs out there and if you have bought one of them, you’re probably all
set. However, if you haven’t, you can get it from us for free. We have compiled a complete
Compliance Guide for 2009 that includes a Power Point© presentation you can use for your
mandatory training, a PDF guide that covers the new rules, and even a couple of easy to use
templates to generate the required written policy document. You can get it at:
www.teamonegroup.com/freecompliancepresentation.html

Oct 24, 2009
“The Less You Care About What They Buy, The More You’re Going To Sell”
Those of you who have seen me in live seminars have heard me use that phrase. I always
enjoy watching the reaction of F&I managers, newly exposed to our process, when I say that.
They give me a look that says I must be crazy. In our business, selling something is treated as a
life and death proposition. Therefore, the idea that we don’t care what the customer buys goes
against every fiber of our being.
So what is the point I’m trying to make by saying that?

In working with and developing top performing F&I departments, there a couple of things that
are critically important for the F&I professional to understand. First, the minute you give the
customer the impression that there’s something in it for you to sell them your products, you’re
fighting a losing battle. They will resist your efforts all the way through the process. Second, if
you try to push one of your F&I products over the others, you won’t sell any more of that product
and most certainly will sell less of the others.
I had the perfect example just a few weeks ago. (This example is used with permission, names
withheld).
Near the end of last month, I had a General Manager ask me to stop by one of our import
dealerships that has been using our process for a couple of years. He had hired an
experienced, veteran, F&I manager a month before and was puzzled by the difference in
performance of this new manager and his existing F&I manager, a relatively inexperienced
young lady that I had trained in our process six months before.
The young lady had posted a little over $1100 per retail unit delivered the previous month,
whereas, the newly hired veteran was just barely able to crack $600 per retail unit delivered.
When I went to the dealership I told the GM I was going to spend some time with the veteran
that was having trouble, (I already knew what the young lady was doing).
After several minutes of listening to his analysis of what the problems were, you know.. the
sales department was not doing things right, the customers all pay cash, etc., etc., I asked him
to show me how he was presenting his products. He said, “Look, I’m using a menu”. Then he
pulled out the standard four column, full color menu. Of course, the last column on the right
isolated the service contract. (I didn’t tell him that the menu he showed me was one of the old
ones we had developed, tested, and distributed in 1998).
He then went on to tell me that the performance numbers didn’t make any sense. He said he
thought he actually had a slightly higher service contract penetration percentage than the young
lady and he believed he was able to hold more reserve than she did. I said, “What about your
other products?” He replied, “Look, I get paid more on service contracts than anything and I
need to make some money”.
The charts below show the resulting balance of income these two F&I professionals produced.
As you can see, the young lady relied on, and presented equally, all of her available products
using our Package Option™ menu. She “didn’t care” which products her customers purchased.

The veteran, however, was concerned mainly with reserve and service contracts and “pushed”
those products. He fell into the trap of believing he could control what products the customers
bought.

You see, you will never be a top performer just selling reserve and service contracts. You know
how I know that? It’s because there are none. A relatively balanced income distribution of a
variety of products is one thing all top performers have in common.
So, what did we do with this guy? No problem. I convinced another dealership to let him attend
a private training session I held with their group a few days later. While he was skeptical of our
process, he started using it at the beginning of this month. I spoke to his GM this week and he’s
at about $980 per retail unit so far this month and climbing.
What do you think his income distribution pie looks like?

Nov 07, 2009
F&I Menu “Compliance”. Separating Fact from Fiction
Every so often, either some articles or features get published, with seemingly great authority,
about F&I compliance and the “rules” regarding F&I menus. Then a few software companies
come along to offer, for just a few hundred a month, to sell the dealer a menu program that is in
“compliance”.
I don’t have a problem with that until they use the scare tactics and phrases we’ve seen lately
like “possible criminal investigation” or “the only way to protect yourself” from some awful
consequence. They even get some alleged lawyer from somewhere to talk about “possible”
infringements or “potential” litigation problems. They make it all seem very complicated and
intimidating. Nonsense.
Since introducing F&I menus to the marketplace in the early 1990’s, we have monitored and
watched every enforcement action in the country involving automobile dealers. In the mid ‘90’s
we were, (and I believe still are), the only company that actually went to the Attorney General’s
enforcement attorneys in Washington to clarify the guidelines and have them review our
process in the development stages and give us their input and suggestions. As a result, we
have trained over 7000 managers since 1993 and never had one found out of compliance with
anyone using our F&I processes; yet, our process consistently produces the top performers in
the country.
But still the myths crop up. (A few months ago I had a young fellow from one of the larger F&I
product companies tell me and a dealer, with great authority, that their menu was more
“compliant” than ours. Of course what he didn’t know was that we had developed and licensed
the menu his company used over 10 years ago. I let his boss handle that one).
When you examine the enforcement actions against dealers they fall, in terms of the F&I
process, to two main categories: deceptive or unfair practices, and discrimination. So let’s
quickly clear up some myths.
Myth 1: Some menus are more compliant than others.
Fact: When someone tells you that, ask them, “In compliance with what?” You see, THERE
ARE NO RULES, ANYWHERE, REGARDING F&I MENUS. Whenever I ask one of the
compliance “gurus” what law, administrative directive, or court finding they base that their
opinion on, they have to admit there are none. A lot of this stuff is just made up to sell a product
or service to the dealers.

Myth 2. The F&I menu is a disclosure document and certain things have to be presented on it to
be compliant.
Fact: The F&I menu is, and always was, a sales tool, nothing more. There are no specific
requirements of disclosure that pertain to the F&I menu, any more than a sales brochure or wall
poster. It should never be considered a tool for meeting required disclosure rules. We may have
contributed to this myth becoming so common. When we developed the very first F&I menus for
several of the larger F&I product companies in the early ‘90’s, we used the words, “Consumer
Repayment Options, Mandatory Disclosure” on the menus. We still do. This wording has
apparently caused some amateur lawyers to attach all kinds of meanings to this statement. The
fact is, that wording has nothing to do with required disclosure rules. It has to do with
discrimination. You see, if you offer credit insurance and service agreements to one customer
who qualifies, and not to another who qualifies, that has been determined, in actual court cases
that dealers have lost or settled, to be discriminatory. Hence the phrase, “Mandatory
Disclosure”.
Myth 3. You have to use a menu to stay in compliance.
Fact: No.. you don’t. You are no more assured of being in compliance with any rule using a
menu, (even ours), than if you don’t. The F&I menu is a sales tool, not a compliance document.
I still know of some very good F&I managers, who are certainly in compliance, who choose not
to use any menu. (However, I am converting them, slowly, one by one, to our process. Not for
compliance but to increase their performance).
Myth 4. The bare payment has to be clearly disclosed on the menu.
Fact: Some menus have the bare payment quoted and some don’t. It’s a matter of choice and
opinion, not a rule. The compliance rules that some people try to apply here have to do with
“payment packing”. However, those rules apply to the way payments are quoted during the
actual sale of the vehicle. Quoting a payment to a customer that includes additional products,
when the terms of the payment and the fact that products are included are not disclosed, has
been determined to be a deceptive practice by the enforcement agencies. The way they catch
this is by posing as a customer and asking a salesman what the payment will be to buy a car.
They then pull out a HP pocket calculator, calculate the payment, and if undisclosed products
are in the payment quoted, you are in violation.
Side note: Some dealers say they don’t quote payments during the sale of the vehicle. If that’s
true, when do they quote the payment? The payments have to be quoted somewhere, right? If
the payments aren’t quoted before the customer is turned to F&I, then the F&I manager
becomes the closer and the “packing” rules apply. And the F&I numbers drop, every time.
Customers who don’t know their payment have not been sold anything yet. Period. When that
happens, besides killing your F&I numbers, the temptation for the F&I manager to violate the
payment packing rules is immense.
So, what’s the answer?
Simple. Don’t lie, cheat, deceive, or try to fool people into buying your products. We have never
seen an F&I manager get in trouble for telling the truth and disclosing everything. Those of you
who have attended our training know that we promote HONESTY as a strategy. It’s almost
unfair to use it on today’s consumer because it’s the one thing they are not prepared for. The
top performers in F&I have figured this out.

Any crook can steal money from people in the F&I office. That’s not strong. It’s weak. Strong is
when you are honest with the customers, do a professional presentation of your products,
(making a big giant back end in the process, of course), and they tell you on the way out,
“Thank you, this was the best experience we’ve ever had buying a car”.
Now that’s strong. Our F&I Masters™ do it every day.

Nov 14, 2009
Every indicator we measure in the marketplace is beginning to show some signs of of a fairly
significant, albeit gradual, comeback. There are promising indicators in new vehicle sales, but
especially in the late model used area where financing is the key to delivering units. As sales
start to make a comeback, you need to prepare for the reality of the resurging market and what
it takes to get the financing to deliver these units.
As you already know, one of the primary skills you need in the current market is finding out
which lenders are buying which deals and when. It seems that lenders financing availability is
moving in and out of the market, almost on a weekly basis. To maximize your ability to finance a
broad enough range of buyers, you need as broad a range of lenders as possible. It is well
worth your time to review your arsenal of lenders and tap into as many lenders in your region as
possible.
This month Applied Research did a survey of F&I professionals for recommendations of active
lenders. The results were divided into Prime and Sub-prime categories, with some lenders
crossing over into both categories.
Prime Lenders
As you might expect, many new vehicle dealers rely heavily on their manufacturers proprietary
lending arms. In addition, there were few surprises in the recommendations of prime lenders.
The most common listed were:
Bank of America US Bank Chase Wachovia Bank of the West
Subprime Lenders
In the subprime area the following lenders were recommended as "very active" by multiple
responses:

Capital One 888-396-2623 AmeriCredit 877 989 3205 Chase Custom (248) 524-0743
Nationwide Loans (888) 88-LOANS Drive Financial (see Santander below) Santander
www.santanderconsumerusa.com Reliable Finance www.reliableautofinance.com/dealer.html
There is also a very comprehensive list of active lenders, state by state, at:
http://www.autocreditexpress.net/resources/lenders/
Also, there is a printable PDF guide at: http://www.subprimenews.com/downloads/lenderdirectory.pdf

Be sure you have the sources you need to get on the comeback bandwagon. Make a few phone
calls. Get hooked up with some of these lenders.
You never know which one is going to buy that next "credit challenged" customer.

Nov 21, 2009
This is going to sound like some kind of Twitter report but bear with me, there's a point to this
story.
"Never be afraid to do something new. Remember, amateurs built the ark; professionals built
the titanic".
This week, I had my first group from Australia come to Newport Beach, CA for our 3 day F&I
Masters™ complete training course. While things are done a little differently down under, it is
amazing how similar the business is there. While they have been very successful in their F&I
departments, they came all this way to find out how to get better. The positive attitude of this
group and their willingness to improve were electrifying.
The week before, I got to spend two days training in a fairly large dealership near Flint,
Michigan. Now, we all know how hard the closing of factories and the economic "correction"
have hit the Flint, MI area. Yet, you would never know it by visiting this dealership. They have
figured out how to sell almost three hundred units per month and, while they have been doing a
pretty good job in F&I, they are looking to improve their performance. Without sharing anything
specific about how they are doing it, what impressed me was the positive, "let's do it", attitude of
everybody in the dealership, from the Dealer Principal on down to the gal that answers the
phone.
Currently, we have some of the better agents from around the country and Canada who are
committed to supporting their dealers with training. They are signing up for our ongoing training
program for local agencies to provide the best training for their dealer clients. Now, they are just
as affected by the economy as everyone else, yet they are recognizing that the business is
making a comeback and they are committing to helping their dealers improve their F&I
performance. Those are the kind of agents you want to be doing business with, believe me. The
"attitude" of these people is the most significant advantage I could identify that is creating their
success.
Recently, I spoke to a group of dealers holding a conference centered on making changes to
adjust to decreased unit sales and volumes. The primary areas discussed were in fixed
operations and ways to increase absorption percentages. (The percentage of dealer overhead
paid for by service, parts, and body shop, etc.).
As we reviewed the financial statement analysis for several dealers, the F&I department income
quickly became paramount in terms of profitability. In almost every case, there was a direct
correlation between Finance department success and dealership profitability. Yet, for many of
the dealers in attendance, they had not really made that connection.
I was asked by one of the dealers in attendance why I thought that correlation existed. I told him
that the Finance Department probably just reflects the management and attitude of the entire
dealership. Dealers with successful F&I operations tended to be successful in other
departments. However, our observation in the field seems to show that it is more than just that.

The message for F&I Masters™ is that your "attitude" can have a major impact on the total
dealership success, not just in terms of profit, but in other more subtle ways. There is insecurity
in the industry today, certainly in the dealership. In many cases, the F&I professional is seen by
fellow dealership managers and employees as having their “finger on the pulse” of what’s going
on in the industry. Think about it. You know more about the industry trends than almost anybody
in the store.
Your attitude, performance, and professionalism can have an impact on the entire dealership.
You can be a leader in guiding your dealership through the next year by setting the right
example. Whether they show it or not, your fellow employees and managers look to you for
leadership and confidence.
You are the, “Best of the Best”. Let your bearing and attitude reflect that. Be a leader. Show a
positive attitude today and watch how your fellow employees react. It's kind of fun.

Nov 28, 2009
Simple Things, But Significant Results
You know, it continues to amaze me how important some very simple things are in the F&I
process.
Recent Example: About nine months ago, we had a young lady attend one of our seminars and
she went back to the dealership and used the Package Option™ process, just the way I taught
her. One of the comments she made in her post training evaluation was that she really
appreciated the fact we didn’t make her role play in front of the group or get recorded on video.
While her initial few months production was stellar, (she even set some dealership F&I
performance records), after about three months her numbers started to drop off dramatically. I
have known her Dealer Principal for several years and he asked me to come by, just to see if I
could “pump her up” to the levels she had been producing right after the training.
When I went to the dealership, I asked her what she was doing differently. She went through her
presentation with me and everything seemed just fine and she was very comfortable with the
process. While we were meeting, she had a deal coming in so I got out of her office to watch
and observe.
The first thing that struck me was the obvious tension she started to display as it got closer to
the time to see the customers. Now, a little elevation of tension before a deal is common among
some very good F&I managers, but this was much more obvious and pronounced. As I watched
her prepare for the customer, all of a sudden she got up, marched, (and I mean marched),
stiffly, out to the salesman’s desk, and started talking to the customers. After a couple of
minutes, she brought them to the F&I office and completed the Package Option™ menu, the
paperwork, and away they went.
While observing, I noticed some unusual body language from the customers. They never
seemed to relax and settle down the way they normally do when our process is used. After they
left, I asked her why she seemed a little tense before starting with the customer. She said that
she was a little embarrassed to tell me, and didn’t want to sound “weak”, but she was very
uncomfortable having to walk out there on the showroom floor, in front of everybody, to greet
the customers. She said she dreaded it every time she had to do it. So I asked her, “Then why

do you do it? Why not just have them brought to your office by the salesman and have them use
the introduction we taught you at the seminar?”
Well, the GSM had been an F&I manager years ago and he had been to some training class
that said it was “very, very” important to go out to the showroom to “meet and greet” the
customers and then bring them to your office. (Note: That idea came out of the old World
Service Life Insurance F&I School Handbook of 1965.. no kidding). Three months after our
seminar, he told her she had to do it that way because that’s how you’re “supposed” to do it.
Now to solve this problem, I had to first convince the GSM to change the way they did things.
Having once, myself, been a GSM, I knew I had to handle this with great care. I sat down with
him and we shared some war stories from the “old days” of F&I when what we called
“techniques” are now called “felonies”. We had a few laughs, and I got him to agree to let us
have the salespeople bring the customers to the F&I office with a simple introduction that I
would be glad to show them in the sales meeting. We changed the process at the following
morning’s sales meeting.
Result: The following month this young lady’s income per retail unit jumped to over $900 PRU,
an increase of over $300 per unit and after three months it went to over $1100, an increase of
over $500 per car. And we changed nothing but the introduction to the F&I office.
The point here is that if somebody tells you to do something that doesn’t feel comfortable to you,
it’s probably not right for you. While going out to greet the customer might be okay for one
person, it was killing this young lady’s numbers. Remember, some of these “hard and fast” rules
that float around the industry are just “old school” nonsense to begin with anyway.
“What do I do?” you say. “If my boss says to do it, I have to do it”.
You’re right. You may not be able to solve the problem. This is where you get help from your
agent or product representative. If you want or need something changed, talk to them. They
want to help and they must have some credibility with your boss or they wouldn’t have the
account to begin with. They know the business and what’s working in your area. That’s one of
the reasons we work through General Agents whenever possible. They can come in and help
you the way we did this young lady. I can tell you that the top performing F&I managers never
hesitate to ask their agent for help. The folks stuck at $5-600 per car never seem to ask.
Talk to your agent. Let them help you. You, and they, will be glad you did.

Dec 12, 2009
Top 10 F&I Excuses for 2009
Didn’t do as well as you would have liked in 2009? Well, you’re not alone. However, 2009 is
almost over and I suggest you start thinking about how to make 2010 a better year. There are a
lot of probably very valid reasons to complain about the industry, however, the way you think
and act is going to determine your success in the coming year. Let’s take a look at the top
complaints I have heard this year and how we can help you deal with these issues for 2010.
Number 10. The lenders are capping all my deals and won’t let me sell any products.

Solution: Because of the current credit crisis, lenders are under a lot of scrutiny. They are trying
to limit their exposure to defaults. The least important thing on their minds is whether or not you
make any money. It’s not their problem, it’s yours. You need help with this one from your Dealer
or General Manager. Here’s what you do. Rather than complaining to your boss about capping,
keep a detailed log of the deals that are capped, make a note of how much income was lost
because of it, and then present this information to your Dealer Principal or General Manager at
the end of the month. Don’t whine, just give them the numbers. You see, the lenders do have
some flexibility here and a call or a meeting with your boss is sometimes all it takes to get them
to loosen up on capping. The lenders need your business but they will cap your products as
long as they feel they can get away with it. Many times your boss can fix this. Money always
talks.
Number 9. I can’t get any of these people bought.
Solution: Right now, it seems that lenders are coming in and out of the market on a daily basis.
They tighten up their buying one month and loosen it up the next. If you need a wider range of
financing sources there are resources you can use. There is a complete, state by state listing of
lenders at http://www.autocreditexpress.net/resources/lenders/ and another list at
http://www.subprimenews.com/downloads/lender-directory.pdf Go to these sites and get hooked
up with some more lenders. They just might have the money you need.
Number 8. We don’t have the right inventory for these buyers to get financing.
Solution: There is no question that the right inventory is essential in the current lending market.
However, you need to get involved. Have you told the GM and Used Car Manager what cars
you need? Have you gone to the auction with the buyer and pointed out the kind of inventory the
lenders are looking for? Have a meeting with whoever buys the cars for your store and give
them some guidelines. They certainly want to buy cars that can be easily financed. You just
need to take an active role and let them know which units those are.
Number 7. The sales department isn’t turning people over to me at the time of the sale.
Solution: Doggone those salespeople. Right? C’mon, you don’t run the sales department. The
Sales Managers do. If they aren’t turning people over to you it’s because they don’t have to.
Here’s the way to solve this. It’s all about money. As we suggested in the capping solution, you
need to keep a log. Every time someone isn’t turned to you, make a note of it on your log. Then,
at the end of the month, multiply those people you didn’t see by your average income per
financed deal. Then show your Dealer or General Manager the potential income lost, simply
because they weren’t turned to you at the time of the sale. Believe me; the numbers will speak
for themselves. The problem will get solved.
Number 6. You don’t understand, our customers are different here.
Solution: I hear this all the time. The problem is that almost every time I hear this, I know of a
dealership within a 5 iron distance that is producing more, sometimes double, the F&I income
per retail unit delivered. I wrote an article on this not long ago. You can read it at
http://www.teamonegroup.com/Sometimesjustinyourhesad.html. The article speaks for itself.
Number 5. My pay plan stinks.
Solution: If you can get your Dealer to give you more money, great. However, this year the
dealers aren’t making a lot of money either and that may be a challenge. What can you do? One
of my favorite quotes from one of our top F&I performers at a seminar was “Give me a pay plan

and I’ll give myself a raise”. We work on commission. Sell more stuff, make more money.
However, you need a process that will do that for you. More on that below.
Number 4. These products are too expensive. People won’t buy them.
Solution: Let’s face it. F&I products are expensive. They need to be to pay for the benefits that
they provide. However, the way in which you present them is the key. You have heard me
discuss the futility of trying to “sell” or “create value” when presenting F&I products. F&I is not as
much a “selling” process as it is a scientific one. Evoking the proper “Psycho-neuro” response is
the result of a carefully structured process. That’s why, if the current numbers hold up, we will
have produced 92 of the top 100 F&I managers in the country by the end of this year. Top F&I
performance isn’t about weak and strong; it’s about smart and dumb. We have that process.
Number 3. I’d like to learn your system but my dealer won’t pay for training right now.
Solution: Let’s face it; your dealer is watching their money carefully right now. And if they have
ever paid $2-3000 to send somebody to an F&I school and not seen any improvement in the
F&I income, they aren’t going to spend precious money on that. It’s a common problem right
now and that’s why we provide our training and processes at the lowest possible cost. If your
dealer is hesitant to pay for training, talk to the agent that sells you your F&I products. Tell them
you want some training. They will be willing to help you. After all, if you sell more of their
products, they make more money. Shoot, you can start with our online training for only $199. If
your dealer or agent won’t pay for it, pay for it yourself. If you don’t see immediate, measurable
results using the methods we teach you there, we’ll refund the $199, no questions asked.
Number 2. I hate training.
Solution: I understand. Especially if they do videotaping and role playing in front of the group.
And the training you have gotten may have been boring and ineffective. That’s why I try to make
our training lively, fun, and most importantly, effective. However, you can’t rationally expect to
improve your results doing everything the same way you’ve been doing it. My Dad had an old
farm saying I’ve never forgotten. It was “Learn something new today or you’ll be just as
uneducated tomorrow as you were yesterday”.
..And The Number 1 Excuse For 2009.. ..We aren’t selling enough cars.
Solution: This is certainly the most common complaint for this year. And it’s also the most
frustrating because we can’t do much about it. We don’t control the number of units sold, the
sales department does. So let’s talk about what we do control.
Look at this example:
Let’s say that a dealership normally sells 150 units per month. However, due to the economy,
they are only selling 100 per month right now. But wait, the F&I manager figures out how to
increase the F&I Income Per Retail Unit by 50%, (Our average increase after training is 63%). Is
that not, for the sake of your paycheck, the same as selling that 150 units?
The answer for 2010 is to hone your skills, keep a positive attitude, (remember to be grateful
that you still have a job), and do your best every day. We are always there to help in any way
we can. And we can give you the tools you need to be successful. No excuses, just results.

Dec 19, 2009
Happy Holidays! Since this is a time when we all come together to focus on our family and the
good things about our lives, I was thinking about the good things that my second family, (people
in the retail automobile business), have shown throughout 2009. In every segment of the
industry, I can see that many good things have come out of a challenging year.
From Dealers:
The dealers that survived the past couple of years have become much better at running their
stores. They’ve had to. They are watching their expenditures more carefully, managing their
inventory more competently, creating a higher absorption rate by focusing on their parts and
service departments, and have become much better business operators. They have also
learned that they are the backbone of the retail automobile industry, not some bankrupt,
government funded manufacturer, foreign supplier, or the bureaucrats in Washington D.C. They
are the front line and they are showing it.
From Manufacturers:
The manufacturers of automobiles are being forced, whether they like it or not, to start
producing the vehicles that the public wants and that the dealers can sell. Dealers aren’t going
to pay for and stock a bunch of cars that no one will buy anymore. The public will not be force
fed cars they don’t want and the dealers, (the manufacturer’s real customers, they buy the cars),
won’t buy them. If the manufacturers want to stay in business, they have to give the market the
product it wants. And so they will.
From F&I Agents:
Boy, this year has really shown us who the quality F&I product agents are. I am proud to say we
support a fantastic network of agents across the US and Canada. This year these agents have,
in spite of huge decreases in their income, committed to doing all they can to help their dealer
clients through a rough period. In spite of diminished commissions, they have focused on
providing training and support to their dealers, even though I’m sure they sometimes have to go
deep into their own pockets to do it. They are in the dealerships providing the support, training,
and service that we have found to be a critical leg of F&I success. These are the good ones.
And the dealers won’t forget it.
We will be expanding our network of agents in the first few months of 2010 and we will be letting
you know who they are. I promise you that if an agent joins the Team One training network, they
have proven to be one of the “good” ones and can be relied upon to work for your best interests.
And finally, F&I Managers:
I have never been more impressed than I was this year by the F&I Professionals we train and
work with. And I mean professionals.
In spite of decreasing unit sales, tightened lending practices, cumbersome government
programs, a flood of cash buyers, and pressure to make ends meet for their families, these
people have shown the personal character to not only maintain the profits their dealers need to
survive, but have taken the time and initiative to improve and maximize their skills and
performance. Their diligence and dedication to their job proves that our industry has attracted,
and maintains, a quality of talented personnel that is the envy of the retail marketplace.

I thank you for letting us be part of your support structure and share in your success.
To you and yours, have a wonderful Holiday

12/26/09
A New Year's Resolution for F&I Managers
First, I hope you had a wonderful Holiday with your family and friends. But now Christmas is
over and so is 2009, (almost), and 2010 is upon us.
Happy New Year!
There, now that I've given you the standard Happy New Year greeting, let's start thinking about
how you are actually going to create a Happy New Year.
It is traditional for many of us to make New Year's resolutions. These promises we make usually
involve bettering ourselves in some way or imposing some new discipline that will make our
lives better. Sometimes we keep those resolutions, but mostly we don't. Why? It's because one
of the greatest forces on earth is the ability of people to resist change. However, we all know
that, by definition, we have to change something to improve it, whatever it is.
I have two quotes on little signs in my office to remind me of that fact. One says, "Never Marry
an Idea", a concept I've learned to be critically important to progress. The other one says: "The
definition of insanity: Doing everything the same way and expecting a different result".
Since first introducing the concept of F&I menus to the marketplace in the early 1990's, our
research and process development philosophy has been to remain open to every idea, no
matter how it differs from the "conventional wisdom". We do this is by testing every new idea,
measuring the results, and developing our training and processes around what we learn from it.
That is how we developed the F&I menus you see being sold today. It is also how we produce
the top F&I performers in the country, year after year.
But to accomplish any meaningful improvements in F&I performance, we had to change almost
everything about the F&I process. Buying a menu software program won't do much of anything
for you. The menu document itself is only a small part of the techniques and process that create
top F&I performance. There's much more to it than just a menu.
In developing F&I best practices, we had to convince "real world" F&I managers to try new and
radically different techniques and philosophies. That's not as easy as it sounds. F&I managers
are as resistant to change as everyone else. However, it always seemed to be that the F&I
managers who were already top performers were the ones that were willing to try new ideas.
The poorest performers tended to cling to the methods they were using that were not working
for them.
I'm going to suggest, what I think, would be a valuable New Year's resolution for you to think
about:
"In 2010 I will change something.. better yet, several things..
..or maybe really shake things up and change the way I do the whole process".

Why would I suggest such a resolution for 2010?
Simple. If you are willing to change the way you do things, you can change the results. We can
show you what the top F&I performers in the country are doing, and, if you do what they are
doing, you will get similar results. These people aren't superstars. They will be the first to tell
you that. They are regular folks like you and I, normal, everyday people who have been willing
to adopt and apply new ideas and methods.
We have the formula for F&I success. You just need to let us show you how to make the
changes that it requires to take advantage it. Let me know when you're ready. I look forward to
working with those F&I professionals that want to make 2010 their best year ever.
Have a happy and safe New Year's celebration and please, be careful out there.

Jan 02, 2010
Goal Setting in F&I
It's very trendy these days to set goals. From career goals to personal wealth to getting in better
shape, goal setting ideas and suggestions are everywhere. Every life coach and motivational
trainer that sells a set of DVD's will tell you that you have to set goals to be successful.
But how do we set goals for 2010 in the F&I office?
I mean, you can say "I want to make more money this year", but the fact is that you don't have
much control over the factors that will have the biggest impact on your income. You don't control
the economy. You don't control how many cars are going to be sold this year. Once we accept
those truths, how do we set goals for 2010?
One of the keys to F&I success is learning to accept the things we cannot change and focus on
the things we do control.
We can take a clue from the relatively unknown 37 year old Korean golfer, Y.E. Yang, who did
the seemingly impossible by coming from behind on the final day to beat the "unbeatable" Tiger
Woods in the 2009 PGA Championship. (Tiger was 14 for 14 when leading on the last day of a
major tournament). When asked afterward what career goals he had set for himself, Yang
replied "My only goal this year was to maybe get a top 10 finish in a tournament". He had no
clue that he might end up being the PGA Champion. But when he was asked how he
accomplished this amazing feat he said "I didn't really have a strategy. I couldn't control what
Tiger did. So all I did was make sure I focused on every shot, one at a time. I didn't think about
anything else". Sometimes there is genius in simplicity.
There is a key thought for us there. Rather than thinking about all of the factors that we can't
control, we can set ourselves the goal of focusing on the customers we do see, one at a time.
One of your goals for 2010 can be to maximize your skills and then keep your focus on the
customer that's right in front of you. F&I has a set of fundamental techniques and a process that
we can teach you. But, like golf, performance at the highest levels is 20% fundamentals and
80% mental. Those of you who have attended our training may have noticed that I spend a lot of
time on the mental side of the F&I process. It's because I have found that the difference

between top F&I performance and mediocre results has a lot to do with the mindset and attitude
of the F&I manager.
Make sure you are not influenced by outside factors when dealing with your next customer.
Focus on the job at hand, give your best effort every time, and the rest will take care of itself.
Believe me, that's how the top F&I managers in the country approach the job. They create top
performance, one customer at a time.
What are my goals for 2010? My goal is to produce as many top F&I performers as I can this
year. And I'm going to do it, one F&I manager at a time.

