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Every legal practitioner today has likely interact-
ed with the American Arbitration Association
AAA or at the very least has heard of the vari-
ous alternative dispute resolution services the
AAA provides. Traditionally, the AAA’s role in
the alternative dispute resolution process is to
administer a case from its initial filing until the
matter’s conclusion. In the realm of consumer
arbitrations, however, the AAA has implement-
ed a rule change that provides the organization
with a proactive role in ensuring due process
compliance in the arbitration process before
a case is ever filed. Dealer attorneys should be
aware of this rule change as large finance and
lease companies that do business with dealers

are probable participants in this program.

Rule Change

As of September 1, 2014, the AAA implemented
Rule 12: Business Notification and Publicly-
Accessible Consumer Clause Registry. The new
rule requires all businesses that use AAA Rules
in a consumer contract' to jump through a
number of procedural and financial hoops
before the business can invoke the power of
the AAA to arbitrate a dispute.
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The Cost of Doing Business:
The AAA’s New Consumer Clause

Registry and Due Process Compliance

Michael Dommermuth, Fairfield and Woods, P.C.
Sarah Millard, Fairfield and Woods, RC.

Also on September 1, 2014, the AAA cre-
ated the Consumer Clause Registry (“Registry”).
The Registry contains a list of businesses that
submitted their consumer arbitration clauses
to the AAA, which the AAA has determined
substantially and materially comply with the
due process standards of the AAA Consumer
Due Process Protocol (“Protocol”). The Registry
is publicly available and searchable. It contains
the name of the business, its address, and its con-
sumer arbitration clause, along with any related
documents deemed necessary and appropriate
for inclusion by the AAA. The intent behind
the Registry is to provide a searchable database
for a consumer to determine if the AAA has
reviewed a consumer arbitration clause and will

administer an arbitration.

New Fees

The AAA’s new rule change is a costly propo-
sition. When a business submits a consumer
contract to the AAA for review of the contract’s
arbitration clause, each submission requires a
nonrefundable fee. The fee is currently $650
for review for due process compliance and to

maintain the clause on the Registry through

U'The AAA defines a consumer agreement as an agreement between an individual consumer and a business where the
business has a standardized, systematic application of arbitration clauses with customers and where the terms and condi-

tions of the purchase of standardized, consumable goods or services are non-negotiable or primarily non-negotiable in

most or all of its terms, conditions, features, or choices. The product or service must be for personal or houschold use.
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2015. For those businesses submitting an ar-
bitration clause at any time within the 2015
calendar year, the cost of reviewing the clause
and maintaining the clause on the Registry is
$500. In subsequent years an annual fee of
$500 will be charged to maintain a previously
approved and included clause in the Registry.

The rules are silent with regard to the cost
to register a new clause after 2015, and the
language of Rule 12 provides no protection
against future increases to these costs for new
clauses. The AAA has stated that, if after re-
view, it determines there is a Protocol viola-
tion, it will notify the business and provide
an opportunity to revise the clause. Revision

does not require any additional fee.

Failure to Register Arbitration Clause
Rule 12 requires businesses around the coun-
try to register all consumer contracts that use

AAA arbitration rules. If a business uses a con-

sumer contract that invokes the AAA Rules,
but the business failed to register the clause,
the AAA will still administer the arbitration,
but the business must pay a $250 expedited
review fee in addition to the standard fee. The
AAA will refuse to administer consumer ar-
bitrations arising out of an arbitration clause
invoking AAA Rules if the business fails to pay
the review fee.

For any arbitration clause previously includ-
ed in the Registry, the AAA requires the clause
to be resubmitted for review when there is any
change, addition, deletion, or amendment that
is not considered “de minimis”. The Rule does
not define what constitutes a “de minimis”
change. Resubmission of a clause will incur
another $500 review fee. Accordingly, a pru-
dent business will ensure that any arbitration
clause is fully inclusive of all issues and in final
form prior to submission such that only one

clause need be submitted.

Registering a Clause in a Form
Arbitration Agreement

Many commercial and consumer businesses
use arbitration agreements included in forms.
For example, many finance companies use the
same Retail Installment Sale Contract. To the
extent the form will apply to any consumer
transaction, each dealership must register the
provision with the AAA, even if the form pro-
vider previously had the arbitration provision
approved by the AAA.

Ensuring Your Arbitration Clause

Meets the AAA Due Process Standards
One of the motivations behind the new
Registry is to ensure all consumer arbitrations
invoking AAA Rules follow the Protocol. The
AAA sets forth fifteen guiding principles in its
Protocol. These principles, described below,
should be considered when drafting any ar-

bitration clause.

Most Dealerships can afford to have a Risk Management Department...

they just choose not to...

Leaving your Dealership's Risk Management Program to chance and trusting you have the right coverage... is like
throwing a "Hail Mary" pass... every day. You hope things turn out right...

Securing the right Insurance coverage before the claim occurs is CRITICAL... because
an uninsured/underinsured loss can be a financial DISASTER!

e Uninsured Losses

e Improper Coverage Forms

* Inadequate Umbrella Limits

DRS offers a full Risk Management Program for Dealerships:

* Review of Policy Limits & Coverage

» Market Analysis & Strategies

» Program Marketing to Insurers

* Claims Analysis & Trending

* Development of Specifications

* Loss Control Program Development |

* Claims Handling & Reviews

Our experience provides us with a unique perspective on Dealership insurance. We understand how policies are rated
and have spent 30 years dealing with company underwriters and claims adjusters. Together we can make sure you
have the correct coverage for the most competitive price.

Dealer Risk Services

Est. 1968 ® Program Developers / Risk Managers / Educators / Advisors
sgibson@dealerriskservices.com
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In both public and private communica-
tions, many NADC members expressed dis-
satisfaction with AAA arbitrations. The pri-
mary objection, as expressed to the author,
has been the perceived excessive cost. Even
if the drafter of the consumer arbitration
clause elects to select a different arbitration
provider, some attention should be paid to
the Protocol’s principles to avoid due process

challenges.

Principle 1. Fundamentally Fair Process. This
principle acknowledges that the arbitration,
and any dispute resolution process, should
be fundamentally fair to all participants. “As
embodiments of fundamental fairness, [the
following] Principles should be observed in

structuring ADR Programs.”

Principle 2. Access to Information Regarding
ADR Program. At the time of contracting,
the business should make reasonable efforts
to ensure that the consumer is fully aware of
all information regarding the business’s con-
sumer ADR programs. The business should
consider including: (1) clear and adequate no-
tice regarding the ADR provisions, including
whether participation in the ADR Program is
mandatory or voluntary; and (2) a vehicle to
obtain additional information regarding the
ADR Program. The goal is to provide the con-
sumer with access to all information necessary

for effective participation in the ADR process.

Principle 3. Independent and Impartial
Neutral; Independent Administration. Due pro-
cess requires a fair, independent, and impartial
neutral process; however, the requirement is
broader in scope than simply selecting a neu-
tral decision-maker. The AAA suggests that an
independent ADR institution, like the AAA,
should administer mandatory ADR programs.
Administrative services provided by the inde-
pendent ADR institution should include: 1)
maintenance of a panel of prospective neutrals;
2) facilitation of neutral selection; 3) collec-
tion and distribution of the neutral’s fees and
expenses; 4) oversight and implementation
of ADR rules and procedures; and 5) general
oversight and monitoring of neutrals, includ-

ing the neutrals’ qualifications, performance,
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and adherence to pertinent rules, procedures,
and ethical standards.

Both the consumer and business should
have an equal voice in the selection of the
neutral. The neutral also has an ongoing
disclosure obligation to inform the ADR ad-
ministrator of any bias or circumstance that
could affect his or her impartiality. The ADR
administrator determines whether or not the
neutral should be disqualified and informs the

parties of its decision.

Principle 4. Quality and Competence of
Neutrals. The ADR institution should main-
tain a pool of highly-qualified ADR profes-
sionals and should implement a review process
to ensure neutrals are adhering to all perfor-

mance standards.

Principle 5. Small Claims. If a claim falls with-
in the jurisdictional limits of a small claims
court, consumer ADR agreements should be
clear that all parties retain the right to seek

relief in such courts.

Principle 6. Reasonable Cost. The costs of ad-
ministering a dispute should be reasonable in
relation to the size and nature of the claim, the
nature of goods or services provided, and the
ability of the consumer to pay. Additionally,
the ADR administrator should fashion fee
arrangements with all of its neutrals and all
payment should be handled through the ADR

administrator.

Principle 7. Reasonably Convenient Location.
The ADR proceedings should be hosted at a
location convenient for both parties. If the
parties are unable to agree on a convenient
location, the neutral should have the power

to assign the location.

Principle 8. Reasonable Time Limits. ADR
proceedings should occur without undue
delay. The rules selected to govern the ADR
process should establish specific time periods
for each step of the process. It is also important
to include a default procedure, should a party
fail to participate in the ADR process after

reasonable and sufficient notice.

Principle 9. Right to Representation. The ADR

rules and procedures should inform all parties

of their right to representation at their own

expense.

Principle 10. Mediation. Just like the tradi-
tional court system, mediation is encouraged
in the realm of ADR as a means of assisting

parties to resolve their own disputes.

Principle 11. Agreements to Arbitrate. This
principle reiterates the standards set forth in
Principles 2 and 5. Businesses must provide
consumers with: 1) clear and adequate no-
tice of the arbitration provision and its con-
sequences, 7.¢., whether arbitration is man-
datory or optional; 2) reasonable access to
information regarding the arbitration process,
including the difference between arbitration
and court, related costs, and direction to full
arbitration procedures; 3) notice of the option
to use small claims courts, where applicable;
and 4) notice, clearly stated, of the means by
which the consumer may choose between ar-

bitration or a traditional court proceeding.

Principle 12. Arbitration Hearings. Each
party must have adequate notice of hearings
as well as an opportunity to present all rel-
evant evidence to the neutral decision-maker.
Depending upon the case, telephonic hear-
ings may be appropriate. However, the neutral
should have discretion to require a face-to-face
hearing upon request of either party. Hearings
will be kept private and confidential to the

extent permitted by law.

Principle 13. Access to Information. Similar
to the discovery process utilized in traditional
courts, consumer ADR agreements should es-
tablish procedures for arbitrator-supervised
exchange of information prior to arbitra-
tion, bearing in mind the expedited nature

of arbitration.

Principle 14. Arbitral Remedies. The arbitra-
tor must be vested with the power to grant any
relief that would be available in court, under

either the provisions of law or equity.

Principle 15. Arbitration Awards. If desired,
agreements to arbitrate should note that the
arbitrator’s award is final and binding, sub-
ject to review in accordance with applicable

statutes governing arbitration awards. In issu-
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ing the arbitration award, the decision-maker
should apply any identified, pertinent contract
terms, statutes, and legal precedents. Finally,
at the request of either party, the arbitrator
should provide a written explanation of the
basis for the award. The request for a writ-
ten opinion should be discussed prior to the
arbitration hearing.

Implicit in the AAA’s use of the term prin-
ciple, there are no absolute rules that consis-
tently apply to every case. A consumer arbitra-
tion clause must reflect the aforementioned
principles while also allowing flexibility to

adapt to the demands of a particular case.

Registration of a Consumer
Arbitration Clause

First, identify which of the business’s con-
sumer agreements or contracts contains a
dispute resolution provision designating the

AAA Consumer Rules or referencing to the

AAA Rules. If alternative arbitration language
exists in various agreements, consider choos-
ing just one version in order to streamline the
registration process and reduce costs. In this
circumstance, the business should submit the
single arbitration clause and also note (either
in the cover sheet to the clause or on the clause
itself) to which contracts the clause applies.
If registered in this manner, only one fee and
registration would be required. Alternatively,
each individual clause could be submitted and
registered separately, with a registration fee
applied to each clause.

Next, notify the AAA of the existence of
such a consumer contract or of the busi-
ness’s intention to include a dispute resolu-
tion provision designating the AAA Rules in
a consumer contract. The AAA recommends
such notice at least thirty (30) days before the
planned effective date of the contract. There

are two methods for submitting the consumer

agreement containing the arbitration clause

for review:

1) via email at:
consumerreview@adr.org; or
2) via the website at:

www.adr.org/consumerclauseregistry.

The “Register Now or Wait” Debate

Businesses must individually determine wheth-
er to register an AAA arbitration clause pro-
actively or take the gamble that no demand is
made under the arbitration clause. Regardless
of the decision, however, it is imperative that
businesses incorporate or at least consider the
fifteen principles set forth above in any con-
sumer arbitration agreement to ensure due
process compliance and enforceability as well

as to protect themselves and their customers. ®

NADC

Welcomes New Members

Associate Members Full Members

Harco National Insurance Steven Dever 80
Company Ganley Auto Group
Jim Doyle Cleveland, OH

Rolling Meadows, IL

David Donovan

MD Johnson, Inc. Watts, Donovan & Tilley
Mark D. Johnson Little Rock, AR
Enumclaw, WA
Christopher Kottke
Premier Data Management, LLC Kottke Law Firm, plc
Kenneth Wible Prescott, AZ
Pottstown, PA
Fellow Members
Susan Bieber
Greater NY Automobile
E Dealers Association
mh Whitestone, NY
Mark Tomasik
DP Fox Ventures, L.L.C.
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Grand Rapids, MI

NATIONAL RESOURCES + Aedicated selationshins

Dealer Services Professionals

Top Dealers in the Country
20+ Partners Dedicated to Dealer Services
Years Serving Dealers Nationwide

With stats like that,
ond concevns like these...

Buy Sells / Due Diligence - Dealership
Mergers & Acquisition Activity
Business Valuations & Litigation Support

Shoulan't we Be Talking?

dhgllp.com/dealerships | 877.DLR.CPAS | dsg@dhgllp.com
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President’s Message

Oren Tasini
Haile, Shaw & Pfaffenberger, P.A.
NADC President

It was a pleasure to see you all in Chicago.
Once again, we had a great program and set
a new attendance record for our Fall Con-
ference. Our organization continues to add
new members and the level of engagement
of our members makes the NADC one of my
most useful resources in enhancing value for
my clients. I hope that you all feel the same
way.

The Board approved the NADC strategic
plan which is posted on our website for your
review. Our main objectives are to increase
the visibility of the NADC and to enhance
the value proposition for existing members.
The plan will take some time to implement,
but we will begin the process before the end

of the year.

A great thanks to our sponsors of the
Fall Conference. Without their generos-
ity we would not be able to put on such a
high quality program in such a high quality
venue. Also a great thanks to our Executive
Director Erin Murphy and her staff for put-
ting together our Fall Conference. It is nice
to know that I never have to sweat the de-
tails, as she always does.

The speakers at the Fall Conference did
an excellent job! All NADC educational
programs rely on members” suggestions for
topics and speakers. If you have a suggested
session and/or topic you think should be
covered at future meetings please email Erin
Murphy at emurphy@dealercounsel.com.
If you are interested in speaking at future
conferences please send Erin a presentation
proposal to include session topic, session
title, proposed speakers, proposed length of
time and a brief description of the session.
I encourage you to submit your suggestions
soon, as we will begin planning for the April
Conference this November.

I look forward to seeing all of you in April
at the Montage in Laguna Beach for our
11th Annual NADC Member Conference.
This will be my last meeting as President of
the organization, and I am deeply honored
to have been given the privilege to serve as

your President. ®

Save the Dates

NADC

webinar

November 4, 2014

Cyber Crime Trends —a State of the Union
Mark A. Eich, CPA, CISA, Principal
Information Security, CliftonLarsonAllen LLP
2:00 - 3:30 PM EST

Eligibile for 90 minutes of CLE credits pending state approval.
Register at: www.dealercounsel.com

April 26-28, 2015

11* Annual NADC Member Conference
The Montage Resort

Laguna Beach, CA
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Sponsors

ANDERSON
ECONOMIC
GROUP

Smart in your world®

Arent Fox

BMO 2 Harris Bank

(’5‘7;CounselorLibrary®

MDMZW Risk Services

(15
“r
DIXON HUGHES GOODMAN
DEALER SE

PERFORMANCE + 4

FONTANA

MOSS-ADAMS ..»
Certified Public Accountants
Business Consultants

Building Wealth for America’s Auto Dealers

ROSENFIELD SYeteXM

TRADINONAL VALUES |

BIN

OCTOBER 2014 < PAGE 5



Alan J. Skobin, Galpin Auto Group

A hi-tech version of an old crime is percolating to the surface of the
auto industry. The barriers to entry are few...under $1,000 and a
criminal mind can set someone up in business. Few of your dealer
clients are even aware of this threat to their businesses, yet it can cost
them thousands of dollars per vehicle and embroil them and their
employees in costly civil suits and felony criminal indictments. It can
also tarnish the good reputations they have worked so hard and so
long to build. The crime, odometer roll back, and the havoc it wreaks
is far more destructive then you might think. In fact, it threatens to
undermine the automobile industry as we know it.

In late 2013 CarFax estimated over one million vehicles were on
the road in the United States with odometers rolled back. CarFax
has estimated the loss to be $4,000 per vehicle, but my research is
closer to $6,000 - $8,000. Based on these figures, victims are facing a
staggering consumer fraud loss of more than $4 to $8 billion. Many
of those victims are your clients or customers of your clients, and there
are things you can do to lessen the exposure for both your clients and
their customers.

Before automobiles essentially became computers on wheels,
criminals rolled back the mechanical odometers with hand tools and
often left markings on the vehicles. Today it is as simple as purchasing
a device over the Internet to hack into the computer system. The
criminals attach it to the OBD port and program in the new mileage.

Many of the reasons for committing this crime have remained the
same over the years: to reduce the miles to increase the vehicle’s value
and desirability at time of trade-in or private resale, to obtain warranty
repairs when the vehicle is out of warranty due to excess miles, or
to lower the mileage to obtain a higher value for insurance claims
related to flooded vehicles or other accident losses. Other reasons
odometer fraud occurs include rolling the odometer forward so the
vehicle can be easily exported and then rolling it back when it arrives
at the destination, as well as rolling the odometer back to enhance
the uniqueness and value of collector vehicles. There is also a newer
but rapidly growing scheme as a result of changes in the financial
industry—rolling back the mileage at lease termination to avoid lease-
end charges that often amount to thousands of dollars.

Regardless of the reason odometer fraud is committed, these acts all
have many important things in common. Most significantly, they are
all federal offenses that could land the perpetrator in federal prison,

as well as they can result in huge fines, restitution and legal costs.

NADC DEFENDER

A Hi-Tech Version Of An Old Crime

Feature Article

They are serious state crimes as well, with varying penalties. The acts
also result in the vehicle’s being branded “True Miles Unknown”,
thereby negatively impacting marketability and value. Hacking into
the vehicle’s computer system may, in given instances, result in safety
issues with the vehicle as well. The impact on vehicle safety is of such
concern that at least one manufacturer is taking some hacked vehicles
off the market, resulting in a total loss of the vehicle value.

Below are some suggestions you may want to consider to help

protect your clients protect their dealerships:

*  Be sure your clients are aware that electronic odometer

readings can be tampered, as well as the magnitude and

BuiLT FOR DEALERS

THE PORTFOLIO GROUP OF COMPANIES
IS BUILT FOR DEALERSHIP OWNERS.

We are built 100% for the dealer’s
personal wealth goals.

It’s that simple. We are the only
program that structures dealer-affili-
ated reinsurance and risk-transfer
companies to deliver 100% of the
underwriting profits and investment
income to the dealer.

It is our mission to give every
available benefit to the dealer.
And it works.

Portfolio dealers have taken hun-
dreds of millions of dollars of their
own money in dividends, and loans
from their companies, to grow their
dealerships and to provide a secure
future for their families.

THE DEALER CAN HAVE IT ALL.

-
i 3
Professionals to contact him directly —

877.789.6200 Building Wealth for America’s Auto Dealers
www.PortfolioReinsurance.com

Our CEO, Steve Burke, personally
invites Dealership Owners and Legal
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schemes being utilized. A client who is not even aware of
the problem is the most vulnerable and will not even know
they should do things to protect themselves.

*  Explain the potential criminal, civil, reputation and other
adverse consequences of not being proactive.

*  Be aware and advise your client of applicable federal and
state laws. These include, but are not limited to, 49 USC §
32701, 32711, 49 CFR § 580 and 49 U.S. Code § 32709.
As mentioned above, the laws vary from state to state.

*  Encourage your clients to adopt procedures to detect
odometer fraud. This can include checking service records and
CarFax, Experian or other reports for mileage discrepancies.
If they do find a discrepancy, they should investigate further
as these reports are not always accurate.

* Recommend enhanced inspection procedures, including
inspecting for wear and tear that does not match the mileage
in areas such as tires, seats, floors, gear shifts, etc.

*  Advise dealer clients to be extra cautious if a new customer
has no prior sales or service relationship with them for the
vehicle in question but attempts to terminate a lease at their
dealership.

*  Suggest your clients also focus on whether the mileage on
a vehicle makes sense for its prior use. For example, it is
unlikely that a prior rental vehicle or taxi that has been in
operation for 3 years would only have 15,000 miles on the
odometer (an average of 5,000 miles per year).

*  Encourage DMS and other software providers to develop
programs that alert the dealer when there is an odometer
discrepancy and alert systems that incorporate data from all
departments in the dealership.

*  Develop detection reports to help spot internal and external
fraud. For example, if most salespeople put customers out
in leases of 12,500 or 15,000 miles per year, but one or
more particular salespeople put almost all customers out in
10,000 mile per year leases to lower the monthly payment,
that MAY be a warning sign that the salesperson is facilitating
rollbacks prior to lease termination. It may be an especially
large warning sign if a lower percentage of the 10,000 mile
customers than the 12,500 or higher mileage customers incur
excess mileage charges at lease termination.

* Report any instances of suspected odometer fraud to
appropriate authorities, such as the National Highway Traffic
Safety Administration (202-366-4761, or the NHTSA
Toll-Free Hotline at 1-888-327-4236; TTY: 1-800-424-
9153), their state Department of Motor Vehicles, or another

appropriate law enforcement agency.

NADC DEFENDER

Don’t Forget-
NADC 2015 Attorney Directory

UPDATES DUE: December 12, 2014.

Contact information for the directory will be obtained from your
profile on the NADC website. Please log in to make sure your
profile is updated by December 12, 2014. You can also purchase
entry upgrades and ad space. Please contact Charlotte Valentine at

cvalentine@dealercounsel.com for more details.

Whether the threat is internal or external, you can take steps to educate
and assist your client in order to better protect themselves, their honest
customers and the industry from becoming victims of crime. The

biggest crime, in my opinion, is to do nothing. ®

Alan J. Skobin, Vice President and General Counsel of the Galpin Auto
Group, served for 9 years as a Los Angeles Police Commissioner, and has
over 40 years of sworn law enforcement experience. If you desire further

information, he can be reached at askobin@galpin.com or 818 778-2970.
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_ s to,Dealership
Valuations, Operations, Litigation
Support Issues, Succession Planning,
or Mergers and Acquisitions, we
literally wrote the book.

Rosenfield & Co. PLLC
Capital Plaza |l * 301 E. Pine Street, Suite 975 # Orlando, FL 32801
phone: -849-6400 = rosenfieldandco.com
Offices in Orlando and New York City
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. RICHARDS, WITT & CHARLES, LLP i i
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New England’s Most Experienced Auto Dealership Broker

Discover why so many successful aulomobile
v N OVER 34 YEARS OF DEAL MAKING

dealers have pul their trust in us lor over . WITH MORE THAN 400 STORES SOLD

From Auditing & Accounting Solutions to
Tax Planning & Compliance

100 Ring Road West, Garden City, New York 11530
www.autocpa.net/trust
info@autocpa.net 516.741.0515

Brokering Appraisals Litigation
Market Consolidation Solutions

We Are Tiie Dealizards

Office 857-404-0226 Mobhile 508-395-2500
E-mail gordon@gwmarketingservices.com Web gwmarketingservices.com

When it comes to dealership

O’Connor & Drew, P.C. Real Car Guys with
OCD Consulting, LLC Real Solutions

Serving the Auto Dealership Industry for Over 60 Years fﬂl’ yﬂﬂl’ /l’ HH/ Ffﬂb/ﬂlﬂs

valuations, we wrote the book.

How much is your dealership worth?

Moss Adams LLP provides nationally recognized valuation and consulting
services for dealers. Authors of A Dealer’s Guide to Valuing an Automobile
Dealership for NADA, we've appraised more than 850 dealerships. Put our
knowledge to work for you.

Litigation Support = Business and Shareholder
Disputes/Divorce/Manufacturer Disputes/IRS
Resolutions = Certified Business Valuations =
Dealership Brokering = Buyer's Due Diligence =

Frank O’'Brien, CPA
1.617.471.1120
fobrien@ocd.com  www.ocd.com

Internal Audits & Fraud Investigation = Michael McKean MOSS ADAMS LLP
Strategil: & Business Planning = Financial Planning . MBA, AVA, CMAP WWW.MOSSADAMS. COM Certified Public Accountants | Business Consultants
Accounting = Tax = Business/IT Consulting Ao (206) 302-6523 Acumen. Agility. Answers.
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Advertising Opportunities

KERRIGAN ADVIS ) .
Defender, The NADC Newsletter is published by the
National Association of Dealer Counsel

Yes! I would like to purchase an ad in the NADC Defender.

0 % page ad $150.2 5" high x 7.5” wide, no bleeds
t O % page ad $100.% 5" high 3.75” wide, no bleeds
E Issue Months:
E O November/December 2014

AUSTIN We work for you... ! Contact

CONSULTING notan insurance company. ! ’
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When Insurance Companies Bid } Email:
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ADD PERSPECTIVE

Maximize your service to dealers
with strong financial experience
and resources.

Audit » Tax » Outsourcing » Advisory

CliftonLarsonAllen

CLAconnect.com/dealerships
P13 CliftonLarsonAllen LLP

e MIRONOVGRoUR  NTECRITY

CERTIFIED PUBLIC ACCOUNTANTS & CONSULTANTS DR [V EN.

SPECIALIZING IN:

DEALERSHIP VALUATIONS DUE DILIGENCE
FORENSIC/FRAUD SERVICES

Contact Bob Brown at: RBRowN@ MIRONOVGROUP.COM
800.572.7101 MIRONOVGROUP.COM

Consulting Services
for Dealerships and their Attorneys

. Lost Profits & Damages

. Valuation & Transaction Due Diligence
.Market & Sales Performance Analysis
.Add Point & Termination Studies

Providing Automotive Litigation Support,
Valuations, and Mergers & Acquisitions Assistance
From a Unique Perspective

For More Information Contact

Larry Weiner, CPA, CrFA, Managing Partner
201.746.9700 Ext:305 or Iweiner@weinerlic.com
85 Chestnut Ridge Rd, Suite 114

Montvale, NJ 07645

www.weinerllc.com

COMMITTED TO YOUR SUCCESS

Contracts and Reinsurance

CNA NATIONAL

WARRANTY CORPORATION
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ways we make your job easier...
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Visit us at www.counselorlibrary.com

Delivery

L

Visit www.compli.com/nadc to take

our free dealership compliance compli
appraisal or call 1-866-294-5545. p“c,

=

‘ﬁ\ DIXON HUGHES GOODMAN

=7 Certified Public Accountants and Advisors

—= Reynolds
—= &Reynolds.

Integration that Powers Performance®

Find the solution for your automotive needs:
www.reyrey.com

@ / GAPITAL AUTOMOTIVE

100 % Real Estate Finance

Serving dealers for over 16 years

Gabe Robleto Dan Garces wilie Beck Jay M. Ferriera
Account Manager WP - Acquisiions SV - Acquisitions  President & COO
T03-384-1325 T03-384-1313 T053-384-1323 T053-384-1319

www.Capitalautomotive.com
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