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Planning for the Future of 
Family-Owned Businesses
Counseling the Founder
By Leo M. Garonski
Garonski Law, P.C.

Business and legal advisors understand the 
importance of succession planning not only 
to preserve wealth and family harmony, but 
also to sustain family-owned businesses. What 
is not widely discussed is the inescapable fact 
that a change in business leadership will occur 
whether the owner is prepared or not. 
 A Harvard Business Review article, “Avoid 
the Traps That Destroy Family Businesses” 
(https://hbr.org/2012/01/avoid-the-traps-
that-can-destroy-family-businesses), reminds 
us of the familiar aphorism, “Shirtsleeves to 
shirtsleeves in three generations” that describes 
the propensity of family-owned enterprises to 
fail by the time the founder’s grandchildren 
have taken charge. “Authors Stalk and Foley 
tell us that “The data support the saying. Some 
70% of family-owned businesses fail or are sold 
before the second generation gets a chance to 
take over. Just 10% remain active, privately 
held companies for the third generation to 
lead.”

Succession Planning – Getting 
Started
Introducing a succession planning discussion is 
not always easy. The subject is a confusing and 
emotional one, because it mixes business and 
family dynamics in a manner that invariably 
affects the future of both. 

There is a good chance the founder will 
outright reject, or simply defer, the appointment 
of a potential successor. In many cases, the 
founder is skeptical that any of his or her 
children have the know-how or determination 
to run the business and lack his or her passion, 
work ethic and experience, which is often true. 
In other instances, the founder may be ready to 
move on to retirement or another interest but 
may not know whether to:

	 Choose a successor from family members 
or from employees; 

	 Use a search company to locate a candidate 
for the job; 

	 Form a strategic partnership; or
	 Sell the business, possibly to a competitor, 

although selling the business will mean 
terminating the “family” business and can 
invoke significant tax implications.

Opening the Discussion
To begin a succession planning discussion, a 
neutral environment away from the business 
helps cultivate an honest, genuine conversation 
without the pressure of day-to-day operations.

When you ask the founder of a family 
business whether he or she has given thought 
to succession planning, in almost every case, the 
answer is, “Yes, but, the myriad options and the 
consequences of choices are perplexing.” 
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Typical Questions on the 
Founder’s Mind
“If my children are involved in the business, 
should I discuss succession planning with them 
as a family matter or should I make the decision 
myself? After all, I have already created enough 
wealth in the family business that I might want 
to sell it to preserve the value for the benefit of 
myself and my family.” 

“On the other hand, my children may have 
an interest in carrying on the business, but do 
they have the ‘right stuff ’ to manage my business 
in an increasingly competitive environment? If 
my children take over the business, what kind of 
revenue stream could my spouse and I expect for 
the rest of our lives? Would we over-burden the 
family business to preserve our existing lifestyle? 

“If my children want to continue the business 
but I still decide to sell it, will I hurt feelings 
in the family or create differences among our 
children? After all, I will have to compensate the 
children who work for me in the family business, 
but won’t pay those family members who didn’t 
choose to work in the family business.”

Responding to the Founder’s 
Quandary
An advisor is often the first person to ever hear 
the founder’s unvarnished thoughts on the 
subject, so be prepared to ask good questions 
and listen intently to the founder’s goals.

The best response to the founder’s quandary 
is to assure him or her that the varied options 
can be viewed in a logical way and the 
consequences of each option can then be 
discussed and evaluated. 

While the preservation of family wealth 
is an important issue, transferring a family 
business to future generations has many 
benefits. The founder can improve the 
company’s chances of surviving with a new 
generation of handpicked leaders and two, 
three, or more generations may benefit from 
his or her vision and largesse. 

Effective Succession Planning 
Helps Preserve Family Harmony
As the great-grandson of a company founder 
who created jobs for generations of family 

members and effectively contributed to 
private school and college tuitions nearly 

one century later, I understand the issues. By 
passing along the family business, my great-
grandfather kept generations of descendants 
more comfortable then they might otherwise 
have been —a blessing for which my siblings, 
my cousins, and I will always be grateful. 
On the other hand, the multi-generational 
transfers of ownership were done without 

effective succession planning and, therefore, 
were combative and divisive. There was 
always a price to pay in family harmony, 
which better planning and communication 
could have alleviated. I grew up thinking it 
customary that relatives threatened each other 
or cut communication for years over business 
disputes. Such are the consequences of the 
failure to plan properly and anticipate family 
and business issues.

Counseling Auto Dealership Founders

Automobile dealers are among the most hard-working and driven entrepreneurs. 

The highly competitive nature of the auto industry combined with the pressures 

of sales quotas, manufacturer issues and, economic trends cause dealership 

owners to focus almost obsessively on their businesses. Few people familiar 

with the industry would dispute that an automobile dealership is an extension 

of its owner.  

The intense personalities of auto dealers make them challenging clients when 

dealing with an issue such as succession planning. Considering the experience 

and perseverance required to earn a dealership badge, it is no surprise that 

succession planning is such a difficult process for them. Normally decisive 

in everyday business affairs, a deliberative process with major personal and 

financial implications can stymie them.

Given the years of experience and hard work typically invested in a dealership, 

who could blame owners for questioning the knowledge and ability of a child 

to succeed him or her in the business? 

One dealership owner I represented in my legal practice agonized over his 

succession decision. He wanted nothing more than an ongoing family business, 

but he could not envision any of his children succeeding without him. After much 

consideration, he decided to sell the dealership businesses to a competitor and 

keep the property for an ongoing rental stream of income. Although his decision 

was successful from a financial standpoint, it caused hard feelings among 

his children who had worked in the dealerships. While the children received 

distributions from the sale transaction, they were unhappy to be out of their jobs. 

Unlike other industries, rarely are family members and other employees asked 

to stay with an auto dealership once it has been sold. A new owner usually has 

a new team in place and a distinct culture. 

Mapping out a plan, whether it involves transitioning leadership to someone in 

the family, selling the dealership and making provisions for wealth distribution 

or forming a strategic partnership or merger, is a critical decision that is better 

acted upon sooner than later.
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Leadership Transition – a 
Competitive Strategy
Personal exposure to family squabbling has 
given me a firsthand perspective and instilled 
a passion to help family businesses succeed in 
handling this often-challenging transition of 
leadership. 

An advisor’s job is fourfold:

	 To help clients understand that succession 
planning is a competitive strategy for 
the business that we can develop in a 
straightforward manner; 

	 To counsel them on all succession 
planning options; 

	 To map out a strategy that best 
accommodates unique objectives; and 

	 To consult the founder’s estate planners 
and tax advisors concerning the impact 
the plan will have on estate and tax 
planning. 

Building a Founder’s Legacy
While avoidance of succession planning is 
understandable from a human and emotional 
perspective, it is important to keep in mind 
failure to embrace strategic planning can be 
much worse than the loss of some family 
wealth. 
 Family-owned enterprises can avoid the dire 
consequences of no planning and burnish a 
legacy to a rich shine whether it is by preparing 
the next generation for continued success, by 
selling the company at a great valuation or 
entering into a strategic partnership. 
 And, remember, there is no right or wrong 
goal in strategic succession planning, only that 
there is a way to make the transition happen, 
when the timing is right.  

Leo M. Garonski is an authority on business 
and succession planning. As a lawyer for more 
than 30 years, he has represented private and 
public businesses in a variety of matters. Because 
of this experience, he has unique insights into 
business lifecycles and the secrets of business 
longevity. Itis an interest generated by his 
personal experience in his own family’s business. 
Mr. Garonski practices in Pennsylvania and 
New Jersey and has a separate consulting business 
specializing in succession planning. Email: Leo@
lmgbusinessconsultants.com

Visit our websites:
www.lmgbusinessconsultants.com
www.garonskilaw.com

Copyright 2015 Leo M. Garonski - All Rights Reserved

100%100%

BUILT FOR DEALERS

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.  

www.Portfol ioReinsurance.com

Our CEO, Steve Burke, personally
invites Dealership Owners and Legal
Professionals to contact him directly

877.789.6200

THE PORTFOLIO GROUP OF COMPANIES

IS BUILT FOR DEALERSHIP OWNERS. 

NADC ad 2013 Built for Dealers_Layout 1  1/28/13  11:54 AM  Page 1

Litigation Support & Expert 
Witness 

Valuations & Due Diligence

Mergers & Acquisitions

Dealership Forensic Accounting

Embezzlement & Fraud 
Investigations

Financial & Accounting Control 
Systems

Assurance Services

Tax Planning & Compliance
L.A. o�ce

CONTACT:
Dennis Frankeberger, CPA/CFF, CFE

Phoebe Vausher-Frankeberger, CPA, M.S. Tax
www.vlsllp.com

Glendora (626) 857-7300  |  Los Angeles (213) 550-5422

Specialized expertise from one of 
California’s largest CPA �rms ...

C P A s  A N D  B U S I N E S S  A D V I S O R S

http://www.portfolioreinsurance.com
http://www.vlsllp.com
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Feature ArticleState of the Automotive Buy/Sell 
Market Today
By Kenneth R. Rosenfield, CPA
Rosenfield and Company PLLC
Offices – Orlando, New Jersey, Manhattan

The automotive Buy/Sell Market in the United States has been in high 
gear over the past twelve months. Although the mammoth acquisition 
of the Van Tuyl Group by Berkshire Hathaway has stolen much of 
the news, single point store and other multi-location dealership sales 
are seeing great activity. Prices and brands are across the board and 
all over the globe! 

From our perspective, institutional investors, including publicly held 
companies, private equity groups, and fund-backed organizations, are 
paying higher amounts for Blue Sky and seeking to acquire critical 
mass in major markets. As their cost of funds is typically lower than 
private investors, and they may have amassed stockpiles of cash, they 
are typically looking for a return on investment over a shorter period 
of time or rapid increases to their stock or portfolio value. It appears 
that they are also concentrating on the currently better performing 
brands such as Mercedes, Audi, Chrysler, Hyundai, and Ford. 

By no means are transactions among the privately held dealerships 
at a standstill! There are plenty, if not more dealerships available in all 
markets. These transactions are more along single point dealerships or 
smaller groups, both in major markets and in outlying markets to metro 
areas. One reason behind these transactions is succession planning 
has come to a standstill within the dealership and the only strategy is 
to sell off to another group. We have seen many transactions among 
former competitors or friends. Another consideration is the dealer is 
fatigued with the business and sees this time period as the opportunity 
to maximize the value of their franchise. 

What are buyers paying for dealerships? Although in some cases we 
are seeing Blue Sky values at high amounts, there are many bargains 
available as well. The numbers vary greatly, and the traditional 
multiples used before are seeing less validity than before. Buyers today 
are more concerned with units in operation, return on capital required 
(including investment in facility upgrades and requirements), Customer 
Satisfaction and Loyalty indexes, market share, and opportunity for 
improvement. We are increasingly seeing the second or third generation 
of dealers are remaining employed by the buyers or retaining some 
small percentage or ownership in the property. 

In our experience geography is not as much of a factor. We have been 
involved in transactions from New England to Missouri to Chicago, 
and single point domestic franchises have not commanded big multiples 
as they did in the past. Even small venerable Toyota dealerships have 
only been able to obtain low end multiples in certain markets. Many 
of these transaction have been new dealer entries into the business by 

Dealership Valuations

Succession Planning

Mergers and Acquisitions

Operations

Litigation Support

Internal Controls

Risk Management
…WE LITERALLY WROTE THE BOOK.

WHEN IT COMES TO…

www.rosenfieldandco.com

NEW YORK CITY OFFICE
14 Penn Plaza 

225 W. 34th Street, 9th Floor 

New York, NY 10122 

917-405-4900

ORLANDO OFFICE
Capital Plaza II

301 E. Pine Street, Suite 975

Orlando, FL 32801

407-849-6400

NEW JERSEY OFFICE
30b Vreeland Road, Suite 120 

Florham Park, NJ 07932

973-250-5020

http://www.rosenfieldandco.com/
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smart investors looking for “starter” stores in markets within 30 miles 
or less of major metropolitan areas such as Chicago and New York City. 
These investors have found “deals” that allow them to enter into the 
industry at price levels which allow a substantial return on investment. 
The Southeast Corner of the US still has some interest for cold weather 
investors, but transactions are plentiful across the country. 

What is really interesting is the approval rate of the manufacturers 
in these instances. Rather than the old line of being brought up 
through the dealer ranks or through dealership training, investors 
with substantial business experience and success are finding themselves 
qualified to own a major franchise. This is a relatively new turn for the 
manufacturers not seen in many years. Now, strong business acumen 
coupled with significant capital and a solid business plan is getting 
attention, and dealerships. It cannot be overemphasized the importance 
of a business plan equipped with what the manufacturers want to see 
along with capital in obtaining a major franchise and brand. 

It is also important to be prepared. Have your books and records 
in order. Clean schedules and reconciled statements are crucial to 
improving the value of your dealership and making it more attractive 
for buyers. Inspecting the books and records is a crucial aspect of due 
diligence and it sets forth the seller’s best appearance. 

Due diligence is just as important as ever, but it is changing from 
what it used to be. With the rise in facility requirements, both the 

sales frontage and service departments in upgraded stores have new 
and improved equipment and do not require any more investment, 
at the moment. Older facilities now require a study as to the cost to 
bring them up to factory standards. More due diligence is required 
now on the assembled workforce and what it takes to maintain and 
keep the good employees. In smaller outlying stores, it is necessary to 
ensure that all of the certifications for the mechanics are up to date, 
that all of the special tools are in place, and that the goodwill in the 
customer base is solid and loyal. Where these are not the case, the Blue 
Sky values are greatly diminished. 

Which brands are most favorable? The ones that are available! Most 
brands are commanding attention although some are not so attractive. 
It is easier to state those that are least desirable which in this author’s 
opinion are Buick/GMC, Mitsubishi, and Volvo. These brands are 
seeing some activity but mostly as “tuck ins”; however, some investors 
are willing to take a chance on Volvo. Brands coming on the radar 
seem to be Nissan and Kia (although it is more difficult to generate 
profit in these dealerships) with the German, luxury brands, and bigger 
domestic dealerships still leading the pace for highest price. For the 
non-institutional investor, the domestic and second tier Japanese 
brands, along with Hyundai and Kia, are bringing a good return on 
investment and value. In an off note, there has been keen interest in 
open point Maserati dealerships. We shall see …. 

NADC Topical Practice Groups

In accordance with the NADC Strategic Plan the Board 

of Directors has decided to activate the following two 

topical practice groups:

 * Regulatory Compliance       

 * Consumer Litigation

If you are interested in being involved in either practice 

group, please contact:

Erin Murphy at emurphy@dealercounsel.com.

NADC
Welcomes New Members

Full Members

Chase Cooley
Clay Cooley Automotive

Irving, TX

Raymond Sherbill
Lerch Early & Brewer Chtd.

Bethesda, MD

Leila Qutami
Trophy Automotive Dealer 

Group LLC
Encino, CA

Fellow Members

Michael Lyons
Rush Enterprises, Inc.

New Braunfels, TX

Alisa Reinhardt
California New Car Dealers 

Association
Sacramento, CA

Matthew Rowan
Lithia Motors, Inc.

Medford, OR

Associate Member

Cable-Dahmer Automotive Group
Sylvia Flores

Independence, MO
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Program Developers/Risk Managers/Educators/Advisors

DRS provides creative solutions for the Automotive Industry…
working with Dealer Principals throughout the country to develop
insurance programs specific to individual needs and risk tolerance.

• Risk Management and Consulting Services
• Captive and Alternative Risk Program Development

• Creative Solutions for Unique Covergage Needs

Steven P. Gibson - President 321-794-0636
Sales and Service Office 321-733-6253

Insurance Expertise for the Automotive Industry

www.dealerriskservices.com

Est. 1968

1,500+

120+

50

5

Rooftops Served Nationwide

Dedicated Dealership Professionals

States with Dealership Clients

Of the Top 10 Dealership 
Groups are DHG Clients

• Buy Sells / Due Diligence - Dealership Mergers & Acquisition Activity

• Valuations, Fraud & Forensic Accounting and Litigation Support

• Internal Audit - Fraud Risks in Dealerships

dhgllp.com/dealerships  |  877.DLR.CPAs  |  dealerships@dhgllp.com

http://dhgllp.com
http://www.dealerriskservices.com/
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Oren Tasini 
Haile, Shaw & Pfaffenberger, P.A.
NADC President

This is my final President’s Message. A new 
President will take office at our April meeting 
in Laguna. I am hoping that many of you will 
be in attendance. As a founding member of 
the NADC, it has been my privilege to serve 
as President these past two years. Many thanks 
go out to our Executive Committee, our Board 
of Directors, and our Executive Director Erin 
Murphy. All these people made my job easy. 
When asked, people volunteered without hesi-
tation and then completed the tasks needed to 
keep the NADC vibrant and growing.

But an organization is only as good as its 
members, and to each and every member, I 
give my heartfelt thanks for your participation 
and membership in the NADC. We continue 
to grow and add members and it is members 
who provide the most valuable component of 
NADC: the shared knowledge of lawyers who 
represent dealers. I would be willing to bet, 
and I am not a betting man, that any member 
asked would say that having the access to other 
lawyers with similar legal problems and issues 
is the most valuable feature of the NADC. Our 
seminars are a testament to the high level of 
expertise and proof that the NADC has be-
come what we envisioned upon its founding: 
a valuable resource for those of us seeking to 
represent dealers in a challenging regulatory 
environment. I hope, that like me, you are 
proud to be a member of NADC and receive 
more from it then you put in.

As Past Presidents have noted, and whose 
sentiment I echo, I hope that I have left the 
NADC stronger than it was when I took on 
the mantle. I thank you for your support and 
look forward to my continued involvement in 
NADC as it grows and prospers.  

President’s Message

Safeguarding Solutions for the Auto Dealer Industry

•   Document Management Services adapted solely for the Auto Dealer

•   Auditable Chain of Custody in accordance with Federal & State Regulations

•   Significant improvement of your Safeguarding Compliance Procedures

•   Streamlined process strengthens daily operations with minimal interruption

•   Secure 24 hour online access to your scanned documents

•   Attestation that all original documents archived through DocuMatch Service

www.pdmdatalock.com

Ken Wible
President/CEO

kwible@pdmdatalock.com

Premier Data Management
P.O. Box 379

Pottstown, PA 19464

http://www.pdmdatalock.com
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OVER 33 YEARS OF DEAL MAKING
WITH MORE THAN 400 STORES SOLD

Brokering  Appraisals  Litigation
Market Consolidation Solutions  

Office 781-899-8509  Mobile 508-395-2500  Fax 781-899-8609
E-mail gordon@gwmarketingservices.com  Web gwmarketingservices.com

Volume Broker
Client Loyalty
Client Satisfaction1

NADC Job Board

Please remember to check the NADC Job Board in the 
members only section of the website if you are seeking 

employment.

Please send any job postings to:
emurphy@dealercounsel.com

NADC Member Announcements

Do you have an announcement or an 
accomplishment that you would like to 
share with the NADC community?

Please send any news you would like to share to: 
emurphy@dealercounsel.com.  

http://www.gwmarketingservices.com
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REMINDER . . . DON’T MISS OUT!
2015 11th ANNUAL NADC MEMBER CONFERENCE

April 26-28, 2015  •  The Montage Resort  •  Laguna Beach, CA
Please visit www.dealercounsel.com to register for the conference.

PRELIMINARY AGENDA TOPICS INCLUDE:

•	 TOP LEGAL ISSUES FOR DEALERS IN 2015

•	 LEGAL ISSUES RELATING TO DEALER FEES

•	 MANUFACTURER MANIPULATION OF DEALERSHIP MARKET AREAS – IT’S FINANCIAL IMPACT

•	 BEHIND THE SCENES WITH A MANUFACTURER REPRESENTATIVE

•	 NADA UPDATE

•	 THE ART OF THE DEAL: CURRENT ACQUISITION MARKET AND HOW TO AVOID SURPRISES AT THE 
CLOSING TABLE

•	 A DEALER’S GUIDE TO ELECTRONIC TRANSACTIONS:  GOING PAPERLESS

•	 USED CAR INFORMATION: TO DISCLOSE OR NOT TO DISCLOSE

•	 LEGAL UPDATE UNDER THE NLRB IMPACTING DEALERSHIPS

•	 TRADEMARKS, TRADE DRESS AND LICENSING ISSUES FOR DEALERS

SPONSORS

THANK YOU TO OUR 11
TH 

ANNUAL NADC MEMBER CONFERENCE SPONSORS
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Get Noticed! 
Advertise in the Defender.

DEFE  DER  – 
Advertising Opportunities

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

o ½ page ad $150.00      5” high x 7.5” wide, no bleeds
o ¼ page ad $100.00      5” high 3.75” wide, no bleeds

Issue Months:

o April 2015 o May 2015 o June 2015 

o July/August 2015 o September 2015 o October 2015 

o November/December 2015 

Contact:  ____________________________________________

Company:  ___________________________________________

Address  _____________________________________________

Phone:  ______________________________________________

Email:  ______________________________________________

Method of Payment:   o Check o Invoice me
                                    o American Express o Mastercard o Visa
___________________________________________________
Credit Card No. 

___________________________________________________
Expiration Date

___________________________________________________
Signature

NADC, 1155 15th Street, NW, Suite 500, Washington, DC 20005
Phone: 202-293-1454  Fax: 202-530-0659
Questions: Erin Murphy, emurphy@dealercounsel.com

IF YOU WAIT...
IT’S TOO LATE. GET STARTED NOW!

CERTIFIED  BY:

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

Discover why so many successful automobile
dealers have put their trust in us for over 30 years. 

  
OCD  Consulting,  LLC  

  
Serving  the  Auto  Dealership  Industry  for  Over  60  Years  

Frank  O’Brien,  CPA  
1.617.471.1120        

fobrien@ocd.com        www.ocd.com  

Michael  McKean,  
MBA,  AVA,  CMAP  

1.617.471.5855      
mmckean@ocd.com  

www.ocdconsultingllc.com  

Authors of NADA’s A Dealer Guide to Dealership Valuation

Diane Anderson Murphy, Dealer Valuation Services  
(206) 302-6523   WWW.MOSSADAMS.COM

When it comes to dealership 
valuations, we wrote the book.

Certified Public Accountants | Business Consultants

IF YOU WAIT...
IT’S TOO LATE. GET STARTED NOW!

We work for you…
not an insurance company.
Our services are objective 
and fee based.  

6161 S. Syracuse Way, Suite 370
Greenwood Village, CO 80111
E-mail: rbeery@austincg.com

(720) 528-8900 
www.austincg.com
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Leading Provider of Vehicle Service 
Contracts and Reinsurance

www.cnanational.com

Capital Automotive

100% Real Estate Finance
Serving dealers for over 16 years

www.capitalautomotive.com

Gabe Robleto
AVP & Account Manager

703-394-1325

Dan Garces
VP of Acquisitions
703-394-1313

Willie Beck
Director of Acquisitions

703-394-1323

Jay Ferriero
President & COO
703-394-1319

100% Real Estate Finance
Serving dealers for over 16 years

SPECIALIZING IN:
DEALERSHIP VALUATIONS    DUE DILIGENCE

FORENSIC/FRAUD SERVICES

Contact Bob Brown at: RBROWN@MIRONOVGROUP.COM

p 800.572.7101 w MIRONOVGROUP.COM

  Chicago  |  East Lansing 
www.AndersonEconomicGroup.com 

Consulting  Services
for  Dealerships  and  their  Attorneys  

Lost Profits & Damages  
Valuation & Transaction Due Diligence  
Market & Sales Performance Analysis 
Add Point & Termination Studies 

 

 

1,500+

120+

50  

Rooftops Served Nationwide

Dedicated Dealership Professionals

States with Dealership Clients

dhgllp.com/dealerships  |  dealerships@dhgllp.com  |  877.DLR.CPAs

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

Advisory    Outsourcing   
  Audit and Tax

©2015 CliftonLarsonAllen LLP
CLAconnect.com/dealerships
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Oren Tasini 
Haile, Shaw & Pfaffenberger, P.A.
North Palm Beach, FL
President

Stephen P. Linzer
Tiffany & Bosco, P.A.
Phoenix, AZ
1st Vice President

Diane Cafritz
CarMax Auto Superstores, Inc. 
Richmond, VA
2nd Vice President

Thomas Hudson
Hudson Cook, LLP
Hanover, MD
Secretary

Andrew J. Weill
Benjamin, Weill & Mazer 
San Francisco, CA
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BE A CONTRIBUTOR!
We are always looking for submissions to publish in the Defender. Please send your 

contributions or proposals for articles to:  jamifarris@parkerpoe.com
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