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WHEN IT COMES TO BEING LEGALLY COMPLIANT AND AGGRESSIVELY
DEFENDED, YOU HAVE A CHOICE. WHY NOT CHOOSE A LAW FIRM THAT
KNOWS YOUR INDUSTRY AND IS FOUNDED IN WEST VIRGINIA WITH FOUR
OFFICES COVERING EACH REGION OF THE STATE TO PROTECT YOU? OUR
FOUNDING MEMBERS AND ATTORNEYS LIVE IN THE COMMUNITIES WE
SERVE. PULLIN, FOWLER, FLANAGAN, BROWN & POE, PLLC KNOWS WEST
VIRGINIA AND WEST VIRGINIA'S AUTOMOBILE DEALERS.
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In Business in West Virginia For Your Business for 30 years

Responsible Attorney, Johnnie E. Brown
www.pffwv.com
Beckley 304-254-9300 | Charleston 304-344-0100 | Martinsburg 304-260-1200 | Morgantown 304-225-2200

BEST AALAAS B LITHGATION
LAW RIS CLM S,

>




CONTENTS

HTTP://WVCAR.COM/

Features

5 14 26

President’s Message Q&A With Mike and Tim Matheny Smart Used Car Management
Can Help Boost Profits During

6 1 8 the Pandemic

Welcome: New Associate Member Community Outreach 2 8
9 WVADA Dealers Meeting
2 0 with Candidates
By the Numbers: Tax Concerns Counselor’s Corner: Motor Vehicle
for Car Dealers Dealers’ Rights with Franchise Laws 3 2
1 0 Pandemic Perspectives: Safety,
2 2 Service and Smart Messaging During
Multigenerational Dealerships Using Data to Sell Cars Times of Crisis

12 24 34

Four Generations and Counting Do You Need a Digital Interpreter? In Loving Memory

©2020 West Virginia Automobile Dealers Association (WVADA) | The newsLINK Group, LLC. All rights reserved. The WVADA News

is published four times each year by The newsLINK Group, LLC for the WVADA and is the official publication for this association.

The information contained in this publication is intended to provide general information for review, consideration and education.

The contents do not constitute legal advice and should not be relied on as such. If you need legal advice or assistance, it is

WVADA strongly recommended that you contact an attorney as to your circumstances. The statements and opinions expressed in this
publication are those of the individual authors and do not necessarily represent the views of the WVADA, its board of directors,

or the publisher. Likewise, the appearance of advertisements within this publication does not constitute an endorsement or

_ recommendation of any product or service advertised. The WVADA News is a collective work, and as such, some articles are
[ - NI submitted by authors who are independent of the WVADA. While the WVADA News encourages a first-print policy, in cases where
m s n EWS]JIYREFUUP this is not possible, every effort has been made to comply with any known reprint guidelines or restrictions. Content may not be
TR reproduced or reprinted without prior written permission. For further information, please contact the publisher at 855.747.4003.

4 WVADA http://wvcar.com



President’'s Message

By Jared Wyrick

y now, the word “unprecedent-

ed” is probably the most-used

word in the English language,

but it’s certainly an appropri-

ate choice. Nobody expected
this year’s events. We are currently mov-
ing toward a post-pandemic normal as
we navigate the tidal wave of COVID-19
impact on our families, our businesses
and our communities.

| think it’s fair to say that life changed
almost overnight earlier this year. We
can all relate to the complexities of
managing the barrage of mandates
necessary to keep us all safe while still
keeping our doors open for business.
But it would be easy to forget that
what we do — what our dealerships do
— makes a profound difference in the
communities we serve.

All over our great state, | have seen our
dealers step up to the plate in almost
impossible circumstances, take care of
their customers and employees, and
move through the biggest crisis in recent
memory. These tasks haven’t been easy.

But crisis moments also present
opportunity. Even though no one knows
what will happen next, COVID-19 has
forced us to be creative about solving
our challenges. We are relying on
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relationships that have been built and
are using sophisticated and flexible
technology. We appreciate seeing
employees step up and lead after being
mentored over the years. We meet
customer expectations. And yes, we use
timeless sales principles to sell cars.

As we continue to move through 2020
and 2021, we will all benefit when
dealers are involved in our association.
WVADA fights daily to protect our
dealers’ investment in their businesses.
The association provides relationships
that our dealers have relied on and can
continue to rely on.

The WV legislative session will begin
Feb. 10, 2021 (delayed a month this year
due to it being a gubernatorial year)
and continue for 60 consecutive days.
What happens during the legislative
session will impact dealers for years to
come, so this year is the year for you to
lean in. Our robust agenda includes the
following:

e Liability protection from COVID-19 for
employers.

e Tort reform initiatives. Specifically,
reforms to reduce the number
of frivolous lawsuits filed against
dealerships (i.e. loser pay system or

methods to curb fee-shifting among
trial lawyers).

Tax reform. The legislature needs to
reform the Business and Occupation
Tax (B&O tax) and the Business
Inventory and Machine Tax. Doing
so will encourage current business
expansion and attract new businesses.

An updated tax code that reflects mod-
ern advertising practices. We want to
eliminate the tax on digital and online
advertising. West Virginia advertising
businesses such as newspapers, televi-
sion and radio cannot currently charge
tax. However, dealers pay tax on ad-
vertising online.

These are heavy lifts that will not come
easily. As a result, we need our dealers’
input and help this session to get our
reforms across the finish line.

As dealers, you influence your elected
officials. What can you do? Donating to
the WVCAR PAC is the first step, and |
greatly appreciate all the dealers that
have stepped up and contributed! Sec-
ond, | encourage dealers to work with
WVADA to get the right message to the
elected officials in your communities.

Now is the time. <

WVADA
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CLIENT | COMMAND. We I co m e :
New Associate
Member

We're here for local business.

11 First United

Bank & Trust

n a business bank, you’re looking for more than
an account. You want a partner who can help you
build success right where you are. Our products
and services are convenient and powerful. And

We Love to See Our Dealers Win! best of all, our people have insights and experi-
Fueled by the Active Shopper Network™, Client Cormmand's ence that you can trust.
tech empowers dealers to identify shoppers as soon as First United Bank & Trust

they enter the market and deploy personalized messages -

all before the competition. Contact: Josh Yeager

Ready to Sell More Cars? 304-598-8546

Kevin Newman | 304-533-6372 | kevinnewman@pgwva.com

GET MORE BANK FOR
YOUR DEALERSHIP

With local decision-making, responsive and dependable
service, and bankers you know and trust, United Bank
specializes in tailoring a combination of products and
services to best meet the specific needs of your dealership.

Floor Plan Line of Credit
Term Financing

Indirect Financing

Cash Management Services

UNITED BANK Put us to work for you, today: 304.424.8855.

e e e T a2 357 BankWithUnited.com | Member FDIC
WEST VIRGINIA’S BANK Subject to credit and underwriting approval.
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One-Stop
l Shop.

Jackson Kelly is a full-service law firm
handling clients’ needs on a variety of
legal issues ranging from the most routine
to the most complex including franchise
law advice and litigation, employment law
advice and litigation, consumer protection
law, transactional work, employee benefits,

and tax. We are your one-stop legal shop.

JACKSONWKELLY:.

National Reputation. Industry Insight. Client Focus.

COLORADO |INDIANA KENTUCKY OHIO PENNSYLVANIA WASHINGTON, D.C. WEST VIRGINIA www.jacksonkelly.com

This is &n advertisement. . . . .



Making a difference to your deals.

Hot-selling vehicles come and go, but BB&T Floor Plan Financing has always helped dealers keep their inventories
stocked. We give your business access to competitive loans and a personal approach to service that can make
managing your inventory a much smoother ride.

B Attractive rates and terms tailored to meet ®  Benefit from more than 145 years of strength
dealers’ needs and sound financial knowledge

m  Comprehensive billing statements and available online B Competitive open lot insurance program with
access come standard weather aggregate available through McGriff
Insurance Services

13124 W Dealer Commercial Services West Virginia Region - Charleston, WV

Member FDIC. Only deposit products are FDIC insured. Insurance products are offered through McGriff Insurance Services, Inc., a subsidiary of BB&T Insurance Holdings,
Inc., and are not a deposit, not FDIC insured, not guaranteed by the bank, and not insured by any federal government agency.

f\l GARLOW

’ Insurance Agency, Inc.
(304)347—8972 peace of mind for today,

security for tomorrow.

Commercial Insurance e
— Tina White

> Garage Liabilit !

> Dealegrs Open Eot IﬂC?l people : Tina@garlowinsurance.com
> - Property : national perspective

> Employment Practices Liability Jarred Hu,rley

> Cyber Liability Jarred@garlowinsurance.com
> Workers Compensation .

» Many other specialized coverages Randy Neville

Rneville@garlowinsurance.com

Serving WV for 25 years
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BY THE NUMBERS

Tax Concerns For Car Dealers

By Tasha Sinclair
Vice Chairperson, AutoCPA Group

e can say with abso-

lute certainty that

2020 has been like

no other year in any

of our lifetimes. As
COVID-19 hit the U.S., many car dealers
were forced to shut down or offer lim-
ited hours of service to customers due
to government mandates. Once restric-
tions were loosened, car dealers then
had to meet customer demands for ve-
hicles, and now many are working with
sparse inventory. Fortunately, most car
dealers received financial assistance by
participating in the Paycheck Protection
Program (PPP). The influx of cash during
the economic uncertainty allowed deal-
ers to keep their employees on payroll
and avoid any reduction in benefits. But
with that assistance, now comes the po-
tential of a tax burden.

With the passage of the CARES Act, Con-
gress said the forgiveness received un-
der PPP would not be taxable. While this
is true, IRS issued Notice 2020-32 in May
2020 in which they have taken the posi-
tion that the expenses used for the for-
giveness are not deductible. Although
this was not Congress’s intent, it appears
to be a correct interpretation of the In-
ternal Revenue Code. Thus, without
Congress’s act, the payroll costs, rent,
and interest expenses used in obtain-
ing PPP forgiveness are not deductible,
which in essence makes PPP taxable.
The IRS guidance does not, however,
address the timing of the reduction in
deductible expenses. It is a very likely
scenario that borrowers spent the funds
in 2020 but will not receive notification
of forgiveness until 2021. Without guid-
ance, we are uncertain in which year the
expenses are not deductible — 2020 or
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2021. For someone whose PPP forgive-
ness is $500,000, the tax could be an ex-
tra $200,000+ in the year the expenses
are not deductible. Until we know more,
it is best to be prepared to pay the extra
tax in 2020.

Another concern for car dealers on LIFO
is the potential of large recaptures in
2020 due to the low volume of invento-
ry. Many dealers are working with half
the new inventory they had a year ago.
This significant drop in inventory could
mean a substantial increase in tax bur-
den due to LIFO recapture. To estimate
the potential impact, | looked at a dealer
that has been on LIFO for 40 years. The
dealer’s new inventory dropped from
$15 million to $7.5 million. The LIFO re-
capture in 2020 is over $400,000 in my
calculation. For this dealer who is already
having a profitable 2020, the recapture
tax is more than $150,000. Suppose you
are in a similar or worse situation with
your inventory levels and are on LIFO. In
that case, you may want to consult with
your tax adviser on your potential LIFO
recapture and the option of electing off
the LIFO method. The election allows
you to bring your LIFO reserve balance
into income over four years. If you are
taxed as a C Corporation, you may have
received a tax benefit at 41.5% (federal
and state combined) and would now pay
tax on the reserve at 27.5% (federal and
state combined).

As you can see, there are plenty of tax
concerns under the current tax laws but
let us look at what might happen if the
presidential election results in a change
in administration. Any tax law chang-
es made by a change in administration
most likely will not affect 2020 rates;

however, the proposed changes may
impact planning opportunities for 2020.
President Trump has not issued an offi-
cial tax plan for any proposed changes
to current tax law. Presidential candi-
date Joe Biden’s tax plan has major tax
policy differences from the current ad-
ministration. Biden’s tax plan calls for
increasing the top individual tax rate to
39.6% from 37% and taxing investment
income at ordinary rates for taxpayers
whose income is over $1 million. This
tax policy difference means high-in-
come taxpayers that currently pay tax
on long-term capital gains at 20% would
instead pay tax on those gains at 39.6%.
Biden’s tax plan also calls for increasing
the corporate tax rate from 21% to 28%.
Potentially more concerning to car deal-
ers with larger estates than the increase
in income tax rates is Biden’s plan to re-
duce the estate tax exemption (current-
ly at $11.58 million) by approximately
50% and to repeal the step-up basis on
death. If you believe these changes are
likely to occur, you may want to consult
with your estate planning and tax advis-
ers for actions that can be taken in 2020
to preserve your estate and reduce your
potential tax burden.

In summary, each taxpayer’s situation is
unique and proper tax planning requires
an understanding of that taxpayer’s full
set of circumstances. You should consult
with your tax adviser before the end of
the year to avoid any tax surprises in
March and April 2021. 4

Tasha Sinclair is a member of Tetrick & Bartlett,

PLLC, where she has been providing account-
ing, tax and consulting services to automobile
dealers since 2002. She also serves as the
current vice chairperson of the AutoCPA Group.
thartley@tetrickbartlett.com. 304-624-5564
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Dealerships

ealerships make great multigenerational family

businesses. However, new generations regularly

enter the workforce before previous generations

have retired; as a result, some dealerships may

have as many as four different generations work-
ing together. Managing them all presents a challenge for even
the savviest business owners. At the same time, it’s essential
to realize that the workplace has always had multiple genera-
tions. What'’s new is the increased rate of changes that have
been caused by technology, such as the internet. Continued
growth requires adapting more quickly now than in the past,
but that adaptation is not an impossible task, and other busi-
nesses also share it.

Now is a good time to consider how to make your multigener-
ational dealership stronger in the years to come. Big changes
are on the horizon with autonomous vehicles and the new pow-
er sources of the expanding hybrid and electric market. Some
observers even claim that privately owned dealerships are on
their way out, but they’ve claimed that before, and it didn’t
happen. The truth is, nobody knows how things are going to
play out, but there is always room for success if you understand
your strengths and weaknesses and make your plans according-
ly. That includes any succession plans you have. Be thinking not
just about today but about how power will transition within the
company down the road.

If you are a family dealership, the most important thing to un-
derstand is that each generation has its own perspective, skills
and experience to contribute.

10 wvaDA

¢ If you can create a workplace that embraces those perspec-
tives, you can increase collaboration, engagement, and pro-
ductivity throughout the business.

¢ If you understand potential conflict points, you can often pre-
vent conflict or transform it into something constructive.

The two major generations to consider right now are the two
with the largest number of members: the baby-boom genera-
tion and millennials.

¢ When members of the baby-boom generation started their
careers, long hours and a male-dominated workplace were the
normes. It was a time of clear expectations and specific deadlines.
Companies picked up the cost of dinners and taxi rides to reward
employees as they put every available minute into their work.

¢ By the time millennials entered the workforce, times had
changed enormously. The atmosphere was more egalitarian
and included both men and women. Millennial expectations
prioritized work-life balance and flexibility in how and where
employees could work. It also included time off for new par-
ents of both genders.

Improve your management of a diverse workforce by concen-
trating on the following specific areas:

¢ Engagement and collaboration
¢ Accountability and trust

¢ The advantage of being diverse

http://wvcar.com



Engagement and Collaboration
Too many employees have no personal investment in their work:

¢ Gallup kept records about employee engagement between
2000 and 2015. During that time, only 32% of U.S. employees
considered themselves committed to, enthusiastic about and
involved in their jobs.

¢ The results were even worse worldwide, where only 13% of
employees considered themselves engaged in their work.

Happy employees are engaged in their work and are more likely
to collaborate with their peers. That collaboration is a virtuous
cycle that increases efficiency and, therefore, also increases
productivity. As employees take ownership of their work, they
pay attention to the details of their own work, but they also look
out for others and the organization. If your business is a fami-
ly business, you have an advantage; the family members who
work at the dealership are likely to have more of a motivation
to be involved than someone outside the family.

Of course, you will have other people outside the family who
are also working in the business. How do you increase their en-
gagement? You have to actively decide what kind of culture you
want to build, and then intentionally create precisely that.

People become engaged when they feel they are valued team
members. With that in mind, one suggestion would be to
enlarge the number of decision-makers within the company
so that employees know they have a genuine opportunity to
make their voices heard and to have a say in how the business
is run. If that idea appeals to you, Johann Hari wrote a book in
2018 called Lost Connections about the depression and anx-
iety that happen when people are disengaged not just from
work but from life. He presents a good argument for making
your business a cooperative instead of the more traditional
hierarchical arrangement we expect to see in businesses. It’s
worth reading.

However you want to decide on the company’s objectives,
though, you need objectives for the entire organization. You
also need to ask people to work toward making those objec-
tives a reality. They probably won’t cooperate unless they see
why cooperation is to their benefit, so think through that part
of it as well.

Gallup identified the following best practices that can improve
employee engagement:

¢ Engagement isn’t something to think about once a year and
then forget. Make it something your dealership is always in-
volved in improving.

* You need some ideas about what to do that will be effec-
tive. Search the internet for “best practices for improving
employee engagement.” The results will give you many dif-
ferent ideas for action. You are in the best position to decide

Issue 4 2020

what ideas would work for you, but it’s a good idea to be
aware of what other companies, even in other industries, are
doing. For example, you should check out what Google is do-
ing to engage its employees. Whether you open up the de-
cision-making or not, you need to ask your employees what
they want to see to be more engaged with their work.

¢ Use the feedback you get from employees and make a plan.

¢ Take a baseline measurement before implementing plans. You
can decide how far ahead you want to look, but three years
is a good number: long enough for big changes, but short
enough to keep actions and milestones realistic.

¢ Look at tactical elements that improve performance. Always
favor concrete actions that are over abstract ideas. “Provide
in-house day care” is better than “provide support to parents
who are employees.”

Accountability and Trust

There are distinct differences in how baby boomers and mil-
lennials approach work. In fact, the baby boomer approach
and the millennial approach can be exact opposites.

What really matters is getting the work done and not so much
how the work gets done. Your strategy, therefore, should be
doing your best to avoid letting people divide into age-based
camps. How can you accomplish that goal? It almost certain-
ly won’t happen by accident.

One good strategy is to pay more attention to accountability
than methods. If an approach works and is legal and ethi-
cal, why should anyone care about the specifics? The baby
boomers probably have better interpersonal communication
skills. The millennials are certainly going to be better when
it comes to digital communication. You want all the skill sets
you can find. Think broadly and find a way to accommodate
everyone’s strengths.

Your attitude will go a long way toward creating the right kind
of culture, but you should also encourage people to compro-
mise and learn from each other. The way management makes
decisions should make it clear that employees can trust the
organization to be fair about accountability.

The Advantage of Being Diverse

Family dealerships are not alone in being multigeneration-
al. The general population is in the same situation. As a re-
sult, troubleshooting problems becomes more effective if
it takes advantage of generational diversity because diver-
sity makes for better solutions. When you have projects,
the smart approach is to involve representatives from each
generation. Approaching a problem from multiple perspec-
tives is more likely to produce comprehensive solutions.
After all, millennials offer efficiency and creativity in their
work, but those qualities pair well with the high-quality,
detail-oriented work of baby boomers. «

WVADA
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Four Gen

atheny Motor Truck

Company was founded

in 1922, and will soon

be 100 years old. Tim

Matheny, the compa-
ny’s current president, plans to cele-
brate the centennial during the entire
year.

The company is now in its fourth gener-
ation of Matheny leadership:

¢ L.G. Mac Matheny, the founder, was
actively involved in the company until
1962.

¢ Mac’s son Paul, an only child, began
working for the company in 1952 and
retired in 1984. He passed away in
1991.

Paul’s son Mike joined the company
in 1969. He is still involved in compa-
ny operations. (Mike’s sister, a retired
schoolteacher, was not interested in
the family business.)

¢ Mike, who has been married for about
55 years now, has two children, Tim
and Marni. Tim joined the company in
1991 and is its current president. Tim’s
sister, Marni, joined the company in
1988, earned her CPA and worked as
treasurer. She retired in 2018.

12 WVADA
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Mike’s Journey

Mike always wanted to be
part of the family business.
In junior high school, he
began working weekends in the parts
department and working a little in the
service department while also holding
down a paper route seven days a week.
However, Mike earned a B.S. in business
management at West Virginia Univer-
sity, where he made many friends he
did business with later. Coursework in-
volved problem-solving and leadership
skills. Mike enjoyed all of it.

After graduation, Mike worked two
years for Exxon in the Baltimore area.
The Exxon facility (the Enjay’s Fibers and
Laminates division) manufactured poly-
mers. He came back during a time when
people were retiring and he was need-
ed. “They got me involved right away,”
he said.

Mike worked all phases of the business.
Mike was mentored by his father and
grandfather, Mac and Paul Matheny, and
by many hard-working, easygoing first
and second-generation employees who,
he said, “were raised right.” For example,
Ken Roush was the service manager for
more than four decades, and his son, a
little younger than Mike, worked for the

and Counting

company as a mechanic until about 2018.
Mike also remembers men like Bill Spik-
er, a technician with more than 50 years,
and Donny Spiker, who has been working
50 years and still works part-time.

Tim’s Journey

Tim grew up helping his father at a
young age. In junior high, he inventoried
parts and worked in the car wash. Tim
attended the Kelley School of Business
at Indiana University in Bloomington,
exploring either going into finance or
getting into the family business. During
Tim’s junior year, he began to focus on
the sales and marketing side of the busi-
ness program. Also, Tim started working
for Cary Curry and Craig Richards at Cur-
ry Buick-Pontiac-Cadillac-GMC while in
college. He enjoyed his time there and
decided on the family business.

Tim’s wife, Monica, is currently the mar-
keting director. Tim and Monica’s oldest
son, Christopher, is 24, has a market-
ing degree from Vanderbilt and is also
involved on the marketing side. Mike
and Monica are actively grooming Tim
and Monica’s youngest son, Andrew, to
come into the business. The family also

http://wvcar.com



erations

enjoys the two family dogs; golden re-
trievers named Bailey and Mac.

Andrew is 9 years old and in fourth grade
at an excellent school. He is too young
to decide what he wants to do with his
life, but he’s enthusiastic about the fam-
ily business and helps with community
outreach. He already has business cards
that identify him as the VP of sales, but
that doesn’t mean he won’t get a chance
to choose, the same way his father and
grandfather did. Like any good father,
Tim wants his son to have a happy, ful-
filled life and supports Andrew’s future
choices. He said, “If Andrew doesn’t
want to get into the business, we’ll run it
as long as | want to, and then we’ll deal
with it when the time comes.”

Tim never knew his great-grandfather,
who died before he was born, but he
was close to his grandfather and spent
a lot of time with him during his last
months. His father, Mike, has also been
a great mentor. Mike says he respects
his son’s business acumen and work eth-
ic and just wants him to continue doing
what he’s doing.

Outside the family, Tim has been close
to two particular friends, Sam and Susan
Ross. Susan’s grandparents were friends
with Tim’s grandparents and were some-
times customers, too. He calls Sam and
Susan humble, successful individuals
who, apart from his father, have been
his most significant mentors. They are
also Andrew’s godparents.

Interests

Community Service

Mike has always been involved in commu-
nity service but has been trying to cut back
in recent years. Early in his career, he was
involved with the Jaycees. He also served
on many boards. Mike is now down to be-
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ing on only one board,
the local economic de-
velopment authority.

Under Tim’s direc-
tion, the compa-
ny supports many
different  organi-
zations: the Boy
Scouts, the Boy’s
and Girl’s club,
the YMCA, and
organizations to
help people with
physical and
mental disabili-
ties. Customers
have come to
Tim and Mon-
ica with the names of

organizations they want the company
to support, and the family has tried to
be good partners with these customers.
With respect to the Boy Scouts, Andrew
is a scout, and Mike was also very active.
The local chapters and troops have a
high participation rate, and Tim is proud
to support them.

Favorite Vehicles

Mike and Tim both like pickup trucks.
Mike says they are his all-time favorite
vehicle. They both drive a GMC Sierra
crew-cabin four-door pickup truck. Tim
also liked the GMC Syclone and the GMC
Typhoon SUV in his younger days. GMC
sold the Syclone in 1991, and it was mar-
keted as the world’s quickest stock pick-
up truck. The Typhoon (1991-1993) was
a high-performance SUV that was relat-
ed to the Syclone.

Free Time and Hobbies

Mike likes reading during his free time
and especially enjoys historical nonfic-
tion about U.S. history. When he was
interviewed, he was reading Jefferson

and Hamilton: The Rivalry That Forged a
Nation, by John Ferling. Once in a while,
he will read one or two books of fiction
if his wife recommends them.

Tim has spent about 120-150 nights a
year on the road, mostly because of
trade shows, over the last 20 years. That
all changed with COVID-19. During the
last six months, he has only been on the
road three nights, other than trips with
his family, and it has been a welcome
change. He likes and appreciates being
home, but he and his family also enjoy
traveling as a family to new locations.
His free time is generally spent with fam-
ily and friends, close to home or during
travel.

Tim did hire a guide to teach Andrew
and himself how to fly fish, which has
become one of Andrew’s favorite activi-
ties. Although Andrew likes golf and ten-
nis, he loves fly fishing. «

WVADA
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Mike Matheny

Tim Matheny

These are undoubtedly
unprecedented times. What are
you doing, as a small business,
to weather the storm?

MIKE: We're following all the recom-
mended CDC guidelines and taking all the
necessary steps, such as social distancing,
to keep employees and customers safe.

TIM: Our management team’s first prior-
ity is the health and safety of our work-
ers and employees. West Virginia, as a
whole, has been a pretty safe state when
compared with other states, especially in
the big cities. We’ve been pretty fortu-
nate in that regard.

The car side of our business has most-
ly local traffic, but we also have a lot of
truck drivers coming from the West Coast
or the East Coast. We’ve had a curbside
takeaway, and people can call ahead for
parts. People out of our area have come
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to us, and we’ve met their needs. Our
business is a little different from the car
dealership world in that respect.

What are you doing to support
your employees?

MIKE: We have 350 employees and about
70 part-time employees, and we’ve had
no major problems. Some of that is luck,
but we’ve been doing our due diligence
internally and externally.

TIM: We are trying to get problems re-
solved thoroughly but quickly. One way
we’re trying to protect our employees is
that when someone goes out of town, like
Myrtle Beach, we are having them take
some time off and have them take the
rapid response test in case they contract-
ed something out of town. For example,
an employee went to a horse show over
the weekend, and they were notified lat-
er that a friend had tested positive. We
got them a two-hour test.

With Mike and Tim Matheny

What are two things that

you have learned from past
experiences that are helping you
navigate now?

MIKE: Probably the biggest thing is com-
munication, both giving it and getting it.
We encourage everybody to communi-
cate about any situations they are con-
cerned about.

TIM: Our past experiences have helped
us keep on top of the pandemic. The
management team from me down, and
especially my HR manager, has been en-
gaged with employees. We engage quick-
ly with situations for everyone’s benefit
and help everyone stay away from being
exposed. We have 12 locations over a few
states, so it’s not like we can manage the
problems under one roof.

Early on, during March and April, we had

two employees who tested positive in a
remote location. One generally worked by
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himself. The other one was a driver work-
ing in Virginia. They didn’t come in to work
while waiting for results, and when the
results were positive, they were treated
promptly. They both recovered at home.

What effect do you think this
crisis will have on the auto in-
dustry going forward?

MIKE: It’s going to make us much more
appreciative of the things we do. We've
got to work smarter and quickly adapt to
people working from home, whether per-
manently or part-time, and focus on how
we build our relationships with our custom-
ers. For example, some customers will feel
more comfortable dealing electronically as
much as possible, as opposed to face time,
and some people are going to limit the
amount of in-person face time. We need to
be in tune with what each one wants.

TIM: There’s not much time with parts
and service. As far as the sales process is
concerned, that’s probably changed for-
ever. The internet has been such a prev-
alent factor in the last 10 years anyway,
and people are still wary after the March
shutdown. They are not even coming to
the dealership, and everyone has less
personal contact. Even when a cus-
tomer test-drives a vehicle, we may
take it to their house and leave it over-
night so they can drive it. That makes
them feel a little safer.

Issue 4 2020

As a small business owner and
leader, what is the takeaway
from this extraordinary
experience that will guide future
business decisions?

MIKE: No. 1 would be don’t take anything
for granted. We have to work smarter
and find different ways to communicate
with employees and with customers to
even it out.

TIM: You always think you can expect
something like a catastrophe to hap-
pen, and you think you are prepared,
but every situation is different. Our
model, for now, includes possibly
working remotely more; in some cas-
es, that’s a good way to do it. We are
also watching expenses more because
every dollar matters now. From the
management of expenses to just how
we conduct our day to day business,
we’ve changed how we will do busi-
ness in the future.

Most of the financing institutions we
do business with have worked hard
to help us, but a couple of the larger,
non-local banks haven’t had the per-
sonal touch they needed. We've forged
better relationships with the banks and
OEM financing companies that have
worked with us, and from now on, may-
be we just need to work with the peo-
ple who have been good to us.

What is the most rewarding part
of your career?

MIKE: For me, it’s when | can help out a
customer who needs help. For example,
maybe a customer has a vehicle down at
4 a.m., and | can get him going by getting
him the part he needs. That is true, one-
on-one help in an emergency. | just like
being able to help keep customers going.

TIM: Alot of our growth has beenin the
last 10 years, especially as we’ve made
some acquisitions. When | started, we
had 30 people, and now we have more
than 350 employees. During that time,
my dad worked with me behind the
scenes, so our work has been a joint
effort, but I find it rewarding to build
teams in different business units. Over
time, I’'ve worked with employees and
helped them excel in their positions.
Many of our employees have longev-
ity with the company, and | can see
how they’ve grown. That’s been my
biggest reward, working successfully
with such a great group of people.

What do you think will be some
of the dominant trends within
the auto industry in the next
5-10 years?

MIKE: The things experts talk about are
electric type vehicles or hydrogen fu-
el-celled vehicles. In the long term, hydro-

continued on the next page
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gen is more doable than electric because
of its range of operation. But right now,
the technology is there for electric. | ex-
pect to see hydrogen or other alternative
fuel situations in the long term. Some are
out there now, but manufacturers need
to make them on a scale where they are
affordable. A longer driving range matters
because you could go a lot further than
you currently can with electric vehicles.
People talk about Tesla batteries, but GM
has longer-range batteries than Tesla that
should be out late next year.

For traditional manufacturers, gas mile-
age is improving. However, | eventually
expect to see hydrogen engines.

TIM: The big buzz word is electric, even
though mass production might be 10 years
away. Manufacturers sometimes mandate
a certain number of sales. Sometimes that
makes sense, and sometimes it doesn’t. An
increase in electric cars is definitely where
the industry is going for the foreseeable
future. A lot of people are talking about
hydrogen engines after electric ones, but
that is further out. Engineers and design-
ers are working on both engine types side
by side; time will tell who succeeds.

Electric vehicles will change the land-
scape of repair facilities. For example, a
Tesla vehicle has 21 moving parts. That
translates into less that can go wrong,
especially when you also consider safety
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features and crash avoidance. Manufac-
turers are building safer vehicles.

The shift won’t happen tomorrow, but
in 10 to 20 years, we will see increases in
maintenance versus repair in a lot of cases.
Dealerships will evolve and will look differ-
ent from the way they are now.

Why is being a WVADA member
important? What makes WVA-
DA membership beneficial?

MIKE: Having an association is the best
way to handle problems that affect all
dealers. In the association, we have a
place to discuss problems that are unique
to West Virginia and decide how to solve
them. Also, there are larger problems in
the U.S.A. that we are all going to en-
counter. We work together on those, too.

TIM: Our dealer association has always
been a strong organization. The associ-
ation works with the dealers on regula-
tions, helps pass legislation that is good
for the dealer and the customer and
brings people together to work collec-
tively and not as competitors. It’s a close-
knit group. For the most part, our deal-
erships and the dealer principals all have
the same goals: creating a good working
situation for our employees and giving
back to communities. The association,
like the dealerships, supports community
organizations like schools and the Boys

and Girls club. The association has been a
good conduit for directing support.

Did you have past experiences
that helped your leadership in
WVADA?

MIKE: My background in our company
was a big help. We diversified the prod-
ucts we sold, and we had a lot of experi-
ence with manufacturers. | could see both
sides of the coin. | always did a lot of listen-
ing during my interactions with manufac-
turers and when | was dealing with dealers
all over the country. You can always learn
something from other dealers, whether in
Montana, Florida or West Virginia.

TIM: | grew up around most of the deal-
ers in the association. It’s a well-run as-
sociation, and | am sure it will be strong
in the future. | am currently on a couple
of boards, first for a trucking association
and later for a car dealership. I've also
been serving on a federal reserve round-
table for a couple of years.

My dad has been an association board
member, but | haven’t been. I've gotten
more involved with the association in the
last few years.

In looking back at this year,
what stands out for you? Are
there any accomplishments that
you are especially proud of?
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MIKE: | am 75. Unlike Teddy Roosevelt,
| don’t carry a big stick, although some-
times I’'ve had to be firm. | am not a dic-
tator. | try to do the right thing and earn
people’s respect, and then they do the
right thing and earn my respect. | don't
have to work quite as hard as | did, but |
can still be a resource to my son and my
employees. | am approachable. We can
solve problems by working together.

TIM: | think I've realized that as the days
go by and you think it can’t get any worse,
sometimes it does, but our employees
have done a remarkable job. We are an
essential workplace with trucks going
up and down the road and taking food
to people. Being open and taking care
of those customers is something to be
proud of in a tough time, like what we are
going through now. We have to hang in
there and get through it. In our geograph-
ic area, | see the light at the end of the
tunnel. There is nowhere to go but up.

Issue 4 2020

that our
1 to do to us.

As a leader within the local auto
industry, how did you approach
helping dealers face challenges
at their dealerships?

MIKE: | am a past president of the asso-
ciation, and | was a board member for 37
years. During my time of service, | tried to
visit as many dealerships as | could. | got
to know a lot of dealers.

When | was president, the Ford dealers
were having a real problem with Ford.
(Fortunately, there weren’t many situa-
tions like that.) Some dealers wanted to
do things one way, and others wanted to
go another way. | was a GM dealer. There
was no problem with me being a GM
dealer trying to help them. We sat down
and tried to develop a resolution that
would be agreeable to both sides as they
helped themselves. Our biggest concern
was our relationships with the manufac-
turers and the franchise laws. We tried to

protect our dealers from some things that
our manufacturers wanted to do to us.

TIM: Some of the dealers have gotten
together in recent months. We've talk-
ed about keeping employees safe, what
our hours of operation were and how we
were trying to navigate through problems.
By listening and sharing ideas, we've been
able to help each other out in that regard.

If you look back at your
career and life, what would
be three things that you have
learned and that you would
pass onto a younger member
within the auto industry?

MIKE: First, don’t overreact. Think about
the situation before you react. Make re-
sponsible decisions. Second, listen to
your employees and associates. Consider
their input, but always act responsibly to

continued on the next page
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the situation. Third, don’t stray from your
course. Don’t fall off the path from your
objectives. Keep those uppermost.

TIM: From a personal point of view, be-
ing humble in life is one of the top char-
acteristics an individual can have. There
are two business traits | value: maintain-
ing very open and honest relationships.
That includes OEMs and the people
working for them. Also, forge a good re-
lationship with your lending institution.
We’ve been with United Bank for over
90 years, and we’ve had a great relation-
ship through ups and downs.

If you could describe the best
day in this business, what
would it look like?

MIKE: It’s all changed now because of the
internet. | go home, and the next day there

are 30 messages, 20 of which are junk. My
best day is when there is just something
| need to be involved in. | enjoy solving
problems, answering my mail and being
with my employees.

TIM: Sometimes, an individual
customer comes in and wants

to purchase a vehicle, or

someone has to solve a spe-

cific trucking problem, and

they are anxious about the

purchase. We help them, and

they become repeat custom-

ers over the years. Sometimes

their children grow up and be-

come customers, too. We have
commercial businesses and fami-

lies that we’ve done business with for
more than one generation. My best day is
creating and being part of these long-last-
ing relationships. 4

Community Outreach

he Matheny Motor Truck

Company has always been

involved with community

outreach. Still, the current

COVID-19 pandemic has
made it especially important to keep em-
ployees and customers safe. A large part
of that involves good communication.

Monica Matheny, who is in charge of
community outreach for the Matheny
Truck Group, said, “Mike and Tim’s at-
titude from the beginning was for us to
do whatever it takes. We invested tens
of thousands of dollars immediately. If
Mike or anyone else heard that some-
one needed something, we provided
it. If we heard about someone dealing
with a hardship, we did our best to
help. Plexiglas barriers went up imme-
diately, and we were doing contactless
delivery before it became a thing. We
offered door-to-door service, and we
protected our people as if they were
first responders. When customers re-
alized how hard we were trying to get
pandemic supplies, they brought the
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supplies to us.” She shared the follow-
ing examples:

* One customer knew that Matheny
Motors was wiping every car for ev-
ery customer, and dropped by with a
case of disinfectant wipes.

e Another customer donated a batch
of face shields.

o At the Charleston location, a restau-
rant dropped off pizzas.

Atthe start of the school year, Matheny
Motors outfitted the teacher’s lounge
at a local elementary school. They
stocked the room with an ample sup-
ply of hand sanitizers and supplies to
take a little pressure off the teach-
ers so they wouldn’t have to buy the
supplies themselves or worry about
having enough. Matheny Motors also
offers free service and car washes
for first responders in the communi-
ty. Since one customer makes potato
chips, Matheny Motors donated some

of the customer’s chips to a hospital.
Monica found out there was a nitrile
glove shortage, and she made sure
Matheny Motors donated what they
had in stock.

Matheny Motors has two different cli-
enteles: commercial truck stores and
auto stores. It has been classified as
an essential business because of what
it sells. Although the employees are
not doctors or nurses, they sell fire
trucks and ambulances, fix the trucks
that deliver supplies to hospitals, and
sell other trucks that carry goods all
over America.

Matheny Motors has taken care of
its 350 employees and their fami-
lies. If someone needed to be home,
co-workers would drop off work and
then pick it up again later so that the
person at home didn’t have to leave
the house. “We just cared for each
other,” said Monica. “I’'m proud of the
employees in all 12 of the communities
where we are located. They didn’t tell
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me everything they did, but | know they did a good job tak-
ing care of each other without being prompted or asked.”

Finally, Matheny Motors has been handing out two-ounce
bottles of hand sanitizers to its truck stores and auto deal-
ership customers. “From a marketing aspect, you can give
away hats and koozies and mugs and all of these things,”
said Monica. “The hand sanitizers are our ‘thank you’ for
supporting us and stay safe. We will give them out until
they are gone. ¢
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Get your

and your dealership too

Help in leading your dealership
down the secure financial highway

The Arnett Carbis Toothman team is ready to
deliver class-leading services to auto dealerships
throughout the region. As the 103rd top CPA
firm in the United States, our professionals are
authorities on the constant changes facing
dealerships of all sizes.

e Serving new and used dealer operations
¢ Single and multi-facility operations

¢ Experienced with franchise regulations
e Equipped to assist in financial strategies

@ Arnett
Carbis
Toothmani,

CPAs & Advisors

WEST VIRGINIA | OHIO | PENNSYLVANIA
800.452.3003 | actcpas.com
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COUNSELOR’S CORNER

Motor Vehicle Dealers’ Rights

By Johnnie E. Brown
Pullin, Fowler, Flanagan, Brown & Poe, PLLC

-5—‘

hope everyone is safe, healthy, and learning how to effec-

tively conduct business in the time of COVID-19. While |

had promised a Part Il on Advertising, | am seeing more ef-

forts by manufacturers to challenge motor vehicle dealers’

franchise law rights. It is more timely to remind you of the
significant updates made to your franchise law in 2015. The
following is a summary of the more significant changes that
were made. Please keep the following in mind when dealing
with the manufacturer.

1. Facility Upgrades. Once your dealership is found in compli-
ance with a manufacturer’s facility requirements, for a period of
ten (10) years thereafter, a motor vehicle dealer shall be deemed
to be in compliance with any program requirement pertaining to
the construction of facilities or the installation of signs or other
franchised image elements. This restriction can help with a va-
riety of manufacturer’s programs, including those related to any
sales rebates, incentives or other monies. For example, if you
were compliant five years ago, and they change a program that
requires an update to your facility, you are deemed compliant for
five more years without making any changes.

2. Purchase of Goods and Services. A provision now protects
dealers concerning the purchase of goods or services from
specific vendors. If the dealer can obtain goods or services
of substantially similar quality and overall design from a
vendor chosen by a dealer, then those can be used. Should
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the manufacturer wish the dealer to use specific goods or
services, the manufacturer must pay the difference in price
between the goods and services of the manufacturer’s pro-
posed vendor and a motor vehicle dealer’s selected vendor.

3. Warranty Reimbursement. A specific formula was imple-
mented that requires dealers to receive retail rate for both war-
ranty service and parts. In order to assist the dealer, certain work
or items are excluded from the calculation, including parts sold at
wholesale, routine maintenance such as fuels, filters, and belts,
nuts, bolts, fasteners, and other similar items, tires, and vehicle re-
conditioning. By excluding these lesser items, a truer rate of retail
is achieved. The dealer can seek to determine the retail rate every
twelve (12) months. All claims submitted under warranty and recall
work must be either approved or disapproved by a manufacturer
within thirty (30) days. A manufacturer can only do an audit for
the last twelve (12) months of service records. Once a claim is ap-
proved and paid, it may not be charged back against the dealer un-
less the manufacturer can show that the claim was either false or
fraudulent or that the repairs were not properly made or were un-
necessary. This puts a significant burden upon the manufacturer.

4. Open Account Protection. This was a significant change in
franchise law to protect your open account with the manu-
facturer. Now, if a dealer disagrees with a manufacturer over
a charge, delivery or chargeback, all the dealer has to do is to
tell the manufacturer of its objection and to not remove the
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change was made which the manufacturer

or third party vendor to lefd hatmbess the dealer from
all damages, attorneys’ fees and costs, and other costs
and expenses incurred by a dealer from complaints, or
claims arising from the illegal use or digtlostie of a dealer’s
customer data from its system.

monies from their open account during the resolution of the
dispute. The dealer gets to keep its monies until an adminis-
trative procedure takes place, and perhaps, even until court
litigation occurs, if pursued. In other words, the dealer gets to
keep their money until the manufacturer proves their position.
Previously, the manufacturer would just take your money, and
a dealer would be left arguing to get some of their money back.

5. Changes to the Franchise Agreement. If a manufacturer
makes a change to a dealer’s area of responsibility, the manu-
facturer must give notice of at least sixty (60) days prior to the
change and an explanation of the basis for the change. Impor-
tantly, the manufacturer is prohibited from using any decrease in
sales to punish a dealer, and must give the dealer twenty-four (24)
months to become sales effective prior to taking any negative ac-
tion based upon sales performance. This certainly gives the dealer
time to adapt to the new changes without immediate negative
consequences.

6. Captive Finance Companies. Our franchise law now prohibits
“captive finance sources,” which mean the financial source that
provides automotive related loans, which are directly or indirectly
controlled, operated or owned by a manufacturer, from taking ac-
tion contrary to our franchise law. Consequently, captive finance
companies have to follow our franchise law in their relationship
with a motor vehicle dealer. Again, this protects the dealer against
a manufacturer that may be attempting to gain pressure through
a captive finance company.

7. Manufacturer Direct Sales. Our statute was upgraded to pre-
vent a manufacturer from directly or indirectly operating a deal-
ership, including displaying a motor vehicle intending to facilitate a
sale of a new motor vehicle other than through a franchised deal-
er. Consequently, our current law is extremely strong and prevents
the display of motor vehicles in the State of West Virginia and pre-
vents direct manufacturer sales through the display model.

8. Performance Standards. One of the more significant sections
was a section of the West Virginia franchise law to prevent per-
formance standards that are not equally applied, taking into ac-
count the availability of vehicles, and is not fair and reasonable
based upon accurate and verifiable data. It is the manufacturers’
responsibility to prove that their performance standards comply
with these guidelines.

Issue 4 2020

9. Dealer Data. While this is an everchanging topic, our change
in 2015 recognized that customer information is the dealer’s data
and property. While manufacturers may receive information re-
lated to our customers that may affect the sale and delivery of
the new motor vehicle and any successive safety and recall no-
tices, it also prohibits the manufacturer from providing access
to the customer or dealership information to third parties with-
out first obtaining your prior express written consent. Impor-
tantly, this consent can be revocable by the dealer with ten (10)
days written notice. Furthermore, a dealer is allowed, and the
manufacturer is required, to provide the dealer a list of all spe-
cific third parties who have obtained any data from the dealer
within the last twelve (12) months. The dealer must request this
information in writing. Furthermore, the new statute allows a
dealer to install a means to regulate and continually monitor
what specific data is accessed from the dealer’s computer sys-
tem by the manufacturer.

Last, a very important change was made which makes the man-
ufacturer or third party vendor indemnify and hold harmless the
dealer from all damages, attorneys’ fees and costs, and other
costs and expenses incurred by a dealer from complaints or claims
arising from the illegal use or disclosure of a dealer’s customer
data from its system.

As you can see, these were significant changes made five (5)
years ago. Many dealers may not realize the extensive nature
of these changes, and how our franchise law can assist them
in their relationship with a manufacturer. | hope you find this
information useful and encourage you to reach out to me with
any questions. Know your rights, and don’t be taken pushed
around by the manufacturer.

Good luck this Fall. <«

Mr. Brown serves as General Counsel for the
West Virginia Automobile Dealers Association.
If you have any questions, you may reach him
at (304) 344-0100 or jeb@pffwv.com.
www.pffwv.com. Best of luck out there.
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sing Data to Sell Cars

he current U.S. economy is

spectacularly unpredictable

and is likely to continue that

way for a while. But you can

still sell successfully. You are
just going to have to be more strategic
about it. Now is the time to combine
your marketing skills with marketing
data. Where do you start?

Start by continuing to use marketing
campaigns. People like to buy products
they are familiar with from companies
they trust. You don’t want to wait to
build a relationship with a potential buy-
er if you can start that relationship soon-
er, because if you wait, you may never
make the sale at all.

Since so many people are now working
from home and may never go back to
commuting again, spend your market-
ing dollars on media that has the best
chance of reaching people, such as so-
cial media and magazines or other direct
mail. Until televised sports are being
broadcast regularly again, you might
want to pull back on television ads.

When considering television ads, you
should be aware of the following:

* The best marketing always works to pro-
vide customers with the information they
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actively want. Just because it is pos-
sible to run an ad doesn’t mean you
should. People avoid unwanted ads or
(worse) are irritated by them. That is
not a good marketing strategy.

The COVID-19 shutdown caused me-
dia consumption to increase by al-
most 60%, but the big beneficiary
was streaming video, not traditional
programming. Streaming video in-
creased (on average) 61%. For adults
18+, the time spent viewing live and
time-shifted TV has fallen by 7% in the
third quarter of 2019, while time spent
watching shows on TV-connected de-
vices went up 17% during the same
period. Please note, the measurement
was taken before the shutdown.

Approximately 91% of all people in the
U.S. subscribe to a streaming service.
For viewers aged 18-34, the percentage
is 96%. Some 30% of all viewers have
three or more video streaming services.

The conventional advertising model
has calls to action that require viewers
to go to a store to spend their money.
That approach is now as outdated as
a stadium full of cheering fans. Many
people have concerns about social
distancing, and they are often uncom-
fortable in their masks even when they

make a point of wearing them. Make it
as easy as possible for people to buy
online instead of in-person, and ask
people to visit your website instead of
your store.

Marketing costs money, but do what
you can to spend marketing money
wisely. Then you don’t have to spend as
much. The average marketing cost per
sale, according to NADA, is $624. Using
the right technology can bring that av-
erage down. For example, the standard
for dealers who use automotiveMaster-
mind’s MarketEyeQ is $115.

Why does technology make a difference?
It enables you to use your resources more
effectively by focusing on what you have
in stock and using prediction modeling
to increase retention sales. It also helps
you see major buying trends. Half of the
buyers are currently moving to new deal-
erships and new brands when they buy.
Even if you lose some of your existing
customers, you can still increase your
customer base if you can convince new
customers to buy from you.

The data provided by technology can
help you sell cars in three ways:

e Combine data from major market
players such as Carfax, IHS Markit and
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TransUnion to help you see industry
trends and identify high-quality leads.

¢ Determine when prospects are most
likely to buy a vehicle by applying pre-
dictive modeling.

¢ Develop personalized sales scripts.
Scripts are another way to apply
predictive modeling because the
modeling can tell you why potential
customers are interested in buying
a vehicle.

The driving force is the data, and more
particularly, the predictive modeling
that results from analyzing that data.

What should you know about
predictive modeling?

¢ It has multiple names that include
predictive analysis, predictive analyt-
ics and machine learning. Of the four
terms, the one that has been most pop-
ular on Google since 2004 is machine
learning. Excluding machine learning,
the general and most commonly used
name is predictive modeling.

e Commercial applications often use the
term predictive analytics, but academic
settings also favor predictive analytics.

¢ Machine learning is technically consid-
ered to be different from predictive
modeling because it relies on statisti-
cal techniques so computers can build
predictive models. In practice, the two
terms are often used interchangeably.

¢ Machine learning is part of the devel-
opment of artificial intelligence.

The valuable thing about predictive
modeling is that it can challenge key as-
sumptions. People see what they expect
to see, and sometimes they are blind to
what the data tells them. Being able to
consider future events and evaluate out-
comes is as helpful as it is difficult. Still,
predictive modeling can increase accu-
racy and help a dealership maintain a
competitive advantage because of those
unexpected insights.

Is predictive modeling perfect? No. It tells

you likely outcomes, but sometimes the
outcomes are anything but likely. Experts
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We are in the early stages of
an Al revolution. There's plenty

of Yoo (0%

' but

predictive modeling has already
provided dealerships with new
tools to help them succeed
in ways nobody could have
anticipated a few decades ago.

thought it might be time for a recession
before the Shutdown Recession, but they
didn’t expect it to result from a pandemic,
and no one expected the severity. Election
outcomes are also difficult or impossible
to spot in advance; Nate Silver has been
on both sides of that difficulty. But even an
imperfect assessment can put you ahead
of other dealers, and the quality of those
assessments will improve over time.

The data used to feed predictive models
comes from a variety of sources:

e Customer Relationship Management
(CRM)

e Customer service

e Demographic information

e Digital marketing and advertising
* Economic information

¢ Geographical information

e Machine-generated data from
telemetry or sensors

e Surveys and polls
¢ Transactions

e Web traffic

Of course, the trick is not just modeling
data; it is modeling data into relevant
information for your specific strategic
business goals. Equally important is
evaluating the accuracy of a model in
hindsight. You don’t know how successful
something is until you measure that
success. Those measurements can then
help you to improve the system and get
better results with the next model. Pay
attention to how the model includes the
following areas:

¢ Benchmark analysis
¢ Data gathering and cleansing

¢ Goal evaluations and key performance
indicators (KPIs)

¢ Action plan development
¢ Plan execution
® Process improvement

When using data to sell cars, remember
that the process is part of the same process
that will someday bring us autonomous
vehicles. We are in the early stages of an
Al revolution. There’s plenty of room for
growth, but predictive modeling has al-
ready provided dealerships with new tools
to help them succeed in ways nobody could
have anticipated a few decades ago. €
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Do You Need a Digital Interpreter?

By Matt White
Consignment

've been doing automo-

tive digital marketing for

over 15 years, and it never

ceases to amaze me the

number of TLAs that seem
to appear out of nowhere ev-
ery year. TLA, short for Three $
Letter Acronym, is a TLA used to
define TLAs. You know, the acronyms
vendors use when pitching the shiny
new digital product, using it in such a
way as to assume we know exactly what
it stands for, as well as what it is sup-
posed to do to help us sell more cars.
Odds are, this is the first time you have
heard of TLA. If | had not quickly defined
it, it would have taken you precious time
to decipher, time you don’t have when
negotiating with a vendor who is some-
times speaking another language that
also requires interpretation.

Let’s take some time to highlight some
of the most common TLAs in automo-
tive digital marketing and hope a new
one doesn’t appear by the time this is
published.

SEO (Search Engine Optimization): This
one has been around for a long time, but
it’s evolving, so let’s get up to speed. SEO
encapsulates how your website is found
and ranked on search engines. Please
don’t confuse it with SEM, which I'll cover
in a minute. SEO leans on content within
your website such as inventory descrip-
tions, video, blogs and backlinks. You es-
sentially need to ensure you have a web
provider with good tech, embed video
content on your homepage, and use an
inventory management system with ro-
bust distribution. These steps are a good
start for creating a strong SEO platform.

GMB (Google My Business): GMB is the
new SEO. Fewer and fewer people are
clicking through to websites from Goo-
gle searches. They rely on your GMB
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page for basic info such as hours, direc-
tions, reviews, phone numbers, website
links, and a host of things that Google
continues to improve. Your GMB page is
also the principal source for all of your
online listings. Make sure your listing
results across the internet match the
results on your GMB page. Keeping your
GMB page in order is an essential part of
local and technical SEO.

SEM (Search Engine Marketing): aka
CPC (Cost Per Click). This is the neces-
sary evil of participating in the Google
Network. When used in combination
with YouTube and VPR (Video Pre-Roll),
it is a force to be reckoned with. SEM
should also work in unison with SEO and
GMB and should be the priority of dig-
ital marketing after your merchandise
inventory. SEM budgets and strategies
vary according to available inventory,
market conditions, vendor technology,
OEM restrictions and more. Avoid ho-
mogenized campaigns that put weight
solely on the brand. Choose a vendor
that curates the data, has good bid op-
timization software, links all campaigns
to GA (Google Analytics), and advertises
your inventory at the SRP and VDP level
(both defined below).

SRP (Search Results Page): The webpage
that displays all available units of one par-
ticular search. For example, a search for a
“new Ford F-150 XLT” might land someone

on a page with all available
new Ford F-150 XLT’s you
| have in stock.

VDP  (Vehicle Display
Page): The webpage that
shows only one vehicle. It's
important that your SEO cor-
rectly indexes for SRP and VDP
listings, and your SEM vendor adver-
tises at the make/model level.

DSP (Demand Side Platform) and DMP
(Data Management Platform): The world
of data cannot be easily summarized,
but as big data evolves, you need to
know a few basics. Knowing your data
sources and using clean, ethical and
efficient data will help reduce costs and
create better results. Ask your vendors
how they obtain data, who they buy it
from, and where they send it. It seems
trivial, but it’s not. We get so focused on
negotiating the budgets that we neglect
to understand how our money is being
spent. Vendors buy shopper data from
a DMP for subjects such as audience
segmentation and in-market shoppers.
That data is then collected and sent
to a DSP for distribution. Your vendor
needs to have a relationship with a
reputable DMP and use a quality DSP for
distribution. Facebook, double-click and
Amazon are examples of a DSP.

In the world of TLAs, this is only the tip
of the iceberg. For example, you also
have terms like CPM, VLP and CTR.

Most vendors have access to and use
the same data. | hope you take the time
to learn the terms of this new language
and create a more targeted and cost-
efficient digital strategy. «

Matt White is a co-owner of Carsignment, a
West Virginia based digital marketing and
merchandising company.

http://wvcar.com
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WVADA 87th ANNUAL FAMILY CONVENTION

SAVE THE DATE

June 13-16

OPEN REGISTRATION NOW - JUNE 1, 2021
REGISTER BY APRIL 30TH TO RECEIVE A 10% DISCOUNT

Sunday: Evening -Welcome Reception & Casino Night
Monday: Day - Golf Scramble OR Scavenger Hunt
Evening - Block Party
Tuesday: Day - Sporting Clay Tournament OR Bowling
Evening - Chairman Dinner/Reception

For more information visit our website at www.wvear.com
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Smart Used Car Management Can Help
Boost Profits During the Pandemic

By Nick Jackson, manager — Dealer Training, Ally Academy

look at the raw sales numbers for the first half of

the year might be enough to discourage almost

anyone in the business of selling cars and trucks,

but there are signs things are changing for the bet-

ter, and that means opportunity. That opportunity
is knocking on the business’s used car side, but it will only pay
off if managed correctly.

In a typical year, U.S. consumers buy about 17 million new ve-
hicles and around 20 million used vehicles from dealerships.
But, we're on a roller coaster ride that has taken us from steep
sales declines early in the pandemic to soaring levels of used
car sales at the start of summer. According to Cox Automo-
tive’s market summary released on July 13, the annualized re-
tail selling rate for used vehicles was about 18.9 million, down
from 21 million last year but up from May’s 16.7 million. Those
wild swings make it almost impossible to predict where we’ll
be by the end of 2020.

We know that used vehicles commanded higher prices early
this summer. Consumers are finding sparse choices at new ve-
hicle lots because automakers laid on generous incentives in
April, sparking a temporary spike in sales, leaving little inven-
tory and limiting options.

When you run low on new cars, the focus turns to used cars.
Late-model used vehicles — especially popular pickup trucks,
SUVs and crossovers — are in high demand, but in short sup-
ply, driving up wholesale prices. Right now, wholesale prices
are approaching retail prices.

26 \ADA

What's important now is for dealers to move into the next few
months very carefully in the face of rapidly changing market
conditions. That starts with smart inventory management.

Right-size inventory
Here are some ways to help manage inventory effectively:

¢ Use discipline when purchasing vehicles to avoid being
stuck with a significant supply of aging inventory when the
market slows.

¢ Consider strategies to help promote the sale of the vehicle
in the first 30 days to address aging before it occurs, such as
shaving time off the vehicle reconditioning process.

¢ Keep a close eye on market trends to make sure invento-
ry levels are in line with where the market is headed as op-
posed to where it has been.

Look beyond auctions

Looking beyond auctions for inventory is a smart way to help
maximize resources.

¢ Perfect your ability to buy off the streets, from the service
lane and trades.

¢ Consider keeping and retail selling some of the older, high-

er-mileage units that you previously wholesaled for great
low price-tag options.

http://wvcar.com



Train staff for new challenges
It makes sense to consult with experts to
train employees properly so they’re pre-
pared for whatever situations may arise.

Expenses are tight right now, but effective I n SO m e d e pa rtm e nts,

training can help dealers make money,

save money and reduce risk. ]t:% ! |‘ I N 6 Kc . B.

For example, inventory strategies are cov-

ered in Ally Academy’s used vehicle man- a re a mong the best

agement course. In contrast, courses on

sales, compliance, fixed operations and . . o o
dealership management can help your Strategles fOI’ malntalnlng a
team adjust to pandemic business chal-

lenges. We also work with dealers to help hea Ithy used ca r Ope ratiOn

them become more adept at conducting

business virtually, advising them the shift that Ca N ta ke fu II adva nta e
to digital sales is likely not going away.

Right now, the industry continues to deal Of the Opportu n Itles th
with the effects of the Covid-19 pandemic,

with volatile sales and thinning margins. In MMMM/ WW p re
some departments, training and discipline

are among the best strategies for main-
taining a healthy used car operation that I

can take full advantage of the opportuni-
ties these uncertain times present. 4

it’s time to shift
your dealership oo e
into high gear Contact your local Account Executive today.

ally

g
£
3
]
=t
o
£
'8
=
<
o
oN
o
N
©

Issue 4 2020 wvapa 27



WVADA Dealers
Meeting with Candidates
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Full service automotive digital marketing agency, owned and operated in West Virginia since 2005.

¢ Professional photo and
merchandising services

e Digital and website consulting

¢ Inventory Management

e Local and Technical SEO

(Google My Business support)

Search Engine Marketing

YouTube video pre-roll

Facebook advertising

Sales and Fixed-Ops programs

Digital retail solutions

r Partnered with some of the most trusted companies in the industry
K@ﬂbdégnmen{_, (H)
. L -

3 YouTube Homenct || Google

www.carsignment.com

Matt White | 304-633-5467 | matt@carsignment.com Halsey Cory | 304-654-6540 | halsey@carsignment.com

www.carsignment.com

A Mexstar

Bringing Car Buyers and Car Dealers Together

Mexstar Media Group, Inc. owns and operates TV stations and digital marketing departments that
cover all of West Virginia, along with hundreds of markets across the country. Reconized as the
largest broadcaster and respected leader in local news, web and social interaction across
the state. Our solution based marketing platforms bring you as a dealer directly to the consumer.
Targeting the consumer during the entire buying cycle: planning, research and the sale. As one of
the largest digital agencies in the country, our digital team understands automotive.

CALL US TODAY!
Scott Harper - WOWK-TV Charleston/Huntington 304-720-6521
Dave Stingo - WBOY-TV Clarksburg/Morgantown 304-362-6711
Lauren Hershey - WTRF-TV Wheeling/Steubenville 304-230-6215
Mark Ford - WVNS-TV Beckley/Bluefield/Lewisburg 304-929-6424
Jim Wilburn - WDVM-TV Martinsburg/Hagerstown 240-527-2413
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Pandemic Perspectives:

Safety, Service and Smart Messaging During Times of Crisis

By Michael C. Keenan, President

Keenan-Nagle Advertising, Inc., Allentown, Pennsylvania

t this writing, the coronavirus pandemic contin-

ues in full swing. Many businesses wish multitril-

lion-dollar relief packages were en route from

our federal lawmakers, and small businesses

from Maine to Malibu are hunkered down, fever-
ishly working to balance safety and service for their custom-
ers, co-workers and community. Not exactly another day at
the office.

Thankfully, common sense — that increasingly rare element
of human nature — is richly embedded in the small-business
owner’s DNA, and it helps to chase the shadows of uncertain-
ty during times like these. Few decision-shaping algorithms
have ever trumped common sense. But for those searching
for more programmatic practices to help sustain both safety
and service during times of crisis, here are some recommen-
dations from our marketing professionals.

Keep Your Communications Plan Framed
but Flexible

Painful as it may be, the coronavirus experience has delivered
some valuable lessons for America’s small business operators.
Not the least of which is to have a well-framed emergency
communications strategy in place and ready to deploy at a
moment’s notice.

Understand that no plan will be perfect. All require on-the-fly
content adaptations to address ever-changing news, policies
and crisis circumstances. Stay flexible on the messaging, but
have the core framework, tools and technology ready to roll
out rapidly. Being trigger-ready is essential.

Time Is Trust

We all saw how fast this COVID-19 crisis blew up. When the
crud is flying at the fan, there’s no time for the usual meetings
and rounds of approvals before production and dispatch. Be-
ing one of the first out there in the market with a meaningful
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message also serves to keep you first in their minds and hearts
... hot to mention in future decisions on consumer spending
preferences. Whether your market has a multimillion popula-
tion or a handful of hamlets, it’s still a neighborhood. Neigh-
bors talk (especially with today’s social media channels) and
have strong memories. They don’t quickly forget about the
caring words, advice and perhaps some financial latitude of-
fered promptly by a foul-weather friend. Time may be money
when the sun is shining, but in a crisis: time is trust.

Showcase Your ONLINE Products

Nobody likes a business that exploits emergencies. But let’s
face it, during times of homebound isolation, you can make a
lot of local lives better if more customers (and prospects) had
your online sales services at their fingertips. Please don’t be
shy about marketing them.

In your communications — traditional print and broadcast, or
tightly-targeted digital media — frame the appeal by the fact
that “You finally have enough time to learn how easy it is to
shop online with us ... so let’s do it!” Clinging to paper trans-
actions is often motivated by fear of change. Even the biggest
technophobes will see the wisdom of 24/7 access once they
get past their underlying apprehensions and give it a shot.

To mollify resistance points, stress the fact that online shop-
ping is easier than many folks initially thought, given your sim-
ple step-by-step sign-on pathway. There’s no rush, no “timing
out,” and no chance of personal embarrassment. To convey
the ease of your online inventory review, inquiry process and
phone connections to a knowledgeable, empowered sales rep,
do a simple video that shows them the step-by-step process.
Hopefully, you have such a process, and it is streamlined with-
out any of the “gotchas” that red-flag online visitors quickly.
Online visitors are TVcentric to begin with, so don’t ignore vid-
eo power. It doesn’t have to be a Francis Ford Coppola produc-
tion. Just a straightforward three- or four-step walk-through of

http://wvcar.com




your online experience. Scroll a number at the bottom of the
screen that they can call (during regular business hours) for
friendly human help from your online advocate. If you don’t
have one, get one ... even if it’s you. A little handholding is an
incredibly powerful opportunity to start a conversation and
customer relationships.

Blanket Online Security Concerns, Especially
During Times of Unrest

Security is another resistance point for the non online set,
especially during times of social unrest. Address this head-on
with a one-sided handout sheet and an identical webpage.
Content should center on bulleted points that hammer home
the fact that your online service is built with best-in-industry
security technology: local service, world-class security. Even
if your front-end web presentation is basic, most businesses
have robust back-ends from larger organizations with multiple
firewalls, particularly for transactional functionality. Adapt
some of their super security techno facts to this purpose. If
you need help shaping up this message, get outside marketing
professionals on the project. You will be asked about security.
Have this tool ready to blanket concerns from prospects. Win
their trust, and online utilization volume will follow. Sure,
many of us are “kick the tires” businesses, but the process
starts online, and that trend will only increase in the future.

For Employees: A Motivational Team Message

We've all seen the famous, stiff-upper-lip British message that
urges readers to “Keep Calm and Carry On.” It was produced
to motivate the English population to stay strong in spirit
during what became “The Blitz” bombings of London during
World War Il

Given the war we are currently engaged in with an insidious
viral enemy, we offer a version of that message for small busi-
ness employees, many of whom may be sequestered at home:
Stay Connected and Carry Through.

The first part of the message is obvious — we all have to stay
connected through our wealth of digital tools to continue do-
ing our jobs and serving our customers. The second part is a
gentle reminder that performance expectations remain high
despite the change in the work environment. Now more than
ever, it is important to “carry through” on all work responsi-
bilities. It ain’t a snow day kids ... there’s real work to be done.

A simple messaging device can serve to galvanize employee
spirit and focus on the tasks at hand. There are many creative
directions to fit the unique culture of any business. Whatever
your team’s rallying cry may be, it is valuable to have a brief
motivational message that can bring people together as a unit-
ed force determined to overcome a common, formidable chal-
lenge. Remember the Alamo.

Three More Crisis Communication Absolutes

1. A centralized communication hub (such as a landing page or
dark site): Present all of your outreach efforts separately from
your standard web content. Separating the two helps people
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Carry Through.

quickly find information conveyed within the crisis context and
timeframe. Specifically, what are your business’s current poli-
cies and practices, and how can people contact the business?

2. Ongoing and up-to-date messages (email, social media,
etc.): Don’t make customers and community members come
to you; continue the outreach and gain new social media and
email followers by providing regular, relevant communication.

3. Focus your advertising efforts (Digital advertising, OOT, pre-
roll video, etc.): Make sure that your messages are showing
up where the audiences are during the shelter-at-home man-
dates — online. Budgets are tight, so make sure your media
spends are tracked with analytics to ensure ROI. €

Michael C. Keenan is the president and CEO of Keenan-Nagle Advertising,
Inc. Based in Allentown, Pennsylvania, with an integrated team of creative,
media, web, analytics and client service professionals. The Keenan-Nagle
firm has been in continuous service since 1954 and is the longest-serving
advertising/marketing agency in Pennsylvania’s Lehigh Valley region. For
more facts, visit www.KeenanNagle.com or call 610-797-7100.
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In Loving Memory

Betty Jo “BJ” Hatha-

way (Hupp) passed
l away peacefully on July
29, 2020. She was born
: to Harold A. and Bertie
. Marie Hupp on July 2,
1941 in Parkersburg,
West Virginia. She is a
1959 graduate of Parkersburg High School.

o
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She married her high school sweetheart,
Thomas R. “Tom” Hathaway, in 1959 and
had two sons, Thomas Ray Il “TR” and
Harold “Scott.” They were married for 57
years before his death in 2016.

BJ was a vibrant and active member
of the community throughout her life.
Growing up, BJ worked for her father at
Hupp and Wharton Cadillac and Oldsmo-
bile. She was proud to be a pioneering fe-
male force in the auto industry. She and
Tom started Superior Motor Company in
1973, adding a Toyota franchise in 1979,

Gary R. Smith, 65, of
St. Albans went home
to be with the Lord on
Monday, Aug. 3, 2020
at Hubbard Hospice
House, Charleston, with
his family by his side.

He was preceded in death by his mother,
Rebecca “Becky” Smith.

Gary retired with 35 years in the auto-
motive industry, where he started out as
a lot boy, service advisor, salesman, fi-
nance and insurance manager. Through
his hard work and dedication he was
honored to become the owner/CEO of
Royal Automotive, Charleston.

During his time as owner and CEO at
Royal, Gary generously gave back to
the community by sponsoring multiple
Safe Kids Car Seat Clinics, Big Brothers
Big Sisters of America events, and mul-
tiple youth sports teams and programs
throughout the community.

Gary served on the board of directors for
the West Virginia Automobile and Truck
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and later Hyundai. She served on the
Junior League, Altrusa, Parkersburg and
West Virginia Auto Dealer Associations.
She was named Sports lllustrated All Star
Dealer in 1993. BJ had a love of life and
creating fun for all surrounding her. She
prided herself on maintaining and nurtur-
ing lifelong friendships. She was thankful
to surround herself with close friends,
both in Parkersburg and Fort Myers, Flor-
ida, where she spent many winters, many
of whom she had known since grade
school. She loved entertaining and host-
ing happy hour; her magnetic personality
made her the life of the party. She also
enjoyed golfing with friends and family,
and traveling the world.

She is survived by her son TR, and daugh-
ter-in-law Sallie Hathaway; six grand-
children, Sarah (Kevin) Blau, Thomas
Hathaway, Paige (Daniel Borman) Hatha-
way-Borman, Kennedy Hathaway, Reagan
Hathaway, and Carter Hathaway; sister

Dealers Association. He was a member
of the Sales Managers Society for Jeep
and Eagle, a multiple Vanguard Heritage
of Excellence recipient for outstanding
sales achievements for Oldsmobile and
a member of the National Automobile
Dealers Association.

He attended Maranatha Fellowship,
St. Albans.

Surviving are his loving wife of 10 years,
Pam Turley-Smith; father, Richard F.
Smith of Charleston; children, Mandy
(Pedro) Rodriguez of Victoria, Texas,
Donald (Alisa) Boylen of Moyock, North
Carolina, Casey (Julie) Turley of Dun-
bar, West Virginia, Amy Imes of Canyon
Lake, Texas, Danielle (Kingsley) Clark
of Orlando, Florida, and Chris Smith,
Charleston, West Virginia; sisters, Gail
(Randy) Huggins of Dunbar, West Vir-
ginia, Krista (Dean) Knott of Jackson-
ville, Florida, brother, Kelly (Christi)
Smith of Charleston, West Virginia. Also
surviving are his grandchildren, Alivia,
Madison, Ayden, Donnie, Kingsley, Levi
and Tresslee.

and brother-in-law Jan and Pat Snook; and
many nieces and nephews: Kim Kelly Trim-
ble, Debbie (Danny) Rogers, Greg (Patty)
Kelly, Karie Sue (Fred) Sargent, Casey (Ran-
dy) Miracle, Michael (Cheryl) Snook, and
Sharon (Matthew) Talarczyk.

She is preceded in death by her parents,
Harold and Bertie Hupp; her stepmother
Esther Jean Hupp; her husband, Thomas
R. Hathaway; Son, Scott Hathaway; and
sister, Patricia Kelly.

A memorial service will be held at a later
date. In lieu of flowers, family and friends
may make a donation to the Parkersburg
High School Foundation, in BJ’s memory.
PHS Foundation, 2102 Dudley Avenue,
Parkersburg, WV 26101 or visit www.
ParkersburgHighSchoolFoundation.org.

To send flowers to the family of Betty
Jo “BJ” Hathaway, please visit our Trib-
ute Store. 4

Funeral services were held at 11:00
a.m. Saturday, Aug. 8, 2020 at Bartlett-
Nichols Funeral Home, St. Albans with
Pastor Michael White officiating.

The family will receive friends from 2 to 4
and 6 to 8 p.m. Friday at the funeral home.

The family has asked that you wear a mask
and that social distancing be observed
throughout the visitation and services.

In lieu of flowers the family suggests a
donation to Hubbard Hospice House, In
Memory of Gary R. Smith, 1001 Curtis
Price Way, Charleston, WV 25311-1824

You may visit Gary’s tribute page at
BartlettNicholsFuneralHome.com to
share memories or condolences with
the family.

Bartlett-Nichols Funeral Home, family
owned and located at 409 Sixth Ave., St. Al-
bans, is honored to serve the Smith family.

To send flowers or a memorial gift to the

family of Gary R. Smith, please visit our
Sympathy Store. <
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Without a sigh, Jon-
nie Mae (Priestley)
Green, removed this
earthly yoke and ran
into her savior Je-
sus Christ’s arms, on
Sept. 7, 2020. Glory
to God! He led her
through 92 vyears
of life and protect-
ed her. He gave her a life blessed beyond
words. In all things beautiful, we will al-
ways see her.

Jonnie has been reunited with her hus-
band Harry, son Chris, her five sisters,
and many other family and friends. Her
surviving children, Karen, Peggy and
Hal, spent the final days at her side and
were with her until the end.

William J.  “Bill”
Talbott, 84, of Lewis-
burg passed away
suddenly Thursday
morning, March 12,
2020 at Greenbrier
Valley Medical Center.

Bill was born Jan.
18, 1936 in Monroe
County and was the son of the late Mar-
shall D. and Gladys Early Talbott.

Bill grew up on his family’s dairy farm
in Pickaway where he started running
the dairy around the age of 15. On the
side he would sell a few cars at the
Jeep/Willys dealership in Union. He
married his wife of almost 58 years,
Dorothy Jean Shirey, and was prompt-
ly drafted into the Army, in which he
served in Europe until his father passed
away and he was called home. When
Bill came home he took a job at Green-
brier Motor Co. selling cars. This was
only to be temporary until something
better came along. However, Bill fell in
love with the car business, and he and
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Jonnie loved her flowers and gardening
more than anything except her children,
grandchildren, great-grandchildren, and
the WVU Mountaineers. She was proud
to be a founding member of the Bridge-
port Garden Club. Playing golf and bridge
were also things she and Harry excelled
at, whether in Bridgeport, or as “snow-
birds” in Florida.

Spending many happy hours walking
on the beach and sunbathing, while
taking in the sights and sounds of the
seashore, Jonnie was a “people-watch-
er,” and her favorite song was “People”
(“People Who Need People”), by Barbra
Streisand. Her mother was a teacher
and pianist, who gave Jonnie a love of
music, especially the piano, which she
played beautifully.

Dorothy ultimately purchased Green-
brier Motors, where he would continue
to work for the next 56 years and be
the cornerstone of the business until he
passed. The business and their employ-
ees truly were his and Dorothy’s life.
Bill built on his accomplishments and
became an unassuming business leader
in the community. For years, he was a
deacon and an elder in the Ronceverte
Presbyterian Church before becoming a
member of the Lewisburg United Meth-
odist Church. He was a member of the
Masonic Lodge and the Beni Kedem
Shrine. He served many years as a
board member of the West Virginia Au-
tomobile and Truck Dealer Association
and ultimately became president of the
association. He also served for many
years on the board of directors of One
Valley Bank and more recently served
on the board of the Bank of Monroe.
Bill got the most fulfillment from con-
tributing to many community charita-
ble organizations and was most proud
of being able to help the youth of the
area in their endeavors in 4-H and FFA.

Her inner beauty came from being an ex-
ample of WHAT LOVE DOES — being there
when her family needed her and doing
whatever it took with grace and humility.
Psalm 121 guided her daily living: “I will lift
up my eyes to the hills — From whence
comes my help? My help comes from the
LORD, Who made heaven and earth ...”

Contributions in Jonnie’s memory can be
made to Bridgeport Garden Club, P.O. Box
1310, Bridgeport, West Virginia, 26330

Due to the Covid-19 virus, there will be
a small, immediate family only service
under the direction of Burnside Funeral
Home, Bridgeport. Jonnie’s pastor from
Simpson Creek Baptist Church, Dr. Mike
Hopkins, will conduct the service, and the
burial will be at Bridgeport Cemetery. 4

Other than his parents, Bill was preceded in
death by a brother, Marshall D. Talbott, Jr.

Surviving Bill are his wife, Dorothy Shirey
Talbott and their children David R. Tal-
bott, his daughters Nicole, Kristyn and
Taylor; and Stephen S. Talbott, his wife
Dede and their children Grant and Olivia;
Bill'’s children from a previous marriage
Bill Talbott, his son Danny and Susan Wil-
liams and her daughter Brittany as well
as his sister Virginia Walkup and several
nieces and nephews.

A memorial service will be held for Bill
Monday, March 16, 2020 at Wallace and
Wallace in Lewisburg at 3:00 p.m. with
the Rev. Eugene Fullen officiating.

The family will receive friends from noon
until 3:00 p.m. at the funeral home.

In lieu of flowers, Bill would have wanted
you to make memorial contributions to
Greenbrier Humane Society, 151 Holli-
day Lane, Lewisburg, WV 24901 or Hos-
pice Care, 1265 Maplewood Ave., Lewis-
burg, WV 24901. <
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William Paul Cole,
Jr. completed his
earthly journey
on June 28, 2020
with the same
quiet dignity that
distinguished his
life. His dignity
was underscored
by his passion for
living and experi-
encing all that life
had to offer, with roots strongly embedded
in the city he loved.

Paul was born in New York City, New York,
on Dec. 21. 1931, to William Paul Cole, Sr.
and Harriet Foote Cole.

However, Bluefield was home, where
he grew up, often working alongside his
grandfather W. J. Cole at the West Virginian
Hotel, forming his passions and many inter-
ests until he graduated from Beaver High
School in 1949 and left to attend Davidson
College. He returned home to marry Carol
Ann McHugh on July 31, 1954. He served
two years active duty with the U. S Army,
continuing in the Reserves to earn the rank
of captain. He then completed his educa-
tion, earning an MBA from the Harvard
School of Business in Boston, Massachu-
setts. He took his first job with Hyatt hotels
before going to work for IBM in New York
as a system’s engineer. He worked for IBM
and lived in New York until 1965 when his
father passed away unexpectedly. Taking
a one year “leave of absence” from IBM,

Paul returned to Bluefield and took over
the operation of his father’s International
Harvester dealership, Cole Motor Compa-
ny. In 1975 he formed Truck City Parts and
in 1982 purchased Evans Chevrolet, which
became Cole Chevrolet Cadillac.

Through his years in business Paul served
Bluefield and West Virginia in many roles.
He is Bluefield’s longest serving mayor,
1981 to 1993, was Chairman of Ameri-
can Truck Dealers Association 1978 to
80, President of the West Virginia Auto
Dealers Association, the first West Virgin-
ian to be inducted into the Automotive
Hall of Fame, President of the Bluefield
Chamber of Commerce and President of
the Bluefield Rotary Club, where he was
awarded a Paul Harris Fellow. He received
an honorary Doctorate from Northwood
University, Midland, Michigan, for his
leadership in establishing a Truck Market-
ing curriculum. On Nov. 21, 2003 he was
proudly inducted into the Bluefield High
School Hall of Fame.

Paul, a member of Mensa and a licensed pi-
lot since 1974, found time for many person-
al passions. A lifelong pursuit of fitness was
expressed through jogging, golf and tennis,
leaving just enough time for becoming a
bridge life master and avid antique collec-
tor. He was an interesting man interested
in everything and always willing to share
what he had experienced and learned.

Paul leaves Bluefield a legacy of integrity in
business, respect for family values, and the

three sons he and Carol shared and raised
to carry on the business development and
community service to which Paul dedicat-
ed his life.

Paul was preceded in death by his parents,
his wife of 61 years, Carol M. Cole, infant
daughter Leighann Letitia Cole and brother
James Foote Cole.

He is survived by sons William Paul Cole,
Il and wife Brownie, Charles McHugh
Cole and wife Terri and Thomas Jacob
Cole and wife Michelle, all of Bluefield,
13 grandchildren, 14 great-grandchil-
dren, and sister-in-law Mary Frances
McHugh. Special thanks and apprecia-
tion to Paul’s dedicated companion and
caretaker of 6 years, Dashi Sho-Johnson
and to the other caretakers, including
Patsy, Edmund, Brenda, Mike and Car-
ol-Anne, who so graciously assisted
Paul through his final time on earth.

In lieu of flowers, Paul would be hon-
ored if you would make a donation to
the W. Paul Cole, Jr. School of Business
at Bluefield State College, 219 Rock St,
Bluefield, WV 24701 or Bluefield Col-
lege Advancement Office, 3000 College
Ave., Bluefield, VA 24605.

Amid Covid concerns, an outdoor grave-
side service was held at 11 a.m. on Thurs-
day, July 2nd at Roselawn Cemetery with
his grandsons serving as pallbearers. A fu-
neral procession was organized at Mercer
Funeral Home. <

I “Life is a 5014 — sing it. Life is a game — I
play it. Life is a
meet it. Life is a djeaml — realize it. Life is

a WWM— offer it. Life is love — enjoy it.”

I — Sai Baba, spiritual leader and philanthropist I
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EMPLOYEES ON .
TRACK T0 RETIRE?

ARE YOU PROVIDING
THE NECESSARY TOOLS?

NADA offers a custom 401(k) program that is
designed for dealers and their employees.

703.448.5814 | LRose@nada.org

™

NADARetirement

w
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Warranty Programs

Capital AULOMOTIVE c..veieiicieiieciecseccee et IBC
Issue 4 2020

It's easy to donate your car, truck, van, or fleet vehicles
and help a West Virginia family get back on the road to work.

=T

GOOD NEWS MOUNTAINEER GARAGE
GoodNewsMountaineerGarage.com 304.344.8445

The program is being presented with financial assistance as a grant from
the West Virginia Department of Health and Human Resources registered
with the West Virginia Secretary of State’s Office.

CHARLESTON | MORGANTOWN

Reach your customers with print.
To advertise in this magazine,
contact us today.

801.676.9722 | 855.747.4003
thenewslinkgroup.org
sales@thenewslinkgroup.com
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‘ West Virginia \

Automobile
Dealers Association
1618 Kanawha Blvd E,
Charleston, WV 25311
Phone: (304) 343-4158
wyvcar.com

Meet Our Team

https://wvcar.com/meet-our-team/

JARED WYRICK

President

ANDREA GREENE

Comm. and Business
Development Director

Haley Justice

Administrative Assistant
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EXECUTIVE COMMITTEE

T. R. Hathaway
Chairman
Superior Toyota Hyundai

Roberta Olejasz
Vice Chair

Robinson Chevrolet,
Buick, GMC, Cadillac

Richard Stephens
NADA Director
Stephens Auto Center

Wally Thornhill
NADA PAC Chair
Thornhill Auto Group

Chris Miller

Immediate Past Chair
Dutch Miller Auto Group

Charles Rashid
Sec/Treasurer:
Charleston Mitsubishi
Charleston, WV

4 Tim Matheny

~ Exclusive Truck Dealer
| Matheny Freightliner
| Kenova, WV

Bill Cole

WYV Car Chair

Bill Cole Automotive
Bluefield, WV

BOARD OF DI RECTORS

Ginger Fato
District 1 Director
Straub Automotive Group

Jason Minsker
District 2 Director
Buckhannon Toyota

Austen Weimer
District 3 Director
Weimer Auto Group

Don Warner
District 4 Director
Warner Kia

Suzanne Persinger
District 5 Director
Moses Honda Volkswagen

Dennis Sheets
District 6 Director
Sheets Chrysler Dodge
Jeep Ram, LLC

Jonathan LeRose
Director At Large
Midstate Automotive/
Northside

Rodney Lerose Il
Director at Large
Midstate Automotive/
Northside

Robert Hunnell
District 1 Director
Auto Choice

Nick Green
District 2 Director
§ Harry Green

L | Chevrolet Nissan

Fred Timbrook
~ District 3 Director
~ Timbrook Ford & Chevrolet

Paul Astorg
District 4 Director
Astorg Motor Company

Keith Powell
District 5 Director
Yes Chevrolet/Ford

Steve Talbott
District 6 Director
Greenbrier Ford

& Chevrolet

¥ Matt Jenkins

Director at Large
Jenkins Subaru Hyundai
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More Association

GOOD NEWS!

WVADA | SAFE BUY

WEST VIRGINIA AUTOMOBILE DEALERS ASSOCIATION Limited Warranty Program

THE PROGRAM FOR THE DEALER THAT IS SERIOUS

ABOUT SELLING PRE-OWNED VEHICLES

Building vehicle value sells more cars and increases gross profits!

On-line buyers search for certified pre-owned!

Customer’s confidence in a Safe Buy vehicle will turn your inventory faster!
Complete turn-key marketing plans with training and materials!

Highly competitive pricing structured specifically for WWADA Members!
Aggressive wrap upsell eligibility driving VSC penetration rates!

Retrospective Commission available to your dealership!

For Details Contact:
Jared Wyrick | Andrew Kessler |

304-343-4158 704-956-4675
jwyrick@wvcar.com akessler@capital-companies.com
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visit www.capitalcityaa.com visit www.mtstateaa.com
CAPITAL CITY AUTO AUCTION MT. STATE AUTO AUCTION
‘ - 600 Winfield Road 5546 Benedum Drive
Capital St. Albans, WV 225177 Shinnston, West Virginia 26434
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