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hat are the responsibilities of an F&I man-

An F&l manager must
perform a broad range of
duties, including helping
customers, interacting with
the sales team and lenders,

ager today? Of course, he or she should ex-

emplify the ideals of a professional, acting

with integrity and conducting himself or

k eep in ga breast of herself in accordance with the highest standards of ethical conduct. He or she
cha ng Ing laws and should treat every customer with courtesy and respect, answer their questions
requlations and
maintainin ga desired level completely, directly and honestly, and comply with federal, state and local laws
of dealership profitability. both personally and professionally.

An F&I professional ensures every customer has all repayment, risk manage-
By Ronald J. Reahard ment and vehicle protection options reviewed and explained to enable them to
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Making a profit still comes down to that all-
important question: “Why does this particular
customer need this particular product?”

make an informed decision with regard to

the options available in connection with
their purchase. Finally, an F&I professional
fully discloses to customers the costs, terms
and contractual obligations of any finance
and/or lease transactions, as well as any
products and services offered. But what ex-
actly is their job?

JoB #1: Hew customers

Selling F&I products isn’t just about
helping the dealership, it’s about helping
the customer. And the better you become at
helping people, the more money you will
make in F&I. There is not a business in op-
eration today that is not in business to help
customers. If youre not making enough
money in the F&I office, it means you’re
not helping enough customers. You must
seek out, with eagerness, reasons why the
customer needs each and every one of your
products, and help them to see how those
products will benefit them.

An F&I professional must have a gen-
uine desire to help customers — not sell
customers. When the primary focus is on
making money instead of on helping cus-
tomers, suddenly it becomes very difficult
to make money because youre more con-
cerned about your needs rather than the
customer’s needs.

JOB #2: secure tHE Sate

Upon notification that a customer has

made a commitment to purchase a ve-
hicle, it is an F&I professional’s
responsibility to meet

the customer in

the salesper-
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son’s office. Here you should determine the
customer’s financial needs prior to submit-
ting his credit application to a lender. The
overriding consideration must be to do
everything possible to put the deal togeth-
er, hold the deal together and protect the
front-end gross profit.

Whether or not you make any money in
the F&I office, an F&I professional must
always ensure that the vehicle is sold, stays
sold, gets delivered and that the front-end
gross profit remains intact. That requires
confirming that all information is correct
on the purchase agreement and credit ap-
plication. It also requires converting out-
side finance customers to dealership fi-
nancing to ensure the customer’s bank or
credit union does not discourage the
purchase or influence how much they
should pay, reducing the sales depart-
ment’s gross profit.

JoB #3: Maxe A ProrT

Ultimately, each F&I manager’s per-
formance is judged by how much money
he or she generates for the dealership. The
expectation is that an F&I professional
will help customers and secure the sale,
but performance is still measured by his
or her ability to generate additional profit
through the sale of F&I products. You do
that by knowing your products, believing
in your products and by finding and fill-
ing customer needs.

People don’t buy F&I products because
they like the brochure. They buy F&I prod-
ucts because of what those products will do
for them. The key is to discover a need that
product will fill or a problem that product
will help solve. This creates a basis for dis-
cussion of that product with the customer.
Making a profit still comes down to an-
swering that all-important question:
“Why does this particular customer
need this particular product?”
Obviously, most dealers
don’t come into the F&I
office and ask, “How

many people did you help today?” They
want to know how much money you
made. But one thing an F&I professional
must never lose sight of is how we generate
that profit— by helping customers!

JOB #4: protect T
DEALERSHIP

It is critical that someone in the dealer-
ship knows the applicable laws that impact
both the sales and F&I departments, and
helps ensure compliance by everyone in-
volved in the sales and F&I processes.

An F&I professional must help protect
the dealership by ensuring everyone is fa-
miliar with the laws and regulations for ob-
taining and using customer credit infor-
mation and quoting payments and interest
rates. Everyone involved in the sales process
is responsible to comply with Regulation Z,
Regulation M, the Sherman Antitrust Act,
the Gramm-Leach-Bliley Act, the Patriot
Act, the Equal Credit Opportunity Act, the
Credit Practices Rule, the Fair Credit Re-
porting Act, the Magnuson-Moss Act, etc.
Not only must an F&I professional be fa-
miliar with these laws and regulations, he
or she must continually train the salespeo-
ple and managers to ensure they are also in
compliance when obtaining a credit appli-
cation, pulling a credit bureau report and
negotiating the sale or quoting payments.

Today, there can be no packed payments
by anyone involved in the sales process, no
illegal ties with regard to financing or inter-
est rate and no promises of getting the cus-
tomer the “best rate” in an effort to sell the
vehicle. The sales techniques of yesterday
are the felonies of today. One of the best
ways an F&I professional can protect the
dealership (and himself or herself) is to be-
come certified by the Association of Fi-
nance & Insurance Professionals.

JOB #5: Nurrure Lenper
RELATIONS

As an F&I professional, you have a re-
sponsibility to your dealership and your
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An F&l professional’s primary goal in every
interaction is to help the other person,
not just himself or herself.

sales force to obtain an approval for every
deal possible. Yet the primary considera-
tion must be development of a long-term
mutually beneficial relationship between
your finance sources and the dealership.

The first step in establishing and main-
taining lender relations is to meet your
paper buyers and credit investigators.
They (and you) need to put a face with
that voice on the phone. You have a re-
sponsibility to make the time and effort to
know what is important to your paper
buyers, so they can obtain an unqualified
approval on as many deals as possible.
When you do your job honestly and effec-
tively, you become an integral part of the
credit evaluation process.

Understanding your paper buyers also
enables you to accurately anticipate their
response to any negative aspects of a partic-
ular deal. An F&I professional must devel-
op and maintain a professional relation-
ship with every lender, based upon
honesty, integrity and mutual respect.

JOB #6: monror
PERFORMANCE

Whenever you monitor performance,
performance increases! An F&I profes-
sional must measure not only the F&I de-
partment’s performance as to penetra-
tions, profits, chargebacks and customer
satisfaction, but also individual and lender
performance. That includes knowing
your finance and product penetration
percentages, profit per product,
profit per retail unit and how
that compares to last
month and last year.
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It also includes knowing how many
deals went to each lender. What percent did
each approve, qualify or turn down? You
should know the average FICO score by
lender, average down payment and average
percentage of advance. F&I professionals
should know their look-to-book ratio and
portfolio mix at each lender, and how that
compares to that lender’s expectations.

JOB #7: Tram Sacespeopie

An important part of being an F&I
manager is training your teammates. That
includes training your salespeople regard-
ing the laws and regulations. It involves
training them on how to complete a credit
application, what they can ask, what they
can’t ask and what a lender considers when
evaluating a deal.

Training also covers how to conduct a
proper turnover, how to give a proper in-
troduction of F&I and how to plant seeds
that will help the F&I department and help
their customers as well.

Helping salespeople understand what
a lender considers when evaluating a
deal is important. If salespeople under-
stand a lender’s guidelines, maximum
advance, maximum debt to income
ratio, etc., it increases the chances of get-
ting the deal approved.

Remember, it’s easy to catch a salesper-
son doing something wrong. You can find a
mistake on almost every deal. Rather than
calling every mistake to his or her attention,
an F&I professional should attempt to
catch a salesperson doing it almost right,
until they learn to do it exactly right. Train-
ing your sales team helps ensure a consis-
tent sales and F&I process, which in turn
increases sales, profits, CSI and protects the
dealership from potential litigation.

JOB #8:B: 2

e PROFESSIONAL

"~ F&I managers all have cer-
' tain characteristics
in common.
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Certainly, an F&I manager’s penetration
statistics and dollars per retail unit are a
strong indication of his or her level of
competency. Customers’ satisfaction
with their F&I experience is also indica-
tive of the type of treatment they re-
ceived in the F&I office. However, being
an F&I professional also requires that a
manager possess the qualities of a pro-
fessional: a positive attitude, a commit-
ment to his craft and a genuine belief in
his products.

You can recognize F&I professionals
by the way they treat customers, lenders
and teammates. An F&I professional’s
primary goal in every interaction is to
help the other person, not just himself or
herself. F&I professionals look, act and
sound professional. They never brag
about how much money they made on
someone. They recognize the efforts of
their teammates. They buy the products
they sell in the F&I office. F&I profes-
sionals continually strive to become bet-
ter at their craft, embrace every opportu-
nity to improve their skills and actively
seek out new ideas and ways to improve
their technique.

Despite the numerous changes seen in
F&I in recent years, spectacular F&I per-
formance and profits still depend on an
F&I professional doing his or her job.
When that job is done, it can make the
dealership, and the F&I professional, a
lot of money as well as keep customer
satisfaction high.ll
Ron Reahard is presi-
dent of Reahard ¢ As-
sociates Inc. His work-
shop, “F&I: Menu
Selling Myths, Mis-
takes, and Making it
Work!” was featured
at the 2005 NADA
convention in New Or-
leans. Contact him at
(866) REAHARD or ron@go-reahard.com.
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