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ADP transferring dealer ship data to Carfax, CATA learns

The CATA has obtained
documentation which dem-
onstrates that ADP appar-
ently istransferring informa-
tion from dealership service
records and selling the deal -
ership data to Carfax, a ve-
hicle history compiler.

The data-mining practice
isbelieved to betaking place
in al parts of Illinois with
those dealerswho have ADP
contracts.

Further, the CATA has
learned that thistype of data
mining and subsequent dis-
closure of dealership datato
third parties was done: 1)
without the explicit consent
of the dealer; 2) without the
consent of the consumer; and
3) unbeknownst to the deal -
ership.

The practice of data hi-
jackingisan example of why

dealers are concerned about
protecting the privacy of the
data that they regularly ob-
tain from their customers.

Dealersmust protect cus-
tomer data pursuant to Gra-
ham Leach Bliley and other
laws, but some customer data
is nonetheless being ac-
cessed and transferred to
third-party companiesby the
dealer’'s own computer ser-
vices company.

That simply is not right.

Other concernsand issues
fromthe dedl er’s perspective
include:

 With ADP using a
dealer’scustomer datafor its
own purposes, what protec-
tion does the dealer
have against breach of pri-
vacy alegationsor litigation
by consumers?

* If ADP can access ser-

vice records, it also can
clearly access socia security
numbers, home addresses,
credit information and other
personal data.

 Dedlersbelievethat this
customer information is the
property of the customer and
the dealership. What right or
license doesADPhaveto ac-
cessthisinformation and sell
it to third parties?

* Aremeasuresin placeto
insure that ADP or other
computer companies safe-
guard this dealer/customer
data from outside hackers
trying to randomly access
any personal data? And, if
thisdatais hacked into, who
isresponsiblefor the privacy
breach?

The CATA board of direc-
torsfeelsthat computer ven-
dors should be required to

obtain the explicit consent of
the dealer prior to accessing
or transferring customer
data; protect the confidenti-
ality and integrity of the
dealership’s data; provide a
means for the dealership to
be able to monitor the infor-
mation being accessed by the
computer company; and
have the ability to deny ac-
cessto specific information.

In addition, the CATA
board firmly believesthat the
information in a dealer’s
computer database is the
property of the dealership
and should be adamantly
protected.

Further, the practice of
data mining by computer
companieswithin the indus-
try may be detrimental to
franchised dealerships and
result in severe penalties.

School bellsring, and the beat goes on for AY ES student interns

By Jim Butcher
ILLiINoISAY ES MANAGER

Here we are at the end of summer,
and it's back to school for our AYES
high school students. Twenty-two area
dealersthis summer employed students
fromtheAY ES program, and those stu-
dentswill bereturning for their second
year of automotive training.

These students till are eligible to
work inyour dealership up to 20 hours
a week. Important, these AYES stu-
dentseven areallowed time out of their
automotivetraining coursestowork for
you.

Potentially, you could have these
studentsin your deal ership by noon and
work them until 5 p.m. or so in the

evening. And remember, most of these
students are available to work week-
ends aswell.

For those of you who have not taken
advantage of our entry-level students,
now isagood time. We still have about
22 studentsavailablefor part-time em-
ployment.

See AYES, Pace 4
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Generation Y drivers spending big on upgradesto ther vehicles

To Generation Y drivers—defined asthose born between
1977 and 1989—nothing beats a tricked-out ride with the
latest aftermarket upgrades, from chrome spinners and cus-
tom grilles to voice-activated navigation systems.

Some say young tuners are driving a car-customizing
craze. Others say they buy what they buy becausethey crave
social currency: possessions that give them clout or make
them popular.

“Consumers look at their automobiles as a reflection of
their personalities,” said Peter MacGillivray, vice president
of marketing and communications at the Specialty Equip-
ment Market Association. “A lot of kids are turned on by
personalization and accessorization.”

At one shop that specializes in stereo equipment and
trendy aftermarket items, none of the employees are older
than 30. And considering that more than 75 percent of the
customersarein their teensand 20s, it is little surprise that
most clients ask for merchandise they saw on the street, in
magazines and on TV shows like “Pimp My Ride.”

With arising demand for aftermarket accessories, busi-
ness for repairs and modifications is booming. Two com-
mon requests are body kits and $200-keyhole cameras,
which are popular for those who are repeatedly pulled over
by the police. Aftermarket additions range from $500 to
$15,000.

Whether at a hip car show or a customizing war where
street cred is at stake, one speaker or screen just won't do.
In some cases, a half-dozen to severa dozen are needed to
one-up the other drivers.

According to the National Highway Safety Transporta-
tion Administration, any aftermarket modificationsthat pre-

vent adequate rear vision, including TV screens, could be
subject to federal violation. Although regulationistypically
left up to the state, the NHT SA has penalized custom shops
for removing air bagsto makeroomfor televisionsand other
accessories.

While most young people don’t have six-digits of dis-
posableincome, many do have afew grand to kick around.
Avid auto tunerstend to be men. In the SEMA youth study,
only 28 percent of women identified themselvesasauto en-
thusiasts compared to 57 percent of men.

For more than adecade, Charity Irby has bucked the en-
thusiast trend.

When Irby bought her 1994 Honda Accord EX, she was
in her 20s and didn’t have much cash to put into it. But that
didn’t stop her. Soon after starting a makeshift car wash
with some friends, Irby invested in big rims and bumping
bass for her import.

“Back then, that’swhat everybody wasriding,” she said
of the Honda.

For years, Irby saved her money to buy a better ride and
more modifications. Today, the 37-year-old owns al987
Cutlass Supreme, pimped out with $35,000 worth of acces-
sories, including Lamborghini-style doors and 10 televi-
sions.

“You don't see too many guys' cars that can top mine,”
shesaid.

While few of her friends share her car-customizing pas-
sion, Irby said it wouldn’t be long before more ladies get in
on the aftermarket action.

“In two years, women are going to bejust like the guys’
when it comes to their rides, she said.

ART: 9 of 10 minority new-vehicle buyerssay F& | personnel respectful

By a sweeping majority—90 percent—minorities said
they had positive experiences when they shopped for anew
vehicle, according to arecent ART survey.

Automotive Retailing Today worksto promote facts about
the auto retailing marketplace, to narrow the gap between
reality and perception that negatively affects dealer image.

Since 1998, ART has commissioned biennial public opin-
ion surveys to understand what consumers and the media
think about the experience of purchasing or leasing new
vehicles from franchised new-car dealerships.

The latest findings are based on the responses in 1,164
in-depth telephone interviews with a representative sample
of 887 new-car purchasers/lessees, 147 consumers who
shopped for a car but did not buy, and 630 consumers who
did not shop for anew car during the timeframe.

Thelatest research, conducted by Harris|nteractive, also
explored the issue of consumer trust.
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CATA helps sponsor program to help children avoid predators, drugs

The 2006 Chicago Auto
Show isasponsor in astate-
wide campaign next month
to teach children personal
safety skillsto avert danger.

Child LuresPreventionis
a personal safety program
designed to protect children
and teens from sexual ex-
ploitation, abduction,
Internet crime, drugs and
school violence.

Aspart of the Child Lures
Community Plan, every
CATA deder in early Sep-
tember will receive 800 cop-
iesof a20-page Child Lures
parent handbook that can be
shared with customers and
prospects.

The campaignwill bepro-
moted heavily on NBC5
Chicago, whichisserving as
the Child Luresflagship sta-
tion in Illinois. Promotions
will air on a special “Town
Hall” broadcast, 6-7 p.m.
Sept. 10, and on various
news and entertainment pro-
gramson the station between
Sept. 12 and Sept. 23. The
Chicago Sun-Timesalso will
spotlight thecampaigninits
newspaper.

The initiative is sup-
ported by the office of I1-
linois  Gov. Rod
Blagojevich, the Illinois
State Board of Education,
and the Illinois State Po-
lice.

Students  through
Grade 12 and their parents
are targeted in the Child
Lures program, which
unites parents, educators
and community leadersin
safeguarding efforts.

On the “Town Hall”
special, Child Lures Pre-

-*:p NBC5.com

o (3 Rop B BlacojevicH
f- CAOVERMOR, STATE OF ILLIMGIS
Proudly Present

Parent Handbook to the Child Lures School Program

cations, including CATA
dealerships.

“The campaignwill do
a lot to advance
children’s  personal
safety,” said CATA
Chairman Terry D’ Arcy.
“Tragically, too many
headlines these days re-
port incidents of crimes
against minors well-be-
ing. Children must be
giventhetoolstolearnto
recognize the lures of
danger so they can react

properly.”

vention founder Ken
Wooden reveals his re-
search findings on the
lures used by predators. The
broadcast will airinall seven
Illinoistelevision markets.

Over the following two
weeks, news inserts on
NBCS5 will introduce view-
ersto common lures used by
predators, then demonstrate
proven prevention tech-
niques.

The Child Lures Parent
Guide, whichwill be distrib-
uted to areadedl ers, includes
detailed explanations of each
lure and offers specific pre-

Revenue Dept.: Be correct on ST-556
In sales to out-of-state dealers

The Illinois Revenue De-
partment reports that some
dealers have incorrectly
completed Form ST-556 in-
volving sales to out-of-state
dedlers.

In such atransaction, the
incorrect dealerships
checked Box 5a, Out-of -state
buyer, on Form ST-556, the
sales tax transaction return.

Instead, Box 5b, Sold for
resale, should be checked.

Theerror canlead to deal-
€ers receiving assessments
from the revenue depart-
ment, if the purchasing
dealer resides in one of the
nine states with which Illi-
nois does not have arecipro-
cal exemption from collect-
ing salestax.

Copies of the Child Lures Parent Guide
will reach CATA dealers next week.

vention strategies.

And during September,
the Child Lures School Pro-
gram will teach age-appro-
priate skillsto avoid exploi-
tation, abduction, Internet
crime, drugs and school vio-
lence.

Asasponsor, the Chicago
Auto Show’s logo will ap-
pear on the Parent Guide and
on the broadcasts. Viewers
of “Town Hall” would be
directed to get a copy of the
Parent Guide at sponsor lo-

Some statistics re-
ported by Child Lures:

e At least 1 in 5 girls
and 1 in 10 boys will be
sexually abused before their
18th birthdays.

e 1in 5 children ages 10
to 12 who regularly use the
Internet are sexually solic-
ited online.

* Convicted child molest-
ers who abuse girls average
52 victims; molestersof boys
average 150 victims.

The CATA board of direc-
torsvoted in Juneto involve
the Chicago Auto Show in
the campaign.

printing and postage costs.

associ ation.

New CATA annual directory mails

One complimentary copy of the 2006 CATA annual
directory mailed Aug. 24 to every member of the
Chicago Automobile Trade Association. The publica-
tion isrife with useful information, including alisting
of al members—dealers and allied—and their ad-
dresses and phone numbers.

Members may purchase additional copies of the
directory for $10 each, payable in advance, to defray

The directory is not available to nonmembers of the
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| ncentives a short-term salesfix;
buyersvalue quality more: survey

Employee-price promo-
tions may give carmakers
and dealers some short-term
sales gains, but improving
guality is more important in
thelongrun, asurvey of U.S.
vehicle ownersreported this
month by the Associated
Press suggests.

Toyota got the top score
of 87 out of 100 in the Uni-
versity of Michigan’sAmeri-
can Customer Satisfaction
Index.

Ownerswere asked about
their overall satisfaction and
their satisfaction level com-
pared to their expectations.
They also were asked to rate
how their vehicle compares

to their ideal vehicle.

Honda, BMW, Cadillac
and Buick rounded out the
top five performers. Ford got
the lowest score of 75.

University of Michigan
professor Claes Fornell, who
compiled the index, said
Hyundai’srapid climb shows
that focusing on quality can
significantly improve satis-
faction ratings. Hyundai was
at the bottom of the index
with arecord low score of 68
in 1999, Fornell said.

The survey questioned
8,096 people by phone from
April 1 to June 30. Custom-
ers gave the vehicles an av-
erage rating of 80.

Congratulations!

Nicholas Pontarelli of Larry Roesch Volkswagen
graduated recently from the NADA's General Dealer-
ship Management program, training to prepare key
managers to operate a new-car or -truck dealership.

Unemployment claims deflected

One hundred fourteen
CATA dealer members re-
ported a combined 407 un-
employment claims during
the second quarter of 2005
to Cambridge I ntegrated Ser-
vices Group, Inc., whichfor-
merly operated as the Mar-
tin Boyer Co. The
company’s efforts saved
those dealers a total of
$931,866 in benefitsby con-
testing the claims.

Cambridge monitors any
unemployment claims
against its clients. The com-
pany counts about 230
CATA dealersamong itscli-
ents.

Claims that can be pro-
tested and subsequently de-
nied help minimize an
employer’s unemployment
tax rate. The rate can vary
between 1.2 percent and 9.8
percent of each employee's
first $10,500 in earnings.
The 2005 average unem-
ployment tax rate among |1-

linois employersis 4.7 per-
cent, or about $493.50 annu-
aly. That is nearly double
the 2003 rate.

“The unemployment tax
isredly theonly controllable
tax, in that it's experience-
driven,” said Paul Schardt,
senior vice president of
Cambridge. An  ex-
employee'sclaim affectsthe
employer’stax ratefor three
years.

Client fees amount to
$2.20 per employee, per fis-
cal quarter. For thefee, Cam-
bridge monitors all unem-
ployment claims, files any
appeals, representstheclient
at any hearings, verifies the
benefit charge statements
and confirmstheclient’sun-
employment tax rate.

Theformer Martin Boyer
Co. has represented CATA
memberssince 1979. Todis-
CUss retaining the company,
call Schardt at 312-381-
8241.

AYES

CoNTINUED FROM PaGE 1

These high school students are em-
barking on their senior years. They
have completed one full year of high
school-level automativetraining. These
students are available to work in vari-
ous portions of the Chicago area.

The numbers of qualified students
isasfollows:

* Curie Metro High School, Archer
Road at Pulaski Avenue, Chicago: 5
students

* Lake County High Schools Tech-
nology Campus, Grayslake: 3 students

* Parkland College, Champaign: 4
students

» Porter County Career Center,
Valparaiso, Ind: 4 students

» Technology Center of DuPage,
Addison: 5 students

New AY ES School

We will be launching a new school
in October. Streamwood High School
recently completed its NATEF Certifi-
cation, and we are excited about hav-
ing it on board as our newest AYES
school.

We expect about five Streamwood
High School students a year to be €li-
gible for placement beginning next
summer.

We require al of our AYES school
instructorsto focusintently on four ar-
eas of study with their students. That

way, we can increase the hours of in-
struction in those areas and thereby
offer amore qualified intern to you.

The areas of instruction and their
curriculum time are:

e Braking Systems. 105 hours of
instruction

* Steering and Suspension: 95 hours

* Electrical/Electronics: 230 hours

* Engine Performance/Driveability:
220 hours

Instruction hours are split approxi-
mately 60/40, with 60 percent hands-
on and 40 percent in the classroom,
working on theory and the like.

Should you have a need for a part-
timeentry level student inyour dealer-
ship, please call me at 630-424-6020.



