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We’re heading back to Las 
Vegas, which means hotel 
space fills up fast! The NADA 

Show offers more than 100 educa-
tional workshops and the NADA Expo 
features more than 500 vendors and 
countless networking opportunities.

Outstanding keynote speakers
You’ve come to expect high-caliber 

speakers and the NADA Show 2020 
features another stellar lineup, including 
The Right Honorable David Cameron, 
former Prime Minister of the United 
Kingdom (2010-2016). He’ll offer an 
unrivaled perspective on the future of 
the European Union, Great Britain’s 
place in the world following Brexit and a 
unique insight on this time of profound 
global change.

Charlie Gilchrist, 2019 NADA Chair, 
along with Rhett Ricart, 2019 NADA Vice 
Chair, will share their perspectives on 
the latest industry news and develop-
ments. General Motor’s Chair and CEO 
Mary Barra will share the company’s 
progress toward achieving its bold 
vision — and the critical role dealers 
play in the future that will include 
electric and self-driving vehicles.

Registration is OPEN for 2020 NADA! 

NADA Director’s Report
Jeff Carlson

NADA MEMBERSHIP BENEFITS
I hope you’re taking advantage of all the NADA membership benefits 

available to you. NADA offers education courses, workforce recruiting and 
retention assistance, legislative support, compliance assistance, community 
outreach initiatives and much more. I encourage dealers to frequently visit 
NADA.org to see everything NADA has to offer and catch up on the latest 
industry news. 

And I continue to encourage you to support NADA in these ways:
• Contribute to NADAPAC, which supports legislators at the national level 

who are interested in the welfare of the automobile retail industry,  
NADA.org/NADAPAC

• Attend events like the NADA Show and the various conferences held 
throughout the year. NADAshow.com

• Register for education courses, including 20 Group meetings and  
on-line courses. NADA.org

• Take advantage of community outreach initiatives through the  
NADA Foundation. NADAFoundation.org

• Review and use the reports NADA makes available to dealers to help im-
prove your daily business operations. 

• Reports include:
• NADA DATA
• The Dealership Workforce Study
• Consumers guides
• Dealership financial profiles
• Auto retail numbers by state 
• NADA.org

I hope to see you at the 
NADA Show in Las Vegas Friday, 
February 14 – Monday, February 
17, 2020. (If you haven’t already, 
make your reservations today!) 
And while you’re there, be sure 
to join me at the 2020 CADA 
Dealer Breakfast on Sunday, 
February 16. 
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You’re careful. Some might say you’re too 
careful. But when it comes to avoiding 
lawsuits, you can never be careful 
enough! 

Designed for dealer principals, general 
managers and department leaders with 
bottom-line accountability, the prevention 
side of this two-hour webinar offers 
advice on avoiding a lawsuit.

And the best way to do that is by having a 
solid internal process, including disclosing 
everything about a vehicle and how you 
handle spot delivery. This discussion 
covers the legal significance of a retail 
installment sales contract (RISC) — and 
why you should not enter two RISCs at 
the same time.

Service department issues include best 
practices for loaners. On the sales side, 
do you know your credit check rights?

If you are sued, topics include retaining 
records and conducting a thorough and 
objective investigation to determine 
defense strategies. Also discussed will 
be arbitration versus court and the 
importance of class action waivers.

If you or your key leaders have questions 
about the legality of your business 
practices, join us for this important 
seminar — and ask those questions. 

About 
our presenters Michael J. Dommermuth, director of Fairfield & Woods, P.C., has represented 

motor vehicle dealers throughout Colorado and the Rocky Mountain West for 
more than 30 years. His firm provides full-service representation of motor 
vehicle dealers. 

Adrian P. Castro, director of Fairfield & Woods, P.C., assists in representation of 
motor vehicle dealers and specializes in litigation. He has defended dealerships 
in numerous lawsuits and regulatory matters.

You’ll learn
• Advertising practices

• What to disclose about a vehicle

• Words and terms to avoid

• How to handle spot delivery

• Importance of documenting calls with 
clients and financial institutions

• Internal process best practices

• Legal significance of a RISC

• Risks of multiple credit checks

• The importance of a 10-day notice

• Pitfalls of selling or paying off trade-ins

• Best practices for Service 
department loaners

• Importance of collecting information up 
front and fighting tickets issued against 
an employee

The 
details

What
Avoiding lawsuits & what 
to do when you are sued

When
Tuesday, December 17

8 - 10 a.m. webinar

Price
$189 

Register
colorado.auto/events

303.831.1722

Avoiding lawsuits & what 
to do when you are sued
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CADA addresses hail damage/open-lot 
coverage issues

Colorado has become one of 
the most severe hail-damaged 
states in the country — and 

new car dealers continue to be sty-
mied by dramatic cost increases for 
open lot coverage. 

This has become a serious issue as 
major insurers have pulled out of the 
market, while others have assessed 
monumentally huge rate increases. 
CADA’s Board of Directors has con-
sidered possibilities and discussed the 
issue over the past two years. 

In April, CADA organized a Hail-
damage/Open-lot Coverage Symposium 
that featured seven different solutions. 
Some were creative options for insur-
ance coverage, while others offered 
risk- and damage-reduction inventory 
protection shields. Nearly a dozen 
dealer representatives sat through the 
day-long event to learn what potential 
offerings might best fit their situations.

While no magic wand or silver 
bullet was offered or envisioned, nearly 
all the offerings included during the 
symposium are used by one or more 
of Colorado dealers. Some solutions in 
the risk-reduction area are extremely 
expensive; several include huge capital-
ization infrastructure investment. 

Certainly not every dealer can invest 
hundreds of thousands of dollars in 
facility infrastructure to avoid inventory 
hail damage. Yet the high cost of hail 
storm vehicle damage is becoming 
unbearably expensive, and some dealers 
see facility construction of hail shields 
as a less costly, long-term play.

How bad is the problem? 
Some dealerships have been hit in 

back-to-back years, by $3-5 million dam-
age hail storms. As a result, insurance 
premiums have tripled or quadrupled, 
as coverage deductibles have risen. In 

essence, dealers are paying four to five 
times as much for hail damage/open-lot 
insurance coverage while getting less 
protection in inventory coverage. 

CADA creates task force to  
address issues

At its most recent meeting, the Board  
voted to create a task force to research 
various options to address the hail 
damage/open-lot coverage dilemma. 
If this is an effort you or someone 
from your dealership group want to 
participate in, sign up through the form 
on www.colorado.auto. Through your 
involvement, you can help be a part of 
the solution to outrageously expensive 
and hard-to-access insurance coverage.

Risk reduction options
While no new infrastructure develop-

ment in the magnitude of those needed 
to reduce hail-damage losses is cheap, 
some dealerships and/or dealership 
groups have opted for creative solutions 
to protect inventory from hail-damage 
losses, including:  

• Canvas covered, gazebo-style 
structures. 

 The canvas covered, tent-like struc-
tures popping up around the Denver 
metro area have been implemented by 
some dealership groups as an elevated 
facility investment to protect against 
long-term losses — to the tune of 
about $1 miliion/dealership.

• Carport-like, rental-car-
style covers.

 As seen on airport rental car lots, long, 
extended carports reign supreme. 
Some Colorado dealer groups  have 
started building and installing these 
structures to reduce hail damage risk. 
Depending on the size inventory being 
covered, cost estimates range from 
$800,000 to 1.2 million.

• Solar panel arrays covering inven-
tory offer multiple benefits.

  In addition to producing electricity for 
dealership operations AND providing 
structural protection over new and 
used car inventory, solar panels are 
being used as as hail shields.

• Multilevel parking structures as hail 
protection offer increased inven-
tory capacity. 

 While no cost estimate is yet available 
on this new and extremely creative 
concept, I expect it is a multimillion-
dollar endeavor.

 
Get involved

CADA is looking for a few good 
people key to serve on this hail/open-
lot-specific task force that will look 
into creative solutions using insurance 
coverage and risk-reduction options. If 
you’re, ready, willing and able to serve, 
please fill out the form and send to 
CADA by Wednesday, October 30:

Sign me up! I want to help seek 
alternatives to the hail-damage/open-lot 
coverage dilemma. 

Please apply  by end of business 
Wednesday, October 30:
Website: www.colorado.auto
Email: HailTaskForce@colorado.auto
Phone: 303.282.1448
Fax: 303.831.9100 

To serve on this task force, 
visit www.colorado.auto 

and fill out the form.



Innovation driven by you — we listen. Help shape Vitu and its future. 
For more information, visit vitu.com or call 844-848-8468

Consider us your partner
We work hard to deliver the most e�ective and seamless 
process for all of your vehicle-to-government (V2Gov) 
needs. But did you know that most of our innovations come 
from you?  We listen and act on your feedback — 
continuously — delivering the services you want and require. 
Consider us your partner in making Vitu everything you 
need and deserve.

50 STATES
1 PLATFORM
CONSTANT INNOVATION
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Pro Act ready for vote on U.S. House floor

While typically this column 
focuses on issues that af-
fect dealerships at the state 

or local levels, legislation is brew-
ing in Washington this month that 
should be of great interest to dealers 
statewide. In its current form, the 
Protecting the Right to Organize Act 
of 2019 (“PRO Act”) is a wish list for 
labor organizations. With the amount 
of changes it makes to current law, 
the PRO Act is in the scope of the 
Dodd-Frank Act or Affordable Care 
Act.

Before talking about its effects, 
it’s worth noting that this bill is 
unlikely to become law this year. Yes, 
it passed from the House Committee 
on Education and Labor 26-21 in 
September, and yes, the full House of 
Representatives will likely pass it in 
November. Still, the Senate Committee 
Chair is unlikely to ever give this bill a 
hearing and the Senate Majority Leader 
is equally unlikely to allow a floor vote. 

Even so, it remains newsworthy for 
two reasons: First, if the Senate and 
the White House flip in 2020, nothing 
would stop this bill from being signed 
as written. Second, in the absence of its 
passage, state governments could pick 
apart individual pieces of the legislation 
to put forward at the state level – some-
thing Colorado is vulnerable to at this 
time. 

Because it’s all-encompassing, the 
Pro Act’s provisions are as follows:

Unravels secret ballots. Today, votes 
to organize in a company are done by 
secret ballot. This bill would allow a 
process where workers may have to vote 
in public, which would subject them to 
scrutiny from labor organizers.

•  Employee/contractor test. The 
PRO Act replaces today’s employ-
ment test with California’s ABC 
test, greatly lowering the bar for a 
declaration that a worker is an em-
ployee.

•  Secondary boycotts. Reverses 
almost 50 years of law and permits 
workers to protest against second-
ary companies, such as suppliers, 
contractors or financers.

•  Joint employer standard. Broadens 
the possibility that one worker 
could have two employers, based 
on certain factors, such as the level 
of control. This means that your 
employees may also be employees 
of your manufacturer.

•  Eliminates right-to-work laws in 
every state where they exist. Today, 
more than 25 states use these laws 
to protect workers who do not pay 
union dues.

•  Eliminate arbitration agreements 
from employment contracts. This 
encourages class action lawsuits 
against employers.

•  Removes the ability of employers 
to keep workplaces open during 
strikes. This forces employers to 
close during strikes.

•  Increases penalties (only on 
employers). Penalties can reach 
$100,000, with personal liability 
for officers and directors.

Some of these measures previously 
were standalone acts, including the 
ABC test, Arbitration Rule or Right to 
Work. However, we have never seen 
such sweeping legislation encapsulate 
every failed provision of the past 30 

years. If it ever becomes enacted, this 
bill would vastly change the face of the 
workplace and employers’ relationships 
with their employees. It’s something 
we will closely watch during the next 
several months.

Meanwhile, this legislation currently 
has 40 cosponsors in the US Senate; 
Senator Michael Bennet (D-CO) is not 
one of them. We encourage you to reach 
out and express your appreciation for 
his level headedness and request that he 
solidify his position of non-support on 
this issue. 

For more information on this or any 
other regulatory or legal matter, reach 
Matthew at matthew.groves@colorado.
auto or 303.282.1449.



Hellman Motor Company has turned to CADA Insurance Services for its health insurance for more than 25 

years. And it has provided dental coverage for seven years.

Why? “Craig Gordon (Employee Benefits Sales Manager) will spend the time to research all the insurance 

companies and options for us,” Hellman explained. “As a dealer, we could do that ourselves, but unless we’re 

in that arena every day, we’re going to miss something. And when we do, we have to live with it for the year. 

Obviously, it’s better to have someone with the expertise do the research and offer suggestions.”

Why CADA?
 Convenience. “There are so many facets in the insurance business that we could 

spend a long time researching on our own.”

 Knowledge of  health coverage suppliers. “That ties straight back to 
convenience. As a dealer, how am I supposed to know which one is best for 
my business?”

 Less stress. “With big insurance companies, how do you get to the right people? 
CADA helps us navigate those waters.” 

We do what we can to 
keep our employees healthy.

“CADA Insurance Services helps us navigate the 
waters. It’s easier on us as a dealer.”
 Bill Hellman, Owner

Hellman Motor Company

Delta, Colorado

1. 

2. 

3. 

CADA Coverage
Health - 25 years
Dental -   7 years 



10 Colorado Automobile Dealers Association October 2019

Clear the Air Foundation
Mark Zeigler
Director

Pueblo Dodge Chrysler Jeep Ram  .......... 48
AutoNation Honda 104  ...............................35
Johnson Auto Plaza  ......................................31
Markley Motors  ..............................................23
Pueblo Toyota  ................................................19
Mike Maroone Chevrolet South  ...............16
Stevinson Toyota West  ...............................15
Emich Chevrolet  ............................................13
AutoNation Subaru Arapahoe  ..................12
AutoNation Subaru West  ...........................12
Bighorn Toyota  .............................................. 11
The Faricy Boys  .............................................. 11
AutoNation Dodge Ram Arapahoe  .........10
Dellenbach Motors  .......................................10
Planet Honda  .................................................10
Spradley Kia  ...................................................10
Freeway Ford  ....................................................9
Pedersen Toyota Volvo  .................................9
Emich Volkswagen  ..........................................8
Honda of Greeley ............................................8
Phil Long Ford of Motor City  .......................8
Planet Hyundai  ................................................8
Spradley Ford Lincoln  ...................................8
Phil Long Ford of Denver  ............................. 7
Schomp Honda ................................................ 7
Stevinson Toyota East  ................................... 7
Western Slope Auto  ....................................... 7
Ed Carroll Motor Company  ..........................6
Len Lyall Chevrolet  .........................................6
Spradley Chevrolet  .........................................6
Phil Long Ford of Chapel Hills  ....................5

Phil Long Kia  .....................................................5
Stevinson Chevrolet  ......................................5
AutoNation Chrysler Jeep Broadway  .......4
Frontier Honda  ................................................4
Glenwood Springs Ford  ................................4
Hellman Motor Company  ............................4
Jim Fuoco Motor Company  ..........................4
King Chevrolet Buick GMC Longmont  ......4
McCaddon Cadillac Buick GMC  ..................4
Mountain States Toyota  ...............................4
Phil Long Ford of Raton  ................................4
Phil Long Honda of Glenwood Springs ....4
The Faricy Boys Ford  ......................................4
AutoNation Chevrolet North  .......................3
AutoNation Chrysler Jeep Arapahoe  ........3
Grand Junction Chrysler  

Dodge Jeep Ram  .......................................3
Mile High Honda  .............................................3
Red Rock Nissan  .............................................3
Schomp Mini  ....................................................3
Stevinson Lexus of Lakewood  ...................3
AutoNation Chrysler Dodge Jeep Ram 

Southwest ....................................................2
Grand Junction Volkswagen  ........................2
Schomp Hyundai  ............................................2
Stevinson Lexus of Frederick  .....................2
Vidmar Motor Company  ...............................2
Audi Volkswagen Glenwood Springs  ....... 1
AutoNation Buick GMC Park Meadows  .... 1
Berthod Motors Chrysler Dodge Jeep 

Ram ................................................................ 1

Daniels Long Chevrolet  ................................ 1
Dave Solon Nissan and Subaru  

of Pueblo ...................................................... 1
Davidson-Gebhardt Chevrolet  ................... 1
Fisher Acura  ...................................................... 1
Ghent Chevrolet  .............................................. 1
Glenwood Springs Subaru  .......................... 1
John Elway Chevrolet  .................................... 1
King Buick GMC  ................................................ 1
Morehart Murphy Regional  

Auto Center .................................................. 1
Phil Long Audi  .................................................. 1
Stevinson Hyundai of Longmont  .............. 1
Turner Automotive  ......................................... 1
Tynans Kia   ........................................................ 1
Valley Nissan  .................................................... 1
Victory Motors of Craig  ................................. 1
Dealer total ...................................................498

Other Donors
Warren Tech  ....................................................27
Private Donation  ...........................................16
Fort Carson ........................................................9
Pikes Peak Community College  .................4
Christian Brothers Automotive  ..................2
Denver Botanic Gardens Chatfield  ...........2
JFR Auto  .............................................................. 1
St Mary’s Hospital  .......................................... 1
Other Donor  ...................................................62

Thanks to the generosity of our dealers, we had 83 donations last month. That 
makes five record months of the last nine, and we have three to go! Through the 
end of September, 561 vehicles were donated to the Clear the Air Foundation — 

which is only 12 fewer than last year’s total. Our top annual donations is 634; I think 
we’ll go well beyond that if we stay on the trajectory we’ve been on all year. 

We can blow past that record this month with your help. Please take a couple of minutes to 
check your inventory. Look for those $1-500 ACV vehicles that really shouldn’t be on the road 
anymore. Look at it this way: if you would see one of these coming up behind you at a red light and 
you suddenly think “Oh …. no,” there’s your sign. Send it my way! I will have it picked up at no cost 
to you — and you get a tax write-off!

And even though scrap metal prices have been plummeting, we’re making up for that in 
volume, thanks to your generous donations.

What’s more, through September, we’ve awarded 24 scholarships, which is another record for 
the Foundation. We should get to at least 30 by the end of the year.

Thanks again for your generosity — and keep them coming! The more scholarships we award, 
the more students enter the industry (and may even work for you).

 

 561 Vehicle Donations through September 2019

Foundation moves closer to breaking 
record donations

Goal: 650 old, high polluters

600

650
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400

200

100

Contributions
to date: 561



It ’s Our Business 
to Protect 

Yours®

Federated Mutual Insurance Company and its subsidiaries*  |  federatedinsurance.com 
19.07  Ed. 11/18  *Not licensed in all states.  © 2018 Federated Mutual Insurance Company

Ward’s 50® Top Performer 
A.M. Best® A+ (Superior) Rating

Face to face, eye to eye, 
delivering a modern 
level of service.

Find your local 
marketing representative
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When severe weather and power 
outages strike your dealership, 
you may be anxious to inspect the 
damage even before the lights come 
back on. 

The physical damage caused by 
fallen trees, flooding or hail may 
appear simple to assess. What’s less 
well documented is the amount of 
financial loss caused by hackers 
exploiting compromised IT systems 
or people who need help.

Dealers are vulnerable to both.

Colorado businesses manage 
severe weather year ‘round, and as 
a dealer, you should be prepared to 
protect yourself from both physical 
and virtual risks. October is cyber 
security awareness month, making it 
a good time for you to consider the 
following tips.  

Cyber Risks: Don’t 
get caught with your 
guard down

After a severe storm or community 
catastrophe, there is often an 
incredible outpouring of support 
from people seeking to help. Once 
the power is back on and the physi-
cal damage is assessed, everyone 
gets busy rebooting their IT systems 
and returning their businesses 
to normal.

Bad actors recognize both of 
these patterns and use them to 
their advantage. Whether they are 
posing as fake charities to solicit 
donations from local businesses or 
taking advantage of a compromised 

IT system to steal your information, 
the aftermath of a storm provides a 
fertile ground for these attackers.

As a dealer, you’re particularly 
vulnerable to cyber risks. For one, 
you conduct business online, 
making you a target for viruses 
or malware. Additionally, you 
handle a high volume of personally 
identifiable customer and employee 
information—a goldmine for hackers. 
Further, you likely have a high public 
profile from TV advertising and 
community activism, so everyone 
knows who you are.

When bringing your IT systems 
back online, take special care to 
ensure that all your security systems 
are functioning, as well. Gaps in your 
defenses often appear when you are 
in this vulnerable transition phase. 

Whichever security programs you 
use, good cybersecurity starts with 
your employees: train your staff to 
give an extra level of vigilance to 
emails that look suspicious or might 
be designed to gain access to your 
systems. Is that unfamiliar repair 
and cleaning service legitimate? This 
is a common scam used to target 
businesses after a storm, so if you 
are hiring a contractor, be sure to 
check their license and other perti-
nent qualifications. The Department 
of Homeland Security also offer a 
thorough checklist of questions for 
CEOs (https://coloradoauto.sharefile.
com/d-s0d672359feb4395b) to assess 
your cybersecurity.  

If you’re cleaning up after a 
storm, the last thing your dealership 
needs is another catastrophe — 
especially one as potentially costly 
to your reputation and bottom 
line as a major cyber breach. As a 
dealer, you’ve built up a great deal 
of trust within the community. Don’t 
let a malicious actor stop you from 
getting back to business and serving 
your customers. 

Rick Lowe leads the property and 
casualty insurance team for Ally.

When severe storms hit, you’re at risk  
from more than just weather

By Rick Lowe, Vice President of Property & Casualty, Ally Insurance

SPECIAL TO THE CADA BULLETIN
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The proponents of this Proposition 
indicate those dollars given up by 
taxpayers would then be divvied up 
equally between transportation, K-12 
education and higher education. More 
specifically, the state highway fund 
would receive the money earmarked for 
transportation and would then direct 60 
percent to state projects, a little more 

than 20 percent for counties and a little 
less than 20 percent for municipalities. 

Proponents indicate that a minimum 
of 15 percent must go to transit projects. 
The legislature would have the ability 
to decide how much goes to higher 
education (imagine the lobbying frenzy 
on this!), and the K-12 money would 

be distributed equally to districts on a 
per-pupil basis. 

A bit of history to frame this issue
In 1992, Colorado voters overwhelm-

ingly passed TABOR. The purpose 
of this amendment to Colorado’s 
Constitution was to require voter 
approval for any tax increase or bond 
measure proposed by local and state 

PROPOSITION CC
Tinkers with Colorado’s  
fiscal engine — with 
scary consequences

A group of Colorado legislators would like to, once again, access the pocket books of Colorado’s households. 

This time, it’s in the guise of Proposition CC, which would remove in perpetuity the refunds to Colorado 

taxpayers required by the Taxpayer’s Bill of Rights (TABOR). What that means is it lets our state government 

keep and spend all the tax revenue received in excess of the limitations set by TABOR.
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governments to create a formula based 
on population and rate of inflation that 
limits how much tax revenue govern-
ments within the state could keep. 

Tax money collected above the 
TABOR cap must be refunded to the 
taxpayers. Because of an economic 
downturn early in the new century, an 
all-out, all-hands-on-deck campaign 
to raise funds to recalibrate the state’s 
fiscal engine was launched in 2005. I’m 
referring here to Referendum C, which 
allowed the state to keep tax dollars 
already collected that exceeded the 
TABOR cap. 

Supporters felt this proposal, 
despite all the ‘fees’ the Colorado State 
Legislature implemented since TABOR, 
would give the state budget a chance 
to recover enough from the previous 
economic downturn. The significant 
differences between that barely success-
ful campaign and Prop CC is that Ref C 
included a time certain on the suspen-
sion of TABOR’s spending limit AND 
it had support of pretty much all the 
state’s written media, business entities, 
political parties and advocacy groups. 
Even with all the money and hoopla 
thrown at Ref C, it only passed with a 52 
percent margin. This brings us to today, 
with another run at TABOR in the form 
of Proposition CC.

The good, bad and ugly of Prop CC
Reading the various publications 

concerning this latest proposition is 
reminiscent of “The Good, Bad, and the 
Ugly.” First, it’s a good thing that efforts 
are being made to help school districts 
become whole again after the recession 
that occurred during the dawn of the 
21st Century. 

This is where the good ends, because 
the K-12 funds from the passage of 
Prop CC would not go through the 
established education funding formula. 
Funds would be distributed equally 
to all school districts on a per-pupil 
basis, which just is not equitable, since 
financial needs of a district will not 
be considered. Having a continually 
growing pot of money that is spent 
outside of the established K-12 formula 

only widens the existing chasm between 
the have and have-not school districts. 

In addition, the money resulting from 
Prop CC cannot be used for recurring 
expenses such as increases in teacher 
salaries or reducing class size. These 
funds would have to be used for one-
time expenditures such as computers, 
building repairs and bonuses. 

And when it comes to the money 
earmarked for higher education, it goes 
from bad to ugly. Lawmakers — present 
and future — will have the freedom to 
decide how to dole the dollars to the 
state-owned universities and colleges, 
again outside of the established funding 
formula. Imagine the feeding frenzy 
under the Gold Dome in which those 
institutions will have to engage to get 
their share of the pie! Last, the details 
regarding what will be addressed with 
the funds earmarked for transportation 
have been thin at best.

The proponents of Proposition CC 
continually remind us as voters that 
the ever-increasing state budget is just 
not keeping pace with the needs of and 

services for Colorado’s continually 
increasing population (What happened 
to all cannabis tax money?), so this 
measure is needed to address those 
areas. 

But today’s promise can become 
tomorrow’s folly. There is no guarantee 
that the three areas promised to be 
addressed with the new money will go 
there. The next state legislature can 
amend the law directing how the funds 
are spent or alter existing appropria-
tions in the budget — all without voter 
approval. 

Just how much money is at stake?
There’s a wide range of projections 

regarding the money at stake here. The 
governor’s office projects the state could 
acquire taxpayer refunds totaling $1.7 
billion over the next three years, while 
other legislative number crunchers 
predict a figure in the neighborhood of 
$540 million. This is not an insignificant 
projection gap.

Speaking of budget, let’s take a peek 
at this. The year TABOR was passed, the 
state’s budget was in the neighborhood 

PROPOSITION CC
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of $6.5 billion. Today, Colorado’s 
operating budget is $30.63 billion. It’s 
important to know which General Fund 
items are exempt from inclusion of 
TABOR restrictions. There are two (the 
following taken directly from The Joint 
Budget Committee’s “Budget In Brief 
Fiscal Year 2018-2019”): “(1) tobacco 
tax revenues received pursuant to 

Amendment 35, which contained 
a voter-approved tax increase that 
specified that some of the resulting tax 
revenue be deposited in the General 
fund; and (2) General Fund revenues 
that exceed the TABOR limit but are 
less than the revenue cap established 
by Referendum C. The latter source 
of funds must be deposited in the 
General Fund Exempt Account and can 
be appropriated only for health care, 
education, retirement plans for fire-
fighter and police officers, and strategic 
transportation projects.”  

Whew! The last fiscal year, tobacco 
taxes equaled $55.2 million. None of 
that $55.2 million is subject to TABOR. 

And Referendum C loosened some of 
the spending restriction of TABOR 

beginning in 2010-2011 by allow-
ing the state to spend revenue 

above the TABOR limit 
up to a capped amount 

(“Referendum C cap”), 
which increases from 
the previous year’s cap, 

instead of the prior year’s spending by 
inflation plus population growth. 

Proposition CC could completely 
wipe out TABOR

What this did is eliminate the 
“ratchet-down” effect, where spending 
decreases when revenue falls below 
the TABOR limit. This provision is still 
in effect, and it has not publicly been 
entered into the Prop CC equation 
to date.

There are just too many potentials 
for veering off the stated designated 
route with Proposition CC. Add to 
that the suspicion that this measure is 
the proverbial ‘camel’s nose under the 
tent’ to completely pulling the plug on 
TABOR. The state must have prudence 
in, and accountability for, its spending. 
It’s just good business, and shows 
respect to the folks (all of us as taxpay-
ers) who are footing the $30.6 billion 
tab. Having a spending cap in place 
provides this.

Sunday, February 16, 2020
7:15 am

Las Vegas Marriott 
325 Convention Center Dr. 

Las Vegas, NV  
COLORADO

D E A L E R  B R E A K F A S T
2 0 2 0

290 E. Speer Blvd.  |  Denver, CO  80203

Save the Date!
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Federated Insurance’s Claim of the Month — Could it happen to you?  
 

A manager thought an employee was modifying her time cards and not properly clocking out for breaks 

and lunch. The business terminated the employee without consulting their HR department. It was later 

determined that several employees were doing the same thing. The employee, who was pregnant, filed 

an administrative charge alleging disability, gender discrimination and wrongful termination. 

RESOLUTION AMOUNT: $50,000 

Employment-related matters are among the most delicate and complex in the business world. Always 

act deliberately and with caution regarding these issues.  

 As a business owner or manager, always seek the input of your human resources department or 
legal counsel if decisions you make have the potential to affect someone’s employment.  

 Documentation is key. If you suspect improper behavior by an employee, keep detailed records 
of all incidents, including dates and factual descriptions of what you observed.  

 Gain as many facts and perspectives as you can before making decisions. In the above example, 
management never discussed the employee’s actions with the employee. Her explanation may 
have increased management’s understanding of the situation, helping to inform how they 
proceeded with the case. Some situations can be addressed with disciplinary action before 
proceeding to the step of terminating employment. 
 

Employment is an intricate and nuanced area of the law. Having an in-depth understanding of it can 

spare a lot of wasted time, frustration, and expense to defend against an accusation or to potentially 

pay damages if the case is lost. Do your research and gain as much understanding of a given situation 

and the laws surrounding it as you can, including obtaining advice from qualified legal counsel, before 

you make any decisions. 

Federated Mutual Insurance Company is recommended by 19 state and national auto dealer 

associations for customized insurance programs and value-added risk management services, such as 

Federated’s Shield Network®, the Risk Management Resource Center, and the Federated Employment 

Practices Network®. Visit federatedinsurance.com or contact your local marketing representative for 

resources you can use to create or enhance your own risk management program. 

This article is for general information and recommendations for risk prevention only and should not be considered 
legal or other expert advice. The recommendations herein may help reduce, but are not guaranteed to eliminate, 
any or all risk of loss. All products and services not available in all states. Qualified counsel should be sought with 
questions specific to your circumstances and applicable laws.  
© 2019 Federated Mutual Insurance Company. 
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The most telling thing about Mike 
Maroone is how much others in the 
automotive industry admire him. They 
note what a great role model, mentor 
and collaborator he’s been. Oh, and 
he’s also one of  the most successful 
automotive retailers anywhere. 

Maroone was the youngest dealer in 
Ford history. He ran a nine-dealership 
family group when he sold to Wayne 
Huizenga’s, Republic Industries in 1997. 
“I was employee number two in the 
New Vehicle Group,” he said. “We went 
from zero to $20 billion and I worked 
every day and night for 18 years.” 

It was rebranded as AutoNation 
and eventually grew to be the largest 
dealership group in America. He was 
COO when he retired after building 
AutoNation. He boated and skied, 
but “I failed retirement miserably… 
I missed building teams and helping 
others be successful. I started looking 
for dealerships because that’s my core. 
I loved the auto business – not the cars, 
but the people.” He got back in the 
game in 2017, buying into partnerships 
at four Colorado Springs dealerships, 
one in South Florida and another 
Colorado store this fall. 

Cars part of  the 
family DNA
Maroone started working for his father 
in western New York when he was 13. 
He joined the family Ford dealership 

full-time soon after graduating from 
the University of  Colorado. “My dad, 
who is 96.5 years old, is my hero, my 
mentor and my best friend,” Maroone 
explained. “We speak 365 days a year 
– at 7 a.m., late afternoon and night 
before bed.” 

Passing on 43 years of  dealership 
operating experience is the central 
reason for Maroone’s return to the retail 
auto industry. “It’s a gift I want to give to 
another generation,” he noted. “To me, 
that is fun.” Nephews Alex Damoorgian 
and John Hocter, along with son-in-law 
William Knowles, work with him at 
his four Colorado Springs dealerships: 
Mike Maroone Chevrolet North and 
Chevrolet South, Mike Maroone 
Volkswagen and Mike Maroone Honda. 

Because Maroone’s father provided 
him with opportunities to grow, he said, 
“my aspiration is to provide the same 
inspiration to my family members and 
partners. Not to teach them the old 
way, but to let them develop their own 
opportunities and culture.”  

Flexibility to follow 
his passions
As such, all his dealerships are 
partnerships with others. “This route 
gives me more flexibility and allows 
others to prosper,” he explained. This 
business model brings him to Colorado 
a few days every month from his Florida 
home base. And it gives him time to 

pursue interests in other businesses, 
many of  which are outside the industry. 
In fact, he’s proud of  his role in the 
successful internet startup Carvana and 
as an early investor in Uber. 

Time to give back
He’s equally passionate about 
community engagement and 
philanthropy. He and his family 
continue to be very involved with the 
Florida Cleveland Clinic, generously 
donating both time and money. 

Serving veterans is an opportunity 
where he believes the Colorado Springs 
dealerships can make a significant 
impact. For example, employees 
enthusiastically collaborated with 
Habitat for Humanity to build homes 
for vets in need. “I like to sit around 
with other smart people and ask what 
people care about and where we’ll have 
employee engagement – find things 
they’re interested in,” he explained. “It 
goes back to being collaborative.” 

Maroone has been married to Monica 
for 39 years. “She is going to heaven, 
for putting up with my heavy work and 
travel schedules for so many years,” he 
laughed. “The difference in this chapter 
of  my life is that I’m not locked to my 
desk. I work every day, but it’s not like 
they’re waiting for me to put the key in 
the door every morning. I can do this 
forever.” 

Maroone flunked retirement 
and came back to auto 
retailing in a big way

D E A L E R  P R O F I L E
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A new legal shakedown aimed at 
businesses is gaining popularity among 
unscrupulous members of the plaintiffs’ 
bar throughout the country, and dealer-
ships have not been spared.

Typically, the con begins like this: 
The dealer receives a demand letter 
from a group called ‘Legal Justice 
Advocates’ or something similar. The 
letter claims that the dealership’s 
website is not compliant with the 
Americans with Disabilities Act (ADA), 
due to alleged ‘screen-reading software’ 
capability discrepancies with the 
dealer’s website. 

The letter includes a threat that the 
dealer will be sued for several violations 
of the ADA, because the client was 
unable to  use ‘ChromeVox’ screen-
reading software, or a similar program, 
when accessing the dealer’s website. 
The letter offers to settle the claims for 
a large payment and a promise to fix the 
website issues.

While some activists claim that 
the lawsuits are improving life for the 
disabled, anyone on the receiving end of 
one of these demand letters might think 
it feels like legal extortion. Website 
accessibility lawsuits filed in federal 
court increased exponentially between 
2017 and 2018. Under the ADA, either an 
individual or an advocacy organization 
can file a lawsuit against a business for 
violations of the Act. 

The plaintiff in such a case is limited 
to seeking injunctive relief and attorney 
fees, but the Department of Justice can 
bring an enforcement action and seek 
compensatory damages for victims and 
civil penalties.

The attorneys pushing this scam 
typically find one ‘victim’ and use that 
person’s legitimate disability to coerce 
businesses into paying thousands of 
dollars in legal fees, often sending 

hundreds of the same letters (or 
hundreds of the same lawsuit) in the 
disabled person’s name. Under the 
statute, the plaintiff cannot be awarded 
damages in these private actions, but 
the lawyers can and do profit from the 
statutory award of attorney fees.

Title III of the ADA prohibits 
discrimination on the basis of dis-
ability in the activities of places of 
public accommodations and requires 
newly constructed or altered places 
of public accomodation — as well as 
commercial facilities (privately owned, 
nonresidential facilities such as facto-
ries, warehouses or office buildings) 
— to comply with the ADA Standards. 
[42 U.S.C.§12182(a)].

While Title III is complex, the 
rules are known to all and easily can 
be incorporated into the design of a 
business’ physical location. By contrast, 
the application of ADA access standards 
to websites is not explicitly stated in any 
federal law, rule or regulation. 

Consequently, it has thus far fallen 
to the courts to decide what constitutes 
ADA compliance when dealing with 
website design. Without specific 
guidelines, it is nearly impossible for a 
dealership or even a website developer 
to know what features to include to 
make a website accessible.

Frequently, the demand letters 
will quote the web accessibility 
standards contained in the Web Content 
Accessibility Guidelines (WCAG) 
established by the World Wide Web 
Consortium (W3C) — a group of volun-
teers that develops internet guidelines 
for accessibility. WCAG2.1, the most 
recent guideline, was published June 5, 
2018. These guidelines are not issued 
by any federal regulatory authority 
and carry no actual legal weight. Even 
if a business can illustrate compliance 
with the WCAG, these guidelines are 

unenforceable and will not provide the 
business with a safe harbor.

Unscrupulous members of the 
plaintiffs’ bar have entered the fray in 
recent years to exploit this legal grey 
area. In the absence of clear federal 
guidance, courts have issued scattershot 
rulings; in some cases, different district 
courts within the same federal circuit 
have issued contradictory rulings on 
the subject.

In one case that’s frequently cited by 
these ‘disability advocates,’ Gil v. Winn-
Dixie, a federal court in the Eleventh 
Circuit held that the supermarket chain 
violated the ADA because sight-impaired 
customers could not adequately access 
the site, and held that the website must 
comply to the standards of WCAG 2.0. 

A petition for writ of certiorari 
has been filed to the Supreme Court 
in a similar case, Domino’s v. Robles, 
presenting the question: “Whether 
Title III of the ADA requires a website 
or mobile phone application that offers 
goods or services to the public to satisfy 
discrete accessibility requirements with 
respect to individuals with disabilities?”

NADA has been in contact with the 
U.S. Department of Justice on this issue 
and has suggested that dealerships 
discuss accessibility with their website 
vendors, OEMs and legal counsel 
to better understand if investments 
in website acessibility will lead to 
increased business opportunities and/
or reduce the potential for legal liability, 
legal costs and/or negative publicity.

If you receive a demand letter like 
the one described above, contact 
Matthew Groves at CADA for guidance.

Editor’s note: Peter Brennan is MSADA’s 
staff attorney. Reprinted with permission 
from the Massachusetts Automobile 
Dealers Association (MSADA).  

ADA Shakedown targets website accessibility
By Peter Brennan, Esq.
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Wheelin’ & Dealin’

• Mike Shaw Subaru has been sold 
to Asbury Automotive.  This is 
Asbury’s first Colorado dealership.  
It is also the last dealership that 
Mike Shaw operated in Colorado.  
Asbury is a large publicly traded 
dealership group based in 
Georgia, with over 100 dealer-
ships nationwide.

• Longmont Ford has been sold to 
Mike Maroone Automotive.  This 
was one of three dealerships owned 
by Mike Peebles.  Mike Maroone 
has four dealerships in Colorado 
Springs.  This will be number five.

People on the move

Congratulations to Laura 
Casellli, who is General Manager 
with AutoNation Buick GMC West 
in Golden.

Congratulations to 
Colorado’s 40 under 40 
in Automotive!

Congratulations to three 
Colorado leaders in Automotive 
News’ eighth annual 40 under 40 
class of 2019! Keep an eye on them 
because these three honorees — 
along with the other 37 named 
honorees — are helping to transform 
the world of auto retailing. To read 
the full article, visit autonews.com/
awards/2019-40-under-40. 

Following are excerpts from 
the story.

Alex Damoorgian, 31
President and general manager, Mike 
Maroone Chevrolet North and Mike 
Maroone Volkswagen

Alex Damoorgian is among a new 
generation of dealership personnel 
who view technology more as an 
enabler than a disrupter.

“Where I see this industry going is 
who is going to adapt to technology 
the quickest?” he said. “We need 
to get rid of the old-school dealer 
mentality and learn how to market 
using technology and learn how to 
create better customer experiences 
through technology.”

… “The ultimate goal… is allowing 
the customer to choose how they 
want to navigate their shopping and 
buying experience. And us being able 
to facilitate it with whatever technol-
ogy necessary.”

Carol Kitts, 33
Corporate service training manager, 
Schomp Automotive

The way Kitts views the world 
after jumping from an airplane is 
not unlike the vision she uses on the 
job in some respects. Kitts looks at 
the whole picture and keeps things 
in perspective. It’s one secret to an 
improbable success story.

Member News



October 2019 www.colorado.auto 21  

Decrease your insurance premiums
Recoup 50%+ of CAPEX year 1

Reduce or eliminate your power bill
Cut your carbon footprint

Are you covered this hail season? 
Contact us now for a free evaluation.

CONTACT     hail@renewvia.com                                              404-856-4380    renewvia.com

hAil PROTECTiON wiTh fREE
POwER!

CADA ad 5.25 x 8, updated 5/22

Your working life is going to 
be full of challenges when you’re 
a woman from another country, 
when English isn’t your native 
language, and when you work in a 
supervisory role in a dealership’s 
service department. But Kitts has 
overcome all of that and now holds 
a critical position at her company, 
Schomp Automotive, a dealership 
group headquartered in Highlands 
Ranch, which she joined in 2018.

Before joining Schomp, and 
to earn technicians’ trust, Kitts 
took ASE courses, becoming 
the first female Toyota certified 
master assistant service manager in 
Colorado. 

To get her team on the same 
page, Kitts takes what you might 
call a very down-to-earth approach: 
“I don’t make any decisions on 

my service drive or training team 
without getting their perspective 
on what will get us to the next 
level,” she says. “I get everybody 
to input their ideas and we’ll come 
up with the process of how we are 
going to do things. They are the 
ones who will ultimately do it in 
the service drive.”

William Knowles, 29
COO, Mike Maroone 
Automotive Group

Profitability at Mike Maroone 
Automotive Group of Colorado 
Springs has surged with William 
Knowles as COO, but there is 
something he is more proud of 
accomplishing at the relatively 
young dealership group.

“Our employee turnover has 
fallen drastically, our [customer 
satisfaction] is up, our reputation 
scores are much higher,” Knowles 
said. “All those things lead to 
better processes, better procedures 
and ultimately more profit.”

How did the dealership group 
reduce turnover in an industry 
rife with it? Knowles said it comes 
down to the company’s “Culture 
of Caring” motto. “It’s about 
putting in a little more effort for 
the person next to you. Initially 
that sounds like words, sounds like 
a nice saying that doesn’t mean 
anything,” he said. “But over time, 
when you’re consistent with it, and 
when you go above and beyond for 
your teammates, it kind of builds, 
and it creates a little bit more 
stability, piece by piece, bit by bit.”
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Sponsored by:

Released: October 2019 Covering data thru September 2019

Colorado Auto Outlook
Comprehensive information on the Colorado new and used vehicle market

TM

Data Information

All data represents new and used retail registrations in Colorado and excludes fleet transactions. Year-to-date figures are more reflective of market results. 

Data Source: IHS.

Colorado U.S.

YTD thru Sep. '18 157,763 10,474,632

YTD thru Sep. '19* 151,590 10,075,287

% change -3.9% -3.8%

July '18 thru Sep. '18 57,726 3,672,976

July '19 thru Sep. '19* 55,603 3,576,511

% change -3.7% -2.6%

Colorado and U.S. New Retail Light Vehicle Registrations QUICK FACTS

State new vehicle market declined 3.9% during 
the first nine months of 2019 versus a year 
earlier. U.S. market was off 3.8%.

Light truck registrations in the state declined 
0.8% so far this year, while passenger cars 
were off 14.5%

Used vehicle registrations increased 8% dur-
ing the first eight months of this year (only 
includes vehicles seven years old or newer.)

Percent Change in Colorado and U.S. New Vehicle Markets

The Colorado and National markets have had similar 
results during the first nine months of 2019.

Colorado

-3.9%
U.S.

-3.8%
YTD ‘19 thru September 

% Change In
New Retail Market vs. 

Year Earlier 

*September 2019 figures were estimated by Auto Outlook. Data Source: IHS.

*Figures for September 2019 were estimated by Auto Outlook.  Data Source: IHS.
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LIGHT TRUCKS PASSENGER CARS

DOWN
14.5%

DOWN
0.8%

Change in YTD
New Retail Light Vehicle

Registrations  

Top ten brands shaded gray. Data Source: IHS. *September 2019 figures were estimated by Auto Outlook.

Colorado New Retail Car and Light Truck Registrations

September*
Three Month Period

July '19 thru Sept. '19*
YTD thru September*

YTD

Market Share (%)

Colorado Colorado Colorado Colorado

2018 2019 % chg. 2018 2019 % chg. 2018 2019 % chg. 2018 2019 Chg.

MARKET SUMMARY

TOTAL 22,404 20,516 -8.4% 57,726 55,603 -3.7% 157,763 151,590 -3.9%

Cars 4,903 3,863 -21.2% 12,811 10,708 -16.4% 35,465 30,311 -14.5% 22.5 20.0 -2.5

Light Trucks 17,501 16,653 -4.8% 44,915 44,895 0.0% 122,298 121,279 -0.8% 77.5 80.0 2.5

Domestic 8,096 7,357 -9.1% 21,191 20,481 -3.4% 59,284 57,336 -3.3% 37.6 37.8 0.2

European 2,237 2,259 1.0% 5,976 6,232 4.3% 17,766 17,412 -2.0% 11.3 11.5 0.2

Japanese 10,659 9,563 -10.3% 26,913 25,328 -5.9% 71,500 67,542 -5.5% 45.3 44.6 -0.8

Korean 1,412 1,337 -5.3% 3,646 3,562 -2.3% 9,213 9,300 0.9% 5.8 6.1 0.3

BRAND REGISTRATIONS

Acura 253 217 -14.2% 546 513 -6.0% 1,345 1,406 4.5% 0.9 0.9 0.1

Alfa Romeo 27 18 -33.3% 62 57 -8.1% 190 162 -14.7% 0.1 0.1 0.0

Audi 409 356 -13.0% 1,053 1,026 -2.6% 2,915 2,755 -5.5% 1.8 1.8 0.0

BMW 295 326 10.5% 871 980 12.5% 2,800 3,142 12.2% 1.8 2.1 0.3

Buick 160 175 9.4% 419 432 3.1% 1,338 1,234 -7.8% 0.8 0.8 0.0

Cadillac 104 102 -1.9% 257 270 5.1% 768 761 -0.9% 0.5 0.5 0.0

Chevrolet 1,369 1,223 -10.7% 3,844 3,493 -9.1% 11,497 10,176 -11.5% 7.3 6.7 -0.6

Chrysler 76 57 -25.0% 219 136 -37.9% 598 393 -34.3% 0.4 0.3 -0.1

Dodge 240 214 -10.8% 788 646 -18.0% 2,409 1,893 -21.4% 1.5 1.2 -0.3

FIAT 12 5 -58.3% 51 20 -60.8% 154 66 -57.1% 0.1 0.0 -0.1

Ford 2,380 2,125 -10.7% 6,297 5,805 -7.8% 17,614 15,946 -9.5% 11.2 10.5 -0.6

Genesis 6 23 283.3% 18 42 133.3% 80 61 -23.8% 0.1 0.0 0.0

GMC 618 596 -3.6% 1,637 1,744 6.5% 4,619 4,814 4.2% 2.9 3.2 0.2

Honda 1,866 1,684 -9.8% 4,752 4,437 -6.6% 12,637 11,869 -6.1% 8.0 7.8 -0.2
Hyundai 881 846 -4.0% 2,315 2,185 -5.6% 5,454 5,735 5.2% 3.5 3.8 0.3

Infiniti 125 73 -41.6% 317 243 -23.3% 933 629 -32.6% 0.6 0.4 -0.2

Jaguar 34 34 0.0% 86 105 22.1% 234 290 23.9% 0.1 0.2 0.0

Jeep 1,711 1,562 -8.7% 4,382 3,983 -9.1% 11,908 10,498 -11.8% 7.5 6.9 -0.6

Kia 519 468 -9.8% 1,295 1,335 3.1% 3,599 3,504 -2.6% 2.3 2.3 0.0

Land Rover 116 129 11.2% 294 341 16.0% 931 903 -3.0% 0.6 0.6 0.0

Lexus 399 319 -20.1% 1,076 988 -8.2% 2,753 2,681 -2.6% 1.7 1.8 0.0

Lincoln 113 128 13.3% 246 295 19.9% 713 868 21.7% 0.5 0.6 0.1

Maserati 17 17 0.0% 29 38 31.0% 82 79 -3.7% 0.1 0.1 0.0

Mazda 492 455 -7.5% 1,263 1,291 2.2% 3,470 3,372 -2.8% 2.2 2.2 0.0

Mercedes 338 368 8.9% 965 991 2.7% 3,020 2,818 -6.7% 1.9 1.9 -0.1

MINI 64 67 4.7% 207 195 -5.8% 640 519 -18.9% 0.4 0.3 -0.1

Mitsubishi 104 108 3.8% 293 182 -37.9% 707 430 -39.2% 0.4 0.3 -0.2

Nissan 1,268 1,125 -11.3% 3,036 2,468 -18.7% 7,703 6,701 -13.0% 4.9 4.4 -0.5

Other 20 26 30.0% 51 52 2.0% 205 124 -39.5% 0.1 0.1 0.0

Porsche 78 111 42.3% 217 252 16.1% 652 690 5.8% 0.4 0.5 0.0

Ram 883 921 4.3% 2,297 2,789 21.4% 6,297 7,705 22.4% 4.0 5.1 1.1

Subaru 2,354 2,229 -5.3% 6,380 6,276 -1.6% 17,953 17,846 -0.6% 11.4 11.8 0.4

Tesla 441 254 -42.4% 796 887 11.4% 1,489 3,038 104.0% 0.9 2.0 1.1

Toyota 3,797 3,353 -11.7% 9,248 8,929 -3.4% 23,993 22,604 -5.8% 15.2 14.9 -0.3

Volkswagen 649 596 -8.2% 1,646 1,677 1.9% 4,774 4,555 -4.6% 3.0 3.0 0.0

Volvo 186 206 10.8% 473 500 5.7% 1,289 1,323 2.6% 0.8 0.9 0.1
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Percent Change in Brand Registrations
YTD 2019 thru September* vs. YTD 2018

(Top 30 selling brands)

Registrations increased by more 
than 5% for Tesla, Ram, Lincoln,  
BMW, Porsche, and Hyundai

Colorado and U.S. Market Share
YTD 2019 thru September*

(Top 20 selling brands in state)

Toyota, Subaru, Ford, Honda, and 
Jeep were market share leaders 
in Colorado
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Non Luxury SUVs, 
47%

Pickups and Vans, 
24%

Small Cars, 11%

Luxury SUVs, 9%

Luxury & Sports 
Cars, 5%
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Size & Large Cars, 

4%
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Pickups and Vans, 
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Small Cars, 13%
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Quarterly Alternative Powertrain Market Share
(includes hybrid and electric vehicles)

The graph above shows hybrid powertrain and electric vehicle quarterly market share in the 
state. Third Quarter 2019 includes figures through July and August. Source: IHS.

Segment Market Shares
YTD 2018 thru August

The two graphs above show market shares for primary segments during the first eight months of 2018 and 2019. 

Source: IHS.

Non Luxury SUV 
Market Share in ‘18:

47%
Non Luxury SUV 

Market Share in ‘19:

47%

Segment Market Shares
YTD 2019 thru August

VEHICLE SEGMENTS

HYBRID AND ELECTRIC VEHICLES

Source: IHS. 
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Hybrid Plug In Hybrid Electric

New Retail Hybrid, Plug In Hybrid, and Electric Vehicle Registrations

Top 20 Selling Models in Colorado - YTD 2019 thru August

Rank Model Type Regs.

1 Tesla Model 3 Electric 2302

2 Jeep Wrangler Hybrid 1220

3 Toyota RAV4 Hybrid 1203

4 Nissan Leaf Electric 744

5 Toyota Highlander Hybrid 416

6 Lexus RX Hybrid 392

7 Toyota Prius Hybrid 330

8 Tesla Model X Electric 271

9 Toyota Camry Hybrid 218

10 Tesla Model S Electric 211

11 Honda Insight Hybrid 167

12 Chevrolet Bolt Electric 161

13 Toyota Prius Plug In 161

14 Honda Accord Hybrid 134

15 Lexus NX Hybrid 122

16 MINI Countryman Plug In 120

17 Chevrolet Volt Plug In 119

18 Hyundai Ioniq Hybrid 116

19 Chrysler Pacifica Plug In 103

20 Audi E-Tron Electric 96
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Change in Used Vehicle Market Share by Age of Vehicle 
YTD 2019 thru August vs. YTD 2018
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Market share for four year old vehicles 
increased by 1.4 points.

Source: IHS.

Source: IHS.

Colorado Used Retail Car and Light Truck Registrations (only includes vehicles 7 years old or newer)

August
Three Month Period

June '19 thru August '19
YTD thru August

YTD

Market Share (%)

2018 2019 % chg. Yr. Ago Current % chg. 2018 2019 % chg. 2018 2019 Chg.
TOTAL 24,454 26,589 8.7% 70,867 73,618 3.9% 175,377 189,364 8.0%
Acura 212 235 10.8% 669 659 -1.5% 1,705 1,774 4.0% 1.0 0.9 0.0
Audi 478 611 27.8% 1,387 1,620 16.8% 3,616 4,068 12.5% 2.1 2.1 0.1
BMW 692 714 3.2% 1,874 1,981 5.7% 4,497 5,110 13.6% 2.6 2.7 0.1
Buick 277 255 -7.9% 748 632 -15.5% 2,021 1,607 -20.5% 1.2 0.8 -0.3
Cadillac 245 258 5.3% 745 698 -6.3% 2,001 1,863 -6.9% 1.1 1.0 -0.2
Chevrolet 2,311 2,422 4.8% 6,987 6,996 0.1% 17,822 17,929 0.6% 10.2 9.5 -0.7
Chrysler 297 251 -15.5% 932 756 -18.9% 2,286 2,039 -10.8% 1.3 1.1 -0.2
Dodge 1,738 1,929 11.0% 5,228 5,386 3.0% 13,006 13,741 5.7% 7.4 7.3 -0.2
FIAT 41 50 22.0% 142 126 -11.3% 384 341 -11.2% 0.2 0.2 0.0
Ford 3,530 3,870 9.6% 10,182 10,806 6.1% 24,990 28,326 13.3% 14.2 15.0 0.7
GMC 863 928 7.5% 2,461 2,520 2.4% 6,233 6,450 3.5% 3.6 3.4 -0.1
Honda 1,168 1,281 9.7% 3,323 3,447 3.7% 7,835 8,307 6.0% 4.5 4.4 -0.1
Hyundai 961 984 2.4% 2,794 2,756 -1.4% 6,952 7,346 5.7% 4.0 3.9 -0.1
Infiniti 312 350 12.2% 823 914 11.1% 2,085 2,448 17.4% 1.2 1.3 0.1
Jaguar 30 52 73.3% 91 133 46.2% 221 294 33.0% 0.1 0.2 0.0
Jeep 1,559 1,784 14.4% 4,609 4,722 2.5% 11,416 12,360 8.3% 6.5 6.5 0.0
Kia 820 841 2.6% 2,339 2,163 -7.5% 5,481 5,535 1.0% 3.1 2.9 -0.2
Land Rover 161 199 23.6% 423 507 19.9% 1,010 1,327 31.4% 0.6 0.7 0.1
Lexus 445 475 6.7% 1,282 1,247 -2.7% 3,003 3,447 14.8% 1.7 1.8 0.1
Lincoln 125 130 4.0% 354 383 8.2% 855 1,005 17.5% 0.5 0.5 0.0
Mazda 422 451 6.9% 1,137 1,269 11.6% 2,633 3,273 24.3% 1.5 1.7 0.2
Mercedes 533 520 -2.4% 1,433 1,471 2.7% 3,464 3,680 6.2% 2.0 1.9 0.0
MINI 161 140 -13.0% 425 391 -8.0% 1,016 925 -9.0% 0.6 0.5 -0.1
Mitsubishi 112 143 27.7% 325 392 20.6% 763 1,062 39.2% 0.4 0.6 0.1
Nissan 2,062 2,131 3.3% 6,045 6,123 1.3% 15,185 16,200 6.7% 8.7 8.6 -0.1
Porsche 90 110 22.2% 257 305 18.7% 651 771 18.4% 0.4 0.4 0.0
Subaru 1,515 1,986 31.1% 4,357 5,340 22.6% 10,622 12,588 18.5% 6.1 6.6 0.6
Toyota 2,399 2,555 6.5% 6,866 7,171 4.4% 17,537 18,551 5.8% 10.0 9.8 -0.2
Volkswagen 686 695 1.3% 2,027 2,031 0.2% 4,603 5,304 15.2% 2.6 2.8 0.2
Volvo 125 145 16.0% 375 426 13.6% 970 1,047 7.9% 0.6 0.6 0.0
Others 84 94 11.9% 227 247 8.8% 514 646 25.7% 0.3 0.3 0.0
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quality vehicles 
don’t technically 
sell themselves, 
but this feels 
pretty damn close.

With 3,400 dealers visiting daily and 58 different makes 
sold, SmartAuction is an industry-leading tool to help 
you manage your inventory, straight from your computer.  
Just another example of how we’ll do anything, seriously  
anything to help build your business.

ally.com/dealer

do it right.
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RETAIL WARRANTY 
REIMBURSEMENT

(888) 477-2228 • info@dealeruplift.com • WWW.DEALERUPLIFT.COM

OUR COMMITMENT TO OUR CLIENTS:
� You Won’t Lift a Finger: Armatus does all the work for you
� Fully Contingent Fee: You only pay when you are approved
� Speed and Accuracy: We will complete your submission in 30 days or

less
� Data Governance: Your customer information is safe with us

OUR AVERAGE COLORADO 
CLIENT ADDS

$282,600*
TO THEIR BOTTOM LINE

WE ARE  
ENDORSED BY

14 STATE
DEALER ASSOCIATIONS

WE HAVE COMPLETED  
NEARLY

6,000
SUBMISSIONS

WE WORK IN

49 STATES
WITH 28 

MANUFACTURERS

*Annual Parts & Labor Increase


