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3Top F&I Trends You Need to Know

Don’t Let Your F&I Operation Be Left Behind
The automotive industry is experiencing change at a rapid pace. Dealerships’ F&I operations are under 

more pressure than ever to drive dealership profitability and customer satisfaction. As dealerships and 

their F&I professionals look at how they meet the needs of car buyers today and into the future, there 

are a numerous issues to consider. 

As your dealership and the F&I team plans on their needs for the future, consider these top 3 trends 

and make sure that your F&I operations are not left behind.
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1. Shifting Buyers
The makeup of auto buyers is undergoing a fundamental shift that will affect the auto industry for 

many years to come. F&I needs to understand these trends and consider how these change the F&I 

processes. 

2. Technology Trends
Technology is prevalent through nearly every aspect of our lives, and the F&I process is no exception. 

Factoring in changing technology trends is pivotal to the success of any F&I department.

3. Compliance 
Ensuring that F&I operations are taking all necessary steps to maintain compliance is more important 

than ever. Increased activity by regulatory agencies should prompt dealerships, and more specifically 

F&I departments, to review and examine key compliance areas on a regular basis.
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1. Shifting Buyers
Recent US population projections give us an 

updated view of what is happening to the makeup 

of US consumers. This demographic shift is 

taking us from a consumer base that is aging and 

supplanting it with a younger demographic. 

•  Millennials will surpass boomers

•  Gen X will outnumber Boomers by 20281

•  Millennial population to peak in 20361

This fundamental shift in the makeup of US 

consumers is going to have a significant impact 

on F&I. General managers and F&I professionals 

in both franchise and independent dealerships all 

need to be preparing today for what these shifts 

do to the industry tomorrow. 
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Baby Boomers
74.9 million

Ages 51 to 69

Family first

Job security

Retirement concerns

IT Adaptors

Face-to-face or phone 
preferred 

communication

Millennials
75.3 million

Ages 18 to 34

Most educated

High levels of debt

Slower to major purchases

Digital Natives

Online and mobile 
communication 
is preference

Gen X
66.1 million

Ages 35 to 50

The Lost Generation

Desire for work-life balance

Maintained purchasing 
power

Digital Immigrants

Email and texting is primary 
communication preference

LIFESTYLE 
FOCUS

DIGITAL LIFE

COMMUNICATION 
PREFERENCE

1Based on US Census Bureau Data
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Shift In Buyers Means Millennials Matter Now and In the Future

Millennials are projected to be the wealthiest 

generation ever. By 2018 this segment is projected 

to generate a total US income of $3.4 TRILLION and 

currently represent $200 BILLION in annual buying.1 

This type of wealth translates into a significant impact 

on the auto industry. For Millennials, auto ownership 

remains a priority with 71% responding that they 

would prefer buy a car; in comparison, only 59% 

would prefer to buy a house.2

In 2013, Baby Boomers continued to dominate the sale 

of new vehicles accounting for 40% of new-vehicle retail 

sales, followed by Gen X at 24% and Millennials at 23%. 

However, the shift to the rapidly growing Millennial segment 

has begun. From 2009 through 2013 baby Boomers share 

of new car sales fell 7% while Millennials grew 12%. In 

2020, Millennials are projected to account for 40% of US 

new car sales.3

For Consideration…

• Baby Boomers and Gen Xers remain as significant forces in auto buying, but adjusting F&I 

processes to better suit Millennial buyers now better positions F&I departments for both near and 

long-term success

• Look at the F&I process through the eyes of Millennial customers

o  More technology focused

o  Highly educated

o  Millennials often in market later than older generations

o  More brand loyal

o  More focused on convenience than older generations

B Y  2 0 2 0  M I L L E N I A L S 
W I L L  A C C O U N T  F O R

40%
OF NEW CAR SALES

1Forbes Research
2PEW Research Center
3Deloitte Automotive Study
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2. Technology Trends
Technology advancements within the auto industry are changing vehicles themselves, as well as the 

way cars are purchased. F&I is not exempt from the effects of technology either.

Auto Technology is Aligning with the Demands of Younger Buyers

65% of Millenials said 
they would pay more for 

an alternative powertrain1

Millenials are 16% 
more comfortable with 
self-driving vehicles1

More than ½ of 
consumers would 

purchase a vehicle online2

Technology has led consumers to demand faster 

and more efficient buying processes, regardless 

of their demographic segment. The auto industry is 

under pressure to decrease delivery times and the 

F&I department plays a sizeable role in this effort. 

Aligning F&I with Technology Trends

The Prevalence of Technology is also Changing Customers’ Expectations of 
the Buying Experience

INFORMATION

Websites & 
Digital Media

In-store

Shorten time to 
delivery

Collect Info

Pre-visit

Stress-free 
Maintenance

Important 
Selling Point

Valuable 
Option for 
Selling Process

CONVENIENCE TECHNOLOGY

Providing more 
information about F&I 
products and services 
earlier in the process.

Expedite ‘paper work’ 
with online forms. Provide 
on-boarded or add-on 
maintenance programs.

Ensure products meet 
new auto tech needs. 
Incorporate technology as 
a presentation option to 
engage customers. 

1Deloitte Automotive Study
2Edmunds
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3. Compliance
From the CFPB to the FTC, dealerships are under increased scrutiny to follow complex rules and 

regulations. The responsibility for a core component of any dealership’s compliance program generally 

falls on the F&I department, and that is the need to protect consumers’ information. To better insure 

that F&I professionals (and the entire dealership) are meeting the needs of the regulatory environment, a 

program that focuses on protecting nonpublic information (NPI) should be considered.*

    WHERE TO 
  START YOUR 
COMPLIANCE 
        PROGRAM?
Compliance starts at the top

Set policies and procedures

Documentation + Disclosure  = Defendable

DEALERSHIP 
ACTION PLAN

Written Information Security program

Designated corporate compliance officer 

Written record that new employees with Safeguards 
responsibilities have been properly trained

Five Elements of an Information 
Security Program

You must design and implement 
customer information safeguards through 
risk assessment and conduct regular 
compliance audits.

You must oversee compliance of your 
service providers or joint marketers such 
as banks, credit insurance companies 
and other vendors.  

Based on results of your audits, you must 
make any adjustments needed.

3

4

5

You must identify reasonable foreseeable 
risks to the security of customer 
information.2

An employee must be designated to 
coordinate the program, and this cannot 
be outsourced.1

Safeguards Rule
Parties possessing consumer nonpublic information (NPI) were 
required to develop, implement and maintain a written Information 
Security Program containing at least a broad outline of information 
security policies, procedures and safeguards.  This requirement falls 
on any dealer engaged in financing or insurance transactions. 

Gramm-Leach-Bliley Act 
Contains privacy provisions also affecting the insurance industry and 
the automotive business (to the extent the business is involved in 
extending credit and selling insurance).

Creates an obligation for all dealers to protect the confidentiality of 
consumer information. 

Rules and Regulations You Should Know
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About this Report
This information was compiled by Protective Asset Protection to help F&I professionals better prepare 

for the rapidly changing environment in which they work. The information contained within this 

document is not intended as a substitute for legal counsel. 

About Protective Asset Protection
Protective Asset Protection has been providing F&I solutions for the automotive industry since 1962. 

We proudly serve thousands of dealerships in the automotive, RV, powersports and marine industries 

by providing innovative F&I products, training and technology. Our portfolio of vehicle protection 

plans, guaranteed asset protection (GAP), limited warranties and credit insurance programs provides 

dealerships the opportunity to generate revenue through the sale of products that help consumers 

protect their tomorrow, so they have the freedom to embrace today. 

ProtectiveAssetProtection.com | 800 950 6060


