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of Automotive Dealers Re-

source of Oklahoma (ADR) pro-
duced on behalf of the Oklaho-

ma Independent Automobile 
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6905, Moore OK 73153.  The 
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quarterly by ADR of Oklahoma. 
The statements and opinions ex-
pressed herein are those of the 
individual authors and do not 

necessarily represent the views 
of ADR or OIADA.  Likewise , 
the appearance of advertisers, or 
their identification as members 
of the OIADA does not consti-

tute an endorsement of the prod-
ucts or services featured.  Copy-

right ©2015 by O&R Morgan, 
Inc. dba OIADA.  All rights re-
served. Dealers’ Resource is a 

publication of Automotive 
Dealers Resource of Oklahoma 

on behalf of the Oklahoma Inde-
pendent Automobile Dealers 

Association, but is emailed to all 
dealers in the state in effort to 
educate and encourage non-

members to join the Association 
and support our efforts to im-
prove the image and profit po-
tential of the industry.  For 60 

years we have worked to repre-
sent the independent motor ve-
hicle dealer in Oklahoma.  We 

appreciate your support.  
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31 JUNCTION AUTO SALES JERRY STANDIFER  SPIRO, OK 

ASAL MOTORS, LLC  HASANAIN ALGHEZ  BROKEN  AR 

ATLANTIC MOTORS  MANUEL MORFIN  OKC, OK 

BILL KNIGHT MTSUBISHI BILL KNIGHT  TULSA, OK 

BRUCKNER TRUCK SALES BRIAN BRUCKNER  BIG CABIN, OK 

CAR2 MOTORS AUTO, LLC LUCY PENA  BROKEN ARR 

DRIVE MAX OF OKC  SEYEDALI ALVI  OKC, OK 

EDWARDS FAMILY AUTO  LOREN EDWARDS IV TULSA, OK 

HEARTLAND CAR CO, LLC WILLIAM HAYS  OKMULGEE 

HOFFMAN AUTO SALES CODY, ROY HOFFMAN TECUMSEH,  

JEB AUTO SALES  JASON BRIDGEMAN  SALINA, OK 

MINGO AUTO AUCTION ARNIE MURILLO  TULSA, OK  

MORA AUTO SALES  MARIANA MORA  TULSA, OK 

MTS TRUCK SALES  BRENNAN SLOAN  MANNFORD, O 

N.E.O. TRUCKS  JOHN ALLEMAN  MIAMI, OK 

OPULENT MOTORCARS BRAIDEN BOND  EDMOND, OK 

PEPE’S AUTO SALES JOCELYN LOZORIA  TULSA,OK 

PREOWNED NATION AS DANIEL HILLCOCK  TULSA, OK 

ROCKET MOTORS  NICHOLAS LENARD  BROKEN  AR 

TIO CHUY’S AS #3  RICHARD BARNARD  YUKON, OK 

TRADESMAN AUTOS AMANDA & ERIK LEE GUTHRIE, OK 

CAPITAL AUTO REMARK MHD ALCHAMMAT  TULSA, OK 

COOL CAR SALES  ABDUL QADERI  TULSA, OK 

HILL COUNTRY AUTOM CHAD MORRIS  TULSA, OK 

SELECTIVE AUTO WHOLE GERRY ROMERO  TULSA, OK 

BAYAT MOTRS WHOLE AMIR BAYAT  MOORE, OK 

BOYD’S AUTO SALES ANTIONIA BOYD  TULSA, OK 

CHARRO MOTORS  YAHIR LIMON  OKC, OK 

E&P AUTO SALES  EMMANUEL AYEBODE OKC, OK 

ELGIN AUTO SALES  FRED BREWER  ELGIN, OK 

H&H RADIATOR PLUS USC GIL ALVAREZ  TULSA, OK 

JABA AUTO SALES   JAMIE GARZA BADILLO OKC, OK 

J&P AUTO SALES  JUSTIN GOBER  OKC, OK 

NOWCO MOTORSPORTS MARK NOWELL  ARDMORE, OK 

DEAN AUTO CENTER FELTON DEAN  LAWTON, OK 

CHARGERS AUTO SALES  HADI ATTAWIL  TULSA, OK 

LONEWOLF AUTO & WR MATTHEW D WILSON NEWCASTLE , 

TLC AUTO GALLERY TL CARTER  TULSA, OK 

T&O WHOLESALE CARS & DENNETH DAUGHTY THACKERVILL 

AMPHIBIOUS POWERSPORTS PAULA WOLF  NORMAN, OK 

AUTO WORLD OF MUSK RONNIE BOSWELL   MUSKOGEE, O 

CAR SOLUTIONS  BARBARA WALLACE OKC, OK 

DEILY MOTOR SPORTS ROBERT DEILY  CHICKASHA, O 

DRIVEN AUTO PLEX  DAKOTA FERREL  TULSA, OK 

MCKINNEY AUCTIONS MANDY MCKINNEY  WAGONER, OK 

MATT’S ATV & OFROAD MATTHEW STRAWN  TULSA, OK 

PARAMOUNT ELITE MOT RAMEE AAMER  TULSA, OK 

SILVER AUTO SALES YASSINE ZOUAOUI  OKC, OK 

THE COLLECTOR’S CAR S SHANE JANSSEN  TULSA, OK 

BEST  WAY AUTO, INC TAREK SAMARA  OKC,OK 

CARRERA LIMITED AU ALAN TRACHTENBERG OKC, OK 

HASHIMI AUTO SALES AHMED AL HASHIMI  BETHANY,OK 

DIRECT AUTO REMARK MARCO ARREOLA  OWASSO,OK 

ONWARD FLEET SOL TIM DENNY  EDMOND,OK 

MODS AUTO LLC  NIMA MODARESI  EDMOND,OK 

SCHICK AUTO GROUP JOE VERNON SCHICK OKC,OK 

TS AUTO SALES  ABDLIL AOUIZIZ  EDMOND, OK 

 

 

 

 

Newly License Dealers  

1st Quarter , 2024 



Car Dealers to repair safety recalls on new 

and used vehicles before selling them. 

US Senators Richard Blumenthal (D-CT), Edward J. Markey (D-MA), and Elizabeth 

Warren (D-MA) introduced legislation on March 22, 2024 . The bill “The Used Car 

Safety Recall Repair Act”, requires car dealers to repair any outstanding safety re-

calls in used cars prior to selling them.   

Federal law currently does no prohibit car dealers from selling cars with open re-

calls.  In Blumenthal’s press release , he says “manufacturers will be required to 

provide dealers with parts to make the necessary repairs within 60 day or reim-

burse the dealers”.     

The full text of the bill can be found here:    

https://www.blumenthal.senate.gov/imo/media/

doc/3222024usedcarsafetyrecallrepairactbilltext.pdf 

 

According to National Highway Traffic Safety Administration report issued earlier this 

month, it issued 1,000 recalls for vehicles, tires, RV’s, car seats and other equipment in 

2023. Nearly 35 million vehicles were recalled in 2023. 

https://www.blumenthal.senate.gov/imo/media/doc/3222024usedcarsafetyrecallrepairactbilltext.pdf
https://www.blumenthal.senate.gov/imo/media/doc/3222024usedcarsafetyrecallrepairactbilltext.pdf


 

70W AUTO AUCTION  9219 HIGHWAY 70 W  DURANT, OK   580.916.3050 

ALTUS AUTO AUCTION  20864 US HWY 62E  ALTUS, OK   580.477.1255 

ARDMORE CAR AUCTION 438 LOGDE RD   ARDMORE,OK  580.226.7710 

BRINKLEY AUCTIONS  401 N LINCOLN RD  IDABEL, OK   580.286.6539 

CHUPPS AUTOCITON CO 9530 S 426 RD   CHOUTEAU,OK  918.543.6601 

CREEK EAST AUTO   5955 E 580 RD   CATOOSA, OK  918.266.4488 

DAKIL AUTO AUCTION  200 NW 114TH   OKC,OK   405.751.6179 

ENLOW 66 AUCTION  8711 STATE HWY 66  TULSA   918.224.7676 

HOBART AUTO AUCTION 630 S BROADWAY  HOBART, OK   580.726.6666 

I-44 AUTO AUCTION  7300 S HWY 137 S.B  MIAMI, OK   918.540.2886 

INSURANCE AUTO AUC.  5555 SW 44TH   OKC, OK   405-680.9211 

HAYES AUCTION  1417 JOHN B HAYED RD  PONCA CITY, OK 580.762.6334 

LAWTON CACHE AA  9 SW 112TH ST   LAWTON,OK  580.536.4645 

MAPLE BROTHERS AA  9421 E 54TH   MCALESTER,OK  918.236.9556 

MCALESTER AUTO A  1635 S.GEORGE NIGH E  MCALESTER,OK  918.426.1290 

MIDTOWN AA   11910 E 11TH ST  TULSA, OK  918.27070W  
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ALTUS AUTO AUCTION  20864 US HWY 62E  ALTUS, OK   580.477.1255 

ARDMORE CAR AUCTION 438 LOGDE RD   ARDMORE,OK  580.226.7710 

BRINKLEY AUCTIONS  401 N LINCOLN RD  IDABEL, OK   580.286.6539 

CHUPPS AUTOCITON CO 9530 S 426 RD   CHOUTEAU,OK  918.543.6601 

CREEK EAST AUTO   5955 E 580 RD   CATOOSA, OK  918.266.4488 

DAKIL AUTO AUCTION  200 NW 114TH   OKC,OK   405.751.6179 

ENLOW 66 AUCTION  8711 STATE HWY 66  TULSA   918.224.7676 

HOBART AUTO AUCTION 630 S BROADWAY  HOBART, OK   580.726.6666 

I-44 AUTO AUCTION  7300 S HWY 137 S.B  MIAMI, OK   918.540.2886 

INSURANCE AUTO AUC.  5555 SW 44TH   OKC, OK   405-680.9211 

HAYES AUCTION  1417 JOHN B HAYED RD  PONCA CITY, OK 580.762.6334 

LAWTON CACHE AA  9 SW 112TH ST   LAWTON,OK  580.536.4645 

MAPLE BROTHERS AA  9421 E 54TH   MCALESTER,OK  918.236.9556 

MCALESTER AUTO A  1635 S.GEORGE NIGH E  MCALESTER,OK  918.426.1290 

MIDTOWN AA   11910 E 11TH ST  TULSA, OK  918.270.4449 

MINGO AUTO AUCTION  9955 E 21ST   TULSA, OK   918.467.2277 

RT 66 AUTO AUCTION  4399 E HWY 66   EL RENO, OK   405.262.5471 

Z66 AUTO AUCTION  66 N MINGO RD  TULSA, OK   918.794.0660 

DEALERS AUTO AUCTION 1028 S PORTLAND AVE  OKC, OK  405.947.2886 

MANHEIM TULSA AA  9101 N FRANKOMA RD  SAPULPA, OK  918.227.3542 

OKLAHOMA AUTO AUCT. 2728 SW 25TH S  OKC, OK  405.680.8660 

ADESA TULSA   16015 E ADMIRAL PL  TULSA, OK   888.526.7326 

AMERICA’S AA TULSA  8544 E ADMIRAL PL  TULSA, OK   918.832.1050 

 

DEALERS AUCTION EXCHANGE OF AMARILLO          DAXOFAMMARILLO.COM 

DEALERS AUTCION EXCHANGE OF WICHITA FALLS   DAXOFWICHITAFALL.COM 

MID KANSAS AUTO AUCTION     4716 S SANTA FE,     WICHITA, KS 

71B AUTO AUCTION   4635 N THOMPSON  SPRINGDALE, AR  479.756.5001 

BIG VALLEY AUTO AUCTION  4315 N HUTTO RD  DONNA, TX  956.461.9000 





Revisiting The Three Day  
Cancellation of Sale Issue 

By David L. Nunn, Esq. 

 More than once I have had a client call 
me at my law office to ask about a supposed 
law that gives an automobile purchaser an au-
tomatic right to cancel or rescind a car deal 
for up to three days after signing the con-
tract.  On one occasion, the person who called 
me was a friend of mine who simply had a case 
of buyer’s remorse (whishing that he had simp-
ly fixed up his “trade-in” instead of buying a 
new vehicle.)  Another time, I received an in-
quiry on behalf of a dealer with a customer 
wanting to exercise this perceived right.  I al-
so remember the “three day rule” coming up 
many years ago in ago in a Bar exam prepara-
tion course I took, and there seemed to be 
some confusion then too.  Let’s get the three-
day cancellation rule straightened out.  

 

 To be sure, a three-day cancellation rule 
does exist.  However, it would be practically 
impossible for the rule to apply to the sale of 
an automobile.  Under Oklahoma’s version of 
the Uniform Consumer Credit code (UCCC, 
commonly called the “U Triple C”) (not to be 
confused with the UCC– Uniform Commercial 
Code), a buyer in a consumer credit sale has 
and automatic right to cancel a contract in two 
situations.  

 

 The first situation is when the transac-
tion is a “Home Solicitation Sale.”  Okla. Stat.  
Tit. 14A, § 2-501. A Home Solicitation Sale in-
volves the sale of goods (other than farm 
equipment) or services when both the seller’s 
sales pitch and the buyer’s agreement or offer 
to purchase occur in the buyer’s home.  Okla. 
Stat. tit. 14A § 2-501. (There is an exception 
involving requests by a buyer for the seller to 

provide goods or services in an emergency.)        
When a Home Solicitation occurs, the seller is 
required to give the buyer notice that he has 
until midnight of the third business day follow-
ing the sale to cancel.  Okla. Stat. tit. 14A § 2-
502(1).  For instance, if the sale take place on 
Monday, the buyer has until midnight on 
Thursday to cancel.  If the sale takes place on 
Thursday, the buyer has until midnight Tues-
day to cancel.  The three-day cancellation pe-
riod does not begin to run until the seller gives 
the buyer notice of the right to cancel.  Okla. 
Stat. tit. 14A, § 2-503(3).  Upon demand by 
the seller, the buyer has to tender the goods 
back to the seller at his residence.   Okla. 
Stat. tit. 14A, § 2-5-5(1).  The seller has ten 
days to refund the buyer’s money and con-
tract, less a 5% cancellation fee (but not to 
exceed the down payment).  Okla. Stat. tit. 
14A, § 2-504(1).  If the seller does not re-
trieve his goods within 40 days, the buyer can 
keep them without obligation. Okla. Stat. tit. 
14A, § 2-505(1).   

   

 By its definition, a Home Solicitation 
Sale does not include sales on your car lot.  But 
you may be asking “what about when the buyer 
has been to the dealership, picked out a vehi-
cle, and the dealership agrees to deliver the  
vehicle to the buyer’s house and the contract 
is signed there?”  “ Will that place the trans-
action within the definition of a Home Solici-
tation Sale, and thus trigger the “three-day 
cancellation rule?”  NO.  Excluded from the 
definition is a sale made in the buyer’s home 
which is the result of prior negotiations be-
tween the parties at a business establishment 
where goods and services are offered for sale. 



David L. Nunn heads the Edmond, Oklahoma law office of David L. Nunn, P.C. which serves the greater 

metro Oklahoma City area.  Mr. Nunn’s practice is concentrated in the areas of motor vehicle law, collec-

tion law, consumer finance law, consumer and commercial litigation, creditors’ rights and bankruptcy.  

Mr. Nunn has been featured speaker at seminars and continuing legal education presentations dealing 

with issues facing the automobile industry, the Fair Debt Collection Practices Act, debt collection and 

debtor/creditor law.  Mr. Nunn received his bachelor of arts degree from East Central State University, 

and his Juris Doctorate degree, graduating with honors from Oklahoma City University.  David L. Nunn, 

P.C. is located at 212 East Second Street, Edmond, OK 73034—Phone 405-330-4053 

It is common for a dealer, following negotiations 
at the dealership, to deliver a vehicle to the 
buyer’s house and have the papers signed there. 
That practice does not make the sale subject to 
the “three-day rule.”  So that I am thorough, 
also excluded from the Home Solicitation Sale 
is the situation where the buyer agrees to pur-
chase goods or services pursuant to a  preexist-
ing revolving charge account, e.g., placing a cata-
log order by telephone and paying by credit 
card. 

 

 The other time that a consumer has an 
automatic three-day right to cancel is when a 
loan is made to him and secured by a security 
interest (i.e., a consensual lien) or mortgage on 
the buyer’s home.  Okla. Stat.  Tit. 14A, § 2-
502.  Purchase money mortgages, construction 
loans, and refinance/ consolidation loans, are 
excluded.  Under the UCCC, the ability to cross 
collateralize automobile purchase money con-
sumer loans by a montage on a debtor’s home is 
limited to situation where the creditor already 
has a lien on the home from a prior sale. Okla. 
Stat. tit. 14A, § 2-408.  Unless you are in the 
home selling business, you should not be taking a 
lien on a house to secure the debtor’s vehicle  
loan.   Accordingly, a dealer abiding by other ap-
plicable consumer lending laws will not typically 
be in this second situation where the “three-
day cancellation” could apply. 

 

 As you can see, for the “three-day can-
cellation rule” to apply to a car sale, the dealer 
would have to be involved in some very bizarre 
business practices such a “cold calling” on pro-

spective purchasers in their home, or taking an 
illegal mortgage lien on a debtor’s home to se-
cure the vehicle ‘s price.  Both of these situa-
tions would be unusual indeed.  In the usual situ-
ation , the purchaser comes to the dealership, 
and the contract is signed at the dealership, 
and occasionally at the purchaser’s house. Nei-
ther of these situations trigger a three-day 
right of cancellation.  

 

 It is good business to be fair and accom-
modating with customers. If a customer really 
wants out of a deal, you will have to make a 
business decision whether to undo the deal 
based upon the facts and circumstances sur-
round the deal, as well as your business philoso-
phy.  There may be other legal theories that can 
give a purchaser a right to demand a refund, or 
to revoke acceptance of a vehicle. However, 
there is no automatic three-day right for a pur-
chaser to get out of his automobile purchase 
contract simply because he changes him mind.  
The time my friend called me and asked if he 
could cancel his contract simply because the 
buyer’s remorse , I told him he should call the 
dealership and ask nicely if the dealership would 
take the vehicle back and restore to him his 
trade-in.  However, I also told him that a “deal 
was a deal” and that the dealer did not have to 
let him out if he did not want to.   

                             **** 

This article discusses general principles of law. It is not a 
substitute for obtaining the advice and counsel of a quali-
fied attorney about a specific legal problem 







John Maile 



Principal Eric Chase has authored 

his annual "2024's Top Thirty Legal 

Trends for Automobile Dealers" 

and "Implementing Best Practices 

in 2024 and Beyond: Legal Audit 

Checklist for Auto Dealers". These 

two publications provide useful 
and practical commentary for the 

Auto Industry.   



 





















Permission to publish this article in the Dealer’s Resource granted by Eric L. Chase 03/04/2024.  The statements and opinions expressed herein are those of the 

individual authors and do not necessarily represent the views of OIADA. 





Federal law re-

quires new-car 

dealers to 

 provide the Guide 

to Customer upon 

request. 

 

The U.S Department of En-

ergy and Environmental 

Protection Agency have 

just released the 2023 Fuel 

Economy Guide.  The 

guide provides detailed fuel 

economy estimates for 

model year 2023 light-duty 

vehicles, along with esti-

mated fuel costs and other 

information for prospective 

purchasers.  By Law deal-

ers must display the 

GUIDE and provide copies 

to customers upon request. 

Click Guide to download 

your Fuel Economy Guide 

for 2024 

https://www.fueleconomy.gov/feg/pdfs/guides/FEG2024.pdf


Used Motor Vehicle, Dismantler, & Manufactured Housing Commission 

421 NW 13th ST #330, Oklahoma City, OK 73103                                              https://oklahoma.gov/oumvdmhc 

405-521-3600 

This agency licenses and regulates Used Motor Vehicle Dealers.  All Used vehicle transactions/complaints are handled 

through their office. 

Motor Vehicle Services are now provided by Service Oklahoma 

Physical Address: 6015 N Classen Blvd.  Oklahoma City, OK 73118                                 https//service.ok.gov 

Mailing Address:  PO Box 11415, Oklahoma City, OK 73136 

 

Vehicle Tag, Tax, Title, Registrations & Liens 405-521-3221 Email: mvtitles@service.ok.gov 

Specialized and Personal Plates   405-521-2468 Email: mvdplates@service.ok.gov 

Dealer Plate Section issues Metal Dealer Plates 405-521-3669 Email: mvdplates@service.ok.gov 

Boat & Utility /Commercial Trailer Dealer Lic. 405-521-3669 Email: mvdplates@service.ok.gov 

Handicap Parking Permits   405-425-2693 

Insurance Commission                                               405-521-2828                                  www.oid.ok.gov 

This agency regulated extended warranties officer on vehicles, and insurance sold such as credit life, disability, and GAP 

insurance. 

Department Of Consumer Credit   405-521-3653   www.ok.gov/okdocc 

This agency regulated entities that extend credit to consumers. This includes dealers who do in-house financing. 

This agency is available to provide information on credit disclosure requirements and all aspects of the consumer credit 

transaction, including repossessions. 

Better Business Bureau                      www.bbb.org 

The BBB Provides information on business entities.    405-239-6081 OKC 

       918-492-1266 TULSA 

The BBB Auto Lines provides information on State Lemon Laws and procedures for filling Lemon Law Complaints  

       800-955-5100 



The primary purpose of the FTC’s CARS Rule is to add truth and transparency to the car buy-
ing and leasing process by making it clear that certain deceptive or unfair practices are illegal – 
for example, bait-and-switch tactics, hidden charges, and other conduct that harms consumers 
and honest dealers. Why is it called the CARS Rule? Because the Rule is 
about Combating Auto Retail Scams that cost consumers billions of dollars each year and 
cause honest dealers to lose business. 

The Rule lays out four basic principles to protect people shopping for cars and trucks – practic-
es that are already business-as-usual for honest dealers. This Dealers Guide introduces indus-
try members to what the CARS Rule means for their dealerships. 

An introduction to the FTC’s CARS Rule 
The CARS Rule prohibits misrepresentations about material information. 

The CARS Rule requires dealers to clearly disclose the offering price – the actual price anyone 
can pay to get the car. 

The CARS Rule makes it illegal to charge consumers for add-ons that don’t provide a benefit. 

The CARS Rule requires dealers to get consumers’ express, informed consent before charging 
them for anything.  

Answers to questions dealers may have about the CARS Rule 

Glossary 

EFFECTIVE JULY 30TH, 2024 

https://www.ftc.gov/legal-library/browse/federal-register-notices/combating-auto-retail-scams-trade-regulation-rule
https://www.ftc.gov/system/files/ftc_gov/pdf/p204800_cars_rule.pdf#page=361
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#Introduction
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#ProhibitsMisrepresentation
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#disclose
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#disclose
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#addons
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#express
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#express
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#answers
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#glossary




An introduction to the FTC CARS 
Rule 
Buying or leasing a car is a major financial 
commitment and it’s a transaction that con-
sumers have often approached with apprehen-
sion or uncertainty. Indeed, according to the 
public comments the FTC received as part of 
rulemaking process for the CARS Rule, many 
consumers believe they have been subjected 
to deceptive or unfair practices when buying or 
leasing a car – especially bait-and-switch tac-
tics and hidden charges. Particularly troubling 
were reports from servicemembers about de-
ceptive and predatory practices near military 
installations, and from car dealers about losing 
business to dishonest dealerships. Those 
comments underscore what the FTC has ob-
served in decades of law enforcement actions: 
that unscrupulous dealerships have used ille-
gal tactics to close a deal – conduct that costs 
consumers time and money and puts honest 
dealers at an unfair disadvantage. 
The Federal Trade Commission’s Combating 
Auto Retail Scams Trade Regulation Rule – 
the CARS Rule, for short – ushers in a new 
era of transparency in car buying and leasing. 
Most importantly, the Rule explains how long-
standing principles of truth in advertising and 
fair dealing apply when people go car shop-
ping. 

The CARS Rule is a big win for consumers, 
who can expect that established standards of 
truth and transparency that apply in other con-
sumer transactions will also apply when 
they’re looking to buy or lease a car. What’s 
more, now they can point to specific legal pro-
visions that will help protect them in the pro-
cess. If consumers see that a dealer is com-
plying with the CARS Rule, it adds a measure 
of confidence. But if they spot a dealer who 
flouts those protections, consumers may take 
their business elsewhere.  

The CARS Rule also is a big win for honest 
industry members who already implement the 
Rule’s principles of truth and transparency at 
their dealerships. Most salespeople can re-

count a story of losing a sale to a cross-town 
competitor who used questionable tactics to 
lure away a prospective customer. That 
shouldn’t happen. Dealers who work hard to 
treat customers fairly shouldn’t have to go 
head-to-head against competitors who resort 
to deception to close a deal. The CARS Rule 
establishes clear rules of the road that apply to 
all car dealers – meaning that consumers will 
be able to comparison shop based on truthful 
claims about price, financing, and service. 
When all dealers are held to the same clear 
standards, dealers who meet (or exceed) con-
sumers’ expectations have a fair shot at win-
ning the sale, gaining customers’ loyalty, and 
earning a word-of-mouth reputation as the 
dealer to do business with. Another benefit is 
that the CARS Rule accomplishes these goals 
without requiring consumers or dealers to fill 
out more paperwork.    
As explained in more detail in this Dealers 

Guide – and as decades of work by the FTC 

and other law enforcement partners makes 

clear – the four principles of truth and trans-

parency outlined in the CARS Rule aren’t new. 

The Rule simply restates those principles in 

straightforward language specific to the auto 

industry and includes new remedies if a car 

dealer engages in certain deceptive or unfair 

practices.  

Continue... 

https://www.ftc.gov/system/files/ftc_gov/pdf/p204800_cars_rule.pdf#page=361
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What are those bottom-line truth-in-car-buying 
principles? Here’s a summary of what 
the CARS Rule does: 

1. The CARS Rule prohibits misrepresenta-
tions about material information. 

2. The CARS Rule requires dealers to clearly 
disclose the offering price – the actual 
price anyone can pay to get the car, ex-
cluding only required government charges. 
Before they visit the dealership and 
throughout the transaction, consumers 
have the right to know the drive-off-the-lot 
price. If a dealer mentions optional add-
ons, the dealer has to tell the consum-
er they can say no. And if discussing a 
monthly payment, the dealer has to tell the 
consumer the total payment.  

3. The CARS Rule makes it illegal for dealers 
to charge consumers for add-ons that 
don’t provide a benefit. 

4. The CARS Rule requires dealers to get 
consumers’ express, informed consent be-
fore charging them for anything.  
Read on for specifics about the across-the
-board principles that all dealers must 
abide by. 

1. The CARS Rule prohibits misrepresen-
tations about material information. 

A key part of the CARS Rule is a prohibition 
on misrepresentations about certain catego-
ries of information that are material to con-
sumers when shopping for a car. What 
does “material” mean in this context? The 
Rule defines it in the same way the FTC has 
for decades: information “likely to affect a per-
son’s choice of, or conduct regarding, goods 
or services.” And stating a long-standing prin-
ciple that applies to all other businesses, the 
Rule prohibits both express and implied mis-
representations. 

To put some industry specifics on the prohibi-
tion on material misrepresentations, the 
CARS Rule lists a number of practices that 

violate both the Rule and Section 5 of the 
FTC Act’s ban on deceptive and unfair prac-
tices. More specifically, it’s illegal for dealers 
to make misrepresentations about material 
information in all of these categories: 

a. The costs or terms of buying, financ-
ing, or leasing a vehicle; 
b. Any costs, limitation, benefit, or any 
other aspect of an add-on product or 
service; 
c. Whether the terms are, or transac-
tion is, for financing or a lease; 
d. The availability of any rebates or dis-
counts that are factored into the adver-
tised price but not available to all con-
sumers; 
e. The availability of vehicles at an ad-
vertised price; 
f. Whether any consumer has been or 
will be preapproved or guaranteed for 
any product, service, or term; 
g. Any information on or about a con-
sumer’s application for financing; 
h. When the transaction is final or bind-
ing on all parties; 
i. Keeping cash down payments or 
trade-in vehicles, charging fees, or initi-
ating legal process or any action if a 
transaction isn’t finalized or if the con-
sumer doesn’t wish to go forward with 
a transaction; 
j. Whether or when a dealer will pay off 
some or all of the financing or lease on 
a consumer’s trade-in vehicle; 
k. Whether consumer reviews or rat-
ings are unbiased, independent, or or-
dinary consumer reviews or ratings of 
the dealer or the dealer’s products or 
services; 
l. Whether the dealer or any of the 
dealer’s personnel or products or ser-
vices is or was affiliated with, endorsed 
or approved by, or otherwise associat-
ed with the United States government 
or any federal, state, or local govern-
ment agency, unit, or department, in-
cluding the Department of Defense or 
any branch of the military; 
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m. Whether consumers have won a 
prize or sweepstakes; 
n. Whether, or under what circumstanc-
es, a vehicle may be moved, including 
across state lines or out of the country; 
o. Whether, or under what circumstanc-
es, a vehicle may be repossessed; and 
p. Any of the disclosures required by 
the Rule. 
  

2. The CARS Rule requires dealers to 
clearly disclose the offering price – the ac-
tual price any consumer can pay to get the 
car, excluding only required government 
charges. 

Two particular concerns consumers have ex-
pressed about the car shopping process are 
the use of bait-and-switch tactics and hidden 
charges – practices that make it tough for 
consumers to figure out the actual price they’ll 
have to pay and what they’re actually paying 
for. The CARS Rule seeks to remedy that 
problem by requiring dealers to disclose cer-
tain important facts about the deal, including 
the offering price, clearly and conspicuously. 
(This Dealers Guide includes more infor-
mation about making clear and conspicuous 
disclosures.) 

Here are disclosures the CARS Rule requires 
dealers to make clearly and conspicuously: 
The offering price. In connection with the 
sale or financing of vehicles, dealers must 
clearly disclose the offering price, defined in 
the CARS Rule as the full cash price for which 
the dealer will sell or finance the vehicle to 
any consumer. The only costs that can be ex-
cluded from the offering price are re-
quired government charges – for example, 
taxes, license and registration costs, or in-
spection or certification fees. The Rule speci-
fies three circumstances where the dealer 
must clearly disclose the offering price 

1. In any ad that references, expressly or by 
implication, a specific vehicle; 

2. In any ad that represents, expressly or by 
implication, any monetary amount or fi-
nancing term for any vehicle; and 

3. In any communication with a consumer 
that refers, expressly or by implication, to a 
specific vehicle or to any monetary amount 
or financing term. In its first response to a 
consumer, the dealer must clearly disclose 
the offering price. If the communication or 
response is in writing, the offering price 
must be disclosed in writing. 

The fact that add-ons aren’t re-
quired. When making any representation, 
expressly or by implication, about an add-
on product or service, the dealer must 
clearly disclose that the add-on isn’t re-
quired and that the consumer can buy or 
lease the vehicle without the add-on, if 
that’s the case. If the dealer makes the 
representation in writing, the disclosure 
must be in writing, too. As explained fur-
ther in this Dealers Guide, the Rule in-
cludes other important provisions prohibit-
ing dealers from charging consumer 
for add‑ons that don’t offer consumers a 
benefit. 

• The total of payments for a financed or 
lease transaction. When making any rep-
resentation, expressly or by implication, 
about a monthly payment for a vehicle, the 
dealer must clearly disclose the total 
amount the consumer will pay after making 
all payments as scheduled. If the dealer 
makes the representation in writing, the 
disclosure must be in writing, too. If the to-
tal amount assumes the consumer will pro-
vide consideration – for example, a cash 
down payment or a trade-in – the dealer 
must clearly disclose the amount of con-
sideration the consumer must provide. If 
the dealer makes the representation in 
writing, the disclosure must be in writing, 
too. 

Monthly payments comparison. If a dealer 

makes any express or implied comparison be-

tween payment options that includes a discus-

sion of a lower monthly payment, the dealer 

must clearly disclose that the lower monthly 

payment will increase the total amount the 

consumer will pay to buy or lease the vehicle, 

if that’s the case. If the dealer makes the rep-

resentation in writing, the disclosure must be 

in writing, too. 
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3. The CARS Rule makes it illegal to 
charge consumers for add-ons that don’t 
provide a benefit. 
In commenting about the CARS Rule, con-
sumers and some dealers expressed concern 
that unscrupulous dealers deceptively in-
clude add-on products or services in the 
transaction, or charge consumers for surprise 
items. The Rule defines an add-on as any 
product or service not provided to the con-
sumer or installed by the manufacturer that 
the dealer, directly or indirectly, charges the 
consumer for. A particularly harmful practice 
is when those add-ons don’t offer consumers 
a benefit. 

Under the CARS Rule, a dealer may not 
charge for an add-on product or service if the 
consumer wouldn’t benefit from it. Examples 
include charges for “nitrogen-filled tires” that 
contain no more nitrogen that naturally exists 
in the air. Other examples are add-ons that 
don’t provide coverage for the vehicle, the 
consumer, or the transaction, or are duplica-
tive of the car’s warranty coverage. It would 
be illegal for a dealer to charge consumers for 
a GAP Agreement – a term the CARS Rule 
defines – if the consumer’s vehicle or neigh-
borhood is excluded from coverage or the 
loan-to-value ratio means the consumer won’t 
benefit financially from the product or service. 

 
4. The CARS Rule requires dealers to get 
consumers’ express, informed consent be-
fore charging them for anything. 

Under the CARS Rule, dealers must get con-
sumers’ express, informed consent before 
charging them for anything. Period. The Rule 
explains that express, informed consent 
means an affirmative act communicating un-
ambiguous assent to be charged, made after 
receiving clear and conspicuous disclosures 
of: (1) what the charge is for; and (2) the 
amount of the charge, including, if the charge 
is for a product or service, all fees and costs 
the consumer will be charged over the period 
of repayment with and without the product or 
service. Under the CARS Rule, the consum-
er’s consent must be in close proximity to 

when and where the dealer makes the clear 
disclosures. This information must be con-
veyed in writing, and also orally for in-person 
transactions. 

Comments from consumers and the FTC’s 

law enforcement experience in challenging 

illegal conduct by certain dealers point to 

some practices that subvert express, informed 

consent – for example, a signed or initialed 

document, by itself; a prechecked box; or an 

agreement obtained through any practice that 

has the effect of impairing consumers’ auton-

omy, decision‑making, or choice. The CARS 

Rule simply states that a basic tenet of con-

sumer protection law – that consumers have a 

right to know in advance what they’ll be 

charged and must give an unambiguous and 

fully informed “yes” before the business can 

charge them – applies with full force in the car 

buying or leasing process. Dealers who do 

these things – and keep records showing they 

did – are complying with that part of the 

CARS Rule.   

Continue... 
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Answers to questions dealers may 
have about the CARS Rule 
What is the FTC’s legal authority for enact-
ing the CARS Rule? 
The Dodd-Frank Act gives the FTC authority 
to make rules about unfair or deceptive dealer 
practices. The FTC announced a Notice of 
Proposed Rulemaking in 2022 to address un-
fair or deceptive practices in motor vehicle 
sales or leasing and received thousands of 
public comments from dealers, industry asso-
ciations, consumer and community groups, 
federal and state agencies, and other people 
interested in the car buying process. The 
CARS Rule’s Statement of Basis and Purpose 
discusses what many of those commenters 
had to say. 
Who’s covered by the CARS Rule? 
The CARS Rule applies to Covered Motor Ve-
hicle Dealers, defined as any person or busi-
ness in the United States or a U.S. territory: 1) 
licensed by a state, the District of Columbia, 
or a territory to engage in the sale of Covered 
Motor Vehicles; 2) that takes title to, holds an 
ownership interest in, or takes physical custo-
dy of covered motor vehicles; and 3) is pre-
dominantly engaged in the sale and servicing 
of covered motor vehicles, their leasing and 
servicing, or both. 

What kind of vehicles are covered by the 
CARS Rule? 
The Rule applies to any Covered Motor Vehi-
cle, which the Rule defines as any self-
propelled vehicle designed for transporting 
people or property on public streets. In other 
words, the Rule applies to the advertising, 
sale, or leasing of automobiles, including cars, 
trucks, and SUVs. The CARS Rule’s definition 
of “motor vehicle” doesn’t include recreational 
boats and marine equipment; motorcycles, 
scooters, and electric bicycles; motor homes, 
recreational vehicle trailers, and slide‑in 
campers; or golf carts. 

What kinds of communications does the 
CARS Rule apply to? 
The provisions of the CARS Rule apply to all 
means that dealers use to communicate with 

prospective car buyers and lessees. To name 
just some examples, that includes television 
and radio ads, print ads, direct mail, websites, 
social media, ads streamed online, and oral 
statements conveyed to consumers. 
 
What does the CARS Rule mean by 
“clearly and conspicuously”? 
Under FTC law – and as defined in the CARS 
Rule – “clearly and conspicuously” refers to a 
disclosure made in a way that’s easy for con-
sumers to understand and difficult for them to 
miss. Rather than mandating specific fonts or 
type sizes, the CARS Rule is results-oriented. 
It gives dealers the flexibility to determine the 
best way to meet the Rule’s requirements for 
their consumers under the circumstances, 
and includes some basic standards to apply: 

• Ads in one modality. If an ad or other 
communication is solely visual or solely 
audible – what advertising professionals 
sometimes call “one modality” –  the dis-
closure must be made in that same way. In 
other words, if an ad is solely visual, the 
disclosure must be made visually, too. 

• Ads that are both visual and audible. If 
an ad or other communication is both visu-
al and audible – for example, a TV ad – 
the disclosure must be presented at the 
same time in both the visual and audible 
portions of the ad. That standard applies 
even if the claim requiring the disclosure is 
made just visually or just audibly. 

• Visual disclosures. Fine print, dense 
blocks of text, or language hidden where 
consumers aren’t likely to see it won’t meet 
the FTC’s “clear and conspicuous” stand-
ard. A visual disclosure must stand out 
from any accompanying text or other visual 
elements so that it’s easy for consumers to 
notice, read, and understand. In consider-
ing a visual disclosure, keep in mind – 
among other things – how big it is, how 
well it contrasts with the background, 
whether the disclosure is located where 
consumers will easily see it, and how long 
it appears the screen. 
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• Audible disclosures. We’ve all heard 
fast-talking disclosures often at the end of 
ads that are hard to follow. Those won’t 
do under the CARS Rule. An audible dis-
closure – for example, on radio, by tele-
phone, or in streaming video – must be 
delivered in a volume, speed, and ca-
dence sufficient for ordinary consumers to 
easily hear it and understand what it 
means. 

• Interactive electronic media. For ads or 
other communications conveyed through 
an interactive electronic media – say, the 
internet or software – the disclosure must 
be unavoidable. 

Wording of disclosures. Disclosures must 
use words and grammar understandable 
to ordinary consumers. The Rule puts a 
premium on plain language. Legalese, jar-
gon, or fancy double-talk won’t meet that 
standard. What’s more, disclosures must 
appear in each language in which the rep-
resentation that requires the disclosure 
appears. (This Guide has more infor-
mation about transactions in languages 
other than English.) Furthermore, other 
statements in the ad or communication 
can’t contradict or be inconsistent with the 
disclosure. 

How do I know if I’m making disclosures 
clearly and conspicuously? 
The CARS Rule’s definition of “clearly and 
conspicuously” and the advice in this Dealers 
Guide are good places to start. But a rule of 
thumb applied by honest advertisers – includ-
ing car dealers – is to apply the same princi-
ples to disclosures that you use when crafting 
your own marketing materials. When you 
want consumers to sit up and take notice, 
you use big print, a clear font, eye-catching 
color, a contrasting background, and other 
design tools. You convey the information in a 
place consumers are sure to notice and in a 
way that’s impossible for them to miss. You 
use plain language that’s easy for consumers 
to understand. Think of it this way: How 
would you convey the information if you really 

wanted to reach your customers, rather than 
because you’re complying with a regulation? 
Dealers who think of disclosures with that 
frame of mind are more likely to earn con-
sumers’ trust and avoid law enforcement con-
sequences. 
 
Does the CARS Rule apply to advertising 
and transactions in languages other than 
English? 
Yes. Many dealers advertise, talk to car 
shoppers, and negotiate transactions in lan-
guages other than English. The CARS Rule’s 
standards for truth and transparency apply 
across the board, regardless of the language 
the car shopper and the dealer may use. For 
example, the CARS Rule requires that for 
disclosures to meet the definition of “clear 
and conspicuous,” the disclosure must be 
“easily understandable.” If a dealer makes a 
disclosure in a language the consumer 
doesn’t understand – and the content of the 
disclosure isn’t otherwise clearly understood 
by the consumer – the disclosure wouldn’t 
meet that requirement. 

That standard also applies under the CARS 

Rule’s definition of express, informed con-

sent, which requires consumers to 

“unambiguously assent” to charges. Consum-

ers can’t unambiguously assent to something 

they don’t understand. Furthermore, the 

“clear and conspicuous” definition specifies 

that a disclosure “must appear in each lan-

guage in which the representation that re-

quires the disclosure appears.” (In this con-

text, “appear” doesn’t just refer to visual dis-

closures. It applies to oral disclosures, too.) 

That means that if the practice that makes 

the disclosure necessary is made in a lan-

guage other than English, the dealer must 

make the corresponding disclosure in that 

language. For example, if a dealer refers to 

an optional add-on in Spanish, the corre-

sponding disclosure that the consumer can 

buy or lease the vehicle without the add-on  

https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#TransactionsinLanguages
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#TransactionsinLanguages
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#ClearAndConspicuous
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#ClearAndConspicuous
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#ClearAndConspicuous
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#ClearAndConspicuous
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#ExpressInformedConsent
https://www.ftc.gov/business-guidance/resources/ftc-cars-rule-combating-auto-retail-scams-dealers-guide#ExpressInformedConsent


 in Spanish, the corresponding disclosure that 
the consumer can buy or lease the vehicle 
without the add-on must also be in Spanish. 
Dealers should be aware of the FTC’s long-
standing Requirements concerning clear and 
conspicuous disclosures in foreign language 
advertising and sales materials, an Enforce-
ment Policy Statement in place since 1973 
and updated in 1998. To the extent that deal-
ers engage in practices inconsistent with that 
Enforcement Policy Statement, they risk law 
enforcement action. 

What if a car buyer agrees to waive their 
protections under the CARS Rule? 
The Rule expressly prohibits that. In fact, it’s a 
violation of the CARS Rule for anyone to ob-
tain – or even attempt to obtain – a waiver 
from a consumer of any protection or right the 
Rule extends to them. 
 
Does the CARS Rule include provisions 
about retaining records? 
Yes. The CARS Rule includes recordkeeping 
requirements, which follow what many dealers 
are already doing. The recordkeeping proce-
dures have the added benefit of protecting 
dealers if concerns are raised after the fact 
about their practices. 
Under the CARS Rule, dealers must create 
and retain for at least 24 months all records 
necessary to demonstrate their compliance 
with the Rule. The 24 months is calculated 
from the date the record was created. That in-
cludes the following documents: 

• Ads.  Dealers must retain copies of all ma-
terially different ads, sales scripts, training 
materials, and marketing materials about 
the price, financing, or lease of a vehicle, 
that the dealer disseminated during the rel-
evant time period. (If a dealer uses a credit 
or lease ad that includes different vehicles 
or different amounts for the same credit or 
lease terms, it’s OK to retain an example, 
assuming that ads aren’t otherwise materi-
ally different.) 

• Purchase orders and financing and 
leasing documents. Dealers must retain 
copies of all purchase orders and financing 
and leasing documents signed by the con-

sumer, whether or not final approval was 
received for financing or leasing. This pro-
vision also covers all written communica-
tions about sales, financing, or leasing be-
tween the dealer and any consumers who 
signs a purchase order or financing or 
lease contract. 

• Documents about add-ons.  Dealers 
must retain records demonstrating that add
-ons in consumer contracts meet the re-
quirements of the CARS Rule. That in-
cludes copies of all service contracts, GAP 
Agreements, and calculations of loan-to-
value ratios in contracts including GAP 
Agreements. 

• Consumer complaints. Dealers must re-
tain copies of all written consumer com-
plaints about sales, financing, or leasing; 
consumer inquiries related to add-ons; and 
inquiries and responses about disclosures 
required by the Rule. 
Dealers may keep required records in any 
legible form, and in the same manner, for-
mat, or place as they may already keep 
those records in the ordinary course of 
business. Failure to keep all required rec-
ords is a violation of the CARS Rule. 
What’s the penalty for violating the 
CARS Rule? 
The violation of any FTC Trade Regulation 
Rule – including the CARS Rule – could 
result in provisions that will require a com-
pany to change how it does business going 
forward, to give money back to injured con-
sumers, and to pay civil penalties of as 
much as $50,120 per violation. 

How does the FTC’s CARS Rule interact 

with state laws? 

The CARS Rule doesn’t change or supersede 

any state law or regulation unless the state 

standard is inconsistent with the FTC Rule. In 

that case, the CARS Rule will apply. But 

here’s an important caveat: If a state law or 

regulation gives consumer greater protections, 

the FTC doesn’t consider that to be incon-

sistent and residents of that state will get the 

greater protections their state law gives them. 
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When does the CARS Rule take effect? 
The effective date of the CARS Rule has 
been paused pending judicial review. 

Where can dealers go to get more infor-

mation about complying with federal con-

sumer protection laws? 

The FTC’s Automobiles page features addi-

tional resources about complying with the 

law. Savvy business people also follow FTC 

law enforcement actions that could impact 

their industry. The FTC Business Blog pub-

lishes to-the-point recaps of FTC cases and 

initiatives, including ones relevant to car deal-

ers. Subscribe to get Business Alerts deliv-

ered directly to your email box. 

 

Glossary 
Here is how the CARS Rule defines certain 
key terms. 
Add-on or Add-on Product(s) or Service
(s) means any product(s) or service(s) not 
provided to the consumer or installed on the 
Vehicle by the Vehicle manufacturer and for 
which the Dealer, directly or indirectly, charg-
es a consumer in connection with a Vehicle 
sale, lease, or financing transaction. 

Clear(ly) and Conspicuously means in a 
manner that is difficult to miss (i.e., easily no-
ticeable) and easily understandable, including 
in all of the following ways: 

1. In any communication that is solely visual 
or solely audible, the disclosure must be 
made through the same means through 
which the communication is presented. In 
any communication made through both 
visual and audible means, such as a tele-
vision advertisement, the disclosure must 
be presented simultaneously in both the 
visual and audible portions of the commu-
nication even if the representation requir-
ing the disclosure is made in only one 

means. 

2. A visual disclosure, by its size, contrast, 
location, the length of time it appears, and 
other characteristics, must stand out from 
any accompanying text or other visual ele-
ments so that it is easily noticed, read, and 
understood. 

3. An audible disclosure, including by tele-
phone or streaming video, must be deliv-
ered in a volume, speed, and cadence suf-
ficient for ordinary consumers to easily 
hear and understand it. 

4. In any communication using an interactive 
electronic medium, such as the Internet or 
software, the disclosure must be unavoid-
able. 

5. The disclosure must use diction and syn-
tax understandable to ordinary consumers 
and must appear in each language in 
which the representation that requires the 
disclosure appears. 

6. The disclosure must comply with these re-
quirements in each medium through which 
it is received. 

7. The disclosure must not be contradicted or 
mitigated by, or inconsistent with, anything 
else in the communication. 

Covered Motor Vehicle or Vehicle means 
any self-propelled vehicle designed for trans-
porting persons or property on a public street, 
highway, or road. For purposes of this part, 
the term Covered Motor Vehicle does not in-
clude the following: (1) Recreational boats 
and marine equipment; (2) Motorcycles, 
scooters, and electric bicycles; (3) Motor 
homes, recreational vehicle trailers, and slide-
in campers; or (4) Golf carts. 

 

https://www.ftc.gov/system/files/ftc_gov/pdf/p204800_cars_rule.pdf#page=361
https://www.ftc.gov/business-guidance/industry/automobiles
https://www.ftc.gov/businessalerts


Express, Informed Consent means an af-
firmative act communicating unambiguous as-
sent to be charged, made after receiving and 
in close proximity to a Clear and Conspicuous 
disclosure, in writing, and also orally for in-
person transactions, of the following: (1) What 
the charge is for; and (2) The amount of the 
charge, including, if the charge is for a prod-
uct or service, all fees and costs to be 
charged to the consumer over the period of 
repayment with and without the product or 
service. The following are examples of what 
does not constitute Express, Informed Con-
sent: (i) A signed or initialed document, by it-
self; (ii) Prechecked boxes; or (iii) An agree-
ment obtained through any practice designed 
or manipulated with the substantial effect of 
subverting or impairing user autonomy, deci-
sion-making, or choice. 

GAP Agreement means an agreement to in-
demnify a Vehicle purchaser or lessee for any 
of the difference between the actual cash val-
ue of the Vehicle in the event of an unrecov-
ered theft or total loss and the amount owed 
on the Vehicle pursuant to the terms of a 
loan, lease agreement, or installment sales 
contract used to purchase or lease the Vehi-
cle, or to waive the unpaid difference between 
money received from the purchaser’s or les-

see’s Vehicle insurer and some or all of the 
amount owed on the Vehicle at the time of the 
unrecovered theft or total loss, including prod-
ucts or services otherwise titled “Guaranteed 
Automobile Protection Agreement,” 
“Guaranteed Asset Protection Agreement,” 
“GAP insurance,” or “GAP Waiver.” 

Government Charges means all fees or 
charges imposed by a Federal, State, or local 
government agency, unit, or department, in-
cluding taxes, license and registration costs, 
inspection or certification costs, and any other 
such fees or charges. 

Material or Materially means likely to affect a 
person’s choice of, or conduct regarding, 
goods or services. 

Offering Price means the full cash price for 
which a Dealer will sell or finance the Vehicle 
to any consumer, provided that the Dealer 
may exclude only required Government 
Charges. 

[Note: Updated on January 24, 2024, to re-

move the Rule’s effective date, pending judi-

cial review.] 

  



 

OIADA  
Oklahoma Independent  

Automobile Dealers  

Association 

The OIADA  is a statewide association that 

represents the unique interest of the 

states Independent Auto Dealers.   

The association works to protect dealers 

from unfair regulations and legislation on 

a state level.  We are an inclusive commu-

nity advancing automobile dealers through 

advocacy, education , promotion and unifi-

cation. Our members share best practices 

that protect and advance the industry.  
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Do You Want All Of 

These Discounts? 

Over $2000 to use in 2024 ! 

Click Here To Join OIADA  and receive your 

Member VIP Card with everything below! 

Okiada.com/member 

okiada.com/member


9:30 





Get in front  

                           

 1-800-346-4232               1-405-232-2947 

ambersnook@okiada.com 

14 ,000 + annual Dealer website visitors 

 

12 ,000 Dealers’ Resource Digital Magazines 

delivered personally to every licensed Dealer 

in the state of 

 Oklahoma. 

 

Of Oklahoma Dealers 



https://daxofamarillo.com/


The road for an Independent Auto 

Dealer can be uncertain, but it 

doesn’t have to be.  

The OIADA can help make your 

path certain  with programs to assist 

you in education with compliance, 

representation, federally required 

safeguards,  current industry up-

dates legislatively , and much more.   

The incentives for membership out-

weigh membership cost by over 

$1000. in your pocket 

 

OUR MISSION:  

YOUR SUCCESS  

Visit  us at   

www.okiada.com/membership 

Contact OIADA  

Amber Snook 

ambersnook@okiada.com 

405-232-2947 

Multiple Advertising  

packages available. 

 

http://www.okiada.com
mailto:ambersnook@okiada.com?subject=advertising%20click%20button%20newsletter


www.autodealersresource.com 

Your trusted source for Auto Dealer Supplies, 

Forms, and Temp Tags 

http://www.autodealersresource.com






When dealers ask us about membership in the Oklahoma Independent Auto Dealers as-

sociation (OIADA), they want to know two things—”What does it cost?” and “What is it 

worth?”  As for cost, it is just $295 per year.  As for what it’s worth, we often respond 

by first listing the tangible benefits.  The two most obvious benefits put dollars immedi-

ately back into the dealer’s pocket—10% discount on forms and supplies purchased 

through Automotive Dealer Resource of Oklahoma and the VIP Member discount Cards 

good at auctions across Oklahoma and in neighboring states.  The VIP cards alone are 

valued at more than 7 times the membership fee.  

 The benefit that is often difficult to translate into “dollars in the pocket” is the 

dealer protection provided by OIADA’s representation of the industry.  The achieve-

ments listed on the following page are just a few of the notable instances where OIADA 

has impacted your profit and loss statement in a positive way. OIADA is blessed to 

have Jami Longacre, one of the most respected and effectual voices at the capitol, 

serving as our legislative liaison.  

 

 

     OIADA staff 



Can You Answer “Yes” to  

All Of The Questions? 

Can you qualify 

for and afford a 

$500,000 Dealer 

Bond?  

There has been 

proposed legis-

lation in the past 

to do so. 

Can you afford to 

offer a warranty 

(not service con-

tract) on EVERY 

unit you sell?  

There was pro-

posed legislation 

to do away with 

ALL “as is” sales. 

Whether you realize it or not, your 

livelihood has been greatly affected 

by the actions of your state inde-

pendent dealer association.  Today’s 

legislative climate is far scarier than ever before.  The above legislation 

could put up to 80% of All used motor vehicle dealers out of business.  

It’s your choice.  Please call your state association for a membership applica-

tion today. Visit us online at www.okiada.com to learn more about the OIADA, 

or stop by the office at your convenience.  

Do you want the Federal 

Government to subsi-

dize New Vehicle sales 

by providing a guaran-

teed trade in value on 

ALL units 2001 and old-

er AND to require these 

vehicles to be crushed 

once they have been 

traded in?  

Ask about the “Cash for 

Clunkers” bill that was 

circulated. 

Do you want to 

be obligated 

to provide 

EVERY buyer 

with 7-14 days 

to change their 

mind and re-

turn your vehi-

cle, NO 

STRINGS AT-

TACHED?  

Again, there 

was proposed 

legislation to 

do so. 

Based on only 4 questions 

above, can you afford NOT to 

spend $295 yearly dues for be-

ing an OIADA member? 

If you were given incentives every year 

that exceeded your yearly dues, 

 WHY WOULDN’T YOU JOIN TODAY? 

http://www.okiada.com/membership

