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Executive summary

What are dealer owners doing to 
manage succession planning? Have 
your plans been discussed with your 
family, management, executors or 
power of attorney holders? At a time 
when Canada’s automotive industry 
has recently undergone major changes, 
legacy costs and decline in sales have 
forced automakers, part suppliers 
and dealers to reassess their business’ 
longevity. Uncertain economic indicators, 
now more than ever, are placing a greater 
importance on succession planning 
and will planning for the future of 
the business. The 16th annual Dealer 
Trendsetter Survey provides valuable and 
alarming insight for dealers looking to 
retire in the next five years.

The data for the survey, which was 
emailed to all dealers in Canada, was 
collected in November 2011, to see how 
many dealer owners had a formal will 
and how (and if) they were handling 
succession planning. The report was 
published in the Canadian Automobile 
Dealers Association’s annual magazine, 
(“Year in Review”), in partnership 
with PwC and Desrosiers Automotive 
Consultants Inc. The survey received a 
great response from Canadian dealers. 

The results of the survey were revealing. 
It is clear that the recession impacted 
the retirement plans of many dealers 
and that despite the additional time to 
plan for retirement, many dealers appear 
to still be unprepared. According to 
the survey, a significant proportion of 
dealers will be retiring in the next five 
years which translates into opportunities 
for acquisitions. Almost all respondents 
indicated that they have a will and that 
in the event of death or sudden disability, 
a family member would step into the 
dealer’s shoes to lead the business. 
However, some key succession challenges 
will remain in the near future – lack of 
management transition and financial 
planning and ownership succession.

Succession planning is too often 
overlooked. It’s important over the next 
12 months that dealer owners take the 
time to properly plan the exit of their 
business and their successor. 

PwC 2

This report shares the results of PwC Canada’s 16th annual Dealer 
Trendsetter Survey, in partnership with Desrosiers Automotive 
Consultants Inc. This year, we revisited a topic we surveyed in  
1997—succession planning—and obtained responses from dealers 
across Canada on their planning for their business. 

This year’s survey revealed that as a consequence of economic uncertainty, Canadian 
dealers are being forced to prolong retirement and remain in the workforce for a longer 
period of time than was expected in 1997. As a result, we’re seeing an aging workforce 
that doesn’t have the proper succession infrastructure in place to compensate. 

What’s concerning is the lack of discipline around succession planning and that 
we’ve only seen a marginal improvement over a 14-year period in the number of 
dealers who have a plan (not including those who have a will at 95%). Given the aging 
workforce, over the next few years there are going to be many transitions, so it can 
no longer be ignored. Dealers need to be proactive, formalize and put into action 
succession plans to ensure the future of the business for generations. 

At PwC, we’re committed to making sure that the interests of the dealer principals, 
and their families, are taken care of in addition to dealership operations. This survey 
reiterates the importance of dealers putting the key elements in place—succession 
planning and will planning—before retirement. With a significant number of dealers 
planning to retire in the next five years, this report highlights how critical it is to have 
a plan in place, and the understanding that succession plans take a significant amount 
of preparation and thought. Remember, it’s never too early to plan for what could 
happen down the line.

I hope you enjoy reading the report and I encourage you to reach out to any of the 
contacts listed on the back page if you want to find out more about the automotive 
industry or the 2011 PwC Dealer Trendsetter Survey.

Damian Peluso 
Canadian Leader, Automotive, PwC

Where can I find out more 
about the 2011 PwC Dealer 
Trendsetter Survey?

The PwC Dealer Trendsetter Survey 
is available on the Automotive 
industry web page. The report 
includes how dealers are handling 
succession planning, whether 
they’ve put in place key elements to 
assist in planning, the involvement 
of their family members and how 
they’ve communicated their plans.

www.pwc.com/ca/trendsetter

Welcome to the Dealer  
Trendsetter Report
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Dealers are not getting 
any younger

identified a succession planning crisis 
in 1997. Since then that crisis has been 
exasperated by the recession and the 
dealer’s decision to hang on for a little 
while longer.

Over 70% of dealers say they want to 
be semi-retired or completely out of the 
business in five years. What’s interesting 
is that the percentage only increases by 
one when comparing the five year time 
frame versus the ten year time frame. 
However, there is a shift of 33% from 
the semi-retired category to the full 
retirement category which indicates that 
in ten years 70% of dealers want to be 

The automotive industry is facing 
the same challenges as everyone 
else—an aging workforce. Baby 
boomers are being forced to defer 
retirement, working longer and 
harder to compensate for an 
unstable economy.

Shown in our 1997 Trendsetter Survey, 
55% of dealers surveyed said they 
would be ready for retirement in five 
years while a surprising 80% of dealers 
said ten years. As a result of the recent 
economy, these predications did not 
come true. However, this year’s survey 
indicates that 80% of the dealers have 
been in business for at least ten years 
which means many have not retired as 
planned. So what happened? 

The economic crisis that hit in 2008 
forced many businesses owners to alter 
their retirement plans. Some dealers 
were forced into retirement as a result of 
original equipment manufacturer (OEM) 
decisions or ceased operations due to 
lack luster automotive sales. However, 
one thing remains constant—dealers 
are not getting any younger. Fifty-four 
percent of dealers have owned their 
dealerships for more than 20 years—
an increase from 33% in 1997. We 

Not surprisingly, the percentage of 
single-point dealers that are looking to 
retire in ten years is much higher than 
for dealer groups. Seventy-six percent of 
single-point dealers want to be semi-
retired or retired within the next ten 
years versus only 60% of dealer groups. 
There continues to be consolidation 
in the retail sector and the number of 
single-point dealers are decreasing. From 
a regional perspective, 87% of dealers 
from BC expect to be in some form of 
retirement in the next ten years. Dealers 
are not divided amongst the various 
brands as to when they expect to retire. 
However, Nissan and Mazda dealers are 
in for the long haul as only 58% and 40% 
respectively want to retire in 10 years.

fully retired. So what does this mean 
for dealer principals? It indicates more 
opportunities.

Over the next 5 to 10 years, there will 
be plenty of opportunities to acquire 
dealerships. However, dealers don’t 
appear to be taking advantage of the 
potential opportunities and there are 
few new dealers in the industry. The 
percentage of dealers in 2011 who 
owned their dealerships for less than five 
years has been cut in half from the 14% 
in 1997. Dealers have difficulty entering 
into this sector due to: lack of upfront 
capital investment, OEMs requirements 
for brand imaging programs and OEM 
requirements for large stores. 

What do you want to be doing in the future?  
In 5 Years...

GM Ford Chrysler Honda/
Acura

Toyota/
Lexus

Nissan/
Infiniti

Mazda VW/Audi

Active in business 42% 24% 37% 28% 36% 27% 30% 36%

Semi retired 46% 54% 38% 61% 60% 73% 60% 64%

Fully retired 12% 22% 25% 11% 4% 0% 10% 0%

Atlantic Quebec Ontario Prairies BC

Active in business 42 29 28 37 32

Semi retired 58 52 64 43 54

Fully retired 0 19 8 20 14

In 10 Years...

GM Ford Chrysler Honda/
Acura

Toyota/
Lexus

Nissan/
Infiniti

Mazda VW/Audi

Active in business 38% 27% 36% 35% 32% 42% 60% 25%

Semi retired 31% 22% 23% 15% 27% 26% 13% 19%

Fully retired 31% 51% 41% 50% 41% 32% 27% 56%

Atlantic Quebec Ontario Prairies BC

Active in business 30 35 30 34 13

Semi retired 35 14 22 26 20

Fully retired 35 51 48 40 67

Active in business

Semi retired

1 year 5 years

71%

30%

30%

26%

3%

21%

49%

55%

15%

10 years

Fully retired

What do you want to be doing in the future?  



Automotive Trendsetter Report 20125 PwC 6

Some dealers believe that a succession 
plan only requires having a will. 
Ninety-five percent of dealers indicated 
they have a will, which is a significant 
improvement from the 75% of dealers 
that had a will in 1997. However, an out-
of-date will (more than five years old) 
will not include all the elements and tax 
planning necessary to meet the current 
demands of the business or possibly the 
family. A shocking 25% of respondents 
had not reviewed their will since 
inception, a 6% increase from 1997. 

In 1997, just over 50% of 
dealers had a succession plan in 
place for their business. Today, 
that percentage has increased 
marginally to 55%. Given the 
aging population and pending 
retirement of a vast majority 
of dealers, this statistic is 
worrisome. 

Of course, the devil is in the details! 
Only 55% of dealers have indicated 
they have a succession plan in place. For 
those companies, the biggest concern 
remains on how up-to-date the plans 
are, including any changes that have 
occurred in the business such as board 
members, stakeholders and personnel. 
In general, smaller dealers seem less 
prepared (44%) for succession planning 
than larger dealers (68%). For dealers 
not associated with the Big Three, more 
than 60% of them have succession plans 
in place. Taking a geographical look, 
Atlantic Canada (40%) and Ontario 
(48%) are less prepared than the prairies 
and Quebec (66% and 60% respectively).

Succession plans need to encompass all 
aspects of a dealer’s life. Only 50% of 
dealers indicated that they have a plan in 
place for management of the dealership. 
It’s never too early to plan for what will 
happen to the business down the line.

Best laid plans...
55% 95% 50%

Have a succession plan  
in place

Have a will Have a management plan  
in place

Do you have a succesion plan in place?

Total GM Ford Chrysler Honda/
Acura

Toyota/
Lexus

Nissan/
Infiniti

Mazda VW/Audi

Yes 55% 50% 58% 58% 71% 63% 75% 73% 79%

No 45% 50% 42% 42% 29% 37% 25% 27% 21%

Do you have a will?

Total GM Ford Chrysler Honda/
Acura

Toyota/
Lexus

Nissan/
Infiniti

Mazda VW/Audi

Yes 95% 98% 96% 100% 96% 100% 94% 93% 93%

No 5% 2% 4% 0% 4% 0% 6% 7% 7%

Do you have a management plan in place?

Total GM Ford Chrysler Honda/
Acura

Toyota/
Lexus

Nissan/
Infiniti

Mazda VW/Audi

Yes 50% 52% 56% 48% 60% 54% 62% 73% 79%

No 50% 48% 44% 52% 40% 46% 38% 27% 21%
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Keeping it in the family?

From a geographical standpoint, 
Ontario dealers have stronger views 
on the ideal successor being a family 
member (83%), whereas only 61% of 
BC dealers view a family member as an 
ideal successor to their business. Perhaps 
this is an indication of a higher ratio 
of professionally managed dealerships 
in B.C. Atlantic dealers have the most 
significant disparity between family 
members as ideal successors (67%) 
versus what will likely happen (23%). 
Atlantic dealers also do not see a key 
employee as an ideal successor and 
believe the most likely successor to be an 
outsider (54%). 

The majority of business 
entrepreneurs would like to pass 
on the tradition of keeping it in 
the family when they decide to 
retire or exit the business. 

Compared to 72% in 1997, our recent 
study showed 74% of dealers would 
ideally like to transfer the business to a 
family member − a marginal increase 
of only 2%. Forty-eight percent of those 
dealers thought the most likely outcome 
was that a family member would take 
over, versus 56% in 1997. Over the 
last 14 years, an evident shift in family 
dynamics has led to a decrease in the 
likelihood for family members to take 
over the business. As a result, there’s 
a significant disparity between what 
dealers would ideally like to happen 
versus the reality of what will likely 
happen. Some of the reasons might 
include:

•  waning interest in entrepreneurism

•  lack of planning for family takeover

•  OEM disapproval of family member

From an OEM perspective, Nissan/
Infiniti and Toyota/Lexus dealers feel 
particularly strong that family are the 
ideal successors to their business with 
87% and 89% respectfully. Nissan/
Infiniti dealers still feel strongly on 
family being the realistic successors with 
70% versus the 48% of average dealers.

The survey indicated that many dealers 
wanted to retain a stake in the business 
after retirement with 48% wanting to 
retain some level of equity ownership.

Who is the IDEAL successor of your business?

Who is the REALISTIC successor of your business?

My children or other  
family member

My children or other  
family member

Key employeeor partner

Key employeeor partner

An outsider

An outsider

Atlantic

Quebec

Ontario

Prairies

BC

62%19%19%

32%32%36%

31%16%53%

28%25%47%

40%20%40%

67% 33%

73% 11% 16%

81% 13% 6%

69% 28% 3%

60% 60% 9%

Atlantic

Quebec

Ontario

Prairies

BC



One of the many findings in the recent 
PwC Global Family Business Survey 
2010/11 – Kin in the Game confirmed  
that family businesses are a critical force 
in our economy—perhaps one of the 
reasons Canada was not hit as hard as 
other countries in the recent recession. 
The survey attests that: 

•  over 70% of the respondents believe 
that being a family business helped 
them get through the crisis;

•  66% said they experienced modest to 
significant growth during that time;

•  an astonishing 31% increased their 
capital expenditure to invest;

•  only 18% reported their operating 
profits had decreased; and 

• 67% have access to surplus cash flow. 

The verdict, consistent with numerous 
global studies, is that family businesses 
are here to stay. But that makes some 
interesting figures even more important:

•  at least one in four of these companies 
will experience a major transition of 
leadership in the next four years;  yet 

•  not even half the companies surveyed 
have identified anyone to fill the 
positions. 

If these companies are managed by the 
founding owner, chances are that most 
hope for the leadership to be taken on by 
someone in their family. Unfortunately, 
the statistics of unsuccessful transitions 
support the adage “shirtsleeves to 
shirtsleeves in three generations”— 
a sad reality for many. 

On the other hand, we are finding  
ever more successful ways of handling 
transition. Adopting some key strategies 
in the first generational transition will 
pave the way for smoother transitions 
when the time comes. 

What makes family business, and 
business families, unique and transitions 
so hard?

The advantages of being a part of, or 
working for, a business family (and 
their family business) are many. While 
the size of the business and the stage 
of leadership (generation 1, 2, 3 or 
more) will vary, several benefits can 
differentiate a family business. Typical 
advantages include:

•  commitment to long-term growth and 
legacy;

•  decision-making (financial, strategic, 
personnel) with long-term vision in 
mind, not short-term results;

•  ability to reflect strong values in 
business decisions and relationships;

• loyalty to the past;

•  reflecting the diversity of the family 
members;

•  commitment to more than shareholder 
value;

•  opportunities for career development; 
and

•  community presence and philanthropic 
endeavours that reflect the values of 
the family. 

But along with the advantages of 
working with a family business come 
many challenges, some not prevalent in 
public companies. Among the endless 
list of potential issues facing a business 
family are:

• conflicting values and personalities; 

•  the desire to change directions or 
invest in new opportunities; 

• divergent work styles; 

• different skill sets; 

•  integrating new family members in 
the company; 

•  compensation plans for family 
members; and 

•  generating policies on the inclusion in 
leadership for those outside the family.

•  Communicate often and effectively: 
Communicating with key advisers and 
key stakeholders to garner insights and 
opinions about what competencies  
and skills are needed helps develop a 
collaborative and contributing team 
that will work hard to get the right 
person for the job. One key person to 
include may be the other CEO—the 
Chief Emotional Officer of the family, 
typically the founder’s spouse.

•  Identify candidates and formalize a 
plan: The sooner potential candidates 
can be identified, the earlier a 
clear development strategy can be 
implemented to give the candidate  
the best shot at success. Having a 
clear roadmap of competencies and 
skills will help potential candidates 
plan their education, careers and 
experiences, as well as providing 
benchmarks along the way. This 
reduces the conflict between 
equality and merit that can often 
exist in a family business. Ideally, 
this phase should be handled by 
an external consultant, to reduce 
counterproductive relationship-
based interference by the founding 
generation and perceived biases in the 
organization.

•  Plan for overlap of leadership: Often 
called “family partnership,” this is 
the stage in the transition in which 
the incoming leader and the outgoing 
founder can work together, often for 
a few years. It is a time for mentoring, 
sharing of ideas, merging the old with 
the new and, most critically, making 
decisions together. This dovetailing 
phase ensures that the outgoing 
founder’s vision and objectives are 
met—typically creating much more 
peace of mind about turning his or her 
attention to life beyond the business. 
This time gives the successor a chance 
to integrate new long-term ideas, by 
respecting and building on what is in 
place. Through sharing wisdom and 
building trust, the founder and the 
next generation leader are building a 
bond that strengthens the family and 
the business. 

Families, the bedrock of our emotional 
development, and business, a rational, 
financial vehicle for livelihood, meet  
and marry within the family business, 
creating unique dynamics. For the 
business family, the great skill is to learn 
to accept and manage the continuous 
stream of contradictions that they will 
face and, more importantly, to find an 
upside. Nowhere is that more evident 
than in the transition of leadership. 

The science of  
leadership transitions 
The science of leadership transitions 
deals with the rational business case of 
succession. The ample research and tools 
now available can help any organization 
create a clear, strategic succession plan. 
The details will vary, depending on the 
competencies required, the depth and 
breadth of leadership, and the culture  
of the organization. However, the 
fundamental steps remain the same:

•  Start early: A non-negotiable fact 
is that the leadership will change 
one day. Even for the founder with 
a sense of invincibility, someday 
another person  will fill his or her 
shoes. Successful leaders often have 
two or three options for someone to 
step into the position all through their 
careers, not just when they feel it is 
time to slow down. By being diligent 
in identifying the fundamental skill 
set that is necessary for running and 
growing the company at different 
stages, it becomes easy to spot 
potential candidates in the family. 
This not only helps with contingency 
planning, it helps the departing leader 
shift towards more of a stewardship 
style of leadership, and away from his 
or her unique, idiosyncratic style. 

Starting early also enables the founder 
to work with advisers on long-term 
plans for the technical aspects of the 
transition as it pertains to ownership 
agreements, valuations, taxation 
and risk management. (See the three 
succession planning articles in Wealth 
and tax matters, Winter 2009). 

•  Set an exit date and stick to it: Once  
it is clear a succession is going to take 
place, it is imperative to plan the 
timing of entry, overlap and departure. 
This sets the stage for multiple 
successes: 

-  the incumbent can fully prepare for 
the handover;

-  the organization can manage 
expectations and adjust to styles of 
leadership; and

-  the founder can pass the torch with 
confidence and pride.  

Many founders find constructive and 
helpful roles that allow them to stay 
active in their business, yet with enough 
distance to allow the new leaders to 
lead independently. Some founders 
can never truly let go. If the business is 
going to survive multiple generations, 
the passing of the leadership has to 
be managed professionally, and clear 
boundaries between the roles of founder 
and successor must be identified. 

The transition can be planned, 
documented and rolled out accordingly. 
Following best practice can ensure a 
significantly improved outcome. 

But what happens when some of the 
uncomfortable contradictions creep into 
the scenario? 

The art of transition acknowledges 
these contradictions and tensions, 
and their emotional impact. It is this, 
the art of transition—rather than the 
science—that the next article in the 
series will discuss. We’ll consider how 
to use proven best practice to navigate 
through situations with two opposing 
ideas, yet with no right or wrong answer, 
and how to deal with the challenges 
that arise from the very nature of the 
organization—the family, in business, 
together.

Sharon Duguid
sharon.e.duguid@ca.pwc.com

David Khan
david.e.khan@ca.pwc.com
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The science of succession 
within the business family

Families, the bedrock of our emotional 
development, and business, a rational, 
financial vehicle for livelihood, meet 
and marry within the family business, 
creating unique dynamics.
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Property is king

Dealers indicated that 91% owned their 
property versus 76% in 1997. Canadian 
dealers view their property as their nest 
egg rather than as a monetized asset. 
They tend to accumulate property while 
owning the dealership either for pure 
investment purposes, or identifying 
the potential for a new dealership 
point sometime in the future. Even the 
property that houses the dealership 
operations is frequently retained when 
the dealership is sold in order for the 
dealer principal to continue to have an 
income stream in retirement. 

In the U.S., OEMs require the dealers 
to operate large stores—in many cases 
for multiple brands to be operated from 
one location. Therefore, it that it’s very 
difficult for U.S. dealers to own property 
given the significant investment required. 
Due to the large number of dealer points 
available in a large city in Canada, the 
stores are not nearly as large as they are 
in the US. In the US, a single dealership 
location can frequently serve the same 
area of up to five dealerships in Canada.

Surprisingly dealers plan well for 
this retirement strategy as 72% of 
them retain the property in a holding 
company, separate from the dealership 
operations. This is advantageous when 
it comes time to selling the dealership 

Canadian dealers have less 
upfront commitments and fewer 
barriers in the steps to owning 
their property. 

because the property does not need to be 
extracted from the dealership operations. 
However, there’s room for planning, with 
the remaining 28% of dealers ensuring 
they leave themselves with choices in 
the future. Geographically, there were 
no significant differences in property 
ownership across the country, between 
various brands or even between dealer 
groups or single-point owners.

The increase in the amount of family 
wealth tied up or invested in dealership 
operations may be a result of an increase 
in ownership of property by dealers. The 
survey indicated that 70% of dealers had 
at least 60% of their family wealth tied up 
in their dealership operations, compared 
to 62% in 1997. This is largely reflected 
in the money spent over the past few 
years on renovating and updating stores. 
Surprisingly 32% of dealers indicated 
that at least 80% of their wealth was 
invested in dealership operations. 
Notably the lack of diversification in 
investment is concerning, but not unlike 
many entrepreneurs.

91%

Own their property

How much of your family’s wealth is tied up in your dealership(s)?

Total GM Ford Chrysler Honda/
Acura

Toyota/
Lexus

Nissan/
Infiniti

Mazda VW/Audi

80-100% 32% 38% 25% 28% 32% 29% 50% 27% 36%

60-80% 38% 32% 44% 28% 40% 50% 13% 27% 36%

less than 60% 30% 30% 31% 44% 28% 21% 37% 46% 28%
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How does management fit 
into succession plans?

Dealer groups tend to be professionally 
managed and focus on ensuring that 
formal operational processes are in 
place for all their locations. It’s also not 
uncommon for these groups to have 
minority shareholders and therefore, 
it’s crucial for succession plans to be in 
place. However, the responses varied 
between OEMs with Honda/Acura, 
Mazda and Volkswagen/Audi being the 
most prepared. Across Canada, the worst 
prepared region is the Atlantic region.

There are many cases in which 
outside buyers of dealerships 
prefer to keep existing key 
management personnel if they’re 
performing well. Therefore, it 
benefits dealers to incentivize 
management to continue in the 
business. In the end, management 
retention will create more value, 
and increase the price of the 
dealership. So what advantages 
have dealers gained by including 
key management personnel 
in their succession plans and 
communicating their intent?

Only 50% of dealers have a business 
or management transfer plan in place. 
Of the dealer groups that responded, 
59% had a plan compared to 46% of 
single-point dealers. Not surprisingly, 
dealer groups are much more prepared 
for this than single-point dealers. 

In communicating their intent, 72% of 
dealers communicated their plans to 
someone, but only 40% communicated 
their plans directly to their management 
team. Nissan/Infiniti, Mazda and 
Volkswagen/Audi dealers appeared to be 
ahead of the curve as a higher proportion 
of these dealers communicated their 
plans to their management team. 
Shockingly, only 25% of dealers have 
communicated their plans to their OEMs. 
Succession planning is certainly on the 
top of many OEMs’ minds and they are 
certainly becoming more proactive in 
these discussions and requesting dealers 
to share their plans.

50%

Have a business transfter  
plan in place

Do you have a business transfer plan in place?

Total GM Ford Chrysler Honda/
Acura

Toyota/
Lexus

Nissan/
Infiniti

Mazda VW/Audi

Yes 50% 52% 56% 48% 60% 54% 62% 73% 79%

No 50% 48% 44% 52% 40% 46% 38% 27% 21%

Atlantic Quebec Ontario Prairies BC

Yes 27% 51% 47% 63% 44%

No 73% 49% 53% 37% 56%

Who have you discussed your management succession plans with?

Total GM Ford Chrysler Honda/
Acura

Toyota/
Lexus

Nissan/
Infiniti

Mazda VW/Audi

Executor of your estate 24% 21% 37% 44% 32% 22% 40% 27% 25%

Lawyer/accountant/banker 70% 72% 77% 81% 63% 78% 100% 73% 67%

Spouse 61% 52% 63% 56% 84% 65% 70% 64% 42%

Other family member 59% 59% 66% 69% 63% 61% 80% 54% 50%

Executive 40% 31% 43% 50% 42% 35% 60% 54% 67%

Trustee 10% 14% 11% 12% 21% 17% 20% 18% 25%

OEM 25% 28% 26% 31% 21% 30% 20% 27% 58%

Power of Attorney 9% 7% 17% 19% 16% 4% 10% 27% 8%

Atlantic Quebec Ontario Prairies BC

Executor of your estate 11% 21% 19% 32% 28%

Lawyer/accountant/banker 78% 39% 78% 81% 88%

Spouse 67% 51% 67% 57% 72%

Other family member 33% 42% 69% 60% 76%

Executive 11% 42% 39% 38% 52%

Trustee 0% 18% 6% 16% 4%

OEM 11% 21% 17% 22% 44%

Power of Attorney 0% 3% 11% 13% 8%



Do you know the cash consequences to your estate if you pass away?

Total GM Ford Chrysler Honda/
Acura

Toyota/
Lexus

Nissan/
Infiniti

Mazda VW/Audi

Yes 63% 67% 76% 68% 72% 68% 81% 73% 71%

No 37% 33% 24% 32% 28% 32% 19% 27% 29%

Do you intend on funding your liability on death through life insurance?

Total GM Ford Chrysler Honda/
Acura

Toyota/
Lexus

Nissan/
Infiniti

Mazda VW/Audi

Yes 74% 78% 68% 76% 72% 84% 85% 82% 70%

Term Insurance 44% 41% 36% 41% 39% 68% 46% 55% 40%

Whole life insurance 30% 37% 32% 35% 33% 16% 39% 27% 30%

No 20% 22% 23% 12% 11% 16% 15% 9% 20%

Don’t Know 6% 0% 9% 12% 17% 0% 0% 9% 10%
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Where will the chips land?

The Trendsetter Survey asked its 
respondents: “Do you know the cash 
consequences to your estate if you were 
to pass away?” Thirty-six percent of 
dealers indicated that they were not 
aware of the consequences. Of the 
OEMs, Nissan/Infiniti dealers were the 
most prepared with only 19% not aware 
of the consequences. Geographically, 
Ontario dealers did not appear to be well 
informed as only 56% understood the 
cash consequences. 

Not all dealers are unprepared 
for succession planning. The 
majority of dealers appear to 
have a plan in place and almost 
all dealers have a will. However, 
the fact of the matter is, even 
though these documents exist, it 
does not necessarily mean they 
have a quality plan. It’s not about 
simply “ticking of the box.” It’s 
more about having excellent legal 
and tax advice to make sure your 
plans yield the results you want 
and will benefit from.

In addition, 26% of dealers were not 
funding the obligations of the estate 
through insurance or didn’t know how 
they were going to fund the obligation.

Great succession planning starts with 
knowing what the end result should be 
and working backwards. 

74%63%

Intend on funding their liability on 
death through life insurance

Know the cash consequences to their 
estate if they pass away
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