
F&I as the Profit 
Anchor in an 
Affordability-
Driven Market

New Jersey dealers are operating at the center of one of the most 
affordability-sensitive environments in recent memory. Vehicle prices, 
interest rates, insurance costs, and everyday household expenses are 
all putting pressure on customers before they ever enter the F&I office. 
For many buyers, the question is no longer simply, “Can I afford this 
vehicle?” It’s, “Can I afford everything that may come with owning 
this vehicle?”

That’s why F&I continues to play such an important role inside the 
dealership. It’s a critical profit anchor, but it’s also one of the most 
important places where a dealership can help customers better 
understand and manage the total cost of ownership.

The strongest F&I departments are not built on product presentations 
alone. They’re built on education, consistency, and customer-focused 
conversations. Protection products shouldn’t be positioned as 
unnecessary add-ons. They should be explained as tools that can help 
customers protect their budget from unexpected costs after the sale.

F&I ISN’T “ADD-ONS” — IT’S CONSUMER PROTECTION
A vehicle service contract, for example, is not simply coverage. It 
can help protect a customer from a repair expense that may disrupt 
their monthly finances. Tire and wheel protection is not just another 
option on a menu. For many New Jersey drivers dealing with traffic, 
road hazards, potholes, and seasonal driving conditions, it can be a 
practical way to manage risk. GAP, key replacement, maintenance, 
appearance protection, and other solutions can all be part of a broader 
conversation around financial confidence and ownership experience.

To make these conversations effective, dealers need to train their teams 
differently. F&I managers should be coached to connect product value 
to real-life customer concerns. That starts with asking better questions. 
How long does the customer plan to keep the vehicle? How many miles 
do they drive each year? How would an unexpected repair impact their 
household budget? Do they prefer to plan ahead for ownership costs or 
handle expenses as they come?

Those questions move the conversation away from selling and toward 
advising. They also allow the F&I manager to present protection in 
a way that is relevant to the customer’s needs, driving habits, and 
financial priorities.

WHAT TRAINING SHOULD LOOK LIKE
Training should include roleplay, live coaching, and consistent 
reinforcement. It is not enough for an F&I manager to know the features 
of a product. They need to be able to communicate the value clearly, 
compliantly, and confidently. They need to understand how to slow 
the conversation down, explain options in plain language, and help 
customers make informed decisions without feeling pressured.

For dealers, this approach protects profitability while improving the 
customer experience. When customers understand how protection 
products may help them manage future expenses, they are more likely 
to see value in the F&I process. That builds trust, strengthens retention, 
and reinforces the dealership’s role as a long-term partner.

ESTABLISH A MORE CONSISTENT F&I EXPERIENCE
As an endorsed F&I provider, JM&A Group partners with dealers to 
help strengthen this process through customer-focused F&I products, 
dealership training, in-store development, reporting, and ongoing 
support. Our teams work shoulder-to-shoulder with dealers to help 
elevate performance throughout the dealership, increase profitability, 
and create a more consistent F&I experience centered around today’s 
customer needs.

For more information, please visit our website at jmagroup.com or contact us at 
(215) 301-7107 | megan.kenary@jmagroup.com.
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