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Talking the evolving role of OMVIC in the face of new technology 

We don’t want to be 
obstructionists: Carmichael

As a founding member of the Ontario Motor Vehicle In-
dustry Council, having John Carmichael assume the mantle 
of CEO last March was essentially a homecoming.

Carmichael had been part of a small and dedicated group 
working to appoint board members and assemble the initial 
staff for OMVIC in 1996 before starting operations the 
next year.

At that time, he was dealer principal at City Buick Chev-
rolet Cadillac in Toronto. He said those early days at OMVIC 
were about creating a better environment for consumers 
and one in which they could have faith and trust. 

It was also about raising the level of professionalism in 
the industry through education and available tools.

After more than 20 years, he said that objective has 
remained unchanged. 

Carmichael, who also served as the Member of Parlia-
ment for Don Valley West from 2011 to 2015, chatted with 
Canadian AutoWorld about the evolving role of the council, 
common mistakes dealers continue to make and ensuring 
OMVIC gets ahead of new technology as automotive retail 
continues to change.

Canadian AutoWorld: What is the most common in-
fraction/mistake OMVIC continues to see? 
John Carmichael: There are several, but the primary one 
is compliance with all-in pricing. That became law in 
Ontario in 2010, and believe it or not, in 2018 it continues 
to be the single biggest problem we face in terms of bring-
ing dealers into compliance with the advertising laws and 
legislation.

The next one most frequently dealt with is negative 
equity. That is function more of full disclosure to the benefi t 
of the consumer. We have provided bullitens and direction 
to dealers to be more transparent and more all-encompass-
ing in declaring and disclosing negative equity. We’re not 
against negative equity, we are not in any way judging a 
dealer selling dealer with negative equity, but we are insist-
ing that deals provide the proper disclosure to ensure the 
customer is fully aware of what they are buying.

When you have $5,000 of negative equity buried so 
deeply in a deal where we can’t make out how much neg-
ative equity is being rolled into the purchase, we have a 
problem.

What about the role of the lenders?
The biggest part of the problem is that banks and fi nance 
companies wouldn’t accept a declaration of negative equity 
unless it was buried in the transaction. We’re changing 
that today and fi nding that banks are recognizing that 
change and we’re hopeful they’ll cooperate.

We want this properly disclosed as opposed to hidden.

Are you advocating for negative equity to have its 
own line item on a bill of sale?
No. We want the trade to be shown at its value and the 
lien outstanding to be shown at its value. In the case of 
negative equity, that leaves a gap. We are asking dealers to 
ensure that when they are completing the right-hand side 
of that bill of sale that the outstanding debt that the con-
sumer owes to the fi nancial institution is disclosed.

With regards to the continuing issues around com-
pliance on all-in pricing, is non-compliance more of a 
case of ignorance or malice by the dealers?
I think it’s both. Clearly there are dealers in the new and 
used-car business today who are trying to skirt the rules. 
They do it because they think non-compliance gives them 
an edge over the dealer up the street.

That isn’t fair. And it’s against the law.
We’ve also developed a facility at OMVIC where dealers 

can send us their ads if they are unsure if it is in compli-
ance. Our business standards group will look at the ad and 
show them their mistakes.

When a dealer is intent on skirting the law, they will. 
If a dealer wants to ensure compliance, we provide a free 
consultation if they might have concerns on an ad. We’ll 
also provide the appropriate guidance to them to fi x it.

This has been the law for nearly eight years. Do you 
ever envision a time when everyone gets it right?
It’s not rocket science. This is simply putting the right price 

on the car and fully disclosing it according to the legisla-
tion. Will we ever get there? There may always be people 
who don’t want to play by the rules – and that’s why OMVIC 
is here. 

Of course, there is another factor in this, and that’s the 
manufacturer. OEMs are not governed under the MVDA. 
They create their own templates and advise their dealers 
to advertise with those. If they’re not talking to us and 
doing their own thing, they may be off-side on pricing, 
which causes problems for the dealer.

How is OMVIC adapting to the changing face of re-
tail (shopping mall dealerships, Product Genius’ in-
stead of licensed salesperson, digital retailing, etc.)?
To sell a car in this province, you must be registered with 
OMVIC. Whatever sales model imposed at a dealership, 
we are here to ensure that model confi rms to the legislation.

However, with the incredible adjustments technology 
drives into our world every day, I don’t want OMVIC to 
be an obstructionist entity when it comes to change in our 
business.

Clearly, if there is a new technology we have not ad-
dressed previously – like the new forms of digital retailing 
including several that don’t currently conform to the MVDA 
– we’re trying to work with those organizations to help 
them become compliant.

As you know,  we have different committees of third 
parties. We run this through our stakeholder committee 
in the hopes we can talk about some of the new technolo-
gies that might be well worthy of looking at. It’s a two-way 
dialogue. We haven’t addressed all of them yet, but we’re 
working to give consideration to creative change.

What about changing the legislation to match this 
new technology?
If we need legislative or regulation changes down the road, 
we’ll go to the Ministry to assist on it. I can’t guarantee we 
will get it but we would work to fi nd a solution.

My personal quest would be to have OMVIC get in front 
of new technologies so that by the time they become a 
reality in the market, we’ve already addressed the change 
required.

Are you aware of digital retailing solutions in-mar-
ket now that is not MVDA compliant?
Yes. And we are working with them some of those com-
panies now. There are some coming from the U.S. and 
some that may not even make it to Canada. We’re looking 
at them from a compliance perspective as if they are working 
in the States, there’s a good chance it will be adapted to 
the Canadian market.

 
What do you say to the dealers who think OMVIC is 
overly penal?
Let’s face the reality. We have just over 8,100 registered 
dealerships in this province. We have just under 29,000 
registered sales representatives. In 2016, we had 33 disci-
pline proposals put forward. We sent roughly 650 caution 
letters.

For those who consider us heavy-handed, for all the 
thousands of dealerships we visited in 2016, only 650 
received caution letters, which is a request to correct an 
issue and hopefully help them. Out of that, only 33 were 
actually charged.

When you consider those numbers, it doesn’t sound 
like a heavy-handed regulator to me. CAW

 If a dealer wants to 
ensure compliance, 
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consultation if they 
might have concerns 
on an ad. We’ll also 
provide the appropriate 
guidance to them to 
fi x it.

 John Carmichael
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