
“Priorities do shift [depending] on 
where we are in the cycle, and what 

the needs are at the moment in time.”
—Nick Stanutz, SEVP of Auto Finance and Dealer  

Services Group, Huntington Bancshares Inc.
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 To quote singer Tom Verlaine, “You have to have that 
organizational principle behind the song.”

 ,at same logic applies to auto lenders, whose success lies, 
in part, with a solid who-reports-to-whom waterfall and clear 
mandates for each employee. With lenders, unlike with songs, that 
organizational principle need not change with the ebb and -ow of 
the times. Indeed, auto lenders have made few top management 
shi.s throughout the Great Recession; instead, they have executed 
changes further down the corporate chain to stay solvent. With 
such /nesses, lenders say they are now are poised for growth.

 Take Columbus, Ohio-based Huntington Bancshares Inc.’s Auto 
Finance and Dealer Services group. Any sta0ng changes made in 
the past few years have been more like getting a shoe shine rather 
than buying new footwear.

 “Most of my direct reports have been with me for seven to 
eight years,” says Nick Stanutz, senior executive vice president and 
auto /nance and the group’s leader. And Stanutz, who manages 
all commercial and retail loans and leases for dealer services, 
in addition to overseeing consumer collection management, 
is certainly seasoned himself. Indeed, he has gone steady with 
the regional bank holding company for 24 years, though his 
responsibilities have mirrored changes in the market. “Priorities 
do shi. [depending] on where we are in the cycle, and what the 
needs are at the moment in time,” he says, noting that growth is 
taking center stage lately. 

In Good Company
 Stanutz shares his space with some 125 to 150 colleagues, 
a number trimmed by roughly 30 people, thanks to a regional 
lending contraction. In early 2009, Stanutz’s unit exited business 
in eight states, retreating to its six-state lending core: Indiana, 
Kentucky, Michigan, Ohio, Pennsylvania, and West Virginia. 

 But the credit crisis created more than the obvious need for 
reductions. It also created the need to prevent further bleeding. In 
the dawn of the recession, Huntington added “maybe a handful 

of people” to its credit risk team that was 
tasked with peeling back the portfolio 
to understand the metrics involved in 
repositioning the underwriting. ,is team 
heavily focused on loan-to-value ratios as 
well as tightening up loan terms: 84-month 
lending was eliminated, for example.

 Huntington wasn’t alone in /nessing its 
risk department through the credit crisis.

 “We’ve probably added just as much 
on a percentage basis [in risk], as we 

took away from other [divisions],” says Je1 Young, president and 
chief executive of Mitsubishi Motors Credit of America Inc. “,at 
re-ects where we view the economy.”

 Mitsubishi cut about 25 positions companywide to “meet the 
violently lower industry volume” that plagued lenders nationwide, 
says Young. He notes this reduction somewhat in-uenced top 
management’s responsibilities, too, but “more in response to 
having a lean organization” rather than shi.ing priorities across 
departments.

 Another change? ,e Cypress, Calif.-based captive increased time 
and energy spent in its treasury department beginning more than a 
year ago, when liquidity woes were lingering and the health of the 
asset-backed securitization market looked questionable. ,e overall 
management structure at the captive has been maintained, however. 

 Young, for one, reports to the CFO at Mitsubishi’s Japan 
headquarters, while the heads of risk management, sales and 
marketing, treasury, legal, and the controller divisions in the 
U.S. report to him. In total, Young estimates that 100 people are 
employed at Mitsubishi Credit, with 30 more associates coming 
from its third-party servicing and collection partnership with 
CenterOne Financial Services. A recent management objective 
beyond growing? Improving subprime support to dealers.

 Like Huntington and Mitsubishi, Capital One Auto Finance 
has made little change to its management. “Largely, the senior 
leadership team that was in place [before the credit crisis] is in fact 
in place today,” says Kyle Shidler, chief operating o0cer and senior 
vice president of sales operations.
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 Like many other auto /nance companies, Plano, Texas-based 
Capital One Auto ramped up internal and external collection 
e1orts at the height of the credit crisis. “Obviously, through the 
downturn, we hired folks on the back-end,” says Shidler.

 Other auto lending choices Capital One 
made during the crisis included tightening  
underwriting in certain states, intensifying 
its focus on dealer-clients, investing in loss-
mitigation activities, and re-grounding overall 
underwriting activities. Additionally, Capital 
One made strides in improving the customer 
experience for dealers and consumers alike. 
“We made moves to successfully reposition 
the company and weather the storm,” he says.

 ,e good news, Shidler says, is that Capital One has stabilized 
and is looking for muted growth in 2010. “We are cautiously 
optimistic,” he says. “Today, we are starting to hire people on the 
front-end.”
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