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Automotive Service Association of Arizona

A Message from the Chairman

Kathy Draskovic owns
Mike's Auto Tech in Glen-
dale with her husband Mike.
1 She can be reached at 623-
u 979-2653
Creating a “Brand” Identity. | have been a member of
ASA for many years. It’s my membership organization for
my industry. | have learned so much from my peers who
have been very open with their ideas and suggestionsto help
me get through a challenge at the shop. Now it’stimeto get
the word out, and let everyone know what ASA isall about.
Not only to shops around the state, but to consumers aswell.
We need to educate the public about what thered, white
and blue ASA logo means. To meit means.
- Integrity—ASA members adhere to a standards of con-
duct.
Dependability—ASA membersarereliable
Experience/K nowledge— ASA members have accessi-
bility to information, training and other members to
find the solutions to problems.

Our Marketing/PR committee met recently and ex-
changed many ideas to get us started in getting the “word”
out. We also need your help. You can help, but adding the
ASA Logo to your website, business cards, and hanging our
sign in a prominent place where customers will seeit. You
can use thelogo in your newsdletter if you print one or any
educational brochures that you print and have in your wait-
ing room. Put out the ASA AZ newdletter and the Autolnc.
Magazinein your waiting room so that customers can pick it
up and find out what is going on in the industry. “Word of
Mouth” is powerful and be most effective way to begin our
“brand” identity campaign. Remember, “Just Do It” did not
become the “brand” for NIKE overnight.

The committee has al so discussed the impact that part-
nerships with other organizations and companies will bring
to the ASA name. We are researching ways to become part-
ners and take advantage of events that will give us the expo-
sureto atargeted audience. We're starting out small, but as
| mentioned earlier, the word will spread if we all continue
to work together to provide the quality service that our cus-
tomers have been expecting and getting from us for years.

We have built our business on referrals and word of
mouth, | know it works.

ASA of Arizona Partnerswith .....

Two for the Road USA - Bill Z. and Cathy D.

KKNT 960 AM — Sunday 7-9 PM
www.twofortheroadusa.com

Fuel Saving Tipsfor your customers
Bill Z. and Cathy D.

Slow Down: Driving 55 mph instead of 65 saves fuel.
Change lead foot to light foot: Accelerate smoothly
from a stop and brake gradually.

Relax: Aggressive driving and weaving in and out of
traffic wastes fuel and wears out components.

Check your tires monthly: Inflate them to the recom-
mended pressure.

No Idling: Turn your engine off if sitting in parking lot,
alineat the drive-thru and Car wash.

Travel light: Avoid piling luggage on the roof rack or
storing heavy itemsin the trunk.

Always aerodynamic: Close the windows at higher
speeds.

Be a maintenance maniac: Keep the engine tuned and
the wheels aligned.

Let your vehicle breathe easy: Replace air filters as
recommended.

Choosetheright oil: Use good quality ails.

Use cruise control or maintain constant speed: Avoid
tailgating.

Minimize use of heater and air conditioning.
Combine your errands and your driving trips. To cut
down your miles on the road.

The Automotive Service Association of Arizona
5060 N. 19th Avenue, Suite 216
Phoenix, AZ 85015
602-544-2600 Fax: 602-544-2277
info@asaaz.or WWW.asaaz.org
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| ASA Newsletter—The Roadrunner

Is owned and published by the Automotive Service Associa

i tion of Arizona, representing businesses in the automotive
industry. Thisnewdetter is published at least 11 times a year
rand isfor information purposes only. The contents of the
newsdl etter including editorials do not necessarily represent

' the views of the association.

M essage from the
Executive Director

Luz A. Rubio, CAE

| am very happy to report that in the last six monthswe
have not received a consumer complaint on an ASA mem-
ber. | have received 9 complaints and unfortunately, these
consumers were very unhappy and were doing their research
to see who would fix their problem after the previous shop
just made it worse. | have found that consumers are getting
educated and doing research online for major purchases and
services related to their home and vehicle. Sonow | have a
few questions for you...

- Do you have a presence on the internet?

Do you have testimonias from customers?

Do you update it frequently with information, pictures,

etc.?

Do you list your affiliations?

Can they find your contact information easily?

Do you have any tips and/or information on your web-

site?

Firg of al, it'simportant for you to have a website, it’s
very affordable and ASA National can develop onefor you
at avery reasonable price. You also have to check your
email regularly.

We all want to know that other customers had a good
experience in your shop, ask your customer permission to
use any comments from your CSI cards.

Update your website regularly, add a new coupon, add
well wishes on the most current holiday, change the pictures
of your employees, etc.

Add the ASA logo to your website and any other or-
ganizations you belong to. Thisaddsto the credibility of
your business and establishes your reputation. Customers
dolook for other affiliations and qualify you by them.

| have visited many of your websites recently, and |
have found it difficult to find a phone number to call. Some
people don’t want to make an appointment online, they want
totak to areal person.

Here' s an opportunity to educate consumers. Post atip
of the month for your consumersto read about. Also post
any information that you fedl the customer would benefit
from, such asthe Arizona Statute that consumers have the
right to choose what shop they take their vehicle after an
accident.

Check out our website at www.asaaz.org, your com-
ments, suggestions are appreciated. We continue to make
improvements, but need your input!!!

2] The Automotive Service Association of Arizonaisan affiliate of ASA, the largest not-for-profit trade
association of itskind serving automotive service professionals. ASA is dedicated to and governed by
independent automotive service and repair professionals. ASA’ s international membership base includes
numerous affiliate, state and chapter groups from both the mechanical and collision repair segments of the

automotive service industry.

ASA advances professionalism and excellence in the automotive repair industry through education, representation and
member services. ASA’s national officeisin Bedford, Texas. For additional information about ASA, including past news re-
leases, go to www.asashop.org, or visit ASA’slegidative Web site at www.TakingTheHill.com.
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Welcome New M embers

Community Tire & Auto Service Specialists
Howard Heishman, J.
12251 N. 51st Avenue
Glendale, AZ 85304
602-978-0251

Hollywood's Body & Paint, Inc.
Hollywood Leary
2550 E. Bell Rd
Phoenix, AZ 85032

602-788-6969

Pete’sBody Shop
Wiley Jameson
PO Box 32
Wellton, AZ 85356
928-785-4023
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AUTOMOTIVE SERVICE & REPAIR WEEK

Have You Registered?

Www.naceexpo.com / www.car sevent.com

Arizona ASA Code: 24L
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ASA AZ Meetings & Events

For details of these meetings, please contact your Chapter
President listed on page 2.

September 17 Verde Valey Chapter Meeting
RSVP to Ann Anderson 928-828-9464
September 25  Prescott Chapter Meeting

6:30 p.m. @ European Auto Tech
1125 Haining Street, Prescott
RSVP to Marissa before 9/18 928-778-2231

November 5—8 CARS/NACE
Mandalay Bay, Las Vegas
www.asashop.org

Questions, call the ASA AZ office 602-544-2600

= yia

Checklist
available
online
WWW.asaaz.or g

AUTOMOTIVE

The following shops are certified Green Shops by ASA and
the Arizona Department of Environmental Quality.

Verde Valley

Canyon Automotive
Repair and Service
2025 Yavapai Dr
Sedona, AZ 86336
928-282-4424

Hansen Enterprises
Fleet Repair

4682 Old Highway 279
Camp Verde, AZ 86322
928-567-9140

Maricopa County

25 Street Automotive
4112 N 25th Street
Phoenix, AZ 85016
602-955-2637

Desert Car Care
95 N Dobson Rd
Chandler, AZ 85224
480-726-6400

Kdly Clark Automotive
Specialist

4101 E. Bdl Rd

Phoenix, AZ 85032
602-971-2225

Tony's Service Center
5352 N. 16th Street
Phoenix, AZ 85016
602-264-9866

Tucson

AAstro Transmission
8150 E 22nd Street
Tucson, AZ 85710
520-298-1103

Arizona Car Care Centers
7970 E Golf Links Road
Tucson, AZ 85730
520-546-1120

Bor st Automotive
1255 S Swan Road
Tucson, AZ 85711
520-748-8861

Firestone Complete Auto Care
3710 W InaRd.

Tucson, AZ 85741
520-744-0797

Firestone Complete Auto Care
3501 E Broadway Rd
Tucson, AZ 85716
520-881-6070

Firestone Complete Auto Care
290 W Wetmore

Tucson, AZ 85705
520-888-1165

Firestone Complete Auto Care
7950 E Speedway Blvd
Tucson, AZ 85715
520-722-3080

Firestone Complete Auto Care
2430 N 1st Avenue
Tucson, AZ 85719
520-623-6411

Hardin Brothers
Automotive Inc.
16255 N Oracle Rd
Tucson, AZ 85739
520-818-3200

Integrity Automotive Inc.
6621 N Thornydale
Tucson, AZ 85741
520-531-0120

Milex Auto Service
Centers

6911 E Broadway Blvd
Tucson, AZ 85710
520-748-8861
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Tech Tip from Denny

Denny Mandeville, AAM isthe owner of
Canyon Automative in Sedona and the
Verde Valley Chapter President he can be
reached at 928-282-4424

We have all experienced the phenomenon of never seeing
some weird repair, then seeing several of them in a seemingly
short period of time. Therearen’t alot of Miatas in our cus-
tomer base, but suddenly we have been seeing several new
customers with Miatas. Many times these are DI'Y ers and,
certainly, the last two were.

Thefirg customer’s complaint was the idle had dropped
bel ow the speed for smooth idle and (using his trusty repair
manual) has attempted to adjust idle speed by turning the air
by-pass screw. Now it wouldn't idle at all- could | please ad-
just theidle?

Of coursg, the air by-pass screw wasn’t going to correct
his problem. This engine uses MAF and | was looking for
false air using propane when | had areaction by the IAC. This
reaction seemed to beright at alocation where plastic housing
was crimped into metal housing. After several swipes| de-
cided the false air was coming from a defective IAC.

Okay- replacing the IAC and all therelated hoses didn’t
change anything. So, | bit the bullet and removed the top ra-
diator hose to remove the air intake ducting. Whoa! The plas-
tic ducting hadn’t been re-installed correctly when the cus-
tomer replaced his own fan belts and the alternator belt had
rubbed a holein theducting. It realy isn’t the direct ducting |

am talking about- but the dip down, turn around, go some-
where ducting manufacturers are using lately. | plastic
welded arepair to the duct and made the final adjustments,
bolted the air ducting correctly and sent him on hisway.

Y eah, he paid for the IAC and the time because | made a
diagnosis as best | could- it was no dlam bam, thank ya
ma’am guess and by golly diagnosis. But, it was alearning
event.

It wasn't two weeks later when another new Miata cus-
tomer showed up with an idle problem. Y up, he had just
put belts on his car and the idle problem showed up afew
days later. Out came the plastic welder and another satis-
fied customer left our shop, convinced | was the greatest.

If you haven’t run into one of these Miata's, the alter-
nator belt runs very close to the duct work and it isnot easy
toinstall the duct correctly. A bolt holds the assembly in
place, but the holein the plastic israther large- so take you
time putting it back together again, pull the duct forward as
far asit goes and make sure that bolt istight.

Thisnext tip isfrom my friend Dave Whitmeyer from
HEFR, in Camp Verde. Many of us use the BG products
and tools and he has found a new use for his pressurized
fuel system tool. To move a vehicle with adead fuel pump
he adds flammable liquid to his container, pressurizesit,
and aims the spray into the throttle opening. Voilal The
dead vehicleisalive- at least enough to moveit from
where ever the tow-truck dropped it to the repair bay.

On my container | have two valves- one on the air sup-
ply side and one on the discharge side. | can pressurize
mine, close the supply valve, and the liquid will continueto
flow for quite some time dueto the residual pressure. Try
it, you'll likeit.
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You'll Find It
At CARQUEST

« Over 65 Locations in Arizona To Serve You . . . Over 3,400 Mationwide

« CARQUEST Carries A Complete Sefection of Parts & Accessories,
Backed by the CARQUEST Coasi-To-Coast Guaraniee

+ fFor the CARQUEST Store Nearest You, Call: 1-800-492-PART or Visit CARQUEST.com
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Just becauseit’s slow, it doesn’t mean

you can’t grow!
How to usethe dowtimesto increase your sales. . .

By David Rogers
President, Auto Profit Masters

There are certain times of the year
that a bit of a slowdown in customer
traffic seemsinevitable. Thesetimes
are the ones where many teams become
unproductive and unhappy. If you
aren’t concerned, maybe you should be!

Y our employees may not always
outwardly demonstrate their dissatisfaction, and you may
think that they ought to know by now that some weeks are
just slow, but it’swhen we relax and think we know what
others are thinking that we really get in trouble!

The secret to success in our shop is that we actually have
aplan for these tougher times that increases mor ale and
helps prevent comebacks! By planning ahead while sales
aretaking a dip, we' re actually preparing our shop to make
even more money once the slowdown is over!

We do thisin three ways:. internal/cross-training, to
make sure that our shop is prepared to handle an influx of
cars; image management and beautification, to make sure that
our shop’simage gives our neighbors a great impression of
our facility and staff; and by marketing on a seasonal plan,
where we make our biggest push in the month leading up to a
seasonal dowdown.

Internal Training/Cross-Training

In our shop, we've found that the secret isto focus on
the areasin which our shop ismost limited during the busiest
periods. By removing the bottlenecks and, asaresult, in-
creasing our capability (and therefore our capacity), we pre-
pare to make more money every year!

Say you have a guy who flashes proms and does your
heavy diagnostic work. Schedule the next most talented tech-
nician to spend a couple hours per day with that top diag guy.
By the time the shop is busy again, hewill also be able to
flash proms and confidently perform deeper diagnostics
(You'll likely be amazed what 8-10 hours of training like this
can do.).

(And of course, great diag work heps your shop stay
busy, even when car counts drop off!)

In our shop, we also train all of our staff to help uswith
estimating and parts sourcing and to do so in the proper way!
Imagine how many more dollars you could push through your
shop when you are buried in carsif, instead of sitting around
watching histool box rust, your tech would grab awork order
and help with sourcing parts and building the estimate!

Just because your service writers are buried in recom-
mendations and your techs don’t have approval doesn’t mean
that your shop hasto act like a clogged drain!

I mage M anagement and Beautification

When our shop isdow, | pay my techs and other em-
ployeesto paint, drywall, pour new concrete pads for lifts,
hang Christmas decorations, pass out flyers at thelocal movie

theater, et cetera, just to keep them productive and to get a
handle on our image —al whilefilling the pipeline with
work for next week or month.

There are two things that are important to remember and
consider, however:

Firg, control the number of hours you can afford to pay
for each job by creating a budget and sticking to it; and sec-
ond, assign the guys to the work based upon: a) your budget
and what you can part with (remember to spread it around!);
b) their hours flagged that period (help out the hungry!); and
¢) their willingness to participate in this most important work!
(Whiners and complainers move to the back of theline!)

If you plan for these things and undertake a minimum of
preparation (such as having a few gallons of matching paint
on hand, budgeting a few extra bucks each month when
you're busy, writing lists year round of things that need
mending or maintenance, etc), you can turn dow times into
times of personal and team growth . . . and you can improve
your team’ strugt in you to take care of them, even when
things are hard.

Remember: when it comes to running a successful shop,
image is everything. How your facility and staff ook creates
an expectation for the customers before they ever even reach
your front counter or pick up a phoneto call.

Marketing Before A Slow Period

Perhaps the best way to increase sales during period
when you know your shop will be dlower than usual isto
ramp up your marketing before your car count startsto drop.

In our shop, we' ve set up a seasonal marketing plan
where we stop any slowdown in itstracks by stepping up our
marketing 1-2 months before sales normally start to dip.

Since we know that the big companies and chains will
be investing a huge amount of money when it dows down so
that they can be sureto grab as much of the available busi-
ness as possible, we know we must beat them to the punch,
to be sure we get our share of those customers first!

But it’simportant to focus on bringing in quality cus-
tomers who want to take care of their car, and who arefo-
cused on quality over price. By concentrating on these cus-
tomers, we guarantee higher sales year-round, and by step-
ping up advertising efforts in the month or so before a d ow-
down, we make sure that we have a seady stream of quality
customers all year long.

If you'retired of wasting money on marketing, and want
to start making money while therest of your competition is
going through a*“slow time,” I’ ve written a book called
“You're Wasting Money on Marketing” which you can
download for free at www.AutoProfitMasters.com. It's
packed with secrets we' ve never shared before, and there sno
better way to jump start your sales (even in this economy).

David Rogersisthe President of Auto Profit Masters, an
active member of the National Speakers Assn., and is opera-
tor of Keller Bros, Inc., a CarQuest National Excellence
Award-winning shop. David isthe hogt of a weekly television
programin Denver called “ The Monday Morning Mechanic”
and is also a published author. David can be reached at
coach@autopr ofitmasters.com, toll-free at 1-866-826-7911,
or online at www.AutoProfitMasters.com.
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Collision News

California Steps Closer to Requiring
Shops to Show Parts Invoices

The Californiabill proposing to require all collision re-
pairersto provide copies of partsinvoicesto their customers
has again moved forward in the state legidature.

On Thursday, the Senate approved the latest version of the
measure and passed it back to the Assembly where it may be
considered as early as August 16.

Assembly Bill 2825 has undergone several revisions. The
latest version allows shops to remove any pricing information
from theinvoices, but still requires the shop to sharethein-
voice for any part over a $50 retail value if the customer re-
questsit.

The California Autobody Association (CAA) has been
actively opposing this and smilar measures for more than a
year. Executive Director David McClune has said the bill is
"just not realistic.” He noted that thereis no other industry
that isrequired to provide thiskind of confidential informa-
tion to its customers.

According to the provisions of the bill, any shop that
does not comply will be found guilty of a misdemeanor and
be subject to afine of up to $1000 and or six monthsin
prison.

The Senate approved the measure by a vote of 24-13.
If passed, the measure is scheduled to take effect on January
1, 2010.

Copyright Collisionweek.com. Used with permission from
Collisionweek.com.

AreYou Getting
Your Discount On
your Health Insurance?

Members of ASA of AZ receive a discount
on Individual Health Policies offered by
Blue Cross and Blue Shield of Arizona,

to find out more information,

Call 602-863-0080 or 800-777-5300

If you already have an Individua policy with
Blue Cross and Blue Shield of
Arizona, Call to verify that you are
receiving the discount today.

Don’t miss out
on this member benefit!

The Argus Group
Jim Groff & Dave Perolis

PCI Disappointed with Rl Court Ruling
on Labor Rate Survey

The Property Casualty Insurers Association of America
(PCI) expressed its disappointment with aruling by a Rhode
Idland Superior Court judge that requires every insurance car-
rier authorized to sell motor vehicle liability insurance in the
state to conduct a labor rate survey and use this information to
determine labor rates.

As CallisionWeek reported last Friday, in the case
brought forward by the Auto Body Association of Rhode Is-
land (ABARI), a Rhode Idand Superior Court judge ruled
that every insurance carrier in the state must conduct a colli-
sion repair labor rate survey and use the results of that survey
as the sole determinant of the "prevailing” auto body labor
rate.

The case, Auto Body Association of Rhode Island
(ABARI) vs. State of Rhode Iland Department of Business
Regulation (DBR), was initiated because the association felt
that the DBR misinterpreted new legidation passed in 2006
requiring the surveys when it wrote its regulations to enforce
the law. ABARI appealed DBR’ s decision to the Superior
Court. PCI intervened and made afiling in the case asking the
court affirm DBR’s decision.

“We are very disappointed with the court’ s ruling and
are considering our appeal options,” said Frank O'Brien, vice
president and regional manager for PCI, in apressrelease.
“The ruling has the potential to mandate a badly flawed
scheme for calculating the prevailing rate that could result in
inflated rates and higher repair costs. ABARI wantsto cir-
cumvent the role of competition in setting prices and force
insurersto pay whatever amount isreported to them in the
Auto Body Labor Rate Survey. We want to make sound deci-
sions about repair claims and take into account the many fac-
torsthat should be included in determining afair labor rate.
Efforts to make surerepair costs are reasonable benefit all
consumer's because they help contain the cost of auto insur-
ance.”

Copyright Collisionweek.com. Used with permission from
Collisionweek.com.

M arket Profilesfor ASA Members

ASA can provide members
with afree market profile based
ontheir ZIP code. Market profiles
provide demographic information
of the areas that surround member
mechanical and collision businesses.

For more information on market profiles,
contact Karin White, ASA’ sresearch and pro-
ject specialist, at 800-272-7467 ext 252.
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There's Power at the Front Counter
By Michael Srautman

Do you want repeat business? Does your staff want re-
peat business? Proper staffing of the front counter includes
hiring a person who delightsin the pleasure of hisher cus-
tomer. Are your customers delighted having done business
with you? The front counter of an automotive repair business
can beits greatest srength or its greatest weakness. Consider
the following in testing the strength or weakness of your front
counter staff.

The power of first impressions— If a customer calls
regarding an issue with their vehicle, doesit sound asif the
advisor doesn't careto be there? Do you have a pre-planned
phone greeting? If so, does it sound like the person answering
the phone is happy that the phone rang? After all, you should
be happy that the phone rang, right? | have called thousands
of shops across the country and most phone greetings sound
asif the person isinconvenienced to answer the phone. A
well planned, upbeat greeting is essential for first impressions
with a customer.

L ook for opportunitiesto “wow” customers— Y our
staff should be trained to listen very carefully to what and
how customers say things. They should ook for opportunities
to do something unexpected for a customer. For example,
serve your patrons coffee whilethey wait (not just turn the
coffee pot on for them). What better advertisement for your
shop than random acts of kindness? Without this type of
thinking, the experience your customer had will not be memo-
rable. On the contrary, it will be just another auto repair to
them, ultimately forgettable.

Realize that the unexpected becomes expected — If
something special isdone for a customer once, it will then be
an expectation of that customer (and any customer that they
may tell about your company). Be prepared to continually
look for waysto “wow” theindividual in each situation.

It takes the unexpected to create a memorabl e experience.
How does your staff do at delivering unexpected acts of ser-
viceto customers? Do they delight in the pleasure of their
customers? If you would like to know ways to train your team
these soft skills, email me at mike@turnaroundtour.com.

Auto Shop Tips© by Michael Strautman
mikestrautman@turnaroundtour.com
www.turnaroundtour.com
800-233-8551

LDingeor

Avoiding slip and fall injuries

Slip and fall incidents are among the
greatest workers compensation and liability
exposures facing many companies. A fall
could result in the loss of a valued employee or
thefiling of a third-party lawsuit. Fortunately, many of these
incidents can be prevented.

Slippery and uneven waling surfaces are two of the most
common causes of dips and falls. By controlling these condi-
tionswhere possible, you can avoid many accidents.

High Traffic Areas
Evaluate high-traffic areas closdly for unsafe waling con-
dition. These areasinclude parking lots, customer service
drives, customer waiting areas, restrooms, and service bays.
Immediately take care of all indentified hazards. Here are
some items to check:
. Stairs should be in good condition, of equal height and well
lit.
Stairways with three or more steps should be equipped
with ahandrail.
Curbs should be highlighted to warn of the changein
height.
Exterior lighting should be adequate and checked fre-
quently for malfunctioning fixtures.
Lot surfaces should bein good repair and free of holes and
other obstructions.
Redirect downspouts that empty onto walkways as they can
create a dip hazard.
Never leave afloor spill unattended (especially in customer
traffic areas). Clean the spill immediately and post a
“caution-wet floor” sign.
Have an oil-absorbing material available for oil spills.
Be certain that all building entrances have mats or rugsto
help keep the floors clean and dry, especially during in-
clement weather.
Keep entrances free of obstructions, including promotional
displays.
Make sure aisles and hallways are a so free of obstructions.
Implement a self-inspection program to identify hazards
and assure that necessary repairs are made promptly.
Document all inspection programs and include follow-up
procedures.

Thisarticleis provided for informationa purposes only.
Please consult with qualified legal counsel to address your
particular circumstances and needs. Zurich isnot providing
legal advice and assumes no liability concerning the informa-
tion set forth above,

L ooking tofill a position?
ASA of Arizonais proud to partner
with Jobing.com to provide you with
the most comprehensive listing
of employment opportunities.

http://asaaz.j obing.com/
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Safety Bulletin

Service special - tirerotation and four-wheel
br ake service $1,000,000

Completed operations can be expensive

“A customer brought their car into our service depart-
ment for a brakejob. Thiscustomer was a “waiter,” sowe
pushed the job through pretty quick. Thetechnician fin-
ished the jaob; the customer paid the cashier and drove off.
That car was going over 60 mph when the whed fell off,
the vehicle went out of control and crashed. It wasaterri-
ble accident. Attor neysfor the family contacted usthe
very next day.”

Y ou may not want to believe that a smpletirerota-
tion or brake job could cost your dealership in excess of one
million dollars, but the fact is it can. These incidents happen
every year and the stories are familiar. Are you a high-end
import dealer? If atechnician or someone in your “quick-
lube” department forgets to put oil back into an engine, how
much will it cost to replace it? Does $10,000 sound close? It
isimportant to protect yourself from both catastrophic and
nuisance claims. Catastrophic claims can put you out of busi-
ness and nuisance claims reduce profits. Both can tarnish a
hard-earned good reputation that took years to build.

Zurich offers the following suggestions on how to protect
your business:

Require al service and repair, ordersto be signed by the cus-
tomer.

Thisis especially critical if the service writer recommends
preventive maintenance or (manufacturer’s) scheduled service
and the customer declinesto haveit done.

Establish aquality control program in the service depart-
ment.

Require third party (service writer, QC manager) ingpec-
tion upon completion of service work.

Ensure the quality and safety of service work isthor-

oughly evaluated, especially when critical automotive safety
components are involved.

Require technicians to compl ete factory and ASE train-
ing.
Technicians must be qualified to perform assigned work.

There are other |ess obvious completed operations or product
liability exposures associated with the automotive retailing
industry. The used car business is becoming extremely com-
plicated, and consumer protection laws hold the dealer to a
higher standard than ever before. If you “guarantee” used cars
or advertise a* 100 point inspection” you should know as
much as possible about the vehicle being sold.

Again, these ar e suggestions for protecting your dealer-
ship and assets.

Use aftitle search company to verify the vehicle s history,
including:
- mileage
- salvagetitle
- unusual usage - police, taxi or emergency
vehicle.
Require the customer to complete a “ Customer title dis-
closure and trade-in certification” or “ Sellers disclosure”
form.

Thoroughly inspect the vehicle and look for evidence of
odometer tampering, replacement or rollback.

Appraisers must be diligent in evaluating trade-ins, and

determining prior damage.
Conduct a comprehensive safety inspection of all trade-in
vehicles to include;

- brakes

- ar bags

- exhaust system

- steering & suspension systems

- other critical components
Don't forget those subcontractors you use to modify new and
used vehicles. Customizing vans and pick- up trucks, install-
ing gereo systems, alarm systems or any other electrical de-
vices are not a problem until something happens. If the cus-
tomer’s car or house catchesfire, they will come back to the
dealership to talk with you first. If the subcontractor isn’t
properly insured, guess who's responsible?

Remember to choose business partners carefully. Here are
moretips:

Use subcontractors/vendors with extensive experience
(yearsin business) in their field and a good track record.

Require certificates of insurance for workers compensa-
tion, auto, general liability and product liability coverage.

Policy limits for subcontractors and vendors should be
similar to your own.

Y our dealership should be listed as an additional insured
on subcontractors’ insurance policies.
Never ingall, use or re-sdll used parts or supplies, i.e. tires,
airbags, steel, aluminum or other custom wheels, etc.

The dedler is not immune to product liability and completed
operations claims. These losses can ruin a business quickly
with ahuge legal judgement, or more slowly with a bad repu-
tation. If you'd like more help evaluating this business expo-
sure, or if you have any additional questions or comments,
contact your local Zurich account executive or contact our
Loss Prevention Department at 800-821-7803.

Labor Law Posters
ASA gives members easy accessto sate
and federal labor law posters. This benefit
simplifies the task of locating the necessary
information employers are legally mandated
to post in the workplace. 1-800-272-7467




Audatex TellsASA It I s Enhancing
Estimating System To Automatically

Default for Interior Clear
Change Will Ensure Repairers Will Get Paid for
Work Performed

“ Audatex

& Solerd company

The Automotive
Service Association (ASA) has
received some good news for
members of its Collision Division
from Audatex, a Solera company.
Rick Tuuri, associate vice president of industry relations for
Audatex, said Audatex isworking on changing the default in
Audatex Estimating, its online estimating platform that does
not automatically apply clearcoat for interiors.

Tuuri said Audatex Estimating currently does
not default to two-stage for interior, it must be selected by the
user if applicable. Thereason for this not defaulting, he said,
is because of an automated paint decode feature within Au-
datex Estimating. Once the paint code is entered, the system
automatically decodes the color and the system being used
(single stage or two stages).

Tuuri told members of ASA's Callision
Division Operations Committee that Audatex understandsthe

issue and is working on changing the default. Audatex Esti-
mating is set up to default to two-stage for exterior if a paint
codeis entered or not. But, the current default isnot auto-
mated for both two-stage exterior and interior.

Dan Stander of Jerry Stander's Collision
Works in Littleton, Colo., said, "The ASA Refinish Subcom-
mittee certainly appreciates the willingness of Mr. Tuuri and
Audatex to ligen, respond and have a solution in the works to
this concern from collision repairers and the ASA member-
ship." Stander is chairman of ASA's Refinish Subcommittee.

Audatex plansto make the change to two-
stage exterior and interior in October 2008. The change will
make for more accurate estimates and ensure that repairers get
paid for work performed.

Until the adjustment is completed, Audatex
users may go into their individua profile and adjust it to two-
stage interior on amacro or micro level (all estimates or a

Did you know? ASA Launched aWeb Page
to Assist Insurance Complaints for Each State
To accessthis site, visit ASA's legidative Web site,
www. TakingTheHill.com. The page can be found by
clicking on the "Insurer Complaint” button in the naviga-

100th Anniversary of the T

_f- I;
Thank you to Virgil Wrubel for allowing usto -

use histrivia questions. Give you something to *T
ponder before the next issue of the newdletter is
published.

Martin Luther King J. coined the phrase™ | have a
dream ". This may have been what Henry Ford thought in
1906 when he started planing the Model T. His famous quote
was' | will build a car for the multitudes ™. It has been writ-
ten that Henry Ford was a stubborn, cantankerous, semi-
literate, farmer with amechanical aptitude. He did not invent
the car or the assembly line, but he did more than any other
man to put the world on wheels. He was a kind of genius. He
could not read blueprints, rardy got his hands dirty, but he
had alot of ideas and could promote them. The brass era of
the Modd T was from 1908 till mid 1916. | think these were
the most interesting T's he built. The T was also known asthe
"Tin Lizzi€" and the "Hivver". The"Tin Lizzi€" referstoa
cheap meta car with aladies name. | could not find a defini-
tion for a"Flivver".

In the winter of 1906, Henry Ford had aroom sealed in
the Piquette Avenue plant in Detroit. A team headed by Ford,
Charles Sorensen, and Joe Galamb designed the Model T us-
ing ModelsR & Sthat were produced in 06, 07, & 08 asit's
base design. The firs Modd T was produced Sept. 27, and
introduced to the public on Oct. 1, 1908 as a 1909
model. The09 Modd T was the first Ford with aleft hand
steering wheel, it sold for $825 dollars, and sold over 10,000
cars. Thiswas anew production record for auto mak-
ers. Initialy the T took 12 hours 8 minutes to produce. By
1913, the assembly line reduced that to 1 hour 33 minutes. In
1927 he built one every 24 seconds. The price was lowered to

$525 dollarsin 1913, and only $260 dollarsin 1925. Ford
produced more vehiclesin 1923 and 1924 than all auto mak-
ersinthe U.S. combined. In 1914, Ford paid hisworkers $5
dollarsa day. By 1925, | would think that the wage would be
$7 to $8 dollars a day, which would mean his employee could
buy a new Ford car for 30 to 40 days pay. It gave him a built
in market. Wouldn't you like to buy a new car for 30 to 40
days pay today?

Mr. Ford went to Palm Beach FL. in 1905 to watch a car
race. He noticed awreck involving a French car, and noticed
the car had lighter, stronger sedl parts. He discovered the car
used vanadium steel that was not used in the U.S. Normal
steel had 60,000 pound tensile strength, vanadium steel had
170,000 pound tensile strength. Thismade the Modd T last
longer than other vehicles. Henry Ford built a steel mill to
produce vanadium sted. The T made few changesto it's basic
chassis and engine in the 19 years it was produced, which led
to the end of it's production, and the beginning of the Model
A.

Thephrase " You can haveaMode T in any color so
long asit ishlack " was not true for all of it's produc-
tion. Until 1913, they were available in green, red, blue, gray,
but not black. In 1926, other colors were offered to try to
boost sales. Black was probably used to standardize produc-
tion, and reduce drying time. From Oct. 1908 to June 1927,
Ford built 15,007,034 carsin 19 years. An additional 169,855
engines were built until August 4, 1941. The only modd vehi-
cle to exceed this production was the VW Bestle, but it took
more than twice as many yearsto doit. Total production of
the VW Beetle was 21,527,464 carsin 65 years.

In December 1999, in LasVegas NV, theModel T was
named the "Car or the Century” by 133 auto journalists and
experts, who were chosen from the auto industry and car
clubs, who voted over 3 years with numerous ballots, starting
with over 700 candidates.
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oo =1V K= 00100 gl Coking to bid out a service, contact one of our associate members!

Air Conditioning Parts & Kits :
AAPAK Gary Stinson  602-254-1116

Automotive Part / Supplies
Autohaus Arizona, Inc. Carolyn Lefebvre, 602-243-4287
AutoZone Tony Swinson 602-435-4458
B&T Tools (Matco Tools Dist.),
Butch Weisenbeck, 928-300-1954 (Cottonwood)
BAP Import Parts Larry Del Rae, 602-242-4308 (corporate)
CARQUEST Doug Klein, 602-282-6816 (Didtrict)
Charleston Auto Parts Jim Cardy, 928-753-5571 (Kingman)
Kenz & Ledlie of Arizona,
Will Rasmussen  623-764-3671 (Statewide)
Jasper Engines & Transmissions Mike McDonald
800-827-7455 xt 1528 (statewide)
Merle's Automotive Supply Steve Sattinger, 520-622-3526
(Tucson)
Monty's Motor’'s Greg Montoya 520-458-2061 (Sierra V|sta)
Pro-Cut Distributor / Mutt Enterprises, Inc.
Clayton Hollaway 928-925-1079
NAPA Auto Parts - Ryan Hennesy 602-538-5087 (District Center)$
NAPA Auto Parts—A pache Junction, Jay Stouse 480-982-0363
NAPA Auto Parts- Kingman Tammy Green, 928-753-2188
NAPA Auto Parts- Yuma Russ Clark, 928-341-4688
NAPA Auto Parts. Grand Canyon Auto Supply, Inc.
Craig Abernethy, 928-445-2240(Prescott)
Off Road Buggy Supply Rich Binder, 928-783-6265 (Y uma)
Rieth Auto Bob Curtis, 480-962-4211 (Mesaq)
Safety Kleen John Petty  480-250-3836
Snap On Tools— All Tech Tools (Prescott, Sedona)
Ray Smith 928-899-3547
Southwestern BG, Inc. Doug Garrison, 520-742-6936 (Tucson)
Tri-City Automotive Warehouse
Tom Hartenbower, 480-892-7732 (Phoenix)
USD, inc. Nick Navarro 602-424-2922
World Pac, Kevin Brennan, 602-738-7681 (statewide)

Car Rental
Avis Budget Group, Inc. Cari Wilson 480-283-3757
Enterprise Rent-A-Car Glenn Zeldin 602-818-8075

Customer Relations Marketing
CustomerLink Jill Stenson, 916-781-4344 (statewide)

Coallision Industry Vendors

A-1 Automotive Refinish  Troy Schooley 888-489-6338

ALLDATA Derick Hoelscher 602-809-4242 (Phoenix)
800-795-1525 asa@alldata.com (statewide)

Akzo Nobel Coatings Mike Shields 480-804-0068

Audatex Everardo Keeme 602-237-3375

AutoClip Doug Seper  317-538-4892

Bill Heard Chevrolet Mitch Elie 480-481-6610

Camelback Toyota Parts Dept. Ben Barringer  602-264-2841

Camelback VW Subaru Hermann Hartke 602-616-0801

Car-O-Liner Shawn Alarcon 623-512-7630

Doehrman Company Todd Duke 602-252-2964

Enterprise Rent-A-Car Glenn Zeldin  602-818-8075

Ever-Ready Glass Frank Thomas 602-235-6002

Insurance Auto Auctions Charlie Sanders  602-305-5345

Keystone Automotive Jerry Elwood 602-353-3415

Leading Edge of Arizona Tom Lantz 480-966-8819

LKQ All Models Randy Smith  602-470-4580

New Way Auto Parts Kent King 520-622-7781 :

Sherwin Williams Automotive  Brian Falls 602-410-6704

Diagnostic Softwar e
ALLDATA Derrick Hoelscher 602-809-4242 (Phoenix)
800-795-1525 asa@alldata.com (statewide)

Equipment, Hoists, Lifts, etc.

Cuda Cleaning Systems, Mark Gilson 480-782-7412 (Satewide)

David Blatt LIFTCO, Inc. David Blatt, 520-615-0992 (statewide)

Doehrman Company, Inc. Todd Duke 602-252-2964 (Phoenix)
520-792-9338 (Tucson)

Leading Edge Automotive John Rang, 480-894-9661 (Tempe)

Metro Plating, Inc. Kim Brown, 480-833-8453 (Mesa)

Mutt Enterprises, Inc. / Pro-Cut Distributor, Clayton Hollaway,

928-925-1079 (statewide)

Gordon-Darby, Inc. Anne Hagerty, 602-437-8041(Phoenix)

Environmental Consultants
Van's Environmental Service Brian Vance, 623-674-8267

Gasoline Supply

Hallum Oil David Hallum, 602-254-5163 (statewide)
Navajo Refining, Bill Champlin, 480-821-8445(statewide)
Union Distributing Dave Lueth, 602-358-2410 (statewide)
Win Qil, Inc. Jeff Pugliano, 800-845-4914 (statewide)
Woody's Enterprises Jack Lowe, 520-684-7868 (Tucson)

Insurance
The Argus Group 800-777-5300 (statewide)
Dave Perolisxt. 106 Jim Groff xt. 105

Commercial Insurance Specialists, LLC.

Greg Golucci 480-612-1671 (statewide)
Workman Insurance Bob Workman, 520-531-1300 (Tucson)
Zurich Direct (statewide)

Dan Oades, 602-312-0039, Mike McCoy 623-238-8792

M er chant Services—Cr edit Cards
Firg Data, Kevin Holladay 480-332-9272 (statewide)

Radiators
Hawkes Discount Radiator Terry Stewart 602-426-8183
Performance Radiator Greg Anderson 602-462-9260

Towing
Rapid Towing Ben Wilson, 928-445-7387 (Prescott)

Transmissions

All TransInc. Mike DePalma, 602-233-3835 (statewide)
Training

Automotive Training Institute, Ken Brookings, 208-263-8170
Auto Profit Magers  David Rogers 866-826-7911(statewide)
CARQUEST Doug Klein, 602-282-6816 (Phoenix)

NAPA Auto Parts - Ryan Hennesy 602-538-5087

Tri-City Automotive Tom Hartenbower, 480-892-7732 Phoenix)

Uniforms
UniFirst Corporation, Patrick Scillo , 602-253-1144 (statewide)

Used Oil
Safety-Kleen, John Petty, 480-250-3836 (statewide)
SW Petroleum Waste Mgmnt, Lore Parker 623-772-5992

Worker’s Comp. Insurance
Commercial Insurance Specialists, LLC.
Greg Golucci 480-612-1671
SCF of Arizona Phoenix 602-631-2600 / Tucson 520-292-4142
Zurich Direct ~ Dan Oades, 602-312-0039
Mike McCoy 623-238-8792
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AJO
2050 N. Hwy 85
520-387-6962

APACHE JUNCTION
2204 W. Apache Trail
480-982-0363

AVONDALE
519 W. Western
623-932-1550

BENSON
181 S. Patagonia
520-586-2272

BUCKEYE
126 S. 4th Street
623-386-5616

CAMP VERDE

27 West Generd Crook Trl.

928-567-3356

CASA GRANDE
217 E. 2™ Street
520-836-2965

CHANDLER
71 E. Frye Rd
480-963-6402

CHINO VALLEY
1448 S. Hwy 89
928-636-6272

COOLIDGE
403 W. Centrd
520-723-9551

COTTONWOOD
420 S. Main
928-634-4213

DOUGLAS
500 Chiricahua Rd
520-364-7449

EL MIRAGE

12555 NW Grand Ave
623-583-0888

AR
4{NAPAD

A ______£&

AUTO PARTS

N S —————

ELOY
451 S. Sunshine
520-466-9231

FLAGSTAFF
1865 E. Butler
928-774-2733

FLORENCE
440 S. Main
520-868-5839

GILA BEND
619 W. Pima
928-683-6324

GILBERT
1022 N. Gilbert Rd
480-892-9866

GLENDALE
6020 W. Myrtle
623-939-8383

GLOBE
1100 N. Broad St
928-425-5714

GREEN VALLEY
19193 S. Alpha Ave.
520-648-6272

KEARNY
393 Alden Rd
520-363-5557

KINGMAN
2545 E. Andy Devine
928-753-6759

LAKE HAVASUCITY
124 N. Lake Havasu
928-855-9171

MARANA
13750 N. Sandario
520-682-3031

MARICOPA
19563 John Wayne Pkwy
520-568-2341

Getz=Go

MESA
3051 E. Man St
480-924-6992

MESA EAST
6827 E. Main St.
480-294-6999

MESA WEST
2330 W. Broadway
480-281-0140

NOGALES
570 W. Maricopa
520-761-1602

PAGE
621 Elm St
928-645-8876

PARKER
817 Cdlifornia Ave.
928-669-2262

PAY SON
110 W. Main
928-474-5221

PEORIA
10447 N 83rd Ave
623-979-3363

PHOENIX EAST
2150 E. Thomas Rd
602-267-0677

PHOENIX SOUTH

502 E. Buckeye Rd
602-254-6643

3707 E. Broadway #5
602-437-3028

PHOENIX NORTH
2711E. Bdl Rd
602-344-2000

PHOENIX WEST
2811 W. Thomas
602-272-5611

7622 W. Indian School
623-850-6272
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PHOENIX NW
618 W Deer Valley
602-869-0912

PHOENIX CENTRAL

3331 W. PeoriaAve #101

602-978-2200

PRESCOTT
533 N. Madison
928-445-2240

PRESCOTT VALLEY
7563 E. Hwy 69
928-772-9455

QUEEN CREEK

18423 E. San Tan Blvd. #3

480-279-2645

SAFFORD
628 5th S.
928-428-3873

SALOME
HWY 60 & Sort St
928-859-3405

SCOTTSDALE
1923 N Scottsdale Rd
480-949-8808

SCOTTSALE NORTH
8241 E. Evans
480-991-0161

SEDONA
2885 W. Hwy 89A
928-282-4193

SHOWLOW
330 W. Deuce of Clubs
928-537-4317

SIERRA VISTA
409 W. Fry Blvd
520-458-1713

SNOWFLAKE
821 S. Main
928-536-4251

od Stu

SPRINGERVILLE
106 E. Main &
928-333-2688

ST.JOHNS
1175W. Cleveland
928-337-4351

STANFIELD
36650 W. Hwy 84
520-424-3321

TEMPE
720 W. Elliot Rd
480-820-7900

1848 E. University
480-968-7282

TUCSON
880 E. 20th St
520-623-8821

WICKENBURG
457 W. Wickenburg
928-684-2861

WILLCOX
650 S. Arizona
520-384-2287

WINSLOW
1507 N. Park Plaza
928-289-2043

YUMA
360 10th St
928-782-4721

3080 S. Pacific Ave
928-341-4668

CALIFORNIA

BLYTHE
184 N. Spring &
760-922-2141

NEEDLES
820 W. Broadway
760-326-2668
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