Kathy Draskovic owns
Mike' s Auto Tech in Glen-
dale with her husband Mike.
She can be reached at 623-
979-2653

Throughout our lives we're aways learning, adapting
and evolving, or at least we should be. There have been so
many changes in our industry since Mike and | started our
business. Astheindustry has changed, so hasthe way we
run our business.

| attended CARS in Las Vegas at the beginning of No-
vember. | have attended so many classes and seminars, but
yet it always amazes me, how much thereistolearn. | a-
ways learn at least something from every class. Attending
the classes this year was no exception.

Asusual, | came back ready to make some small adjust-
ments, and some bigger changes. | just wish | could have
taken our whole crew from the shop so that they could get
excited about making the changes too. I’m sure when they
hear that I’m going to a class or seminar, they roll there
eyes, knowing | will come back ready to change some
things.

The classes were very short and to the point. They were
informative, without wasting my time. They were well
worth every minute. There were many changes madeto this
year’s event, including the name: ASRW—Automotive Ser-
vice and Repair Week which combined both CARS and
NACE at the Mandalay Bay in LasVegas. Therewerealot
of events going on and | still have blisters from all the walk-
ing.

After dl issaid and done, I’'m very grateful for the ex-
perience. Aslong asthere are people willing to show us a
new way of doing things or looking at things, 1’1l be attend-
ing classes. Trying to learn, adapt and evolve.

Speaking of learning.. The State Board met on Decem-
ber 13. One of the changes for 2009 will be format of our
Sunrise event. It will be afull day packed with training for
you and your technicians. Circle Saturday, July 18 on your
calendar, details of the event will be available soon.

SuRhIS

Lriwing vour Busiress e t1e Ritune

Saturday, July 18
Details coming soon!
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Happy New Year
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% May the new year be filled with health, %
happiness and prosperity.
From your
Board of Directors and Staff ¢
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L ooking Back at 2008
/\,é

ASA of Arizonawas hard at work
during 2008.

Launched new website January 08—
WWW.as387.0rg
Testified at ADEQ Clean Air Act hearings
Met with legidators, sat in hearings, contacted legislators
on the opposition of SB 1291— Towing of Vehicles (Bill
was pulled and did not move through legislative process)
Distributed annual ASA of Az directory
Coordinated Chapter meetings along with local Chapter
Presidentsin Yuma, Mohave, Tucson, Prescott and Verde
Valley
Had a successful Sunrise 2008 in Prescott, Arizona
Sponsored Two for the Road USA Radio Show
Work closaly with Collison Division Work group to:
Launch State Farm Education Letter
Callision Indugtry Social
Launched Autofixblog for Collision Professionals
Improved member communications through email and
fax
Continued to certify “Green” Shops throughout the state.
Worked with ADEQ and stakeholdersto improve Green
Shop Program

“A Shop Owner's
Guideto Surviving the
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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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Chapter Happenings

Phoenix Chapter—
Holiday Party at Turf Paradise

Tucson Chapter—
Holiday Dinner at Viscount Suites

Welcome New M embers

Regular Member—Mechanical
Deer Valley Car Care
Richard Glass21465 N. 78th Avenue
Peoria, Arizona
623-792-5147

Associate Member—Parts Supplier
SanTan Honda - Superstore of Chandler
Dan Murphy
1150 S. Gilbert Road
Chandler, AZ 85286
480-285-2804

ASA Members Participatein NABC's
Recycled Rides Project.

Recycled Rides is a community awareness project
whereby members of the National Auto Body Council repair
and donate recycled vehicles to familiesin need throughout
the United States. Repairers, insurers, paint suppliers and
parts vendors all participate in this project. 911 Collision
Center in Tucson, Raintree Auto Body in Scottsdale and
Impact Auto Body in Mesa participated in this event.

On November 24 Bob Schubert of Impact Auto Body
handed the keys of arecycled 2002 Honda Odyssey to a rep-
resentative of the Disabled American Veterans of Mesa which
will be used to transport disabled veterans to appointments.



M essage from the
Executive Director

Luz A. Rubio, CAE
Happy New Year!!!!

Once again, as| do every January | remind you to include
ASA as part of your New Year’'sresolution. I'm talking
about involving yoursealf in your indugtry, learning from your
peers and informing yourself of what is yet to come so that
you are prepared.

We all do it every January, propose that we are going to
have timeto do everything we didn’t get to do the year be-
fore. Thegood intentions are there, but when redlity setsin
we start reacting to the present rather than planning for our
future.

If you do one thing this year, take one hour a week for
ASA business — visit the website, our local and our national
(www.asaaz.org / www.asashop.org)., read the newsl etter or
magazine., respond to an email or write a comment on the
blog, call an ASA member and exchange ideas. Just devote
one hour aweek to learn about what is going on in the indus-
try and what ASA isdoing on your behalf.

You Board of Directorsat ASA of AZ isnot reacting, but
planning ahead to bring information and education to you in
order to maximize the success of your business. Thisyear we
are planning on reformatting our Sunrise event. Werealize
time and money are a commodity, and we don’t want to waste
either of them. On Saturday, July 18 we will be offering a
full day of management and technical training. Plan for your
future, circle the date on the calendar and I'll see you there.
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automotive news and reviews

KKNT Radio 960 AM - Phoenix -

Saturday - 6 PM to 8 PM

KBSZ 1250 AM - Wickenburg - Mon. 10-12 noon

KIKO 106.1 FM - Globe - Friday 12 - 2 PM
Two for the Road USA has been ranked the #1 weekend
talk show on KKNT 960 AM and continues to be a
weekend favorite for the Arizonalistener.

ASA—Arizona State Board

Officers
Kathy Draskovic—Chair man
Mike s Auto Tech, Glendale
623-979-2653  kathydraskovic@yahoo.com

Joe Cross, State Secretary
Tucson Cylinder Head Service, Tucson

520-624-771 jfcinaz@aol.com

Danny Guido, State Treasurer
Tony's Service Center, Phoenix
602-550-4715 phxguido@yahoo.com

Board Members

Dave Whitmayer
Verde Valley President
928-567-9140 witt@sedona.net

Josh Schmidgall
Yuma Chapter President
928-782-9847  josh@smittysbodyshop.com

Sean Booth
Prescott Chapter President
928-445-0505 jaclinic@gwest.net

Sean Meares
Grand Canyon Chapter President
928-474-9330  paysondriveline@chiwire ess.com

Russel Smith
Mohave County President
928-692-1717  staffer @ctaz.com
Jacqui Harry
Tucson Chapter President
520-790-6035 i.jaybeesauto@gmail.com

Danny Guido, AAM—Chair man
Phoenix Chapter President
602-264-9866  phxguido@yahoo.com

Bob Jones
State Educational Director
480-557-0655 bobjones@quality-trans.com

Russell M cCloud, AAM
Affiliate Assembly Representative
928-783-8808 rmccloud@theriver.com

Staff: Luz Rubio
Executive Director
602-544-2600  |uzrubio@asaaz.or

motive service industry.

ASA Newsletter—The Roadrunner

Is owned and published by the Automotive Service Associa
tion of Arizona, representing businesses in the automative
industry. Thisnewdetter is published at least 11 times a year
and isfor information purposes only. The contents of the
newsdl etter including editorials do not necessarily represent
the views of the association.

B 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 inde-
pendent automotive service and repair professionals. ASA’ s international membership base includes numer-
ous affiliate, state and chapter groups from both the mechanical and collision repair segments of the auto-

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.



http://www.asaaz.org
http://www.asashop.org)
http://www.asashop.org
http://www.TakingTheHill.com
mailto:kathydraskovic@yahoo.com
mailto:jfcinaz@aol.com
mailto:phxguido@yahoo.com
mailto:witt@sedona.net
mailto:josh@smittysbodyshop.com
mailto:jaclinic@qwest.net
mailto:paysondriveline@cbiwireless.com
mailto:staffer@ctaz.com
mailto:Jacqui.jaybeesauto@gmail.com
mailto:phxguido@yahoo.com
mailto:bobjones@quality-trans.com
mailto:rmccloud@theriver.com
mailto:luzrubio@asaaz.org

Tech Tipsfrom 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

Asnoted in A Message from the Chairman, it is getting
harder to make the sale lately. It fliesin the face of reason that
if people cannot purchase new cars, and their current carsare
getting older and in need of morerepairsthat our businessis
slowing down. But it is. One area we are pushing harder, than
before, is maintenance. Use the recommended mileage sched-
ulesto your advantage, as well asthe marketing of “keeping
your car in safe operating mode longer with the best mileage
possible’. If you subscribeto IDENTIFIX they provide a
darned good maintenance plan along with explanations asto
why aserviceis beneficial or required. What we find works
pretty well istolook at the current mileage, and go for the
next service interval and provide them with the suggested
maintenance and estimated cost. We print out the “customer
copy” with al the explanations and give it to the customer at
the time they are picking up. Thisworks especially well with
the major/expensve intervals and we are able to close more
sales than waiting for the customer to come to us for service.
Education, on our end, is what keeps our customers happy
and safe, because they sure don’t get it from the dealer when
they purchased the car.

Have you ever had a belt sart to shed one, or two, ribs
and nothing that obviously caused it? | have seen this more on
the diesdls, but it does occur on gas engines aswell. The belt
tensioner may be coming apart- often not enough to be obvi-
ous, but just enough to shift abelt off the next pulley. It took
me three belts on thefirst vehicle before | figured it out- and
it was a month between belt replacements, so it isn't aquickly
confirmed problem.

Tip #2

Customer had his’96 F350 towed in for stalled in flight,
no re-start. Thiswas a 7.3 non-inter-cooled engine. No codes,
of course (which was surprising) so | proceeded diagnosing
the hard way, checking for fuel delivery, initidly. | also moni-
tored the data while cranking and noticed low Injector Control
Oil Pressure- but it hadn’t set a code, and it should have.
When | checked the high pressure oil reservoir there was no
oil in it! After refilling the reservoir the engine started- and
only ran until the oil was depleted. Repeated this step twice
more until 1 was convinced the oil pump was not re-supplying
the high pressure side. Whileresearching pattern failures|
ran across an AERA (Engine Re-builders Association) bulle-
tin TB1849 about an ail plug, located in the timing cover that
could vibrate out of the main oil galley leaving the oil pump.
The engine number fell within therange of these engines
(#201681 thru #375549). The engine serial number CAN be
found on the machined pad next to the ail filter. Y ou will

have to scrape the paint off to read it- it is NOT visible with-
out scrapping. The number reads up and down. Safe to say,
mid 1995-mid 1996) engines are likely candidates for this
problem.

Step 1 of therepair procedureisto “remove the enging’,
and depending upon flat rate used, runs between 17 and 20
hours. I’'m here to tell you 2 men, with fresh experience, can
remove this enginein 45 minutes- and re-ingall it in less than
2. Long story, but we had to yank this engine atotal of 3
times before we got it right.

As you can imagine, quoting 20 hours worth of labor,
plus parts, on something you can't prove, is gut sucking at its
best. Thereason you have to pull the engine is because while
the oil pump isexterna, the pickup is bolted to the oil pump
inside the oil pan. Rats! Y ou can imagine my relief when |
found the plug lying in the block- see photo. | re-ingtalled the
plug using loc-tite and new seals. Remember to pack the ail
pump with Vaseline to facilitate quick prime at restart.

Littletricks we learned for rapid engine R& R- take turbo
off, and the wye, but |eave the short pipesin place. Remove
the AC and vacuum lines from the brackets where they cross
the cowl and tie them up to provide the clearance for these
pipes. Loosen the down pipe by the transmission and remove
the clamp from the pipe on top. Twist the engine dightly to
the passenger sideto clear the wiper motor. After the engine
isout, loosen (but don’t remove) the transmission dipstick
bolt. Loosen the clampsfor the exhaust pipesto allow easy
connecting to the turbo wye upon reinstallation. Takethe
right sideinner fender bolts out, and pull the inner fender out
to allow reaching the transmission dipstick bolt during re-
installation.

Onemoretrick- in years past we used half-moon shaped
wrenches called sarter wrenches (some were J shaped). They
were common fare on the tool trucks, but are now special
order. One of my wrenches has a 10mm end (Snap-On #
CXM1012)- thiswrench is anecessity and saves soooo much
time on turbo R& R as it reaches around the angles and be-
tween the firewall.

So, referring back to paragraph 3asto 2 extraR&R's-
here isanother tid-bit. The oil pan isheld on with the silver
colored IHC RTV and requires quite abit of brute force to
remove the ail pan. | thought | had it straight by laying it on
the floor and beating the flanges. After the second session of
oil leaks| had aflash and bolted the dry oil pan to the block.
Whoa! - there was the |eak, caused by a not quite flush corner.
We beat the ail pan flat to the block and stopped that 1eak.
Word to thewise- and | will be looking at block-to-ail pan fit
awholelot more carefully in the future. Ain’t experience a
bitter, wonderful, teacher?

Refresher on why we look at |PC PID when diagnosing a
gtall or no start. There aretwo oiling systems on this engine,
both supplied by alow pressure, externally mounted, oil
pump. There isahigh pressure pump mounted in the valley
where the injector pump used to be mounted on 6.9/7.3 en-
gines. This pump supplies high pressure to each cylinder head
to operate the injectors. No high oil pressure, no injector
spray.

Why am | going into detail, you ask? There are still quite
anumber of these engines out there, and you can be the hero,
and make money by remembering the short cuts.



a Collision Industry Blog is
or |Launched!
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The ASA of Arizona has launched the Collision Indus-
try Blog—AUTOFI XBLOG.COM. Hereisancther tool to
exchange information, hash out issues, propose solutions
and provoke conversations on industry issues.

Over 35 comments have been posted to date in catego-
riesranging from:

- Prevailing Rate

Get in the Game or Go Home

Share you Ideas

Welcome

Business Matters

Individuals may subscribe to receive notification of
new postings by entering their email address. Once anew
comment is approved, natifications via email are sent to all
subscribers.

Comments can be submitted as a response to a new post
or visit the website and submit a new thought under one of
the posted categories. A link to the blog can be found at the
bottom of the homepage of the ASA AZ website:
WWW.asaaz.0rg.

We invite everyone to subscribe and submit a com-
ment!

All comments are subject to review prior to posting, the ASA
Az staff reserves theright to withhold any inappropriate com-
ments.

E Have You Visited the ASA of
of | Arizona Website?
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A resource available at your convenience with

information and resources. We have designed the website
with our membersin mind and includes:
- Listing of member benefits
Associate members/resources
Current pressreleases
Upcoming training
Shop locator for you to use asareferral source and for
consumersto use asthey search for alocal ASA shop
Legidative Update, both local and federal issues posted
regularly
Legidative contacts

We have added other features for consumers that will
provide information about our membership to consumers
looking for a dependable ASA shop. Also posted isthe Mo-
torist Bill of Rightswith guidance information on selecting a
shop for mechanical and collision related repairs.

Save the www.asaaz.org as one of your favorite sitesto
visit and check it regularly as new information is posted fre-
quently.

Difficial Aute Parls of
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You'll Find It
At CARQUEST

« (ver 65 Locations in Arizona To Serve You . . . Over 3,400 Nationwide

« CARQUEST Carries A Complete Selection of Farts & Accessories,
Backed by the CARQUEST Coast-To-Coast Guarantee

+ For the CARQUEST Store Nearest You, Call: 1-800-482-PART or Visit CARQUEST.com
]

AUTO PARTS

SUPPORTING

SPECIAL OLYMPICS
THROLISH
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Collision Division

A Shop Owner's Guideto

Surviving the Recession
Suggestions for evaluating your businessin a slow-
ing economy.

by Marcy Tieger
It'shere. "Recession,” "a period of reduced economic activ-
ity,""economic downturn," "tough times;" call it what you
want. The more important issue is what are you going to do
about it?

Reinvent

In his book, "150 Best Recess on-Proof Jobs," author
Laurence Shatkin identified the job of educator in histop 10
list. Thereason? Educators are needed to retrain those who
are motivated to seek specialized training to stave off obsoles-
cence, as well as those who have already been laid off.

Many in the collision indugtry get it- to educate and stay
ahead of the curve, iscritical to ashop's success. The only
modest declinein attendance at NACE this year, despite
tough economic times, is atestament to thisfact. Thereisa
hunger to develop new ways of approaching the business of
operating a collison center.

Implementing lean, the "greening” of businesses, devel oping
a"fast lane" modd for light hits (minor damage), flex hours
to enhance cycle time, are some of the ways that shop owners
arereinventing their businesses. Smart business owners are
taking advantage of the fact that they are not dammed with
work to explore the trends and ideas that have been swirling
around them, but they put off because they were perceived as
too disruptive or costly. And while some changes may have a
hard (capital) cost, say implementation of waterborne asa
component of a"greening” campaign, time to conduct
thoughtful research often yields surprising results --the cost
can actually be nominal and conversion relatively seamless.

Thisisalso thetime to focus on marketing and improve-
ment. Says G. Michael Maddock and Raphael Louis Viton in
their Business Week article, "Innovating During Recession,"
"It has been well documented that maintaining marketing and
innovation spending during recessions creates amajor bounce
effect once the market stabilizes." They suggest that if you
can gain market share now, while others may be retreating,
even if it costs you money, do it. Your growth will be expo-
nentialy larger when the market recovers.

Renegotiate

Many shop owners are eval uating their supply agree-
ments and long-term contracts with an eye toward renegotia-
tion. For some, thisis amatter of survival; for othersitisa
well-timed business decision designed to prey on the vulner-
abilities of suppliers who reluctantly agree to renegotiate for
fear of losing the business (and rarely invoke the terms of the

contract to quash the process).

| practiced law for 21 years; | know how to draft con-
tracts, how to enter them and even how to get out of them.
However, the best advice | can give about renegotiating
an existing agreement, especially a written contract, is
proceed in good faith. If your very survival is dependent
on it, share enough detail to makethat point. If you are
grinding a vendor for afraction of a point because you
can, think twice. Y ou may win that battle but find your
reputation for being "difficult" precedes you in future
transactions with this vendor and others.

Reflect

"Anticipate the difficult by managing the easy." (Lao
Tzu, father of Taoism.)

Perhaps the last advice an owner struggling for sur-
vival wantsto hear is"be philosophical.” And yet, to
some extent, a Zen approach which distingui shes that
which is controllable from that which is not can be liberat-
ing.

Things you can't control: The proliferation of crash
avoidance technology borne from a fundamental human
desireto avoid injury or death. The tendency of car own-
ersto usetheir property damage checks to pay for necessi-
ties during tough economic times (even whiletheir car
rusts and deteriorates for want of repair). Y ou've got the
picture.

Things you can control: Customer service, marketing,
cycle time and following SOPs (to name just a few).
When the shop is crazy-busy it's easy to become lax about
those things which unchecked seem trivial, isolated or
overly nuanced. But now, more than ever, isthetimeto
look at them: How many rings does it takes to answer the
phone and how pleasant is the person who answersit?Is
your business attractive from the street and if not, could it
be cured with a coat of paint and afew plants or flowers?
Do your techs spend way too much time looking for mis-
placed tools, wading through more SKUs of supplies than
the shop needs or taking calls on their cell phones? Is your
cycle time creeping up and do you know why? The cumu-
lative effect of "thelittle things" can bury a business.

Areyou listening to your customers? Apart from any
feedback you receive through aformalized CSI program,
you cannot ignore the regular feedback customers deliver
along the way before the post repair CSl call. Do you con-
duct aregular morning huddle to assess work flow and
ruffled customer feathers? Do you require your employees
to initiate customer contact to advise of the status of re-
pairs (proactive) or do they just wait for the customer call
(reactive)?

If you participate in DRPs, review your compliance
with DRP requirements. In a perfect world, every time
you failed to meet arequirement you'd get a pleasant
handwritten note with an, "oops, better luck next time"
reminder and an inquiry about your golf game. But thisis

Continued on Page 9



“THE TRUTH ABOUT
YOUR ADVERTISING”

By David Rogers

| know | need to advertise, but what
works? And how do | do it without wast-
ing my cash?

The answer to both of these questions
isassimpleasit isimportant (and if
you' ve ever thought about these questionslong and hard for
your shop, you're on theright track). But before you can
even approach answering these questions, you've got to an-
swer another one: what'’s the basdline?

In other words, in order to make better decisionsin the
future, you've got to first try to understand as much as possi-
ble about the past.

That’s not to say that there aren’t advertising agencies
out there who are more than happy to tell you what to spend
and where without a moment’ shesitation. It’sjust to say that
if you're serious about making smart, informed decisions
about your marketing budget, and putting your money into
what you know works, your best bet isto take alook at what
you' ve already done.

Think about it: how else can you intelligently answer the
guestions “How much do | spend?’ “Wheredo | spend it?’
and “When should | spend it?" without first knowing a bit
about what works...or at the very least, what didn’t work.

Sometimes that’s all we haveto go on, but it is better
than not having anything to go on at all!

So first thing to do when answering these (and any) tough
marketing questions is to begin to measure the same key base-
linethat you should measure in any investment: the ROI or
Return On Investment.

It doesn’t even take alot of fancy mathematics, Smply
follow this formula:

Total Cost = Cost + Discounts
Net Return = Salesx Gross Profit %
Total Cost + Net Return = ROI

In other words, it’s not about how many customers you
got, and how much traffic you drove. The only really impor-
tant number is how much money you actually made through
your advertisement.

That’swhy it’s so important to focus on who your adver-
tisement attract, instead of how many it attracts. If you want a
great Return On your Investment, you have to focus on bring-
ing great customers, the kind that will spend money, refer
their friends and family, and trust you with al of their preven-
tative maintenance needs.

I’m going to share alittle advertising business “insider’s
secret” with you. Most ad agencies don’t have a clue asto the
difference between a good customer or alousy one.

When they track the success of their marketing program,
nearly every marketing company you'll find will count any
warm body that comes through the door as a success. For
whatever reason, every lousy, aggravating, profit-killing cus-
tomer who comes through your front door isamajor success
for most marketing companies.

Now, if you' ve ever dealt with a company likethisin the

past, chances are you' ve had afeeling that a success to a typi-
cal marketing company doesn’t usually translate to success
for your shop.

And if you've ever measured and tracked your average
repair order, repeat visits, aswell as number of referrals, then
you know that the wrong customers answering your market-
ing call can actually cost you a lot of money, cause you a lot
of stress, and destroy your company’s morale. All of which
has probably |eft you feeling more than alittle intimidated
about investing anything into another marketing program or
advertisng campaign!

The secret, of course, isto ditch the way that advertising
agenciesthink. Every customer that comesinto your shop is
not a victory, so don’'t advertise to everyone! Thetruthis, if
you don’t want to bring in the *“ bottom-feeder” customers,
you shouldn’t advertise to them: never offer cheap discounts,
no matter how busy they’ve made you look or fed in the
past.

A solid marketing plan must focus on targeting the right
customers, and using ads that increase the average repair or-
der aswell as the car count!

The good thing for your shop is that you’ ve probably
already got a great head start on knowing what to do for your
own marketing and advertising plans. Begin studying the
numbers from the past asthey relate to these key principals,
and you will begin to understand where the future must be.

Thetrick (if thereis one) isthen to set out to separate out
the types of offers that increase the average repair order from
those that will suck your resources dry. Once you’' ve drawn
that distinction, a great way to boost your ROI isto offer bun-
dled services or packages.

For ingtance, with gasoline prices on aroller coaster, you
might offer afuel injector service, anew fud filter, and an air
filter for a package price on certain vehicles. Or try afuel
savings analysis, with a fuel injector service and oil change
for one price.

Theideaisto get customersto begin to think about how
many different things they can do to get more miles out of
every dollar by increasing their investment with you.

From there, it stimeto start choosing the right custom-
ers, and understanding where to advertise, and where NOT to!
But that’s atopic for ancther day!

In the mean time, if you'd like to learn more about mar-
keting to the right customers, | invite you to visit my website
to learn more and to download my free ebook on marketing,
“You're Wasting Money on Marketing and you Should
Probably Stop.” Get it anytime at
www.autoprofitmasters.com!

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
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OSHA Highlights Strong Y ear
of Enforcement

The U.S. Department of Labor's Occupational Safety and
Health Administration (OSHA) continued to exceed enforce-
ment goals during Fiscal Year (FY) 2008 according to newly
released data. The agency's emphasis on eliminating serious
safety and health hazards hasresulted in an unprecedented 80
percent of all violationsissued being in the most serious cate-
gories.

Nationwide, OSHA logged 87,687 violations with 67,052
of these violations cited as "serious." The proportion of those
violations classified as endangering employeesis at the high-
est level ever, and this administration has made more criminal
referrals for wrongdoing under the Occupational Safety and
Health Act than any previous one, including 12 in FY 2008
alone,

Additionaly, in FY 2008, OSHA conducted almost
39,000 worksite inspections, surpassing the agency's goal for
the year by 2.4 percent. On average, 4,000 more workplace
inspections were compl eted each year (38,515) between FY
2001-2008 as compared to the prior administration FY 1993-
2000 (34,508).

"Workplace inspections and issuing citations are a critical
part of OSHA's balanced approach to improving workplace
safety, but thereal test of successis saving lives and prevent-
ing injuries," said acting Assistant Secretary of Labor for
OSHA Thomas M. Stohler. "According to preliminary num-

At SCF Arizona,

When it comes to controlling the costs of
workers' compensation insurance, SGF
Arizona is pleased to work in partnership
with the Autometive Service Association
of Arizona.

+ Safety Services and Loss Control

« Claims Management

= Association Safety Program

SCFiizos

Ar ﬂ'ﬂﬂ'&jlr.‘ i

602.631.2000

We Team Up for Safety.

bers for 2007, the workplace fatality rate has declined 14 per-
cent since 2001, and since 2002, the workplace injury and
illnessrate has dropped 21 percent - with both at al time
lows. This year's inspection numbers show that the strategic
approach used by OSHA - targeting highest hazard work-
places for aggressive enforcement while also using education,
training, and cooperative programs to improve overall com-
pliance - can help achieve significant reductionsin workplace
injuries, illnesses and fatalities."

Innovative approaches such as the Enhanced Enforce-
ment Program (EEP), Site Specific Targeting and National
Emphasis Programs (NEP) are methods OSHA uses to target
the most hazardous workplaces and employers with high in-
jury and illnessrates.

EEP's purpose isto pursue employers with a history of
serious, willful and/or repeat violations with OSHA. During
the program's first five years (FY 2004 to 2008), OSHA iden-
tified 2,471 inspectionsthat qualified for the EEP.

Site-Specific Targeting allows OSHA to focus its en-
forcement efforts on workplaces with the highest rated inju-
riesand illnesses. In FY 2008, 3,800 worksites were targeted
for unannounced comprehens ve safety inspections.

The NEPs focus on major health and/or safety hazards of
recognized nationa significance. They also guide OSHA field
offices to plan programs and conduct inspections consistently
across the nation. During FY 2008, OSHA conducted 8,730
inspections related to an NEP.

Reprinted with permission by CollisionWeek.
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A Shop Owner's Guideto

Surviving the Recession
Continued from Page 6

an imperfect world, and the same people who are monitoring
your KPIs are scrambling just like you, and would much pre-
fer to work with shops that follow their requirements without
awholelot of babysitting.

Bottom line: conduct an internal compliance audit on all DRP
requirements. If you agreed to the terms, make sure you fol-
[ow them.

Also, get ahead of any problems. If you have had the
benefit of someone telling you you're not in compliance (yes,
benefit, sometimes an inattentive owner may not know the
extent of the problem until it istoo late) schedule a meeting to
discuss thiswith the DRP representative and cement therela-
tionship. Be prepared to own up to any short-comings and
commit to fixing them. Again, be proactive not reactive.

Retool

If you have not had to lay off an employee, you probably
know someone who has, and so does your team. We are
working in an economy where "right-sizing" (the prettier twin
sister of down-sizing) hasresulted in lay-offsin all indugtries.

For thefirst time, many shops are faced with having to
downsi ze because of fewer carsin the door, which begsthe
guestion: How brave will you be in the selection of who goes
and who stays, and will you use this as an opportunity to
eliminate empl oyees who are a drag on your business?

For ingtance, are you one of those shop owners who gripes
about a master tech who rulesthe roost, bullying employees
and acting like a prima dona, but istoo afraid to let him go?

While evaluating the quality of your team and even the
possihility of looking outside the business to upgrade, stan-
dards of decency may dictate that you ask: Is there something
I (my shop manager/a designated mentor/a one day seminar)
could do to coach and assist an underperforming employee?
In therush of business, we sometimes put up with mediocrity
and bad behavior in our employees and even model it in our
own behavior. With timeto reflect and retool, consider the
fairness equation in rehabbing an employee. But if it doesn't
make sense, et them go and recognize that there are plenty of
great people, victims of down-sizing, who are ready to be part
of your A Team.

MATIOMNAL AUTOMOTIVE SERVICE TASK FORCE

www.nastf.org

Reorient

With al of thistalk of boldly and imaginatively plow-
ing through a tough time, it would be unfair to ignore the
financial, mental and physical cost of retooling. While
some characterize the cost of say, converting to waterborne
paint, asnominal, (one multi-shop operator who converted
several small shops estimated the cost to upgrade booths
and blowers at around $10,000), for others, this expense
may represent the tipping point on a scale where the "it's
timeto pack it in" weight has been bearing down for years.

The problem for many shop owners who reach this
point is properly valuing their businesses. During the 90's,
it was not unheard of for shops to be sold for 4 to 5 times
the annual cash flow of the business.

Many shop ownersremember those times and assume the
same will be true now, in spite of many indicatorsto the
contrary. As such, a shop owner who is contemplating a
sale should do his or her research and get agood fed for
the market.

For ingtance, an asset purchase sale may be more
streamlined for those in ahurry, but it will yield a far lower
value than a business sold at multiples of cash flow (in
today's market, usualy in the neighborhood of two or three
times cash flow for a healthy business, with few excep-
tions). However, to make the case for the second scenario,
where consideration is paid for goodwill in the business,
may require that an owner hang on alittle longer to bulk up
the business before going to market. This may require him
or her to cement DRP and dealer relationships, build up the
customer pay side of the business, better manage vendor
contracts, and cleaning up the books so that personal ex-
penses are no longer run through the business. Thiskind of
pre-work can enhance the value of the business and make it
more attractive to a potential purchaser.

Conclusion

Difficult times require something other than a business
as usual strategy, but they do require a strategy. The shop
owners who are best positioned to weather the storm are
those who do not retreat, but instead use thistimetore-
flect, retool and even, reinvent their businesses.

Marcy Tieger isa consultant with Symphony Advisors,
LLC, afirm focused on delivering strategic, operational
and financial advisory services to the automobile aftermar-
ket parts and services supply chain and to automobile in-
surance physical damage claims organizations. She holdsa
B.A. and aM.A. from California State University, Fuller-
ton and a Juris Doctor from Western State University, Col-
lege of Law.

She can be reached at

mar cy.tieger @symphonyadvisorslc.com.

Reprinted with permission by publisher of CollisionWeek
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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
BAP Import Parts Larry Del Rae, 602-242-4308 (corporate)
CARQUEST Doug Klein, 602-282-6816 (Digrict)
Charleston Auto Parts Jim Cardy, 928-753-5571 (Kingman)
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 Vista)
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 Derrick Hoelscher 602-809-4242 (Phoenix)
800-795-1525 asa@alldata.com (statewide)

Audatex Everardo Keeme 602-237-3375

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

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
LKQAIl Models Randy Smith  602-470-4580

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 (datewide)

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

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)

Referral Service (Online)
NARPRO—Jay Jennings 602-228-6217

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

Transmissions

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

Automotive Training Ingtitute, 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

Warranties—Extended Service Contracts
Southwest Motor Programs— Diane Huffmaster 480-609-7432

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
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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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