
WATCH 

THE PRESS 

CONFERENCE!

abrn.com/
chicago2015

EVENT SURVEY!
What training do you want in Chicago? 
http://bit.ly/AutomechanikaChicago

TECHNICAL FOCUS

NITROGEN USE
Boost shop product 
quality, cost savings
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SPRAY TIPS
Improve labor, 
materials profits
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Performance. Reliability. Success.
With our competitively priced replacement parts, you no longer have to settle for anything less than 

Mercedes-Benz quality. But that’s just part of the story. You see, our starters and alternators all carry 

a 12-month, no mileage-restriction warranty. So our parts are not only a great deal. They’re a great 

value. Since they’re genuine Mercedes-Benz, you can have confidence they’ll last, and so will your 

relationship with your customers. 

 

Contact an authorized Mercedes-Benz dealer or learn more at www.mbwholesaleparts.com. 

 

MSRP excludes state and local taxes and freight if applicable. Prices may vary by dealer. See your 
authorized Mercedes-Benz dealer for additional details or a copy of the Mercedes-Benz parts 
limited warranty. *Excludes CORE deposit.
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WHAT IS ABRN COMMUNITY? The ABRN community is an online NETWORK for your business. It's a place to go to post articles , blogs, videos, photos and audio clips to share 
ideas with other collision repairers. Community content is used in ABRN's twice weekly e-newsletters. Check it out at http://workshop.search-autoparts.com
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TRAINING

AUTOMECHANIKA CHICAGO SET 
TO KICK OFF IN 2015 
The new trade show, produced by Messe Frankfurt 

in partnership with the Advanstar Automotive Group, 

will focus on tech training and product discovery. 

MARKETING

PPG MEETING TEACHES CUSTOMER 
ENGAGEMENT

8 
PPG's MVP Business Solutions Spring 
Conference taught attendees that en-
gagement is essential for shops to build 
brand awareness and customer referrals.

TRAINING

I-CAR, FORD CREATE F-150 TRAINING

8 I-CAR and Ford have partnered to create 
two collision repair training courses for 
the 2015 F-150, the Ford F-150 Struc-
tural Repair course and I-CAR Aluminum 
Welding Training & Certifi cation.

8

NEWS ANALYSIS, INSURANCE MAT TERS & LEGISLAT ION ISSUES

SEARCH THOUSANDS OF ARTICLES ON THESE AND OTHER TOPICS

VISIT ABRN.COM

EXPERT OPINION, INPUT FROM THE FIELD, FORUM COMMENTS & SOCIAL MEDIA

FEATURED COLUMNS

THE SHOP OWNER

BY MIKE LEVASSEUR

A MID-MONTH MEETING

18 A regular gathering of location 
managers can help to foster business 
communication and continued 
improvement. 

I-CAR TRAINING

BY JASON BARTANEN

READYING FOR ALUMINUM REPAIR

38Repairers must adapt — again —this 
time to be able to tackle the extensive 
use of aluminum that is coming. 

THE LAST DETAIL

BY MIKE ANDERSON

FLATTEN THE "X" IN YOUR SCHEDULE

66 Implement these tips for smarter 
scheduling to improve cycle time.

11

FEATURE

THINK LIKE A ROCK STAR TO HELP 
DIFFERENTIATE YOUR BUSINESS
BY KUKUI1 | ABRN BLOGGER

There is a lot to be learned from the world of rock and roll — set 
the stage, have a designated frontman, give backstage passes 
and more that can be applied to body shops.

[COMMUNITY PULSE]      
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TOP HOW 2 
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WEBCASTS
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MINDING YOUR BUSINESS

SPRAYING MONEY
BY JOHN YOSWICK | CONTRIBUTING EDITOR

Learn the steps to take to improve labor and materials profi t 
in your shop's paint department.  

FEATURES

THE SHOP PROFILE 
CONNER BROTHERS BODY SHOPS; MIDLOTHIAN, VA

JAMES E. GUYETTE / CONTRIBUTING EDITOR

26  
Family-owned MSO values the intan-
gible while serving the community.

THE PROFIT MOTIVE
TAKING CUES FROM FAST FOOD

TOM MCGEE/ CONTRIBUTING EDITOR

24 National fast food chains show the 
power of phenomenal systems in 
producing a consistent, reliable and 
effi cient product every time. 

20

BUSINESS MANAGEMENT INSIGHTS, BEST PRACTICES & IMPLEMENTATION 
abrn

OPERATIONS

IN THE NEXT ISSUE OF ABRN

 Find the pay plan method that best 
f ts your shop culture.

REALIZING 

NITROGEN 

BENEFITS 

TRAINING FOCUS

PAINT CHANGES
BY ALFRED THOMAS | 
CONTRIBUTING EDITOR

30 Learn the latest on water-
borne paint technology and 
how to adapt in your shop.

BY CHRIS STERWERF | FAIRFIELD AUTO & TRUCK SERVICE

Using nitrogen in heavy-duty shops takes train-

ing and adjustment, but can increase product 

quality and cost savings.

44

TECHNICAL TRAINING

FROM ABRN CONTRIBUTING EDITOR AL THOMAS.

GET A FREE SCAN APP 
WWW.SCANLIFE.COM

MORE TECH COVERAGE

WITH YOUR SMART 
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We Live Coatings
Collision and body shops count on Axalta coatings as  

a trXsted soXrce for aXtomotiYe reÀnish SrodXcts and serYices.

Under the lens of Axalta, colors come to life.

Visit us at axaltacoatingsystems.com
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COMPANIES BY CATEGORY:

• Collision Repair
• Accessories-Safety/Security

• Chemicals

SPECIALTY PARTS

• Lighting System
• Remanufactured/Rebuilt 

Products

UPKEEP/MAINTENANCE

• Adhesives
• Chemicals

SHOP EQUIPMENT

• Tools: Hand, Power 
& Service Equipment

• Welding

SHOP MATERIALS

• Collision Repair Parts
• Paint & Refi nish
• Service Supplies

REPLACEMENT PARTS

• Heating and Cooling Service
• Remanufactured/
• Rebuilt Products

VEHICLE STYLING

• Accessories-Van, 
Light Truck, SUV Parts
• Lighting System

BUSINESS SYSTEMS

• Advertising
• Marketing Services

• E-commerce
• Information Systems

• Internet

ORGANIZATIONS/ASSOC.

• Trade Associations

OFF-ROAD

• Abrasives & Cleaners
• Air Filters

GO ONLINE NOW 
SCAN THE CODE 

WITH A SMART PHONE
SEARCH THOUSANDS OF 
ARTICLES, VIDEOS & 
RESOURCES INSTANTLY.

 COMMUNITY FIND PARTS SUPPLIER FINDER JOBS COLLISION REPAIR SERVICE REPAIR DISTRIBUTION SERVICE REPAIR GLOBAL EVENTS

THE VOICE OF   abrn.com

JUST 
SCAN IT 

THE LATEST NEWS FLASHES, REPAIR ALERTS & HELPFUL HOW2 V IDEOS DEL IVERED TO YOUR DESK TOP

join
those in the 
know
with these 

FREE
ABRN
COMMUNITY 
RESOURCES

 COLLISION REPAIR E-NEWS

 COLLISION REPAIR ALERTS

 COLLISION REPAIR FLASH

 ABRN DIGITAL EDITION E-ZINE 
JUST CLICK

@ ABRN.COM

Stay on top of industry developments with the 

ABRN family of digital media products

 FIND MORE 
PRODUCTS ONLINE 

ABRN.COM/PRODUCTS

JUNE'S FEATURED VIDEO

AUTOMECHANIKA 
CHICAGO TRAINING 
EVENT IN 2015 

PRODUCT SPOTLIGHT

Axalta Coating Systems launched Cromax Mosaic, a new 
fully featured solvent basecoat to help provide outstanding 
coverage, color match and blendability. 

BONUS ONLINE CONTENT

PRODUCT FOCUS

60    BASF Onyx HD Low VOC Productive 
System is a solventborne basecoat al-
ternative that dries quickly and complies 
with all regulation requirements.

56

VIDEO SPOTLIGHT


 1968 PLYMOUTH GTX wins fi rst place

This 1968 Plymouth GTX, sprayed 

with PPG ENVIROBASE High Per-

formance D8152 clear, took fi rst place 

for Conservative Hardtop 1968 at the 

Detroit Autorama. 

[URL ABRN.COM/1968GTX]

SEARCH THOUSANDS OF RESOURCES 
TO HELP YOU WORK SMARTER

VISIT ABRN.COM

BLOG SPOTLIGHT


 MOST FAVORED Nation contract clauses 
are having negative impacts on our 
industry, said Stephen Regan with 
Regan Strategies and CIC 
Governmental Chair at CIC Portland 
earlier this year.

[URL ABRN.COM/MFNS]


 GREAT SERVICE is nothing more or less 
than befriending our customers 
(treating them as we would want), 
doing whatever they ask of us in 
keeping their car safe and reliable 
and going to great lengths to exceed 
whatever it is they expect of us.

[URL ABRN.COM/DEFINESERVICE]

LATEST PRODUCTS & EQUIPMENT TO GET THE JOB DONE

abrn

PRODUCTS

ABRN HOW2 
VIDEO GALLERY

Talk Shop Anytime

THE VOICE 
OF THE COLLISION REPAIR INDUSTRY

[URL ABRN.COM/CHICAGO2015]
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It pays to tend 
 to your fl ock.

Call your local agent and visit 

afl ac.com/business

The obvious question then is how well do your 

benefi ts cover your employees? If you don’t like 

the answer, you may fi nd a better one with Afl ac.

Afl ac can help protect your employees with cash 

to cover their bills in the event of sickness or injury. 

With a one-day average turnaround2 for online 

claims, Afl ac helps protect their pocketbooks and 

their peace of mind. 

Employers like you are discovering a few things 

too, like how easy it is to add voluntary coverage 

from the industry leader3 to your benefi ts at no 

direct cost. For many employers, Afl ac may even 

be a pre-tax deduction, so when we say it pays 

to tend to your fl ock, it just might.

Since 2003, employee 

out-of-pocket expenses have 

risen nearly 90 percent1.

12013 Employer Health Benefi ts Survey, The Henry J. Kaiser Family Foundation, August 20, 2013, http://kff.org/report-section/2013-summary-of-fi ndings/ Accessed 11/19/2013. 2Afl ac Company 

Statistics, October 2013, One day processing turnaround based on business days after required documents are received. Online claims available for Accident, Sickness, Cancer & Wellness claims.  
3Eastbridge Consulting Group. U.S. Worksite/Voluntary Sales Report. Carrier Results for 2012. Avon, CT: April 2013. Coverage is underwritten by American Family Life Assurance Company 

of Columbus. In New York, coverage is underwritten by American Family Life Assurance Company of New York. Worldwide Headquarters  | 1932 Wynnton Road  |  Columbus, GA 31999

Z131178 11/13
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NATIONAL TRAINING EVENT

Automechanika 
Chicago set for 2015

CHICAGO  — The mayor of Chicago and executives 

from Advanstar Communications and Messe Frankfurt 

introduced Automechanika Chicago, a new trade show 

that will focus on shop-level training for technicians 

and product discovery. The biannual show will debut 

at McCormick Place April 24-26, 2015, the parties said 

in a May 1 press conference in the Windy City.

The show will be the 14th Automechanika event 

around the globe, but the first in the U.S. Chicago was 

chosen because it is centrally located and easily acces-

sible for drive-in attendees and air travel. 

Chicago Mayor Rahm Emanuel said, “By choosing 

Chicago for Automechanika next year, a great interna-

tional convention comes to a great international city. 

Three years ago we started the hard effort of repairing 

the relationship and the image of McCormick Place. We 

used to have conflicts between labor and management. 

We resolved all those issues. We now work together as 

a team and go out and secure business for Chicago. This 

is a classic example of a win/win situation you can have 

when labor and management work together on behlaf 

of the city of Chicago.”

Chris DeMoulin, executive vice president of Advanstar 

automotive group, said this is the second show 

Advanstar has scheduled at McCormick Place.

BREAKING NEWS

MARKETING

PPG MEETING 

TEACHES 

CUSTOMER 

ENGAGEMENT

Engaging customers is 

essential for shops to 

build brand awareness 

and customer referrals. 

Engagement has a new 

meaning in our social-

media-driven world, using 

Facebook, Twitter and 

other social media tools 

can be the difference 

between a favorable repu-

tation and being destroyed 

by negative viewpoints.

“Brand is not what 

you define it as; a brand 

is what the customer 

says you are,” says Scott 

Stratten, author of the 

book Unmarketing: Stop 

Marketing, Start Engaging. 

Stratten served as keynote 

speaker at this year’s PPG 

MVP Business Solutions 

Spring Conference in 

Scottsdale, Ariz. The con-

ference was attended by 

455 of PPG’s top shops and 

customers.

Stratten kicked off the 

Photos: Adam Alexander
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THERE’S MORE 

ONLINE:

MEGUIAR’S SWEEPSTAKES TO 
AWARD SEMA TRIP

Meguiar’s kicked off the Ultimate 
Sweepstakes, giving entrants the 
opportunity to win a trip to the 
2014 SEMA Show.

»» ABRN.COM/MEGUIARSTRIP

NABC, ABRN COLLABORATE 
ON AWARDS PROGRAMS

Groups joined forces in recruiting 
applications and nominations for 
the NABC Award of Distinction 
and Body Shop Image Award and 
ABRN’s Top Shops Contest.

»» ABRN.COM/NABCPARTNER

PPG, PENN COLLEGE EXTEND 
PARTNERSHIP

PPG and the Pennsylvania 
College of Technology’s Collision 
Repair Program will continue its 
decades-long partnership.

»» ABRN.COM/PPGPARTNER

I-CAR, FORD CREATE F-150 
TRAINING

I-CAR and Ford have partnered to 
create collision repair training for 
the 2015 F-150. 

»» ABRN.COM/150TRAINING

NISSAN PROGRAM OFFERS 
OEM REPLACEMENT PARTS

Nissan North America has 
validated and is releasing Nissan 
Value Advantage OEM 
replacement parts.

»» ABRN.COM/NISSANPARTS

CCC CONTACT CENTER HELPS 
ORGANIZE SHOPS

CCC ONE’s contact center 
solution creates a single location 
for shops to view assignments, 
contact customers and schedule 
jobs.

»» ABRN.COM/CALLCENTER
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STAY ON TOP OF INDUSTRY DEVELOPMENTS  
with a FREE subscription to ABRN’s 

 COLLISION REPAIR E-NEWS

 COLLISION REPAIR ALERTS

 MECHANICAL REPAIR E-NEWS

 ABRN DIGITAL EDITION E-ZINE 
sign up today: abrn.com/enews

NE W S  A N A LYS I S   |   I NSUR A NCE  M AT T E RS  |  L E G I S L AT I V E  I S SUE S

SEARCH THOUSANDS OF BREAKING AND ARCHIVED 

NEWS ARTICLES TO STAY INFORMED

VISIT ABRN.COM

>> CONTINUES ON PAGE 10

>> CONTINUES ON PAGE 10
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STOP BY OUR STORE, 
OR WE’LL BRING 

THE STORE TO YOU.

Visit a store, give us a call, learn more or share ideas:800-798-5872 | sherwin-automotive.com� � �
© 2014 The Sherwin-Williams CompanyNASCAR® Inc., is a registered trademark of the National Association for Stock Car Auto Racing, Inc.

OFFICIAL AUTOMOTIVE PAINT OF

We’re the only paint manufacturer that is also a full service 
PBE distributor, so we have everything you need - unmatched 

product offering, services and expertise to keep you running 
effi ciently and profi tably.

Either way we’ll deliver.
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event with a breakdown on the effectiveness of social media. 

One point Stratten conveyed is that shops must realize the 

potential reach of a consumer’s voice. 

“We are the media now. We have the power,” he said. “We 

need to behave as if everyone has a million followers.” 

The conference hosted eight breakout sessions featuring 

speakers from segments of the collision market. Mitchell 

International’s Greg Horn spoke about trends that will have 

short- and long-term implications for their business. One 

example is the increased usage of airbags among carmak-

ers and the trend toward “micro-cars,” which use airbags to 

keep passengers safe. Horn said statistically 25 percent of all 

accidents occur on the sides of vehicles, but as side airbags 

are added to newer vehicle models severity and vehicle totals 

continue to climb.

Toyota’s Rick Leos led a breakout session on Current 

Estimating vs. Next Gen Made 

Simple. Toyota has teamed with 

Mitchell to feed standardized repair 

data into an estimate when it’s writ-

ten. During the estimating process, 

if a user picks a particular part for a 

Toyota vehicle, the associated labor 

times, parts and some auto-included 

operations will appear. Users will 

then have the option to auto-include 

the Toyota data on the estimate.

The carmaker hopes that by expos-

ing OEM-recommended repair pro-

cedures in easy-to-access templates, 

the industry will see improved infor-

mation flow and shorter cycle times.

“The Chicago team won our business 

seven months ago when we announced 

we would move our Powersports Dealer 

Expo from Indianapolis to Chicago. 

When our research showed that one out 

of evey four repair and collision shops in 

America are within 500 miles of Chicago, 

that made this an easy choice.” He also 

praised Chicago’s union leaders for mak-

ing McCormick Place “an easier, more 

user-friendly place to have a show.”

Michael Johannes, vice president of 

Messe Frankfurt and brand manager of 

Automechanika, said, “I am delighted 

to welcome Automechanika Chicago in 

our portfolio and I am sure that we have 

found the right partner in Advanstar and 

the right location in Chicago. Our global 

network, which is active in more than 150 

countries, will be working very hard to 

make the first Automechanika Chicago a 

huge success next year.

“We are in constant dialogue with our 

customers from manufacturing, distribu-

tion, retail and the entire automotive sup-

ply chain to ensure that we meet their 

requirements and organize shows in 

markets that they want. That’s how we 

know that our customers are waiting for 

an Automechanika in the U.S. The brand 

Automechanika serves over 16,000 exhibi-

tors worldwide and over 500,000 trade 

visitors – that is our asset and that is what 

we take care of every day.”

Automechanika Chicago will show-

case the newest tools, equipment and 

products in the market and will be the 

largest U.S. trade show dedicated to 

high-end technical training and manage-

ment classes for automotive technicians 

and shop owners. The event will leverage 

the world’s most-trusted show brand – 

Automechanika – with Advanstar’s lead-

ing automotive publications for the ser-

vice repair and collision repair segments, 

Motor Age and ABRN.

DeMoulin said, “Automechanika 

Chicago will be designed specifically 

for shop owners and technicians as we 

seek to make it the largest training event 

ever produced in the U.S. marketplace. 

Attendees will find a show floor packed 

with the latest products and innovations 

for independent shop owners and techni-

cians and get top-notch classroom and 

hands-on training.”

Johannes said the show’s shop-friendly 

environment “will allow visitors, from tech-

nicians to shop owners, to really get a feel 

for the new product offerings through the 

various demonstrations, management 

seminars and technical training sessions. 

With the number of diverse product cate-

gories exhibiting at this one event, attend-

ees can experience the latest advance-

ments in a very efficient manner.”

The U.S. automotive aftermarket has 

maintained steady growth of more than 

3.4 percent annually, fueled by an aging 

vehicle population where the average 

vehice age is 11.4 years. These trends 

along with an explosion of new technol-

ogy means technicians must keep pace. 

Automechanika Chicago will be the 

venue for shop-level training and new 

product discovery in North America.

T o  l e a r n  m o r e  a b o u t 

Automechanika Chicago, visit www.

AutomechanikaChicago.com.

Headquartered in California with offic-

es across the United States and abroad, 

Advanstar Communications has a portfo-

lio of more than 50 trade shows, 30 publi-

cations, and 200 electronic products and 

websites, including auto industry brands 

Aftermarket Business World, ABRN, 

Motor Age and SearchAutoParts.com.

The Automechanika brand continues 

to experience record exhibitor and visi-

tor numbers. This year’s Automechanika 

Frankfurt show Sept. 16-20 had 90 per-

cent of its floor space booked at press 

time. In 2012, more than 4,500 exhibitors 

attended the show in Frankfurt as well as 

148,000 visitors from 176 countries. 

Messe Frankfurt is one of the world’s 

leading trade show organizers. In 2013, 

Messe Frankfurt organized 114 trade 

fairs, of which more than half took place 

outside Germany.

>> CONTINUED FROM PAGE 8

AUTOMECHANIKA CHICAGO SET FOR 2015

PPG MEETING TEACHES CUSTOMER ENGAGEMENT

>> CONTINUED FROM PAGE 8

Scott Stratten

WHAT TYPE OF TRAINING 

DO YOU WANT AT THE SHOW? 

TELL US! 

HTTP://BIT.LY/AUTOMECHANIKACHICAGO

COMPLETE THE SURVEY AND YOU COULD 

GO TO

WIN FREE TRAINING SESSIONS AND 
A $500 AMAZON GIFT CARD!

NE W S  A N A LYS I S   |   I NSUR A NCE  M AT T E RS  |  L E G I S L AT I V E  I S SUE S
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COLLISION REPAIR

I N D U S T R Y

STAY ON TOP OF INDUSTRY DEVELOPMENTS  
with a FREE subscription to ABRN’s 
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BY KUKUI1 | ABRN BLOGGER

L
ike many of you, I am always searching for 

ways to differentiate my business from the 

competition. I recently found some interest-

ing ideas in Mack Collier’s book: Think Like a Rock 

Star. At f rst glance, there doesn’t seem to be much 

overlap between the collision repair business and 

the world of rock and roll. But there’s actually a lot 

to be learned from successful long-running bands. 

For example, the primary goal of most musical acts 

is to build a loyal fan base. As a business owner, 

that should be your goal too, because those “fans” 

will support your shop for years to come. 

Here are some other “rock band” strategies that 

will help you establish a stronger brand and stand 

out from the crowd:

• Set the stage. We all know that show busi-

ness, to a certain degree, is about style. I’m not 

saying your shop needs to look like the backdrop 

of an Iron Maiden concert, but keep in mind that 

the appearance of your storefront and lobby area 

will give customers a preview of what to ex-

pect. Keep your shop clean and uncluttered and 

don’t be afraid to display your certif cations and 

awards where customers can clearly see them. 

Don’t plaster your front desk with coupons and 

promotions. Nobody wants to walk into a concert 

and be bombarded by vendors selling t-shirts and 

souvenir cups.

• Have a designated frontman. The Rolling 

Stones have Mick Jagger. U2 has Bono. The lead 

singer is essentially the face of any successful 

band – setting the tone, working the crowd and 

turning on the charm to cultivate new fans. Your 

shop needs someone to play a similar role. Wheth-

er it’s the shop owner or a general manager, who-

ever takes on that task should be front and center 

daily, thanking customers for their business. 

The National 
Auto Body 
Council is aiming 

to donate 300 
vehicles through 

its Recycled 
Rides program in 
2014. 

Think like a rock star to help
differentiate your business

People are willing and happy to spend money when they get a good value.

BECOME A BLOGGER

abrn.com/JoinCommunity

BEST OF THE BLOGS are articles written by bloggers on ABRN’s community pages

The right social network for you
Kristen Felder

We spend quite a bit of time 
explaining what to do and not 
do when it comes to your social 
media strategy. From what times 
to post, to how to use certain 
networks and how to maximize 
your page’s engagement, we like 
to cover our bases. We haven’t, 
however, talked about choosing 
the social networks that best fi t 
your business. We strongly ad-
vise against joining every social 
network with your business be-
cause you will end up spreading 
yourself too thin. Instead, focus 
on the networks that are most 
active for your industry and will 
best suit your business. Here 
we break down each of the most 
popular networks:

Facebook: The most popular so-
cial network across the board, 

Facebook offers the ability to 
post photos and videos with 
ease. Facebook has its own 
metrics built in for easy monitor-
ing, and you can schedule your 
posts in advance. Having an ac-
tive presence on Facebook is es-
sential for small and large busi-
nesses alike.

Twitter: Boasting a large popula-

tion as well, Twitter is more for 

updates and news. If you are 

interested in branching out, Twit-

ter can help you reach a less tar-

geted audience than Facebook. 

This is also the birthplace of the 

hashtag, so utilize them if you are 

going to tweet.

Instagram: Very popular with 
millennials due to heavy visuals, 
Instagram recently introduced 
15 second video capability to 
much success. This site is great 

for businesses that have tangible 
products or services. 

LinkedIn: A professional net-
working site, LinkedIn user pro-
fi les are based around careers 
and exchanging information.  
Establish yourself as an expert 
in your industry here by getting 
involved in groups.

Google+: Although it has fewer 
active users than most other so-
cial media networks, Google+ 
is  great for the technical crowd. 
There are many SEO benefi ts, 
as Google indexes any content 
posted. The interface is similar to 
Facebook for multi-media post-
ings, so be sure to link your web-
site with lots of images.

Pinterest: Like Instagram, Pinter-
est is good for brands who are 
looking to boost with visual ele-
ments. Followers can repin your 

pins, so 
it is great 
for putting on 
contests and c a n 
be used to drive traffi c to 
your website.

YouTube: The second largest 

search engine after Google, 

YouTube is a powerful social net-

working tool using video. Show-

ing off your work, doing a product 

demo, or highlighting customer 

testimonials all make for great 

video and are a worthwhile in-

vestment for your brand.

We’ve just scratched the surface 
of what social networks can do 
for you, so be sure to look for 
more in-depth breakdowns of 
social media marketing on our 
YouTube channel or here on our 
blog. Good luck and happy net-
working!
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HISTORIC HAYWARD, WIS., HOME OF ERNIE’S AUTO BODY, attracts year-round tourists who take 
advantage of the region’s spectacular scenic beauty and its opportunities for cross-country skiing, 
snowmobiling, golf ng and bicycling.

Serving the vehicle repair needs of both the guests and neighboring residents as eff ciently and 
expertly as possible is the prime goal of John R. Magowan, the shop’s owner. Quality repairs, high 
CSI scores and low cycle times are key elements of his success.

“At Ernie’s Auto Body, we are continually searching for the best product to help us deal with 
removing rusty bolts,” John says. “After trying several products, we were given the opportunity to try 
WD-40 Specialist

 
Rust Release Penetrant Spray and have found it to be a far superior product, helping 

to increase our level of eff cient and quality repairs.”
“Living in northern Wisconsin subjects vehicles to the most brutal of winters,” John reports. 

“The salt on the roads can cause vehicles to deteriorate and rust even in their early years.”
These factors, of course, can lead to the toughest of challenges when it comes to facilitating the repair disassembly process. “So using WD-40

 

Specialist Rust Release Penetrant Spray is a must,” Macgowan says.

Ernie’s Auto Body  15995 Nursery Rd | Hayward, WI 54843

JOHN AND KAREN HOOVER, THE OWNERS OF JAKE’S AUTO BODY & TOWING, have fully embraced industry-
leading “lean” production strategies while maintaining a stellar 9.9 Customer Service Index (CSI) rating at their 
“small but mighty” repair facility in High Falls, N.Y. “I’ve been using WD-40 [Multi-Use Product] for over 35 years and 
it never lets me down. Our shop runs lean — one choice product on every tech cart for the task at hand,” John says.

“From the farm to the body shop, rusty bolts don’t stand a chance,” John points out, expressing high praise for 
the WD-40

®
 Specialist

®
 Rust Release Penetrant Spray.

John goes on to point out that “lean production is simple as long as you stay with it.” He suggests that you monitor the 
operational measurements associated with production and look at all your numbers to “understand your expenses and what 
it costs to open the door.” Ongoing education is present throughout the entire operation, which includes utilizing the most 
eff cient materials – including WD-40

®
 Specialist

®
 Rust Release Penetrant Spray.

“Cycle time is mission-critical in our business. The WD-40 Specialist Rust Release Penetrant Spray works instantly. 

We can’t afford to wait for results, and with this product we don’t have to,” he says.

Jake’s Auto Body & Towing  2302 Lucas Turnpike | High Falls, NY 12440 

“WORK SMART, NOT HARD,” DESCRIBES THE SHOP-FLOOR PHILOSOPHY at Quality Auto 
Paint & Body, a high-volume collision repair facility in Roanoke, Va. that consistently pursues 
continuous operational improvements.

“With a name like Quality, our customers expect their vehicles to be repaired right and 
fast,” says General Manager Richard W. Henegar Jr., who is universally known as “Junior.” 
“WD-40 Specialist Rust Release Penetrant Spray helps our business meet those expectations. 
It makes the toughest bolts and fasteners easy to remove, and the repairs are completed 
smoothly where other products have failed.”

“In an industry that is constantly changing in technology and procedures, it is great to 
have something that evolves with us to make the job easier,” Henegar says. “Our shop always uses WD-40 Specialist

 
Rust 

Release Penetrant Spray,” he adds.
“Let’s be honest, working on cars can be seemingly impossible at times when nuts, bolts and parts can’t be removed to 

complete the repairs,” he explains. “WD-40 Specialist Rust Release Penetrant Spray helps to make the impossible jobs seem 

possible. With so many uses, it is one of the most versatile tools a tech can have.”

Quality Auto Paint & Body  1529 Seibel Drive | Roanoke, VA 24012

WD-40® Specialist® Impresses in the Shop

ADVERTORIAL

See more reviews at WD40Specialist.com 

Technician Josh Coddington
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©2014 WD-40 Company

CHIP FOOSE IS THE AUTHORITY IN HOT 

ROD DESIGN AND BUILDING. And when 

he needs to cut through rust fast, he 

trusts WD-40® Specialist® Rust Release 

Penetrant. It works 50% faster than the 

leading competitor. Plus, it’s specifically 

formulated with a protective barrier that 

keeps rust from returning.

Visit us at www.WD40Specialist.com/fast

ES435364_ABRN0614_013_FP.pgs  05.07.2014  01:04    ADV  blackyellowmagentacyan



Search thousands of archived 
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● A/C Servicing Best Practices
Presented from MacDill Air Force Base in Tampa, 
Fla., we discuss A/C servicing best practices and 
the latest news impacting the A/C service fi eld.
Visit: www.MotorAge.com/MacDill 

● Why General Sectioning 
Guidelines No Longer Apply

I-CAR’s Jeff Poole explains the criticality of un-
derstanding repair techniques and their impact 
on structural integrity and passenger safety.
Visit: www.ABRN.com/ICARSteel

● Overcoming Common 
Estimating Errors 

Mike Anderson offers tips to help improve the es-
timating skills of your technicians and best prac-
tice ways to avoid missing bottom line dollars. 
Visit: www.ABRN.com/EstimatingWebinar

JULY 29
● Collision Industry Conference 

Detroit, Mich.

JULY 31-AUGUST 2
● NACE/CARS 2014 

Detroit, Mich.  

NOVEMBER 4-7
● SEMA 2014

Las Vegas, Nev.

NOVEMBER 6
● Collision Industry Conference

Las Vegas, Nev.

JUNE 25
● Aluminum Repair Update
Produced in cooperation with and sponsored 
by I-CAR.

JULY 10
● Best Practices for Key to Key 

and Digital Photography
Produced in cooperation with I-CAR.

AUGUST 21
● Ignition System Testing
Produced in partnership with TST and sponsored 
by Federal Mogul.

SEPTEMBER
● Ensuring DRP Compliance
Contact ABRN to sponsor this webinar.

OCTOBER 23
● Growing the Multi-Shop Operation
Contact ABRN to sponsor this webcast.

Think like a rock star - Continued from page 11

the community—

join the discussion

READER FEEDBACK TO ONLINE ARTICLES

TO WATCH NOW 

Scan the QR Code with 
your smart phone’s 
camera, or go to: 

abrn.com and enter 
[abrn.com/video]

TO GET THE FREE APP:
FROM YOUR PHONE’S BROWSER, GO TO:

WWW.SCANLIFE.COM

• Give everyone a backstage pass. Edu-

cate customers about what happens behind 

the scenes. Introduce them to the techni-

cians who work on their cars so they feel like 

they’re part of the process.

• Hand out autographs. Have everyone – 

from the front desk personnel to the techni-

cians — sign the back of the repair order. This 

small gesture shows customers that everyone 

at your shop takes ownership of their work.

• Build your brand identity. Who says rock 

stars are the only ones who can have posters? 

Make a “poster” of your team and post it for 

all your “fans” to see. 

• Make your customers fans. Get to know 

everyone who comes in your shop, and re-

ward your fans with special offers for their 

loyalty. 

● I-CAR: Carbon fi ber repair
I-CAR deomonstrates vacuum bagging, the main focus 
of the Introduction to Carbon Fiber CFRO1e course.
[ABRN.COM/ CARBONFIBER]

● Air dry Clearcoat from De Beer
Imagine out of dust in 10 minutes and sanding in 30 
with De Beer’s low VOC Air Dry Clearcoat.
[ABRN.COM/AIRDRY]

● XPEL paint protection
XPEL ULTIMATE Paint Protection Film provides years of 
protection from stone chips, scratches and abrasions.
[ABRN.COM/XPEL]

● Estimating Front-End Damage
Larry Montanez with P&L Consultants takes us through 
general considerations when estimating.
[ABRN.COM/ MONTANEZ]

Automechanika 
Chicago 

announced   
SEARCH OUR ARCHIVES OF OVER 

800 ONLINE VIDEOS

abrn TOP VIDEOS

JUNE’S FEATURED WEBCAST

June 25, 2014 
@ 12 p.m. EST

Aluminum repair 
update 
PRODUCED IN COOPERATION WITH I-CAR.
Register at ABRN.com/AluminumPrep
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On LinkedIn, Eddie Martin with The Dent Devil’s 
Paintless Ding and Dent Repair asked: “Do you write 
estimates for customers who email pictures?”

James Moy, senior consultant, Precision Auto 

Group: I do entertain all prospective clients with any 
form of communication. Without communication, 
there is no way of landing any repair in the shop. 

Truman Fancher, manager, Truman Fancher Auto 

Collision Repair, Inc.: Absolutely not. At best, I will 
give them an idea of the scope of repairs, but as far 
as cost, I have to see the damage in person.

Donald Miller, body shop marketing and 
software company:  It is a vital communication and 
selling opportunity, but you can’t put a cost on it until 
you see it. But we also offer to go wherever we are 
needed. It is about the customer, not that one repair. 

Shey Knight, The Only One, Inc: Insurance com-
pany apps are all about fi rst contact. It’s not really 
about the estimate; it is about getting the car to your 
door and selling the job. We will gladly do estimates 
via electronic medium. That being said, we only write 
what we see, so it is always a starting point. 

On LinkedIn, Noe Flores, manager at Avenue Body 
Shop asked: “What’s your opinion on joining a local 
auto body association?”

Joe Fisher, owner, J. Lee Automotive Industry 

Equipment USA: It is nice to meet with other people 
in the industry, but you can’t solve much meeting 
once a month.

John Shoemaker, director at Bowditch Collision 

Centers: I have been involved with several body 
shop associations locally and nationally, with dif-
ferent levels of participation. With any organization, 
you reap what you sow. If you participate, you will 
benefi t from it. 

Barrett Smith, CEO of Auto Damage Experts: 
Don’t just join, join in and affect positive change. If 
you don’t, others will. If one is not part of the solu-
tion, they are likely part of the problem! 

Janet Chaney, Cave Creek Business Develop-

ment: If you’re not contributing, you’re not helping. 
There are true industry leaders working in associa-
tions today who are looking out for your future — 
get involved and help us to make a difference.

PAGE

24

THE 

PROFIT MOTIVE

TOM MCGEE

Following cues 
from fast food

14  JUNE 2014  ABRN.COM
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COMBO
TIRE SHOP

Ranger 
R980XR

Ranger 
DST2420

Call Now! 1-800-587-0663
www.wrencherswarehouse.com

Ranger R30XLT

RMS 37880

LS580V-601

BendPak XPR-10A

BendPak MD-6XP

Ranger DST64T

Ranger R980AT BendPak HDS-14

Ranger R23LT
24” Tilt-Back 
Tire Changer

50” Swing-Arm & 
Single Power Assist

6,000-lb. Mid-Rise, 
Frame Lift, Portable

Yellow Jacket AC
Service Machine

80-gal. Air Compressor

Swing-Arm Tire Changer Dynamic Wheel Balancer

33” Power Assist
Tire Changer

Dual-Width, 10,000 Lb. 
2-Post Lift, Asymmetric

Digital Wheel Balancer 
with DataWand™ Entry

14,000-lb. Standard 
Length Car Lift

© 2014 Wrenchers Warehouse. All Rights Reserved.

Free shipping on all BendPak and Ranger Products to most areas in the 48 contiguous states.*
We are not required to collect sales tax on orders delivered outside of CA and TN. 
You may be required to remit sales tax to your local taxing authority.

**

FREE SHIPPING!* FREE SHIPPING!* FREE SHIPPIN*REE SHIPPING!
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The Better Compressor
More air, less noise.

Visit www.bendpak.com or call 1-805-933-9970
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© 2014 BendPak / Ranger Products are registered trademarks.

ASME rated 80-gallon tank

Automatic start / stop 

     electric mag-starter 

Fully-enclosed belt guard 

7.5 HP, energy-efficient,             motor

Forced-air after cooler 

Integrated pressure unloader valve 

Precision balanced fan flywheel 

Cast iron cylinders and heads 

Forged aluminum alloy pistons 

A -

B - 

C - 

D -

E -

F -

G - 

H -

 I -  

 J -

K - 

L - 

M -

N -

O -

P - 

Q -

R -

S - 

T -

Forged aluminum alloy connecting rods 

Oversized replaceable air filters

Extreme-duty Tri-Max 100% cast iron pump

Balanced & forged ductile iron crankshaft

Oversized tapered roller bearings

Oil sight gauge 

Low RPM Hush-Quiet™ pump 

Pressure gauge with service valve 

ASME pressure safety valve 

Automatic pressure switch

Model #: LS7580V-601
MRP: $2125*

Valid at participating dealers. Prices are subject to change.*
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 DRIVABILITY
COMMUNITY

 Q&A

ABRN: Tell us about SWAF’s 

approach to distribution.

RL: We bring a unique nature as a solu-

tion provider to our customers because 

of the controlled distribution platform. 

Our company-owned branches now 

have grown to a little more than 190 in 

North America, and we really control the 

ideation, commercialization and manu-

facturing of our products, right down to 

the distribution service for our customers.   

Every person that touches our cus-

tomers’ business works for Sherwin-

Williams. As a result, we are all part 

of same culture, and we all adopt the 

same value system and mission. There 

are great advantages to be able to rep-

licate a consistent experience to all our 

customers. 

ABRN: How is this distribution 

method different for the customer?

RL: Expertise. We’re a one-stop PBE 

shop for our customers; we have service 

and technical employees, unmatched 

customer service and a just-in-time 

delivery method, which helps our cus-

tomers manage their inventory and cash 

flow. Company-owned branches are 

able to act quickly to serve our custom-

ers by community so that their product 

needs can be met from one location and 

delivered with unquestioned service.

ABRN: Does direct distribution also 

provide benefits to MSOs?

RL: In the industry today, as the MSOs 

continue to grow relative to consoli-

dation, we are all trying to achieve 

a consistent, repeatable and reliable 

experience. With a controlled distribu-

tion model, we are able to replicate that 

service experience from state to state 

and market to market. We are able to 

match our Sherwin-Williams SOPs with 

the MSOs’ SOPs and deliver a repeat-

able experience every single time.

ABRN: How does this form of one-

stop shopping encourage lean 

processes for SWAF customers?

RL: We are able to use our consulta-

tive services to help them establish the 

appropriate SOPs to eliminate waste 

and drive leaner processes through their 

entire organization. 

ABRN: How does  this distribution 

model help customers with inventory 

management? 

RL: We deliver our customers the right 

products when they need them. Our 

infrastructure allows complete PBE 

replenishment and delivery process-

es that interface with our customers. 

With our branch network, we allow 

customers to standardize their deliv-

ery process so they have a consistent 

and trainable approach for all of their 

people. We can also offer centralized 

billing so that MSOs have a simple, 

single vendor experience. 

ABRN: In a nutshell, what does this 

direct distribution system mean to 

the collision repairer?

RL: The model represents a one-com-

pany approach. We project one voice; 

one mission. When our customers pick 

up the phone, they are going to get a 

Sherwin-Williams employee on the 

other end that is going to meet their 

needs, resolve their issue or help them 

with their opportunity. 

What is most important to us is our 

company. We are proud of the innova-

tions that we continue to bring to the 

industry. We are proud of this controlled 

distribution model. We feel we bring 

some best-in-class capabilities. But in 

the end, it really is about our people and 

the passion they have for serving our 

customers and growing our business.

SWAF’S UNIQUE DISTRIBUTION MODEL 

OFFERS BENEFITS TO BOTH MSO AND 

INDEPENDENT BODY SHOP CUSTOMERS

BY KRISTA MCNAMARA  |  MANAGING EDITOR

ROB 
LYNCH
SENIOR VICE PRESIDENT, 
SHERWIN-WILLIAMS AUTOMOTIVE 
FINISHES

Photo: Sherwin-Williams Automotive Finishes
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GO ONLINE NOW 
to search thousands of ar ticles, videos & 
resources. You will also find a complete archive 
of the author’s previous ar ticles.

TO GET THE FREE APP: FROM YOUR PHONE’S BROWSER 

GO TO: WWW.SCANLIFE.COM

BY MIKE LEVASSEUR | columnist
mikel@keenanautobody.com

THE SHOP OWNER 

Mike LeVasseur is president and COO of Keenan Auto Body, which has 11 shops in Pennsylvania and Delaware.

A mid-month meeting
A regular gathering of location managers helps foster communication, improvement

T
oo many or poorly executed meetings are a 

waste of time. Your organization and par-

ticipants will gain little. But a well planned 

meeting offers the advantages of multiple brain-

power and produces many valuable results.

In a previous column, I mentioned that we hold a monthly meeting to bring together 

the managers from all 11 of our locations. Those meetings have proven to be an effec-

tive (and at times fun) means of improving our business.

We hold the half-day meetings mid-month, after each manager has reviewed and 

accepted their location’s financial numbers for the previous month. We rotate the 

meetings among our locations. Those attending also include our comptroller, marketing 

and operations managers and me.

Throughout the month, I gather news, 

information and ideas (from conversa-

tions I have or things I read) that I want 

to share at the meeting. I then build a 

Power Point presentation. I start with a 

quick summary of the previous meeting 

as reinforcement and a way to re-engage 

everyone.

Here are some of the other key ele-

ments of each meeting:

• Safety committee meeting. Though 

we hold safety committee meetings at 

each location, we also hold a corporate 

safety committee meeting during the 

managers’ meeting, using a conference call with our safety consulting firm.

• Guest speaker. These half-hour presentations can be vendor updates about new 

products or service; information from our medical or business insurance providers 

or brokers, or tips from a human resources specialist. The key is to provide useful 

information to help our managers personally or professionally.

• Internal updates. We review our overall performance numbers, any changes to 

insurance programs and our current and upcoming marketing and social media efforts.

• The “Quick View.” We also do a run through of each location’s key stats (sales, 

cost of sales, gross profit, overhead and net profit) compared to last year and to the 

other locations.

• The “Forecast.” We ask each manager where they are in terms of monthly goals, 

analyze data pulled from our management system and discuss projected sales for the 

coming two weeks. We monitor how close managers were on their projections for the 

previous month. We’ve held these meetings for years, so the managers understand the 

expectations for their participation. The meetings provide a forum for praise when they 

exceed their own projections, but the group also is good at catching when someone is 

“sandbagging,” projecting too low just to look good when they beat the number. Everyone 

calls them out. It’s pretty animated and interactive, but it’s friendly competition.

• Facility inspection. Midway through the meeting, we do a walk-through at that 

location, using a checklist to score it on everything from the landscaping and avail-

ability of current magazines in the customer area, to the cleanliness and organization 

of the production area and consistent use of our “vehicle report card” system.

• “Lunch Wars.” Our guest speakers sponsor part of the tab for lunch, and it’s 

turned into a bit of fun competition among our locations to out-do each other. Last 

November, for example, the manager of the location where the meeting was held 

brought in a complete turkey dinner. Another location did steak and lobster, cooked 

right at the location. For another meeting, an employee hired a friend who had com-

peted on “Master Chef” to do the cooking – and the food was phenomenal. You just 

never know what to expect.

• An upbeat conclusion. We always end each meeting with a motivational or 

funny video.

Because they know the date and location of the managers’ meeting a month in 

advance, we rarely have a manager miss the meeting. And interruptions from their 

location are minimal; what I tell the managers is if their location cannot run for half a 

day without them, they’re not running it properly.

The meetings are typically on a Monday, and each location holds its own meeting 

later that week, to convey to employees the key information discussed. Each manager 

sends me a copy of the agenda and notes from those meetings. It’s an effective a way 

of getting consistent information out to everybody on our team, and that consistency 

leads to cohesiveness throughout the company. 

“THE MEETINGS 
PROVIDE A FORUM 
FOR PRAISE WHEN 
PROJECTIONS ARE 

EXCEEDED, BUT 
THEY ALSO ARE 

GOOD AT CATCHING 
WHEN SOMEONE IS 

SANDBAGGING.”

If there's a topic you'd 

like me to address,  

I'd love to hear from you.
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Kia vehicles are at the forefront of today’s automotive design. Unique details in our Kia vehicles demand precise 

engineering and fit. Kia customers deserve Genuine Kia collision replacement parts to keep them satisfied for 

years to come. Our brand’s popularity continues to grow meaning more Kia customers for your shop. 
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SHERWIN-WILLIAMS 

EXPANDS WEBSITE

SWAF enhances its online 
site to better serve its 
customers.
ABRN.com/SWAFupgrade
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STEPS SHOPS CAN TAKE TO IMPROVE LABOR AND MATERIALS PROFIT IN THE PAINT DEPARTMENT

MINDING YOUR BUSINESS

BY JOHN YOSWICK  |  CONTRIBUTING EDITOR

ASK 
10 shop, owners what their gross prof t level is in their 

paint department, and chances are you will get 10 dif-

ferent answers.  

What can you do if you f nd your paint department prof-

its lagging behind other shops? Here are some recommen-

dations to help improve prof tability.

Start with your estimators
The skill of the estimator in writing ac-

curate estimates is essential to getting 

the appropriate hours on the job, which 

impacts prof tability and productivity 

in the paint operation, says Jim Berkey, 

Director, PPG Ref nish Alliance Pro-

grams. “At PPG, we help collision cen-

ters analyze paint and material prof t-

ability and audit estimates if necessary to determine if the 

shop’s estimating skills need strengthening.” 

“The estimate is king,” said Steve Feltovich, manager of 

business consulting for Sherwin-Williams Automotive Fin-

ishes. “It’s really the driver for all ref nish labor and paint 

materials sales. You have to have 10 percent paint materials 

sales when measured against your total sales.”

If your shop is below that 10 percent threshold, PPG, 

Sherwin-Williams and the other paint companies offer esti-

mator training focused on ensuring all necessary paint la-

bor is itemized. 

“In a lot of cases, I see that it’s work being performed in 

the paint shop but not adequately billed out,” Feltovich said.

Purify the numbers
Steve Trapp, collision services development manager for 

Steve Feltovich
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Like works of art, extraordinary automobiles demand perfection should 

they need repair. This especially applies to the paint fi nish, where an 

owner’s discerning eye expects a fl awless reproduction—a demand 

easily met with Envirobase High Performance waterborne basecoat. 

This advanced technology offers industry-leading features for duplicating 

today’s OEM fi nishes accurately and effi ciently:    

• Anti-settle toners for accurate, consistent color 

• Waterborne-sprayed color chips—what you select is what you’ll get

• Superb control of metallics for alignment with original fi nish

• Time-saving engine bay/interior repair system

• Easy to apply and blend

Create works of art in your paint operation. Upgrade 

to Envirobase High Performance basecoat.

With ENVIROBASE
®

 High Performance Basecoat.

The Envirobase High Performance system is approved 

by Mercedes-Benz for refi nish warranty work.
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Axalta Coating 

Systems, said 

other off ce-relat-

ed practices can 

obscure paint de-

partment prof-

its. Paint-relat-

ed sa les  a nd 

expenses need to 

be coded proper-

ly to make prof-

it-and-loss statements accurate. And 

rather than sticking to established in-

ventory orders, shops may stock up 

one month and then buy very little for 

two months, skewing prof t numbers 

in all three months. Or shops compar-

ing paint materials prof ts with anoth-

er shop may not account for all rebates 

and incentives they’ve received.

Consider available technology
Once you’ve addressed the off ce, it’s 

time to move into the shop. Infrared 

lighting and booth fans are among the 

equipment that can improve paint prof t.

Tim Ronak, senior services consul-

tant with Akzo Nobel Coatings, said 

Akzo offers a “manual proportioning 

unit” that often reduces waste by 10 

percent or more. A shop loads the unit 

with product – typically clearcoat and 

hardener – and it then dispenses the 

exact amount the user calls for, pre-

mixed and ready to spray.

“Because it’s coming out already 

proportioned, you can mix very, very 

small quantities, rather than mixing to 

the next level on a stick or cup,” Ronak 

said. “We have guidelines to help you 

predetermine how much material you 

need for panel size.”

Color cameras are another time-sav-

ing technology available. Berkey says 

correctly identifying the appropriate 

paint code the f rst time ensures ac-

curate hours on the job and avoid de-

lays when the vehicle is ready for the 

booth. PPG has a  spectrophotometer 

that can read the vehicle color right 

up front and determine the correct 

formula. It simplif es the color-match-

ing workf ow for all ref nish repairs.

Maximize booth cycles
Shops tend to do lots of bumper jobs, 

which are ideally suited for getting mul-

tiple jobs sprayed in the booth at the 

same time, suggests Craig Seelinger, 

VisionPLUS program manager for BASF.

“One thing that really helps de-

crease cycle time and increase touch 

time on vehicles is for a paint shop to 

get a list of what’s coming into their 

department so they can prepare for 

it,” Seelinger said. “They can load the 

booth properly to paint and clear four or 

f ve bumpers all at the same time dur-

ing one booth cycle, rather than four or 

f ve individual booth cycles.”

Having advance notice can also 

eliminate a part sitting for half a day 

before it gets edged out.

“If it doesn’t get painted until the af-

ternoon, that car won’t get reassembled 

until the following day,” Seelinger said. 

“But if it gets edged out in the morning, 

it can get reassembled that same day.”

Standardize process, products
Having all technicians follow the same 

process reduces errors and often leads 

to fewer products to inventory.

“This applies down to sandpaper,” 

Seelinger said. “One tech likes to use 

220, another uses 240. You can use ei-

ther one, but why duplicate inventory?”

Standards can reduce costs in oth-

er ways as well. Ronak points out that 

the amount of high-solids primer the 

paint shop has to apply can vary wide-

ly based on the quality of work coming 

over from the body department.

“Going from a 150-grit f nal f nish 

to a 220-grit f nal f nish on bodywork 

and all prepped areas prior to priming 

can actually cut primer liquid costs and 

the time associated with it by half,” 

Ronak said. “So do you have a system 

that supports that level of f nishing?”

Standard operating procedures help 

ensure all the shop’s materials work 

in unison to reduce costs, Ronak said. 

Avoid over mixing
One prof t-killing problem to look for is 

over mixing. Charlie Whitaker, techni-

cal advisor for Valspar Ref nish, said 

this is especially true when a paint-

er begins using a different paint line.

“They can be a little pre-pro-

grammed, looking at a panel and think-

ing they’ll need, say, four ounces to 

cover that,” Whitaker said. “If the new 

paint line has better coverage, that may 

be driving the amount of waste up.”

“With waterborne, we f nd that very 

common,” Axalta’s Trapp agreed. “Our 

waterborne product basically covers 

in a coat and a half. But the painter 

may be used to needing two, three, 

even four coats. So he’s still mixing 

for that, even though he only needs a 

coat and a half.

Those extra ounces of mixes of-

ten end up sitting on a shelf, never to 

be used, Seelinger said. In addition to 

taking steps to reduce that “waste,” 

Seelinger said, painters can look for 

ways to put any such mixed product to 

use, such as for ground-coats. 

Mix on the scale
Over mixing raises the one standard op-

erating procedure all the paint compa-

ny representatives recommend: Make 

sure all sprayable products are mixed 

on the scale.

“Mixing on the scale can be a huge 

benef t to a shop because it will allow 

them to track their actual use of indi-

vidual products,” Seelinger said.

In addition to helping with inven-

JUSTIFYING FULL PAINT 

TIMES ON REPAIRED PANELS

Tim Ronak, senior services consultant 

with Akzo Nobel Coatings, said he’s 

watched over the last 12 years as the 

average overall number of ref nish hours 

on estimates has fallen while labor rates 

have not risen nearly as quickly.

One cause he cites: An increased 

push for use of partial paint times on 

repaired panels. That concept makes 

little sense, Ronak said.

“The ref nish times are to ref nish a 

clean undamaged panel,” Ronak points 

out. “Once there’s damage on that panel, it 

justif es more ref nish operations, not less.”

Shops seeking to  just i fy  fu l l 

paint time may want to download a 

presentation that a Collision Industry 

Conference (CIC) committee compiled 

back in 2006. It is available at ABRN.

com/CICPartialRefinish. Among the 

information it provides are notices 

from all three major estimating system 

providers that their blend formulas were 

not intended for use on repaired panels. 

For more ideas and tools, shops also 

may want to check out ABRN columnist 

Mike Anderson’s take on the subject from 

last year. Read his column by visiting 

ABRN.com/PaintTimes.

Steve Trapp
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tory control, mixing everything on the 

scale can help shops compare product 

use among painters within the same 

company or, using paint company data, 

against industry benchmarks. 

Trapp said rework also can show up 

on the mix report, when it shows the 

same color was mixed twice in one day 

or three times over the span of a job.

Feltovich said another measure-

ment that consistent use of the scale 

allows is ref nish labor hours produced 

per gallon of clearcoat used. If the shop 

is hitting the benchmark of having 

paint materials account for 10 percent 

of sales, Feltovich said, the shop should 

be producing 75-80 ref nish hours for 

every gallon of clearcoat consumed. 

This is a good way to measure for po-

tential waste or, worse yet, potential 

theft; that can be tackled by limit-

ing access to paint materials, mak-

ing these items available through the 

shop’s parts department or produc-

tion manager.

Ronak agrees 

that production 

hours per gallon 

of clear is a good 

measurement, 

but notes that 

the benchmark 

can vary based 

on the product 

spraye d .  He 

advises check-

ing with your paint company or just 

tracking it over time to look for vari-

ants. Overall, he said, use of the scale 

allows a shop to ensure the volume of 

liquid product it sprays is within 4 or 

5 percent of what it buys, when mea-

sured on at least a 3-month window. 

Variants or changes in consump-

tion may not always signal theft, but 

it can alert a shop owner to dig a little 

deeper, Seelinger said. One shop saw 

its use of clear jump, only to learn that 

painters were spraying an extra coat 

as “insurance” against an over-zealous 

buffer trying to cope with dirt prob-

lems because the booth f lters need-

ed to be changed.

“If you don’t track it, you just think 

your paint materials bill is sky-high, 

when in fact it’s technicians being 

creative to come up with solutions to 

problems taking place within the paint 

shop,” Seelinger said.

Use smarter inventory controls
Whitaker said SOPs, including mix-

ing everything on the scale, can help 

a shop track exactly how much of what 

products are being used. That’s infor-

mation, he said, that can save a shop 

time and money when it comes to or-

dering and inventory.

 “You can dial it in to a point where 

you know what you need to have a 10-

day or two-week supply,” Whitaker said. 

“Ordering based on real usage data 

keeps inventory to a minimum, reduces 

the time the shop has to spend order-

ing, reducing trips for the jobber, and 

eliminates ordering things that don’t 

provide value and that drive up costs 

on materials.” 

� Learn more at chiefautomotive.com/trueautomode/ab 

Find out how TrueAutoMode™ from Elektron  

can streamline your shop.

Improve the quality and efficiency of your shop’s repairs with industry-leading 

spot welding technology from Elektron. TrueAutoMode™ automatically detects 

metal types and resistance levels with adaptive control. Plus, it recognizes your 

guns, tips and pliers without any preprogramming for seamless tool changes.

Precision spot welds with just  
one setting – TrueAutoMode

TM

.

 PERFECT 
 OUTPUT 
 WITH NO  
 INPUT.

Tim Ronak
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The parts challenge
Ownership is more 

than just f xing cars

When hiring a 

veteran is wrong

It’s not hamburgers. It’s systems. Fast food 

restaurants have developed phenomenal 

systems that result in a consistent, reli-

able and eff cient product. 

Unsuccessful fast food restaurants — 

whether unsuccessful from the customer’s 

point of view (poor quality, slow service, 

dirty restaurant); the employees’ point of 

view (drama, bickering, lack of teamwork); 

or the owner-operator’s point of view 

(unprof table) — can become successful 

by implementing and following the estab-

lished systems and procedures.

Just like a fast food restaurant, to be 

successful in today’s collision repair indus-

try, you must focus on your processes, both 

in the front off ce and in the shop. Your 

goal should be to attract and retain qual-

ity employees, provide a quality and con-

sistent repair and deliver outstanding cus-

tomer service (to both the vehicle owner 

and the insurance company).

Staff engagement
As a business owner, your expectations 

of how you want things done are your best 

practices. Standard operating procedures 

(SOPs) ensure that your expectations are 

consistently met or exceeded; managers 

must be willing to do what it takes to fol-

low procedures and implement policies to 

ensure that employees heed the systems. 

The key to SOPs is to develop them with 

the involvement of your staff.

SOP benef ts
There are many benef ts to implementing 

SOPs. For example, they can:

1 .  C r e a t e  a  p o s i t i v e  c u s t o m e r 

experience.

2. Develop a culture in your business 

around customer satisfaction, quality, eff -

ciency and continuous improvement.

3.  Provide consistency in the entire 

repair process.

4. Establish clear expectations and 

accountabi l ity at al l levels of your 

organization.

5. Serve as a tool for performing internal 

audits. You want to be able to quickly walk 

through the off ce and shop and see if a 

process is not being followed properly.

Where to start
The number of processes used during a 

collision repair can make developing SOPs 

seem overwhelming. To get started:

1. Determine the goal you want to achieve. 

2. Choose a “Project Champion” who will 

be directly impacted by the SOP.

3. Identify and document the steps in the 

process.

4. Reference supporting documents, when 

applicable. 

5. Consider developing a current state and 

future state process map (f ow chart show-

ing each step in the process). Keep this 

simple.

6. Because different people have different 

learning styles, once you have written the 

procedure, consider enhancing it with pho-

tos, videos or audio clips. 

7. Determine how you are going to mea-

sure and audit the process.

8. Have some objective way of measuring 

the success of the SOP. 

9. Determine how you will implement it. 

You will need to explain not just what the 

SOP is, but why it’s important to use and 

follow the SOP. 

10. Communicate and celebrate the results 

to your staff during your staff meetings. 

If you show improvements for the cus-

tomer, business and staff, your team will 

support the efforts you make.

Get started
The most important key to success with 

SOPs is just getting started. Set a goal for 

completion such as completing one per month 

or three per quarter. Chances are that a year 

from now, both your front off ce and your 

shop will run more smoothly and eff ciently 

in the areas in which you have SOPs.

We have performed a lot of research in 

this area, so please keep up with our dis-

coveries! We have created a great tool to 

help you get started developing the SOPs 

you need to have in the off ce and the shop! 

Try it free for a limited time by going to 

www.ationlinetraining.com/abrn1406. 

Following cues
from fast food 
Implement the systems used in restaurant chains to ensure consistency

BY TOM MCGEE  |  CONTRIBUTING EDITOR

I
f you go to your favorite fast food restaurant in Los Angeles, 

Chicago, or any other city, the store appearance and food is 

pretty consistent. Well, operating a successful collision repair 

facility today is very similar to fl ipping burgers, dunking French 

fries and making milkshakes. 
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Ungalvanized metal, missing welds,  

gaps you could drive a truck through.
 

If we didn’t catch them guess who would?

A lot of aftermarket crash parts make you  

wonder “What were they thinking?” Missing 

welds, poor ft, ungalvanized metal,  

the list goes on. 

So why mess with shoddy  

parts? Specify CAPA Certifed 

replacement parts and you  

won’t have to.

As the nation’s leading indepen-

dent certifying authority we  

protect you and your customers 

by putting parts through tough 

tests to see if they ft, perform, last and are as 

safe as the originals. Only those that pass earn  

        CAPA Certifcation. 

So look for the CAPA Quality Seal 

to be sure you get the real McCoy: 

genuine, affordable CAPA Certifed 

replacement parts. Leave untested 

parts for the uninformed.

Want to see what happens to a replacement bumper that isn’t CAPA Certifed? Check out the video at CAPAcertifed.org/crash 

If it isn’t CAPA Certifed, it isn’t a genuine replacement part.                                                   

CAPAcertifed.org

The CAPA Seal is proof a replacement 

part is certifedby the industry leader  

in parts certifcation: CAPA.
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A snapshot of one of the industry’s leading shops

CONNER BROTHER BODY SHOPS / MIDLOTHIAN, VA.

Giving back to the community through 

charities, such as their ongoing Recycled 

Rides project, is a key attribute of the busi-

ness. Four vehicles per quarter are pre-

sented to deserving families in need.

“Last year we gave away 14 cars,” reports 

general manager and co-owner Kevin 

Conner.“We’ve enabled the changing of two 

lives – the tech’s and the recipient family. 

This is a testament to my faith and what 

Jesus wants us to model,” says Conner.

The shop also frequently appears dur-

ing the news cycle on the local television 

station. “NBC 12 likes our Recycled Rides 

and Car Wash 

programs, and 

they help to 

promote 

them,” Con-

ner says. 

I n  a d d i -

tion, accolades 

recognizing 

Conner Broth-

ers as “Rich-

mond’s Best 

Body Shop” 

have been bestowed by Richmond 

Magazine.

The family was instrumental in estab-

lishing the Virginia Auto Body Legislative 

Committee. “Through this organization, 

we were able to get insurance companies 

to pay sales tax on all materials at a retail 

rate,” Conner recounts. “This meant that 

the shops in Virginia no longer paid the 

sales taxes when they bought the materi-

als, saving every shop that cost. There 

were other good things the group did for 

the industry, but this one was the most 

signif cant.”

Conner’s membership in a Sherwin-

Williams 20 Group assists in bringing about 

constant improvement. “They are a great 

group of people who are making a differ-

ence in the industry,” he says. “The sup-

port the group offers is signif cantly better 

than going it alone. We all live the life 

every day and we know each other’s pains.”

Taking advantage of educational offer-

ings from Sherwin-Williams and I-CAR, 

the staff is platinum certified in their 

respective areas of expertise.

All of the training is paid for by the 

Getting back 
by giving 
Family-owned MSO values the intangible 

while serving the community

BY JAMES E. GUYETTE  |  CONTRIBUTING EDITOR

V
irginia’s Conner family has combined strong religious 

beliefs, a good sense of humor and high standards for 

providing standout customer service to create an 

expanding chain of four body shops.

AT A GLANCE

Conner Brothers Body Shops
Name of shop

Midlothian, Va.
Headquarters location

Douglas G. Conner, Jr.; Kevin 

Conner; Alan Conner
Owners

4
No. of shops

38
Years in business

25
No. of employees

5, plus 5 fl eet accounts
No. of DRPs

4.5 days
Average cycle time

350-500
No. of vehicles repaired monthly

60,000
Square footage of shops

Sherwin-Williams
Paint supplier

Chief, Duzmore
Frame machines used

CCC One
Estimating systems used

www.connerbrothers.com
Internet site

Kevin Conner
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SHOP PROFILE

company, and the technicians earn com-

missions; “not to be confused with f at-

rate,” says Conner. “We also have a work 

referral program that rewards techs for 

bringing work to our facilities, and we give 

them great benef ts and pay them fairly.”

The recruiting strategy strives to “hire 

good-hearted people with great attitudes,” 

he says. “We are on the cusp of a full-on 

customer service training program for all 

staff who come into contact with our cus-

tomers. Currently we do phone training 

and some light role-playing.” 

“The majority of our processes are 

lean-driven,” Conner says, citing stocking 

procedures, quick/fast lane repairs and 

integrated payroll, management, estimat-

ing and accounting systems.

Mechanical services are provided along 

with collision repairs, “and we are the only 

body shop in the United States to be a sup-

plier of Countryside Organic Products, 

which includes seed and feeds of all types.”

Yet the company’s commitment to 

innovation and other eff ciencies is cer-

tainly not chicken feed. “We focus on 

doing as much in the repair process as is 

profitable. Our primary objective is 

safety,” Conner says. “We embrace tech-

nology when I-CAR accepts it.” 

The company maintains five fleet 

accounts and has f ve direct repair pro-

gram (DRP) aff liations.

“We attempt a balanced relationship 

with the DRPs,” he says. “You cannot be 

an MSO without the relationships. What 

we do is provide the best service possible. 

While our cycle times are not always the 

lowest in the market, our CSI (Customer 

Service Index) scores are tops and our qual-

ity is without question.”

Fighting to grow
Conner points out that “making a prof t 

when costs are accelerating faster than 

the labor rates are increasing” remains a 

challenge for the family business.

“Our biggest and toughest challenge 

is building our company. This is not a local 

concern either. At this point, I cannot get 

any insurance company to commit to sup-

porting us in our newest location. We as 

owners have to put it all on the line and 

then solicit an insurance company for 

work,” according to Conner.

“It seems a little backwards to me. One 

would think that a company with a good 

reputation for serving the community and 

doing excellent quality work could expand 

their company with a DRP agreement in 

hand. I can see how the largest consolida-

tors are making a run of the industry 

because their agreements are made well 

above the local level.”

Conner goes on to observe that “our 

market suffers from the customers’ ‘deal-

ership mentality’ and a lack of unity among 

the shops. The dealership mentality is 

when the customer believes they have to 

take their car back to the dealership to get 

them repaired. Having run body shops for 

Toyota, Cadillac, Subaru, Saab and Chev-

rolet, I can tell you that our techs have 

more and better training than any body 

shop at a dealership. But the public believes 

the dealer is the place to go.”

The company is currently in negotia-

tions to open a f fth full-service body shop 

and a satellite estimating center. When 

contemplating a venture into a new loca-

tion, the deciding factors include the neigh-

borhood’s population and economic demo-

graphics, claims counts and the potential 

vehicle capacity that can be delivered 

through the bay doors.

Virginia is not known for harboring a 

rugged winter climate, but when the snow 

does f y it presents numerous opportuni-

ties for collision repairs that are highlighted 

by the Conner Brothers’ active use of social 

media posts and an attractive Internet site. 

Heavy thunderstorms and encroachments 

by hurricanes are other drivers of height-

ened business prospects.

“My plan is to own the customer,” he 

asserts. “It is a huge opportunity to cap-

ture every customer or potential customer 

and market to them – even if we don’t work 

on their car.”

Decisive decision making
Douglas G. Conner Jr., Kevin and Alan’s 

father, is the family patriarch. Since retir-

ing 12 years ago, Douglas has pared back 

his active involvement in daily operations 

although he remains a valued participant 

in the business.

 After mustering out of the Marine 

Corps in the 1960s, Douglas honed his 

skills as a painter and ultimately estab-

lished the namesake company during the 

mid-1970s. 

Following in his father’s footsteps, 

Kevin Conner enlisted in the Marines in 

1986, rising to join the service’s off cer 

corps. “In 1996, I left the Marines to rejoin 

my family in our body shop,” Conner recalls.

“If given the opportunity to hire a vet, 

we do,” he reports, adding that “there are 

not that many veterans who are looking 

to make our industry their career choice.” 

Conner voices his strong view, though, 

that the prime purpose of the nation’s mili-

tary is to defend the country – period – 

rather than serving as a training ground 

for civilian occupations.

“If we want to talk about basic leader-

ship,” Conner concludes, “Marine training 

helped me become a better decisive deci-

sion-maker for our company. Having the 

luxury of looking back over the last 20 or 

so years since I left the Marines I can see 

how I’ve grown into the owner I am today. 

Not all the decisions I’ve made have been 

best ones for our company, but I’m fortu-

nate that the big decisions have carried 

us through these tough times.” 
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Paint technology is ever changing, and we must change 

with it. So, what is the change we must adjust to now? 

Well, it is not really new. In the U.S., the National Rule of 

2008 regulated the amount of VOCs that coatings can have. 

Though many painters believe this mandates waterborne 

coatings, it regulates only the amount of VOCs in the coat-

ing. So if a solvent meets the requirement, it can be used.

Meanwhile, many paint companies, believing that the 

rule may become more stringent as pollutants continue to 

rise, worked on developing waterborne coatings. In 2008 

and 2009, parts of California were required to convert to 

waterborne. A year later, Canada changed as well. Other 

parts of the country, mostly along the east coast, also began 

converting. There are large areas of the U.S. that have not 

mandated the switch to waterborne paint, many businesses 

have voluntary complied.

So if a shop would like to change to waterborne paint, 

what must they do? First they must consider the equipment 

changes. One of the most often asked questions is, “Will I 

need new spray booths and spray guns?” Though new spray 

booths will not be needed, some changes in drying/curing 

equipment may be necessary. Most paint manufacturers 

recommend that a downdraft spray booth, which has the 
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Some painters call it a miracle 

worker. Some accountants call  

it a windfall. We call it compliance 

without complication. That’s 

why, from small independent 

shops to large MSOs, painters 

across the nation are converting 

from waterborne to Matrix MPB-LV Premium Low 

VOC Basecoat – the solution that delivers expert 
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equipment upgrade costs, MPB-LV effortlessly 
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Ready to make your painter smile?  
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capacity to move large amounts of air, 

is the best type of booth to use.

Traditional solvent-borne basecoats 

dry through evaporation, and though 

atmospheric humidity does affect the 

drying time of these f nishes, tempera-

ture has a stronger inf uence on their 

curing time. Baking-type spray booths 

can signif cantly increase the cost of 

using solvent-borne paints. When wa-

terborne paints are used, the cost of 

baking is markedly reduced. To speed 

the cure time, a technician can choose 

a “faster” reducer and/or increase the 

temperature of the booth to reduce the 

coating’s cure time.

With waterborne, air movement in-

fluences dry time the most because 

water must evaporate from the f nish. 

Humidity does affect evaporation 

speed, but air moving rapidly over the 

surface of the painted vehicle can also 

boost dry time. When water evaporates 

out of a f nish, it increases the humid-

ity of the air just above the painted 

surface. By circulating air in the booth, 

the humidity over the surface is moved 

and lower humidity air takes its place, 

thus increasing drying.

Many booths do not move the need-

ed amount of air; to increase booth air 

movement, venturis, or special blow-

ers, can be added. Booths designed for 

waterborne f nishes have venturis per-

manently installed (FIG 1). For exist-

ing booths, a movable venturi or ven-

turis (FIG 2) can be placed in the booth, 

circulating air around the area on the 

vehicle that has been painted.  

Another consideration is f lters. One 

of the biggest enemies of a painter is 

dirt, so the air that is passed through 

the venturis must be scrupulously clean. 

Paper booth filters are not used 

much anymore, but some booths still 

use them. With all the water used with 

waterborne paints, paper f lters can be 

damaged when used in conjunction 

with waterborne coatings.

Concerning spray guns, most spray 

guns being used today for solvent-based 

paints can also be used for the applica-

tion of waterborne coatings. Though the 

technician must consider the recom-

mended needle and nozzle sizes pro-

vided by paint manufacturers, gun clean-

up may need to be altered. When 

traditional guns are used with water-

borne paints, they should be cleaned 

with water f rst to remove any water-

borne paint, and then rinsed with either 

solvent or alcohol to remove the water. 

Older guns have non-coated steel in 

them, which would be susceptible to 

corrosion when water only is used to 

clean them. Newer water-ready paint 

guns have stainless steel or coated parts 

that water does not affect.

Technicians now have specially-

designed guns available for water ap-

plication that address the corrosion 

problem and can atomize waterborne 

paint. Shops contemplating switching 

to waterborne finishes may want to 

consider this equipment.  

RBL Products � 6040 Russell � Detroit, MI 48211 � www.RBLProducts.com
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Training
Many paint companies will state that 

the switch to waterborne paint can be 

made easily, but it is not without its 

learning curve. When the National 

Rule took effect, high-solids coatings 

became the standard. With the use of 

higher viscosity paints, more texture 

in the f nish became a common side 

effect. When water is the primary sol-

vent, paint coatings are not restricted 

by the amount that can be added, thus 

letting technicians apply coating with 

little or no texture. Though high-solids 

solvent-borne clears are still needed 

to f nish a ref nish paint job, texture 

is much less a problem than it has been 

in the past.

Most paint manufacturers hold reg-

ular training classes for new painters 

or to introduce new products to shops 

(FIG 3). Technician training may still 

be one of the best investments a shop 

can make, especially when changing 

to waterborne coatings.

Storage
With water as the principal solvent in 

waterborne coatings, freezing may be-

come a problem. Transportation of prod-

uct in the winter may require vehicles 

that have the ability to keep paint prod-

uct from freezing. 

Storage at paint 

stores and in body 

shops also must be 

in heated areas to 

avoid freezing. Even 

when there is no 

danger of freezing, 

the paints need to 

be applied at suit-

able temperatures to avoid atomization 

and f ow problems. In the winter, paint 

may be shipped in insulated boxes to 

guard against freezing. 

Reduction
A common misconception with water-

borne coatings is that a paint shop can 

take water from the tap to reduce the 

coating. Actually, the water used to 

reduce waterborne coatings must be 

de-ionized, and thus most companies 

recommend and supply the precise type 

of reducing water for their f nishes. Any 

contaminant such as iron or other min-

1 2
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erals in common tap water would cause 

undesirable side effects. 

Safety
As mentioned earlier, waterborne coat-

ings are much safer for the environment 

and the technician applying the coat-

ing. That is not to say that personal 

protective equipment will not be need-

ed (FIG 4). Technicians must still read, 

understand and follow all the safety 

precautions listed in the product MSDS. 

Paint manufacturers, in their quest to 

help paint shops reduce throughput 

cycle times, work continuously on de-

veloping safer coatings. Nonetheless, 

with the amount of hazardous ingredi-

ents they routinely are exposed to, paint 

technicians must be diligent in their 

pursuit of personal safety.

Latex vs. urethane
Waterborne paint technology is already 

changing and will continue to change 

as paint companies strive to improve 

their products. In fact, there are at pres-

ent two different waterborne formulas 

in use today. One type of waterborne 

technology is a urethane paint that 

uses water as its principle solvent. The 

other is a true latex technology. Manu-

facturers often recommend that these 

formulas be applied differently.

Tom Gardner of Pro-Spray states 

that their paint is a fourth generation 

waterborne paint. It is latex-based 

"shake and pour" paint, which means 

that it does not need to be mechani-

cally stirred by the mixing rack before 

pouring. The technician can just take 

the paint tint off the rack, gently agi-

tate it by rocking or shaking it by hand; 

then the tint is ready to pour. For many, 

waterborne paint shelf life can be a 

concern, but Pro-Spray has a two year 

shelf life from the date of manufacture.  

After the paint formula is mixed, the 

paint must be reduced by 10 percent 

to 15 percent with one of two special 

water reducers, one for normal paint-

ing conditions and a second for hot or 

low humidity areas.

Application of this latex is a two-

coat process with a control coat (as 

needed). The f rst coat is applied and 

then dried with air amplif cation, fol-

lowed by a second coat. Many water-

borne paints have an off-color until the 

coat is fully dry and matted, so techni-

cians shouldn't worry about color match 

until it is completely dry.

One of the advantages when using 

this type of waterborne latex paint is 

that if the f nish has a nib or other im-

perfection, it does not need to be 

"washed off." You need just let it com-

pletely dry, and after it is "nibbed out" 

another coat is applied over the worked 

area to become undetectable.

Urethane waterborne paint uses 

urethane as the paint with water as 

the primary reducer. Many brands of 

these urethane waterbornes must be 

adjusted mechanically, just like their 

solvent counterparts. Though this type 

as well needs large amounts of air to 

"dry" (FIG 5), the f nish the application 

recommendation can be much differ-

ent. The f rst coat is put on the panel, 

and with little or no f ash time the sec-

ond coat is applied. The surface is 

checked for complete coverage and a 

judgment is made for a third coat. Af-

ter all the color is applied, the panel is 

air dried. The recommendation for panel 

progression is also different than oth-

ers: the panels to be painted completely 

are done f rst, and the blend areas are 

done after. As always, it would be wise 

to check the particular paint maker’s 

recommendations and follow them.

Technicians will discover other ad-

vantages in using or switching to wa-

terborne paint before regulations re-

quire it. First, cure time can be reduced, 

with the correct equipment, by using 

waterborne paints. Additionally, color 

match, metallic orientation and blend-

ing can be enhanced with the use of 

waterborne basecoats; and technician 

safety is markedly increased when wa-

terborne coatings are used. One of the 

myths about waterborne paints is that 

technicians need to use special respi-

rators when applying water f nishes, 

this fact is not supported in the prod-

uct MSDS literature.

There are many reasons to convert 

to waterborne coatings, principaly be-

cause in the future, shops will be re-

quired to convert. Next, using water-

borne is significantly safer for the 

environment, and likewise for techni-

cians. In addition, because the more 

expensive chemical solvents have been 

significantly reduced in waterborne 

paints, they may even be lower in price 

than “the old kind” as they become more 

popular. With the proper process, time 

can also be signif cantly reduced when 

paired with fast cure time clearcoats. It 

is also signif cantly cheaper to operate 

venturis with compressed air than to 

operate paint booth bake ovens.

Requiring the use of waterborne 

will bring signif cant advantages for 

the industry without signif cant adjust-

ments or decreased prof ts. 
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I-CAR TRAINING

We’ve seen a lot of changes in vehicle 

technology over the years. With each 

of these changes come new challenges 

and new opportunities. When the uni-

body vehicle was introduced, repair 

professionals were required to change 

their approach to collision repair, from 

damage analysis through the repair 

process. With the introduction of GMA 

(MIG) welding, additional require-

ments for repairs included new train-

ing and equipment. And passive re-

straint systems presented a completely 

different type of challenge, involving 

electronics and diagnostics.

Since then, we’ve seen advanced 

braking systems, advanced-high and 

ultra-high-strength steels, new types 

of plastic and composite parts, and a 

plethora of advanced safety systems. 

With each new advancement, collision 

repairers have been continuously chal-

lenged to adapt; and it’s time to get 

ready to adapt again. High production 

vehicles with extensive use of alumi-

num are coming; it’s time to acknowl-

edge the reality of this imminent 

change and get ready to tackle it as 

another opportunity.

“Aluminum isn’t diff cult; it’s just 

different.” We f rst heard this statement 

in the 1990s during the development of 

the Ford P2000 concept vehicle; a col-

laborative effort between the Alumi-

num Association and Ford Motor Com-

pany. Many collision repair professionals 

REPAIRERS MUST ADAPT — AGAIN — THIS TIME TO BE ABLE TO 

TACKLE THE EXTENSIVE USE OF ALUMINUM THAT IS COMING

READYING FOR 
ALUMINUM 
REPAIR

BY JASON BARTANEN  |  CONTRIBUTING EDITOR

JASON BARTANEN 

is Technical Director for I-CAR, the Inter-Industry Conference on 

Auto Collision Repair, a not-for-prof t training organization focused on 

education, knowledge and solutions for the collision repair industry.

Soon, a rivet gun will become a common tool in collision repair facilities.
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began to look into the impending chal-

lenges we’d soon be facing, I-CAR ex-

panded its aluminum course offerings, 

and started to see an expansion in the 

availability of automotive aluminum 

MIG pulse welding equipment. How-

ever, when the steel manufacturers rec-

ognized the charge that aluminum was 

about to make, they acted quickly and 

formed the UltraLight Steel Auto Body 

(ULSAB) consortium; that led to the 

creation of the ULSAB vehicle structure. 

The infusion of aluminum into the au-

tomobile design and development in-

dustry had been slowed; temporarily. 

An Iowa endeavor proves that alu-

minum is about to boom. In March  2012, 

Alcoa executives, along with the Gov-

P/N: SSPC-B 
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(Left) Aluminum GMA (MIG) welding will require new equipment and training for complete, safe and qual-
ity repairs. (Right) Depending on the application, and the vehicle maker instructions, a variety of mechan-
ical fasteners will be required for aluminum repairs.
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ernor of Iowa, broke ground in Davenport on a $300 million 

dollar expansion at their Davenport Works facility to “meet 

rising demand for aluminum from the automotive market.” 

While there isn’t a shortage of aluminum intensive ve-

hicles (Jaguar F-Type, XJ and XK, Land Rover Range Rover 

and Range Rover Sport, Audi A8 and R8 are just a few ex-

amples) and there are a lot of aluminum closure panels, the 

Iowa expansion is a strong indicator that we will soon see 

more aluminum than ever. The new Corvette Stingray is built 

on an all-aluminum space frame and rumors are running 

rampant about other potential high volume vehicles that will 

employ aluminum intensive body structures. At a minimum, 

we will see more aluminum hoods, doors and other closure 

panels. According to the latest Ducker Report, a survey of 

auto OEMs and their planned use of materials, the amount 

of aluminum used in cars in North America – already the 

No. 2 material in a car – is going to nearly double by 2025.

So what does it all mean to collision repair profession-

als? It’s time to adapt, again. Much like shops had to “f nd 

a place” to install a three-dimensional measuring system, 

they’ll need to develop an isolated area to repair aluminum 

intensive vehicles, to avoid potential galvanic corrosion is-

sues. Similar to making investments in GMA (MIG) and 

squeeze type resistance spot welding (STRSW) equipment, 

they’ll need to invest in GMA (MIG) welders capable of alu-

minum pulse welding and in rivet guns to properly repair 

tomorrow’s aluminum intensive vehicles. There will also be 

a number of vehicles built with a combination of aluminum 

and steel structures (Audi TT and Porsche 911, for example) 

that will require repair professionals to ensure they’re us-

ing the proper adhesives and techniques to minimize the 

potential of galvanic corrosion.

Aluminum intensive vehicles will also force profession-

als to adapt their approach to damage analysis – no differ-

ent than as with high-strength steels. Identifying castings 

from stampings and extrusions, and knowing the repair-

ability limits of each, will be essential to writing a complete 

and accurate damage assessment. Proper identif cation of 

parts and their repairability limits will minimize supple-

ments and improve cycle time. I-CAR has developed the 

Aluminum Panels and Structures Damage Analysis (DAM05) 

course to better equip industry professionals in the damage 

analysis process.

Technicians will also have to be able to identify the types 

of aluminum and choose the proper attachment method, 

based on the vehicle maker’s recommendation. Proper elec-

trode selection is essential for performing welds that will 

stand the test of time, and proper rivet removal and instal-

lation are paramount to a complete and safe repair. Having 

the proper tools, equipment and materials, along with the 

knowledge gained from understanding proper training and 

repair techniques, are the only way to achieve complete and 

safe repairs.

The technologies found in today’s vehicles are evolving 

at a record pace and collision professionals must continu-

ously adapt to meet the opportunities. More aluminum in-

tensive vehicles will be on the road in the next 12 months 

and the time to start adapting is now. Fortunately for all of 

us, aluminum isn’t diff cult; it’s just different. 
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At Axalta Coating Systems, the strength of our company lies in our 

people, and our legacy is built on more than 145 years in the coatings 

industry.

 

Being proud of our heritage, but never standing still matters to us and 

enables us to achieve the exceptional performance that our customers 

expect. We thrive largely because we have passionate people who are 

focused on results and who are driven to win.

 

As we grow, we are looking for the brightest individuals to help us 

continue to realize our vision. Axalta is built for performance. 

 

We are currently hiring for Refnish sales and marketing positions. 

Interested in a career at Axalta, visit: axaltacoatingsystems.com/us/careers

A Brilliant Career 
Begins at Axalta
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We were one of the f rst commercial ref nishing heavy-

duty shops in the country to try an ionized, heated, nitrogen 

system. The support we received from the manufacturer was 

great, but it was uncharted waters for both of us. At that 

time, at least two of the other leading nitrogen system man-

ufacturers had yet to work with a shop in heavy duty.  

Before you consider nitrogen, develop a solid baseline. 

Create consistency among your painters with spray guns, 

spray tip sizes, spray gun control settings and air pressure. 

Ensure your painters test their f lm thickness with a wet mil 

gauge card or a digital dry f lm thickness gauge. Try to con-

trol as many variables as you can to build a starting point.  

Once we established our baseline and started using ni-

trogen, we continued to spray using our old techniques, 

pressures and spray tips. Problems arose. We were getting 

solvent pop because of too much paint on the panel. Mil 

Realizing the 
benef ts of nitrogen
Using nitrogen in heavy-duty shops takes training and 
adjustment, but can increase product quality and cost savings. 

BY CHRIS STERWERF  |  CONTRIBUTING EDITOR

Nitrogen helps with metallic orientation. We can make blends with touch metallic colors 

in the middle of fl at panels.

I
n the heavy-duty collision repair world, technique, air pressure, temperature, spray gun settings and 

solvent choice are just a few of the many variables that painters have to adjust daily in order to have a 

successful paint job. It is entirely different from the automobile solvent coatings and waterborne 

technology of today. The variables involved in painting heavy-duty vehicles can make the process 

exponentially more diffi cult. Luckily, about a year ago, we began spraying with nitrogen, and it has 

empowered us to take control of many of these variables.
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IT WORKS 
WHERE 
YOU NEED IT.

The most versatile prep station available today, the 

Mobile Work Station® is perfect for adding capacity 

and fl exibility, while maximizing your workspace and 

productivity.

This portable prep station provides a clean, enclosed 

area for prepping & limited high quality fi nishing 

anywhere in your shop —instantly.

• Certifi ed EPA 6H Compliant

• Runs on standard 110V power

• No ventilation or air make-up

• Reduces energy use

•  Keeps the air in your shop 
Clean and Clear of overspray

Shop-Pro Equipment Inc.  | www.shop-pro.com  |  1-800-242-6870

THE MOBILE WORK STATION
®
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thickness was almost twice the recom-

mended amount. The finishes were 

looking “f uffy,” as there was too much 

material on the panel. We found the 

solution involved a combination of 

changes — adjusting the spray overlap, 

speeding up the spray passes, chang-

ing air pressure, using smaller tips and 

trying different solvent and reducer 

combinations. Find out what works 

best in your shop. 

The nitrogen system allowed us to 

limit Mother Nature’s inf uence on our 

production. We are able to utilize the 

slowest solvent and reducer packages 

regardless of outside temperatures. 

Slowing the paint down allows it to 

f ow out to control texture and mottling. 

The hoses are heated and keep the ni-

trogen f uid carrier dialed in at a spe-

cif c designated temperature. By chang-

ing temperatures and solvent packs, 

we can match the orange peel to adja-

cent panels with smooth or textured 

f nishes. With compressed air, chang-

ing outside temperatures can make the 

air expand and contract, which requires 

spray gun or wall adjustments in order 

to achieve consistency. Because nitro-

gen is inert, the system basically al-

lows the spray gun to be set at one 

pressure, and it never has to be changed 

again. Nitrogen doesn’t hold water, so 

moisture is kept out of the lines, which 

helps in reducing f ash times. The com-

bination of nitrogen and the heated 

lines allows the paint to get out of dust 

more quickly, drastically reducing our 

On large jobs like these, the 

savings from nitrogen really 

adds up.

On large jobs like these, the 

savings from nitrogen really 

adds up.

Testing compressed air 

versus nitrogen using a 

low-hiding yellow color. The 

nitrogen proved to help the 

color cover more quickly.

Star-A-Liner has a range of frame machines from 

the 15-foot Cheetah 360 ll to the 60-foot 

Star-A-Liner HD-60 heavy duty truck rack.

        1-800-445-8244

 www.AutoBodyShop.com
      1-800-445-8244

    www.Staraliner.com

Working height, 12” (30 cm) up to 42” (107 cm).

Lowers to a loading height of 12” (30 cm).

 Strength and

Tower Mobility

   Combined

Contact us today
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need to buff. We are able to move parts 

in and out of the booth faster and reas-

semble in much shorter times. The ni-

trogen system really speeds dry time 

to just over a minute between coats.

One problem we continue to have 

is over mixing. In the heavy-duty world, 

we judge by gallons instead of ounces.  

When painting an all over in commer-

cial paint, a job can be ruined if you 

have to stop and mix more because you 

may lose your wet edge. Painters tend 

to err on the side of caution, but it can 

get very expensive when a gallon of 

commercial paint could cost well over 

$1,000. However, we are getting bet-

ter and better every day.

A basic system runs anywhere from 

$30,000-$60,000, depending on the 

brand. We have had a learning curve 

to deal with, but I’m starting to com-

pare ref nish labor hours sold in com-

parison to liquid costs from prior years 

and the trend is moving in the right di-

rection. Our productivity has increased, 

and our quality is way up. It has cut 

maintenance cost and time in half. In 

the past, it would take an entire day to 

wash down one spray cabin’s walls and 

grates, scrape off overspray and sweep 

out our concrete pits. Now, we can get 

it done in half a day, and we do it less 

frequently.

Prior to nitrogen, when spraying a 

large job, our downdraft booth f oor 

would be the same color as the vehicle 

we painted, and the ground would be 

sticky from overspray. With nitrogen, 

you would be hard pressed to f gure 

out what color we just sprayed unless 

you looked closely at the filters. We 

have been extremely impressed with 

the results. 
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NEW!

Spraying a high solid com-

mercial fi nish on a Kenworth 

W900 hood using Ionized, 

heated nitrogen.

Nitrogen allows us to spray 

with smaller tips and at 

lower pressure, which keeps 

overspray down allowing our 

booth to stay cleaner.
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O'Rielly's continues to hone an ongoing effort to make its 

paint department more eff cient. O'Rielly's, at the urging of 

its paint vendor, implemented a system that more accurately 

measures painter productivity and actual costs by tracking 

product inventory use instead of labor hours. By examining 

and comparing product use, the shop and its painters received 

a clearer picture of the paint department's costs and painter 

performance.

Manager Brian Guerrero says the system saved money, 

improved paint services and motivated staff to upgrade their 

performance.  

Building eff ciency in your paint department can deliver 

signif cant cost savings – enough to make this effort well 

worthwhile. Read on for more information about what steps 

you can take and where you can get help to build revenue 

by cutting your painting costs.

Numbers that motivate 

Shops hear plenty of suggestions about what they can do to 

go lean or cut costs. If you don't believe the rewards will jus-

tify the efforts, consider some numbers provided by Ted Wil-

liams, Manager of Business Consulting Services for Sherwin-

Williams Automotive Finishes.

Williams notes that if a shop's paint material cost is f ve 

percent of total sales and paint material sales are 10 percent 

of total revenue, their prof t is 5 percent of total sales. The 

average shop nets less than 10 percent net prof t. This means 

that paint material prof t in most shops is equal to half or 

more of the total net prof t. 

Without bringing in any additional work, shops can sig-

nif cantly boost revenue by better managing one cost area. 

Fortunately, plenty of help exists to create a program that is 

effective.

Super savings
Build your paint department revenues by cutting costs

BY TIM SRAMCIK  |  CONTRIBUTING EDITOR

O
'Rielly Collision Center, in Tucson, Ariz., has been among the top 10 in the ABRN Top 

Shops contest for the past several years, and was even named the 2011 Top Shop. That 

success has to come with a vision for doing things right. So what sets it apart? 

Most of the steps you can take to cut costs in your paint department begin well before the actual painting.
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How 
important  
is your 
color 
match?

800.776.0933

ProSprayFinishes.com

facebook.com/prospray

youtube.com/prosprayautofinishes

Serious Color. Smart Business.™

Color is the first – and sometimes 

the only – thing that customers 

QRWLFH��7KDW·V�ZK\��ZLWK�3UR-6SUD\·V�

accurate color match and 

H[FHSWLRQDO�KLGH��\RX�JHW�WKH�

color right the first time.

<RX�DOVR�JHW�WKH�LQGXVWU\·V�

cutting-edge color tools. 

Like the Navigator™ Precision 

Color Selection System and 

the PaintXpert® Software.

:KDW·V�HYHQ�EHWWHU"�1DYLJDWRU�

delivers high-performing 

QDWLRQDO�UXOH��ORZ�92&�

solvent and pigment-rich 

waterborne formulas in 

one simple system.

All at a value that will 

not only help your 

EXVLQHVV�VXUYLYH�� 

but also thrive. 

In this business, it’s 

a matter of survival.

800.776.0933

ProSprayFinishe .com

Serious Color. Smart Business.™

em.ee systeone simple

that will a value All at a

lp your only henot o

VXUYLYH��VLQHVV�EX

o thrive. obut alsob

shes.comPr

A Quest Automotive Brand
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Build a program 
The following steps provide an outline 

of what your shop can do to institute 

its own cost program.

Step 1. Contact your vendor. Paint 

vendors are not only experts on the 

best ways to use their products, they 

also provide a myriad of other resources 

to help shops manage their numbers. 

During the past few years, they've rolled 

out a number of programs to help shops 

reduce their painting costs through 

better management of material inven-

tories and elimination of waste and er-

rors in paint processes.

Many shops already are taking ad-

vantage of these programs. Williams 

reports that Sherwin-Williams is ex-

tremely busy working with customers 

to incorporate its programs. Indeed, he 

and reps from other paint vendors sug-

gest interested shops request these 

services as soon as possible to avoid 

wait times. Translation: act now, since 

your competitors probably have.

In case you're wondering why ven-

dors would run programs that poten-

tially could cut into their sales, Williams 

says the programs provide greater ben-

efits for a vendor because they help 

build better shop operations, ones that 

help shops thrive for the long term. Prof-

itable shops stay busy and buy more 

products, leading to a long-term, mutu-

ally benef cial relationship with their 

vendor.

Step 2: Educate your estimators. 

Paint services may not be performed 

until the last stages of a repair, but cost 

savings begin the moment estimators 

start damage analysis. Williams notes 

that estimators frequently receive little 

ongoing training, so they aren't always 

aware of the true labor hours and ma-

terials cost of paint services. When 

these costs aren't accurately recorded 

on the repair order, shops aren't prop-

erly compensated and lose money.

Williams says the best shops in the 

country routinely have 10 hours of paint 

work recorded on their repair orders, 

where many other shops have less than 

8 hours and some write as little as f ve.

He recommends shops enroll esti-

mators in continuing education to en-

sure an accurate estimate. He also sug-

gests that a shop's paint department 

review the estimate as well before it's 

del ivered to an insurer or  the 

customer.

“The painter is going to know which 

panels need painted, which can be 

blended and where,” he says. “Further, 

this information needs to be document-

ed up front so the insurer will pay.”

Inaccurate estimates also result in 

supplements, which result in costly de-

lays. Williams says supplements for 

paint work can prove particularly costly 

since they may not be submitted.

“If the estimator already had writ-

ten other supplements, they may not 

be willing to submit one more to the 

insurer near the end of the repair,” ex-

plains Williams.

Tip 3: Avoid inventory f ux. Main-

taining a proper inventory – one that 

meets your needs without running low 

or carrying unnecessary excess – is a 

key part of cost reductions and a central 

feature of vendor programs. Pete Ma-

honey, National Technical Manager/

Trainer for ChemSpec, says that one of 

the chief benef ts of inventory control is 

the funds it frees up for other shop in-

vestments. Stable inventories also deter 

overuse and misuse, along with theft.

Vendors typically provide a number 

of tools to help shops determine proper 

inventory levels. Sherwin-Williams, for 

example, provides its customers with 

“smart scales” that transmit product 

use to the company. Using this infor-

mation, the company can help set proper 

inventories for a shop. (The scales also 

provide other services, such as deter-

mining if products are being correctly 

mixed at the shop to improve product 

eff ciency and cut waste). 

One rule Williams employs when cal-

culating inventory levels is taking into 

consideration all the products and mate-

rials a shop uses. From there, he says 

shops should determine where their in-

vestment should go, with the bulk of their 

money being invested in “products that 

leave with the vehicle over those that end 

up as waste.” That means spending more 

on products the customer actually sees 

over those that are discarded after use 

- sandpaper, masking tape, etc.

Spraying technique can vary 

widely from one painter to an-

other. Work with your vendor to 

institute the proper technique 

and spraying consistency.

Create a better materials inven-

tory by investing in quality sup-

plies and specifi c products.

Maintain an inventory list to 

ensure a consistent inventory 

and to track product use.

A neat, effi cient and properly 

stocked paint room can sig-

nifi cantly reduce your paint 

department costs.
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MD-6XP / 6,000 lb. Mid-Rise Lift

Still not convinced? Smart move. 

45 second lift time

Multi-position automatic safety locks

Extreme low-profile design 

Power unit with standard plug

·

·

·

· www.bendpak.com/md-6xp 
Watch the demo at

© 2014 BendPak Inc. • BendPak Inc. is a registered trademark.

THIS IS YOUR 
OPERATING 
TABLE.

YOU’RE A SURGEON. 

Call for more info. 1-800-253-2363 
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Portable. Quick. Safe.
Fastest way to get your car in the air.

© 2014 Ranger Products • Ranger Products is a division of BendPak Inc.

www.quickjack.com • BL-3500
See it on YouTube

The truly portable QuickJack™ is convenient to use and lightning fast. Use it anytime, anywhere, for fast wheel service 

and general repair. The low profle design means it fts where other jacks don’t and an optional 12-volt power supply 

means you can even take it on the road. Sturdy lock bars, a remote pendant control, and adjustable rubber contact 

pads make it the perfect lifting system for the shop, track or home. Visit www.quickjack.com to learn more. 

MSRP $99500

ES435366_ABRN0614_054_FP.pgs  05.07.2014  01:04    ADV  blackyellowmagentacyan



 ABRN.COM/PAINTTRAIN DO YOUR PBE DISTRIBUTORS NEED TRAINING?

Shops shouldn't necessarily invest 

in the cheapest versions of those prod-

ucts, says Williams. Low-cost products 

can cost shops more if they don't offer 

quality and force shops to perform ex-

pensive re-dos or if shops must use 

more of them to provide the same qual-

ity a higher-priced product could offer 

more economically with less use. Wil-

liams says shops should invest in those 

products that provide quality, while 

keeping an eye on cost.

He also suggests shops practice con-

sistency when ordering products and 

materials. This means using a single 

brand of product and specif c products 

(for example, 100 grit sandpaper) for 

specif c tasks. This practice reduces in-

ventory costs since shops no longer need 

to stock multiple varieties of products.

Mahoney says shops also can save 

on inventory using products that can 

be utilized for multiple purposes. Some 

paint lines feature products that can 

be mixed into multiple bases, clearcoats, 

etc., thereby reducing the number of 

products a shop needs to keep in stock.

Step 4: Eliminate waste and re-

dos. Once you address issues with es-

timate accuracy and inventory, you'll 

cut down on waste and re-dos – two 

areas that likely are the sources of your 

largest unnecessary costs. You'll still 

need to address their other causes.

Steve Trapp, North American Stra-

tegic Accounts Manager for Axalta 

Coating Systems, says shops can cut 

significant waste by reducing over 

spraying and performing better prep 

work. Trapp says many painters fall 

back into old habits while using new 

products. They apply 4-6 coats of prod-

uct where just 1½ coats is necessary. 

(In many cases, painters overuse wa-

terborne products, forgetting that these 

f nishes require fewer applications than 

their predecessors.)

During prep work, Trapp says shops 

can create signif cant problems, result-

ing in waste and re-dos, by improperly 

staging paint jobs. Trapp explains that 

when shops don't mask correctly, paint 

is not applied properly. This alone pro-

duces a re-do. Paint departments often 

complicate these mistakes by sanding 

and re-masking a vehicle in the booth, 

producing dust that contaminates the 

fresh paint work.

Trapp says shops should work closely 

with their vendors to identify the sourc-

es of waste and re-dos and then insti-

tute systems that f x these problems.

Step 5: Spray smart. Improper 

spraying technique could fall under the 

previous step, but technique and other 

spraying issues constitute such a large 

part of cost management, they're bro-

ken out here as a separate step.

The vendors that ABRN spoke with 

noted that technique can vary greatly 

from one painter to another in a single 

department. Williams notes cases in 

which the difference in painting eff -

ciency between painters can be as great 

as 80 percent. The good news here is 

technique can be corrected, usually 

without much diff culty. Williams says 

one shop with this issue videotaped its 

painters, then noted the difference in 

spraying efficiency between its best 

painter and the once with the worst ef-

f ciency. After watching the tape, the 

latter employee was able to quickly close 

the gap (within 10 percent) between his 

work and the other painter.

The more challenging issue here is 

preventing painters from reverting to 

old habits. Again, your paint vendor can 

help with programs that maintain proper 

technique. Mahoney says these pro-

grams have been particularly effective 

with new painters and suggests shops 

get these employees involved with such 

program as early as possible. 

He also recommends that shops in-

vest in HVLP or LVP guns, which pro-

vide greater transfer eff ciency.

Incorporating these steps in your 

shop will involve commitment from you 

and your staff, along with some hard 

work. A payoff in greater net prof ts, 

and more effective work habits, will 

make these effort well worthwhile. 
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AXALTA COATING SYSTEMS

PRIMER, SURFACER
Axalta Coating Systems 
launches Cromax® 
LE3130S™ UV Primer-
Surfacer and the new 
Axalta handheld UV lamps - 
large and mini. The Primer-
Surfacer cures in just 
seconds. The handheld UV 
lamps cure the Cromax® 
UV technology products in 
a matter of seconds and 
provide flexibility to cure 
multiple angles. 

www.axaltacs.com

(855) 547-1461

AXALTA COATING SYSTEMS

SOLVENT BASECOAT
Axalta Coating Systems has 
launched Cromax® Mosaic™, 
a new fully featured solvent 
basecoat to help provide out-
standing coverage, color match 
and blendability. Part of the 
Cromax family, Cromax Mosaic is 
an alternative to waterborne coat-
ings and was formulated to be a 
virtual drop-in for National Rule 
solvent basecoats. It does not 
require blowers, stainless steel 
spray guns or new waste man-
agement processes.

www.axaltacs.com

(855) 547-1461

PAINT AND REFINISHING PRODUCTS GUIDE

VALSPAR AUTOMOTIVE

AIR DRY CLEAR COAT
De Beer Refinish introduces 
a new Low VOC Air Dry Clear 
Coat — the new 80-404 Low 
VOC Air Dry Clear Coat and the 
1-404 Air Dry Clear Coat are 
specifically engineered for use 
with the De Beer 500 and 900 
Series basecoats. The clear 
coats apply with seamless wet-
on-wet application, requiring no 
flash time between coats. They 
also reduce cycle times and 
operation costs. 

www.de-beer.com

(601) 798-4731

SPRAY-TECH

REDESIGNED WEBSITE
Spray-Tech/Junair has 
redesigned its website with 
user-friendly navigation and 
the latest information about 
its products. Users can now 
find product videos and 
specifications, brochure 
downloads and the latest 
company and industry news. 
The new design allows the 
users to quickly find the 
desired content, thanks to 
its organized structure.

www.spraytech.com

(800) 535-8196

SPRAY-TECH

SPRAY BOOTH
Smart Prep is an 
environment for refin-
ishing miscellaneous 
parts, products 
or vehicle subas-
semblies. It comes 
standard with a full 
roof, curtains or walls 
and is ventilated so 
air is drawn into the 
booth. It includes heated make-up air and integrated paint mix-
ing room, all in a 12’x25’ footprint. Its Automatic Power Saving 
Mode puts the booth in Recirculation Mode if there is no spray-
ing for 10 minutes in spray mode.

www.spraytech.com

(800) 535-8196

BLOWTHERM USA 

VELOCITY SYSTEM
To facilitate the use of the 
waterborne paint finishes, 
Blowtherm has developed 
a new system, AIR SPEED, 
which increases the air veloc-
ity up to four times when 
compared with traditional ven-
tilation systems. Advantages 
include shorter flash-off times 
between coats, shorter curing 
time and a faster removal of 
volatile components before 
the start of the reticulation 
process.

www.blowtherm-usa.com

(855) 463-9872
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THE POWER TO CHOOSE.

The Power Series From
The Power Series Offers four paint booth choices in a smaller booth footprint to meet 

your space requirements. Choose the airfl ow confi guration that best meets your needs:

Increased Productivity Leads to Increased Profi tability

CALL US TODAY to see which Power Series 
Booth Confi guration is Right for Your Shop

800-535-8196

Excellence 

Through 
Innovation

Smaller 

Footprint
maximizes shop 

fl oor space 

Power Reverse Flow Power Side Down Power Semi-Down Power Full Down
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MARTIN SENOUR

REFINISH SYSTEM

The PRO//BASE™ Refinish System from 
Martin Senour® is suitable for blendable spot 
repairs and ideal for the medium-volume end-
user who does not require the fast cycle times 
of premium-priced systems, but demands 
better quality than most value-priced systems 
can offer. This solvent-borne system is ideal for 
refinishers who cannot support high-volume, 
premium waterborne systems, and it does not 
require the spray booth equipment required for 
waterborne systems. 

www.martinsenour-autopaint.com

(800) 526-6704

MARTIN SENOUR

WATERBORNE REFINISH SYSTEM

VORTEX® is an easy-to-apply, fast-drying water-
borne basecoat system that behaves like solvent-
borne technology. VORTEX provides excellent 
color match to today’s OEM colors while meet-
ing the strictest 3.5 VOC limits in most of North 
America and the European Union. The waterborne 
basecoat is especially suited for high-volume colli-
sion centers specializing in high-quality repair and 
refinishing that have to meet strict VOC regulations.

www.martinsenour-autopaint.com

(800) 526-6704

SHERWIN-WILLIAMS

WATERBORNE SYSTEM

AWX Performance Plus™ Waterborne Refinish System, by 
Sherwin-Williams Automotive Finishes, is an easy-to-apply, 
fast-drying waterborne basecoat that provides excellent 
color match and only requires 1- 3 coats for full hiding. 
The basecoat is highly repairable and lays flat and smooth, 
providing an excellent final finish. The system includes 
two reducers to accommodate various ranges in humidity, 
ensuring superior performance in all environments.

www.sherwin-automotive.com

(800) 798-5872

SHERWIN-WILLIAMS

REFINISH SYSTEM

The HP Process™ Refinish System with 
Air-Dry Technology from Sherwin-Williams 
Automotive Finishes delivers vehicles 
from prime to shine in 40 minutes or less, 
without needing to turn on the heat in your 
booth. Utilize either the HPC15 or HPC21 
HP Process™ clearcoats and you can 
sand or polish after only 15 minutes at 
70 - 75° F.

www.sherwin-automotive.com

(800) 798-5872

PAINT AND REFINISHING 

PRODUCTS GUIDE
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Attention Jobbers &

Mobile Jobbers

spiuserforum.com     southernpolyurethanes.com

Follow Us On Facebook

Tired of the

EMPTY
PROMISES?

The aforementioned situations are happening all over the US and Canada and if

any are happening to you, perhaps it’s time to look at Southern Polyurethanes! 

• We don’t sell national accounts

• We give protected territories to our jobbers

• We don’t sell PBE warehouses, we are jobber direct only

• We have some of the best clears and primers in the industry

including 2.1 VOC

• We have a simple and generous jobber  discount program

• We don’t private label nor will we sell any other jobbers in

your territory  

• We have low pre-paid shipping requirements

• Our products will never be sold on the internet  

• We’ve grown EVERY year since our inception in 1998

• We offer a 7 day tech support line for your customers

If you’d like to see if your territory is available and

discuss the SPI line further, please give us a call at

706-781-2220.  In the meantime, Google search

Southern Polyurethanes aka SPI and you’ll see how

we grew 30% in 2009 when the industry tanked 30%.  

Has this happened to you?

• You’ve carried a paint line for years when another store

 selling the same brand opens 30 miles away and your very

own paint rep takes the new jobber into your best account

and offers them a 15% discount.

• The paint line you’ve sold for years is now being sold by a

truck delivering fenders for 15-20% less and they are buying

at a much larger discount than you. 

• Your paint company sells out to a holding company and now

everything is turned upside down.  As your paint rep is

 waiting to be fired, he or she tells you I can’t give you that

$5,000 credit I’ve owed you for the last year.  

• You successfully build up a clear and primer line when 

the PBE warehouse rep starts selling it to every jobber

around you.  
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PAINT AND REFINISHING 

PRODUCTS GUIDE

CHEMSPEC USA

COLOR-RICH PRIMERS

METALUX® HS Colored Primers are high-build, 2K primer surfacers/
sealers. The system is comprised of six color-rich primers (white, black, 
red, blue, yellow and green), which can be mixed following simple 
formulas. The Metalux® Automotive Premium Refinish range offers 
a compact set of toners with the capability of matching over 140,000 
international colors. With more than 13,000 actual paint swatch spray-
outs, our color units feature the world’s largest color collection of 
swatches.  

www.chemspecpaint.com

(800) 328-4892 Ext. 2356

CHEMSPEC USA

EPOXY PRIMER

METACRYL® 7396™ Epoxy Primer is for automotive and fleet refinish-
ers looking for a high-performance epoxy with medium fill properties. 
Our two-component, chromate-free primer ensures greater inter-coat 
adhesion and excellent corrosion protection to bare metal substrates.  
Durability is assured with outstanding impact resistance, chemical 
resistance and color holdout. 7396™ is available in gray, black, white and red.  

www.chemspecpaint.com

(800) 328-4892 Ext. 2356

BASF REFINISH COATINGS

QUICK DRY SYSTEM

BASF Onyx HD™ Low VOC Productive System offers customers 
a unique new way to comply with regulation without compromis-
ing productivity or quality. This low VOC solventborne basecoat 
alternative dries quickly in most shop environments and meets all 
current and future regulations with no special equipment required. 
And Onyx HD provides similar benefits of conventional solvent-
bornes — using COLOR-MAX®, one of the fastest, most accurate 
color tools in the industry.  

www.basfrefinish.com/onyx-sb

(800) 758-2273

BASF REFINISH COATINGS

STREAMLINED CLEARS

Glasurit® is committed to technological innovation that results in 
unparalleled depth and gloss. Our revolutionary 923-460 Multi-
Purpose Gloss Clear along with our equally impressive 923-140 
Rapid Repair No-Bake Clear give you a single, streamlined clearcoat 
system that you can use to perform any size repair. Glasurit also 
offers Low VOC options with the 923-220 Low VOC Multi-Purpose 
Gloss Clear and the 923-240 Low VOC Rapid Repair Clear.   

www.basfrefinish.com/glasurit

(800) 758-2273

PPG

EUROPEAN SPEED CLEAR

JC6800 HS European Speed Clear is a 4.2 VOC high solids clearcoat 
designed for optimum performance on spot and multi-panel repairs. Offering 
excellent productivity, JC6800 can be polished quickly and is available with 
two activators—JH6810 HS European Activator and JH6820 HS European 
Activator High Temperature — to adjust to job size or temperature.   

www.ppgrefinish.com

(800) 647-6050

LOOKING FOR
ALUMINUM

SOLUTIONS?

FACILITY LAYOUT

CONTAMINATION

 CONTAINMENT

DUST EXTRACTION

FUME EXTRACTION

CLEAN ROOMS

RIVETERS

HAND TOOLS

WELDERS

WHAT’S
ON YOUR LIST?

SPANESI
HAS IT ALL!

SPANESI AMERICAS INC.
Tel: 1.224.SPANESI (772.6374)

Photos, Information and Friends @

www.spanesi.com
sales@spanesi-americas.com
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Turbo Color Injection

www.valsparauto.com

BREAK THE LAND SPEED RECORD FOR COLOR MATCHING.

When you need fast, accurate color matching, count on the Valspar  

Refinish Universal Intermix System and Valspar’s turbo-charged service  

to get it right the first time. We make sure the colors you need are  

available when you need them.   

To shave seconds off your time in the shop, rely on Valspar Color 

Information Maps and the Valspar Spectrophotometer for quick, easy  

color accuracy. You’ll be off the clock and out the door in no time.
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PAINT AND REFINISHING PRODUCTS GUIDE

Tab-It with StudLever  

shown pulling glue tab

Combo Kit 
#
20014C Includes both StudLever & Tab-It

Part#20014

Part#20013

™

Glue Tab Kit for Steck StudLever

s Accurate controlled pulls every time

s Grips studs (pull pins) quickly & easily

s Black pivoting base helps compress 
crown as dent is pulled

Attn: PDR  Now you can 

quickly pull glue tabs with 

the STECK StudLever™

UÊFAST!   UÊACCURATE   UÊEASY!!

PPG

POLYESTER PRIMER

VP2100 is a new, low-VOC polyester primer from PPG’s Vibrance 
Collection® custom color line. Designed for high build over exist-
ing coatings and properly prepared metal, the gray primer offers 
excellent filling, drying and sanding properties for custom and 
restoration work. VP2100 is compliant for all regions and has a 
simple 2:1 mix ratio with VH7101 Polyester Primer Catalyst.  

www.ppgrefinish.com

(800) 647-6050

BLOWTHERM USA 

SPRAY BOOTH

The Extra spray booth by Blowtherm is aimed at the most 
demanding spray booth operator. Its amazingly long life 
cycle is due to exceptional engineering and quality construc-
tion. Just a few of the features include direct-drive twin turbo 
fans, inverted direct fired burner, post and burner-filtration, 
parts hangars and low decibel ratings. The Extra spray booth 
system provides energy savings and increased productivity.  

www.blowtherm-usa.com

(855) 463-9872

PRO-SPRAY FINISHES 

HYPER CLEARCOAT

Hyper fast and versatile, Pro-Spray’s PSC-
4500 Hyper Clearcoat is a high-solids 

power house that amps productivity and 
can be mixed to meet National Rule or low 
VOC compliance. PSC-4500 turns around 
jobs faster with amazing application, fast 
out-of-dust times and quick assembly. 
Premium European technology delivers a 
durable, beautiful finish.  

www.prosprayfinishes.com

(800) 776-0933

MATRIX SYSTEM 

DIRECT TO METAL SEALER

Matrix System’s MP-210 “Coast to Coast” 
DTM Primer Sealer is a premium direct to 
metal (DTM) primer sealer offering smooth 

application over a wide range of conditions. 
This product can be applied to a wide 
variety of substrates, where a non-sanding 
technique will improve productivity. MP-210 
provides excellent adhesion and corrosion 
resistance and can be used directly on 
almost any substrate.  

www.matrixsystem.com

(800) 735-0303
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KIA MOTORS AMERICA
SALUTES THE BEST OF THE BEST

OUR 2013 parts elite dealers

BALD HILL KIA MATT JARVIS
BEST KIA ANITA BURGOS

BILL JACOBS KIA JEFF JANICKE
BREEDEN KIA KARL WICKBOLDT

BRIGGS KIA JOHN MALONE
CAR PROS KIA GENE SCHILDER
CARRIAGE KIA RYAN TAPP

CHRIS LEITH KIA CHRISTOPHER RIGGAN
CHRISTOPHER KIA, SALT LAKE LARRY GREENHALGH

CLASSIC KIA OF STREETSBORO BRYAN MULLIGAN
COBB COUNTY KIA JOSEPH HARTER

COUNTRY CLUB KIA DARRELL YOUNG
CROSSROADS KIA OF INDIAN TRAIL PATRICK DOUGHERTY

CROWN KIA RHONDA ORSBORN
DELAND KIA DAVID BOOTH

ELK GROVE KIA KEVIN CORBET
FERGUSON KIA JAMES EASTON

FOX KIA JEFFREY NORTON
FRED BEANS KIA OF FLEMINGTON JASON JAISLE

FREEDOM KIA KIRK TURNER
GENE MESSER KIA BILLY MARTINEZ

GOOD KIA THOMAS HAKIM
GOSSETT KIA MICHAEL RICHARDS

HENDRICK KIA OF CARY ANDREW DEAN
JACK MILLER KIA DENNIS FALTERMEIER
KIA OF CERRITOS SHAWN LEBS

KIA OF JAMESTOWN DENNIS ORMOND
KIA OF ORANGE PARK DANIEL CARR

KIA OF PUYALLUP DONALD BREEN
KIA OF WEST CHESTER ALAN BANNICK

LAFONTAINE KIA PATRICK AVERY
LIFETIME KIA GEORGE BRESCH
LOU FUSZ KIA JOSHUA ROSENTHAL

MORITZ KIA LEO SALGADO
NEW MOTORS KIA BRANDON BURKETT

ORLANDO KIA EAST MARK HOFMANN
PARKWAY FAMILY KIA MARK LACOMBE

PERFORMANCE KIA BOB CHILDS
PREMIER KIA DEREK MCMORRAN

RON TONKIN KIA MICHAEL DOWNING
ROYAL KIA TONY BACA

SAN LUIS BAY MOTORS KIA TINA KOHLER
SERRA KIA OF GARDENDALE CHARLIE MCCOWN JR

SHORTLINE KIA JEFF UNGER
SOUTHERN KIA GREENBRIER DIANA SHUBERT

SOUTHWEST KIA LAMAR JOHNSON
SOUTHWEST KIA NW JOHN SHEEKS

THE KIA DEPOT TERRY ROWDEN
THE KIA STORE WILLIAM THURMAN
UNIVERSAL KIA DERRICK LYNN

ANCIRA KIA TERRANCE STEWART
BAIERL KIA HOWARD OSWALD

BILL DODGE KIA OF SACO LLOYD CHANDLER
BOB BELL KIA WESLEY LANEY

BOB MOORE KIA OF EDMOND CHAD FERGUSON
BRAMAN KIA GEORGE DEDONA
BUTLER KIA JOHN NANCE

CAPITOL KIA DAVID MICKLER
CAR TOWN KIA, USA EVONA HARTZELL

CASEY KIA PATRICK DEVOS
CENTURY KIA GEORGE SHELTON

CHARLIE’S KIA DAVID HATHORNE
COLUMBIA KIA JOSEPH BROCHU
DORSCHEL KIA JEFFREY STANLEY
ED VOYLES KIA GLENN HAMMONDS

FINDLAY KIA, NEVADA SCOTT CROCKETT
FINDLAY KIA, UTAH RODERICK GOURLEY

FOLGER KIA MIKE MELTON
FREDY KIA MIKE SOLIS

GALEANA KIA JOHN KARANIUK
GERRY WOOD KIA CHRISTOPHER POOLE

GRAND FORKS KIA ROSS THORSON
HAWKINSON KIA JEREMY MIHAS

JEFFREY KIA JASON SMITH
KEARNY PEARSON KIA GARY FRANKS

KEFFER KIA JONATHAN SCOGGIN
KIA COUNTRY NEIL HOLCOMB

KIA OF ANDERSON MICHAEL ROBERTS
KIA OF AUGUSTA JASON BOWLES

KIA OF BROOKLYN PARK MARTY VANREESE
KIA OF DES MOINES EDWARD SHOEMAKER

KIA OF GREER JAMES CHAPMAN
KIA OF LANSDALE ALEXANDER REID

KIA OF UNION CITY FARUQ AL-AMIN
KOCOUREK KIA EHREN MALINOWSKI

LARRY H. MILLER KIA LAKEWOOD ANDREW STEELE
MENTOR KIA RICH ENNEPER

MIKE MILLER KIA JOY THANNERT
MILLER KIA TROY SCHAFFER

MORRIE'S KIA GORDON CHAFFINS
PATTERSON KIA OF ARLINGTON STEPHEN GUNSOLUS

RICART KIA LARRY MILLS
RICK CASE KIA JEFF MILLER

ROCHESTER KIA MARK SCHMIDT
ROSEN KIA RAY CHRISTIANSEN

SHOTTENKIRK KIA RANDY WRIGHT
SIGNATURE KIA OF COLORADO SPRINGS KEN KLAASSEN

STOKES KIA ERNEST STOUT
SUPERIOR KIA HARLEN LEE

YOUNG KIA DANIEL EVANS

ARCHER KIA STEVE BENOIT
BALL KIA RICHARD QUIJADA

BILL BAISEY KIA ROBERT BETTEKER
BILLION KIA DALE ZIMMER

BOB MOORE KIA NORTHWEST ADAM MAXEY
BRUCE WALTERS FORD L/M KIA RANSY PINSON

BUCHANAN KIA RYAN DILEONARDI
CAMELBACK KIA KURT MARX

CENTRAL KIA OF PLANO EZEQUIEL DE LOS SANTOS
COOPER KIA CHARLES OBERNESSER

COVINA VALLEY KIA STUART MEYER
DENNIS KIA JASON WELCH

EARNHARDT KIA GEORGE GERMAN
FINNIN KIA JUSTIN HEIM
FISHER KIA WILLIAM  GANOE

FOLSOM LAKE KIA JOSHUA BOODY
GALEANA KIA DAVE GANGALE

GARY ROME KIA OF ENFIELD TIMOTHY FERREIRA
GEWEKE KIA BRAD GUYNES

GLENDALE KIA SHAHEN TAHMASIAN
GRIECO KIA SHON PFEILER
HARPER KIA DAVE KOHL

HEAD MOTOR COMPANY CHRISTOPHER PERKINS
HUFFINES KIA DENTON GARY CLINTON

KIA OF CLARKSVILLE EDWIN COY
KIA OF JOHNSON CITY CLAUDE ROBINSON

KIA STORE EAST KRISTOPHER KNAPKE
KING KIA DENNIS WHITAKER

KINGS KIA SHANE NORDMAN
KOONS KIA JAMES WOODLAND, SR.

LANGDALE KIA OF VALDOSTA BEN WILSON
LANHAM KIA JED HOVE
LAWLEY KIA CORY FOX

MATT CASTRUCCI KIA JOE MEESE
MORITZ KIA OF HURST ADAM LAMMEY

MY KIA ROBERT JOHNSON
ORLANDO KIA WEST ARMANDO PADIN

PEAK KIA ALEX GROSS
PUTNAM KIA JOSEPH MANZI

RAY BRANDT KIA ROCKY CHAFFIN
RIVERCHASE KIA APRIL SCHNUR
SANTA CRUZ KIA JOHN ROMERO

SHERWOOD KIA OF SALISBURY PATRICIA ADAMS
SOUTH POINT KIA LISA MCKEE

TEMPE KIA DANIEL LANIOUS
TYNAN’S KIA RYAN KOENIG

UNIVERSITY KIA DOUGLAS SAMUELL
VALLEY-HI KIA CHRISTOPHER WINSLOW

VISALIA KIA MICHAEL CAMP
WARNER KIA GEORGE LOCKE

PLATINUM GOLD SILVER
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FREE PRODUCT INFORMATION
BY FAX: SEND THE COMPLETED FORM TO (416) 620-9790

it’s quick!  it’s easy!  it’s direct
FREE PRODUCT INFORMATION

BY FAX: SEND THE COMPLETED FORM TO (416) 620-9790

it’s quick!  it’s easy!  it’s direct
abrn

A D  I N D E X

AD
 IN

DE
X

NAME (please print) ____________________________________________________________________

SUBSCRIBER NUMBER FROM LABEL _________________________________________________________

JOB TITLE ___________________________________________________________________________

COMPANY NAME ______________________________________________________________________

ADDRESS ___________________________________________________________________________

CITY, STATE/PROVINCE __________________________________________________________________

ZIP/POSTAL CODE _____________________________________________________________________

IS THIS YOUR HOME ADDRESS?  ☐ yes   ☐ no

PHONE _____________________________________________________________________________

FAX  ______________________________________________________________________________

EMAIL  _____________________________________________________________________________

Check the box for more information on all:
☐ Accessories

☐ Adhesives

☐ Air Supply Systems

☐ Clothing and Personal Safety

☐ Collision Repair Parts

☐ Detailing

☐  Frame/Structural 

Straightening Equipment

☐ General Repair Parts

☐ General Shop Equipment 

☐ Hand and Power Tools 

☐  Heating and Cooling Services

☐ Interior

☐  Office Management/

Information Systems

☐ Paint and Refinish

☐ Paintless Dent Repair

☐ Shop Supplies

☐ Spray Booths

☐ Welding

PR
OD

UC
T 

IN
DE

X

Axalta Coating Systems • Primer, surfacer ........................ 56

Axalta Coating Systems • Solvent basecoat ....................... 56

BASF Refinish Coatings • Quick dry system ...................... 60

BASF Refinish Coatings • Streamlined clears .................... 60

Blowtherm USA • Spray booth ............................................. 62

Blowtherm USA • Velocity system ....................................... 56

MANUFACTURER • Product Page # MANUFACTURER • Product Page #

ChemSpec USA • Color-rich primers................................... 60

ChemSpec USA • Epoxy primer ........................................... 60

Martin Senour • Refinish system ......................................... 58

Martin Senour • Waterborne refinish system .................... 58

Matrix System • Direct-to-metal sealer .............................. 62

PPG • European speed clear ................................................ 60

MANUFACTURER • Product Page #

PPG • Polyester primer......................................................... 62
Pro-Spray Automotive Finishes • Hyper clearcoat ............ 62
Sherwin-Williams • Refinish system ................................... 58
Sherwin-Williams • Waterborne system ............................. 58
Spray-Tech • Redesigned website ...................................... 56
Spray-Tech • Spray booth .................................................... 56
Valspar Automotive • Air dry clear coat ............................. 56

MAGNA PRODUCTS
FILTRATION SYSTEMS

OPTIMA SPRAY EQUIPMENT

From Pulling to Painting

800.227.2822
www.motorguard.com

800.227.2822
www.motorguard.com

MERCEDES-BENZ CORP ..........................CV2

MOTOR GUARD CORP ................................ 64

PPG............................................................. 21

PERFORMANCE GATEWAY ........................ 34

PRO SPOT ................................................CV3

PRO-SPRAY AUTOMOTIVE FINISHES ....... 51

RBL PRODUCTS INC .............................32,41

RHINO LININGS .......................................... 33

ROME TECHNOLOGIES INC ....................... 42

SATA ........................................................... 29

ADVERTISER Page #

CJ INC ..................................................................46

EAGLE ABRASIVES ..............................................48

ELEKTRON INC USA .............................................23

GOFF ENTERPRISES ............................................55

I-CAR ....................................................................47

INNOVATIVE TOOLS .............................................40

KIA ............................................................. 19,37,63

MARTIN-SENOUR AUTOMOTIVE FINISHES .........27

MATRIX SYSTEM..................................................31

MAXZONE .............................................................49

ADVERTISER Page #

AFLAC ..................................................................... 7

ALLDATA ..............................................................58

AMI .......................................................................64

AXALTA COATING SYSTEMS ............................5,43

BASF CORPORATION ........................................ CV4

BENDPAK INC .....................................15-16,53-54

BLOWTHERM USA ...............................................35

CERTIFIED AUTO PARTS ASSOCIATION .............25

CHEMSPEC USA ..................................................39

ADVERTISER Page # ADVERTISER Page #

SHERWIN-WILLIAMS ............................................. 9

SHOP PRO ............................................................45

SOUTHERN POLYURETHANES INC ......................59

SPANESI ...............................................................60

SPRAY-TECH ........................................................57

STECK MANUFACTURING CO ..............................62

TOYOTA COLLISION PROS ............................ 10A-L

VALSPAR AUTOMOTIVE GROUP..........................61

WD 40 ............................................................12-13

WWW.ABRN.COM/READERSERVICE
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searchautoparts.com  vol .53 .06  65

     Marketplace

posit ions available

products & services

1000 + Automotive jobs Online

www.ACTAutoStaffng.com

800-489-0536

Looking for Collision Personnel?

7,500 + Collision Personnel Resumes Online

looking for a job?

Paint stripe complete cars or match and repair just 

about any stripe that comes into your shop as easy 

as 1-2-3 with our unique stencil tapes. Just apply 

the stencil, paint over it and peel it off! Leaves the 

cleanest, sharpest line. Available in 56 different styles.

FOR FREE SAMPLES CALL TOLL FREE

1(800) 228-1258

www.f inessepinstr ip ing.com

You! Can do paint pinstriping with the 
Paint Pinstriping Stencil Tape

for the sharpest painted-on stripes

Advertise tOdAY!

For more information, call Wright’s Media at  

877.652.5295 or visit our website at  

www.wrightsmedia.com

Logo Licensing    |    Reprints    |    Eprints    |    Plaques

Leverage branded content from ABRN to create a 

more powerful and sophisticated statement about 

your product, service, or company in your next 

marketing campaign. Contact Wright’s Media to 

fnd out more about how we can customize your 

acknowledgements and recognitions to enhance 

your marketing strategies.

Content Licensing  

for Every

Marketing Strategy

• Outdoor
•  Direct Mail
•  Print Advertising

•  Tradeshow/POP Displays
• Social Media
• Radio & Television

Marketing solutions ft for:
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BY MIKE ANDERSON  |  shop advocate

Mike Anderson, a former shop owner, 

currently operates COLLISIONADVICE.COM, a 

training and consulting f rm.

If you have an business issue or question 

you’d like Mike to address, email him. 

mike@CollisionAdvice.com

ne of the most common barriers I see to a shop 
improving its cycle time is bad scheduling. Too 
many shops schedule everything in on Mondays, 
Tuesdays and Wednesdays. So the painter who 
is standing around early in the week with nothing 

to do is then scrambling on Thursday and Friday 
to get it all done.

Most shop management systems will track how many cars you 
take in and how many you deliver each week. Make a chart of it, 
and for many shops that chart will look like an ‘X’. The line showing 
the number of cars taken is high on Monday and drops to a low 
on Friday, and the line showing number of cars delivered starts 
low on Monday and rises throughout the week to a high on Friday.

The most efficient way to schedule for the best cycle time, 
however, is to flatten out that ‘X,’ making both lines flat across 
the week. That means the same number of cars brought in and 
delivered each day.

I suggest you determine your anticipated monthly sales and 
divide that by your average repair order. So for easy math, let’s 
say you do $200,000 a month in sales, and your average repair 
order is $2,000. That means you need to average 100 cars a 
month. If there are 20 working 
days that month, your goal should 
be to bring in five jobs a day, put 
five cars into paint each day, and 
deliver five cars each day.

Shops sometimes say it’s a 
challenge to get customers to 
schedule on a Thursday or Friday 
because they don’t want to be 
without their car over the week-
end. Here’s a tip I learned from 
Aaron Marshall at Marshall Auto 
Body in Waukesha, Wisc. If you 
schedule the first five customers 
who call on a Monday, the next 
five on Tuesday and the next five 
on Wednesday, then you’re hop-
ing the next 10 will schedule on 
Thursday or Friday. Those aren’t 
great odds.

But Aaron suggests instead 
trying to schedule Thursday and Friday first. You’re then trying to 
find 10 out of 25 customers to schedule for Thursday or Friday. 
Those are much better odds.

Another thing I suggest is posting a sign on the front coun-
ter that said, “Ask us about our Thursday and Friday drop-off 
specials.” That can help you identify customers who don’t mind 

bringing their car in later in the week. You can offer them a coffee 
shop gift card, or a discounted oil change or detailing services.

Shop management systems can also help you dial in your 
scheduling even further by looking at different categories of jobs. 
The systems can divide jobs into four or five categories based on 
the number of labor hours per job. A job with two or fewer labor 
hours might be a “category 1,” while a job with 2-8 labor hours 
might be a “category 2,” etc.

Look at this data over a year, and you can see how many of 
each category you do in a typical month. Again, you can then use 
that information to schedule more effectively. If you typically do 40 
“category 3” jobs in a month, you know you should schedule two 
of them in per day in a 20-workday month. 

Whatever systems you try, I will tell you that everyone I’ve chal-
lenged to do this has come back to me and said, “Scheduling 
drop-offs on Thursday and Friday isn’t as hard as I thought it 
would be.” They find their staff’s stress level drops along with 
their cycle time.

But what about insurer push back? First, my message to those 
insurers is: Get over it. Let us fix the cars and produce for you. 
Give us the flexibility to schedule efficiently, and your cycle time 
will improve.

I also know shops who have convinced insurer supervisors to let 
the shop try scheduling more efficiently for a few months; the results 
have shown the insurers it works. Remember: “No” doesn’t mean no. 
“No” means they don’t yet have enough information to say “yes.” 

FLATTEN THE 
‘X’ IN YOUR 
SCHEDULE

Implement these tips for smarter 
scheduling that will improve your 
shopÕs efficiency and cycle time

Try scheduling 
on Thursday and 
Friday first. You 

are then trying to 
find 10 out of 25 

customers who are 
willing to schedule 

a drop-off on 
Thursday or Friday. 

Those are much 
better odds.
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Made in the USA

Mobile Work

Station

AL-5 Aluminum

Dent Pulling

Pull

Bar

Pro Pull

Dent Puller

Utility

Panel

MWS-AL

Aluminum Weld Station

The Pro Spot Mobile Work Station
system features many different
customization levels to suit your
shop’s needs.

The AL-5 Capacitor Discharge Stud
Welder is designed for aluminum
dent pulling and welding UHSS
panels.

The Pull Bar is designed for both
aluminum and steel dent pulling.
Includes adjustable foot swivel
pads for mounting both vertically
and horizontally.

The Mobile Work Station comes
standard with Air Outlets as well
as a 110 VAC utility panel to plug
in all your necessary tools.
(220 VAC Option Available)

The Patented Pro Pull from Pro
Spot has a lot of options to maximize
your dent pulling technique. It is easy
to use and flexible for any dent
pulling situation. 
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Scan with a QR code reader to learn more about Onyx HD Low VOC Productive System.

Where Speed Meets Green
R-M® believes you shouldn’t have to choose between being productive and being VOC compliant. 

That’s why we’re introducing Onyx HD™ Low VOC Productive System, a compliant solventborne 

alternative that dries quickly in most shop environments. When you switch to Onyx HD, you can enjoy the 

benefits of a tried and true solventborne system that meets all VOC standards for North 

America and uses COLOR-MAX®, one of the fastest and most accurate color tools in the 

industry. To learn more, please call 800-825-3000 or visit www.basfrefinish.com/onyx-sb.
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