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TECHNICAL TRAINING

PAINT PREP
Let paint manufacturers help you build 

a prep program in your shop

TECHNICAL TRAINING

SPRAY GUNS
Proper equipment care means 

high quality results with lower costs 
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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 hoods, fenders and head lamps 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.
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ANALYSIS

AUTOMECHANIKA CHICAGO 
TRAINS MORE THAN 2,000  
More than 2,000 shop owners and technicians 
attended training at the inaugural Automechanika 
Chicago, April 24-26.

PAINT BOOTH DEMO

AXALTA FOCUSES ON NEW INITIATVES, 
PAINT DEMO

10Dynamic, fresh, engaging and smart — 
that is the new Axalta that the company 
worked to show to attendees at Auto-
mechanika Chicago.

DAMAGE ANALYSIS

PROPERLY ANALYZE ALUMINUM DAMAGE

10Aluminum damage analysis is not an 
entirely different process than that used 
with steel, but there are some inherent 
differences, said Larry Montanez, P&L 
Consultants, at Automechanika Chicago.

8

AUTOMECHANIK A CHICAGO SHOW WRAP-UP

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
STOCK UP FOR DAY 1

21  Get the equipment, employees and 
business you need for a successful 
new location launch.

THE PROFIT MOTIVE
BY CHRIS “CHUBBY” FREDERICK
ARE YOU LYING TO YOUR STAFF?

48           Address issues with your employees 
head on to avoid major confl icts 
down the road.

THE LAST DETAIL
BY MIKE ANDERSON
DESTRUCTIVE WELD TESTS: NECESSARY, 
NOT INCLUDED

78 Tests ensure proper welder set up, but 
not compensation for your time.

16

FEATURE

HOW CONSOLIDATION AFFECTS 
YOUR BUSINESS
BY BRAD MEWES | ABRN BLOGGER

Take a closer look at consolidation in the automotive industry 
to see its true impact on you, your staff and your business.
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MINDING YOUR BUSINESS

BECOME A PROFIT CHAMPION
BY JIM COMPTON | CONTRIBUTING EDITOR

Follow these 5 easy steps to help improve paint and materi-
als margins in your shop.

FEATURES

THE SHOP PROFILE 
FRADELLA’S COLLISION CENTERS;

NEW ORLEANS, LA

JAMES E. GUYETTE / CONTRIBUTING EDITOR

42 In August 2005, the costliest 
natural disaster in US history roared 
through the Big Easy, bringing 
death, destruction and seemingly 
insurmountable hardships to so 
many, including the owners and staff 
of Fradella’s Collision Centers.

22

BUSINESS MANAGEMENT INSIGHTS, BEST PRACTICES & IMPLEMENTATION 
abrn

OPERATIONS

IN THE NEXT ISSUE OF ABRN

 L
earn the importance of giving back 

in your industry.

ALUMINUM PAINTING 
PROCEDURES

TECHNICAL FOCUS

MAINTENANCE 
MINUTIA
BY TIM SRAMCIK | 
CONTRIBUTING EDITOR

58 Make sure to take proper 
care of your spray guns.

BY LARRY MONTANEZ | CONTRIBUTING EDITOR
Use due diligence and follow paint manufacturer and 
OEM requirements to ensure correct processes.

55

TECHNICAL TRAINING

COVER FEATURE
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Show us your inner artist by unleashing it on an unused one-gallon paint can. 

‘Paint Outside the Can’ and our celebrity judges will pick their favorites. You have 

a chance to win a slew of prizes, including a $500 gift card and top-notch 

accommodations at the 2015 Specialty Equipment Market Association (SEMA) Show. 

Your can must be received by September 15, 2015.

www.axalta.us/PaintOutsideTheCan

Find your inspiration. 
Put it on a can. 
Win.
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t� Collision Repair
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t� Chemicals
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t� Lighting System
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UPKEEP/MAINTENANCE
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t� Chemicals

SHOP EQUIPMENT

t� Tools: Hand, Power 
& Service Equipment
t� Welding

SHOP MATERIALS
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RESOURCES INSTANTLY.
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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

 MSO FLASHES

 ABRN DIGITAL EDITION E-ZINE 
JUST CLICK

@ ABRN.COM

Stay on top of industry developments with the 
ABRN family of digital media products

Ô FIND MORE 
PRODUCTS ONLINE 

ABRN.COM/PRODUCTS

JUNE’S FEATURED VIDEO

YOU HAVE THREE 
BUSINESS CHOICES 

TODAY 

PRODUCT SPOTLIGHT
Global Finishing Solutions’ REVO Infrared Drying Systems were 
designed to reduce repair cycle times by drying any material 
in minutes.

BONUS ONLINE CONTENT

PRODUCT FOCUS

50    BASF’s R-M Onyx HD family of Low 
VOC fi nishes can be mixed as either a 
waterborne or solventborne formula to 
adapt to your application needs.

50

BLOG SPOTLIGHT

�
 SERVICE KING launches military veterans 

hiring initiative

Service King Collision Repair Centers 
has launched an aggressive long-term 
veterans hiring initiative under the title 
Mission 2 Hire. 

[URL ABRN.COM/MISSION2HIRE]

SEARCH THOUSANDS OF RESOURCES 
TO HELP YOU WORK SMARTER

VISIT ABRN.COM

BLOG SPOTLIGHT

�
 HAITI ARISE aims to fi ght the country’s 
rampant poverty and lack of 
education by teaching skills that 
allow Haitians to provide for 
themselves and their families while 
improving their communities. The 
organization seeks industry 
involvement to help improve 
infrastructure and offer fi nancial 
support for continued success.

[URL ABRN.COM/HAITI]

�
 THIS SPRING, I-CAR began a new 
quarterly schedule for course 
launches and updates. 

[URL ABRN.COM/ICARTRAIN]

L ATEST 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/3CHOICES]



THE INDUSTRY STANDARD’S

NEXT GENERATION
NOW AVAILABLE

The next generation of industry leading Trim Black paint is here. Available in aerosols and quarts, Trim Black  
Euro Jet boasts deeper black color and better coverage. Choose a matte, satin, or gloss finish to  

professionally match black OEM trim components. Learn more at semproducts.com/euro-jet

41033 EURO JET GLOSS

(16 OZ. AEROSOL)

41013 EURO JET MATTE  

(16 OZ. AEROSOL)

41023 EURO JET SATIN (16 OZ. AEROSOL)

41024 EURO JET SATIN (QUART)
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EVENT WRAP UP

Automechanika 
Chicago trains more 
than 2,000 shop 
owners, technicians

CHICAGO — Automechanika Chicago opened its doors 

April 24-26, bringing to fruition a goal the event’s parent 

company, Messe Frankfurt, has been working toward for 

nearly 18 years: to bring the Automechanika brand to the 

United States.

The largest trade show dedicated to the automotive 

aftermarket industry and high-end technical training 

garnered a successful turnout with a diverse group of 

exhibiting companies and nearly 6,000 attendees. More 

than 450 exhibitors from 23 countries showcased the 

newest tools, equipment and products for the automo-

tive aftermarket industry. The event was also declared as 

the biggest platform for industry training, hosting more 

than 100 seminars and workshops with more than 2,000 

shop owners and technicians attending the sessions. 

“Our passion for the industry and the opportunity to 

bring the aftermarket manufacturers and suppliers togeth-

er with the shop owners and technicians has fulfilled a 

dream,” said Dennis Smith, president of Messe Frankfurt 

North America. “We appreciate the support of the industry 

in making this a reality and we look forward to an even 

BREAKING NEWS

PAINT BOOTH DEMO

AXALTA 
DRIVES NEW 
INITIATIVES, 
PAINT DEMO

CHICAGO — Dynamic, 

fresh, engaging and smart 

— that is the new Axalta.

At  Automechanika 

Chicago, April 24-26, 

Axalta worked with show 

attendees and customers 

to showcase its 145-year 

history, but also its brand 

flexibility, said Laurie 

Kronenberg, strategic 

marketing director, North 

American Refinish with 

Axalta Coating Systems.

Axalta also launched its 

Axalta Learning Campus, a 

place to sign up for virtual, 

eLearning and instructor-

led training. 

Axalta teamed up with 

Global Finishing Solutions 

on the show floor to offer 

three days of opportunity 

to spray the newest paint-

Photos: Messe Frankfurt

O
N

L
IN

E
 C

O
V

E
R

A
G

E

THERE’S MORE 

ONLINE:

KNOWING THE RIGHT 

MARKETING NUMBERS

As shop owners and managers 
have become more aware of 
what they need to do to properly 
market their shop online, the 
need for information has shifted 
to properly measuring that 
marketing. So in the last year, 
Danny Sanchez, CEO of Autoshop 
Solutions, developed a new class 
to address these needs. “The 
Numbers Don’t Lie” taught 
Automechanika Chicago 
attendees numbers and 
benchmarks they need to pay 
attention to when it comes to 
Internet marketing. 

»» ABRN.COM/THERIGHTNUMBERS

CONTINUOUS IMPROVEMENT 

DOESN’T ALWAYS TRANSLATE 

TO LEAN

Create a culture of continuous 
improvement in your shop by 
encouraging training, cultivating 
forward thinking and being open 
to new ideas. Mike Anderson 
with Collision Advice, and an 
ABRN columnist, shared these 
and other ways for shops to 
continue forward progress in the 
training course, “Continuous 
Improvement Best Practices,” on 
Friday, April 24 during 
Automechanika Chicago.

»» ABRN.COM/ALWAYSIMPROVE

DON’T MISS AUTOMECHANIKA 

FRANKFURT 2016!

Looking for an international 
Automechanika experience? The 
brand’s fl agship show, 
Automechanika Frankfurt returns 
in 2016. The show is slated for 
Sept. 13-17, 2016 at Messe 
Frankfurt Exhibition GmbH. 
»» ABRN.COM/FRANKFURT2016
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>> CONTINUES ON PAGE 9

>> CONTINUES ON PAGE 10
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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
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Dedicated to 

Promoting Quality 

Collision Repair of 

Toyota, Lexus and  

Scion Vehicles

Restoring Sound- 
Deadening Material
How to Replicate the Original  
Appearance for Customers

Calibration Can Help Save a Life 
Toyota Requirements for Occupant Classification Systems 

Two Easy Steps to Enroll in Training 
Discover the New CR&R Training Website

Joseph DiDonato  
Collision Training Administrator



SHARE ABOUT COLLISION REPAIR—email us at info@collisionprosmagazine.com

2 Collision Pros
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Providing the Support You Need
AT TOYOTA, OUR PASSION FOR THE VEHICLES we make doesn’t end when 

a car drives off the assembly line or out of the dealer lot. We believe in our 
vehicles and we believe that each customer deserves an excellent experience, 
even in the event that they have repairs carried out on their vehicles.

We know that many collision centers feel just as passionate about our cars 
and our customers as we do. That’s why we strive to work hand in hand with 
body shops to provide them with the support they need to deliver safe, high-
quality repairs and superior customer satisfaction.

In this issue, we detail many of the resources Toyota makes available to col-
lision centers. You can read about new online courses, available soon, which 
provide you with information about paint, welding, body repair techniques 
and more. You can learn about all of these subjects in a convenient, self-paced 
online format. 

This issue’s Best Practices Showcase details a Toyota-pioneered method for 
recreating the original factory appearance when replacing sound-deadening 
material. The article on occupant classification system calibration gives you 
Toyota’s recommended guidelines for working with this important safety-
related technology.

Collision centers are valued partners. Whether in the form of training, best 
practices or repair information, Toyota aims to provide the resources you need 
to get the job done right.

Kathy Capozza
Wholesale Marketing Administrator Sr.
Toyota Sales and Marketing   |   Toyota Motor Sales, U.S.A., Inc.
Collision Pros Magazine   |   info@collisionprosmagazine.com

“We know that many col-
lision centers feel just as 
passionate about our cars 
and our customers as we 
do. That’s why we strive 
to work hand in hand with 
body shops to provide them 
with the support they need 
to deliver safe, high-quality 
repairs and superior custom-
er satisfaction.”

– Kathy Capozza



CP Best Practices Showcase

Collision Pros 3

Keep various sized 
threaded rods avail-
able so you can closely 
match the texture of the 
original sound-proofing 
material. 

3M asphalt sheeting, part number 08840, was used for this demonstration.

TOYOTA, LEXUS AND SCION VEHICLES 
FEATURE FACTORY-INSTALLED SOUND-
DEADENING MATERIAL in the floor pan area. 
This material helps suppress road noise that 
may enter the cabin and makes travel more 
comfortable for passengers.

A LONGTIME CHALLENGE

Since factory sound-proofing material is 
installed by a robot during the manufacturing 
process, it can be challenging to replicate the 
original factory appearance for customers.

“Body shops have historically encountered 
considerable difficulty when replacing this 
material because they are unable to replicate 
the look of the original material,” says Joseph 
DiDonato, Collision Training Administrator, 
Technical & Body Training Department, Toyota 
Motor Sales, U.S.A., Inc. “I have created a 
simple process that replicates the original 
look of the sound-deadening material using 
the replacement material.”

Replicating the look and feel of the origi-
nal material allows collision centers to live up 
to the commitment of returning each vehicle 
to the original factory specifications.

HOW TO

Step 1:  Use asphalt sheeting.
Step 2:  Take precise measurements of the 

sound-proofing material you are replac-
ing before you remove the original 
material.

Step 3:  Using your measurements, cut a replace-
ment strip from the asphalt sheeting.

Step 4:  Warm up the UV material with an infra-
red heat lamp or other heat source. This 
will make the material pliable.

Step 5:  Once the material is malleable, use a 
threaded rod from the hardware store to 
create the right texture by rolling the rod 
back and forth over the sheeting.

Step 6:  Immediately cool the strip by spraying 
it with water or submerging it in water. 
This ensures the material will retain its 
new texture.

Step 7:  Paint the material to match the original 
coloring.

For additional reference material relating to 
sound-absorbing materials, see CRIB #159—
Corrosion Prevention and Sound-Absorbing 
Measures.   

Restoring Sound- 
Deadening Material
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CALIBRATION  
Can Help Save a Life
Adhere to Toyota Requirements for Calibrating 
and Testing Occupant Classification Systems
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Frontal airbags have helped to save lives and prevent many injuries; however, special care must be taken when children are sitting in the front seat. To 

help protect these passengers, Toyota vehicles are equipped with an Occupant Classification System (OCS) that detects the weight of the occupant in 

the passenger seat and disables the passenger-side front airbags if a child is seated there. Because the accuracy of the OCS can have significant conse-

quences, Toyota has requirements for OCS calibration after a collision.

THE OCS IS COMPOSED OF:

• An Occupant Detection ECU that judges 
whether the front passenger seat is 
occupied based on signals from sensors 
and from the passenger seat belt buckle 
switch.

• Occupant Detection Sensors that send 
signals to the ECU in accordance with 
the weight of the occupant.

• A front passenger seat belt buckle 
switch that detects whether or not the 
front passenger seat belt is fastened.

• An SRS warning light that alerts the driv-
er of a malfunction in the airbag system.

• Airbag ON/OFF indicator light that  
informs the driver whether the airbag 
and outer belt assembly are active. In 
the event of a malfunction, both the 
Airbag OFF indicator light and the SRS 
warning light come on.

WHY CALIBRATE 

“Just as a bathroom scale must be prop-
erly calibrated to show your accurate weight, 
OCS sensors require precise zero point 
calibration to correctly determine the weight 
of the passenger,” says Eric Mendoza, Col-
lision Repair & Refinish Training Assistant 
Manager, Toyota Motor Sales, U.S.A., Inc. 
“Toyota’s position on zero point calibration 
is stated in the Toyota Repair Manual. OCS 
calibration is an essential part of returning a 
vehicle to its pre-accident condition.”

Toyota requires a zero point OCS calibra-
tion and sensitivity check when any of the 
following occurs:

• The occupant detection ECU is replaced.
• Accessories (seatback tray and seat 

cover, etc.) are installed.
• The front passenger seat is removed 

from the vehicle.
• One of the bolts used to install the front 

passenger seat is removed.
• The passenger airbag indicator light 

comes on when the front passenger seat 
is unoccupied.

• The vehicle is brought to the workshop 
for repair due to an accident or a col-
lision.

PRECAUTIONS ARE PARAMOUNT

Anything that puts pressure on the seat 
can throw off the OCS reading. To ensure 
the accuracy of your calibration, always 
observe these precautions:

• Make sure that the front passenger seat 
is unoccupied before performing the 
operation.

• Park the vehicle on a level surface.
• Remove all objects from the front pas-

senger seat.
• Do not put a heavy load in the front 

passenger seatback pocket or attach a 
seatback table to the front passenger 
seatback.

• Do not put objects under the front pas-
senger seat.

• Keep the front passenger seatback as 
upright as possible.

• Make sure that child restraint systems 
installed on the rear seat never come 
into contact with the front seatback.

• Never kick the front passenger seat or 
subject it to severe impacts.

GETTING STARTED

To perform the zero point calibration and 
sensitivity test, you will need a weight and 
the Toyota Techstream scan tool. Techstream 
provides immediate access to the detailed, 
model-specific OCS calibration procedure 
information.

After you have taken all precautions, 
position the front passenger seat position 
as follows:

• Rearmost slide position
• Lowest headrest height
• Upright recline angle

Next, place the weight so that it touches 
the seatback. Then proceed with the follow-
ing steps:

• Turn off the ignition switch.
• Connect Techstream to the DLC3  

connector.
• Turn the ignition switch to ON and turn 

the Techstream on.
• Enter the following menus: Body Electri-

cal/Occupant Detection/Utility/Zero Point 
Calibration and Sensitivity Check.

• Follow the prompts on the Techstream 
screen to perform the zero point calibra-
tion and sensitivity check. You will get 
readings of “Zero Point Calibration Is 
Complete” and “Sensitivity Check Is 
Complete” when the checks are OK.

If the zero point calibration does not 
complete, refer to the repair manual infor-
mation for additional assistance or send the 
vehicle to a qualified service department for 
diagnosis of the problem.

When you have successfully completed 
zero point calibration on the Occupant 
Classification System, you have helped to 
bring the vehicle back to its original factory 
specifications. Thanks to Occupant Clas-
sification Systems, airbags are safer than 
ever. By adhering to Toyota requirements, 
you play a crucial role in ensuring that they 
work effectively—and in doing so, you are 
helping to protect Toyota passengers from 
harm.  
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Strengthening 
Our Partnership

Get the  
Information  
Now!

• techinfo.toyota.com—find 

Toyota’s Technical Information 

System (TIS) here

• www.toyotapartsandservice.com 

—your latest parts and service 

information

• www.crrtraining.com—sign up 

for Collision Repair & Refinish 

training today

• www.autopartsbridge.com—

easily order parts online
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TOYOTA’S COMMITMENT—HELPING PROVIDE HIGH-QUALITY AND SAFE REPAIRS FOR EVERY VEHICLE

TOYOTA IS WELL AWARE OF THE CHALLENGES COLLISION REPAIR CENTERS ARE FACED WITH EVERY DAY AND IS COMMITTED TO LAYING THE 
FRAMEWORK FOR SHOPS TO BE ABLE TO DELIVER A CONSISTENT, HIGH-QUALITY AND SAFE REPAIR FOR EVERY VEHICLE. Toyota is also aware 
that new technologies, new materials and constantly evolving vehicle manufacturing processes make this even more difficult. As a result, Toyota 
continues to close the gap between collision technicians and OEM training materials and technical requirements. The company is committed to 
supporting collision centers and ultimately helping you to deliver the best repairs for your customers. Here’s how we do that.  

CONSISTENCY

Toyota’s commitment to high-quality safe repairs begins during 
the vehicle manufacturing process. Each vehicle is manufactured 
with consistency in mind. For example, high-strength steel is typi-
cally located in similar places on each vehicle. That way, technicians 
know that they can look to places such as frame rails, door intrusion 
beams, fenders, hoods and door pillars to find this particular mate-
rial. Consistency like this makes it easier for technicians to learn and 
understand how to repair Toyota vehicles.

In addition, Toyota recommendations are consistent across 
vehicles. As an example, Toyota never recommends using a sleeve 
for welding but instead recommends the use of panel bonding 
adhesives in combination with welds in specific locations. When 
guidelines are consistent, it’s easier for shops to accurately and ef-
ficiently perform collision repair work.

INFORMATION

The commitment to helping ensure high-quality and safe repairs 
extends to making sure that collision centers have the informa-
tion they need to get the job done right. Toyota makes available 
all vehicle-specific repair information and all mechanical repair infor-
mation, as well as Collision Repair Information Bulletins (CRIBs). 
This information can be accessed with a subscription to the  
Technical Information System (TIS), which can be found at  
techinfo.toyota.com. You can also find tips and additional informa-
tion at www.toyotapartsandservice.com. The latest Collision Pros, 
plus a selection of CRIBs and Toyota Service Bulletins (TSBs), can be 
found at www.crrtraining.com.

Finally, Toyota provides direct-from-the-manufacturer train-
ing that teaches technicians how to restore vehicles back to the 
original manufacturer specifications. Extensive instruction is offered 
both online and hands-on in a classroom setting at three training 
centers across the United States. Training centers are located in West 
Caldwell, New Jersey; Torrance, California; and Jacksonville, Florida.

PARTS CATALOGUE

Toyota was one of the first automakers in the United States to 
make the full dealer parts catalog available to the collision repair 
industry. This helps collision centers fully understand the scope of  
a repair by letting them see all of the parts that will be needed to 
accomplish the job. This can help estimators write a more accurate 
estimate and help shops allocate time and resources more efficiently.

With an up-to-date parts catalogue, Auto PartsBridge is the 
most comprehensive online parts ordering system—it takes the 
guesswork out of parts ordering. It is the leader in the industry and 
can help you with efficiency and profit margins when using Genuine 
Toyota Parts.

Auto PartsBridge features include:
• Ability to place VIN-specific orders—get the right parts the first 

time and reduce cycle time
• Direct integration to estimating systems—seamlessly transfer 

orders and quotes to dealers
• Single click online ordering—available around the clock
• Competitive quotes from dealers—get the best fit part at the 

best price

The system also includes color photos and fitment instructions for 
frequently searched parts and tools that help technicians find the 
right part for a particular application. Auto PartsBridge is offered at 
no cost to collision centers working with dealerships that actively 
use Auto PartsBridge. Contact your local Toyota dealership for more 
information.

COMING SOON

Toyota is constantly striving to bridge the gap and provide the 
information collision centers need to deliver the best repairs possible 
to their customers. The Collision Repair & Refinish website is being 
enhanced to add a host of exciting new features. Coming soon, users 
can expect a blog and a new Facebook page. Toyota is committed 
to being an ongoing partner and to adding valuable, new resources 
whenever possible.  
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GET STARTED

Once you’ve decided which course you’d like to enroll in, click the registration 
tab on the site. You’ll be prompted to enter your Secure Personal Identification 
Number (SPIN) prior to registering (See: Get a SPIN). Once you’ve entered your 
SPIN, you’ll be taken to a calendar view of the courses.

1.  Click the course and date you are interested in on the calendar. When the 
dialog box opens, select More.

2.  On the upper right hand corner, select the link under “please click here to 
register,” and then enter your email when prompted.

3.  Fill out all required information and then click Continue. Be sure to use the 
email address at which you would like to receive your confirmation. Please 
note, all registrants must have a valid SPIN.

4.  Confirm that all information is correct and that you are registering for 
the right class, on the right day, at the right training center. Take note of 
whether the class you have registered for is a one-day or two-day course.

5.  Submit your registration.

ON THE NEW COLLISION REPAIR & 
REFINISH TRAINING WEBSITE you can 
browse course selections and, in a matter 
of minutes, be registered to take a Toyota 
instructor-led training course. The website 
incorporates an online calendar and regis-
tration function that make it fast and easy 
to enroll in training. Want to know how 
to register online? We’ll talk you through 
the process.

Go to www.crrtraining.com 
for the latest Collision Repair 
& Refinish training news and 
course openings

GET A SPIN

REGISTER

Two Easy Steps  
to Enroll in Training
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GET A SPIN

In order to be eligible to take instructor-led and online 
training, you must have a valid SPIN. The SPIN is used 
to keep track of your training accomplishments and 
certification requirements. To get a SPIN, first fill out the 
SPIN registration form found on www.crrtraining.com. 
Independent shops must be sponsored by a local Toyota, 

Lexus or Scion dealership. Choose a dealership in your 
area and contact the wholesale parts manager, or contact 
a dealership that you already have a relationship with.

Employees who work at a dealership-owned collision 
center are advised to contact their body shop managers 
to be issued a SPIN.

KNOW BEFORE YOU GO

Before enrolling in instructor-led training, be sure to take  
all necessary prerequisites. You can learn more about the  
prerequisites required for all courses by viewing the Course Map  
on www.crrtraining.com. Completion of all pre-work courses ensures 
that you’re prepared for the instructor-led training.

Payment for all Collision Repair & Refinish courses is currently 
handled through billing the sponsoring dealership for each attendee. 
Independent shops should work out a method of reimbursement with 
their sponsoring dealership.

You are eligible to attend Collision Repair & Refinish training if:
• You are a collision repair professional who works for a Toyota, 

Lexus or Scion owned collision repair facility.
• You are an independent affiliate collision repair professional 

working for a sponsored referral shop for a Toyota, Lexus or  
Scion dealer.

• You are an independent affiliate collision repair professional 
working for a shop that is sponsored as a Toyota, Lexus or  
Scion wholesale parts account.

• You are a professional in an associated collision repair-related 
industry such as insurance companies, state agencies, educators 
or tool and equipment manufacturers.

QUICK NAVIGATION

Have questions about navigating the rest of the new  
www.crrtraining.com? Here are some helpful tips for the rest  
of the site:

• An at-a-glance overview of the Collision Repair & Refinish 
courses of study can be found by clicking the CR&R Course  
of Study.

• Course descriptions and detailed course information is located  
on the Courses page.

• A list view of upcoming courses can be found under the  
Calendar tab.

• Information about training locations, certification requirements 
and SPIN can be found by visiting CR&R Info.

• A resources library, including back issues of Collision Pros  
magazine, can be found under the Tech Info tab.

The www.crrtraining.com website is your resource for the latest 
Collision Repair & Refinish training news and course openings.  



For more information about certification requirements and to sign up for courses, visit www.crrtraining.com.
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“A great benefit of 
adding these courses to 
the requirements is that 
it gives technicians a 
chance to deepen their 
knowledge of welding 
and safety requirements 
for hybrid vehicle repair.”

– James Meyer,  
Senior Technical Training 

Administrator, Toyota 
Motor Sales, U.S.A., Inc. 

New  
Required 

Courses Deepen Your Knowledge

The certification requirements for becoming 
a Toyota Certified Collision Repair Technician 
and a Toyota Master Collision Repair Techni-
cian have changed. New courses have been 
added to the requirements. The changes were 
effective as of January 1, 2015, so if you are 
looking to become certified or have fallen out 
of compliance with the requirements, sign up 
for the required courses now.

“What the new requirements mean for 
Toyota Certified Collision Center (TCCC) tech-
nicians is that certified technicians who have 
not successfully completed the new courses 
lost their ‘certified’ status when the courses 
became a requirement,” explains James 
Meyers, Senior Technical Training Administra-
tor, Toyota Motor Sales, U.S.A., Inc. “A great 
benefit of adding these courses to the require-
ments is that it gives technicians a chance to 
deepen their knowledge of welding and safety 
requirements for hybrid vehicle repair.”

NEW COURSES

The new courses for certified technicians are:
• T300 Welding Techniques for Col-

lision Repair—This course teaches 
students how to interpret welding speci-
fications, educates them about the types 
of welds specified, as well as how to tune 
a welder, perform a quality weld and test 
weld strength. Students should take pre-
work course PB300 Welding Techniques 
for Collision Repair prior to attending.

• T601 Hybrid Collision Repair—This 
course teaches students how to safely 
work on Toyota and Lexus hybrid vehicles. 
Students should take pre-work course 
P070 Hybrid General Service prior to 
attending.

The new courses for master technicians are: 
• B503 Steering & Suspension Analysis 

& Repair—The objective of this course 
is to teach students how to analyze and 
repair suspension-related issues. Students 
should take pre-work course PB503 Steer-
ing & Suspension Analysis & Repair prior 
to attending.

• T602 Advanced Hybrid System for 
Collision Repair—Helps students 
understand how to safely perform colli-
sion repairs to Toyota and Lexus hybrid 
vehicles. Students should take pre-work 
course PB602 Advanced Hybrid System for 
Collision Repair prior to attending.

The collision repair certification require-
ments are guidelines for collision centers 
participating in the Certified Collision Center 
Program. Certified collision centers must have 
a minimum number of certified technicians in 
order to be eligible for certified status. 

For more information about certification 
requirements and to sign up for these courses, 
visit www.crrtraining.com.  



“Online courses are flexible and allow you to 
learn at your convenience. They are a great way 
to increase your knowledge and skills.”

– James Meyer, Senior Technical  
Training Administrator,  

Toyota Motor Sales, U.S.A., Inc.

y g

– James Meyer, Senior
Training Adm

Toyota Motor Sales, U
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Help Prime Your Success!
NEW ONLINE COURSES FOR COLLISION REPAIR PROFESSIONALS

TOYOTA IS EXCITED TO OFFER NEW ONLINE COLLISION REPAIR & REFINISH TRAINING COURSES THIS JUNE. The new courses touch 
on subjects from painting to structural repair techniques. Each online course is a prerequisite for the related instructor-led course and 
provides valuable information that helps you prepare to make the most out of your time at the training center. Here’s a sneak peek!

PB200 COLOR MATCHING FOR PAINTERS

This course provides a solid foundation for color-matching. 
Upon successful completion, paint technicians will be ready to:

• Identify color judgement variables 
• Use color reference materials to help make color  

adjustment decisions
• Identify color adjustments necessary to get a blendable match  

Following the completion of this course, students will be ready 
to take the instructor-led course T200 Color Matching for Painters.

PB250 ADVANCED PAINTING TECHNIQUES

Advanced Painting Techniques provides information about fac-
tory coatings, application processes and advanced refinish strate-
gies. Students who complete this online training will be ready to:

• Explain the factory paint coating and application process
• Identify materials necessary to replicate factory coatings
• Identify Toyota-approved paint blending processes

Following the successful completion of this course, students will 
be ready for the instructor-led T250 Advanced Painting Techniques.

PB301 NON-STRUCTURAL BODY REPAIR TECHNIQUES

Technicians who are interested in learning about how to per-
form non-structural body repairs and welded panel replacement 
should take this online module. Completing this online training will 
prepare students to:

• Evaluate and describe primary and secondary damage
• Identify precautions to be observed when performing non-

structural repairs to Toyota vehicles
• Identify characteristics of high-strength steel

When this course has been successfully completed, students will 
be ready for the instructor-led course T301 Non-Structural Body 
Repair Techniques.

PB460 STRUCTURAL BODY REPAIR TECHNIQUES

This course provides collision repair professionals with an ad-
vanced understanding of structural body repair. This course teaches 
technicians to:

• Identify and explain crash energy-absorbing body and  
frame features

• Perform a systematic structural damage diagnosis
• Identify precautions that apply to performing structural repairs

After completing this class, students are prepared to take the 
instructor-led T460 Structural Body Repair Techniques.

Ready to take one of these courses? Visit www.crrtraining.com 
today.  
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WEST CALDWELL, NJ
06/03 300 Welding Techniques for Collision Repair
06/04 601 Hybrid Collision Repair 
06/09 460 Structural Body Repair Techniques 
06/11 503 Steering & Suspension Analysis & Repair 
06/16 601 Hybrid Collision Repair 
06/17 602 Advanced Hybrid Collision Repair
06/18 502 Body Electrical Diagnosis and Repair

JACKSONVILLE, FL
06/15 502 Body Electrical Diagnosis and Repair
06/17 601 Hybrid Collision Repair
06/18 602 Advanced Hybrid Collision Repair
06/19 503 Steering & Suspension Analysis & Repair
06/22 301 Non-Structural Body Repair Techniques
06/24 460 Structural Body Repair Techniques
06/26 300 Welding Techniques for Collision Repair
07/14 200 Color Matching for Painters 
07/16 250 Advanced Painting Techniques

TORRANCE, CA
06/09 200 Color Matching for Painters
06/11 250 Advanced Painting Techniques
06/16 502 Body Electrical Diagnosis and Repair
06/18 504 Air Conditioning for Collision Repair

Can’t find what you’re looking for?
More courses can be found at www.crrtraining.com

THE TRAINING CALENDAR                    WWW.CRRTRAINING.COM

TECHNICAL WEBSITES                   YOU NEED TO KNOW

EDITORS, WRITERS, DESIGNERS                      WE WANT TO HEAR FROM YOU

MAY

www.crrtraining.com
Get Toyota and Lexus Collision Repair & Refinish  
Training information 

autopartsbridge.com
Order all Toyota and Scion parts and components—
clips, fasteners and decals—needed for a repair

techinfo.toyota.com
Get vital information you’ll need to effectively service 
most Toyota, Lexus and Scion vehicles 

toyotapartsandservice.com
Search and order Genuine Toyota Parts right from  
your computer

Refer to the training calendar at www.crrtraining.com for the latest training schedule.

For a complete training schedule and the latest information on Toyota’s Collision Repair & Refinish training, visit www.crrtraining.com.

LIKE US ON FACEBOOK!

Collision Repair & Refinish Training Is Get-
ting Social. Find us by searching for 

TOYOTA COLLISION REPAIR
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AUTOMECHANIKA CHICAGO TRAINS MORE THAN 2,000 SHOP OWNERS, TECHNICIANS

more successful event in 2017.”

Messe Frankfurt ,  producer of 

Automechanika, the leading international 

brand in the automotive trade and after-

market arena, and UBM Advanstar, one 

of the largest tradeshow organizers in the 

U.S. and publisher of ABRN, Motor Age

and Aftermarket Business World, joined 

forces to launch Automechanika Chicago. 

The show was the 14th Automechanika 

event around the globe, and the first-ever 

in the United States. The next show is 

scheduled for Spring 2017.

“As a global brand, we are happy to 

introduce Automechanika to the United 

States. We found the right focus for the 

show and partnered with the right orga-

nization to bring a unique platform that 

includes high level training to shop owners 

and technicians,” said Michael Johannes, 

brand manager, Automechanika.

The three-day event was characterized 

by a compelling opening ceremony with 

remarks from Detlef Braun, member of 

the Executive Board of Messe Frankfurt 

GmbH; Don Welsh, CEO/President of 

Choose Chicago; and Chris DeMoulin, 

Executive Vice President for Automotive, 

UBM Advanstar.

“Chicago was selected because of 

its central location and easy access for 

attendees. It was the tens of thousands 

of service and collision repair shop own-

ers, managers and techs who communi-

cated their need for an event designed 

especially for them, which in many ways 

brought about this dynamic event. We 

are excited to bring their desires to frui-

tion,” stated DeMoulin.

The trade show was focused on three 

main areas: innovation, education and 

inspiration. In addition to new products 

and advanced technologies being pre-

sented, show floor demonstrations and 

training seminars allowed shop owners 

and technicians to meet suppliers and 

vendors from around the world and to 

learn about the latest trends. 

 ABRN.COM/AMC FOR MORE ON AUTOMECHANIKA CHICAGO 2017, GO TO

SELL AND STREAMLINE 
TO BOOST PROFITS

BY ABRN STAFF

CHICAGO — Sell more on the front end 

while containing costs on the back end 

to get the most profit out of your shop.

Ryan Ross and Jeff Rhoades with 

AkzoNobel taught seminar attendees 

how to measure profitability, sell mate-

rials and contain costs during their pre-

sentation, “Optimizing Paint Material 

Profitability” on Friday, April 24 during 

Automechanika Chicago.

Measuring and benchmarking mate-

rial profitability is the first step in bet-

ter understanding profits, Ross said. He 

and Rhoades discussed how to calcu-

late paint material profitability, account 

for sales and costs properly and identify 

key performance indicators for paint 

materials.

Selling more paint materials is also 

a way to boost profitability, Rhoades 

said. It is important that shops hone 

their estimating skills to ensure they 

are getting paid for every task they 

perform.

Ross and Rhoades also addressed 

containing paint material costs through 

technical standards and training, a 

stringent inventory management pro-

cess, waste reduction and safety and 

mixing room efficiency.

Shops were encouraged to follow 

the “you have to spend money to make 

money” adage, but only when they 

were able to truly understand what 

they are spending and if they are, in 

fact, optimizing their profit on paint 

materials.

“Your business will benefit when you 

have sufficient paint material inventory 

to repair vehicles in a timely manner 

while optimizing paint material profit-

ability,” Rhoades said.

CHIEF TO HELP 
TECHS WITH ENTIRE 
COLLISION REPAIR 
PROCESS

BY ABRN STAFF 

CHICAGO — Chief Automotive 

Technologies offered two new prod-

ucts, teased a third and pushed a 

rebranding during the inaugural 

Automechanika Chicago show in April.

The Chief Fume Extractor collects 

weld fumes at their source, protecting 

against breathing harmful airborne par-

ticulates. The extractor offers a ProTura 

Nanofiber cartridge filter that delivers 

a combination of high efficiency, low 

operating costs and longer filter life. 

It also features a MERV 15 rating — 

short for Minimum Efficiency Reporting 

Value. These ratings range from 1-15 

and the higher the value, the more 

efficient the filter in trapping airborne 

particles.

The extractor has an ember tray and 

can be equipped with a built-in light 

and arc detecter, allowing the extrac-

tor to turn on automatically.

The new PNP90 rivet gun was also 

featured at Chief’s booth. The pneumat-

ic tool is “a powerful unit and gets the 

job done right,” said David Fischmer, 

marketing manager with VSG, Chief’s 

parent company. The tool differs from a 

battery-operated gun because it deliv-

ers the same power every time, saves 

time and is lighter for the technician.

The extractor and rivet gun are both 

part of the company’s product line 

expansion into “fusion” products shops 

need to properly repair collision-dam-

aged vehicles. A full line of spot and 

MIG/MAG welders, previously mar-

keted under the Elektron brand, will 

now be branded Chief Elektron Fusion 

technologies.

“Elektron is a very well-known 

European brand, but in the United 

States, Elektron products are sold 

through the Chief distribution chan-

nels,” Fischmer said. The branding 

change will streamline the brand for the 

customer and help improve understand-

ing of and exposure for the product line.

Chief also had its new immersion 

separator system, not yet available for 

purchase, on the show floor. The sys-

tem removes sanding dust from the 

air to ensure shop safety and prevent 

explosions.



PROPERLY ANALYZE ALUMINUM DAMAGE
BY ABRN STAFF

CHICAGO — Aluminum damage analysis is not an entirely 

different process than that used with steel, but there are 

some inherent differences.

Attendees of the “Aluminum Damage Analysis” class, 

presented Saturday, April 25 at Automechanika Chicago by 

ABRN Technical Editor Larry Montanez of P&L Consultants, 

learned the different joining methods used by OEMs for the 

repair of collision damaged aluminum-intensive vehicles.

Montanez also reviewed the required equipment, tools 

and training needed, OEM certification programs available 

and the differences between steel and aluminum vehicle 

damage analysis.

Aluminum and steel damage analysis are similar, but 

there are differences you need to look for and different mate-

rials needed to repair these vehicles, Montanez says.

“Many are disillusioned or misinformed about aluminum 

repair,” he says. “You have multiple different ways to attach 

a panel, multiple different types of rivets and adhesion meth-

ods. It is important that as technicians, you read the OEM 

information, not only to find out the actual materials they 

are looking for, such as when setting the car up on a frame 

machine and fixing the car to the bench, but also the types 

of machines required.”

ALUMINUM REPAIR

ing products, experience cutting-edge booth capabilities and 

get hands-on training from leading industry instructors.

A Semi-Downdraft Ultra XD paint booth by GFS featured 

11 windows for visitors to watch two daily training presen-

tations by Axalta instructors focused on waterborne and 

primer applications.

“Our stuff is so easy. What will stun attendees is the 

speed. What they need to get a grip on is what their 

throughput could look like if they are using a wet-on-wet 

system,” said Chris Edwards, application specialist with 

Axalta. “There is a difference in application and technique 

used when spraying wet on wet, but it’s pretty easy stuff 

to use.”

Attendees suited up and tried spraying the paint lines 

themselves in GFS’ Ultra XD paint booth.

Standoblue paint in the Standox product line was fea-

tured Friday, April 24; Saturday, April 25 highlighted 

Cromax Pro; and Sunday, April 26 Spies Hecker Hi Tec and 

Cromax Mosaic were available for test spraying.

Axalta instructors performed spot repairs and com-

plete full panel paints on Ford F-150 aluminum fenders. 

Attendees suited up to try all the paint lines on mini hoods 

within the spray booth. Technicians also sampled UV prim-

ers and used a UV curing light.

3M provided sandpaper, masking tools and booth cover-

ings for the demonstrations, while SATA and Anest Iwata 

supplied spray guns.

>> CONTINUED FROM PAGE 8

AXALTA FOCUSES ON NEW INIATIVES, PAINT DEMO
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At CAPA, we don’t make replacement 

parts for vehicles. And we don’t sell 

them, either. We test them.

As the nation’s leading independent  

non-profit parts certification organiza-

tion, we protect vehicle owners and 

collision professionals from inferior 

replacement parts. We put crash parts 

like fenders, hoods, grilles, 

headlights and bumpers 

through tough tests to see if 

they fit, perform and last the 

same as the originals.

Only those that pass our 

tests earn the right to be 

called CAPA Certified  

replacement parts and 

carry the distinctive yellow 

and blue CAPA Seal.

Those that don’t pass—whether they’re 

made of inferior materials, don’t meet 

safety standards or don’t fit correctly—

will never be CAPA Certified. You’d be 

wise to steer clear of them.

So remind your customer’s claims  

adjuster to specify only CAPA  

Certified replacement parts by name. 

The ones with the yellow and 

blue CAPA Seal. And after the 

work is done attach the CAPA 

Seals right to your invoice as 

proof your shop uses only  

quality replacement parts.

Your customer wasn’t driving  

a lemon before the accident: 

you can make sure they’re not 

driving one after.The CAPA Seal is your proof a 

replacement part is CAPA Certified.

If it isn’t on the part, don’t even start.

We believe replacement parts should  
perform the same as the originals. 

Don’t you?

  CAPAcertified.org    If it isn’t CAPA Certified, it isn’t a genuine replacement part                                                   

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



ADHESIVE USE

VEHICLE BODY 
CONSTRUCTION 
DRIVING ADHESIVE USE
CHICAGO — As vehicle body construc-

tion becomes more advanced and inclu-

sive of materials like aluminum and 

carbon fiber, repairers must know how 

to correctly address damage to these 

different substrates for effective, safe 

and quality repairs.

New construction methods are lead-

ing to new developments and repair 

techniques for rivet bonding, hybrid 

substrates and when attaching dis-

similar substrates like carbon fiber to 

aluminum or aluminum to steel.

In their seminar “How the Automotive 

Industry is Changing Structural Repair” 

during Automechanika Chicago, Shawn 

Collins and Jason Scharton with 3M 

focused on the process for using adhe-

sives in partnership with mechanical 

fasteners and why vehicle makers have 

chosen this route.

The use of adhesive during structural 

repairs “makes the vehicle more rigid 

so it increases torsional rigidity, which 

basically means it stiffens the structure 

so it is more responsive to handling on 

the road, helps prevent corrosion and 

it makes the vehicle much quieter,” 

Collins said.

“Now with the new types of adhe-

sives coming to market, impact resis-

tance structural adhesives also absorb 

energy during a collision event. This 

makes the vehicle safer all around.”

Collins and Scharton presented 

attendees with examples of rivet-

bonded joints, weld-sealed joints, weld-

bonded joints and other construction 

methods. A Cadillac ATS frame rail was 

also on display during the presentation. 

“This is a good example of one of these 

newer technologies where they attach 

a cast aluminum strut tower and rivet 

bond to a high-strength steel frame 

rail,” Collins said.

“This information is great for you 

technicians, but shop owners, you need 

to know what is coming as well. You 

need to upgrade training and upgrade 

the ability to source the repair informa-

tion,” he said.

“Traditionally, we repaired the car 

the way it came into the shop. If a 

panel was spot welded on, we would 

plug weld that panel back on. But it is 

becoming more and more common that 

the repair method is different than the 

original build method. There are a lot 

of cases now where a panel may have 

been welded on at the factory, but the 

repair procedure calls for adhesive 

because they don’t want to overheat 

the joint during the welding process,” 

Collins said.

Collins and Scharton brought atten-

tion to some of the different bonding 

methods and the different application 

methods. They highlighted examples 

of what may currently be considered 

unusual repair and attachment meth-

ods, but ones that will most likely 

become more common in the future.

GO TO INNOVATIVETOOLS.COM TO FIND A DISTRIBUTOR 

AND SEE HOW WE CAN MAKE YOUR SHOP MORE EFFICIENT 1.866.438.4884

NEW

Innovative Door-Fender Stand™

Part # I-DF

> Securely holds fenders and doors in 
any combination

> Complete paint coverage inside and out

> Easily adjusts to perfect working height

> Eliminates missed edges

> Mount parts in the same positions as on the 
vehicle for best color and texture match

> Wide stance adds uncompromised stability whether 
painting one panel or two

> 32 W x 32 D x 40 H
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SATAjet®5000 B

Nozzle size
HVLP 1.0 1.2 WSB 1.3 1.4 1.5 1.7 1.9 2.2

SATAjet 5000 B Standard, 210732 210740 210757 210765 210799 210823 210831 210849 210856

  SATAjet 5000 B DIGITAL 211094 211110 211128 211136 211151 211193 211201 211219 -

incl. RPS disposable cups 0.3 l/0.6 l/0.9 l (one of each) RP version pending SCAQMD & EPA approvals.
Phone: 800-533-8016 

E-mail: satajet@satausa.com 

www.satausa.com

The exclusive independent 
distributor of SATA product 
in the US and Puerto Rico

SATA, SATAjet and/or other SATA products referenced herein are either registered trademarks or trademarks of SATA GmbH & Co. KG in the U.S. and/or other countries.

SATAjet® 5000 & adam 2™ 

"adam 2™ 5000" Promo

Buy a SATAjet 5000 B HVLP standard gun and a SATA adam 2,  

get $110 OFF the list price of the SATA adam 2 (part #211557 only), 

SATA adam 2 only $229 during promo

Promotion Period: April 6 - June 24, 2015

Part No. 211557

Take a fresh look at quality
www.satausa.com/SATAjet5000B
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THE MAN BEHIND  
AUTOMECHANIKA  
CHICAGO SPEAKS OUT
The inaugural Automechanika Chicago 

kicked off April 24, marking the 

Automechanika brand’s first venture 

into the U.S. market. With a success-

ful global footprint, Automechanika’s 

expansion into the United States was 

a long time coming. One of the men 

behind Automechanika Chicago, 

Michael Johannes, brand manager for 

Automechanika, spoke live from the 

tradeshow floor about the event, its roots 

and what is to come in the automotive 

aftermarket industry.

What is the secret of the success of 

Automechanika as a trade-fair brand?

MJ: The success rests on several fac-

tors. In the first place, we always set the 

same standards and insist on the same 

level of quality — irrespective of which 

trade fair you attend abroad; if it says 

Automechanika on the tin, then that’s 

what you’ll find inside. We keep develop-

ing the concept for the show in Frankfurt 

and then adapt it for all the trade fairs 

abroad. This relates, for instance, to the 

structure of the product groups, strict 

brand management, etc. In the second 

place, our strategy for international 

involvement has contributed significantly 

to the success of the brand. In 1997, we 

began to export Automechanika abroad. 

This was very successful and further 

shows abroad followed. Automechanika 

is now represented at 14 locations in 13 

countries and on four continents. Thirdly, 

we have built up a large international net-

work over the years. We now have repre-

sentatives, partners and associations in 

160 countries to assist us. Through them 

we have gotten to know the regional 

markets and their particular features 

very well and, of course, we watch the 

markets very 

closely. Fourthly, 

we listen care-

fully to our cus-

tomers .  This 

happens both 

through direct 

discussions with 

them, but also 

through select-

ed exhibitors 

and visitor polls, which we conduct 

at Automechanika shows. The lat-

est example of this kind of response is 

Automechanika Jeddah, which we are 

organizing for the first time in January 

2016 in Saudi Arabia because our custom-

ers want to gain a foothold in this market.

Why did it take you so long to come 

to the USA?

MJ: The U.S. automotive service mar-

ket is the most important and biggest 

in the world. Our customers want to be 

represented there. Thus, it is important 

for the Automechanika brand to be posi-

tioned there. We managed to do this by 

positioning Automechanika Chicago as 

the largest U.S. platform for first-class 

technical training and management 

seminars for motor vehicle technicians 

and shop owners. The search for partners 

was not an entirely easy one. In UBM 

Advanstar we have found an extremely 

competent and experienced partner. 

They have acquired a great deal of exper-

tise in the exhibition and event business, 

with some 50 trade fairs of their own. I 

am, therefore, all the more delighted with 

the tremendous result: altogether more 

than 460 exhibitors have signed up for 

the first Automechanika Chicago.

What major challenges do you see for 

the automotive aftermarket industry in 

the near future?

MJ: The automotive industry is facing 

some far-reaching changes. Issues such 

as the connected car, driverless vehicles 

and alternative propulsion technologies 

are coming to play an increasingly impor-

tant role and will dramatically change the 

motor vehicle industry over the next few 

years. This will also impact the automo-

tive service industry.

Messe Frankfurt has been investing 

in automotive events like truck shows, 

auto shows and engineering shows 

lately. What is the strategy behind it?

MJ: We would like to extend our 

expertise and our portfolio in the auto-

motive sector further and consolidate 

our position as the leading trade-fair 

organizers in the motor vehicle sector. 

For that, we need more points of con-

tact with existing and potential custom-

ers and will need to go down the path 

of diversification. Our objective is to 

reflect the entire value-creation chain in 

the sector and include the various seg-

ments such as cars, trucks, buses and 

bikes as well as engineering and logis-

tics, in order to exploit the synergies that 

exist between them. 

What would you say is the most 

important requirement for doing a 

good job in the trade-fair business?

MJ: I think that networking and team-

work is absolutely essential in my job. I 

like dealing with people and am always 

open to new things. I enjoy chasing up 

topics and developing them. It requires 

both strategic thinking and the ability to 

generate enthusiasm, as well as patience 

and perseverance; not every new event 

becomes an immediate success.

What markets will you be targeting 

next?

MJ: As far as Automechanika is 

concerned, we have already achieved 

pretty good worldwide coverage. In this 

respect, we’ll be organizing rather more 

regional trade fairs. As for the other 

automotive trade fairs and congresses, 

we are still just at the beginning. We 

have already been researching some 

interesting topics and agreed on some 

new locations on the world map.

ADD MOBILE REPAIR 
OPTIONS TO YOUR SHOP
CHICAGO — Custom Upfits attended 

Automechanika Chicago in the hopes of 

shedding light on unique mobile repair 

practices as an option for generating 

more revenue.

The custom mobile trailer manufac-

turer showcased its 7x14 Alloy Wheel 

Repair Trailer, and Owner Todd Ford 

said his business got a great response 

from the industry. Custom Upfits can 

also create a fully customized unit to 

match shop needs and budget.

With more than 200 mobile units 

on the road, including in Alaska and 

Canada, Custom Upfits allows repair 

shops to bring their business directly 

to the clients. And whether you have 

an existing shop or are just starting out, 

a mobile business platform is an inex-

pensive and profitable solution, costing 

a fraction of what you would incur to 

build a new retail shop, he said. This 

also helps to widen a shop’s customer 

base and improve brand marketing.

“We have been getting increased 

notice from fixed operations manag-

ers from dealer groups and dealerships 

who are wanting to move their refinish-

ing process in house,” says Don Griffin, 

IT/Marketing/Sales with Custom Upfits.

Michael Johannes



PROTECT YOUR CUSTOMER’S INVESTMENT WITH ORIGINAL MOPAR® PARTS

THE RIGHT FIT 
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BY BRAD MEWES | ABRN BLOGGER

R
ecently I decided to take a closer look at 

consolidation in the industry since late 

2012. It goes without saying that consoli-

dation is a hot topic in the industry. We talk about 

it almost every week here. It also seems that every 

week a new mega deal is announced where one 

company buys another company.

Whenever rapid change hits an industry it often 

causes an emotional reaction. Some argue passion-

ately against consolidation. Others strongly be-

lieve consolidation brings much needed improve-

ment. Still others shrug it off with ambivalence.

My opinion of the consolidation trend is agnos-

tic. I attempt to not attach a value judgment to it 

by labeling it either good or bad. Whether you feel 

something is inherently good or bad often depends 

on your position relative to the event. Rather I rec-

ognize consolidation is something that is happen-

ing. As prudent business people, there are lessons 

to be gathered by analyzing fi rms who are suc-

cessfully operating in such an environment.

I prefer to be data driven rather than event 

driven. So I took a data driven 

approach to analyzing industry 

consolidation since late 2012. 

We analyzed the top four con-

solidators in the industry for a 

simple reason – their acquisi-

tion history is publicly listed 

on their websites. While we 

would have preferred to look at the top 10, unfortu-

nately such data is not as easy to come by. 

However, if we fi rst look at the path of consoli-

dation in the industry, consolidation has taken 

place in relatively large metropolitan areas. This 

probably comes as little surprise to most, as the 

more people there are in a given market, the 

2,000 — 
the number of 
attendees who 
were in training 
classes at 
Automechanika 
Chicago, 
April 24-26. 

How consolidation affects 
your business

Taking a closer look at consolidation in the automotive industry
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Electronic, diagnostic and 
repair decisions

By Darrell Amberson
We all frequently hear of and 
experience the complexity of 
new vehicles. As repairers, we 
all encounter the need to check 
for fault codes and reset warn-
ing lights. We all have our ways 
to address this work, at least to 
some degree, whether through 
in-house staff or by having a 
sublet source handle the issue. 
Many of us have concerns over 
whether or not we are being thor-
ough enough. Some of us won-
der if our approach is the best for 
our business. We wrestle with 
decisions over staffi ng, training, 
equipment purchases, informa-
tion availability, profi tability, cycle 
time and job control. Before dis-
cussing potential solutions, let’s 
better defi ne the issue. 

Most of us are woefully ignorant 
and negligent in terms of under-
standing current technology and 
factory repair methodology when 
it comes to vehicle electronics. 
Many of us think in terms of sim-
ply addressing warning lights. Yet 
there is an incredible complexity 
beyond that. Some fault codes 
will not set off a warning light. The 
issue of resetting lights and fault 
codes is just a portion of what 
we need to address. There are 
many recalibrations that need to 
be performed as part of a collision 
repair, even a minor one.

As the 2015 Toyota models ar-
rive, they represent the eleventh 
consecutive year in which the 
manufacturer specifi es that the 
right front seat occupant sen-
sor be recalibrated after each 
and every collision. Anecdotally 
I know that most repairers have 

only recently, if at all, embraced 
this repair requirement. I know 
many insurance fi eld representa-
tives in my area that are unaware 
of this and question the validity 
of it. After being a manufacturer 
repair standard for more than 10 
years, it is pathetic to think we 
are only recently paying more at-
tention to it. This seat occupant 
sensor adjusts the way the air 
bag deploys based on the weight 
of the passenger in the right front 
seat. In talking to some techni-
cians, they tell me that it is not 
uncommon that the calibration 
is signifi cantly off. When you 
consider the potential liability ex-
posure for repairers, and poten-
tially insurers, we should all be 
concerned. Many other common 
models, such as many Hondas, 
have had a similar requirement 
for years.

While we 
all know 
that vehicles 
are electroni- c a l l y 
more complex, I doubt 
that most of us un- derstand to 
what extent. Some vehicles can 
have as many as 80 modules. 
These modules interact with 
an incredible amount of sen-
sors. A technician just told me 
of a Volvo that has four sensors 
looking through the back glass. 
He also said that some sensors 
that “look” through glass are cali-
brated to understand the angle of 
the glass, such as a windshield, 
so that it can take refl ections into 
consideration. Some not only 
monitor objects in or around the 
vehicle, but some can tell if it is 
likely a person or other living 
creature. Continue reading at 
ABRN.com/RepairDecisions.
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● Westport Parts + Service 
launches at AMC 

Westport Parts + Service – a new division of 
Westport Innovations – launched at 
Automechanika Chicago. 
AftermarketBusiness.com/Westport 

● Enhanced inspection techniques 
improve customer satisfaction

Techs can stop the cycle of telling customers 
they can’t predict what might break next and 
start preventing breakdowns.
AftermarketBusiness.com/Inspectiontechniques

● The case for and against auto 
repair shop licensing 

The question is this: Should repair shops be 
required to be licensed?
AftermarketBusiness.com/Licensing

JUNE 13-16
● CARSTAR MSO Conference 

San Diego, Calif. 
JULY 21-22 
● Collision Industry Conference 

Detroit, Mich.  
JULY 23-25
● NACE/CARS

Detroit, Mich.
SEPTEMBER 20-23
● Fix Auto Annual 

National Conference
Ojai, Calif. 

● Car Care Council names new 
committee members

The Car Care Council Women’s Board has 
announced the new members of the Education 
and Development, Marketing and Recruitment 
and Member Development committees.
MotoAge.com/womensboard

● AAPEX booth space limited
AAPEX 2015 is shaping up to be another sold-
out event as 95 percent of booth space already 
has been allotted. 
MotorAge.com/AAPEXspace

● Delphi completes fi rst coast-to-
coast automated drive 

Delphi has completed the longest automated 
drive in North America, from San Francisco to 
New York in the fi rst coast-to-coast trip ever.
MotorAge.com/Delphidrive
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more cars there are to fi x.

Second, consolidator on consolidator com-

petition is still relatively rare on a nationwide 

basis. However, upon closer analysis an as-

tute analyst may note that the trend is for 

more rather than less competition between 

the big players. This means not only more op-

erational competition, but also more competi-

tion for access to M&A opportunities. Wheth-

er your plan is to grow, sell or stand pat, have 

you thought through the implications of such?

Third, there are signifi cant swaths of the 

country that still are relatively unaffected 

by consolidation. Knowing there are signifi -

cant areas that still have not consolidated, 

what does that mean for your business in 

the future? Continue reading at ABRN.com/

BizImpacts.

● Training and marketing determine 
shop success 

Larry Montanez with P&L Consultants and ABRN 
Technical Editor discusses the importance of training 
and marketing to shop success. 
[URL:  A B R N .C O M / M O NTA N EZTR A I N I N G]

● Ensuring DRP compliance
Ask anyone in a collision repair facility and they will tell 
you there are few requirements in their job as challeng-
ing as pleasing insurers. Most MSOs build a signifi cant 
portion of their business model around direct repair 
relationships (DRPs). Insurers often change their 
requirements and they periodically change repre-
sentatives. It quickly becomes apparent that being in 
complete compliance can be a daunting task.
[URL:  A B R N .C O M / D R P C O M P L I A N C E]

Axalta, GFS 
paint booth demo 

at AMC  
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On LinkedIn Paul Jenkins, auto body repair 
tech, Steele Auto Group, wrote: There have been 
rumors of some insurance companies planning to 
open their own collision shop(s) in my area. It seems 
to me that it may almost be a confl ict of interest for 
insurance providers to perform their own repairs. It 
cuts out the middleman and likely saves the insur-
ance company money. Will the quality of repairs 
suffer for the sake of profi t? Could this be the future 
of our industry?

Laurie Tomlinson: There certainly is a potential 
confl ict of interest. It is one thing for an auto insurer 
(i.e. Allstate or others) to own an auto body shop, 
however, they will run into signifi cant consumer 
rights’ challenges if they attempt to mandate their 
body shops must do repairs on autos they insure. 

Barrett Smith, AAM: Why would they when they 
have so many independents and MSOs clamoring 
to get on their DRP lists? Why would an insurer take 
on the low profi ts and associated liabilities when 
they can get repairers to do the repairs at cost in the 
hopes of making it up in volume? No. They’ve been 
there and done that.

Paul Jenkins: With the extra control of running 
and/or owning a shop they would be tempted to do 
“hack” work to maximize profi ts. I suppose this may 
not be that much different than what some smaller 
independent shops do just to keep the doors open.

Robert Medved: I honestly don’t think this is a 
business model most insurers would embrace. In 
recent years many big insurers added fi nancial ser-
vices, which is a good fi t for an insurance company 
and dovetails nicely into their core business. Owning 
and operating collision shops for an insurer makes 
about as much sense as owning and operating their 
own hospitals and doctor’s offi ces. It’s really not 
worth the investment for the amount of potential 
return. I see many insurers moving away from 
automotive technical expertise within their ranks and 
relying more heavily on the collision repair industry. 
The insurers are big enough targets for lawsuits, why 
expand on that? As vehicles and repairs become 
increasingly complex I believe insurers will want 
the repair quality responsibility left up to the repair 
industry and shifted completely away from them.

To read more, go to ABRN.com/Insurershops

THE 
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CHRIS “CHUBBY” FREDERICK

Are you lying to 

your staff?
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Ô DRIVABILITY
COMMUNITY

Ô Q&A

ABRN: There are many motorsports 

events and organizations out there — 

why is NASCAR a good choice?

AC: Sherwin-Williams Automotive 

Finishes has worked with NASCAR 

teams for more than 15 years. We work 

with a dozen different teams, and you’ll 

see our products on 30 different cars and 

partnered with 30 different drivers each 

and every weekend. It started there, 

with alliances with the teams, and we 

continue those today. A few years ago, 

we formalized a relationship with the 

governing body of NASCAR and have 

become the Official Transportation 

Finishes of NASCAR, as well as the 

Official Paint of NASCAR.

ABRN: How does the loyalty of the 

NASCAR fan base benefit sponsors?

AC: NASCAR has unprecedented loy-

alty. We know that the loyalty of fans, 

particularly in consumer products, is 

exceptionally powerful. Over half of 

avid NASCAR fans agree they talk posi-

tively about and feel loyal to sponsors 

invested in the sport. Our market is 

more business to business, so our rela-

tionships are with collision shop owners 

and fleet managers. 

One in three companies in the Fortune 

100 is affiliated either with a team or 

with the NASCAR governing body. 

That’s a pretty powerful statement that 

these companies with billions of dollars 

in brand value tie their brand equity to 

the equity of NASCAR. 

ABRN: What are some of the 

opportunities a NASCAR sponsorship 

can offer at the shop level?

AC: One of the core strategies within 

our industry every day is how to help 

a shop owner become leaner in their 

operations — getting more cars through 

production makes them more money. It 

is a very simple formula, but so com-

plex a practice. If a shop owner can get 

into one of these race shops to see lean 

in action, it really can offer ideas that 

translate back to their own business.

We host educational events in shops 

all the time, and it gives a shop owner 

a chance to see a different type of lean 

operation. A race shop may have 20-plus 

cars on their floor at any given time 

based on the schedule of events that 

they run. It is a really complex produc-

tion system to get the three or four that 

they are taking to the race track opti-

mized, on time and loaded in the trailer.  

It is a fantastic visual experience in lean 

production on really tight timelines. Any 

shop owner is going to want to get an 

up-close view of one of these shops. 

They are spectacular facilities and pro-

duction lines.

ABRN: Beyond management, how 

can shops capitalize on a NASCAR 

partnership?

AC: We’ve got a great wearables pro-

gram that connects with NASCAR. 

That’s the fun stuff to hand out at any 

event. But we invite our partners to use 

our brand and the NASCAR brand in the 

front of their stores. That endorsement 

that says “Proud partner of NASCAR” 

is a powerful one to suggest the quality 

of work you are going to get in a shop. 

We bring the relationship into the 

production shop as well. We see these 

professionals as critically important to 

our business. We want to reward them 

too. One of the best rewards for your 

production team is to get them to a race 

or to get them into a race team produc-

tion environment. We provide those 

opportunities all the time. We want our 

customers to use our relationship with 

NASCAR to reward their customers and 

employees. It is just a perfect partner-

ship that way. 

A MOTORSPORTS SPONSORSHIP CAN HELP 
SHOPS TO GROW AND PROMOTE THEIR 
BRAND, LEADING TO MORE MONEY 

BY KRISTA MCNAMARA  |  MANAGING EDITOR

ADAM 
CHAFE
VICE PRESIDENT OF MARKETING, 
SHERWIN-WILLIAMS AUTOMOTIVE 
FINISHES
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THE SHOP OWNER 

Mike LeVasseur is president and COO of Keenan Auto Body, which has 12 shops in Pennsylvania and Delaware.

Stock up for Day 1
Get the equipment, employees and business you need for a new location launch 

I
n two previous columns, (Ready, set, grow, 

April 2015; Location, location, location, May 

2015), I discussed some of the homework 

and steps that go into how we choose another 

shop location, and how we work with an archi-

tect and contractor to convert a building into a 

“Keenan” shop. 

The next important step is to ensure the new shop is equipped like our other 
shops. We have specific frame and measuring equipment and welders we prefer, for 
example, so that when technicians move from 
one of our locations to another, they know how 
everything works. We similarly stock the new 
shop using our approved product list. Our jobber 
has that list – which includes only about 400 
SKUs including tints – locked down so no one 
can order anything that’s not on the list. Again, 
this ensures consistency from one location to 
another. Techs know exactly, for example, what 
grits are used to finish all body work.

But as the new facility itself is being con-
verted and equipped, it’s also time to ensure 
you have the employees and the cars you need 
there on Day 1.

Our ability to brand an existing building is an 
important part of this process. One key step for 
us is to get signage on the building as soon as possible. That gets people talking. 
When we opened our most recent new location this past February, the sign had been 
on the building since the previous November. It’s a high-visibility location, right off a 
main interstate, so getting signage up early helps build name recognition.

But beyond signage, we prefer buildings that we can also brand in other ways to 
look like one of our buildings. At times, that can be a challenge and require some 
creativity. The upper portion of many of our buildings has a green aluminum façade. 

But unless you’re growing through greenfields, you’re not going to get a cookie-cutter 
look. So at one location, we just painted the aluminum pitched roof green.

The name recognition and reputation we’ve built in our market helps bring work to 
a new location, but we also arrange to be on several direct repair programs at a new 
location as soon as we open. Right at the point when we’ve established a firm opening 
date for a shop, our marketing director is out talking with insurance agents and other 
referral sources in the area. And we generally have a “grand opening” event at a new 
location within a few weeks or months of opening.

But a steady supply of wrecked cars won’t mean anything if you don’t have the 
staff there ready to handle them. First and foremost, you need to have a manager to 
run the location. I always tell my managers to be training their replacement. That way, 
when we add a location, a successful manager at one of our locations can move to the 
new location while leaving behind someone who is ready to manage the existing shop.

That means that when you’re in growth mode, you’re at times going to be a little 
top-heavy with people. We sometimes have several people who aren’t yet managers 
but are ready to undertake that position. If I opened two new locations tomorrow, I 
have the management ready for them. There’s a cost associated with that, but it’s a 
necessary one when you are growing and adding locations.

When we open a new location, we put other Keenan veterans in there with the 
manager as well. At least one body tech, painter and customer service rep (CSR) will 
come from our existing locations. As the first person the customer sees, the CSR 
especially has to understand “the Keenan way.”

Because all of our locations will have to back-fill these positions, we generally 
try to pull no more than one or two people from a location when we’re staffing the 
new location.

And like many MSOs, even before those employees are working on the first cars 
at the new location, we’re checking demographics and traffic counts on various other 
locations, looking for the one that will become our next new shop. 

“A STEADY 
SUPPLY OF 

WRECKED CARS 
WON’T MEAN 
ANYTHING IF 

YOU DON’T 
HAVE THE STAFF 

THERE READY 
TO HANDLE 

THEM.”

If there's a topic you'd 

like me to address,  

I'd love to hear from you.
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COLLISION repair body shops across the country of-

ten share the same types of challenges 

and frustrations. A common challenge for 

many shop owners is fi nding effective ways to improve their 

paint and material (P&M) margins. So are there truly quick 

fi xes that will help to boost P&M margins? 

There are several steps that collision shop owners and 

their paint departments can utilize that are almost guaran-

teed to quickly improve profi ts.

Measure
Shops must have a strong measuring method in place so that 

accurate comparisons can be made. You can’t manage what 

you don’t measure. The fi rst step to see an improvement in 

your margins is to measure everything the exact same way 

— consistently — each month. Be sure to exclude items that 

are not part of P&M — this can have a huge impact. Items 

that are billed as separate items or are the cost of goods sold 

in another department such as clips, cavity wax or seam seal-

ers, should not be considered P&M costs.

Reports with a local or regional comparison can offer 

great insight. Paint jobbers and third-party companies can 

provide reports of and comparisons to local, regional and 

national key performance indicators (KPIs) to help you see 

where your shop stands.

Being able to evaluate how your shop compares to simi-

lar shops in the same area — on paper — can spur effective 

action. If the shop across town can do this, why can’t you?

Share
Having good reports is necessary and important to tracking 

performance and change. But these reports can only bring 

MINDING YOUR BUSINESS

5 EASY STEPS TO HELP IMPROVE PAINT AND MATERIALS MARGINS IN YOUR SHOP 

BY JIM COMPTON  |  CONTRIBUTING EDITOR
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about positive action if their data be-

comes information that is shared across 

the shop. It can then become a tool for 

savings. A great report that sits on the 

manager’s desk unread, unanalyzed 

and overlooked doesn’t have much of 

an impact on the technicians working 

in the shop.

Get faster improvement in the paint 

department by simply sharing the in-

formation you do have. Let your staff 

know they are being monitored or mea-

sured, and how. Then be open with 

them about the results. This is cited 

as the Observer or Hawthorne Effect, 

where people tend to improve their per-

formance if they know they are being 

measured.

Once you begin to see improvement, 

it must be maintained. Continuing on 

a forward trajectory means keeping all 

staff in the information loop. Get those 

reports off your desk and in the hands 

of staff. Everyone wants to know the 

score, and once they do, they will be 

more invested in working to change it.

Expect the best
Another slightly more obscure psycho-

logical tool is the Pygmalion Effect, also 

known as the Rosenthal Effect. This is 

the belief that the greater the expec-

tation of performance that is placed 

upon a person, the better they actual-

ly perform. The effect is named after 

the Greek myth of Pygmalion, a sculp-

tor who fell in love with an ivory statue 

he had carved. So be sure to tell your 

staff that you expect great things! Be 

the cheerleader in your shop, and you 

may be rewarded with a winning team.

But let me also pass on a warning — 

there is also counterproductive theory 

called the Golem Effect. This is when 

low expectations can lead to a decrease 

in performance. Don’t bring a negative 

attitude into your shop and display it 

in front of staff and expect them to not 

notice. Even if things are a bit tough, 

you don’t want to let them see you cry.

Expect the best
The steps thus far may seem obvious 

at fi rst glance, but even with the best 

intentions, we can exclude people and 

cause feelings of resentment. For exam-

ple, everyone knows that the bulk of 

shop spending on P&M is in the paint 

shop. With paint and other liquids ac-

counting for often 70 percent of all ma-

terial costs, it seems logical to look to 

the paint department fi rst to do mea-

suring and then look for the improve-

ments. But to be truly effective, you 

need to include everyone.

Who else in the shop has an effect 

on P&M margins? Including everyone 

in this initiative not only makes good 

sense, but often will return good dol-

lars as well. For example, establish-

ing a method for the body technicians 

to track fl agged hours versus material 

used is a great way to keep them in-

vested and in the game. Taking this ap-

proach over several months will smooth 

out most of the blips that can appear 

because of normal spikes in hours or 

purchasing.

A little more challenging is getting 

everyone else involved. Let the em-

ployees vote on the best implementa-

tion for improving P&M margins each 

month. At a recent lunch and learn at 

my shop, it was pointed out that the 

cost of using shop towels as pizza nap-

kins was considerably more expensive 

than keeping paper napkins on hand. 

A new employee processing invoices 

had noticed and pointed out the cost 

after she keyed in some invoices. An-

other example is using two-inch-wide 

masking tape to reseal parts boxes. 

Box sealing tape, which is much cheap-

er, will do the job just as well without 

unnecessarily adding to your P&M ex-

penses. Small suggestions can add up 

to big changes.

Parts managers or other people in-

volved in the ordering of materials can 

surely have an impact. They should pay 

special attention to inventory. Make 

sure excess stock is either returned 

for credit or stored safely, if needed in 

the short term. 

A porter in a local shop noticed what 

looked like still-good sandpaper sheets 

as he was sweeping and placed the 

scraps in a box for miscellaneous use 

or reuse. Encouraging your staff to pay 

attention to these types of misplaced 

items can help save money.

So who else can you enlist to be 

on your team? Consider the vendor or 

insurance claims representative who 

walks through your shop and sees your 

operation on a regular basis, in addi-

tion to those of many others. I’m not 

talking about enlisting these people 

to act as your spies, but rather as an 

outside observer. If they see other ef-

fective business practices that you do 

not employ, they can share some sug-

gestions. Sometimes that third set of 

eyes doesn’t need to be a paid coach 

or advisor. Sometimes good ideas or 

questions can come from people who 

see your operation with a more objec-

tive view. 

Once you have everyone aware and 

everyone involved, you have a team. A 

team is always more effective than a 

bunch of individual players. There are 

big things that can be changed that im-

prove P&M margins. There are also a lot 

of little things that can add up quickly.

Keep score
Score keeping is a great way to let the 

natural competitive spirit of your team 

members drive profi t boosts. Post the 

results or reports for everyone to see.  

This alone can and often does lead to 

improvements without any further ac-

tion needed. Push for better perfor-

mance in the shop, but with attainable 

goals for improvement. And give cred-

it where it is due to foster a continued 

cycle of improvement — stand up and 

cheer those who meet those goals. 

“GET FASTER IMPROVEMENT IN THE PAINT DEPARTMENT BY SIMPLY SHARING THE 

INFORMATION YOU DO HAVE. LET YOUR STAFF KNOW THEY ARE BEING MONITORED 

OR MEASURED, AND HOW. THEN BE OPEN ABOUT THE RESULTS. PEOPLE TEND TO 

IMPROVE THEIR PERFORMANCE IF THEY KNOW THEY ARE BEING MEASURED.”

JIM COMPTON
CONTRIBUTING 
EDITOR

Jim Compton, owner and general manager of J. Hunter 
& Associates, has worked in the auto body industry for 
over 30 years.  He has a special interest in the areas of 
lean material management, environmental protection 
and work place safety.

  E-mail Jim at jhcompton@att.net
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ARE YOU ON the lookout for new revenue streams 

to expand your business and increase 

profi tability? Have you considered re-

pairing vehicles other than automobiles – such as motorcy-

cles, snowmobiles, ATVs (all-terrain vehicles), boats or per-

sonal watercraft (jet skis and wave runners)? Any vehicle 

that can be repaired and sold for market value can be an ad-

ditional source of income. 

As the collision repair market contracts across the coun-

try, the market is becoming more competitive; consequently, 

many shops are looking for alternative revenue streams. Ac-

cording to a 2013 survey conducted by the Collision Repair 

Education Foundation and I-CAR, the economy and the col-

lision repair industry have been through signifi cant chang-

es. The report, “A Snapshot of the Collision Repair Indus-

try,” states that the industry has experienced a market size 

reduction of 3,047 shops to a current count of 40,488 shops 

since the last survey was completed six years ago.

A changing business outlook
There are many reasons why the collision repair industry is 

shrinking, including automobile construction, environmental 

regulations, repair equipment costs, an aging workforce 

and retaining employees. Technological advancements in 

manufacturing have led to vehicles that are built to last longer. 

Safety innovations, such as collision avoidance systems, not 

only help to prevent accidents by warning the driver of a 

potential collision, but, ultimately, also reduce the number 

of damaged cars that need repairs. 

Some collision shops are fi nding it diffi cult to remain in 

business due to the expense of keeping pace with increased 

environmental regulations. Painting restrictions, solvent re-

cycling, hazardous waste considerations and personnel safe-

ty equipment needs are all areas that require investment to 

meet government standards for shop operation. Even though 

these standards are good for the environment and person-

nel, they add to the costs of running a repair shop.

As automobiles become more sophisticated in their de-

sign, collision shops must continue to invest in computer-

controlled diagnostic equipment and other specialized equip-

ment for repairing today’s vehicles. An aging workforce is 

also taking its toll on the industry. As experienced techni-

cians retire, there is a lack of younger talent coming into the 

industry to replace the more skilled workers. 

MINDING YOUR BUSINESS

SHOPS CAN CREATE ALTERNATIVE 
REVENUE STREAMS BY EXTENDING 
BEYOND THE AUTOMOTIVE INDUSTRY

BY ED STAQUET  |  CONTRIBUTING EDITOR

DOLLARS 
BEYOND
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This can be especially problem-

atic for smaller shops that have few-

er workers overall and are fi nding it 

diffi cult to hire new talent. Although 

a collision technician can have a lu-

crative and rewarding career, it is not 

seen as a top career choice by many 

young people. Still, there are several 

technical training schools and cours-

es available to younger people to help 

them learn about the industry’s career 

opportunities. 

New business prospects
The challenge, then, for shop owners 

who are able to hire good employees, 

is retaining them. If an owner cannot 

meet the income expectations of its em-

ployees, those employees will leave. So 

the shop owner must always be on the 

lookout for new business to keep em-

ployees busy with interesting work and 

to keep wages at a competitive level.

Repairing vehicles other than auto-

mobiles should not incur any extra in-

vestment for a body shop, nor does it 

require any extraordinary knowledge, 

techniques, products or tools. The sub-

strate body materials on ATVs, boats, 

snowmobiles and other recreational 

vehicles are similar to those found on 

cars. Collision technicians will be fa-

miliar with these materials – plastics, 

composites, aluminum, metals, fi ber-

glass – and the products used to repair 

damage to these substrates. It is like-

ly that no initial investment will be re-

quired to repair other types of vehicles.

Larger repair shops, such as those 

geared towards the heavy-duty truck-

ing industry, might also consider re-

pairing equipment used in farming, 

construction and industrial settings. 

The idea is to keep the focus on vehi-

cles that can physically fi t into your fa-

cility layout – automobile-size vehicles 

for a smaller shop and larger pieces of 

equipment for heavy-duty facilities. 

As an alternative, consider going into 

the fi eld to perform repair operations.

The organizational repair structure 

for these alternate vehicles is not as 

apparent as for the automobile repair 

market. Many of these recreational 

owners do their own repairs or rely on 

the expertise of friends and acquain-

tances, while others seek out deal-

erships for repair needs. But using a 

dealership for repair might not be con-

venient since many of the recreational 

vehicles sold, such as boats, personal 

watercraft and snowmobiles, are used 

many miles away from their original 

purchase locale.   

If you have satisfi ed, regular cus-

tomers who trust your shop and its 

technicians, you can build on that re-

lationship to attract new business to 

repair different types of vehicles oth-

er than cars. Similarly, a customer who 

has been consistently using your re-

pair shop and is happy with the ser-

vice might be overlooking your shop as 

a potential place to repair these vehi-

cles. The convenience of using a local 

repair shop can be a big draw for both 

existing and new customers.

Same repairs, same products
There should be no concern about what 

repair products or equipment are re-

quired for repairing recreational vehi-

cles – it’s the same products that are 

used for auto repair! Collision repair 

shops have these products on hand, 

ready to repair any vehicle – metal-

bonding adhesives, plastic-bonding 
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adhesives, cross-bonding adhesives, 

repair adhesives for rigid and fl exible 

substrates and two-component seam 

sealers. The same tools and equip-

ment are used for repair operations, 

also, such as manual and pneumat-

ic dispensing guns for adhesives and 

seam sealers. 

Suppliers of automotive repair prod-

ucts are labeling their products to be 

more inclusive of various types of re-

pair applications. While these repair 

products can be used on vehicles oth-

er than automobiles, the product de-

scriptions tend to be more market spe-

cifi c. As suppliers transition to product 

descriptions that refl ect applications 

and substrates, rather than a particu-

lar market, do not be concerned about 

using automotive repair products on 

recreational vehicles. These products 

are formulated for repairs on substrates 

found in all vehicles. If in doubt, con-

sult with your supplier to make sure 

you are using the proper product for 

the substrate.

Many suppliers also offer informa-

tional sheets featuring standard oper-

ating procedures (SOPs) for properly 

bonding metal or fi xing plastic sub-

strates in any application. The SOPs 

offer details on identifying a repair, 

choosing the right repair product, pre-

paring the substrate surface, applying 

the repair product and fi nishing the 

repair. Technical tips teach techs key 

steps for repairing damaged vehicles, 

and help determine if repairs are cos-

metic or structural.

A well-trained, experienced techni-

cian should be able to repair any sub-

strate damage incurred by a recreational 

vehicle, much as the technician would 

for automotive damage. As an example, 

whether you are repairing damage to 

a personal watercraft or a fender on a 

motorcycle or a bumper on an ATV – if 

it is a fl exible plastic part – you use the 

same product as if you were repairing 

damage to an automobile. It’s the same 

substrate, so you use the same repair 

products and techniques. 

Repairing alternate types of vehi-

cles is really simpler than you might 

expect. If you are bonding metals on a 

snowmobile, you are still bonding met-

al. If you are repairing a fl exible plas-

tic part, you are still fi xing a fl exible 

plastic part. If you are bonding alumi-

num to aluminum or aluminum to steel 

or steel to steel or steel to fi berglass 

on any type of vehicle, the repair prod-

ucts and processes are still the same.

For a collision repair shop, diversi-

fying the repair menu can be a poten-

tial revenue stream. Bringing in dif-

ferent types of vehicles for repair can 

keep a shop functioning and busy, and 

help with employee retention, while 

providing better overall service to an 

expanding customer base. 

ED STAQUET
CONTRIBUTING 
EDITOR

Ed Staquet has more than 40 years of experience in the auto 
body repair business. For the past 20 years, he has worked 
for Fusor Repair Systems and LORD Corporation and is now 
the senior staff technical support manager. He has been an 
instructor at I-CAR for 30 years; and he served two terms on 
the I-CAR Board of Directors.

PAINT STORE IN A PARTS STORE
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LET’S SAY  you’ve been delaying attending to your on-

line presence. It’s uncharted territory, so 

it’s natural to be weary and even doubt 

whether you’ll be successful there. Still, with a larger and 

larger percentage of your customer base being glued to mo-

bile devices, you know you can’t afford to not be active on-

line. So, what do you do when learning to navigate the social 

media landscape feels like a full-time job?

Sure, it’s tempting to hop on the bandwagon of the new-

est fl ashy trend, but putting all of your proverbial eggs in 

one basket can hurt your bottom line over the long haul. 

With so much competition, that’s not a risk you can afford. 

The platforms might ebb and fl ow in popularity, but you’ll 

notice your activity here will revolve around two main func-

tions: publishing content and managing your reputation. 

Content sites
Gone are the days when just having a Facebook page would 

put you ahead of your competition. Quality is now the name 

of the game, and it’s a do-or-die struggle. Remember, you’re 

not just competing with the body shop around the corner. 

Your messaging is up against posts from your customers’ 

family members and friends, as well as from businesses of 

all sizes in other industries.

Social media is about your audience. Content sites, es-

pecially Facebook, tailor home feeds in response to user be-

havior, so you need to cater to their preferences. Essential-

ly, you’re playing in someone else’s sandbox. So, what’s a 

business owner to post?

Your foundational content should be entertaining or ed-

ucational — or, better yet, both. Create and curate content 

MINDING YOUR BUSINESS

ARE YOU IN THE DARK WHEN IT COMES TO OPTIMIZING YOUR ONLINE PRESENCE?

BY MICHELLE BIZON  |  CONTRIBUTING EDITOR

SOCIAL 
MEDIA

SHINING A LIGHT ON



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 

color match, faster coverage, warranty protection, 

significant savings and less headaches. With zero 

equipment upgrade costs, MPB-LV effortlessly 

transitions your current brand into a green brand.

Ready to make your painter smile?  
Contact Matrix at 800.735.0303 to set up a demo.

800.735.0303  I  www.matrixsystem.com

©2014 Matrix System Automotive – A Quest Automotive Brand
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your customers would thank you for. 

Then, get fans talking by asking ques-

tions and running contests with valu-

able prizes up for grabs. Keep the sell-

ing to a minimum.

With organic reach growing more 

diffi cult to earn, you also might want 

to consider investing in social ads, par-

ticularly on Facebook. You’ll increas-

ingly need to pay to play in the social 

media world, but that investment also 

gives you options. By allotting some of 

your budget to ads, you can target your 

ideal customers where they’re already 

hanging out online.

The other players
Beyond the behemoth that is Facebook, 

you’ll also want to take a look at Twit-

ter, Google+ and, perhaps, Instagram. 

As you expand your social presence, 

keep in mind that it’s better to do a few 

things well than a hundred things poor-

ly. Take the time to get to know the plat-

forms you’re adopting, so you can follow 

each one’s best practices to engage with 

your audience sincerely and successfully.

Twitter lends itself to casual con-

versation, customer service and news 

distribution. It’s not about what you 

ate for lunch (unless you’re really dy-

ing to share how much you enjoyed 

that tuna salad). If you’re always on 

the lookout for the latest trend or hot 

topic, you’ll fi nd yourself in good com-

pany on Twitter. By networking here, 

you can position yourself as an indus-

try expert and connect with your cus-

tomers online in real time. As you ac-

climate, you’ll fi nd your sweet spot for 

posting frequency, but you’ll want to 

tweet more than you post on any oth-

er network to remain in your followers’ 

constantly refreshing feeds.

Google+ is growing in importance to 

automotive repair shops, in particular, 

for localized search engine exposure. 

By posting content to your Google+ site 

(and taking care of reviews properly, as 

we’ll discuss later on), you’re building 

a robust history for yourself online to 

show Google you’re a trusted source and 

an active member of its community. Es-

pecially if you don’t have an active blog 

or intense SEO initiatives, Google+ is a 

must-have. You’ll fi nd your posts might 

not receive as much interaction as on 

other networks, but your ultimate goal 

here is to create a body of high-quality, 

searchable content for Google.

With about 300 million users, Insta-

gram is an up and comer to keep an eye 

on. Instagram is all about sharing real-

time moments and has, perhaps, the 

most simple engagement options: Hit 

the heart icon to “like” and the speech 

bubble icon to comment on the photo or 

video. Worried about your sub-par pho-

tography skills? Instagram offers fi lters 

and editing tools to help you make your 

photos stand out. Shops still are learn-

ing how to defi ne their success here 

using business metrics, so, if forced to 

choose, prioritize other networks with a 

stronger tie to your bottom line. 

Reputation management sites
Customers see Google+, Yelp and other 

review sites as a direct customer ser-

vice line to you. You wouldn’t ignore 

� 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  
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LOGIC 3 CONTROL PANEL Upgrade

Designed with everything you need to 
control your booth, the LOGIC 3 control 
panel is an impressive yet simple control 
system.

G L O B A L  F I N I S H I N G  S O L U T I O N S

Paint Booths & Accessories

877-658-7900
autorefinishsales@globalfinishing.com

www.globalfinishing.com

Ultra XC premium downdraft booth offers superior performance, with features such as our exclusive CAF 
ceiling, best-in-class heater and control panel, and 6-tube light fixtures. Speed up the paint drying process with 
*OREDO�)LQLVKLQJ�6ROXWLRQV·�$GYDQFH&XUH® System! 

*)6·�EHVW�VHOOLQJ�DXWRPRWLYH�ERRWK�� WKH�Performer XD is an 
affordable paint booth with all the key features that you expect to see 
in a top-of-the-line model.

FREE AdvanceCure® Blade System*  

with purchase of Ultra XC paint booth with Logic 4 control panel

The new Blade option for AdvanceCure® provides 
better vehicle coverage and requires less 
maintenance.

AdvanceCure®

Limited-Time Pricing
$34,995*

$999*

* Upgrade available on booths with standard  
Axiom control panels

*Includes a set of four horizontal AdvanceCure® Blade modules 

* Product is configured as a standard booth package

Limited-Time Pricing  

Valid until September 1, 2015. Prices do not include applicable 
taxes, installation or freight. Offer cannot be used for orders 
already in house with GFS. No substitutions. Offers cannot be 
combined with any other offer, promotion or discount. Delivery 
must be taken by December 31, 2015. GFS holds the right to 
rescind listed specials at any time.

See us at  NACE 

Booth #1217
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feedback delivered in person or over 

the phone — and you no longer have 

the luxury of doing so online. Extend 

the personal touch you’re dedicated to 

in-store to your online reputation sites.

The fi rst step is to claim your busi-

ness pages. You’ll want to claim your 

Google+ and Yelp listings, as well as 

any other sites that are popular in your 

particular region. (Not sure which sites 

these are? Do a Google search for your 

business and take note of what shows 

up on the fi rst page of results.) Most of 

these sites verify your ownership via 

an automated phone call to your main 

business line, so you’ll want to be at 

your shop to streamline this process. 

Once you claim your listings, up-

date your business information. At best, 

they’ll likely be incomplete. The more 

complete your listings are, the more like-

ly you are to show up in search, both in-

ternally and via search engines. A pro-

spective customer might be looking for 

a shop that offers a shuttle service, so, 

if you neglect to include it in your pro-

fi le, they might never fi nd you.

At worst, your listing could be dis-

seminating incorrect information about 

your business. (Never assume that the 

vetting processes for user-submitted 

information are thorough.) Many pro-

spective customers look to these sites 

to fi nd your hours, and arriving to a 

locked door on a Sunday morning when 

your Yelp listing says you’re open will 

put an end to that customer relation-

ship before it can begin.

Be sure to subscribe to email noti-

fi cations for new reviews. (Check the 

“Account Settings” section of your ac-

count to subscribe to them.) Take the 

time to post thoughtful, individualized 

responses to all reviews you receive. 

By responding to positive reviews, you 

strengthen customer loyalty and show 

your appreciation for them putting in 

the time and effort to help your busi-

ness. By responding to questions and 

concerns in negative reviews, you have 

the opportunity to salvage the relation-

ship and assure the prospective cus-

tomers who are researching you that 

they’ll be treated well at your shop. (If 

you fi nd yourself with a major snafu 

on your hands, take the conversation 

offl ine as soon as possible and com-

municate with the reviewer privately.)

Measuring success
The bottom line is that your social me-

dia presence is an investment in your 

business — just like your other market-

ing and advertising initiatives. Treat it as 

such. It quickly can become just an ex-

pense if you don’t set clear, measurable 

goals. Set aside time each month to re-

view your progress and tweak your strat-

egy to help you reach your milestones. 

MICHELLE BIZON
CONTRIBUTING 
EDITOR

Michelle Bizon is the Social Media Manager at Moving 
Targets. Her team helps hundreds of businesses engage 
their community, protect their online reputation and defi ne 
their competitive advantage. Moving Targets is a print and 
digital marketing fi rm with more than 20 years of automotive 
industry experience. They help businesses build trust through 
campaigns that seamlessly blend print and digital messaging 
to reach customers at home, at work and on the go.

  Contact Michelle at movingtargets.com
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THE GOAL of every collision cen-

ter is to create a con-

sistent production 

rhythm throughout their shop that leads 

to a targeted throughput achievement. 

In many shops, this rhythm becomes 

disrupted within the refi nish depart-

ment. The questions to ask are: Why 

do these disruptions exist? How do you 

correct them?  

Some shops attempt to address re-

fi nish department defi ciencies through 

investment. They throw money at ad-

ditional equipment, more people and 

new technology. Instead of spending 

money or hiring extra techs, they must 

fi rst take the time to address defi cien-

cies within the process. 

For years, I have heard the refi nish 

department referred to as the “bottle-

neck” of the collision center. The term 

bottleneck may be appropriate if you 

understand what a bottleneck is really 

designed to do: a bottleneck is some-

thing designed to purposely reduce the 

fl ow. Typically, without a bottleneck, 

the contents of the bottle would simply 

pour out faster than what was desired 

– or could be controlled. This defi nition 

needs to be clear because what we see 

every day in collision centers is an un-

intended, restrictive bottleneck in the 

refi nish department, which is often-

times the shop’s own creation.

So, to open the bottleneck up to more 

fl ow, we need to remove restrictions. We 

must start by looking at the items that 

contribute to issues within the paint 

shop. I typically break these into three 

areas: Procedures before the booth; in 

the booth; and after the booth. The fo-

cus of this article is primarily before the 

booth operations. 

A great way to start is to evaluate 

contributing factors by looking at re-

dos or rework in the department and 

the sources of those redos. A redo is 

defi ned as doing something complet-

ed again in order to do it better.

HAVE A REPAIR PLAN FOR THE REFINISH DEPARTMENT
BY TED WILLIAMS |  CONTRIBUTING EDITOR

Photo: Sherwin-Williams

MINDING YOUR BUSINESS
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In looking across a spectrum of 

shops, I have identifi ed several areas 

of refi nish redos that are common.

t��$PMPS�DPSSFDUOFTT��5IJT�JT�XIFSF�B�

poor match is chosen and applied to parts.

t��3FQBJS�NBQQJOH��3FQBJS�OFFET�BSF�

not properly defi ned, leading to items 

that are missed or additional operations 

completed that are not part of the job.

t��1BSUT�NBOBHFNFOU��8SPOH�QBSUT�

painted, parts arriving at different times 

and painted in different cycles, parts 

damaged before or after refi nish caus-

ing more work.

With these areas in mind, let’s share 

some strategies that address issues up-

stream that create redos and lead to 

bottlenecks in the refi nish department. 

These items work in conjunction with 

a defi ned damage analysis and parts 

management process.

Damage analysis and parts 

management process

The following, suggested items do not 

take more time when a process is put 

in action, but may happen at a different 

time in the repair process than how your 

team presently implements them. The 

goal is to be proactive in preventing is-

sues and allowing recovery time in the 

rare case an issue happens. If you notice 

below, we recommend that these areas 

all be addressed before an R.O. enters a 

booth (in fact many happen before the 

R.O. enters the refi nish department.)

BY JUDY LYNCH
Individual department focus is always 

important, but overall facility layout and 

design are vital to overall operations. 

Collision repair facilities typically have 

manpower, material and equipment in 

a layout that fosters a lot of walking, 

material movement and back-and-forth 

actions. Technicians work in their bays, 

which creates waste and adds cost. 

A change to your shop design can 

address waste by physically changing 

the manner in which people interact 

with material, equipment, information 

and each other.

The philosophy is to develop lean 

principles, eliminate waste and improve 

production fl ow and quality. The key 

purpose of the lean design effort is to 

ensure that the resources or fl ow come 

together in the right place, in the right 

quantity and at the right time. People, 

workstations, parts bins and equipment 

should be arranged to optimize fl ow, 

minimize waste and boost productivity. 

Here are a few factors to consider when 

designing the layout of a facility so that 

you achieve maximum effectiveness: 1.) 

Does the design and layout allow for 

growth or change?; 2.) Is the process 

fl ow smooth?; 3.)Are materials being 

handled effi ciently?; 4.) Does the facil-

ity layout contribute to meeting produc-

tion needs?; 5.) Does the layout lend 

itself to all procedures within the pro-

cess? A ‘no’ answer to any one of these 

questions means your present – or 

planned – space will not be 100 percent 

effective.

Read more at ABRN.com/Layout.

THE BIGGER PICTURE: 
OVERALL SHOP DESIGN
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Color identifi cation

The best practice in damage analysis is to have the as-

signed refi nish technician come to the vehicle. In doing so, 

they should have the needed tools to verify an actual color 

for the vehicle.

t��7FSJGZ�UIF�UZQF�PG�ý�OJTI�	4JOHMF��5XP��PS�5ISFF�4UBHF
�

t��7FSJGZ�DPMPS�DPEF�BOE�WFIJDMF�7*/�DPEF�

t���*EFOUJGZ�BO�BDUVBM�NBUDI�UP�WFIJDMF��5IJT�JOWPMWFT�WFS�

ifying chips or spray outs to the actual vehicle. Com-

QMFUF�UIF�TQSBZ�PVU�PS�MFUEPXO�QBOFM�JG�OFFEFE�

t��%P�ZPV�OFFE�UP�CMFOE�DPMPS 

t��� *EFOUJGZ�DMFBS�DPBU� UIBU�XJMM�CF�VUJMJ[FE�BOE� UIF�

actual color cost.

t���*G�WFIJDMF�JT�CFJOH�ESJWFO�VOUJM�QBSUT�BSSJWF�UIFO�MPPL�

for the opportunity to get a sample to match.

Refi nish repair mapping in damage analysis

The refi nish technician is the most experienced person 

to map the refi nish process.

t���7FSJGZ�UIF�SFQBJS�OFFEFE��1BOFM�QBJOU�CMFOE�BOE�IPX�

far it needs to be blended.

t��8IBU�QBSUT�OFFE�UP�CF�SFNPWFE 

t��%Fý�OF�CPSEFST�PG�SFQBJS�BSFB�PO�SFQBJSFE�QBOFMT�

t���$PSSFDU�IPVST�SFþ�FDUFE�PO�3�0��5IJT�JT�UIF�CFTU�UJNF�UP�

EJTDVTT��8IBU�EFOUT�DIJQT�BOE�TDSBUDIFT�JO�CMFOE�QBOFMT�

XJMM�CF�ý�YFE �"OE�BOZ�PUIFS�DVTUPNFS�DPNNJUNFOUT�

related to refi nish.   

Parts management

Errors in parts management are huge contributors to 

SFý�OJTI�CPUUMFOFDLT�

t���1BSUT�WFSJý�FE�GPS�DPSSFDUOFTT�CFGPSF�FOUFSJOH�SFý�OJTI��

-BCFMFE�PO�CBDL�XJUI�3�0��OVNCFS�

t���0SEFS�PG�QBSUT�OFFEFE�UP�CF�SFý�OJTIFE�DPNQMFUF�CFGPSF�

entering refi nish.

t���%BNBHFE�QBOFMT�SFQBJSFE�QSPQFSMZ�BOE�WFSJý�FE�CFGPSF�

entering refi nish.

t��1SFQ�RVBMJUZ�WFSJý�FE�CFGPSF�SFý�OJTI�

t��3FQBJS�PG�VTFE�QBSUT�DPSSFDUMZ�SFþ�FDUFE�PO�3�0�

t��1BSUT�QMBDFE�PO�DPSSFDU�SFý�OJTI�TUBOET�GPS�SFý�OJTI�

t���1BSUT�SFý�OJTIFE�PGG�DBS�TQSBZFE�JO�UIF�TBNF�PSJFOUBUJPO�

UIFZ�XJMM�CF�JOTUBMMFE�

t���3Fý�OJTIFE�QBOFMT�BSF�TUBHFE�JO�B�XBZ�UIBU�UIFZ�EPO�U�

get damaged before reinstallation.

8IJMF�UIJT�JT�OPU�B�DPNQMFUF�MJTU�JU�TIPVME�HFU�ZPV�TUBSU�

ed in the right path of being proactive in addressing restric-

UJPOT�JO�ZPVS�SFý�OJTI�QSPDFTT��"�EFý�OFE�QSPDFTT�UIBU�BMMPXT�

you to be proactive in 

addressing the areas 

BCPWF�XJMM�UIFO�BMMPX�

the paint department 

to move their focus 

on to other areas of 

process improve -

NFOU�JOTJEF�UIFJS�PXO�

department.

For optimum suc-

cess, involve the tech-

nicians in discussing 

BEEJUJPOBM�UJNF�XBTU�

ing operations. 

TED 
WILLIAMS
CONTRIBUTING
EDITOR

Ted Williams is a second generat ion collision 
repairer and former Skills USA/VICA Collision 
Repair Champion. He has 27 years’ experience 
in the collision repair industry and developed 
Sherwin-Williams’ Secrets of Material Profit-
ability Revealed curriculum. 

Rome Technologies distinguishes itself 
from the competition by providing the most 
advanced management software solution 
in the industry combined with business 
consultation, ongoing education and train-
ing, outstanding technical support and 
continuous product development. As a 
result, Rome promises shops will see a 
30-50% increase in efficiency and 8-12% 
increase in net profit.

Operate the very best 
body shop – in real time. 

Guaranteed.
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Contact Us Today!
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This portable prep station provides a clean, enclosed 

area for prepping & limited high quality fi nishing 
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/ Certifi ed EPA 6H Compliant
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/�No ventilation or air make-up
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A snapshot of one of the industry’s leading shops

FRADELLA’S COLLISION CENTERS / GREATER NEW 
ORLEANS, LA

Not only was the business able to rally and 

recover, but in the ensuing decade own-

ers David Fradella, Mike Fradella and Al 

Waller Jr. have expanded the operation to 

encompass three thriving locations 

throughout the New Orleans area.

“Our community was ground zero for Hur-

ricane Katrina,” reports Waller, referring 

to the company’s original shop in Chal-

mette, La. The storm and its immediate 

aftermath claimed nearly 300 lives in the 

town. Pre-Katrina there were 26,000 dwell-

ings in Chalmette; all but 200 fl ooded and 

68,000 residents were displaced, amount-

ing to 100 percent of Fradella’s customer 

base and all of its employees.

“The fact that we were affected by this 

disaster is not newsworthy. There are thou-

sands just like us,” Waller points out. “The 

way we reacted and our families and 

employees reacted – that is something 

special. We could have given up, and at 

times the outlook seemed hopeless and 

we wanted to give up, but we didn’t. With 

our families and a great team we fought 

through to survive and prosper.”

As the Chalmette location sat in ruin, 

a neighboring shop-oriented structure was 

unoccupied and available. “It had 18 inches 

of water and the roof needed some repairs, 

but it had utilities,” he recounts. A shower 

stall was a most-welcome amenity while 

a barbeque pit provided cooking facilities. 

The break room was repurposed as a bunk-

house and others camped out in a parking-

lot trailer. Work alternated between get-

ting the shop going and repair ing 

everyone’s respective homes.

Displaced staffers shared rides in from 

Texas as rebuilding progressed. Then Hur-

ricane Rita arrived, resulting in a re-evac-

uation of all the equipment and a disheart-

ening star t-over of the renovation 

process.

“It was amazing what people were will-

ing to do. We can truly look back on that 

time and only see the good in people and 

how our team came together,” said Waller. 

Removing friction
Throughout the disaster, the shop owners 

did all they could to take care of employ-

ees who returned and make sure their ben-

efi t packages never lapsed.

Rising from 

the ravages
New Orleans-based chain rebuilds after the 

devastation of Hurricane Katrina

BY JAMES E. GUYETTE  |  CONTRIBUTING EDITOR

I
t was August 2005 when the costliest natural disaster in US 
history roared through the Big Easy, bringing death, destruc-
tion and seemingly insurmountable hardships to so many, 
including the owners and staff of Fradella’s Collision Centers.

AT A GLANCE

Fradella’s Collision Centers
Name of shop

Greater New Orleans area
Location

David and Mike Fradella, Al 
Waller, Jr.

Owners

3
No. of shops

33
Years in business

37
No. of employees

3
No. of DRPs

2.8 days
Average cycle time

$2,200
Average repair order

60
Average vehicles per week

$115,000
Average weekly volume

$6 million
Annual gross revenue for all 

locations combined

Martin-Senour
Paint supplier

www.fradellas.com
Website



At DeBeer, color is at the heart of everything we do. It’s what inspired us to create our 

advanced line of automotive coatings, and what motivates us to keep moving color 

technology forward. Like the bear on our label, DeBeer is always moving ahead so 

we can offer you the ultimate in automotive coatings.

Where value meets technology.

Driving coating technology  
into the future.

de-beer.com

P.O. Box 1461    Minneapolis, MN 55440    PH: 1.800.845.2500 
refinishinfo@valspar.com    valsparauto.com



SHOP PROFILE

“There is nothing more important than 

making sure that we as a company take care 

of the people we work with,” says Vice Presi-

dent and General Manager Al Waller Jr. 

Those same attitudes of excellence and 

good will are also applied to serving the 

customers. “We let every customer know 

that we are not going to disappear after 

they pick up their vehicle. We stress to the 

customer that if they are concerned about 

anything after they get back on the road 

call us immediately. No questions asked,” 

Waller says. “We want them to feel 100 

percent comfortable with putting them-

selves and their families back in their vehi-

cle and back on the road.”

“We will also do anything we can to 

accommodate customers who do not have 

rental. We have brought customers to the 

airport, work, home, and even the mall if 

the repair is something that will take only 

an hour or so. We will deliver a vehicle to 

the customer’s home or work,” Waller says.

“Whatever we can do to make the pro-

cess easier we will do,” he continues. “By 

doing small things like this, we can alle-

viate unnecessary stress and anxiety for 

the customer. This creates a sense of trust 

between us and the customer, so it allows 

us to do our jobs better.”

Honoring requests
A full mechanical facility is located at the 

Chalmette shop. Waller goes on to tell about 

a now-repeat customer who had been turned 

away by several competing shops. “It wasn’t 

the most sought after repair, but we told him 

we would see if we could help. Long story 

short, we have done multiple repairs for him. 

We then started noticing referrals coming 

in from a local business that does small 

mechanical repairs. It ended up being this 

customer, who does mechanical work,” 

Waller says.

“That’s why we always tell our CSRs 

(customer service representatives) and 

estimators that you never know who you 

are talking to on the phone,” he notes. 

“Treat everyone with kindness and give 

people the respect they deserve. You never 

know who could turn into your biggest 

cheerleader.”

Maintaining open lines of communica-

tion with insurance companies is another 

emphasized company policy. “We honor their 

requests, and if we can’t we communicate 

it to them. Keeping the customer happy and 

doing quality repairs is one of the biggest 

factors in a good relationship with insurers,” 

says Waller. 

Within the past two years Fradella’s 

has been placing enhanced attention on 

its online presence by partnering with a 

digital marketing company and leverag-

ing Chelsey’s interest and skills.

“When we started we were buried on 

the second and third pages of internet 

searches. Today we are at the top of the 

fi rst page,” Waller reports.

“We also constantly strive to wow our 

customers to the point that we get them 

to refer us. We use a third-party company 

that contacts our customers post-repair. 

With the permission of the customer the 

company posts the reviews online. Good 

or bad, they are posted,” he adds.

“With a tremendous amount of con-

sumers basing their purchasing decisions 

      Optional
   Accessories

EZ Clamp, 
Ridged Body & Frame Clamping 
for Aluminum & Steel Repaires

Combination Tool PackageBig
is now

BIGGER

CALL 1.800.445.8244

WWW.AUTOBODYSHOP.COM
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SHOP PROFILE

on online reputation, we cannot afford to 

give poor service, because this is one of 

t he  m a i n  w ay s  we  a t t r ac t  new 

customers.”

“We also re-designed our website and 

added an online estimate portal. This has 

been a great way for us to create a touch-

point with new customers.”

Social media sites have been utilized 

with considerable benefi ts as well. “Face-

book has really been a positive marketing 

outlet for us,” according to Waller. “The 

biggest success was when we started 

doing a throwback Thursday picture: 

Chelsey started posting old photos of Mike, 

Dave and I. People loved it, especially since 

so many of the people from our community 

have relocated after the hurricane.”

Free touch-up kits are provided along 

with key chains, pens and other branded 

advertising specialties. “We order the kit 

and also offer a free touch-up whenever 

they notice a chip. Pass by the shop on a 

sunny, dry day and we would be more than 

happy to do a touch-up. So far we have 

gotten a really positive response and we 

are considering making it permanent,” 

Waller says.

“We have also wrapped two vehicles 

with our logo, locations and website,” he 

adds. “Since we have team members driv-

ing to different shops daily it has been an 

excellent rolling billboard. We also drove 

one of the vehicles in a parade, and it was 

a great way for us to get out in the com-

munity and get our name in front of 

people.”

Wages on the sly
While the 33-year old partnership between 

the Fradellas and Waller was established 

in 1982, Fradella’s roots began taking hold 

several years earlier in a tale of two Al 

Wallers. The late Al Waller Sr. – known as 

“Big Al” while Al Waller Jr. is called “Lit-

tle Al” – was the vice principal Chalmette 

High School who established a vocational 

education program in cooperation with an 

area body shop. Mike Fradella and his 

cousin Dave Fradella both took part in the 

endeavor, eventually going into business 

together.

As Little Al entered high school, Big 

Al was concerned that his son had little 

desire to go to college. It would have been 

a confl ict of interest for Little Al to partici-

pate in the training program his dad devel-

oped, so Big Al approached his former stu-

dents – Mike and Dave – and asked if Little 

Al could work at their shop while Big Al 

paid his son’s wages on the sly.

“My dad continued to pay my paycheck 

the entire time I worked there,” Little Al 

recounts. “He would pay Mike, and Mike 

would pay me. I don’t think he ever knew 

that I knew he did that – Mike told me 

years later.” 

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 
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James E. Guyette is a long-time contributing editor 
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Motor Age magazines.

  E-mail Jim at JimGuyette2004@yahoo.com

Shop damage incurred from Hurricane Katrina.
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Southern Polyurethanes provides

you with the finest clears and primers
made today, using only the highest
quality raw materials and  latest tech-
nologies, achieving  superior quality to
anything in the market at any price.

Follow Us On Facebook

The Epoxy Primer Advantage:
• Easy to spray
• Easy to sand
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• Unsurpassed corrosion resistance
• Available in Black, White, Grey & Red Oxide
• Outstanding adhesion directly to 
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Are you lying to your staff?
Address issues head on to avoid major confl icts 

ATI coach Geoff Berman offered advice to 

help a collision shop owner avoid the same 

mistake with his staff.

Often, something will bother you in 

the shop, but you ignore it, rather than 

confront the employee. This happens 

several times until fi nally you lose your 

temper. The employee is bewildered by 

your reaction and doesn’t know its cause. 

To you, your reaction makes sense, 

because you have been dealing with the 

issue internally for quite some time. To 

the employee, your response seems to 

come out of nowhere. A better approach 

is to tell the truth from the beginning. 

You would have avoided this messy 

confl ict and could have dealt with the 

situation in a more professional manner. 

Here are the three most important steps 

to follow to avoid this costly mistake.

Make it clear
If you are one of the few who has set clear 

expectations, are they in writing? This is 

where most of us fail. People tend to fi nd 

out what you expect when it is too late, 

when you tell them (or yell it to them) after 

the fact. Start your relationship with your 

staff on the right foot. It is not enough to 

say to me as an employee “this is how we 

do it here” and expect that I remember it 

immediately. That’s why you put it in writ-

ing. The written expectation is used to 

help train and counsel the employee. 

Measure it
It isn’t enough to set a clear expectation. 

You also need to pay attention to how it is 

being carried out. How can you ever know 

whether what you want is being done, if 

you don’t pay attention? Things will get 

missed, forgotten and just plain fouled up. 

A month later, you happen to notice I’m not 

doing something correctly; and that is when 

you lose your temper. You can avoid these 

situations if you measure the process and 

work on course corrections as you go. 

Stop holding me accountable
All human beings need to be held account-

able. I would ask you to consider something 

slightly different, though. If you say you’re 

going to hold me accountable, it sounds 

negative. Instead of thinking of it as 

accountability, I want you to look at it as 

providing regular feedback. Sometimes this 

is good feedback, sometimes it is not. The 

bad things tend to easily fi nd their way to 

the surface. It takes a bit more effort to fi nd 

the good and inspire me to press on. 

Another way you lie
We have been taught as leaders that we 

need to fi nd the good in people. That’s true. 

I think too many times, though, we manu-

facture things to say that are not true, 

because we want to say something posi-

tive. We might say “great job today” to an 

employee, knowing very well that they did 

not have a great day. Leaving something 

unsaid and ignoring it is bad enough, but 

to tell me I did well when I did not is clearly 

not true. What is the message we are send-

ing here? How will you ever expect me to 

grow and change if you do not provide me 

the truth about my performance?

A very simple way to improve this with 

a new employee would be to take my tem-

perature weekly. See how I am feeling 

about my new position and your company. 

Point out the things you like about what I 

bring to the organization and what I need 

to work on. Make sure that I have goals 

and that your conversations are about 

achieving those goals each week.

It is important for you to always have 

weekly one-on-one meetings with your 

management staff; but for the rest of the 

established employees, a weekly one-on-

one meeting may be a bit much. You will 

fi nd a meeting once a month to be ade-

quate. This shows your commitment to 

them and to their success, and helps fos-

ter the positive outlook you’re striving for. 

If they know you have their best interests 

at heart, they will do whatever you ask.

So whether you are training a new 

employee or changing the habits of one 

you currently have, it is important for you 

to recognize that your job as leader is to 

inspire your staff to greatness. If you fol-

low these three steps of setting a clear 

expectation, measuring it and providing 

regular feedback, your staff will be hap-

pier; your customers will be happier; you 

will be happier; and you will likely be more 

honest with how you feel. If you would 

like a simple checklist to fi ll out before you 

meet with your employees, go to www.

ationlinetraining.com/abrn1507. It is a new 

ATI coaching form called “How to Help an 

Employee Change Their Behavior,” and 

we will include a short video to show you 

how easy it is to do. 

Document fl uid used, 

or give it away free

Making money on 

paint and materials
Show me the money

BY CHRIS “CHUBBY” FREDERICK |  CONTRIBUTING EDITOR

Have you ever been blasted by your signifi cant other when 

you thought you were doing nothing wrong? Odds are, 

you did in fact do something wrong days ago, but they 

didn’t share it with you. They just let it build up inside them.
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starting at $38,995*

BLOWTHERM “WORLD 8000” 

Dual skin wall panels joined 
by H channels with rock- 

wool insulation.
 

Heavy duty adjustable

steel hinges allow doors

to open to optimum position.

Internal push bar on the 
front door and the side 

personnel door.

Electromechanical 
control panel.

Direct drive 
centrifugal fans.

*Price Includes:

» World 8000 Booth Solid Back

» Single Row Pit

» 10 HP Direct Drive Fans

» Electromechanical Control Panel

» Ductwork Packages (15’ Roof Height)
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Freight and Installation not included.

Hinged ceiling filter 

frames for easy replacement

of 10 micron media filters.

balanced, pre-engineered 

air flow.

Pre- and Post-filtration: Intake and Exhaust.

Two direct drive centrifugal fans with 2 sets of

10 bag filtration for each.

Eight 6-Tube light fixtures with 

hinged access for ease 

of cleaning and maintenance.
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AXALTA

SOLVENTBORNE BASECOAT
Axalta Coating Systems has introduced a sol-
ventborne basecoat that enables shops to stay 
with a solvent-based system and be ready 
for applicable VOC regulations in most U.S. 
air districts and Canada with easy transition, 
little training and no equipment investment.
Available in a wide choice of solid, metallic, 
pearl and special-effect colors for spot, panel and overall repairs, it 
provides outstanding coverage, color match and blendability. 

www.axalta.us/mosaic

(610) 358-5354

AXALTA

LEARNING CAMPUS
Axalta Coating Systems is 
launching the Axalta Learning 
Campus, a powerful oppor-
tunity for accessing training. 
It enables registration for tra-
ditional, on-site classes and 
online eLearning, quick-tip vid-
eos and webinars so learners 
can expand their knowledge and become more productive, quickly 
and easily.

www.axalta.us

(610) 358-5354

BASF

LOW VOC FINISHES
BASF has developed the R-M Onyx HD 
family of Low VOC finishes. Onyx HD 
is the only system that can be mixed 
as either a waterborne or solventborne 
formula to adapt to your application 
needs, using a single set of toners. Onyx HD meets the most strin-
gent VOC regulations while creating a durable, fast-drying finish. 
R-M Onyx HD is the preferred automotive finish of thousands of 
collision repair centers around the world. 

www.basfrefinish.com/rm

(800) 758-2273

GLOBAL FINISHING SOLUTIONS

INFRARED DRYING SYSTEM
Global Finishing Solutions’ REVO 
Infrared Drying Systems were 
designed to reduce repair cycle times. 
Using short-wave electric technology, 
REVO Systems effectively dry any 
material in minutes! The REVO Rapid 
MC1 is designed for spot repairs or 
shops with space restrictions. It can 
be placed in a booth, prep station or anywhere you need it. Several 
preset values allow for easy operation.

www.globalfinishing.com

(877) 658-7900

BASF

CLEARS SYSTEM
The revolutionary 923-460 Multi-
Purpose Gloss Clear from Glasurit®, 
along with the 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

BLOWTHERM USA

SPRAY BOOTH
Blowtherm USA highlights the new WORLD 
8000 spray booth that everyone’s talking 
about. A few key features include pre- and 
post-filtration on both intake and exhaust; 
direct drive centrifugal fans; durable heavy 
duty adjustable steel door hinges for optimum longevity; user-friend-
ly electromechanical control panel; eight 6-tube hip light fixtures 
with hinged access for ease of cleaning and maintenance; and much 
more. Learn the difference.

www.blowtherm-usa.com

(855) 463-9872

MARTIN SENOUR

COATINGS SYSTEM
Cross/FIRE® is an economical, 
high-quality, mid-range coatings 
system for use in facilities spe-
cializing in high-volume overall 
repaints and fleet refinishing. It 
offers ease of application, a large 
color palette, and excellent gloss. Cross/FIRE is available as a 1K 
or 2K single-stage and base/clear system with VOC levels to meet 
all regulatory rules in the United States.

www.martinsenour-autopaint.com

(800) 526-6704

MARTIN SENOUR

REFINISH SYSTEM
The PRO//BASE™ Refinish System is 
a compliant, consistent and complete 
refinish system that fulfills a unique 
position in the market place. Suitable 
for blendable spot repairs, it is ideal 
for the medium-volume end user who 
does not require the fast cycle times of premium-priced systems, 
but still demands a better quality system than most value-priced 
systems can offer.

www.martinsenour-autopaint.com

(800) 526-6704

PAINT & REFINISH PRODUCTS
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The Kia Depot
Santa Ana
(888) 859-6573
Fax (714) 560-4124
parts@kiacarparts.net
www.kiacarparts.net
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The Kia Store on Preston
Louisville
(502) 962-3261
Fax (502) 962-3239
Largest Kia Parts Dealer 
in KY
Next Day Delivery
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Wagner Kia of Shrewsbury
Shrewsbury
(888) 859-4827
Fax (508) 581-5789
wagnerkia.com
CollisionLink Dealer

Lev Kia
Framingham
(508) 879-5555
Fax (508) 626-1585
www.levkia.com
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Gerry Wood Kia
Salisbury
(704) 216-2688
Fax (704) 638-9095
www.gerrywood-kia.com
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Best Kia
Easley
(864) 312-4049
Fax (864) 312-4061
Bestkia.com
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Performance Kia
Everett
(425) 609-5622
Fax (425) 609-5661
parts@performanceKia.com
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PPG

SOLVENTBORNE BASECOAT
OMNI™ Plus MBPX is a fast-drying, 3.5 VOC solventborne basecoat 
system with the proven color-matching performance of PPG’s highly 
regarded OMNI urethane technology. The basecoat offers a chromatical-
ly-arranged color chip deck; color matches for the latest vehicle finishes, 
including tri-coats and colors containing unique pigments frequently seen 
in OEM finishes; high hiding, fewer coats required; and fast dry times.

www.ppgrefinish.com (800) 647-6050

MATRIX SYSTEM

LOW VOC BASECOAT
You’ve been putting it off. You’re afraid that if you switch to low 
VOC basecoat, you’ll lose productivity, need to invest in new 
equipment and re-train your painters. Enter Matrix System’s 
MPBLV™, the revolutionary first-ever binder-to-toner complete 
low VOC system. It won’t slow you down, doesn’t require an 
equipment change over and sprays the same as your current 
non-compliant, solvent basecoat system. Stop putting it off; make the switch! 

www.matrixsystem.com (800) 735-0303

PPG

PERFORMANCE CLEARCOAT
Designed with new resin technology to provide superior gloss retention 
for waterborne basecoats, En-V Performance Clearcoat is the low-VOC, 
high-quality solution for collision centers spraying ENVIROBASE® High 
Performance basecoat. The clearcoat uses a traditional two-coat applica-
tion process. As a versatile production clear with a reduced bake cycle and 
air dry capability, EC530 provides enhanced efficiency.

www.ppgrefinish.com (800) 647-6050

PROSPRAY

WATERBORNE BASECOAT
Eradicating the waterborne stigma since its inception, the Prospray H20™ 
Basecoat System offers a premium waterborne solution. With superior 
coverage, colour matching, and blending, the Prospray H20 Waterborne 
Basecoat System fuses the beauty of color with the power of water to pro-
vide you with the most affordable, highest quality system on the market.  

www.prosprayfinishes.com (800) 776-0933

PROSPRAY

CLEARCOAT LINE
Prospray’s Clearcoat line follows the rich European tradition of deep, glam-
ourous, glossy finishes. Adding convenience and value creates a trifecta 
that is unequalled in the automotive refinish market. With one set of activa-
tors per VOC content, these clearcoats are convenient to use and the price 
tag will improve your shop’s bottom line. When it comes to premier quality 
and affordability, Prospray’s clearcoats are the obvious choice.

www.prosprayfinishes.com (800) 776-0933

MATRIX SYSTEM

PINSTRIPING PAINT
Want to stripe like the Pros? FX Series™, from Matrix System, will 
give you the goods. With pinstripe colors that were developed by 
world-renowned custom artists, we didn’t cut corners when cre-
ating this custom line. Now you can release your inner artist with 
all 11 custom colors and 10 more coming summer of 2015!

www.matrixsystem.com (800) 735-0303

PAINT & REFINISH PRODUCTS

IMPROVE  
CYCLE TIME, 

PRODUCTIVITY  
& PROFIT.

sherwin-automotive.com
/ExpressRepair



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 
GHƂ�EKGPVN[�CPF�RTQƂ�VCDN[�

Either way we’ll deliver.
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USC

CLEARCOAT LINE
USC’s Clearcoat line produces results that were 
thought to be unachievable: High-production and 
a beautiful finish in the same can. From glamour to 
hyper-production to spot and panel repair, these clears will improve 
your finish and your bottom line. Also available in low VOC formulas to 
ensure the highest performance from coast to coast.  

www.uschem.com (800) 321-0672

USC

FILLER AND GLAZE
Creating a new standard for product technology, 
AG47™ Lightweight Grip Filler and Icing Lite™ 
Gold Finishing Glaze are a knockout for steel and 
aluminum substrates; adhering up to 34 percent 
better to 2015 Ford F-150 aluminum panels than their competition. 
AG47 utilizes advanced resin and Z-TEK™Adhesion Booster to create a 
rapid and unmatched bond on a molecular level.  

www.uschem.com (800) 321-0672

PAINT & REFINISH PRODUCTS

SHERWIN-WILLIAMS

WATERBORNE REFINISH SYSTEM
The AWX Performance Plus Waterborne Refnish 
System is an advanced technology that delivers profits and productiv-
ity. This fast-drying waterborne basecoat is highly repairable. Its sol-
ventborne-like application makes it easy to apply, ensuring a seamless 
conversion for collision centers. With excellent color match and 1-3 
coats required for full hiding, it uses less paint to cover the same area.  

www.sherwin-automotive.com (800) 798-5872

SHERWIN-WILLIAMS

REFINISH SYSTEM
The Sherwin-Williams HP Process™ Refinish 
System is the most productive in the industry. The 
HP Process with Air-Dry Technology is a patented 
repair process that enables you to complete 1 to 3 panel repairs in 
50 minutes or less. With primers and clearcoats that you can sand 
or polish after only 15 minutes at 75° F, you will reduce your cycle 
time, increase your profit and eliminate the bake cycle.  

www.sherwin-automotive.com (800) 798-5872

LUSID TECHNOLOGIES
LOW VOC PRODUCT LINE
Northstar products include 100 percent polyurethane coats, which provide outstanding durabil-

ity, high gloss and longevity for fleet owners. Lusid’s easy-to-use, low VOC Northstar line provides a full range of superior paint 
coatings for fleet, OEM, automotive and light industrial customers, offering simplicity of a single set of toners with the flexibility of a 

full range of binders.    www.lusid-biz.com (801) 966-5300
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Socrates said, “The secret of change is to focus all of your 

energy not on fi ghting the old, but on building the new." 

Change is inevitable in our industry.  Enamel gave way to 

lacquer, which gave way to multiple versions of urethane-

based paints and now of course waterborne paints. Resis-

tance is not the answer to the destiny you must endure; 

embrace it and learn to move forward. 

Aluminum vehicles have been around for decades with 

exotic and race vehicles and also in production vehicles.  Since 

1995, aluminum has been used by many European OEMs to 

construct their vehicles either with closure panels, hybrid 

construction or intensively. Now the US market is fi nally start-

ing to catch on and the masses are realizing there is going to 

be change.  Aluminum repair is only diffi cult, or in some cas-

es, impossible, because it is different from repairs performed 

on steel and plastics. For some reason, no one in the industry 

argues that plastic or composite components can't be repaired 

like steel, and vice versa. Therefore, why is it that all these 

so-called experts try to say aluminum can be repaired like 

steel, when obviously it cannot? There are similar procedures, 

but very different techniques; this is why aluminum repair 

will be extremely diffi cult, if not impossible, for most. This 

brings us to the topic of this article — refi nishing differences 

for aluminum components. Please keep in mind that this ar-

ticle is directed at damage assessors or estimators and not 

refi nish technicians, as they will get training from their spe-

cifi c paint manufacturer.  

Procedures for new replacement aluminum components 

and repaired components does differ slightly because of the 

need to prevent cross contamination, which could cause 

contact corrosion and eventually lead to galvanic corrosion, 

which in some cases could be catastrophic. You will always 

need to follow what your paint manufacturer states in their 

manual on product use and preparation procedures; but in 

USE DUE DILIGENCE AND FOLLOW PAINT 
MANUFACTURER, OEM REQUIREMENTS 
TO ENSURE  CORRECT PROCESSES

BY LARRY MONTANEZ  |  CONTRIBUTING EDITOR
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**Note: We used a steel vehicle as an example because of lack of inventory in the shop at the time of this article, but 
this is the same procedure that would be performed on an aluminum vehicle. This BMW is red and the inner panels will 
be refi nished in red and clear coated after installation. The above photo is a BMW left rear-fl oor extension, in E-Coat.
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some cases, you may need to refer to 

the OEM repair manual, as they may 

have specifi c refi nish procedures for 

their vehicles. Here is a general exam-

ple from multiple paint manufacturers 

on aluminum refi nishing procedures.

Sample: Aluminum refi nishing 

procedures
**Note – It is required that separate 

tools and sandpaper are used on alu-

minum components to avoid cross con-

tamination and potential galvanic cor-

rosion issues.

Clean the repair area prior to any 

sanding or grinding. Use the recom-

mended product to remove wax, grease 

and other contaminants. Soak a cloth 

with cleaner and wipe the area thor-

oughly. Use a clean, dry cloth to dry the 

area. Do not allow cleaner to dry on 

surface prior to wiping with dry cloth.

General repair requiring body 

fi ller procedures 
Remove paint using a DA sander with 

80 grit to bare metal. Vacuum dust and 

clean area with a dry cloth. Feather-

edge the area stepping from 80 to 180 

grit DA paper.

Re-wipe the area with the recom-

mended cleaner. Apply with a soaked 

cloth and dry with a clean, dry cloth. 

Do not allow cleaner to dry on surface 

prior to wiping with dry cloth.

Most recommend an epoxy primer-

sealer, and generally require a medium 

wet coat over the bare metal area. Bake 

the primer-sealer at 140°F metal tem-

perature for 20 minutes using IR or 

conventional booth or allow to air dry 

for 16 hours and allow to cool. Once 

again, this is just a general explana-

tion; please check with your paint man-

ufacturer for specifi c procedures.

Apply body fi ller over primed area 

to fi ll the imperfection. After body fi ller 

has hardened, sand with 80 grit fol-

lowed by 100, 120, 150 and 180 grits 

until damaged area is leveled.

When body fi ller process is fi nished, 

featheredge the repaired area working 

from 80, 100, 120, 150, 180, 220 to 240 

grit DA sandpaper to ensure a proper 

featheredge.

Prime bare metal areas with an ep-

oxy primer-sealer. Apply one medium 

wet coat and allow to fl ash 30-45 min-

utes prior to applying primer-fi ller.

Apply a urethane primer-fi ller per 

label directions. Allow primer to dry 

and sand as necessary.

 Proceed with balance of refi nish-

ing process.

General repair without body 

fi ller procedures 
Featheredge repair area stepping down 

BMW left rear quarter panel, in E-Coat

BMW left rear quarter panel, 
E-Coat primed grey 

BMW left rear-fl oor extension, 
E-Coat primed grey

BMW rear body panel, in E-Coat

BMW rear body panel, E-Coat 
primed grey
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from 80, 100, 120, 150, 180, 220, 240 to 

320 grit DA sandpaper, dependent on 

the depth of repair. Use fi nest grit pos-

sible. Vacuum dust and wipe with a 

clean cloth. If bare aluminum is pres-

ent, a pre-treatment type primer is gen-

erally required. Wipe the area with the 

required cleaner. Apply with a soaked 

cloth and dry with a clean, dry cloth. 

Do not allow cleaner to dry on surface 

prior to wiping with dry cloth.

Most paint manufacturers require 

a self-etching primer and to apply one 

medium coat over the bare metal area 

and allow to fl ash dull. After the self 

etch has fl ashed 30 minutes, apply a 

urethane-fi ll primer.

A urethane primer-fi ller is generally 

applied using an outside-in technique. 

Allow each coat to fl ash before apply-

ing the next coat. Allow primer to dry 

thoroughly and sand as necessary and 

then proceed with balance of refi nish-

ing process. 

Additional procedures
Like with steel panels, time must be 

added for the masking and application 

of chip guard. Many times you will have 

to check with the OEM repair informa-

tion on where chip guard is applied. 

Most applications are smooth and you 

either need the OEM location of appli-

cations, or you will need to measure the 

fi lm thickness. Generally the database 

providers allow for 0.5 hrs refi nish for 

the fi rst panel and 0.3 hrs refi nish for 

each additional panel, and texture 

matching set up is not included.

Typically, chip guard is found on 

the leading edge of the hood panel, 

around the windshield posts, leading 

edge of the roof panel and to the lower 

areas of the fenders, doors, rocker pan-

els and quarter panel dog-leg areas. 

Many OEMs and paint manufactur-

ers require full backside refi nishing to 

help protect the backsides from debris 

buildup that can cause contact corro-

sion and eventually lead to galvanic 

corrosion and panel failure, such as re-

fi nishing and clear coating the back-

side of fenders and door assemblies. 

Additionally, much like steel quarter 

panels, the backsides of aluminum 

quarter panels must be refinished. 

Backside refi nishing is not included in 

any of the three major database provid-

ers and must be manually added to the 

estimate. Time must be added for the 

preparation and application of primers, 

base coats and clear coats.  

Another important procedure that 

is not included is the feather edge, prime, 

and block sand (FPB) procedure. This 

must be calculated by the damage as-

sessor and is based on a percentage of 

the repair time to the component. Con-

trary to some articles we have read, 

some paint manufacturers do require 

self-etch primer on aluminum compo-

nents. Some OEMs require epoxy primer 

be applied to the panel prior to applica-

tions of body fi ller. Additionally, there 

are some paint manufacturers that may 

require higher grades of sandpaper grit 

to fi nish off the bare aluminum to pre-

vent sand scratches. It is imperative that 

the refi nish technician reads the paint 

manufacturer and OEM repair protocols 

prior to any applications of material. 

There are many articles on calculations 

for the FPB process. Both Mike Ander-

son, another ABRN contributor, and my-

self have written articles on the process 

and calculations.  

Lastly, although not common with 

OEM steel components, many new OEM 

aluminum components come with either 

a shipping primer or no primer at all. 

You will need to refer to the OEM repair 

procedures and/or paint manufacturers’ 

procedures for the preparation to refi n-

ish those types of components.

One important thing to remember 

is that aluminum repair is somewhat 

similar to steel repair, but there are some 

very different procedures, equipment 

and techniques.  Please feel free to con-

tact me if you have any questions. 

LARRY
MONTANEZ
TECHNICAL
EDITOR

Montanez is co-owner of P&L Consultant, which works 
with collision shops on estimating, production and proper 
repair procedures. He is also a certifi ed technician for 
multiple OEM collision repair programs. 

  E-mail Larry at info@PnLEstimology.com
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When it comes to your paint department, little things really do mean a lot. Dust, 

poorly measured formulas, dirty spray booth fi lters, technicians not wearing 

their suits and hoods and poor spraying technique can wreak havoc on your 

work —producing poor, fl awed fi nishes whose follow-up repairs diminish effi -

ciency and cut profi ts.

Consider then the potential problems caused when your most important paint-

ing tool — the spray gun — isn't functioning properly. Faulty guns produce these 

same poor fi nishes, often to a worse degree.

PROPER CARE OF SPRAY GUNS IN YOUR SHOP CAN MEAN 
SUPERIOR FINISHES AND ALSO LOWER COSTS
BY TIM SRAMCIK  |  CONTRIBUTING EDITOR

Yet, many shops overlook the proper 

care of this crucial tool, often until it 

meets an early demise and needs re-

placed. By then, the shop has two ex-

pensive issues to address — a string 

of jobs that need costly re-dos and in-

vestment in a new gun (which typically 

prices out at $600).

All this can be avoided by invest-

ing a few extra minutes daily and week-

ly spent cleaning and caring for spray 

guns according to manufacturer speci-

fi cations. Use these general recommen-

dations as a guide.

Stock the right items
The keys to proper cleaning start with 

having the proper tools and products 

on hand for the job. Despite being du-

rable, spray guns are also fairly deli-

cate. They can be easily damaged when 

being cleaned if repairers use unap-

proved products and tools. 

Avoid this by stocking only those 

cleaning solutions permitted by the 

gun and paint manufacturer. The basic 

rules are: Guns used for waterborne 

products should be cleaned only with 

pH-neutral solutions. Avoid chlorinated 

hydrocarbon solvents, which can cor-

rode aluminum and galvanized parts 

for solvent-based paints. 

Consider investing in tools that re-

duce the possibility of damage. Repair-

ers sometimes resort to using wire 

brushes, key files or paper clips for 

cleaning simply because they're avail-

able in a shop. These items can wreck 

the delicate passages in a gun and per-

manently ruin the spray pattern. Clear 

these items out of the paint department 

and instead stock spray gun cleaning 

tool sets. These sets typically include 

cleaning brushes in various sizes (large, 

medium and double-sided), nozzle 

cleaning needles and a high-perfor-

mance lubricant.

Consider as well investing in a 

sealed, automatic spray gun cleaner. 

These units provide safer, quicker, more 

thorough cleanings than those per-

formed manually and use less cleaning 

solution. Because they're sealed, they 

cut the release of VOCs.

Make sure guns are loaded into the machine correctly. 
Bad connections, in some cases, can create serious blockages.
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Some things

just feel right.

You know the feeling. It’s like second nature. 

 You put them on and go. There’s no guesswork.

It’s sort of the same thing with our Pro-Spray 

H2O Waterborne Basecoat. It’s revolutionizing 

the industry with an ease-of-use that feels right 

at home, with all the benefits: pure, beautiful 

high-opacity colors, amazing color match, 

seamless blends, extensive formulas and value 

that brings a smile to your face.

It’s proof that compliance can be rewarding for 

the environment and your bottom line. And 

that’s something we can all feel good about.

This bottle of wonder is a premium automotive waterborne 

paint system and has been engineered to exceed expectations. 

Just ask our competition.

P R O S P R A Y F I N I S H E S . C O M A Quest Automotive Brand

Serious color. Smart Business.™
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Manual cleaning
If your shop manually cleans its guns, 

use the following steps, after putting 

on goggles and Nitrile gloves:

1.) Dismantle the gun by fi rst remov-

ing the paint needle, followed by the 

cap, and then unscrew the fl uid tip. Note: 

If these parts don't remove easily, never 

resort to using excess force such as strik-

ing the gun with a hammer or other tool. 

Apply a lubricant and gradually work 

the parts loose.

Many times you can go online to 

your gun manufacturer's website and 

download a build and component sheet 

and even other troubleshooting tips.

2.) Clean the material passage with 

the recommended solution and then the 

gun body. 

Use the recommended brushes to 

remove paint residues stuck to the drill 

holes. Utilize the needles included in 

the cleaning kit for cleaning out the 

smaller drill holes. Never push paint 

residue back into the openings. 

Make sure that no cleaning fl uid or 

dirt particles end up in the air passages 

(air intake or the paint nozzle drill holes) 

of the gun body. Some manufacturers 

recommend leaving the spray gun con-

nected to the airline with the air rate 

reduced to the minimum fl ow.

Finish by drying with a blowgun.  

3.) Use the brushes to clean the noz-

zle set. Be careful that none of the metal 

on the brushes touches the nozzle.

If the nozzle is damaged or needs 

replaced, always perform a complete 

re-installation of the nozzle set, which 

includes the air cap, paint nozzle and 

paint pin. Strictly follow the installation 

regulations of the gun or nozzle 

manufacturer.

4.) Reassemble the gun. Brush a thin 

coat of silicon and acid free, non-resin-

ing special grease or oil on the needle 

spring, paint pin and all sliding parts 

and bearings. Re-install the parts in the 

reverse order.  

Note: Some shops soak their guns 

in buckets or vats of thinner to help clean 

them. This practice actually can cause 

blockages. If the thinner has been used 

or is dirty, residual dirt and paint can 

soak into and clog drill holes and pas-

sages in a gun. Even if the thinner is 

clean, paint and contaminants that are 

loosened or removed can move onto and 

clog a different passage. 

Additionally, some of the packing in 
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A poorly maintained spray gun costs a shop twice — in poor fi nishes that 
must be redone and in reduced service life.
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A spray gun cleaning kit contains all the tools necessary for a proper cleaning and prevents employees from using unau-
thorized tools that can damage a gun.
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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 -
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D -

E -
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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: $2145*

Valid at participating dealers. Prices are subject to change.*
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the gun can become damaged by ab-

sorbing the thinner due to prolonged 

soaking, which will cause improper op-

eration of the gun.

Cleaning machines
Spray gun cleaning machines are rela-

tively simply to use. The instructions 

for each manufacturer differs, but most 

utilize a system that pushes cleaning 

solution at high pressure through the 

gun. Care needs to be taken when in-

serting the gun into these systems. If 

the gun is not set up correctly, the sys-

tem actual ly can create serious 

blockages.

Note that some manufacturers rec-

ommend that the gun body be cleaned 

fi rst to ensure the most thorough clean-

ing possible. 

Set a maintenance schedule
Properly maintaining a spray gun in-

volves more than just keeping it cleaned. 

Guns also need to be lubricated regu-

larly and examined for wear and dam-

age. While this may seem like a lot of 

extra work, it actually can be completed 

fairly quickly and provides signifi cant 

benefi ts that (1) ensure the gun is work-

ing properly all the time and (2) remains 

in service during its expected life span. 

Note the following maintenance 

schedule recommended by DeVilbiss.

Every shift duties
1.) Check the front air cap face and all 

air cap holes for damage. Replace if 

necessary.

2.) Check the fl uid tip external pro-

fi le for damage. Replace if necessary.

3.) Make sure the fl uid needle is seat-

ed correctly in the fl uid head, allowing 

no seepage. If necessary, replace or lap 

in.

4.) Turn off the pressure tank fl uid 

cock and/or compressed air supply to 

the gun. Trigger the gun. Apply one drop 

of spray gun lubricant to the needle shaft 

immediately behind the fluid needle 

packing screw. Release the trigger. Re-

peatedly pull and release the trigger to 

work lubricant into f luid needle 

packing.

5.) Make sure the trigger operates 

smoothly and the fl uid needle does not 

stick or bind up during movement due 

to damage or paint build up.

6) Apply a single drop of lubricant to 

each side of the trigger pivot screw. Re-

peatedly pull and release trigger to work 

lubricant into trigger pivot.

7.) Apply a single drop of lubricant 

to the air valve stem. Repeatedly pull 

and release the trigger to work lubricant 

into air valve packing seal.

8.) Make sure the air valve operates 

smoothly and without sticking. Replace 

the valve stem if necessary.

9.) Check the needle packing for fl uid 

leakage. If required, tighten the needle 

packing by rotating the packing screw 

until the needle starts to bind, then loos-

en the packing nut just enough so that 

the needle moves freely. If the screw 

bottoms without eliminating the fl uid 

leak, replace packing with a new item.

Additional end of week 

maintenance checks
1.) Check to see if the air cap retaining 

ring and gun air baffl e threads are free 

from damage (a smear of petroleum jelly 

on the threads will help prevent 

binding).

2.) Check to ensure the air baffl e seal 

is not leaking air badly or is visibly dam-

aged. If necessary, replace.

3.) Apply petroleum jelly to the needle 

shaft front end for smooth operation.

4.) Apply petroleum jelly to the nee-

dle shaft rear end and needle spring to 

aid resistance to corrosion and 

contamination.

5.) Check to see if the horn control 

valve can freely rotate with no stiff spots. 

If necessary, lubricate or replace the 

O-ring.

6.) If the Check Air control valve is 

fi tted, make sure it rotates freely with 

no stiff spots. If necessary, replace or 

lubricate the O-ring.

7.) Check for air leaks from the air 

cap when the gun is not triggered. If 

necessary, clean or replace the air valve 

stem or seat.

8.) Determine if the trigger retaining 

screw is tight.

9.) Make sure the fl uid and air inlet 

connectors are tight and sealed. Tighten 

if necessary.

Additional bi-weekly 

maintenance checks
1.) Check for air leakage from the air 

valve body when trigger is pulled. Re-

place the air valve seal if necessary.

2.) Check to ensure the fl uid needle 

shaft is not badly worn and needle end 

profi le and point are undamaged.

3.) Apply a smear of petroleum jelly 

to all air O-rings to aid fi tting and easy 

rotation.

4.) Check the gun body for damage, 

particularly around the air inlet connec-

tor port.

5.) If the stainless steel head fl uid 

insert is fi tted, check for damage to the 

fl uid tip seat, swaging or leaks caused 

by rotation. This item is not removable 

or replaceable. A new gun body will be 

necessary.

6.) Check for damage to the air baffl e 

chimney. Replace the air baffl e assem-

bly if necessary.

7.) Apply petroleum jelly to the air 

valve spring to aid resistance to corro-

sion and contamination. 

To ensure adhesion to these 

schedules, create a checklist that 

employees can sign and date. It's one 

more simple step to a spray gun cleaning 

and care regimen that will pay off 

handsomely in a better product and 

reduced expenses. 

TIM SRAMCIK
CONTRIBUTING 
EDITOR

Tim Sramcik has written for ABRN, Motor Age and After-
market Business World for more than a decade. He has 
produced numerous news, technical and feature articles 
covering every aspect of the collision repair market. In 
2004, he was recognized for his work by the American 
Society of Business Publication Editors.

  E-mail Tim at TSramcik@yahoo.com

Gun cleaning machines provide 
quicker and more thorough clean-
ing of spray guns than manual 
cleaning, along with reducing the 
release of VOCs.
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Even in an era when vendors are churning out fantastic 

fi nishes, along with mixing and measuring technology that 

essentially guarantees an exact color match, many shops 

still lose all of these benefi ts and cost savings because of 

the re-dos and other problems caused by poor prep work.

Fortunately, prep work — along with spraying technique, 

training and spray booth use, among others — is an area 

where vendors can provide assistance. Refer to the follow-

ing steps, submitted by paint companies, to help your shop 

build a prep program that consistently provides the right 

preparation for top notch fi nishes.

Step 1: Prepare for the prepping
Many of the most vital steps that create a great fi nish are 

performed well before the fi nish is laid. The same can be 

said for prepping, where many of the most important steps 

are made before the prep work starts.

William Warner, Technical and Training Manager for 

Matrix and Prospray, says shops should start by making sure 

they allot suffi cient time, space and planning to properly 

perform the entire repair job.

"In the front offi ce, preparation begins in the estimate 

and selling phase. If each step isn’t properly accounted for, 

it has a snowball effect," Warner says. "I’ve seen this sce-

nario many times. The body work gets delayed and then the 

paint job gets rushed to meet the delivery date." 

Warner notes that some of the costliest mistakes are made 

well before a technician or painter even touches a job. He ex-

plains, "Overselling the job, by not setting realistic expecta-

tions, excluding a process (like blending) or promising the car 

too soon can put the shop and staff at a disadvantage." 

Axalta Account Manager Ben Sampson similarly points 

out that the entire repair fi rst needs to be addressed to build 

effi ciency during the paint prep stage. Mapping a repair, he 

says, ensures there are "no surprises or extra repairs that 

can create unnecessary color match problems, for example, 

because a shop had to take care of damage at the end of a 

blend panel."

Sampson says shops need to address some prep issues 

at the front end of a repair instead of waiting until the ve-

hicle is ready to be painted. Specifi cally, he says shops should 

perform color verifi cation while a vehicle is still in the body 

department. "We teach our shops to check to see if a special 

toner is needed at the time of writing the initial estimate," 

WORK WITH YOUR PAINT COMPANY TO 
BUILD A PREP PROGRAM

PREPARATION

BY TIM SRAMCIK  |  CONTRIBUTING EDITOR

PERFECTION

Set up standard procedures to determine whether body or paint techs will repair deep scratches.

Photo: Sherwin-Williams
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he says. "That way they can adjust the 

estimate as needed and get product 

ordered so as not to delay the repair."  

Sampson notes that shops also need 

to put SOPs in place that prevent sub-

standard repairs from being pushed 

into the prep and paint departments 

where they can cause significant prob-

lems. For example, he explains that 

paint departments sometimes receive 

vehicles with deep scratches or pin-

holes and prep workers make the mis-

take of addressing these flaws with 

primer/surfacers. "Primer is designed 

to isolate the repair and create a uni-

form substrate, not to compensate for 

poor bodywork," says Sampson. 

Sampson believes shops should in-

stitute an SOP that requires techs to 

repair these flaws using polyester glaz-

ing putty and powder guide coat. Shops 

need to determine who will do this 

work and stick to that program.

The task of preventing substandard 

repairs from making it to the paint de-

partment in the first place is a team ef-

fort between all departments, says Char-

lie Whitaker, Quality First Technical 

Advisor with Valspar Automotive. “Com-

munication is not limited to the current 

workflow within the facility. We can 

take a proactive approach and work with 

and train the appropriate department 

personnel so that everyone has a clear 

understanding of the steps needed in 

order for that department to perform a 

repair that meets the shop’s standard 

level of quality,” he says. “They must 

work together as a team and be willing 

to acknowledge reviews and construc-

tive criticism from their peers.”

Proper preparation is essential for 

a quality outcome, says Brian Calmer, 

product manager with Martin Senour 

Automotive Finishes. “Following rec-

ommended preparation guidelines can 

directly impact the overall project du-

ration, paint adhesion to the substrate, 

coating durability and the overall fin-

ish — just to name a few,” he says.

Step 2: Setting prep standards
SOPs also should be created for the 

prepping itself. AkzoNobel Technical 

Manager Fitz Moles recommends shops 

focus on building a "documented pro-

cess that provides high quality, pre-

dictable results." This process should 

include easy-to-follow visual instruc-

tions for employees to use, paired with 

images of the right and wrong ways 

of completing prep work. 

Once prepping SOPs are put in place, 

Moles says shops need to continually 

train employees and review their stan-

dards, along with instituting quality 

inspections before a vehicle moves to 

the prep stage and then again before 

the finish is applied. 

Paint companies are well suited to 

offer terrific advice when creating prep 

SOPs since they know the procedures 

and products that work best with their 

particular finishes.

Step 3: Clean and orderly
One of the first prep SOPs shops cre-

ate, according to these companies, in-

volves proper cleaning of the vehicle 

and the orderly removal and storage 

of parts. Paul Evans, Zone Manager of 

Refinish Business Development Cen-

ters for PPG, recommends using a high-

pressure washer with soap to thor-

oughly clean every vehicle (including 

the undercarriage) before it enters a 

shop. Doing so makes damage analy-

sis more productive and removes many 

of the contaminates that can damage 

fresh paint. 

After repairs are completed, prep 

employees should wash the vehicle 

again to remove any contaminates that 

may have been picked up in the shop. 

Damir Banusic, Global Product Man-

ager for Sherwin-Williams Automotive 

Finishes, says shops also need to clean 

out the door jambs to make sure no dirt 

and dust remains. "Pulling the trigger 

on the spray gun and seeing all the dirt 

land on top of the repair is not a sight 

any painter wants," says Banusic.

Pete Mahoney, National Technical 

Manager for ChemSpec, reminds re-

pairers to apply wax and grease remov-

ers, along with the appropriate pre-

cleaner. Mahoney explains that any 

wax left on a panel ends up being 

ground into the surface during sand-

ing, resulting in blistering and paint 

delaminating. 

Evans notes that all cleaning should 

be done with clean, lint-free rags to 

avoid re-contaminating the surface. For 

best results, he says cleaning solvent 

should be wiped in one direction until 

dry and not be allowed to evaporate on 

the panel.  A well ordered, clean shop is one of the keys to top-notch prep work.
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Clean vehicles twice before they 
are painted — first when they 
enter the shop and again at the 
beginning of the prep work.
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Most of the vendors ABRN spoke 

with named insuffi cient cleaning as 

the most common, most expensive prep 

mistake shops make. Along with cre-

ating fl aws such as fi sh eyes, delami-

nating and contour mapping (that must 

go through costly re-dos), poor clean-

ing leads to over application of materi-

als, including sealers, color fi nishes 

and clears. Clean surfaces save prod-

uct and money.

Vendors also point out that running 

an extra-clean shop goes a long way in 

providing uncontaminated surfaces. 

Warner says repairers could help them-

selves in the prep department and else-

where by running cleaner, more orga-

nized operations. That means reducing 

clutter, storing materials and maintain-

ing equipment — especially compres-

sors, air lines, fi lters and lighting.  

Step 4: Superior sanding
Following poor cleaning, vendors said 

the second most common prep mistake 

shops make is sanding with the wrong 

grit. Sampson says repairers often sand 

through E-coat on a new panel, then 

fail to correctly treat the bare metal. 

The result is paint blistering followed 

by rust.  

Hans Kempf, North American Train-

ing Manager for BASF, says many re-

pairers are still using 36 or 40 grit to 

remove paint from damaged areas when 

a gentler grade, like 80 grit, would do.  

Repairers turn to rougher grits to speed 

their work but risk seriously damaging 

the non-ferrous substrate used on new-

er, lighter-weight panels. 

Step 5: Improved products
One of the best ways to deal with sand-

ing issues is to make recommended 

grits part of your shop's prep SOPs. Next, 

make sure these grades are always part 

of your available inventory.

From there, repairers should begin 

examining the array of new abrasives 

and other prepping products constantly 

coming to market designed to make 

this work easier and less costly. 

Sampson recommends new, fl exible 

abrasive fi lms that can offer improved 

sanding consistency. He also points 

to new blending discs that can pro-

duce a fast and uniform surfacing with-

out removing the OEM peel from the 

clear. New ceramic clearcoat discs, he 

says, now can handle OEM scratch 

resistant and matte clears. 

Sampson also recommends mask-

ing tapes designed specifi cally for wa-

terborne fi nishes to prevent the edges 

from bleeding through.     

Helping reduce the number of 

necessary prep supplies, Sherwin-

Williams offers primers that include a 

guide coat, allowing repairers to see 

un-sanded areas and reducing the need 

to use a dry guide coat. ChemSpec 

offers fl eet shops a new high solids 

epoxy for freshly sandblasted panels 

that eliminates the need for dual-action 

sanding after a single coat. AkzoNobel 

and PPG provide water-based, low-

VOC surface cleaners designed to clean 

better than solvent-based solutions 

with no residue. Aerosol plastic surface 

degreaser and etch wipes are available 

from Martin-Senour, along with a spray 

gun and surface cleaner.

Notable here is that many vendors 

say customers sometimes aren't aware 

of these products, typically because 

repairers haven't taken the time to 

speak with them or because manag-

ers and owners don't communicate 

enough with their paint departments. 

That's a shame, vendors say, because 

just a few extra moments spent on 

these discussions can pay off substan-

tially in effi ciency and reduced costs.

Indeed, extra moments like these 

— combined with the same kind of at-

tention your shop gives estimating, body 

work and painting — translate into fl aw-

less, effi cient prep work. Your paint ven-

dor wants to help take your shop to this 

level. Prepare now to begin working 

with them to make this happen. 

An assortment of new sanding 
disks are available to handle OEM 
fi nishes.

As part of prep cleaning, clean out all door jams and frames.

TIM SRAMCIK
CONTRIBUTING 
EDITOR

Tim Sramcik has written for ABRN, Motor Age and After-
market Business World for more than a decade. He has 
produced numerous news, technical and feature articles 
covering every aspect of the collision repair market. In 
2004, he was recognized for his work by the American 
Society of Business Publication Editors.

  E-mail Tim at TSramcik@yahoo.com
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THE KIA DEPOT JOHN PRICE

SERRA KIA OF GARDENDALE CHARLIE MCCOWN, JR.

KIA OF CERRITOS SHAWN LEBS

CARRIAGE KIA BRYAN ROPER

THE KIA STORE WILLIAM THURMAN

SOUTHWEST KIA-NW JUSTIN BARRON

CROWN KIA RHONDA ORSBORN

COBB COUNTY KIA JOSEPH HARTER

PERFORMANCE KIA BOB CHILDS

CAR PROS KIA GENE SCHILDER

PEORIA KIA ERICA FINE

SOUTHWEST KIA LAMAR JOHNSON

DELAND KIA DAVID BOOTH

KIA OF BATON ROUGE KATHERINE PRUETT

SHORTLINE KIA JEFF UNGER

KIA OF ORANGE PARK DANIEL CARR

JACK MILLER KIA DENNIS FALTERMEIER

KIA OF WEST CHESTER ALAN BANNICK

PEAK KIA ALEX GROSS

TEMPE KIA DANIEL LANIOUS

STOKES KIA ERNEST STOUT

JERRY SEINER KIA, SALT LAKE LARRY GREENHALGH

BILL BAISEY KIA ROBERT BETTEKER

GOOD KIA THOMAS HAKIM

TED RUSSELL KIA GEORGE KAY

ELK GROVE KIA KEVIN CORBET

CHRIS LEITH KIA CHRISTOPHER RIGGAN

KIA OF ANDERSON MICHAEL ROBERTS

GERRY WOOD KIA CHRISTOPHER POOLE

BILL DODGE KIA DAN ARSENAULT

SOUTHERN KIA GREENBRIER DIANA SHUBERT

VISION KIA OF CANANDAIGUA DAVID LYZWA

BUCHANAN KIA RYAN DILEONARDI

FOLGER KIA MIKE MELTON

BOUCHER KIA KEVIN PETERSEN

PREMIER KIA DEREK MCMORRAN

SUBURBAN KIA BARNEY DEROCHE

PRICE KIA RYAN BASILE

FERGUSON KIA JAMES EASTON

BEST KIA ANITA BURGOS

BROWN-DAUB KIA CHRIS SMITH

KIA OF JAMESTOWN DENNIS ORMOND

BRIGGS KIA JOHN MALONE

BREEDEN KIA KARL WICKBOLDT

GURLEY LEEP KIA ZACH DAVIS

RIVERSIDE KIA DAVID CLARK
RICART KIA LARRY MILLS
MORITZ KIA LEO SALGADO

CAR TOWN KIA, USA EVONA HARTZELL
KEFFER KIA JONATHAN SCOGGIN

COVINA VALLEY KIA STUART MEYER
ED VOYLES KIA GLENN HAMMONDS

KIA OF UNION CITY FARUQ AL-AMIN
CENTURY KIA CHARLES STEVENS

GRIECO KIA SHON PFEILER
CAPITOL KIA JAMES ALBON

KIA STORE EAST KRISTOPHER KNAPKE
PATTERSON KIA OF ARLINGTON STEPHEN GUNSOLUS

FINDLAY KIA SCOTT CROCKETT
CENTRAL KIA OF PLANO EZEQUIEL DE LOS SANTOS

MATT CASTRUCCI KIA JOE MEESE
YOUNG KIA DANIEL EVANS

KIA OF STREETSBORO BRYAN MULLIGAN
KIA OF CLARKSVILLE EDWIN COY

CAMELBACK KIA KURT MARX
ROYAL KIA TONY BACA

DESTINATION KIA JOSEPH CRAIG
FIRST KIA STEPHEN TISS

RUSTY WALLACE KIA GREGORY WAMPLER
CAR PROS KIA GLENDALE SHAHEN TAHMASIAN

BEV SMITH KIA BRANDEN BREWER
BOB MOORE KIA NORTHWEST SKYLER PHILLIPS

DENNIS EAKIN KIA AMANDA BYRUM
GEORGE GEE KIA CONNIE BURGER

TYNAN'S KIA RYAN KOENIG
DENNIS KIA JASON WELCH

KIA OF AUGUSTA JASON BOWLES
MIKE MILLER KIA JOY THANNERT

HEALEY KIA DANIEL LANGDON
WEST HILLS KIA MARK COUTTS

RUSS DARROW KIA WAUKESHA JEFFERY KRUEGER
GARY ROME KIA OF ENFIELD TIMOTHY FERREIRA

COOPER KIA CHARLES OBERNESSER
KIA OF AUBURN GENA PIKE
MIKE SMITH KIA WILLIAM PROCTOR

GERVAIS KIA JOE PEREIRA
COLUMBIA KIA JOSEPH BROCHU

SAN LUIS BAY MOTORS KIA RONALD MUNSON
HANSON KIA BRIAN HERRICK

KIA OF THE QUAD CITIES ANTON STEIDL
SHAKER'S KIA MARK TRACY

SOUTHLAKE KIA JAMES BOBER
KIA COUNTRY NEIL HOLCOMB

KIA OF LYNCHBURG THOMAS STAUBER
FINDLAY KIA RODERICK GOURLEY

EARNHARDT LIBERTY KIA CHUCK ZERBY

RIVERCHASE KIA OLIVIA HAMMONS

KIA OF LAGRANGE STACY CAUTHEN

GUNTHER KIA BRIAN SCOTT

MORITZ KIA OF HURST ADAM LAMMEY

ALOHA KIA WILLIAM LEMBCK

CAPITOL KIA GUADALUPE GARCIA

BOB KING KIA WILLIAM FLEMING

BYERS KIA ERIC KNAPP

PARAMOUNT KIA OF ASHEVILLE FREDDY EARLEY

KIA OF LANSING MATHEW RUE

CENTRAL KIA OF LEWISVILLE DAVID LINDQUIST

SUNTRUP KIA SHAWN HEDRICK

CORAL SPRINGS KIA THOMAS PASQUARELLA

TAYLOR KIA OF BOARDMAN RANDY CARMAN

SHAWNEE MISSION KIA BRENDA HOLLIMAN

WESTON KIA ROSS AMES

SANDS KIA KEVIN SANDERS

HALLEEN KIA BILL HORVATH

CAR PROS KIA HUNTINGTON BEACH PAUL ELLEDGE

ROUND ROCK KIA CHRIS COKER

STERLING KIA PATRICK VALLO

NAPLETON'S KIA RICHARD ONDRIZEK

PARAMOUNT KIA MARK BOLLINGER

BOB SIGHT INDEPENDENCE KIA ALEX HANKINS

PRIMEAUX KIA PETER ALLEN

TEAM KIA RYAN CAMPBELL

ROCK RIVER KIA STACEY COOPER

VAN GRIFFITH KIA DEREK COWLEY

GARY MATHEWS KIA RICHARD BERRY

KIA OF WILMINGTON ELIJAH LEITER

SUMMIT PLACE KIA RICHARD PICKARD II

KIA OF SANTA FE JEREMY DAVIS

MIKE KELLY KIA JOHN HICKS

PEARSON KIA MIKE SHAY

UNIVERSITY KIA CHRIS MINK

HOMETOWN KIA TIM FARLEY

NAPLETON'S MID RIVERS KIA BRADLEY HUBBARD

EHRLICH I-25 KIA CYNTHIA PICKLE

CUMBERLAND KIA CHAD WILLIS

O'BRIEN KIA OF URBANA RONALD PLOENSE

ROCHESTER KIA MARK SCHMIDT

WENATCHEE KIA SHAUGHN JACKSON

KIA OF ANN ARBOR KEVIN WEBB

KIA OF ABILENE MICHAEL DEMORE

TIMBROOK KIA BERNARD KENNEY

MILLER KIA TROY SCHAFFER

RUSSELL BARNETT KIA SCOTTIE CLARK

CRAIN KIA OF CONWAY GARRY SHELBY

ZAMORA KIA OF YUMA BRETT CASTRO

CLASSIC KIA CANDIDO SANCHEZ
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DENT FIX

ALUMINUM 

HAMMERS
The Aluminum Hammer 
Set, part #DF-AH714, 
can help technicians 
avoid unlike metal cross 
contamination on alu-
minum-bodied vehicles. 
Because the lightweight 
aluminum hammers 
offer a more forgiv-
ing strike compared to 
heavier steel hammers, users are less likely to damage aluminum 
body panels. Genuine hickory oval handles provide a solid base 
with less chance of breakage.

www.dentfix888.com

(800) 523-1751

TG PRODUCTS

RAIL 

REPAIRS
The Rail Saver 
System is a 
must have 
for quick and 
easy repairs of 
frame rails and 
side members.  
With 4 tons 
of force and 
27” of reach 
inside rails, this 
system offers greater accessibility so that technicians can prop-
erly repair areas that are not possible any other way, thus The Rail 
Saver System will improve cycle times and reduce severity.

www.therailsaver.com

(916) 316-3642

COLLISION PRODUCTS GUIDE

PLASTIKOTE

WHEEL PAINT TOP COAT
Specifically formulated to use 
over PlastiKote Wheel Paint, new 
PlastiKote Clear Wheel Paint Top 
Coat provides extra protection 
to extend the color durability 
and life of the paint. Easy to use, 
the Wheel Paint Top Coat can 
be used alone or to provide an 
added shield to vehicle surfaces 
painted with any of the four avail-
able PlastiKote Wheel Paint col-
ors: steel (618), semi-gloss black 
(620), silver argent (621) and char-
coal gray metallic (626). 

www.plastikote.com

(866) 222-8714

CHIEF

RIVET GUN
Chief 
Automotive 
Technologies 
introduces a 
self-piercing 
rivet gun for all 
common auto-
body riveting 
applications, 
including efficiently bonding aluminum and steel vehicle body pan-
els. Chief’s new PNP90 rivet gun features a pneumatic-hydraulic 
design that offers improved consistency over battery-operated 
riveting systems, whose power drains throughout the course of the 
repair. By utilizing air and hydraulics, the Chief PNP90 gun drives 
the last rivet of the day as hard and as fast as the first. 

www.chiefautomotive.com/onourlines/

(800) 445-9262

LA-MAN

AIR DRYERS
La-Man Corporation offers 
a series of Refrigerated Air 
Dryers to provide reduced 
dewpoint temperatures 
and air line filtration for a 
wide variety of compressed 
air applications. The 
Refrigerated Air Dryer uses a 
unique 3-in-1 heat exchanger 
to first pre-cool the air, 
second to refrigerate the air 
to condense out all liquid 
vapors, and third returns heat to the air to prevent downstream 
pipe sweating and condensation.

www.laman.com

(800) 348-2463

MILLER ELECTRIC MFG. CO

WELD MASK
The new Weld-Mask auto-
darkening welding goggles from 
Miller Electric Mfg. Co. features 
an extreme low-profile design that 
allows welding operators access 
into spaces where the use of a 
traditional welding helmet would 
be limited. This design is usable 
for gas welding and cutting, as 
well as light-duty MIG, TIG and 
Stick welding. It is ideal for main-
tenance, repair and installation 
applications, and where alternative welding protection is needed 
due to space constraints.  

www.millerwelds.com

(800) 426-4553
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MEGUIAR’S

NEW SCENTS
Meguiar’s® is expanding its 
Air Re-Fresher product line by 
adding two, fresh, new scents: 
Sweet Summer Breeze and 
Citrus Grove. These products 
work fast to easily eliminate 
unpleasant odors and leave 
behind a fresh, fragrant smelling 
interior. Designed to cure the 
smelliest of interiors, Meguiar’s 
Air Re-Fresher works at the 
molecular level, bonding with 
foul smelling molecules to per-
manently eliminate their odor.  

www.meguiars.com

(800) 347-5700

CHIEF 

FUME EXTRACTOR
Chief Automotive Technologies 
introduces a heavy-duty weld 
fume extractor. The Chief fume 
extractor collects weld fumes at 
their source, protecting techni-
cians against breathing harmful 
airborne particulates. The Chief 
fume extractor is part of the 
company’s product line expan-
sion into “fusion” products shops 
need to properly repair collision-
damaged vehicles. The fusion 
group includes a new rivet gun 
as well as a full line of spot and 
MIG/MAG welders, previously marketed under the Elektron brand.

www.chiefautomotivecom/onourlines/

(800) 445-9262

COLLISION PRODUCTS GUIDE

G&G LED

LED 

LIGHTING
G&G LED has 
enhanced the 
usability of its 
WPX Series of 
wet location LED 
luminaires with 
the addition of 
new push-and-
click IP68 con-
nectors and cabling for easy installations. Designed specifically for 
use in harsh and wet applications, the versatile WPX Series elimi-
nates the need for hardwiring, and provides an eco-friendly, long-
lasting and durable LED lighting alternative for auto detail areas, 
cold storage facilities and car washes.

www.ggled.net

(800) 285-6780

SEM PRODUCTS

BRUSHABLE 

COPPERWELD
SEM releases its new 
40786 Brushable 
Copperweld, a brushable 
version of SEM’s popu-
lar Copperweld aerosol 
weld-through primer for 
superior corrosion pro-
tection between welded 
substrates. Brushable 
Copperweld reduces 
waste by providing opti-
mal precision in smaller-scale welding applications. Other key ben-
efits include a minimized heat zone; reduced distortion and splat-
ter; no overspray; and fast coverage and dry time.

www.semproducts.com

(866) 327-7829

CYCLO INDUSTRIES 

UPHOLSTERY CLEANER
Cyclo Industries announced the 
launch of their newest product, 
Deep Defend. Formulated with 
Stain Shield Technology, Deep 
Defend offers a new solution to 
clean and protect against stains 
and spills on automotive uphol-
stery/carpet. The proprietary 
blend of polymers in Deep Defend 
is designed to clean upholstery/
carpet 4x deeper than existing 
cleaners in the marketplace, as 
well as protect against future 
accidents.   

www.cyclo.com

(800) 843-7813

TWO TECHNOLOGIES, INC.

RUGGED MOBILE DEVICE
Two Technologies, Inc® unveiled 
the newest member of its ultra-
rugged handheld devices, the 
N5Print – an all-in-one device 
that takes communications, data 
input, credit card transactions, 
photography, scanning and on-
the-spot printing to a higher level 
of convenience and performance. 
The unit’s 13MP color camera, 
audio and video recording func-
tions empowers drivers with the 
ability to capture multiple types 
of data and store it in N5Print’s 
16GB internal memory.

www.2t.com

(215) 441-5305
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AXALTA COATING SYSTEMS www.axaltacs.us

Axalta Coating Systems goes beyond the 
role of the standard paint manufacturer. 
They are a leader in paint technology, and 
Axalta also has the tools, services and 
training to help jobbers and body shops 
succeed in a challenging market.

Axalta showcased its range of product 
and service offerings at Automechanika 
Chicago, April 24-26, and was focused 
on communicating to attendees how they 
work with their jobber and body shop cus-
tomers to help them succeed.

Axalta partnered with Global Finishing 

Solutions to give live demonstrations of 
the company’s latest product technologies 
and the newest repair techniques in a fully 
functioning paint booth on the show floor. 
Axalta trainers worked side by side with 
show attendees, who were able to suit up 
and have hands-on experience working 
with the Standox Standoblue, Cromax 
Pro, Cromax Mosaic and Spies Hecker 
Permahyd Hi-TEC product lines.

Quickly and accurately selecting the 
right color formula is vital to paint shop 
efficiency, and Axalta brought its portfolio 
of industry-leading color tools to the show. 
Attendees were able to work with Color 
Proofing, Acquire RX, Acquire Plus EFX 
and VINdicator color tools to see the sys-
tems in action, which enable faster formula 
selection and faster finish. 

Axalta also demonstrated its commit-
ment to supporting the collision repair 
industry by launching its new e-learning 
program called the Axalta Learning 
Campus at the show. The Axalta Learning 
Campus offers refinish technicians the 

ability to register for traditional, in-person 
training center classes and web-based 
training content that can be accessed and 
tracked anytime, anywhere.

Also a participant in Automechanika 
Frankfurt in Germany, Axalta was drawn 
to have presence in Automechanika’s 
inaugural US event because the brand 
has the right pedigree, partners and 
drive to spur continued growth in the US. 
Automechanika’s training focus also fits 
with Axalta’s philosophy of making sure 
its jobbers and body shops have the right 
tools and knowledge to get the job done 
correctly, the first time.

Axalta is more than an ordinary paint manufacturer

CONTACT INFORMATION:

Axalta Coating Systems

50 Applied Card Way, Suite 300 

Glen Mills, PA 19342

(855) 6-AXALTA

www.axaltacs.us
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BLOWTHERM USA www.blowtherm-usa.com

More than just a high-quality spray 
booth manufacturer, Blowtherm USA has 
become an industry leader with its focus 
on engineering, reliability, performance 
and energy-efficient systems. 

Blowtherm USA introduced the 
new WORLD 8000 Spray Booth at 
Automechanika Chicago, April 24-26 
at McCormick Place West in Chicago. 
Blowtherm also showcased its entire 
line of Extra spray booths, Genius prep 
stations, mixing rooms and much more. 
Anyone new to the Blowtherm spray 
booth experience had the opportunity 
to hear what existing customers have 

to say about these world-class systems 
in the Customer Testimonial area of the 
Blowtherm booth.

National and regional sales and 
distribution experts were on hand at 
the three-day event to brainstorm busi-
ness solutions and prepare real-time 
quotations, right on the show floor, for 
Automechanika Chicago attendees. 

Blowtherm always encourages learn-
ing more about products through hands-
on experience and research before 
purchasing, and Automechanika Chicago 
offered the perfect opportunity.

According to Mark Miller, National 
Sales Manager — Blowtherm USA, 
“Automechanika Chicago combined three 
very important factors for Blowtherm — 
the opportunity for personal engagement 
with customers/prospects; worldwide 
event awareness of our product, company 
name and brands; and a fantastic regional 
location — Chicago.”  

Miller continues, “The Automecanika 
brand is known worldwide as the premiere 

event to achieve these goals and more. 
Because the inaugural U.S. show took place 
in one of the most commonly visited cities 
in the country, at the esteemed McCormick 
Place Convention Center — this was a ‘must 
participate’ event for our company.” 

Blowtherm USA knows Automechanika 
Chicago will grow exponentially over the 
years; and they are committed to growing 
side by side with the show.

Blowtherm educates and creates customer solutions 

CONTACT INFORMATION:

Blowtherm-USA

810 N. Grove Road

Richardson TX 75081

(855) GO-EXTRA 

sales@blowtherm-usa.com 

www.blowtherm-usa.com

BASF solutions are on the cutting edge 
of collision shop technology, offering 
customers the opportunity to improve 
efficiency and profits.  

Supported by technical training 
programs, advanced color information 
systems and business management 
seminars, BASF highlighted its Glasurit 
and R-M refinish paint lines and the ben-
efits these products can bring to shop 
businesses at Automechanika Chicago, 
April 24-26. 

Live demonstrations highlighted 
SmartTrak paint management software 
and its impact to the bottom line, and 

also the VisionPLUS Online benchmark 
software, which can be used to identify 
opportunities for shops so they are able 
to get the most out of their business.

Custom designers and builders Mike 
and Jim Ring — better known as the 
Ringbrothers — were on-hand at the 
BASF booth to sign autographs and 
answer questions about their award-win-
ning builds while showcasing their 1966 
Chevrolet Chevelle, “Recoil.” Painted 
with Sand Storm from BASF’s Glasurit 
90 Line, Recoil earned multiple awards 
at the 2014 SEMA Show, including the 
prestigious “Best in Show” by General 

Motors, the Goodguys GOLD Award and 
a Mothers Choice Award. 

Automechanika’s strong global pres-
ence attracts exhibitors and attendees 
from around the world, and BASF wel-
comed the opportunity to participate 
during the brand’s first venture into the 
US market and showcase how its prod-
ucts and services can help customers to 
build and sustain a successful business.

BASF helps to drive successful, sustainable business models

CONTACT INFORMATION:

BASF

26701 Telegraph Road

Southfield, MI 48033

(800) 201-1605 

www.basfrefinish.com

BASF www.basfrefinish.com
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CAR-O-LINER www.car-o-liner.com

CHICAGO — Car-O-Liner is the quality 
choice for shops who need a total solu-
tions product offering — innovative tools 
and equipment, technical development, 
training and customer support.   

At Automechanika Chicago in April, 
Car-O-Liner showcased its technician-
friendly equipment, which boasts wide-
spread OEM approvals and allows for 
the completion of proper repairs with 

enhanced efficiency and accuracy.
For more than 40 years, Car-O-Liner 

has been known for its high quality, 
advanced technology and ergonomic 
design. By integrating Car-O-Liner solu-
tions with each other, shops not only get a 
flexible, universal collision repair system, 
but also are able to support the entire 
vehicle repair process, thereby reducing 
cycle times and increasing profits. 

Car-O-Liner aims to have 
continued engagement 
with technicians and shop 
owners. Industry events 
across the country, like 
Automechanika Chicago, 
offer Car-O-Liner an oppor-
tunity to meet with custom-
ers face to face, not only to 
showcase new equipment 
options and answer ques-
tions, but also to have a 
platform to listen to the 
requirements, challenges 
and successes they’ve 

encountered in their business.
Car-O-Liner also maintains com-

munication with both its customers and 
the industry through its robust social 
media efforts. Utilizing platforms includ-
ing Facebook, LinkedIn, Google+, Twitter, 
Instagram, YouTube and Pinterest, Car-O-
Liner efficiently shares product, technical 
training and event updates while also 
staying active in ongoing conversations 
with both their customers and the indus-
try as a whole.  

Integrated Car-O-Liner solutions are the quality choice

CONTACT INFORMATION:

Car-O-Liner

29900 Anthony Drive 

Wixom MI 48393

(844) 833-9419 

info@car-o-liner.com 

www.car-o-liner.com

CHIEF AUTOMOTIVE TECHNOLOGIES www.chiefautomotive.com

Body shops can make just one stop for 
their collision repair equipment needs — 
Chief Automotive Technologies.  

Automechanika Chicago served as the 
platform to launch Chief’s new products, 
including a rivet gun and fume extractor, 
as well as its new Fusion line of spot and 
MIG/MAG welders, previously marketed 
under the Elektron brand. 

The new rivet gun featured a self-
piercing design for all common riveting 
applications, including efficiently bonding 
aluminum and steel panels. Its pneumatic-
hydraulic power unit offers improved 

consistency over battery-operated riveting 
systems, which lose power throughout 
the repair. Consistent performance from 
the first rivet to the last helps technicians 
properly complete repairs in record time.

Chief’s new fume extractor collects 
weld fumes at their source, protecting 
technicians against breathing harmful air-
borne particulates. Its heavy-duty powder-
coated aluminum arm helps prevent wear 
and breakage in even the most demanding 
shop settings. The fume extractor comes 
equipped with a ProTura® Nanofiber car-
tridge that offers high efficiency, low oper-
ating cost and long filter life.

The new products complement Chief’s 
existing frame racks, measuring systems, 
vehicle anchoring equipment and specifi-
cation data. 

“The expanded product line will make 
it easy for customers to get all the equip-
ment they need from the Chief distributors 
they have long relied on for unmatched 
service and support,” said Bob Holland, 
director of collision in North and South 

America for Chief parent company Vehicle 
Service Group (VSG).

Chief also took an active role in 
technician training by presenting “Steel 
vs. Aluminum: Fact and Fiction” at 
Automechanika Chicago on Friday and 
Saturday. This course draws from the 
curriculum of the new Chief University 
“Aluminum Damage Analysis and Repair 
Technology” class.

Chief’s expanded product line to streamline supply chain for shops

CONTACT INFORMATION:

Chief Automotive 

Technologies

996 Industrial Drive

Madison, IN 47250

(800) 445-9262

salesorders@chiefautomotive.com

www.chiefautomotive.com
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GARMAT www.garmat.com

Garmat used its presence at 
Automechanika Chicago, April 24-26, to 
show attendees that it is not only a paint 
booth manufacturer, but also a partner in 
helping to improve shop throughput.    

Garmat offers solutions from full turn-
key projects down to smaller upgrades, 
such as mechanical replacements or ret-
rofitting booths for waterborne. 

At Automechanika Chicago, Garmat 
booth visitors were able to see many of 
the company’s new and existing product 

lines, all combined in a demo booth that 
featured elements of an aluminum sta-
tion and paint booth. The company’s 
Aluminum Repair Station side featured 
roll-up door options, pull-back curtains 
and also highlighted the AlumaSAFE 50 
Max ceiling options with LED upgraded 
light fixtures. 

The paint booth side of the booth 
allows visitors to see the solid construc-
tion of a Garmat booth and also the pos-
sibilities of being able to showcase their 
brand through customer headers and 
logo-engraved doors.

The highlight of the paint booth is 
Garmat’s new touch screen controls. This 
control panel is designed with a user-
friendly interface, featuring switches and a 
touch screen to operate the major modes. 
In addition, the touch screen provides self-
diagnostic maintenance screens and stores 
paint recipes. Garmat also demonstrated 
the WIFI feature of the touch screen, which 
allows technicians to run or monitor the 
paint booth with WIFI-enabled devices, such 

as a PC, smartphone or tablet. 
Garmat also showcased their patented 

accele-cure system and several blower 
configurations, which offer waterborne 
solutions that are retrofittable to other 
paint booth brands. In addition, several 
paint booth accessories, such as the hose 
trolley and lighting options, were featured.

Garmat offers products and solutions to show attendees

CONTACT INFORMATION:

Garmat

1400 W. Stanford Ave. 

Englewood, CO 

(303) 781-6802 

info@garmat.com 

www.garmat.com

Some of the most talked 
about industry issues — 
aluminum repair, paint 
department efficiency and 
reduced cycle times — 
were tackled by Global 
Finishing Solutions at 
Automechanika Chicago, 
April 24-26.  

During the show, Global 
Finishing Solutions show-
cased its line of finishing 
equipment, including paint 
booths, prep environments, 
aluminum repair stations, 
paint mix rooms and acces-
sories. 

Global Finishing Solutions capitalized on its presence at 
Automechanika Chicago to help booth visitors learn more about 
company products and capabilities. They also used the oppor-
tunity to educate customers about alternative curing methods 
— REVO infrared technology, the AdvanceCure system and 
SmartCure controls  — for collision repair. 

The REVO infrared drying systems, designed to significantly 
decrease repair cycle times, were highlighted at the show, and 

attendees were able to see all four REVO products — from the 
semi-automatic, in-booth system to the small, handheld model 
— and see first hand the improved efficiency and reduced cycle 
time benefits the system can offer to the shop. 

Global Finishing Solutions also partnered with Axalta Coating 
Systems to offer live demonstrations of the newest paint booth 
and coating technologies and techniques. The featured Semi-
Downdraft Ultra XD paint booth featured 11 windows, allowing 
visitors to watch training presenta-
tions on waterborne and primer appli-
cations. Attendees then suited up to 
try the products themselves and were 
able to experience the AdvanceCure 
system, a High-Performance Airflow 
ceiling and integrated hip-style ceil-
ing lights, all inside 
the booth. It was 
also equipped with a 
Logic 3 panel, which 
provides controls for 
the flash and curing 
modes, along with 
blower and filter  
settings.  

New curing methods, paint booth technology showcased by GFS

GLOBAL FINISHING SOLUTIONS www.globalfinishing.com

CONTACT INFORMATION:

Global Finishing Solutions

12731 Norway Road

Osseo, WI 54758

(877) 658-7900 

autorefnishsales@globalfinishing.com

www.globalfinishing.com
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PRO SPOT www.prospot.com

Pro Spot connected with attendees at 
Automechanika Chicago, April 24-26, to 
communicate their dedication to innovation, 
quality and easy-to-use equipment and 
training that can make shops more efficient. 

Pro Spot equipment was on display, 

and visitors were able to try out the 
products and learn more about their fea-
tures and uses. 

Pro Spot featured its aluminum repair 
line, including the Aluminum Weld Station 
and also educated attendees about the 

needs for spot welders and the upcom-
ing applications on new vehicles.

Larry Montanez with P&L Consultants 
and ABRN Technical Editor performed 
a welding demonstration with Pro Spot 
tools on the Automechanika Chicago 
show floor, showcasing the equipment 
and welding techniques.

A long-time proponent of the colli-
sion repair industry, Pro Spot offered its 
support to Automechanika Chicago and 
its training efforts and looks forward to 
the benefits the show can bring to the 
market. 

Pro Spot brings aluminum repair tools, education to Automechanika

CONTACT INFORMATION:

Pro Spot

5932 Sea Otter Place

Carlsbad, CA 92010

(760) 407-1414 

info@prospot.com

www.prospot.com

PARTSTRADER partstrader.us.com

Attendees at Automechanika Chicago saw 
firsthand how PartsTrader continues to set 
the pace in adding value through integra-
tion and product enhancements that save 
time, reduce costs and improve efficien-
cies in the parts procurement process.  

Booth visitors were able to preview 
PartsTrader 3.0, which features a revised 
Quote Selection Tool. This upgrade makes 
it even easier for repairers to weigh fac-
tors such as shop profitability, auto owner 
timeframes and insurance allowances to 
determine the parts purchase that best fits 

the needs of the repair job. PartsTrader 3.0 
is set for release later this quarter. 

Members of the PartsTrader Customer 
Care team were on hand and able to meet 
face-to-face with clients they have been 
able to help over the phone. Customer 
satisfaction surveys have consistently 
ranked PartsTrader as paying impressive 
attention to customers’ needs, providing 
knowledgeable service with a smile.

Two major integrations were also top 
of mind for PartsTrader at Automechanika 
Chicago, both of which enable prompt 
and more complete response to collision 
repair facility requests for quotes. The first 
is PartsTrader’s integration with Hotlines’ 
live inventory database, which will allow 
member recyclers to rapidly access 
real-time inventory data from within the 
PartsTrader quoting screen. Recyclers will 
be able to present options from their own 
inventory as well as their Hotlines trading 
partners in a matter of seconds.

The second partnership was 
PartsTrader’s integration with Digital 
Motorworks, Inc. (DMI), which will help 

OEM dealers to more efficiently respond 
to quotes. When a quote is requested, 
the PartsTrader application will be able to 
automatically present inventory informa-
tion and pricing, direct from the dealers’ 
own management system, speeding the 
response time and improving accuracy. 

PartsTrader is always listening for 
enhancement and integration opportuni-
ties that support their commitment to 
delivering a fair, honest and transparent 
parts procurement process to repairers 
and suppliers. 

How PartsTrader integrations are adding value for your business

CONTACT INFORMATION:

PartsTrader

180 North Wacker Drive, #600

Chicago IL 60606

(855) WEB-PART

Info@partstrader.us.com 

partstrader.us.com
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SATA Spray Equipment took advantage 
of Automechanika Chicago to interact 
with and help its priority — the shop 
owners and technicians.  

SATA showcased its latest offerings 
in equipment on the show floor, from 
the newest SATA spray gun, the SATAjet 
5000 B, to SATA Filtration, SATA RPS 
cups and Dan-AM Air piping. 

It is critical for SATA to get in front of 

technicians to talk to them about ways to 
work much more efficiently, and to turn 
that into profitability for the shop owners 
as well, the company said.

SATA focused on communicating to 
shop owners and technicians the effi-
ciency the company and its products 
can provide to their businesses, and the 
importance of clean, dry air with enough 
volume for overall shop success.

 SATA in Germany has always been 
a large part of Automechanika’s flag-
ship show, Automechanika Frankfurt, 
which boasts strong industry participa-
tion and attendance. SATA attended 
Automechanika Chicago, looking for the 
show brand’s calling card of exposure 
to and interaction with shop owners and 
technicians across the country who are 
looking for new products and solutions. 

SATA products boost efficiency, success for shops

CONTACT INFORMATION:

SATA Spray Equipment/

Dan-Am Co.

One SATA Drive

Spring Valley MN 55975-0046

(800) 533-8016 

satajet@satausa.co

www.satausa.com

SATA SPRAY EQUIPMENT/DAN-AM CO. www.satausa.com

Wedge Clamp focused on brand aware-
ness, contact with distributors and new 
product offerings at Automechanika 
Chicago, April 24-26.   

Featured in the booth was the Stat-
Gun, which is quickly gaining market 
recognition as a must-have piece of 
equipment for painters. Wedge Clamp’s 

first shipment has completely sold out; 
more information on the Stat-Gun can 
be found at www.wedgeclamp.com/
products/stat-gun/.

Booth visitors were happy to hear 
that Wedge Clamp now has an office 
in Long Beach, Calif., and a new 
chief operating officer for the USA 

— Peter Allan. The 
Wedge Clamp USA 
office is part of the 
50,000 square-foot 
Craftsman Collision 
USA facility, formerly 
known as Estorga’s 
Collision Repair 
Centre. This loca-
tion will be offering 
training on all Wedge 
Clamp product lines, 
the company said.

At Automechanika 
Chicago, Wedge 
Clamp focused on 
improving industry 

awareness of its US location and new 
products, like the Stat-Gun. The inaugu-
ral show offered a great opportunity for 
the company to gain brand and product 
exposure to potential customers in the 
Midwest and Eastern Canada.

CONTACT INFORMATION:

Wedge Clamp Systems Inc.

3220 East Airport Way

Long Beach CA 90806

(888) 852-7879 

info@wedgeclamp.com

www.wedgeclamp.com

US office location, new products introduced to Automechanika attendees

WEDGE CLAMP SYSTEMS, INC. www.wedgeclamp.com
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MARKETPLACE

PRODUCTS & SERVICES

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

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 

find out more about how we can customize your 

acknowledgements and recognitions to enhance 

your marketing strategies.

Content Licensing  

for Every

Marketing Strategy

t Outdoor
t  Direct Mail
t  Print Advertising

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

Marketing solutions fit for:
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BY MIKE ANDERSON  |  shop advocate

Mike Anderson, a former shop owner, 

currently operates COLLISIONADVICE.COM, a 

training and consulting fi rm.

If you have a business issue or question 

you’d like Mike to address, email him. 

mike@CollisionAdvice.com

was recently asked to conduct a post-repair 
inspection on a vehicle that had been repaired 
after an accident. I was appalled at the quality of 
repairs made to this Nissan vehicle. There were 
still buckles in the trunk floor. There were things 

the shop charged for but didn’t do. And most 
specifically, I was appalled at the incorrect number, 

type and quality of welds used to attach the rear body panel.
I was looking at the “repaired” car before it had been disas-

sembled for the inspection. My good friend Larry Montanez with P&L 
Consultants and ABRN Technical Editor inspected the same vehicle 
after it was disassembled. He was able to pop the welds loose simply 
by prying on them with a screwdriver. That’s just scary.

As I said in a previous column (Understand your liability, April 
2015), we have both a legal and moral obligation to put vehicles back 
together in a safe and proper way. The welds I saw on that Nissan 
were very concerning to me. It got me wondering just how many shops 
know how to perform welds according to the automakers’ specifica-
tions for each vehicle.

You need to perform the correct type of weld. You need to use the 
correct type of welder, with the correct settings, the correct wire, the 
correct gas mixture. In some cases, components that were welded on 
at the factory are not to be welded on during repairs; in some cases, 
manufacturers don’t want you to weld on 
the replacement but to use rivet bonding, 
using specific rivets and adhesive instead.

So it’s important to research what the 
automakers say to do when it comes to 
welding. Many of them call for destructive 
weld testing prior to welding on the vehicle. 
This ensures you have the welder set up 
properly.

Check out the body repair manual 
for the 2011 Ford Mustang, for example 
(http://tinyurl.com/Ford-test-weld). Before 
the welding process begins on the vehicle, 
Ford calls for a welding sample. 

“Place the welded sample in a vise and carry out destructive weld 
tests by peeling the scrap metal apart using large lock-type pliers,” the 
Ford document states. “Measure the weld nugget to determine that 
the nugget meets Ford weld nugget requirements. If the weld nugget 
does not meet required size, adjust welder settings until the correct 
weld nugget size is achieved. When the correct weld nugget size is 
achieved, the service part can be weld-bonded.”

Or check out I-CAR’s “Uniform Procedures for Collision Repair” 
on squeeze-type resistance spot welding (http://tinyurl.com/I-CAR-
weld). The first step is verifying the automaker recommends that type 
of welding for use at the repair location. 

And again, prior to welding on the vehicle, it calls for making 
“sample test welds on scrap pieces of the same type and thickness 
as the parts to be welded. Visually inspect and destructively test the 
sample welds to verify the welder settings and the weld quality,” the 
I-CAR document states.

ALLDATA’s welding precautions insist that, “A test weld should 
always be carried out on a test sample.”

Toyota’s collision repair bulletin No. 181 on welding specifications 
(http://tinyurl.com/Toyota-weld) states that, “Weld strength must be 
validated by tuning the welder and performing destructive testing. 
Tuning the welder and destructive tests must be performed on metal 
of the same thickness and composition as that of the component 
being replaced.”

If your technicians are doing the required destructive weld tests, 
you should understand this crucial step is also a non-included opera-
tion. I’m not suggesting that anyone should or should not charge for 
“set up and perform destructive weld testing,” and you obviously 
should never charge for something you don’t do. I’m just saying you 
should be doing this procedure, it’s a non-included operation, and it's 
up to you to determine how you need to be compensated for it.

I salute the automakers that have strict welding test requirements 
for certification, and I-CAR for its welding qualification program. 
When I owned my shops, I sent my techs to the Lincoln Electric 
Motorsports welding course (http://tinyurl.com/pz8rs93). My techs 
often said it was some of the best training – both theory and hands 
on – they’d had.

I don’t want to keep seeing bad welding like I did on that Nissan. What 
we do can impact someone’s life in the event of another accident. 

DESTRUCTIVE 
WELD TESTS:  
NECESSARY, 
NOT INCLUDED

Tests ensure proper welder set up, 
but not compensation

Destructive 
weld tests prior 

to welding on the 
vehicle ensure 

you have the 
welder set up 
properly. 

I

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



prospot.com      Toll Free: 1-877-PRO-SPOT (776-7768)  All info Copyright © Pro Spot International, Inc. 2014

NP-3 Nitrogen

Plastic Welder

"���������
����	 �

"�� ����!��������	��

"���������������

"�����
����������������

"�����������������

Made in the USA



Productivity  
starts at the finish

Finish smart

R-M® automotive finishes provide the perfect blend of durability,  
color and shine. For nearly a century, R-M has been advancing the 
science of refinishing, developing innovative, user-friendly and flexible 
paint systems and support products that redefine value and quality.  
By operating as a true partner, R-M provides unmatched support to  
enhance shop productivity, increase throughput and bolster the  
bottom line—from start to finish. Explore the complete line of  
R-M products at www.basfrefinish.com/rm.
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