
www.nortonautomotive.com

PUT EFFICIENCY IN THE  

PALM OF YOUR HAND 
WITH BOTH NORTON AND DYNABRADE. 

They key to a professional finish is premium products and 
high-efficiency tools. We have both to help you stand 
apart from the competition. Combining the performance 
attributes of our high performance line of abrasives 
from Norton with the high quality tool standards of 
Dynabrade, you get a one-stop solution for the total 
refinishing process in your shop.

Norton Dry Ice MultiAir Cyclonic discs and 
Dynabrade self-generating vacuum sanders are 
available from your Norton representative.

www.nortonautomotive.com
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NORTON MULTI-AIR NORGRIP INTERFACE PADS

Designed for use with fine grit Norton Multi-Air Cyclonic NorGrip sanding discs to improve both 
surface finish and cut rate. Use with Multi-Air NorGrip Disc Back-Up Pads. Align the interface 
pad with the back up pad then simply attach the disc to the interface pad as the holes do not have 
to be lined up.

PART # DIAMETER THICKNESS QTY./PK. PKS./CASE

636425-85864 5" 1/2" 16 1

076607-19359 6" 1/2" 6 2

NORTON MULTI-AIR NORGRIP BACK UP PADS

Norton Multi-Air Cyclonic discs can attach to any multi-hole (54+ holes) back up pad since the 
holes in the disc do not have to be matched up with the holes in the pad, so changeover is fast 
and easy. However, we do recommend the Norton Multi-Air pad for optimal results.

PART # DIAMETER x THREAD DENSITY COLOR QTY./PK. PKS./ CASE RPM

666233-76000 5" x 5/16-24 Medium Yellow 1 5 15,000

636425-06160 6" x 5/16-24 Medium Yellow 1 5 12,000

636425-60605 6" x 5/16-24 Soft Orange 1 1 7,700

NORTON MULTI-AIR CYCLONIC NORGRIP DISCS

The Norton SG ceramic alumina A975 grain is available in the entire grit range, P80–P1000. The 
sharp, cool-cutting ceramic grain performs well on conventional paints and primers as well as 
hard-to-sand surfaces like ceramic clears, E-coated panels, aluminum and composites. Multi-Air 
Cyclonic discs provide long life, fast cut, and maximum dust extraction.

GRIT 5" DISCS 6" DISCS

P1000B 776960-07795 776960-07788

P800B 776960-07793 776960-07787

P600B 776960-07791 776960-07786

P500B 776960-07768 776960-07785

P400B 776960-07765 776960-07784

P320B 776960-07763 776960-07781

P280B 776960-07762 776960-07778

PART # ORBIT LEVER COLOR CASE

6" Self-Generating Vacuum (PSA Pad included)

616026-21016 3/8" Orbital Orange 1

616026-21036 3/16" Orbital Gray 1

616026-21056 3/32" Orbital Black 1

DYNORBITAL-SPIRIT – SELF-GENERATING VACUUM

Random Orbital Sander includes #50617 Portable Dust Collection System as shown in the 
application photo on the front cover. Uses exhaust air to create a vacuum at the sanding surface.

GRIT 5" DISCS 6" DISCS

P240B 776960-07760 776960-07777

P220B 776960-07757 776960-07776

P180B 776960-07756 776960-07775

P150B 776960-07755 776960-07774

P120C 776960-07753 776960-07773

P80C 776960-07745 776960-07770

Note: Packed 50/200

To see if you get 2X the life and cut, and less dust, contact your local 
Norton Jobber or Rep to set up a No-Risk Test. You be the judge.

www.facebook.com/NortonAutomotive | www.youtube.com/NortonAuto | www.nortonautomotive.com

CUSTOMER SERVICE:

USA Toll Free: 1 (800) 456-8444 
Canada Toll Free: 1 (800) 263-6565

EMAIL US:

norton.automotive@saint-gobain.com

© Saint-Gobain March 2015.

Norton, Multi-Air Cyclonic, and NorGrip are registered trademarks 
of Saint-Gobain Abrasives.

Dynabrade® and Dynorbital-Spirit are registered trademarks of 
Dynabrade, Inc.
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Advanced T
Accelerating Results

©2015 PPG Industries, Inc.  All rights reserved.  www.ppgrefinish.com

Nexa Autocolor and Aquabase are registered trademarks of PPG Industries Ohio, Inc.

ES628914_ABRN0715_CV2_FP.pgs  06.12.2015  20:42    ADV  blackyellowmagentacyan



Advanced Technology. 
Accelerating Results.

A D V A N C E D  

A Q U A B A S E
®

 P L U S  

W A T E R B O R N E  

B A S E C O A T
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WHAT IS ABRN COMMUNITY? The ABRN community is an online NETWORK for your business. It’s a place to go to post articles , blogs, videos, photos and audio clips to share 

ideas with other collision repairers. Community content is used in ABRN’s twice weekly e-newsletters. Check it out at http://workshop.search-autoparts.com
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ANALYSIS

PBE DISTRIBUTOR EVENT 
FOCUSES ON LEADERSHIP 
BY MIKE WILLINS | GROUP CONTENT DIRECTOR

The PBES 2015 Spring Conference took a look at 
behavior and its impact on business growth. 

ACQUISITIONS

VALSPAR BUYS QUEST’S 
AUTOMOTIVE COATINGS DIVISION

8 
Valspar Corporation completed the 
purchase of the performance coatings 
businesses of Quest Specialty Chemicals, 
which include automotive refi nish and 
industrial coatings. 

TOP SHOP RECOGNITION

ENTER THE ABRN TOP SHOPS CONTEST

8 The ABRN Top Shops Contest is open, 
and the pared down digital-only entry 
makes it easier than ever to apply. The 
deadline is July 31! 

8

NEWS ANALYSIS, INSURANCE MAT TERS & LEGISLAT ION ISSUES

SEARCH THOUSANDS OF ARTICLES ON THESE AND OTHER TOPICS

VISIT ABRN.COM

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

FEATURED COLUMNS

THE SHOP OWNER

BY MIKE LAVASSEUR

IN-HOUSE TRAINING SUCCESS

16 Second intern to graduate confi rms that 
the industry can “grow” its own talenton.

FINANCIAL INSIGHT

BY BRAD MEWES

THE CHANGING FACE OF THE JOBBER

44 Competitive pressure and a continued 
focus on customer service are driving 
change in the role of the jobber.

THE LAST DETAIL

BY MIKE ANDERSON

YOU ARE OFTEN NOT THE ONLY ONE

70 Surveys give shops an opportunity 
to better understand the billing and 
payment policies of their peers and 
other insurance companies. 

14

FEATURE

KNOW YOUR STRATEGY
BY BRAD MEWES | ABRN BLOGGER

There has never been a greater need to develop a business 
strategy to determine the best path forward for your shop than 
now in the collision repair industry.
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©2015 FCA US LLC. All Rights Reserved. Chrysler, Dodge, Jeep, Ram, Mopar and SRT are registered trademarks of FCA US LLC.

FIAT is a registered trademark of FCA Group Marketing S.p.A., used under license by FCA US LLC.

PROTECT YOUR CUSTOMER’S INVESTMENT WITH ORIGINAL MOPAR® PARTS

THE RIGHT FIT 

FOR THE PERFECT FINISH

 Visit us at NACE/CARS July 21 – 25 booth #741.

Authentic Mopar® Parts are built to fi t perfectly and function properly every time. 

This ensures your customers are getting the highest quality parts manufactured 

to meet the original specifi cations and safety standards of their vehicle. Providing 

more peace of mind for each customer you serve. 
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MINDING YOUR BUSINESS

AUTO ECOSYSTEM DISRUPTION
BY STEPHEN APPLEBAUM AND 
VINCENT ROMANS | CONTRIBUTING EDITORS

What to expect and how to survive and win 

MINDING YOUR BUSINESS

GIVE A LITTLE, GET A LOT 

REAP THE BENEFITS OF GIVING BACK

KIM KIMBRIEL / CONTRIBUTING EDITOR

30   Contributing to your community makes 
good business sense for many reasons.

THE PROFIT MOTIVE

HIT A MOTIVATION BULLSEYE

CHRIS “CHUBBY” FREDERICK/ 

CONTRIBUTING EDITOR

46 Find what is truly important to your 
employees, and tap into those values 
to boost production. 

18
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Shops can do plenty to prepare for this material 

before they see a 2015 Ford F-150 at their door.
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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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conference

PBE distributor event 
dials in on leadership, 
shop support efforts
SAN ANTONIO – Mike Jones, president of Discover 

Leadership Training, of Houston, Texas, kicked off the 

PBES 2015 Spring Conference with a passionate look at 

human behavior and a plea for audience members to alter 

their lives, both personally and professionally, to exit their 

comfort zones in order to grow.

“Everything you have learned from other human beings 

is part of your BS, your Belief System. You act accord-

ing to it,” Jones told the 140 attendees. “All the things 

you learned from another human being created your own 

personal map.” It’s essential for effective leaders to take 

steps to focus on positive outcomes/goals rather than 

avoiding negative results.

Organized under the theme of “Keeping Pace With 

Change,” the conference took place May 13-15 at the 

Hyatt Regency San Antonio Riverwalk and featured 

speakers from throughout the collision repair and paint, 

body & equipment industry.

In his presentation, Jones used audience members to 

express behavioral concepts, specifically calling attention 

to the way humans vary in their points of view. Because 

it’s easy for people to interpret things differently, it’s vital 

for effective leaders to communicate exactly what they 

want any future outcome to be. When given the choice 

Breaking news

acQuisition

VALSPAR 

BUYS QUEST’S 

AUTOMOTIVE 

COATINGS 

DIVISIONS

Valspar Corporation com-

pleted the purchase of the 

performance coatings busi-

nesses of Quest Specialty 

Chemicals, which include 

automotive refinish and 

industrial coatings seg-

ments totaling approxi-

mately $190 million in 2014 

sales. Financial terms are 

not being disclosed.

Q u e s t  A u t o m o t i v e 

Products formulates, 

manufactures, and dis-

tributes a complete line 

of advanced technology 

paints, coatings systems, 

and accessories to profes-

sional refinishers under 

the brands Matrix®, 

Prospray®, and USC®, 

primarily in North America 

a n d  E u r o p e .  Q u e s t 

Industrial Products serves 

both the professional and 

consumer markets with 

aerosol spray products 

and highly-specified coat-

ings for industrial applica-

tions under the Patriot®, 

Raabe® and Precision 

Color® brands, primarily 

in North America.

“Over the past several 

years we have successful-

ly built strong teams and 

grown these businesses 

into leadership positions 

in their markets. I’m very 

pleased that in Valspar 

we have a buyer who can 

continue to build the busi-

ness, brands and customer 

Photos: Michael Willins
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THERE’S MORE 

ONLINE:

ENTER THE ABRN TOP SHOPS 

CONTEST TODAY

The ABRN Top Shops Contest is 
taking submissions, and the 
pared down digital-only entry 
makes it easier than ever to 
enter. The deadline in July 31!
»» ABRN.COM/2015TOPSHOPS

NABC ACCEPTING AWARD 

NOMINATIONS

The National Auto Body Council 
is seeking nominations for its 
Award of Distinction and Body 
Shop Image Award.
»» ABRN.COM/NABCNOMINATE

LAUREN FIX NAMED 2015 

WOMAN OF INFLUENCE

The Women’s Industry Network 
named Fix the 2015 Woman of 
Inf uence.
»» ABRN.COM/FIXAWARD

TAKATA EXPANDS AIRBAG 

INFLATOR RECALLS

Air bag manufacturer Takata has 
acknowledged a defect in its air 
bag inf ators and agreed to a 
recall of nearly 34 million 
vehicles. 
»» ABRN.COM/34MILLION

GM TO DO MARKET TESTING 

OF MYPRICELINK

GM will perform market tests on 
MyPriceLink, its collision parts 
up-front pricing initiative.
»» ABRN.COM/GMUPDATE

PPG AWARDS STUDENT 

SCHOLARSHIPS

In partnership with the Collision 
Repair Education Foundation, the 
PPG Industries Foundation 
awarded $5,000 scholarships to 
four students.
»» ABRN.COM/PPGSCHOLAR
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Mike Jones spoke to 2015 PBES Conference attendees.

>> continues on page 10
>> continues on page 12

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

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
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SEARCH THOUSANDS OF BREAKING AND ARCHIVED 
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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.

Take a fresh look at quality

www.satausa.com/SATAjet5000B

Ahead of its time - the SATAjet® 5000 B

SATA Summer Promotion

Promotion Period: July 1 - August 31, 2015

Like the advanced technology of the SATAjet® 5000 B which sets new standards in 

terms of quality and versatility. The cool SATA chronograph comes free of charge with 

every high performance spray gun SATAjet® 5000 B!  

Available July 1 – while stocks last.

W
atch for this label on th

e 
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between taking a positive view and nega-

tive view, Jones asked, why would anyone 

opt for negativity?

While Jones dialed the audience into 

being better leaders, collision industry 

consultant and ABRN contributor Mike 

Anderson of CollisionAdvice.com urged 

the distributor audience to lock into sup-

porting their shop customers to help 

them thrive in a fast-paced, evolving 

marketplace.

“Your job as a jobber or distributor 

is that whenever you walk through that 

door, that customer wants to see you and 

will make time for you,” Anderson said. 

During his presentation he outlined areas 

where jobbers and WDs can make a dif-

ference for shops. Specifically he spoke 

about a three-legged stool model of sup-

port where Sales & Marketing is one leg, 

followed by Production and Finance & 

Human Resources.

When discussing Sales & Marketing, 

Anderson identified a trend toward “virtual 

steering” among the OEMs thanks to the 

growth in telematics technology. He refer-

enced how OEMs are becoming the first 

point of contact with customers following 

an accident, because of their in-vehicle 

technology that connects them with driv-

ers in real time. This puts them ahead of 

insurers, and gives them the ability to 

advise drivers on repair location options, 

among other things.

“You better make sure your customers 

are getting aligned with the OEs. This is 

not some flavor of the month, it’s a serious 

deal,” he said. Car companies are moving 

in this direction for customer service. “It’s 

not something that’s coming. It’s here. 

They just have to build their networks.”

[NOTE: To hear Anderson’s discuss 

the trend toward Virtual Steering, go to 

abrn.com/VirtualSteering.]

Why are OEMs so interested in body 

shops? Because 60 percent of all con-

sumers who have to return their vehicle 

to a body shop for a problem will sell or 

trade their vehicle within one year. And 

63 percent of those people will change 

vehicle brands when they sell or trade-

in their vehicle. The carmakers definitely 

have a vested interest in the repair pro-

cess and happy customers, he said.

To that end, Anderson discussed CSI 

and the value of having distributor partners 

that help shops stay focused on strong 

CSI scores. “Being kept informed is the 

single most important thing to a consumer 

today,” he said, noting that 63 percent of 

consumers prefer txt message updates, 

and distributors should advise their shop 

customers to do that on a regular basis.
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relationships,” said Doug Mattscheck, 

president and CEO of Quest Specialty 

Chemicals.

“The acquisition strengthens 

Valspar’s value proposition in automo-

tive refinish,” said Gary Hendrickson, 

Valspar Chairman and CEO. “Our 

customers will benefit from expanded 

distribution of a portfolio of preferred 

brands they know and trust, a broader 

range of high-performance products 

and a stronger service network. We are 

pleased to welcome the Quest team to 

the Valspar family.”

Quest previously announced that it 

was actively seeking new ownership 

with the blessings of its equity part-

ners, Audax Private Equity and Moelis 

Capital Partners. Quest retains owner-

ship of the Quest Construction Products 

business, which makes and sells roofing 

systems, reflective coatings for build-

ings and pavement coatings.

NABR StudieS  

pAymeNtS foR NoN-

iNcluded woRk  
National AutoBody Research (NABR) 

published its initial results from its 

recent nationwide launch of the VRS 

Procedures & Practices Survey. 

Read the full report entitled, “Get 

Paid For The Work You Do” online at 

ABRN.com/NABRstudy. Introduced in 

April, the research measures how often 

shops got paid for several non-included 

procedures and how well insurers paid 

for those. “For some time, we’ve heard 

stories from shops about performing 

work but not getting paid,” said Sam 

Valenzuela, president of NABR. “This 

research helps put real data and docu-

mentation around those stories, which 

we find to be largely true.” 

“Soon, with this data and docu-

mentation built into the Variable Rate 

System, the VRS will help pull back 

the curtain on what is really happen-

ing in the industry — how shops bill 

for procedures and which insurers pay 

for what. It will help level the playing 

field for all shops across the country, 

enabling them to get paid for the work 

they do.”

Among other findings, the research 

revealed several opportunities for 

improvement for both shops and 

insurers. For shops, opportunities for 

improvement include fundamentally 

changing their belief system from, “I 

can’t get paid for that,” to “Yes, I can 

and will get paid for the work I do”; 

writing more of the work they perform 

on the estimate; utilizing more docu-

mentation to get paid; and the biggest 

opportunity of improved profits.

Insurers do in fact pay some shops 

for non-included procedures, yet 

they do so inconsistently, paying one 

shop for a procedure but not paying 

another shop for the same work, even 

if both shops are in the same market.  

The insurers’ major opportunity for 

improvement is in paying shops for 

work that is truly performed and pay-

ing shops more consistently.

non-included work>> continued from page 8

valspar Buys Quest’s auto 

coatings divisions
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41024 EURO JET SATIN (QUART)
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BY BRAD MEWES | ABRN BLOGGER

T 
here has never been a greater need to 

develop a business strategy to deter-

mine the best path forward in the colli-

sion repair industry. The entrance of Wall Street 

money in the industry is causing rapid structural 

change. No longer is the collision industry just 

about f xing cars and minding your KPIs. The in-

dustry is maturing. As a result, business models 

are changing, too.

Think back a few years and a popular op-

erational model in the collision industry was to 

build a big box, a huge box, a 100,000-sq.-ft. box 

and f ll it up with the newest and shiniest equip-

ment you could f nd. If you build it they will come 

was the thought behind such models.

That model is no longer in vogue. Now the pre-

dominant operational model is to go lean. Reduce 

overhead. Drive eff ciencies. Reduce cycle times. 

Smaller is better, less waste, constant produc-

tion. Triage is critical to convert large jobs to 

small jobs.

The reason I bring this up 

is to illustrate that operational 

models shift over time. And if 

you are not careful, it is easy to 

get swept in the latest fad and 

f nd you and your management 

team bouncing from good idea 

to good idea.

That is why I always prefer to take a more 

global data-driven approach. There is no one right 

strategy. Understanding where you want to take 

your business depends on a myriad of factors 

that are unique to every business and every busi-

ness owner. But understanding the big trends 

and overarching options available to you allows 

a business owner to take advantage of trends 

6,000 — 
the number of 
attendees at 
Automechanika 
Chicago from 
April 24-26 at 
McCormick Place 
West.

Know your strategy
The collision repair market of today demands that you develop 
a business strategy to determine the path of your shop

BECOME A BLOGGER

abrn.com/JoinCommunity

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

Get the most out of your MIG

welder with the right set up

by richard perry

MIG welders are versatile and 
easy to use. With a little bit of 
practice, they can also be easy 
to set up. Your MIG welder’s user 
manual may contain recommen-
dations for power settings and 
wire feed speed, but there are 
also a few universal setup guide-
lines to follow to ensure you end 
up with clean, strong welds. 

The Basics

Before you set up a MIG welder, 
it is important that you have a 
basic understanding about how 
one works. Metal Inert Gas (MIG) 
welding, also known as Gas Met-
al Arc Welding (GMAW), uses 
an electric arc and an inert gas to 
melt the metal being worked on. 
This molten metal combines with 

metal fed from the welding gun to 
form a weld “bead.” As the bead 
cools, it solidifi es, forming a new 
section of fused metal.

Setting Up a MIG Welder

On a traditional MIG welder, 
there are three primary settings 
that you will have to adjust for 
each welding session: voltage, 
wire feed speed and gas fl ow 
rate. Even if you have a user 
manual or chart to guide you, it 
can help to take some time work-
ing with a scrap piece of metal to 
precisely dial in these settings.

Voltage is the primary setting that 
determines how much heat is 
applied to the metal. Insuffi cient 
voltage will produce a weak weld, 
but too much voltage can burn 
completely through the metal be-
ing worked on.

The wire feed speed setting con-
trols how fast the wire is fed into 
the weld joint. This determines 
not only the amount of fi ll material 
left in the joint, but also amper-
age, since increasing the feed 
speed means more electrical 
current can be transferred into 
the metal being welded.

A gas fl ow rate of 15 cubic feet 
per minute should be suffi cient 
for most shops, but you may 
have to increase this setting if 
you are working in a drafty area. 
The gas shields the weld, en-
abling it to form in a clean, con-
sistent manner.

Common Bead Issues

As you try different settings us-
ing your scrap piece of metal, 
pay close attention to the quality 
of the bead you are producing. A 
good weld will fully penetrate the 

base ma-
terial with-
out burning 
through it, have a fl at 
bead profi le, and ad-
equately cover the joint. If you 
experience any of the following 
issues, adjust your MIG welder 
settings accordingly:

Metal splatter

Solution: increase voltage and/or 
gas fl ow rate

Burn-through

Solution: decrease wire feed 
speed and/or voltage

Excessively wide bead

Solution: decrease wire feed 
speed or accelerate gun travel 
time along the weld

Continue at ABRN.com/Welder
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● Takata reaches agreement with 
NHTSA to expand recalls

Takata has agreed to a national recall of 
certain types of driver and passenger side air 
bag infl ators.
AftermarketBusiness.com/Takata 

● EV charging stations poised to 
offer added revenue options

The aftermarket starts plugging into the pros-
pect of repairing electric vehicles.
AftermarketBusiness.com/EV

● MEMA China Center opens in 
Shanghai 

MEMA announced that its China Center is offi -
cially open in Shanghai, China.
AftermarketBusiness.com/MEMA

JULY 21-22
● Collision Industry Conference

Detroit, Mich.

JULY 23-25 
● NACE | CARS

Detroit, Mich.  

SEPTEMBER 9-11
● Auto Care Association 2015 Fall 

Leadership Days
Austin, Texas

SEPTEMBER 20-23
● Fix Auto Annual National 

Conference
Ojai, Calif.

● Find what drives your employees 
As an owner, you need to fi nd your employee’s 
motivation and utilize that knowledge to get 
them to produce more for both you and them. 
MotorAge.com/Employees

● Auto Care Association and 
ASE select 2015 World Class 
Technicians

Of the 840,000 automotive technicians in the 
United States, 17 outstanding individuals have 
qualifi ed for the 2015 World Class Technician. 
MotorAge.com/World

● iATN celebrates 20 years 
Twenty years ago, the fi rst emails were ex-
changed among a small group of automotive 
technicians through iATN. Today thousands use 
its forums and databases. 
MotorAge.com/iATN

SEARCHAUTOPARTS.COM  VOL .54 .07  15

the community—

join the discussion

READER FEEDBACK TO ONLINE ARTICLES

TO WATCH NOW 

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

abrn.com and enter 
[abrn.com/nextlevel]
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rather than be controlled by trends.

Understanding the larger context, wheth-

er you want to stand pat, grow or sell, allows 

you as a business owner to better position 

yourself to determine your own destiny. Un-

derstanding your own core competencies al-

lows a business owner the ability to choose 

how to best exploit a specif c strategy.

There is a lot of change currently tak-

ing place in the industry. I’m excited to 

announce that through a partnership with 

ABRN I will be hosting short video blogs 

designed to dive deeper into the topics 

we talk about here. These video blogs are 

designed to be short and easy to digest, 

but to also provide a bit more color to my 

weekly messages. Continue reading at 

ABRN.com/Strategy 

● The value of a motorsports 
sponsorship for the shop

Adam Chafe, vice president of marketing for Sherwin-
Williams Automotive Finishes, talks about the power 
that a motorsports sponsorship can have in helping to 
grow and promote your shop brand, leading to more 
money for you at the end of the day. 
[A B R N .C O M / M OTO R S P O RTS]

● Reducing paint costs 
in the MSO environment

Presenter Darrell Amberson, VP of Operations for 
LaMettry’s Collision, discusses profi tability with 
regard to paint and materials in collision shops. 
We’ll help MSOs examine process changes and 
other waste-reduction ideas that can boost the 
bottom line.
[ABRN.COM/REDUCING]
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Chris Smith, Manager and Estimator, Maaco 

Collision Repair wrote: With aluminum repairs 
becoming more and more a reality and everyone 
now gearing up to do the work, can anyone out 
there tell me about what equipment they are using 
to repair? I have been looking around at many 
different options and manufacturers of tools for the 
job and it’s a matter of choice out there. What can 
you recommend? Some people are using glue bond 
pulling methods and others are using weld pullers. 
The miracle tool looks great but it’s expensive. 
Please share with me what you are using and how 
you fi nd it works. Any information will help me make 
the right purchasing decision.
 
Paul Jenkins, motor vehicle body repairer, 
Steele Auto Group: As someone mixed up in this 
aluminum body repair business, my recommenda-
tion would be to research which manufacturer(s) 
your shop needs/wants approval from. Most are 
very specifi c as to what equipment they require and 
some don’t jive with one another. IE: Ford requires 
a different MIG welder and wire than Land Rover/

Jaguar with the same parent company. Also, just 
buying the right equipment is one thing, proper 
training on said equipment is also very important. 
Aluminum repair isn’t necessarily right for every 
shop; it’s a pick your battle type thing as far as I’m 
concerned. Balancing the cost of setup and train-
ing vs. potential profi t are key things to investigate 
before delving into this new realm. 

Craig Totten, director of training and techni-
cal support, Global Jig North America: For 
aluminum dent repair, make sure that the equip-
ment you buy is equipped with what you need to 
truly fi x damaged aluminum panels. A lot of what 
is out there has stuff in the kit that is unneces-
sary or mismatched for the tasks while leaving out 
some very necessary things. If you want to repair 
more than just very small dents make sure that the 
system you get has long leveling bars with feet 
and tooling that will allow you to put and hold even 
pressure over large areas while you stress relieve. 
And if it has a heat gun, it must be high temp, high 
quality not some of the small worthless ones I see 
in some kits. 
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BY MIKE LEVASSEUR | columnist
mikel@keenanautobody.com

THE SHOP OWNER 

Mike LeVasseur is president and COO of Keenan Auto Body, which has 12 shops. It was recently acquired by ABRA Auto Body.

In-house training success
Second intern to graduate confirms that the industry can ‘grow’ its own talent 

A
year ago, I wrote about our initial progress 

with what we call the Collision Repair 

Opportunity Program (CROP), a response 

to the industry’s shortage of collision repair techni-

cians (Growing our own talent, August 2014). We’ve 

had some continued success with it this year, so I’ll 

offer an update.

CROP grew out of a stra-

tegic planning session we had 

in 2012, when cultivating tal-

ent was among the issues we 

discussed. Once we created a 

basic framework for CROP, Max 

Sorensen, who manages one of 

our locations, took the lead and 

laid the groundwork for the proj-

ect, working with our marketing 

director Craig Comacho to get 

the word out to the schools in 

our area.

“It all starts at the local high 

schools,” Sorensen says. “We 

present CROP to the students enrolled in the collision repair programs, as an alterna-

tive to tuition-based secondary education centers.”  

Graduating high school seniors apply for the internships through our website. We 

then select interns through a basic aptitude test and a three-interview screening 

process. Our employee who will be serving as that student’s mentor participates in the 

third interview to help us ensure the two will be a good fit. 

The chosen students begin a nine-month internship working with the mentor in 

either our body or paint department. We provide them with a starter set of tools as 

well as a workbook that spells out the curriculum.

At the end of the first three-month “term,” the intern must complete both a written 

and a hands-on test. Upon successful completion, they can move on to the remaining 

two three-month terms of the internship.

Oscar Cantone Corona completed the program in 2014 as a paint tech. Oscar is now 

working in our paint department, has zero student debt, and kept the tools (valued at 

about $1,500) that we provided at the start of the program.

This past spring we graduated a body technician through the program. Sergio 

Cerrato works with our A-level technician John Scully as his mentor. It was really 

satisfying to have Sergio’s proud parents here when we presented him his plaque for 

successfully completing the program. And we have another student in the pipeline who 

is on track to graduate this year.

I can’t say there haven’t been some hiccups along the way. We had one student who 

five weeks into the program decided body work was not the career for him. Although 

not an ideal outcome, we felt good that he gained some work experience and was able 

to move on to another profession before he invested years and thousands of dollars 

pursuing collision repair training.

We keep learning as we go, and know that every student who makes it through the 

program is one fewer technician that we have to find and recruit through other means.

One of the critical aspects of the program’s success is having very qualified, moti-

vated mentors. They need to be not only quality technicians, but also able to continu-

ally convey to the intern what they are doing and why. They need to understand the 

program isn’t just about “free help,” but overall it won’t unduly hinder their productivity. 

The time the mentor spends helping the intern learn is generally offset over time by the 

boost to the mentor’s production provided by the intern.

There are other benefits, the mentors say, in the form of satisfaction of helping 

another person learn the profession, and of building a legacy, passing along the skills 

they’ve developed.

We’ve all complained about the challenges of finding new employees in this indus-

try. It’s time all of us do more than talk and actually develop programs to grow more 

of the talent we need. CROP is serving that purpose for us. 

ÒEVERY STUDENT 

WHO MAKES IT 

THROUGH THE 

PROGRAM IS ONE 

FEWER TECHNICIAN 

THAT WE HAVE TO 

FIND AND RECRUIT 

THROUGH OTHER 

MEANS.Ó

If there's a topic you'd 

like me to address,  

I'd love to hear from you.
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You’ve built more than a business — you’ve built a name. Protect it with a full line of Chief 

collision repair equipment that now includes our all-new rivet gun and fume extractor.

RIVET GUN

FUME 

EXTRACTOR

Check out our new additions at

chiefautomotive.com/OnOurLines/abrn
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NHTSA, OEMS 
QUESTIONED ON 
CYBERSECURITY
Congressional committee 
requests information. 
/autosecurity

AUTOMOTIVE LIFT 
INSTITUTE DEBUTS NEW 
WEBSITE
New site is live at 
www.autolift.org.  
/alisite

PARTSTRADER 
LAUNCHES TECHNOLOGY 
PARTNER PROGRAM
Effort to help improve 
system integration.
/ptpartner

THE  
entire automotive ecosystem  — 

manufacturers, drivers, repair-

ers, aftermarket suppliers, insur-

ers and policyholders, the claims supply 

chain and technology and information 

providers  — is in the midst of signif cant 

disruption, and the pace of change will 

only accelerate. This disruption is the 

result of the convergence of upstream 

upheaval including:  

•  “new consumer” behavior and 

expectations

•  technology evolution

•  the digital data gold rush and the 

adoption of advanced analytics

•  globalization integration, collabora-

tion and supply chain consolidation

•  collision repair industry consolidation 

Over the last 30 years, the repair 

and aftermarket segments were part 

of a steady evolution. During this pro-

gression, the physical damage industry 

adapted to a myriad of business innova-

tions. Some resisted, while others em-

braced them as opportunities.

The 2007/2008 U.S. recession im-

pacted our entire economy and became 

the foundation for today’s auto physical 

damage industry transformation. It trig-

gered unprecedented change within the 

U.S. and Canadian repair and aftermar-

ket segments. This changing landscape 

became part of four distinct, yet con-

nected, marketplace phases: contrac-

tion, consolidation, convergence and 

constructive transformation. 

These phases are impacted by forces, 

which have both disruptive and trans-

formational inf uences on today’s stake-

holders. Some of the more inf uential 

factors include:

• private equity investment

•  accident avoidance technology

• predictive analytics

•  telematics-integrated cla ims 

process models

MINDING YOUR BUSINESS

WHAT TO EXPECT AND HOW TO SURVIVE AND WIN 

BY STEPHEN APPLEBAUM AND VINCENT ROMANS | CONTRIBUTING EDITORS

DISRUPTION IN THE
AUTOMOTIVE SYSTEM

Get the full “Disruption in the 
Automotive Ecosystem” white paper at 

ABRN.com/Disruption
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Ranger 
R980XR

Ranger 
DST2420

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

Ranger R30XLT

BendPak SP-7X

LS580V-601

BendPak XPR-10A

BendPak MD-6XP

Ranger DST64T

Ranger R980AT BendPak HDS-14

Ranger R745
Swing-Arm 
Tire Changer

50” Swing-Arm & 
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•  insurer MSO strategic performance-

based DRP contracts

•  OEM inþ uence in the repair process 

• repair segmentation

• national technician shortage

•  complex vehicle technology and pro-

liferation of advanced materials

•  increased complexity in insurer DRP 

participation requirements 

In this dynamic environment, we 

believe that the ultimate leaders and 

winners in 2015 and beyond will be 

those companies that most success-

fully develop compelling personal mo-

bility solutions; leverage data and an-

alytics; plan and execute globally; and 

collaborate as effectively as possible. 

The new consumer, mobility 
and the internet of things
Today’s consumer has created new chal-

lenges and opportunities for the auto-

motive ecosystem, in particular for in-

surers. This new consumer, epitomized 

by Millennials, has embraced mobile 

technologies and social media, chang-

ing how insurance is branded, market-

ed and sold. Moving forward, this same 

mobility will enable insurers to design 

new types of insurance products and 

manage risks much more effectively.

The most disruptive group of mobil-

ity technologies is the rapidly emerging 

“Internet of Things,” mostly controlled 

by industry outsiders, and its potential 

impact on insurance, as well as on the 

rest of the auto ecosystem. 

A related concern is the potential 

for these “outsiders” to leverage this 

information to enter the business and 

become competitors. Recent acquisi-

tions include Monsanto’s acquisition of 

crop insurance and data company Cli-

mate Corp. (which was started by for-

mer Google executives), and Google’s 

acquisitions of the connected home de-

vices and security company Nest. Ve-

rizon acquired Hughes Telematics in 

2012. The data generated by all of these 

businesses can be combined with ad-

vanced analytics to manage individual 

and property risks. The ability to suc-

cessfully acquire, control and effectively 

translate and utilize all of this data as 

actionable information will determine 

the insurance industry’s winners and 

losers of the future.

Impact of OEM globalization
Automotive industry globalization is 

one of the more signif cant factors im-

pacting the auto 

physical damage 

landscape. General 

Motors is planning 

to reduce in 10 years 

its current 26 glob-

al production plat-

forms to just 4 by 

2025. This global-

ization of cars and 

its many OEM impli-

cations will contin-

ue to drive signif cant change through-

out the entire insurance supply chain.

One of the key drivers of this manu-

facturing transformation is the Nation-

al Highway Trafý c Safety Administra-

tion’s CAFE standards, which require 

fuel consumption to drastically improve 

from today’s 30.2 miles per gallon to 

54.5 miles per gallon by 2025. 

As the OEMs drive to innovate glob-

ally, there will be intended and unintend-

ed outcomes involving the use of many 

new materials, engine downsizing, al-

ternative powertrains, advanced inte-

grated electronics, telematics and new 

repair technologies and processes, and 

producing light weight vehicles. These 

innovations will be seen as a disrup-

tion by some, while embraced by others. 

Other ecosystem and supply 
chain industry consolidation
Another global perspective to consid-

er is increasing international trade and 

investment by private equity and stra-

tegic buyers. 

The following is a partial list of some 

of the more relevant recent M&A activi-

ty by U.S. and international companies:

•  QBE Insurance, Australia, acquires 

Balboa Insurance, US

•  Travelers Insurance, US, acquires 

Dominion Insurance, Canada

•  Desjardins Insurance, Canada, ac-

quires State Farm Canada, US

•  Boyd Group, Canada, acquirers Ger-

ber Collision and Glass, US

•  OMERS, Canada, acquires Caliber 

Collision Centers, US

•  UniSelect, Canada, acquires Finish-

Master, US

•  Solera, US, acquires CAP Automo-

tive, UK

•  Belron, South Africa, acquires Safe-

lite Glass, US

•  LKQ, US, acquires Euro Parts, UK

•  UBM Plc, UK, acquires Advanstar-

Motor Age and ABRN, US

•  The Carlyle Group (owners of Axal-

ta and investors in Service King) ac-

quire Nationwide Accident Repair 

Services of the United Kingdom

These acquisitions ref lect the 

growing trend of an increasingly 

integrated global insurance and 

automotive economy resulting in an 

2012Multiple 

Locations 

Platform 

Acquired 

Transactions 

2012-2014

2013 2014

17 Companies

10 States

128 Locations

$ 2.35M
Location

$ 300M
Revenue Acquired

$ 265M
Revenue Acquired

$ 964B
Revenue Acquired

17 Companies

9 States

113 Locations

$ 2.35M 
Location

32 Companies

25 States

291 Locations

$ 3.31M 
Location

Multiple Locations Platform Acquired Transactions 2012-2014

Source: The Romans Group LLC

MSO Consolidator Year Private Equity

ABRA

2006

2011

2014

Prudential

Palladium

Hellman & Friedman

Caliber
2008

2013

ONCAP

OMERS

Service King
2012

2014

Carlyle

Blackstone

Kadels 2006 KCB Management

Joe Hudson 2014 Carousel

Source: The Romans Group LLC
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extension of business and market 

international strategies, introduction 

of new, innovative and disruptive 

technologies and processes, and brand 

expansion while also managing resource 

and risk diversif cation.

The digital data gold rush
We have entered a “digital Gold Rush.” 

This has huge implications for the in-

surance industry. Digitization is already 

forcing supplier consolidation and com-

pressing customer service response 

times to near real time. This will im-

pact claims technology, as well as in-

formation and services provider seg-

ments, which have historically been 

highly fragmented and privately owned 

and operated. National consolidation, 

volume aggregation and sizable tech-

nology investments led by professional 

management teams offer signif cant me-

dium-term rewards to the participants.

The most potentially disruptive group 

of digital technologies is the “Internet 

of Things” or “M2M” (machine-to-ma-

chine) technology. Of related concern 

is the potential for non-traditional com-

petitors to leverage M2M data and enter 

their business. An example is Google’s 

acquisition of the connected home de-

vices and security company Nest Labs. 

The data acquired in all of these busi-

nesses will be combined with advanced 

analytics to accurately establish and 

manage individual and property risks. 

These forces are driving M&A activi-

ty to unprecedented levels in the claims 

technology ecosystem, attracting pri-

vate equity and strategic investors, and 

providing exit opportunities and alter-

natives for participants, all while creat-

ing new capabilities for insurers, agents, 

brokers and consumers.

Private equity and collision 
repair industry consolidation
The f rst two phases of the current col-

lision repair industry structural trans-

formation — contraction and consolida-

tion — are part of a four-phase model 

that also includes convergence and con-

structive transformation. The f rst two 

phases began after the start of the re-

cession in December 2007. Simultane-

ously, private equity groups turned their 

attention to the collision repair industry. 

Private equity ý rms were on the hunt 

for alternative investments that could 

yield comparative or better returns than 

those currently available. The current pri-

vate equity investor groups competing 

in the consolidation of the auto repair in-

dustry are identiý ed in the chart, Private 

Equity Investors in U.S. MSOs (page 24).

There are a number of factors impact-

ing the continued attractiveness of in-

vesting in the collision repair industry. 

•  the collision repair industry’s struc-

tural transformation is still early to 

mid-stage 

•  aggressive MSO consolidator and 

private equity competition

•  debt ý nancing is inexpensive and 

available

•  collision repair management teams 

realize the beneý t of partnering with 

investors in order to more quickly 

grow and develop market share

•  $32 billion addressable collision re-

pair industry size 

•  performance-based insurance DRP 

contract requirements

PAINT STORE IN A PARTS STORE
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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-proft parts certifcation 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 ft, perform and last the 

same as the originals.

Only those that pass our 

tests earn the right to be 

called CAPA Certifed  

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 ft correctly—

will never be CAPA Certifed. You’d be 

wise to steer clear of them.

So remind your customer’s claims  

adjuster to specify only CAPA  

Certifed 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 Certifed.

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?

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

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

• demonstrated economies of scale

•  replicable acquisition and integra-

tion models

•  insurance industry strategy aligned 

with MSO consolidator strategy

As consolidation continues, four MSO 

consolidators, ABRA, Boyd/Gerber, Cal-

iber and Service King, stand out as the 

primary buyers vying for regional pres-

ence. More nascent strategies focus on 

market density and coverage through 

acquisition of individual shops, con-

structing greený elds and browný elds, 

and utilizing franchise models in small-

er tier markets. 

The chart, Multiple Locations Plat-

form Transactions 2012-2014 (page 21) 

ref ects these four consolidator’s mul-

tiple-location platform transactions.

The growth of MSO consolidators 

associated with these transactions have 

had private equity backing. How long 

private equity continues its aggres-

sive funding of MSO consolidators is 

uncertain.

The chart on the top of page 21 re-

þ ects selected private equity and pen-

sion fund ownership periods for the top 

four MSO consolidators.

Supply chain consolidation in 
the auto 
insurance 
ecosystem
Forces are also driv-

ing M&A activity 

in the North Amer-

ican property and 

casualty insurance 

claims and technol-

ogy “ecosystem” to 

historically high lev-

els, including claims 

supply chain consolidation; rising use 

of big data and analytics solutions; an 

inþ ux of private equity capital; and ex-

pectations of a steadily improving econ-

omy with low interest rates.

We expect these forces to amplify 

competition among strategic players 

and private equity participants. The 

implications for smaller, less capital-

ized, regional or technology-challenged 

competitors are meaningful.

Claims supply chain 
consolidation
The area in which we expect the great-

est potential for increased activity in 

2015 and beyond is within the claims 

supply chain. The property and casual-

ty insurance claims ecosystem is com-

prised of thousands of small local and 

independent f rms as well as larger re-

gional, national and global vendors and 

business partners who provide critical 

products and services to the claims op-

erations of the property and casualty 

insurance industry.

One of the subsectors most 

impacted is the highly-fragmented 

GO TO INNOVATIVETOOLS.COM TO FIND A DISTRIBUTOR 

AND SEE HOW WE CAN MAKE YOUR SHOP MORE EFFICIENT 1.866.438.4884

<  INNOVATIVE 

SUPERSTAND™ 

Part # SS-II

>  INNOVATIVE 

DOOR-JACK 

Part # I-DJ   INNOVATIVE 

TRUCK BED DOLLY 

Part # I-TBD

<  INNOVATIVE 

MOBILE MASKER 

Part # I-MM

<  INNOVATIVE 

ULTRARACK™ 

Part # URPS

>  INNOVATIVE 

BODYMAN CART 

Part # I-MCBM

>  INNOVATIVE 

PARTS CART B 

Part # SSPC-B

HAS WHAT YOU NEED TO MAKE 

YOUR SHOP MORE EFFICIENT

Private Equity Investors in U.S. MSOs

MSO Equity Source

ABRA Hellman & Friedman

Caliber Omers

CARSTAR Champlain Capital

Kadels KCB Management

Driven Brands/Maaco Roark Capital

Service King Blackstone & Carlyle Group

Joe Hudson Carousel

Source: The Romans Group LLC
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BETTER together.
What’s one without the other?

The applications in CCC ONE work together seamlessly -  

from writing estimates to managing your shop, our platform 
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Contact your CCC Representative to learn how CCC ONE can better your world.
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and inefý cient collision repair and parts business. Many 

of these are local, privately-owned businesses with limited 

technology capabilities and management talent. National 

consolidation can lead to expense rationalization, upgraded 

information technology systems, improved management 

and the ability to better respond to customer pressure and 

improved pricing. 

One of the other important trends is the development of 

an electronic parts procurement and e-commerce solution 

for the large $15 billion and still highly fragmented and in-

eff cient parts supply chain. 

For smaller providers in the claims supply chain, now 

may be the time to consider combining with larger, bet-

ter-capitalized players. Going it alone will be increasing-

ly risky as larger, national players will garner more market 

share by offering better pricing, technology solutions and 

geographic coverage. 

Information provider expansion, consolidation
North American insurance industry auto and property claims 

operations, including their auto collision repair and proper-

ty partners, primarily utilize the products and services of 

three claims information providers — CCC Information Ser-

vices, Mitchel International and Solera.

Over the next 12 months, we expect these information 

providers to expand in several directions through internal 

product development supplemented by strategic acquisi-

tions. This expansion will likely include deeper integration 

with claims management systems; introduction of new tools 

and services utilizing advanced analytics; deeper integra-

tion with third-party companies; and further development of 

workers’ compensation management services and solutions.

Predictions for 2015 and beyond
• Contraction, consolidation and convergence, com-

bined with the intensity of change throughout simultane-

ous events will continue to drive the ongoing constructive 

transformation within the entire automotive ecosystem.  

• Property and casualty insurance carriers will develop 

new forms of highly-customized and contextual insurance 

coverage tied to policyholders’ real-time needs

• Insurance carrier supply chain partners will increas-

ingly assume claims servicing responsibilities and associat-

ed risks in exchange for guaranteed transaction volume

• Direct repair assignments through customer choice 

among the top 10 insurers continues to grow and many now 

have an assignment conversion rate over 50 percent to their 

DRP providers

• Analytics will change every aspect of insurance in-

cluding marketing, distribution, underwriting, pricing, claims 

and billing

• Supply chain consolidation in the insurance ecosys-

tem will accelerate in 2015 as existing players move to pro-

tect and grow their market shares. New, well-capitalized and 

more consumer-savvy players will enter the market with an 

array of powerful digital assets. Investors will continue to 

gravitate to the space.

• MSO consolidators will continue their platform acqui-

sition growth and development strategies in existing major 

and smaller markets.

• The traditional insurer-repairer business model, which 
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ALWAYS SPECIFY GENUINE KIA PARTS FOR THE HIGHEST LEVEL OF FIT, FINISH & QUALITY.

Kia vehicles are at the forefront of today’s automotive design. Unique details in our Kia vehicles 
demand precise engineering and fit. Kia customers deserve Genuine Kia collision replacement parts 
to keep them satisfied for years to come. Our brand’s popularity continues to grow meaning more 

Kia customers for your shop.

Contact your local Kia dealer today for assistance and delivery of your parts.
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is focused on an estimate exchange pro-

cess, is likely to be transformed within 

three years and supplanted by a pro-

cess driven by mobile technologies and 

predictive analytics. This will eventu-

ally eliminate the need for repairer-car-

rier estimate exchanges for an increas-

ingly higher percentage of claims.

Conclusions

The ultimate leaders and winners in 

2015 and beyond will be those that most 

successfully execute on the new reali-

ties identif ed in this report. They will 

also leverage a strategic alliance eco-

system as part of a collaborative brain 

trust where all are committed to co-cre-

ate and change their organizations and 

their uncertain environments to their 

mutual beneý t. Companies must also 

focus on the development of personal 

mobility solutions for the new consumer.

The auto parts supply chain, until 

now characterized by numerous compet-

ing parts search and procurement plat-

forms, will ý nally begin to consolidate 

to just a few well capitalized, highly ex-

perienced and strategically-positioned 

information and software providers. 

The ability to acquire and leverage 

these new streams of data into action-

able information and insights will de-

termine the insurance industry’s dig-

ital gold rush winners and losers of 

the future.

The area in which we expect the 

greatest potential for increased disrup-

tion in 2015 and beyond is within the 

claims supply chain. For smaller pro-

viders in the supply chain, now may be 

the time to consider combining with a 

larger, better-capitalized player, espe-

cially given the trend towards vendor 

management by insurance companies. 

Many of the trends associated with 

the beginning of a slow, long-term, down-

ward slope of future accident frequen-

cy, such as the proliferation of accident 

avoidance technology, urbanization, car 

sharing, Uber, connected vehicles and 

telematics, are already cooked into the 

expanding equation and future insur-

ance and repair model ref ecting reduced 

accidents and fewer repairable vehicles 

with new and hybrid insurance coverage 

offered by fewer surviving insurers.
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WE HAVE 
all heard the follow-

ing buzzword phras-

es: cause marketing, 

corporate social responsibility and 

good corporate citizenship. Def nitions 

are blurry, and the terminology is used 

interchangeably. Many MBA programs 

offer specif c courses on these topics 

and marketing experts dissect the dif-

ferences as they offer specif c strate-

gies for each. 

Whichever terminology you choose, 

at the core is one simple, basic prin-

ciple: giving back makes good busi-

ness sense.

This is backed by compelling re-

search statistics. A recent Nielsen 

study showed that:

• 81 percent of consumers are likely to 

switch brands to one with a good cause, 

given comparable price and quality

• 55 percent are willing to pay more 

for products and services from compa-

nies that are committed to positive so-

cial impact.

• 62 percent prefer to work for com-

panies that give back to the community.

Most businesses today already 

know they need to give back. But what 

does that really mean? Many will want 

to measure the benef ts in terms of re-

turn on investment. Did my business 

grow? Did I get more leads? 

Giving back is not always about 

making money. Nor is it about how 

much money your company is able to 

give. Small independent collision re-

pair businesses do not have thousands 

of dollars in their budgets to donate, 

and larger MSOs cannot support all the 

charities that are constantly knocking 

at their doors.

The most important outcome from 

giving back – whether it is time, tal-

ent or f nancial — is the goodwill that 

comes when you connect with your 

employees, your community and with 

your peers in the industry. And it is 

this goodwill that organically builds 

your brand, enhances customer loy-

alty and differentiates you from your 

competitors.

Connect with your employees
“The act of giving back evokes emo-

tion and fosters an authentic connec-

tion,” wrote a blogger for Entrepre-

neur magazine. 

Anyone who has participated in any 

of the National Auto Body Council’s 

(NABC) Recycled RidesTM giftings 

immediately understands this. You 

can see it on the misty-eyed faces of 

REAP THE BENEFITS OF GIVING BACK IN THE COLLISION INDUSTRY

BY KIM KIMBRIEL | CONTRIBUTING EDITOR

MINDING YOUR BUSINESS

GIVE A LITTLE, 
GET A LOT
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Some painters call it a miracle 

worker. Some accountants call  

it a windfall. We call it compliance 

without complication. That’s 

why, from small independent 

shops to large MSOs, painters 

across the nation are converting 

from waterborne to Matrix MPB-LV Premium Low 

VOC Basecoat – the solution that delivers expert 

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
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normally stoic technicians as they 

watch an overjoyed, grateful single 

mother in the driver’s seat of the car 

they restored on their own time. It’s 

in the pride as employees watch the 

local evening news with their family 

and see their company highlighted 

on television or read about it in their 

hometown newspaper. 

“It’s a special opportunity for us to 

give back in our community. It reiter-

ates what kind of company we work for, 

what they are really about and what 

we stand for,” said Ryan Elliott, tech-

nician at Faulkner BMW in Lancaster, 

Penn., after a recent Recycled Rides 

presentation.

Strengthening teamwork through 

community service helps instill compa-

ny loyalty and respect for owners and 

the leadership team. There are limit-

less opportunities to choose from lo-

cally, nationally or even globally. 

The leadership at ACD, a tech-

nology and claims services compa-

ny, fosters a culture of service by en-

couraging and supporting individual 

employee causes as often and gener-

ously as possible. An internal commu-

nication platform allows employees to 

share and participate in each other’s 

causes, which enhances camaraderie 

and shared successes. These causes 

include going into Mexico, Honduras, 

Uganda and China to help build or-

phanages, medical centers and afford-

able housing, as well as local organiza-

tions such as Ronald McDonald House 

Charities, Big Brothers and Sisters, 

Meals on Wheels, World Vision and 

Boy Scouts of America. 

The result, according to Barry Bar-

bee, ACD Director of Client Relations, 

is “our employees are highly energet-

ic and very proud to be involved in all 

our corporate charitable endeavors.”

Similarly, at Caliber Collision, em-

ployees at each of the company’s 283 

locations challenge each other to a 

friendly competition to see which cen-

ter can bring in the most donations for 

their annual nationwide food drive. 

Caliber then matches their efforts with 

a corporate donation to each local food 

bank based on the team’s results in 

that region. Pride and enthusiasm from 

last year’s food drive, which collect-

ed more than 1 million meals, has re-

sulted in Caliber employees shooting 

to double their contributions in 2015.

“Servant leadership is a Caliber 

core value and our annual food drive 

is just one example of how we address 

the needs of communities we live and 

work in,” said Greg Clark, Caliber’s se-

nior vice president of marketing. 

Volunteering also provides lead-

ership opportunities for employees, 

which leads to increased staff perfor-

mance and fulf llment and, ultimate-

ly, increased productivity. Whether it 

is collecting canned goods or dona-

tions for a charity, or walking togeth-

er as a team to raise funds for a cause, 

the effort and rewards behind organiz-

ing and executing a successful event 

builds synergy that translates into 

higher work ethic and pride.

Connect with your community
Existing and potential customers ap-

preciate companies that are involved 

and care about their local communi-

ties. No matter how great or small the 

contribution, a consistent program to 

give back goes a long way. The key is 

establishing a connection and a strong 

reputation and image as a good cor-

porate citizen. 

This is especially important in this 

industry where consumers don’t al-

ways have names of auto body repair-

ers top of mind – until they unexpect-

edly need one. And at that point, when 

presented with several choices, the 

consumer will most likely gravitate to-

wards a repairer they associate with 

a trustworthy, positive local commu-

nity presence.

This could be as simple as sup-

porting local high school sport boost-

er clubs, sponsoring the snack bar, ads 

in the yearbook, or sponsoring jerseys 

for youth sports teams. Volunteering 

and being visible at community events 

– i.e., serving food at Salvation Army 

holiday dinners or staff ng fundraising 

walks, auctions, etc., also fosters net-

working opportunities. These activi-

ties create strong team-building ex-

periences for all involved. An added 

benef t of a strong community repu-

tation is the ability to recruit the best 

local talent as your business grows.

There are so many opportunities 

to give in local communities that the 

downside is having to sort through, 

evaluate and turn down many re-

quests. The key is to f nd ways to main-

tain a consistent presence and identify 

causes that match your company cul-

ture, values and available resources.

For example, team members at GEI-

CO’s western regional headquarters 

in Tucson, Ariz., match their skill sets 

to provide valuable community ser-

vice. With their training and experi-

ence speaking with customers over 

the phone, GEICO team members vol-

unteer their time to make calls on be-

half of the local Cystic Fibrosis Foun-

dation’s annual fundraising drive. 

Keenan Auto Body, whose 12 lo-

cations throughout the Delaware and 

Philadelphia areas were recently pur-

chased by ABRA Auto Body & Glass, 

has hosted an annual golf tournament 

for the past 17 years. The tournament 

enabled the Keenan team to strength-

en relationships with its business and 

community partners while raising to 

date over $500,000 for a myriad of chil-

dren’s causes such as Big Brothers Big 

Sisters, Camp Make A Dream Founda-

tion, Delaware County Children and 

Youth Services, the Make-A-Wish Foun-

dation, Philadelphia Ronald McDonald 

House and Philadelphia Little Smiles.

CARSTAR locations in Omaha and 

Lincoln, Neb., maintains its communi-

ty ties by partnering with several lo-

cal organizations. For the sixth year, 

these shops are working with the Oma-

ha Women’s Fund to launch a commu-

nity-wide search for a deserving wom-

an who would benef t from a vehicle 

through the NABC’s Recycled Rides 

program. Another program encourag-

es auto body careers through a Career 

Exploration day, partnering with Ave-

nue Scholars Foundation which works 

with teens who are at risk of not grad-

uating high school.

The Nebraska CARSTAR locations 

also enhance community resources by 

providing local f rst responders with 

opportunities to practice life-saving ex-

trication skills through another NABC 

program – First Responder Emergen-

cy Extrication (FREETM). Since 2010, 

they have hosted over 20 FREE events 

with over 800 participating ý reý ghters. 

Connect with your 
industry and peers
This is one of the most rewarding ways 

to give back. Serving on committees, 

councils and boards can be a great 

way to help promote the collision in-

dustry and elevate the professional-

ism within. 

 Petra Schroeder of Axalta Coating 

Systems is actively involved in many 
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of the industry associations. Current-

ly she serves on the boards of NABC, 

the Collision Industry Foundation and 

Women’s Industry Network. 

 “What I continue to learn is 

how much talent there is in this 

industry,” said Schroeder, explaining 

why she is grateful that Axalta 

supports volunteering her time. “The 

general public underestimates the 

collision industry and doesn’t have 

full understanding of the technician’s 

skills sets. I would love for people 

to understand the artistry of these 

professionals.”

Schroeder says her volunteer efforts 

of course provide valuable business op-

portunities, but she also feels reward-

ed through the many lifetime relation-

ships with friends and colleagues that 

are a result of working together for the 

good of the industry. 

She strongly encourages others to 

volunteer and contribute in whatever 

ways they can.

“We all have an obligation to talk 

more about our involvement in the in-

dustry. It’s up to all of us to share our 

positive experiences and encourage 

people to serve. Join committees, vis-

it open board meetings, get a feel for 

what these industry associations do. 

You don’t have to commit to being a 

board member — just volunteer where 

you feel you can contribute and enjoy.” 

“Regardless of whether it’s through 

NABC programs or any other service 

project, our members represent a com-

munity of collision industry profession-

als who through actions and practices, 

pledge a commitment to promote the 

professionalism and integrity of our in-

dustry,” said Nick Notte of Internation-

al Paintless Dent Repair and Chair of 

the NABC. 

 Some of the industry associations 

where you might want to volunteer 

your time, talent and resources include:

• Collision Industry Foundation; 

www.collisionindustryfoundation.org/

• Collision Industry Conference; 

www.ciclink.com/ 

•Collision Repair Education Founda-

tion; collisioneducationfoundation.org/

• National Auto Body Council; 

www.NationalAutoBodyCouncil.org

• Society for Collision Repair Spe-

cialists; http://scrs.com/ 

• Women’s Industry Network; 

thewomensindustrynetwork.com/

Winning hearts and minds
While giving back through communi-

ty service is not about driving a com-

pany’s bottom line prof ts, it provides 

numerous opportunities to build brand 

name. No matter what size donation or 

level of resource commitment, any ef-

fort to touch the hearts and minds of 

all stakeholders – your staff, custom-

ers, local community and colleagues 

– will undoubtedly pay dividends. 

KIM KIMBRIEL
CONTRIBUTING 
EDITOR

Kimbriel, PR/marketing director for the National Auto 
Body Council, also owns Kimbriel Marketing Communi-
cations and manages public relations and communica-
tions for a number of collision industry companies. 

  E-mail Kim at Kim@KimbrielMarketing.com.
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ASK ROGER
Fowler how his 

shop, J&W CAR-

STAR in McMin-

nville, Ore., gets its work and he can 

quickly recite the sources. 

In addition to some insurer direct 

repair programs, the company is a re-

ferral shop for about a half dozen local 

dealers. Fowler said he is always sur-

prised by the amount of customer-pay 

work the shop also does; it accounts 

for more than 25 percent of sales. In 

addition to the shop’s longevity in the 

community – Fowler bought the busi-

ness in 1990 and became a CARSTAR 

franchise in 1992 – it builds name-rec-

ognition through advertising in the lo-

cal newspaper, on a local AM radio sta-

tion and on cable television.

“I always joke that we get 80 per-

cent of our work off 20 percent of our 

advertising,” Fowler said with a smile. 

“We just don’t know which 20 percent 

it is, so we do all of it.”

Fowler is hardly alone among shop 

owners who can’t always pinpoint the 

exact mix of marketing and advertis-

ing that is propelling their business-

es forward. But Fowler and other sea-

soned shop owners say there’s also no 

one right marketing recipe for every 

shop; it’s a matter of trying things to 

see what works for your business and 

your market.

Here’s a look at several of the mar-

keting ideas that have worked for some 

shops around the country, ideas that 

might f t successfully in your shop’s 

marketing mix.

Have more to offer customers

Joe Wheeler said having more than one 

thing to market has helped Wheeler’s 

Collision & Paint in Kelso, Wash., stay 

busy. In addition to standard passenger 

MINDING YOUR BUSINESS

FIND THE RIGHT MIX OF 
ADVERTISING AND MARKETING 
THAT KEEPS CARS 
COMING TO YOUR DOOR  

BY JOHN YOSWICK  |  CONTRIBUTING EDITOR
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vehicle collision repair work, Wheeler’s 10 employees offer 

complete mechanical work as well as repair of RVs and 

heavy-duty trucks.

Mechanical work, in particular, Wheeler said, allows the 

shop to offer customers more services – and at labor rates 

not controlled by insurance companies.

Its aff liation as a NAPA AutoCare Center for both me-

chanical and collision since 2005 is also part of the shop’s 

marketing.

“It gives people an additional assurance through the war-

ranty,” Wheeler said. “We offer a great warranty ourselves, 

but that’s also backed by the nationwide NAPA warranty.”

The shop participates in no insurance direct repair pro-

grams, but relies heavily on its long-standing reputation in 

the community, a good website, and referrals from f eet man-

agers, RV dealers, and mechanical shops that don’t do col-

lision work. Wheeler does some radio advertising, but also 

has good success with ads on shopping carts in several lo-

cal grocery stores.

“Those are excellent for advertisements,” he said. “It’s 

like a billboard every time they shop.”

Go whole hog
Wicklund’s CARSTAR in Liberty, Mo., has an annual “Go 

Whole Hog for CARSTAR” event every year, putting on an 

evening hog roast. An “after-hours” session for the Lib-

erty Area Chamber of Commerce, the event attracts hun-

dreds of people to the shop each year for BBQ, live music 

and prize give-aways.

While it’s good marketing for the shop, “We also just 

want to say thank you to Liberty for supporting us for over 

40 years,” shop owner Bill Wicklund said of the event.

Overcome less-than-ideal location
Owner Steven Jensen said he too is active in his local cham-

ber of commerce as part of his marketing for his shop, Bet-

ter Body & Paint in Eugene, Ore. He’s hosted as many as 200 

people at the shop for chamber events that includes an op-

portunity for attendees to watch through the paint booth’s 

windows as a vehicle is being sprayed.

Jensen said his son Keegan’s management of day-to-day 

operations at the shop allows him to focus on marketing. He 

has custom boxes printed to deliver locally-made muff ns 

to insurance agents and other referral sources. Nearly 70 

agents participate in the annual golf tournament the shop 

hosts. And the shop actively assists a number of local char-

ities, including offering to make a donation to the custom-

er’s choice of charity after a repair job or referral.

“Any business person who has any amount of success 

owes it to the community to give back,” Jensen said. “The 

charities get the money they need to do good things, and we 

get some advertising. Any time you can win-win like that, 

I think it’s really a cool deal.”

The shop also overcomes it’s less-than-ideal location a 

little north of the city by offering free mobile estimating and 

free pick up and delivery.

Switch to f eet, government work
Vicky Haye-Roberts said that as the second-generation own-

er of Southland Auto Body near San Diego, she decided to 

shift the company focus away from insurance work and to-

ward f eet and government accounts.

 “That’s the best thing I did,” she said. “We had been a 

direct repair shop for one insurer, and they had us doing so 

much of their paperwork that I didn’t have time to get out 

and market my own business. I felt like I was an employee 

of the insurance company.”

The shop still has a loyal following among individual cus-

tomers as evidenced by its online reviews. 

“There are people who will tell their insurance compa-

ny, when they try to steer them somewhere else, ‘No, we’re 

taking it to Southland,’” she said.

But many of the vehicles in the shop on any given day are 

owned by a major national rental car f rm, or are city, coun-

ty, federal or military vehicles. Haye-Roberts said there’s re-

ally no downside to that type of work.

“You may be asked to reduce your labor rates, but these 

days who doesn’t ask you to give them a deal or lower your 

rate,” she said. “You make it up in volume. You’re working 

with fewer people, you don’t have the insurance industry 

telling you that you have to do this or you have to do that.”

Attract the right mix of work
Southland isn’t the only San Diego shop to shift its marketing 

to attract a different mix of work. Throughout his 40-year 

career in the body shop industry, Rocky Frost said he’s  

overseen a variety of businesses, from a start-up shop to 

a large established business with lots of employees and 
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insurance direct repair work, to one 

focusing as much on custom and 

restoration work as collision repair.

All of those businesses have been 

Custom Auto Body, the shop he and 

his wife Carolyn have owned and op-

erated in San Diego, California, since 

the 1970s.

“My thing had always been custom 

painting and restoration, but we kind of 

lost sight of that because of insurance 

work,” Frost said. “We did that (insur-

ance work) for 30-some years, and had 

as many as 19 employees. It was great.”

But the economic slowdown sev-

eral years ago led Frost to change his 

business.

“We cut way back here,” he said. “In 

fact, we got all the way down to just 

six employees. We were still hanging 

in there, but I also wasn’t real happy 

about the direction of the direct repair 

programs. So I made a pretty risky deci-

sion and got rid of them all. We started 

going back to our roots in custom paint-

ing and restorations. People kept tell-

ing me, ‘You’re crazy.’ First, they said, 

you can’t do that kind of work along 

with collision repair. And they felt it 

wasn’t the time to make that change.”

Frost is happy to say the nay-say-

ers were wrong. The business has 

sustained itself, added to its employ-

ee count and now boasts a workload 

split about equally between late-mod-

el collision repair work and custom or 

restoration work.

“On any given day, we can have 

cars from the early 1920s along with a 

brand new 2014 (Ford Mustang) Shel-

by GT 500 in here,” Frost said. “So we 

don’t really specialize in anything ex-

cept doing quality work.”

One form of marketing Frost has 

used is posting to the shop’s Facebook 

page two or three times a week. He said 

Facebook offers a great opportunity for 

frequent updates and lots of photos.

“That’s a way I can show off the 

particular projects that we’re working 

on,” he said. 

Getting your shop’s name in front of 

students can be a good way to promote 

your shop and support your community. 

After all, it’s an opportunity to imprint 

your shop’s name in the minds of young 

drivers, and their parents will also see 

your support of their kids’ activities.

Advertising in the school yearbook 

or newspaper, or sponsoring signage 

at ball f elds are among the traditional 

ways to support student activities. But 

some more creative marketing efforts 

could include:

•  Helping sponsor the school’s drama 

productions or graduation night.

•  Allowing school clubs or church 

groups to hold fund-raising car-wash-

es at the shop on weekends.

•  Working with the Collision Repair 

Education Foundation program (http://

tinyurl.com/TechShirts) that can pro-

vide technician uniforms – that in-

clude your shop’s name or logo as a 

sponsor – to every collision repair 

student at your local community col-

lege or vocational school.

CONNECT WITH 

SCHOOLS, PARENTS
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Prompt online reviews
Nearly every collision shop has a handful of online reviews 

from customers, but Canyon Road Auto Body in Portland, 

Ore., has more than 140 on just one of the review websites 

alone. It’s something the shop made a priority for several 

years, making sure every customer who left received a f ier 

with directions on how to go to the site and give a review, 

good or bad. The vast majority of the reviews are good, and 

that’s bringing more work to the shop.

Another marketing effort the shop has used is a mammoth 

billboard on top of its building that reads simply, “Fender 

bender, meet fender mender,” followed by the shop’s name 

and arrows pointing downward to the building. 

Certif cation as a marketing tool
Meeting the requirements for OEM shop certif cations isn’t 

an inexpensive venture. Between required equipment, train-

ing and fees, the costs for even just one such certif cation 

can push well into the 5- if not 6-f gure range.

But many shops that have done it say it’s proven to be 

a good marketing tool. Kye Yeung of European Motor Car 

Works in Santa Ana, Calif., said he discovered he was over-

ly cautious when he projected a 5-year return on investment 

in his shop’s f rst certif cation.

“What I didn’t realize was that being associated with that 

particular certif cation brought other business in,” he said.

Paul Sgro, owner of Lee’s Garage in West Long Branch, 

N.J., which has multiple automaker certif cations, agreed.

“When you have a customer that has an exotic automo-

bile you’re repairing, and the rest of his family is driving 

something else, you’re also taking care of their cars,” he said.

“We’re not Tesla-certif ed but we’ve f xed over a dozen 

Teslas because of our other brand certif cations,” Eric McK-

enzie, director of body shop operations for the Park Place 

Dealerships in Texas, agreed. “Their friends and family who 

are our customers told those Tesla owners, ‘You don’t want 

that car to go anywhere else.’”

Market without spending
But not every marketing effort requires a large f nancial in-

vestment. Mark O’Dell of O’Dell Auto Body & Paint in Hill-

sboro, Ore., said for a smaller shop such as his with a lim-

ited marketing budget, time itself can sometimes be the 

best marketing tool. O’Dell said that earlier in his career as 

a shop owner, he’d rush to get a potential customer an esti-

mate and on their way because of how valuable he presumed 

their time was. More recently, he said, he’s realized spend-

ing more time up front with them is valuable.

“I read in a trade publication that the longer they are here, the 

more you can get to know them and f nd out about what they’re 

looking for,” O’Dell 

said. “You also have 

to sell yourself, make 

that personal con-

nection. I’m more 

likely to get the job 

if they like me. That 

can be the best mar-

keting investment 

you make.” 

JOHN YOSWICK
CONTRIBUTING 
EDITOR

John Yoswick is a freelance writer based in Portland, 
Ore., who has been writing about the automotive 
industry since 1988.

  E-mail John at jyoswick@spiritone.com
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BY BRAD MEWES | GUEST columnist
bradmewes@gmail.com

FINANCIAL INSIGHT 

Brad Mewes is an industry consultant and author of the blog Supplement: Financial Insight for the Automotive Industry Professional.

The changing face of the jobber
Competitive pressure and a customer focus are driving customer demands

T
he paint jobber industry is undergoing sig-

nificant change. Increasing customer con-

centration in the collision industry is putting 

pricing pressure on the entire refinish materials 

supply chain. 

A second round of jobber consolidation is underway, enhancing competitive pressure in 

the industry. Adding to this, paint manufacturers are placing ever more start-up, technical 

and back-office requirements on jobbers in an attempt to drive efficiency and lower costs. 

The result is a jobber industry that is and will continue to undergo significant change. 

Consolidation in the collision repair industry is hot news. Backed by billions of dollars 

of private equity investments, the industry is witnessing what may be a once-in-a-lifetime 

transformation. The pace of consolidation is projected to increase exponentially.

As the collision market becomes more concentrated, the impact on companies that 

sell into the industry becomes more apparent. The jobber industry in particular has seen 

a shift. As larger collision repair companies take more market share, they have become 

more demanding on both price and operational integration, creating a fear in the industry 

that paint distribution is becoming a commoditized business. 

Selling to an MSO is different than selling to a traditional single- or dual-location busi-

ness. Large MSOs are focused on price first and value-added services second. Many of 

the largest MSOs are able to buy direct and negotiate steep discounts. In conjunction with 

price, there are also increasing demands that the jobber deeply integrate their business 

operations with the MSO. There is a particular focus on KPIs and ensuring the jobber is 

performing as agreed. In return, jobbers servicing the largest collision repair operators in 

the industry earn gross margin on delivered product in the 5 percent to 8 percent range.

Selling high volumes at low margins alters the way business has traditionally been con-

ducted in the market. For large distribution companies with already existing investments 

in inventory, sales and distribution staff, equipment and facilities, selling to a large regional 

account can prove to be a lucrative opportunity. In exchange for selling at low margins, 

many MSOs demand less in costly value added services that smaller customers require. 

Large MSOs tend to have their own technical experts on staff and need less support.  

Jobbers serving this market engage in traditional distribution, essentially becoming drop 

shippers that add value by closely integrating operations with large MSOs as opposed to 

providing technical and operational support. 

While consolidation continues, the majority of the market is still traditional single- or 

dual-location small businesses. There are substantial differences between the needs 

of a nationwide MSO and a smaller organization. Smaller organizations do not have the  

financial resources to staff technical experts or negotiate long-term purchase agreements 

at significant discounts. As a result, these customers are less price sensitive. 

“We choose not to sell on price,” says Mitch Penny of UYL in Houston. “We focus on 

selling value add services. We sell ourselves first and paint second.” 

Josh Bergeron of Pro Color AutoPaint in New Orleans agrees. “In this industry you have 

to do things differently than in the past. All the paint lines work, otherwise they wouldn’t be 

in business. For us, it’s really about what additional support we can provide to our client.”

Both Penny and Bergeron do not sell to large MSOs by design. Penny says, “I’m not 

sure I would want to. The margins are just too thin. We provide a lot of services to our 

clients, and I don’t think it would necessarily be a good match for our business model.” 

Ongoing concentration of the collision repair market is driving structural change 

in the jobber market. As MSOs grow, increasing pressure to build scale and growth 

is exerted on jobbers serving these clients. Large distributors like NCS, FinishMaster, 

LKQ, and Single Source will continue to expand geographically with their clients in 

order to better serve them. This presents a unique opportunity for medium-sized 

regional jobbers that have established a strong geographical market niche. 

NCS, FinishMaster, Single Source and LKQ have all grown substantially in the past 

few years directly as a result of acquisitions. As the collision customer base becomes 

more concentrated, so too will the jobber industry as only the largest, best-capitalized 

and best-organized distributors will be able to meet large consolidator needs.

There are also financial shifts impacting the jobber industry. Primarily through 

low-cost access to capital, NCS, LKQ, FinishMaster and Single Source all are able to 

continue to grow via acquisition to develop a truly nationwide footprint. 

For smaller regional jobbers this is both an opportunity and a risk. Smaller jobbers 

can join forces with larger nationwide distributors by merging with other jobbers or 

selling their company to such groups. They can also continue to specialize in a geo-

graphic area by providing a level of service and expertise difficult for larger nationwide 

organizations to overcome. One thing is certain — consolidation in the collision industry 

will drive continued buying and selling activity in the jobber industry. 

As the industry continues to evolve, changes on the supplier side are adding 

increasing pressures. Many paint manufacturers are aware that paint is becoming 

much more commoditized and price is playing an increasingly significant role in 

negotiating nationwide purchase agreements. In an attempt to compete on price, many 

manufacturers are cutting back on value-added services they traditionally provided, 

such as new client acquisition support, accounting functions and ongoing technical 

support. Only a few years ago many jobbers and shops leaned on manufacturers to 

provide such support, now the responsibility rests on the jobber.

The jobber industry is changing. Consolidation is creating a need for a truly national 

paint distribution and jobber segment. Low-cost access to capital will spur continued 

buying and selling in the industry. Increasing competition on price is forcing manu-

facturers to offload capital-intensive support features to paint jobbers. However, these 

changes also present an opportunity to build a deep niche of loyal customers that value 

service over price. While the changes may be a threat to some, others are capitalizing 

on them to create true opportunity within the industry. 

GO ONLINE NOW 
to search thousands of ar ticles, videos & 
resources. You will also find a complete archive 
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ES628594_ABRN0715_044.pgs  06.12.2015  01:32    ADV  blackyellowmagentacyan



PERFECTION
TOPto

BOTTOM

Southern Polyurethanes provides

you with the finest clears and

primers made today, using only the

highest quality raw materials and

 latest technologies, achieving

 superior quality to anything in the

market at any price.

• We will not private label   

• Low pre-paid shipping requirements

• Products NOT sold on the internet  

• 7 day tech support line

Leading the Industry in 

High Performance Clears & Primers

706-781-2220   spiuserforum.com   southernpolyurethanes.com

Follow Us On Facebook

Seeking Jobbers: 
Protected territories 
available in the US and Canada

ES629483_ABRN0715_045_FP.pgs  06.17.2015  00:59    ADV  blackyellowmagentacyan



 ABRN.COM/Profi tMotive SEARCH THESE & HUNDREDS OF OTHER ARTICLES

PROFIT MOTIVE: YOUR COMPASS TO FINANCIAL SUCCESS

46  JULY 2015  ABRN.COM

Making money on 

paint and materials
Show me the money

Are you lying to 

your staff?

Let’s talk about a lack of motivation. As 

an owner, you need to f nd your employ-

ee’s motivation and utilize that knowledge 

to get them to produce more for both you 

and them. People are motivated by many 

things. The areas I have found to be the 

most successful in moving staff to higher 

levels are money; time; material items; or 

family. Now you have to f nd out which 

category each employee falls under. 

Money
Many employees are motivated by money. 

Every employee should be — in one form 

or another — paid depending on their pro-

duction. Many of you may use a f at-rate 

system for techs and salary/commission 

system for writers and managers. Then 

there are weekly or monthly bonuses in 

addition that you can create to motivate.

If you believe your employee is moti-

vated by money and they are on a similar 

plan as above yet still not producing, then 

they are either too comfortable f nancially 

or are really not motivated by money, but 

by something else.

Time
For many, their time is more valuable to 

them than the money. The last shop I ran 

was a Monday to Friday dealership. I had 

a tech who was solid all around. Fixed it 

right the f rst time, could beat f at rate on 

most jobs, had a good attitude and was 

always on time. Here’s the problem: he 

worked 40 hours per week, but rarely pro-

duced 30 billable hours. I told him, “I need 

you to produce more hours. Plus, you would 

make more money!” He said he did not 

care about making more money and would 

prefer to work at his stress-free pace. I 

asked him “What is important to you?” He 

answered, “My free time!”

I found his motivation. I said, “Give me 

40 billable hours by end of day Thursday 

and you can have Friday off.” He rarely 

ever worked another Friday again!

Material items
I have a client with a tech who really wasn’t 

motivated by money or time. He wasn’t 

money motivated because no matter how 

much he made, the money was going to 

his ex-wife and kids, through a wage gar-

nishment. So I told the owner to f nd his 

motivation. It turns out this tech was NAS-

CAR crazy! 

So the owner and I determined monthly 

billable hour goals he needed to produce 

and how much more money reaching those 

goals would put in the owner’s pocket, to 

make sure we could afford the appropriate 

incentive. We determined two monthly 

levels of billable hours for the tech to hit.

If he hit the lower level, the owner 

would buy him a NASCAR die-cast scale 

car of his choice. If he hit the higher level, 

the owner would buy him NASCAR tick-

ets to the next upcoming race. This worked 

very well, and the tech has reached one 

of those levels many times. Not always, 

but often.

Family
Another shop owner of mine had a service 

writer whom he really liked, but he wasn’t 

motivated. Customers loved him; he had 

great phone skills, good organizational 

skills, was good with the techs. Money 

wasn’t motivating him to produce more. 

The owner determined that the most 

important thing to this service writer was 

his nine-year-old daughter. He was a sin-

gle dad, and his world revolved around 

her. He knew that earning more money 

would allow him to provide more for her, 

but he wasn’t good with his money. 

The owner opened a savings account 

in his daughter’s name, and every month 

the service writer hit a gross prof t dollar 

goal, the owner would deposit money into 

her account. This service writer just took 

off producing, month in and month out.

Find their motivation and you will f nd 

production! Learn how we manage an 

employee’s performance monthly with 

rewards and recognition by downloading 

Managing Performance with Monthly Goal 

Sett ing at www.ationl inetraining.

com/2015-06. 

Hit a motivation
bullseye
Find what drives your employees to produce

BY CHRIS “CHUBBY” FREDERICK  |  CONTRIBUTING EDITOR

I 
f you have employees who are not producing the way you 

want, you need to determine why. Steve Privette, an ATI coach, 

explains how he helps shop owners with different motivational 

challenges. Steve says typically there are three causes: they 

lack ability, training or motivation.
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Spray guns must be fi tted with a regulator, but air pressure must be set on the regulator at the wall for maximum effi ciency.

As with any service business in the 

last two decades, the collision repair 

industry has undergone dramatic 

changes in the way it generates rev-

enue. Looking back just 15 years, most 

shops were focused on boosting prof-

its solely by bringing in more repairs, 

which typically meant pursuing as 

much work and as many direct repair 

agreements as possible. Stagnating 

labor rates and increasing costs in 

maintaining multiple DRPs made this 

course untenable for many repairers. 

Shops, quite frankly, were working 

harder for decreasing returns.

 The focus then turned to lean op-

erations, cutting waste to glean as much 

prof t as possible from each job. Run-

ning lean quickly proved itself a money 

maker as shops began pocketing funds 

they once f ushed away in the form of 

wasted materials and effort. In many 

cases, investments in lean operations 

were minimal. Shops didn't have to 

take special steps. They needed only 

to use their tools and products as man-

ufacturers intended.

Of course, this remains the case to-

day. Yet even with years of lean expe-

rience, the repair industry still strug-

gles with implementing efficient 

operations in some areas. Nowhere is 

this truer than in the paint department, 

specif cally with paint transfer eff cien-

cy. Spray gun and paint manufacturers 

regularly churn out new products de-

signed to work together to provide bet-

ter f nishes using less product.

Through misuse, failure to invest 

in upgrades and other missteps shops 

frequently deprive themselves of opti-

mal transfer benef ts. Don't let this be 

the case at your business. 

Refer to the following list of the steps 

to ensure the best transfer eff ciency, 

partnered with best f nishes possible.

Get the right gun for the job 
Is it time for your shop to update its 

spray guns? With some models carry-

ing price tags approaching $1,000, shop 

owners can be reluctant to invest in 

newer technology, especially when 

proper maintenance has kept their cur-

rent stock in great working condition. 

Painters may balk at switching to an 

unfamiliar gun while stepping away 

from a tool they're comfortable with.  

Complicating this common scenario 

is the history some shops have with 

GET THE GREATEST PAINT TRANSFER 

EFFICIENCY POSSIBLE WITH THESE STEPS

BY TIM SRAMCIK  |  CONTRIBUTING EDITOR

IN THIS SECTION
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new spray guns. John Moore, Axalta 

Global Application Technology Guard-

ian, notes that problems with early 

HVLP models produced doubts in the 

technology. "They under-atomized 

spray, which made color match and 

clearcoat leveling diff cult," he explains. 

"There continues to be some reluctance 

to take advantage of the guns that are 

available today, even though they have 

an improved balance between atomi-

zation energy and paint f ow."

Paint vendors encourage repairers 

to set aside any hesitation in purchas-

ing new models or risk losing signif -

cant savings. Paul Evans, Zone Man-

ager of Ref nish Business Development 

Centers for PPG, says shops owe it to 

themselves to use the best tools avail-

able since they are designed to work 

with the latest f nishes to provide the 

greatest transfer eff ciency. 

Brian Stebbins, Regional Training 

manager for Sherwin-Williams Automo-

tive Finishes, notes that newer gun mod-

els provide other signif cant benef ts to 

a repairer's bottom line. They offer im-

proved f nish quality that requires less 

buff ng and other post-paint work.

Pete Mahoney, National Technical 

Manager/Trainer for ChemSpec, rec-

ommends shop demo a new gun for at 

least a week to allow painters to deter-

mine if the benef ts justify the invest-

ment. Mahoney notes that some of the 

most recent gun designs have demon-

strated significant increases in effi-

ciency. He points to the Anest-Iwata 

Supernova, a low-volume low-pressure 

(LVLP) gun he says raises eff ciency by 

as much as 20 percent. (Mahoney plans 

to test the SATA 5000 model, which 

also promises a significant boost in 

transfer.)

Even if repairers are willing to wait 

for newer guns, paint vendors say they 

can benef t from stocking multiple spray 

guns designated for each type of ap-

plication. Doing so helps ensure the 

application type is applied correctly 

with optimal eff ciency. 

"Separate color and clear guns should 

be priority," says Prospray Technical 

Training Manager William Warner. "Ded-

icated quality spray guns should also 

be used for priming and sealing."

Set up the gun correctly 
Regardless of which guns a shop se-

lects, transfer eff ciency will be tied 

directly to proper gun setup, especially 

with the selection of the correct f uid 

tip based on the product and job.

Evans notes, for example, that wa-

terborne products typically require a 

smaller tip, in the 1.2-1.3 mm range, 

compared to solvent-based applications. 

When the wrong tip is used, painters 

end up applying too much product. This 

mistake costs shops twice since they 

lose eff ciency and create texture prob-

lems and other f nish def ciencies that 

must be f xed later.

Proper set up also includes utilizing 

the parts specif cally designed for each 

spray gun brand. Shops should never 

use parts from one manufacturer's guns 

in another's. Evans says painters some-

times make the mistake of swapping 

regulators and gauges across manu-

facturer lines. While they may f t an-

other brand, these critical gauges won't 

function accurately, thereby robbing 

the gun of its eff ciency potential.

Properly control air f ow
Since optimal air f ow is necessary for 

optimal transfer eff ciency, painters need 

to avoid making f ve common mistakes 

that affect air volume and pressure. 

Mistake one is using pressure in 

excess of manufacturer recommenda-

tions. Hans Kempf, North American 

Training Manager for BASF, says some 

painters still apply outdated notions of 

necessary air pressure requirements. 

"Painters tend to be creatures of habit, 

with some using excessive air pressure 

that's no longer needed in today's guns," 

he says. "Excess pressure causes prod-

uct to bounce off a vehicle body, and it 

also creates increased overspray." 

This mistake can be avoided by sim-

ply sticking to paint and gun manufac-

turers' recommendations. In fact, fol-

lowing these recommendations 

eliminates mistake number two, guess-

ing air pressure settings. Evans says 

some painters adjust air pressure based 

on the sound of the air f owing from the 

Correct spraying distance is 4-6 
inches from the vehicle.
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air cap, a highly inaccurate practice that 

almost always wastes product.

Mistake three involves using weak 

or faltering air volume produced by un-

derpowered compressor systems. "In 

some shops there isn't enough com-

pressed air to go around for everyone 

using it," Evans explains. "The paint de-

partment always seems to be the last in 

line to receive air, and painters have to 

deal with sudden drops in pressure." 

Without the necessary air volume 

and pressure, products don't atomize 

properly and produce "lumpy" or mal-

formed textures. Some painters com-

pensate by "going wetter" — spraying 

additional product in an attempt to cre-

ate the desired f nish. 

Others raise air pressure in an attempt 

to increase atomization. "What they don’t 

seem to realize is this not only wastes 

paint, it creates more potential overspray," 

says Warner. "It also contributes to bad 

looking blends, color f op, halos and light-

ness/darkness issues, along with color 

opacity that could be managed better 

with proper air pressure." 

Evans says shops can head off all 

these problems by setting up a dedi-

cated compressor for their paint de-

partments or, at the very least, main-

taining a dedicated compressor for the 

paint booth.

Going a step further, Stebbins rec-

ommends shops make the most of their 

available air by investing in high f ow 

f ttings and air lines. He also recom-

mends regular maintenance of compres-

sors to ensure optimal air f ow at all 

times and to prevent oil and other con-

taminants from entering air systems.

From there, painters can avoid mis-

take number four by setting gun pres-

sure at the regulator on the wall versus 

the air micrometer (or choke) on the 

gun. Kempf explains that when paint-

ers use the micrometer excessively to 

adjust pressure, they reduce the amount 

of air volume in the gun, cutting eff -

ciency, while reducing gun pattern and 

atomization.

Finally, shops can avoid mistake f ve 

by setting proper spray booth air veloc-

ity. Moore notes that most new booths 

are designed to operate within the OSHA 

spec of 125-175 feet per minute f owing 

from the inlet f lters toward the exhaust 

f lters to eff ciently remove overspray. 

The OSHA range also coincides with 

the recommended velocity for the maxi-

mum booth filter capture efficiency. 

Higher velocity, says Moore, causes ex-

cessive turbulence, which results in less 

product successfully making its way 

from the gun to the vehicle. 

Maintain your tools
Spray gun cleaning and care similarly 

should be performed according to rec-

ommendations. Proper maintenance 

not only extends the working lives of 

spray guns, it's a critical part of trans-

fer eff ciency. Stebbins explains that 

without regular cleaning, f nish prod-

ucts can dry and gradually clog the 

gun's passages. As the passageways 

become smaller, painters typically com-

pensate by increasing the amount of 

product they're spraying.

Effective cleaning should involve, at 

the least, a quick f ush between every 

job, along with a thorough breakdown 

and cleaning at least once a day. That 

thorough cleaning must include remov-

ing the cap, f uid tip and needle and me-

thodically scrubbing all the passages.

Always be training
Training gives painters the opportu-

nity to review cleaning schedules, along 

with gun set up, air flow and spray 

technique recommendations mentioned 

here. Just as important, it introduces 

repairers to constantly changing gun 

and product technology.

Warner notes that painters some-

times mistakenly regard their guns like 

modern fuel injection systems — need-

ing little adjustment or attention —

when their technology more closely 

resembles a carburetor, which requires 

regular fine turning that training 

addresses. 

The same holds true for updated 

f nishes, which painters similarly must 

adjust to in order to optimize finish 

transfer. Stebbins says training is vital 

for shops adopting new products or 

moving onto a different brand. The 

same rules that apply to mixing and 

applying one product can vary signif -

cantly between new generations and 

manufacturers.

Techniques change as well. Cur-

rently, recommended spraying distances 

run 4-6 in. from the vehicle body. Ven-

dors note that too many painters adhere 

to  the outdated recommendations of 

8-10 in., which wastes product. 

Warner says painters also can in-

crease transfer eff ciency by adopting 

other techniques, such as creating tight-

er overlaps and limiting "wrist rolls" on 

blends to avoid building up dry spray 

on blend edges.

Together, all these recommendations 

can save substantial amounts of prod-

uct. The key, as usual, is making sure 

they're put to work in your shop. 

Repairers need to make sure a 
spray gun is fi tted with the correct 
tip for the product being applied.

At least once a day, spray guns 
should be thoroughly cleaned, 
which means scrubbing out all the 
passages where product can dry 
and create clogs.

During a thorough cleaning, the 
gun needs completely disassem-
bled, with the cap pulled.
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Tim Sramcik has written for ABRN, Motor Age and After-
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  E-mail Tim at TSramcik@yahoo.com
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There’s a lot riding on 
the safety of your lift. 

Protect your technicians, your customers and your  

ďƵsŝness� ,Ăǀe Ăůů ǇoƵr ůŝŌs ŝnspecteĚ ĂnnƵĂůůǇ ďǇ 

Ăn �>I �erƟĮeĚ >ŝŌ Inspector�

�on�t trust your ůiŌ safety to ũust anyone. �>/ �erƟĮed >iŌ /nsƉeĐtors are Ɖroven ƋuaůiĮed 

to insƉeĐt every ůiŌ in your serviĐe deƉartment to determine if they are funĐƟoning ƉroƉerůy. 

�nnuaů ůiŌ insƉeĐƟons are reƋuired ďy heaůth Θ safety oĸĐiaůs, �E^/ standards and ůoĐaů  

reguůaƟons. �ut even more imƉortantůy � taŬing Đare of your ůiŌs means taŬing Đare of 

your team. Their safety is riding on it.

To Įnd an �>/ �erƟĮed >iŌ /nsƉeĐtor in your 

area, visit ǁǁǁ�ĂƵtoůŝŌ�orŐ�ŝnspecƟon
Inspect to Protect™
Your business is riding on it™
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Just about anyone who spends time 

serving in the military eventually learns 

the meaning of the old expression "hur-

ry up and wait." Service members spend 

long hours training to meet specif c 

deadlines at precise locations, often to 

be left waiting once they've completed 

their tasks. This isn't accidental. It's 

the military's way of stressing the im-

portance of continuous preparation and 

timeliness even when the need isn't 

always immediate.

Collision repair businesses are go-

ing through their own version of "hurry 

up and wait" as they prepare to work 

on aluminum, specif cally on the 2015 

version of the top-selling Ford F-150 

pickup truck. ABRN recently spoke with 

several successful MSOs who had tak-

en aluminum training and invested in 

new tools and equipment. Not one had 

worked on the vehicle yet, nor did they 

expect to use their new training and 

tools any time soon. That's to be ex-

pected. The aluminum-intensive truck 

is brand new, and until signif cant num-

bers hit roadways, very few will be roll-

ing into shops needing repairs.

Still, the investment should pay off 

handsomely.

According to a 2015 North Ameri-

can Light Vehicle Aluminum Content 

Study by industry analysts Ducker 

Worldwide, over the next 10 years “sev-

en out of 10 new pickup trucks produced 

in North America will be aluminum-

bodied” and “every leading automaker 

will have several aluminum body and 

closure panel programs."

In the meantime, repairers can con-

tinue honing their skills and preparing 

for aluminum work by keeping up to 

date on the latest repair information and 

equipment. Here's a look at what your 

shop will need to know about prepping 

SHOPS CAN DO PLENTY TO PREPARE FOR THIS MATERIAL BEFORE THEY SEE A 2015 FORD F-150 AT THEIR DOOR

BY TIM SRAMCIK  |  CONTRIBUTING EDITOR

It might be some time before most shops have an opportunity to put their 
aluminum training to work on a 2015 Ford F-150, but preparation in the meantime will pay off.
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to paint and weld aluminum, along with 

the basics of adhesive rivet bonding and 

some tools to add to your inventory.

Clean f nishes 
For the most part, f nishing aluminum 

parts will differ very little from those 

made of steel. The major departure 

comes in the prep work.

With its light weight, aluminum of-

fers the additional benef t of being high-

ly corrosion resistant. That's because 

aluminum resists rust by spontane-

ously forming a thin but effective oxide 

layer when it contacts moisture. This 

layer prevents further oxidation. Un-

fortunately, it also can contaminate any 

f nishes applied to the aluminum, so it 

must be removed during the paint prep-

ping stage. 

Notable here is the fact that some 

of the cleaning done during prepping 

to remove shop contaminants picked 

up during body work will produce this 

oxide layer. Repairers will remove this 

layer mainly by sanding.

I-CAR offers the following direc-

tions for preparing bare aluminum parts 

for ref nishing.

• Begin by cleaning bare metal 

surfaces with soap and water to remove 

any water-soluble contaminants. Next, 

apply a wax and grease remover. These 

steps will ensure a clean, contaminant-

free part.

• If required, apply a metal cleaner 

and conversion coating made specif -

cally for aluminum.

• Remove the oxide layer by sand-

ing or abrading the surface. Never use 

grits coarser then P80 since aluminum 

scratches easily. 

Bonding principles
Aluminum’s light weight also makes it 

an ideal candidate for rivet bonding, 

which provides a remarkably strong 

bond that further reduces vehicle weight. 

Some shops are already performing rivet 

bonding since it also can be performed 

on steel, as it is on some BMWs.

Rivet bonding utilizes structural ad-

hesives and a variety of different rivets, 

either specially coated HSS steel, specially 

coated boron alloyed steel or aluminum 

rivets in different designs, such as but not 

limited to SPRs, domed, f at, counter-sunk 

blind rivets and solid rivets. 

Refer to the following rivet instruc-

tions supplied by 3M for standard alu-

minum panel replacement on domestic 

vehicles. (Note that OEM information 

will include additional steps for spe-

cif c models, such as information on 

de-burring drilled holes and using cle-

cos to hold panels in place.)

Step 1. Prepare the host panel. Use 

a grade 80 abrasive belt to remove any 

remaining rivet material from this pan-

el. Prep the remaining mating f anges 

with a coarse durable f ex belt.

Step 2. Prepare the mating f ange 

panel. Remove the e-coat from replace-

ment panel mating f ange areas using 

a clean strip sanding disk.

Step 3. Dry f t the replacement panel 

and complete any necessary metal 

straightening at the f ange areas.

Step 4. Clean the host panel and re-

placement panel mating f ange areas 

with a VOC compliant surface cleaner.

Step 5. Identify the replacement 

rivet sites and prepare the surface for 

the rivet type recommended by the 

manufacturer. (For solid or blind rivets, 

drill all necessary holes.) Once com-

plete, remove the panel. 

Step 6. Pre-assemble the NVH re-

placement. If the vehicle construction 

requires this step, apply an NVH damp-

ening material or f exible foam at the 

original locations.

Step 7. Apply adhesive to mating 

f ange areas on host panel and replace-

ment panel covering all bare metal ar-

eas. Apply additional bead of adhesive 

at the mating flange area to ensure 

proper bond line thickness.

Step 8. Install the replacement panel 

to host panel, making sure to avoid 

scraping off any of the adhesive. Clamp 

the panel in place.  

Aluminum spontaneously forms 
a protective anti-corrosive oxide 
layer when it contacts moisture 
that will need to be removed before 
refi nishing and welding. 

Fillers and other aluminum products need to be stocked in dry storage 
places to prevent the buildup of condensation.
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An Iron Grip
AG47™ Lightweight GRIP Filler sticks like nobody’s business. 

 Its super strong gripping power is a result of our Z-TEK™ 

Adhesion Booster. Z-TEK™ does its thing at the molecular 

level, ensuring strong holds and performance. And it does this 

lightning fast so everything you do is quicker, with a smooth, 

pinhole-free fnish. All without breaking the bank.

Everyday Low Price

We engineered AG47™ with two goals in mind: to meet your  

exacting needs and deliver this at a great value. Thousands of 

shops trust AG47™ for consistent results every day.

U S C h e m . c o m

A Quest Automotive Brand

C A L L  8 0 0 . 3 2 1 . 0 6 7 2
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Step 9. Install the replacement riv-

ets to all areas per manufacturer rec-

ommendations. Note: Rivets must be 

installed while the adhesive remains 

uncured. Weld or insert bond the cos-

metic joints/splices as recommended 

by the manufacturer. 

Step 10. Clean up the adhesives. Re-

move the clamps and "tool" the excess 

adhesive squeeze out from the repair 

area before curing to seal the repair. 

Use an acid brush to remove adhesive 

from between clamps. Warning: Grind-

ing to remove excess cured adhesive 

can expose bare metal, causing 

corrosion. 

Step 11. Post-assembly foam re-

placement. Apply foams at the original 

locations as required.

Worry-free welding
Welding aluminum — namely aluminum 

joints —mrequires the same level of prep-

aration as ref nishing. Repairers again 

need to address removing the oxide layer 

since it has a greater melting point than 

the base metal. Shops also must clean 

any moisture, dirt, grease or oil that 

might contaminate the welding area.

Miller Electric Manufacturing Com-

pany recommends the following direc-

tions for preparing aluminum welds 

using their tools.

• Oftentimes aluminum arrives 

from the factory with grease and oil on 

it. To clean the joint, begin by degreas-

ing the surfaces with a solvent. Next, 

use a cheesecloth or lint-free cloth to 

clean and dry the welding joint (their 

materials tend to be porous and will 

absorb more oils/moisture). Do not use 

shop rags to clean welding joints be-

cause they can transfer oil and dirt to 

the welding surface.

• Always wipe the opposite side 

of the joint clean since impurities can 

be pulled through the aluminum and 

into the weld puddle.  

• Use residue-free solvents. Avoid 

chlorinated solvents in the welding 

area since they can form toxic gases in 

the presence of a welding arc.  

• Never blow off the joint using 

compressed air. Compressed air con-

tains moisture and oil contaminants.  

• Clean the joint with a stainless 

wire brush but only after solvent clean-

ing. Wire brushing prior to cleaning 

will embed hydrocarbons and other 

contaminants in the metal surface. It 

also transfers these undesirable ele-

ments back to the brush, making it un-

suitable for cleaning.  

• The by-product residuals from 

etching must be removed prior to weld-

ing. Use a stainless steel wire brush to 

clean all metal that has been etched. 

• Clean all wire brushes frequently 

to prevent the transfer of contaminants 

to the weld joint. Dedicate specific 

brushes solely for aluminum work to 

reduce the chance of cross contamina-

tion with steel and other materials. 

Miller also recommends the follow-

ing rules for storing aluminum parts 

and f i l ler mater ia ls to prevent 

contamination:  

• Store all base metals and weld-

ing f ller in a dry location with mini-

mum temperature f uctuation (to mini-

mize condensation). Welding filler 

metals should be stored in a heated 

and dry cabinet or room. 

 • Store aluminum pieces vertically 

to reduce condensation and the ab-

sorption of water contamination be-

tween layers.

 • Whenever possible, bring all ý ller 

and base metals into the welding area 

24 hours prior to welding so they may 

reach room temperature. Again, this 

minimizes condensation. 

• Keep ý ller metals covered at all 

times prior to welding. This includes a 

spool cover for MIG wire. 

New tools
Along with the tools absolutely neces-

sary for aluminum work — a MIG weld-

er, clean room apparatus and a rivet 

gun — shops also would be well served 

to invest in an aluminum dent pulling 

kit or system. These systems typically 

include an anodized aluminum pulling 

bar kit (with suction cups, tie-rods and 

multi-hook gripping heads), an assort-

ment of hammers, a heat gun and an 

infrared laser thermometer.

The thermometer is necessary to help 

technicians identify when a part has been 

adequately heated. Aluminum, unlike 

steel, does not change color when heated 

to its melting point. Heat shield gel usu-

ally is included in a system because it 

creates a barrier to protect undamaged 

portions of the aluminum panel. 

Manufacturers now offer these sys-

tems as part of mobile aluminum work-

stations that feature additional tools 

such as stud welders and die grinders, 

allowing repairers to stretch their tool 

budgets a bit farther. These systems 

and workstations can be good invest-

ments for shops that are still putting 

together the funds to fully convert their 

shops for F-150 work. 

A number of vehicles already sport 

aluminum hoods that need dent work. 

And affording dent pulling systems al-

lows any shop to get into the aluminum 

game as it prepares for the inevitable 

day when vehicles like the new F-150 

will no longer be the exception, but the 

norm. Although, most of the repair work 

for cosmetic aluminum panels, if repair-

able, can be accomplished with a map-

pro gas. Then you may need to apply 

one or two pins to f nish the repair. 

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

Aluminum dent pulling equipment, 
shown on this mobile workstation, 
allows every shop to get into 
aluminum repairs, regardless of 
their equipment budgets.
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*Contact an Authorized Kia Dealer for details.

Keep Kias Genuine.
Keep your business growing.

CALIFORNIA

The Kia Depot
Santa Ana
(888) 859-6573
Fax (714) 560-4124
parts@kiacarparts.net
www.kiacarparts.net

KENTUCKY

The Kia Store on Preston
Louisville
(502) 962-3261
Fax (502) 962-3239
Largest Kia Parts Dealer 
in KY
Next Day Delivery

MASSACHUSETTS

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

NORTH CAROLINA

Gerry Wood Kia
Salisbury
(704) 216-2688
Fax (704) 638-9095
www.gerrywood-kia.com

 

SOUTH CAROLINA

Best Kia
Easley
(864) 312-4049
Fax (864) 312-4061
Bestkia.com

WASHINGTON

Performance Kia
Everett
(425) 609-5622
Fax (425) 609-5661
parts@performanceKia.com

Installing Genuine Kia Parts can help keep your customers satisfied 

and your Kia service business growing. The only way to assure that 

you are getting Genuine Kia Parts, backed by the Kia Warranty, 

is to order them from your local authorized Kia dealer.

Contact your local Kia dealer today for assistance 

and delivery of the parts you need.

www.kiagenuineparts.com
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“Repair vs. Replace” is not a new is-

sue in the collision repair industry. 

However, as new substrate materials 

are pioneered by car manufacturers, 

the decision of “repair vs. replace” 

becomes even more significant to 

your business. Knowing when and 

how to repair these newer materials, 

such as carbon fiber, and whether 

the repairs are structural or cosmetic, 

will allow you to make the best rec-

ommendations to your customer and 

can add to your profitability.

What is carbon fiber?

Carbon fiber has been used in auto-

mobile production for about 20 years, 

and more frequently over the past 

five years, typically for high-end ve-

hicles such as BMWs and Corvettes. 

Carbon fiber is composed of thin car-

bon filaments that are bound together 

with a plastic polymer resin to form 

a composite material. The fibers are 

woven into a complex weave that is 

both strong and lightweight. Carbon 

fiber does not contain any metal 

elements.

It is carbon fiber’s strong, light-

weight properties, along with its wo-

ven look that make it so appealing to 

car designers, especially for visible 

cosmetic panels on high-end vehicles. 

Although carbon fiber is more costly 

than traditional composites and more 

costly than metals such as steel or 

aluminum, new production tech-

niques are reducing the cost factor. 

An equivalent panel of carbon fiber 

is also much thinner and lighter than 

a fiberglass weave.

While carbon fiber was once cut-

ting edge and used mostly for aero-

space applications, automated pro-

duction methods are making it easier 

to shape and form the material. It is 

also available in a pre-preg form – 

carbon fiber cloth that is pre-impreg-

nated with resin allowing the manu-

facturer to form and cure the material 

into desired shapes. 

Carbon fiber is mostly used for 

decorative purposes – glamour pan-

els for exterior components such as 

KNOW WHEN AND HOW TO REPAIR CARBON FIBER TO MAKE THE 

BEST RECOMMENDATIONS TO YOUR CUSTOMERS AND ADD TO YOUR PROFITABILITY 

BY ED STAQUET  |  CONTRIBUTING EDITOR

REPAIR VERSUS REPLACE
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door panels, fenders, hoods and roofs. It is less commonly 

used for monocoque or unibody construction on vehicles, 

except for specialty designs such as Formula 1 race cars. 

Carbon fiber is even less commonly used for parts such 

as brake rotors, drive shafts or wheels. As new produc-

tion and molding techniques for carbon fiber become less 

expensive, its affordability might make it more attractive 

for use in the average automobile.

Since carbon fiber is still a relatively expensive material, 

it is more generally found on high-end vehicles, such as 

Corvettes, where the open-weave is visible on decorative 

(glamour) panels. The carbon-fiber component can be left 

in its “natural” color or painted in the car’s body color. 

Repair vs. replace
To solve the mystery of whether a repair is structural or 

cosmetic, it is important to understand that the standard 

collision shop will be making structural repairs to cos-

metic carbon fiber panels. You can take a cosmetic panel 

that has a hole in the carbon fiber material and repair the 

hole – this is structural repair. 

A standard collision repair shop will be f xing the outer 

skin of a vehicle – a ready-to-repair type of damage — such 

as a scratch on the surface of a hood or a small hole in a door 

panel.   

As an example, if a Corvette has a visible carbon roof 

that is scratched, a repair can be made if the roof will be 

painted. With a light cosmetic scratch, the panel can be 

clear-coated to hide the scratch. But if the carbon fibers 

are torn, a repair patch would be visible and not accept-

able to the customer. For replacement procedures, a me-

chanically fastened or bonded carbon fiber component 

can be replaced in the shop.

The decision to repair or replace a carbon fiber com-

ponent is the same as with any metal or composite com-

ponent – analyze the damage and estimate the time it 

will take for repair vs. the cost of a part replacement. For 

instance, if there is damage to a carbon fiber hood on a 

Shelby Mustang, a technician can spend several days 

recreating the hood, painting it and getting it ready for 

the customer. If it makes good business sense to repair 

the hood, rather than spend $15,000 on a new hood, then 

that would be the best decision. If you can do the repair, 

that is the key, and the answer to repair vs. replace. 

Visibility of a repair is another factor that enters into 

the decision-making process for repair vs. replace. If the 

carbon fiber component is painted on the outside surface 

and the backside of the repair will not be visible, the re-

pair can be made and should be acceptable to the cus-

tomer. A visible repair would probably not be considered 

satisfactory.

For example, a repair made to a carbon fiber hood on 

a Corvette might look good from the outside after it is 

painted, but if you can see the patch on the underside of 

the hood when you open the hood, this might not be ac-

ceptable to the customer. 

Corvette owners — and most vehicle owners, for that 

matter — want their vehicles to look good both outside 

and inside, so in this instance, a replacement would be 

preferable.

It's not difficult
There are no special tools, equipment, product, or training 

required for repairing or replacing of a carbon f ber compo-

nent. Any of the products that are currently used to repair 

f ber-reinforced plastics and f berglass can be used for cos-

metic repair of body panels, hoods, decks, and doors.

Some of these products include heat-set plastic panel 

repair adhesives, flexible and rigid foams, plastic bond-

ing adhesives, and plastic-to-metal bonding adhesives. 

Consult your repair product supplier for information on 

which products are suitable for repairing carbon fiber 

parts. Your supplier will also have instruction sheets with 

preparation, application and finishing techniques for car-

bon fiber repairs.

As carbon f ber becomes a more prevalent material in 

car design, collision 

repair shops will be 

called upon to make 

repairs or replace-

ments to these vehi-

cles. Making structur-

al repairs or replacing 

carbon f ber cosmetic 

panels can be a lucra-

tive addition to your 

car-repair menu with 

the end result of satis-

f ed customers. 

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.

ES628697_ABRN0715_061.pgs  06.12.2015  01:54    ADV  blackyellowmagentacyan



62  JULY 2015  ABRN.COM

IM
A

G
E

: 
K

IM
B

A
L
L
 W

E
S

T

PETE RUDLOFF CONTRIBUTED TO THIS ARTICLE

IT OFTEN
is nearly impos-

sible to perform 

collision work on 

modern cars and not deal with the oc-

casional damaged wire harness or fuse 

box. For many collision shops this is for-

eign territory. With a little training, these 

new fuse boxes and wire harnesses are 

not as intimidating as they appear.

Vehicle manufacturers are constantly 

exploring ways to improve on-board 

technology to meet consumer demand 

and government regulation. The “fuse 

box” has undergone signif cant changes 

as a result of these efforts. We’ll take a 

look at what’s new in the fuse box and 

some diagnostic approaches for prob-

lems related to power distribution.

Fuse box on a diet
Every single piece on the car contrib-

utes to the vehicle’s overall weight. 

By reducing components and/or the 

weight of existing components, we 

can drop the overall vehicle weight 

and reduce fuel consumption. So how 

do we put a fuse box on a diet? There 

are several ways OEMs are making 

these changes.

Three-prong fuses
You can expect to be seeing these in 

great numbers before too long. These 

fuses, known as ATL or Micro 3 fuses, 

occupy slightly more space than one 

traditional micro fuse while providing 

power to two circuits. The center of the 

three prongs is the common power sup-

ply for each side of the fuse. This gives 

OEMs a better way to utilize space while 

providing a lighter solution for power 

distribution systems. Testing these 

should be done in the same manner as 

the two prong fuse. When a fuse fails, 

the center prong should have power 

when testing with a Digital Multi-Meter. 

The two outer test points should show 

source voltage if the fuse is in good work-

ing order. If your initial voltage checks 

show a voltage other than expected, do 

some further testing to determine the 

root cause of the problem. 

Integration relays
Similar to a four-pin relay, an integra-

tion relay takes the place of multiple 

traditional four-pin relays reducing 

overall vehicle weight. Often identi-

f ed as a traditional plug-in relay in 

wiring schematics, the integrated re-

lay is a soldered-in unit that is not de-

signed to be serviced separately. In-

tegrated relays also cannot be tested 

in the same manner as a four-pin re-

lay. A relay that appears in an area of 

the diagram that is shaded grey is part 

of the integration relay. A relay that 

has numbers for terminals will be a 

traditional relay.

One additional benef t to using a 

solid state relay, as opposed to a tradi-

tional relay, is that the solid state relay 

takes far less current to operate. By 

eliminating 22 relays and replacing 

them with a solid-state IC device, there 

is far less electrical load for the alter-

nator to power. This is a simple way of 

achieving a power and weight reduc-

tion, but many manufacturers have tak-

en this a step further.

Solid state power 
distribution and management
Modern automobiles rely on heavy elec-

trical integration to handle customer 

convenience items and vehicle safety 

systems. As electrical load increases 

more drag is placed on the serpentine 

belt by the increased magnetic strength 

of the f eld winding inside the alter-

nator. This parasitic drag leads to in-

creased fuel consumption.

To curb electrical consumption, 

many OEMs have taken steps to con-

trol power management through the 

use of solid state electronic devices 

with built-in logic. The underhood fuse 

The home of vehicle power management has undergone 
significant changes in the push for increased fuel economy.

BY DAVE MACHOLZ  |  
CONTRIBUTING EDITOR

Not just a 
fuse box

Three-prong fuses are a 

space and weight saving 

solution for the fuse box. The 

Micro 3 and ATL are available 

through companies such as 

Kimball West.

powered by
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box itself becomes integrated with a 

module that may need to be pro-

grammed/reprogrammed when it is 

repaired or replaced. Let’s take a look 

at a few of the integrated module/dis-

tribution systems and a few that may 

cause some problems in your bays while 

performing a collision repair.

Ford: Smart Power Distribution 
Junction Box (SPDJBs)
Ford’s Smart Junction Box (SPDJB) was 

designed in partnership with its sup-

plier, Lear. According to Lear’s web-

site, Smart Junction Box (SJB) technol-

ogy is the main hub in a vehicle's 

electrical system, providing power to 

electrical features such as power win-

dows and door locks, lighting, instru-

mentation and the audio system. Cur-

rent SJB technology combines fuses, 

relays, a microcontroller and multiple 

(circuit board and fret) layers of inter-

connection into a single integrated as-

sembly. Its job is to provide protection 

against excessive current loads, typi-

cal of a short circuit, by shutting down 

circuit function.

The SJB module is software driven, 

and there have been some issues. Some 

problems can be addressed with repro-

graming, which typically requires use 

of a Ford IDS scan tool. 

Problems that can’t be f xed with 

software updates or programming will 

be resolved by  replacing the entire 

smart unit, which can be a costly 

proposition.

Nissan Intelligent Power 
Distribution Module (IPDM)
Nissan's IPDM works on the same ba-

sic principles as the Ford unit. But note 

that the only serviceable parts of the 

unit are its fuses. 

There is an exception to this with 

certain Technical Service Bulletins 

(TSBs) that require you to use a spe-

cial relay puller to remove the ECM 

relay on certain years and models. If 

you are not working with a TSB, do not 

attempt to remove any relays from the 

IPDM device. Problems with the IPDM 

that can’t be f xed with software will 

typically require the replacement of 

the entire IPDM. 

Chrysler: Totally Integrated 
Power Module (TIPM)
Chrysler’s TIPM is a module and has 

serviceable fuses and solid state 

switching. The TIPM has been the sub-

ject of recent recalls for no start, failure 

to keep running once started, fuel pumps 

that won't shut off and stalling. Check 

service campaigns and TSBs when work-

ing on late model-year Chrysler vehicles 

that exhibit these problems. 

Voltage drop testing across 

a fuse is Macholz’s preferred 

method for fi nding parasitic 

draw concerns.
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      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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MECHANICAL

Diagnostic strategies
Though integrated power modules are 

a relatively new technology, there 

should not be much of  a learning curve. 

Normal network diagnostic strategies 

and fundamental laws of electricity 

are all in play. Many of the faults with-

in the power distribution system will 

require the use of a scan tool, prefer-

ably of the factory variety. A funda-

mental ability to diagnose electrical 

faults combined with the use of a multi-

meter and/or lab scope, are essential 

to eff ciently diagnose integrated pow-

er module faults.

Power and ground 
distribution schematics 
When repairing a wire harness post 

collision, power and ground distribu-

tion schematics are invaluable in diag-

nosing electrical faults. Understanding 

what the power source is, what circuits 

share the power and ultimately where 

the circuit is grounded can help you 

determine whether the problem you 

are dealing with is isolated to one par-

ticular circuit or if seemingly unrelated 

electrical problems could be related to 

a power distribution device such as an 

IPDM, SJB or integration relay. 

Modern Parasitic Draw Testing
All body shops deal with the occasional 

ignition off draw complaint post repair. 

Most of us know by now that discon-

necting the battery when performing 

parasitic draw testing is a bad idea, 

especially with advanced power dis-

tribution technologies. 

Ignition off raw testing always 

starts by prepping the vehicle and re-

moving sources of interference with 

onboard modules: 

•  Close doors and lock them with the 

key fob.

•  If the hood is open, be sure to close 

the latch with a screwdriver. Be sure 

underhood lamps are out.

•  Move keys at least 10 feet away from 

the car.

•  Make sure any Bluetooth device such 

as a smart phone or Bluetooth head-

set is removed from the vehicle.

•  Wait for a few minutes for the re-

maining modules to go to sleep. Take 

your time and go make money f xing 

something else for now and come 

back to this when you are done. 

If the vehicle uses a smart entry 

system, having the key in close prox-

imity to the car will wake up the mod-

ules associated with the entry system 

and in many cases will turn on the light-

ing in the vehicle. In addition to keys, 

smart phones and other Bluetooth de-

vices can be a problem. Removing smart 

phones and Bluetooth devices will elim-

inate the possibility of these devices 

keeping a module awake. 

Once initial preparations are made, 

proceed with isolating the circuit that 

is causing the draw. My method of 

choice is using a multi-meter, set on 

DC Volts, and voltage drop testing 

across the top of each fuse until I f nd 

one that is f owing current. The only 

time current is f owing in a circuit is 

when the circuit is on. Using a meter 

set on DC volts and performing a volt-

age drop test provides me with an in-

dication if current is flowing or not. 

Once I locate the circuit I will print a 

power distribution schematic for that 

circuit. Once I see what the fuse is pow-

ering I can start pinpoint testing indi-

vidual load devices on that circuit.

I used this technique recently with 

an Acura product that had been in a 

collision. When the car was returned 

to the customer by the collision shop, 

the battery would die overnight. I used 

the voltage drop method to isolate the 

draw to the courtesy light circuit in less 

than f ve minutes. 

After isolating the circuit, I found 

that the body shop had the hatch striker 

installed upside down, which was not 

allowing the hatch to completely close 

and causing the courtesy lamp to stay 

illuminated. Once I installed the striker 

correctly, I had it f xed. 

Don’t forget that you can achieve 

similar results with an inductive amp 

clamp and your oscilloscope. Using a 

lab scope will allow you to see a picture 

of the current draw over time. Having 

a picture of the draw over time can be 

extremely helpful in locating faulty 

components. 

Constant changes in technology 

make our job as technicians challeng-

ing. Embracing new technology and 

accepting the challenge will help you 

make money instead of losing it when 

it comes to diagnosis. Remember, even 

though this technology is newer, it still 

utilizes basic electricity. So long as you 

have a f rm grasp on how electricity 

works, diagnosing high-tech fuse box 

problems will be a walk in the park! 
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A Voltage drop reading of 

2.8mV DC indicated that 

current was fl owing in the 

courtesy light circuit on this 

Honda vehicle.
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Denso and Toyota partnered 

to create this power man-

agement ECU that allows 

Toyota to simplify their Pow-

er management systems.
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Integration relays are solid 

state devices that take the 

place of traditional 4 and 5 

pin relays in order to reduce 

weight and lower power 

consumption.

DAVE
MACHOLZ
CONTRIBUTING 
EDITOR

Dave Macholz is an instructor for the Toyota T-TEN, Honda 
PACT and general automotive programs at Suffolk County 
Community College in Selden, N.Y. He is an ASE CMAT and 
L1 technician and holds a NY State teaching certifi cation 
in vehicle repair.

  E-mail Dave at liautotraining@gmail.com
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AUVECO PRODUCTS

HARDWARE AND FASTENERS

Auveco Products, celebrating 100 years 
in business, is proud to offer the world’s 
largest selection of body hardware, spe-
cialty fasteners and electrical harnesses.  
Our “6900” Series Quik-Select II has 36 
assortment options, giving you wide cov-
erage, all in OEM labeled polypropylene 
boxes. View our catalog, Hot New Items, and to find a distributor 
near you, visit us at www.auveco.com.

auveco.com

(800) 354-9816

KAESER COMPRESSORS

ALUMINUM PIPING

Fast to install and easy to modify, Kaeser 
SmartPipe™ is the most versatile com-
pressed air distribution system available. A 
unique combination of lightweight material 
and press-to-fit connectors dramatically 
reduce labor and installation time, espe-
cially in overhead installations. SmartPipe’s 
aluminum construction and smooth interior will not rust or trap con-
taminants unlike other piping materials. Full-bore, push-to-connect 
fittings are leak-free and minimize pressure drop.

www.us.kaeser.com/smartpipe

(866) 516-6888

COLLISION PRODUCTS GUIDE

GFS

PAINT BOOTH

The Performer ES paint booth was 
designed and built with the value-
minded shop owner in mind. Quality 
construction, durable hardware 
and reliable performance makes 
the Performer ES booth an excel-
lent choice for shops in need of an 
affordable, all-in-one paint environment. The exhaust chamber is 
integrated into the booth interior, saving valuable shop floor space.

www.globalfinishing.com

(800) 848-8738

KBS COATINGS

COATING PRODUCTS

The extensive KBS Coatings 
line includes Rust Coating 
Products for any restoration 
project by any enthusiast, 
whether professional or do-
it-yourself. The quart size, 
3-Step System Frame Coater 
Kit provides products to 
Klean, Blast and Seal a full 
size car frame or any 50 sq. ft. area with 2 coats of paint coverage.  

www.kbs-coatings.com

(877) 548-9323

SHERWIN-WILLIAMS

SPEED PRIMERS

New P30 and P27 
SpectraPrime® Speed 
Primers really deliver: 
increased shop productivity 
and profitability; eliminate 
the need for the bake cycle; 
provide excellent sprayability, 
sandability and leveling; and 
feature wet-on-wet applica-
tion with no flash time between coats.

www.sherwin-automotive.com

(800) 798-5872

EUROVAC 

DUST EXTRACTION SYSTEM

Eurovac has a new portable wet mix dust 
extraction system (patent pending) for alumi-
num repair. Used with source capture sand-
ing tools, the wet mix portable ensures the 
safe, effective removal of explosive aluminum 
dust. This system also eliminates the pos-
sibility of cross contamination of dusts, which 
can lead to galvanic corrosion that will affect 
the structural integrity of the vehicle.   

www.eurovac.com

(800) 265-3878

PPG

URETHANE SURFACER

Created for the ultimate balance of effi-
ciency and premium results, DPS3105 is a 
must for high-production collision centers. 
This fast-drying urethane surfacer offers 
high build and excellent resistance to film 
shrinkage, making it the perfect addition 
to enhance cycle times and quality. Taking 30 minutes from dry to 
sand, DPS3105 offers outstanding film build and shrinkage resis-
tance, superior gloss holdout and uses existing DCX3030 hardener.

www.ppgrefinish.com

(800) 647-6050

CELETTE

3D MEASURING SYSTEM

Celette’s electronic measuring 
system enables more efficient 
damage analysis with its true-3D 
displays showing each point’s 
length, width, height and angle 
position. With a database from OEM 3D-CAD drawings and a 0.5 
mm tolerance, points can be tested for symmetry, point-to point 
and comparison. Software takes screenshots, prints custom 
reports, connects directly to Celette’s website for easy updating 
and gives storage space in the Celette Cloud.

www.celette.com

(630) 396-6100
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AXALTA

SOLVENTBORNE BASECOAT

Axalta Coating Systems has introduced a 
solventborne 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 equip-
ment investment. Available in a wide choice of solid, metallic, pearl 
and special-effect colors for spot, panel and overall repairs, it pro-
vides outstanding coverage, color match and blendability.

www.axalta.us/mosaic

(910) 358-5354

MARTIN SENOUR

FACTORY PACKAGED 

COLOR

These PCC® Premium 
Commercial Coatings are cost 
effective urethane single-stage 
products designed for over-
all refinishing on a variety of 
fleet, commercial equipment 
and industrial applications. They deliver outstanding dry times and 
excellent gloss content while meeting 2.8 VOC regulations in ten 
popular factory packaged colors.

www.martinsenour-autopaint.com

(800) 526-6704

COLLISION PRODUCTS GUIDE

AXALTA

LEARNING CAMPUS

Axalta Coating Systems is launch-
ing the Axalta Learning Campus, a 
powerful opportunity for access-
ing training. It enables registration 
for traditional, on-site classes 
and online eLearning, quick-tip 
videos and webinars so learners 
can expand their knowledge and 
become more productive, quickly and easily. 

www.axalta.us

(910) 358-5354

H&S AUTOSHOT

DENT REPAIR STATION

H&S Autoshot introduces the UNI-9850 
Complete Dent Repair Station, offering three 
methodologies to repair both paint on and 
paint off panel damage. No other system on 
the market has this broad application perfor-
mance capability. This system was designed 
to incorporate several pulling techniques and 
methods gathered from around the world to supply the market with 
the latest and most futuristic dent repair system in the market. The 
UNI-9850 combination welder works on both steel and aluminum. 

www.hsautoshot.com

(888) 677-3798

PROSPRAY

WATERBORNE BASECOAT

Eradicating the waterborne stigma since 
its inception, the Prospray H2O™ Basecoat 
System offers a premium waterborne solu-
tion. With superior coverage, color matching 
and blending, the Prospray H2O Waterborne 
Basecoat System fuses the beauty of color 
with the power of water to provide you with 
the most affordable, highest quality system 
on the market.

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 pin-
stripe colors that were developed 
by world-renowned custom art-
ists, we didn’t cut corners when 
creating this custom line. Now 
you can release your inner artist 
with all 11 custom colors and 10 more coming this summer!

www.matrixsystem.com

(800) 735-0303

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

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 solvent-
borne formula to adapt to your 
application needs, using a 
single set of toners. Onyx HD meets the most stringent VOC regu-
lations while creating a durable, fast-drying finish.  

www.basfrefinish.com/rm

(800) 758-2273
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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

PACIFIC AUTOMOTIVE

SPRING STRUT COMPRESSOR

The Workshop Pro SPC 150 Strut Spring 
Compressor quickly compresses any strut 
spring. Having 10 inches of travel and a 
maximum compression rating easily capable 
of the recommended operating capacity of 
550 lbs., a few short squeezes on the hand-
operated thumb pedal is all it takes to com-
press most strut springs on today’s cars and light duty trucks. 

www.pacautoind.com

(331) 472-4635

LUSID TECHNOLOGIES

LOW VOC PRODUCT LINE

Northstar products 
include 100 percent 
polyurethane coats, 
which provide out-
standing durability and 
high gloss. Lusid’s low 
VOC Northstar line 
provides the simplic-
ity of a single set of 
toners with the flexibility of a full range of 
binders. 

www.lusid-biz.com

(801) 966-5300

WALMEC

SUPERSTAR FILTER

The .01 Micron SuperStar Filter is designed 
to provide clean, dry, compressed air result-
ing in the removal of any vapors and contam-
inates down to .01 micron. A four-stage filtra-
tion system that has a .01 micron rating, the 
filter’s flow ranges are 50 SCFM, 75 SCFM or 
100 SCFM, and can handle pressure ratings of up to 250 PSI. 

www.walmecna.com

(866) 764-8377

WESCH TOOLS

CURVED CLAMP

The actuating jaw allows for getting 
around multiple curves and bends. With 
its heavy-duty pull rings, you can pull 
horizontal and vertical. The casted jaws 
keep this clamp from slipping and slid-
ing during pulls. Each ring is removable or both can be used in 
conjuction with one another. Pulling capacity is five tons.

www.collisionclamps.com

(516) 375-9943

Tab-It with StudLever  

shown pulling glue tab

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

Part#20014

Part#20013

™

Glue Tab Kit for Steck StudLever

s Accurate controlled pulls every time

s Grips studs (pull pins) quickly & easily

s Black pivoting base helps compress 
crown as dent is pulled

Attn: PDR  Now you can 

quickly pull glue tabs with 

the STECK StudLever™

UÊFAST!   UÊACCURATE   UÊEASY!!

VALSPAR

PEEL-OFF 

COATING

New Valspar 
2nd Skin 
Peel-Off 
Coating provides a tough, rubberized 
finish for a wide variety of automotive 
surfaces. This synthetic rubber coating is 
easily applied, will last until it is peeled 
off and will not damage the original paint 
on a vehicle. 

www.valsparpaint.com

(866) 222-8714
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MARKETPLACE

PRODUCTS & SERVICES PRODUCTS & SERVICES

PAINTLESS DENT REPAIR

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

The Hail

Company

Quality Paintless Dent Repair Now Has A Name...

See our references on the website!

www.thehailcompany.com • or email us at info@thehailcompany.com

The quality PDR choice nationwide

24 hour response by our national hail team

Specializing in assisting auto body shops during a hail catastrophe

Experienced hail estimators trained to work professionally with all insurance adjusters

Lifetime warranty on all repairs

1-800-873-9916
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FREE PRODUCT INFORMATION
BY FAX: SEND THE COMPLETED FORM TO (416) 620-9790

it’s quick!  it’s easy!  it’s direct
abrn
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BY MIKE ANDERSON  |  shop advocate

Mike Anderson, a former shop owner, 

currently operates COLLISIONADVICE.COM, a 

training and consulting f rm.

If you have a business issue or question 

you’d like Mike to address, email him. 

mike@CollisionAdvice.com

hink about the last time you had a car in the shop 
in which you had to mask the engine compart-
ment as part of welding in a core support or 
apron. Did you bill for this procedure, and were 
you paid?

A survey of nearly 1,000 body shops earlier this 
year found that more than one third (35.7 percent) 

have never asked to be paid for masking the engine compartment, yet 
another one third of the shops (34.4 percent) who seek to be paid for 
it said they are indeed paid "always" or "most of the time.”

The survey found a little more than 12 percent of shops acknowl-
edge they have never charged or asked to be paid for “feather, prime 
and block.” Yet another 12.4 percent of shops said they are “always” 
paid for the procedure, and another 9.9 percent of shops said they are 
paid for the operation "most of the time."

This confirms something I see as I work with shops around the 
country. Here’s a procedure that 12 percent of shops aren’t even list-
ing on their estimates, yet more than 20 percent of shops are getting 
paid for it most, if not all, of 
the time.

If you find this kind of 
information valuable, I’d like 
to encourage you to partici-
pate in these new quarterly 
surveys that I’ve organized. 
Each survey lists about two 
dozen procedures or esti-
mate line items and asks you 
to indicate how often each of 
the eight largest auto insurers 
pays your shop for each item 
(when it is a necessary part of 
the repair).

The surveys aren’t quick. 
You can expect to spend 10 
to 30 minutes on each. But 
I think you’ll find that invest-
ment of time valuable for a couple of reasons. First, the survey ques-
tions will likely serve as a good reminder of many of the non-included 
items you may want to itemize on your estimates if they are part of a 
particular repair job in your shop.

“My estimators, production manager and I did the survey together 
during our production meeting,” one Texas shop owner told me about 
our first survey earlier this year. “It definitely stirred up our thought 
process about some of the items that we have not been asking for.”

The second way you may find the survey results useful is when 
you’re being told, “We don’t pay for that.” The results can be another 
tool – along with documentation from the automakers or estimating 

system providers – that you can use to negotiate and show that you’re 
not “the only one” asking for or getting paid for it.

Our second quarterly survey, which focuses on body labor 
operations will be available online during the month of July. Visit my 
company’s website (CollisionAdvice.com) for a link to where you can 
get more information about taking the survey or seeing results from 
previous surveys.

Here are some other things you should know about the surveys. 
First, your shop's individual responses will be held in the strictest con-
fidence. Only cumulative data will be released. You need only provide 
a zip code and state to participate. You have the option to provide 
additional contact information if you’d like to receive an executive sum-
mary of the survey findings.

Second, the survey should be completed by the shop owner, man-
ager or estimator who is most familiar with your shop's billing practices 
and the payment practices of the largest national insurers.

With 985 shops completing the first survey (only one response per 
shop location is allowed), I’m confident it’s already among the stron-
gest surveys conducted in our industry. I want to increase the number 
of participating shops so we can provide statistically valid results even 
by state. To make that happen, please take the time to complete the 
survey, and forward the link to other shop owners you know. Make sure 
any association you belong to sends the link to your fellow members.

You’ll read more about the surveys right here. I’ll use the results as 
the basis for some of my future columns, to explain how you can justify 
charging for these procedures when they are necessary.

So visit my website (www.CollisionAdvice.com) to get more infor-
mation or take the survey. 

YOU ARE 
OFTEN NOT 
THE ONLY ONE

Surveys give shops an 
opportunity to better understand 
billing, payment policies

The results can be 
another tool — along 

with documentation from 
automakers or estimating 
system providers — that 
you can use to negotiate 
to show that you are not 

the only one asking for or 
getting paid for it. 

T

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
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Big picture thinking.
Business Solutions.

150 years
Gain a broader perspective on performance with BASF’s 

Business Solutions. In today’s increasingly competitive collision 

repair industry, BASF can help put your shop in the fast lane to 

high performance. Each of the value-added, integrated products 

and services within our suite of BASF Business Services were 

designed to help you elevate productivity, boost proÄts and 

increase customer satisfaction. To learn more, please call  

800-758-BASF (2273) or visit www.basfrefinish.com.

SEE US AT NACE, BOOTH 508
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