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REPAIR TRENDS

ALUMINUM CONTINUES TO IMPACT 
COLLISION REPAIRS
BY BRIAN ALBRIGHT | CONTRIBUTING EDITOR

Aluminum components are going to have an 
increasing affect on the type of work collision 
repair shops see over the next several years.

OE CERTIFICATION

CERTIFICATION STANDARDS 
LACKING BY 90 PERCENT OF 
COLLISION SHOPS IN THE INDUSTRY

6 Assured Performance Network 
revealed that less than 10 
percent of industry shops is able 
to meet its collective certifi cation 
standards.

LABOR RATES

SURVEY SHOWS WIDE RANGE IN 
‘CERTIFIED’ ALUMINUM LABOR RATES

10 Of the 800 shops who participated 
in the “Who Pays for What?” survey 
in October 2015, 130 were certifi ed 
by one or more automakers to repair 
aluminum, and labor rates spread 
over more than a $100 range.

6

FEATURED COLUMNS

THE COLLISION EXECUTIVE 
BY MIKE LEVASSEUR
MOVING ON AND MOVING UP

12 A true leader has the ability to know when 
to turn responsibility over to others. They 
need to understand what their company 
needs from them, and then work to focus 
on those things, while helping to develop 
other talent that can lead in other ways. 

THE LAST DETAIL 
BY MICHAEL GIARRIZZO, JR.
CONSCIENTIOUS CONSOLIDATION

46 To ensure satisfi ed customers in an MSO, 
you must be able to replicate a positive 
experience and extend that experience 
throughout your entire shop network. 

MANAGEMENT

GET IT RIGHT THE FIRST TIME BY 
EMBRACING THE ONE TOUCH RULE 
IN YOUR SHOP
BY MIIKE JONES | CONTRIBUTING EDITOR

The One Touch Rule is focused on training 
your staff to understand your quality 
expectations, then teaching them to do 
each job right the fi rst time. This will result 
in fewer do-overs and will positively impact 
your return on investment.

34
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WG55 White Gold 
Premium Filler from 
Valspar uses INVISIX 
Micro-Perfecting 
Surface Technology for 
lightning fast mixing and 
spreading times with an 
ultra-smooth surface.42
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THE NEW AMI
BY CHELSEA FREY | SENIOR ASSOCIATE EDITOR

The next generation of the Automotive 
Management Institute (AMi) seeks to foster 
the learning culture by providing more 
opportunities for training and education in the 
collision and service repair industries.

FEATURES

THE SHOP PROFILE 
GUSTAFSON BROTHERS INC.; 

HUNTINGTON BEACH, CALIF.

JAMES E. GUYETTE / CONTRIBUTING EDITOR

30 Alignment, core values shape this shop’s 
goal to always ease customer stress.

MEETING UPDATE
FORMULA RE-EVALUATION

JOHN YOSWICK / CONTRIBUTING EDITOR

20 A Collision Industry Conference committee 
revealed work on a new cycle time formula 
at the November meeting.

14

COVER FEATURE

FABRICATION FEATS

39 VIDEO SPOTLIGHT

�
UNDERSTANDING OPT OE parts 
and liability

Rick Leos with Toyota 
discusses the Opt-OE term, 
shop liability and how you can 
determine if a part is in fact a 
“genuine” Opt-OE part or not.

[URL ABRN.COM/OEPARTS]

VIDEO SPOTLIGHT

�
 CREATING A successful 
acquisition culture

Brad Mewes, fi nancial 
consultant, discusses non-
fi nanial ways to increase the 
value of your business.

[URL ABRN.COM/ACQUIRECULTURE]

VIDEO SPOTLIGHT

�
 BUILD A culture of learning

AMi’s Jeff Peevy discusses 
the importance of training in 
the success of your shop.

[URL ABRN.COM/PEEVYPODCAST]

TECHNICAL FOCUS

EQUIVALENT MATERIALS
BY DOUGLAS CRAIG | CONTRIBUTOR

36 Make OEM-quality repairs with seam 
sealers and foams.

BY TIM SRAMCIK | CONTRIBUTING EDITOR
The metal working part of collision repair has slipped away 
largely because of manufacturer repair recommendations, 
but there is still a place for it today.
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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 automotive parts 

certification organization, we protect you 

and your customers from 

inferior replacement parts. 

We put fenders, hoods, 

grilles, headlights and  

bumpers through tough 

tests to see if they fit,  

perform and last the same 

as the originals.

Only those that pass our 

tests earn the right to be 

called CAPA Certified 

replacement parts and carry the  

distinctive yellow and blue CAPA Seal.

Those that don’t pass—whether they’re 

made of inferior materials, are too thin 

or ungalvanized, don’t meet safety  

standards or don’t fit correctly—will 

never be CAPA Certified. You’ll want to 

steer clear of them.

So remind insurance company 

claims adjusters to specify 

only affordable CAPA Certified 

replacement parts by name. 

The ones with the CAPA Seal. 

Tell them you run a collision 

shop, not a test-fitting  

operation for manufacturers 

who don’t measure up.The CAPA Seal is your proof a 

replacement part is CAPA Certified.

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

Why are we so tough on replacement parts? 

 

So you don’t become some  

manufacturer’s guinea pig.

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

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

Aluminum continues to 
impact collision repairs

BY BRIAN ALBRIGHT | CONTRIBUTING EDITOR

Aluminum components are going to have an increasing 

affect on the type of work collision repair shops see over 

the next several years, and training and certifications will 

be an important part of being able to accept jobs that 

involve more mixed materials. Cadillac announced its own 

training program, the Cadillac Aluminum Repair Network, 

which launched in December 2015 in anticipation of the 

release of the new Cadillac CT6.  

The CT6 uses a mix of aluminum, traditional steel, 

and high-strength steel as part of its lightweight design. 

According to the company, the aluminum intensive struc-

ture (about 65 percent of the vehicle is aluminum) includes 

a mix of 11 different materials.

According to John Eck, collision manager for Cadillac’s 

wholesale dealer channel, the bulk of the vehicle’s body 

is aluminum, with traditional steel in the floor pan and 

high-strength steel in the A and B pillars. The vehicle also 

includes aluminum sheet on exterior components, alumi-

num extrusion along the rocker panels and front rail, and 

aluminum cast in the front wheel wells toward the cabin.

“In terms of joining techniques, in the manufacturing 

process we use self-piercing rivets and flow drill screws, 

along with aluminum resistance spot welding and laser 

welding,” Eck says. “We also have 590 linear feet of 

adhesive in the car. The repair process won’t use the 

self-piercing rivets, but structural blind rivets and flow 

form rivets instead.”

BREAKING NEWS

OEM CERTIFICATION

CERTIFICATION 

STANDARDS 

LACKING BY 90 

PERCENT OF 

SHOPS

Less than 10 percent of 

the industry is able to 

meet the collective cer-

tification standards set 

by Assured Performance 

Network, according to the 

company’s certification 

and recognition statistics 

achieved in 2015. 

The administrator of the 

country’s largest Certified, 

OEM-Recognized Collision 

Repair Network, Assured 

Performance certifica-

tion aims to raise techni-

cal repair capability and 

ensure each repair business 

has what is necessary to 

properly repair new model 

vehicles manufactured by 

participating OEMs. 

Shops achieving certi-

fication status and offi-

cial recognition by vari-

ous auto manufacturers 

must pass stringent and 

comprehensive business 

requirements and provide 

Photo: Brian Albright
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THERE’S MORE 

ONLINE:

I-CAR LAUNCHES THREE NEW 
COURSES IN 2016

I-CAR offers three new courses: 
MIG brazing, rivet bonding and 
Honda and Acura electrical 
system repair. The MIG and rivet 
bonding courses are part of 
I-CAR’s new Hands-On Skills 
Development program, a new line 
of hands-on courses conducted 
in-shop, while the electrical 
repair course is the fourth 
installment in an online series 
focused on Honda and Acura 
vehicles.

»» ABRN.COM/ICARCLASSES

PBES CONFERENCE 
REGISTRATION AVAILABLE

The Paint, Body & Equipment 
Specialists (PBES) segment of 
the Auto Care Association will 
hold its annual conference in 
Denver, May 10-12, with the 
theme, “Differentiate to Win.”

»» ABRN.COM/PBES2016

FINISHMASTER COMPLETES 
PURCHASE OF COLORMASTER 
AUTOMOTIVE PAINT

FinishMaster Inc., a distributor of 
paint and related products and a 
subsidiary of Uni-Select, has 
acquired the assets of 
ColorMaster Automotive Paint 
Inc.

»» ABRN.COM/COLORMASTER

PARTSTRADER, AXALTA 
INTEGRATE

PartsTrader will integrate with 
the Profi tNet Management 
System from Axalta Coating 
Systems. The partnership will be 
a two-way electronic interface 
that will help eliminate redundant 
tasks between the two systems.

»» ABRN.COM/PROFITNETPARTNER
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The IBIS Global Summit 2016 – May 23-25 at the Hilton 

Diagonal Mar in Barcelona – aims to build on the success of 

2015, delivering more world-class presentations and industry 

leading information to assist delegates in their forward-think-

ing approach to business and strategy. IBIS will continue to 

advocate a global need for safety, skills and standards.

After a successful pilot at the 2015 Global Summit, three 

roundtable discussions will precede 2016’s conference giv-

ing a chance for insurers, vehicle manufacturers and multi-

site collision repairers to discuss our industry, each group 

led by an IBIS Board member. The findings, while anony-

mous, will feed into a Day 2 session, giving delegates a 

chance to hear the very latest information from three key 

sectors of the market. 

David Smith, VP supply chain/procurement at US collision 

repair chain Caliber, will be discussing the MSO’s journey to 

becoming a $1.3 billion organization and how such a business 

makes buying decisions. IBIS organizers say every area of our 

industry could benefit from this session, which is sure to be 

inspirational as well informative.

GLOBAL EVENTS

proof of compliance through an annual 

onsite inspection-audit. Certification 

is based upon meeting “business 

requirements” as well as the neces-

sary tools, equipment and training 

needed to properly and safely repair 

the latest model vehicles for the par-

ticipating OEMs. So far, less than 10 

percent of the industry is able to meet 

the collective certification standards. 

Less than 2/3 of shops applying for 

certification are approved. To date, 

nearly 3,500 shops have applied to 

become Certified-Recognized, with 

just over 2,000 successful in making 

the grade. Regardless, all shops are 

given the opportunity to participate 

in an optional Assured Performance 

“Business Improvement Program” 

to assist the shops in attaining 

compliance and higher levels of 

performance. 

The certification standards set by 

Assured Performance combine all 

participating OEMs’ specifications, 

allowing shops to be certified once, and 

simultaneously recognized by several 

OEMs through one comprehensive 

program.  

“Our ability to achieve 7-10 times the 

shop participation of other programs is 

a testament to the joint-effort strategic 

approach,” says Assured Performance 

Chairman and CEO Scott Biggs. “It 

takes this kind of demographic and 

geographic coverage to realistically 

offer consumers and insurers a certified 

repair provider anywhere and every-

where that might need one.” 

Shops will either be certified or 

have to compete with the shops that 

are.  Therefore, all shops must improve 

their technical repair capability, says 

Assured Performance Network. The 

result is the industry is quickly meet-

ing the challenge to properly and 

safely repair the new generation of 

vehicles being manufactured with 

advanced technologies.

The vehicle does include an alumi-

num ribbing in the castings, which Eck 

says created some minor challenges in 

terms of fastener locations. “But we have 

specific repair procedures to address 

that, and we’ll have 3D imaging on all 

the procedures to help the repairer,” Eck 

says. “However, Cadillac does not allow 

repairs on castings, so any damage done 

to those castings will require full part 

replacement.”

There are 13 such castings in the 

vehicle that have not only reduced the 

vehicles’ weight by nearly 200 pounds, 

but also reduced the number of total parts 

and lowered the number of stress points. 

The vehicle uses 20 percent fewer parts 

than the previous platform design.

Dealership and independent body 

shops that want to be certified to repair 

the new vehicle will be audited annually 

through an extensive verification process 

to ensure they meet all requirements for 

training, tools and facilities.

However, since many shops have 

already received training and certifications 

in aluminum repair through other entities, 

the Cadillac program will take that experi-

ence into consideration. “There’s nothing 

unusual about the repair processes need-

ed for the CT6,” Eck says. “The replace-

ment of factory resistant aluminum spot 

welds with structural rivets will add a level 

of complexity, but the procedures spell out 

the specific steps to address each weld. 

It’s crucial you read and understand the 

repair procedures prior to working on the 

vehicle so you can handle the spot welds.”

Program training will primarily be web-

based and managed through a partner-

ship between General Motors and I-CAR. 

GM will offer CT6 collision repair informa-

tion at no charge. Axalta Coating Systems 

will provide implementation and ongoing 

support for the program.

The required web-based training will 

include a course on general knowledge 

of fastening techniques, and a second 

course specific to CT6 body fasten-

ing. There are also three required I-CAR 

courses: welding (WCA03), aluminum 

intensive vehicle repairs (ALI01), and alu-

minum exterior panel repair (APR01).

“We’re also looking at other OEM cer-

tifications, so if you have aluminum weld-

ing certifications through Audi, Mercedes 

or Tesla, we’ll look at that as accept-

able,” Eck says. “We know that Audi and 

Mercedes, for example, go through a very 

extensive welding training program. Our 

vehicle uses less welding, so that train-

ing is sufficient. We’re trying to be market 

friendly and not put a burden on shops. 

I-CAR and other luxury brand courses 

that we’ve reviewed will adequately pre-

pare them.”

Shops will need to have that certification 

in order to purchase aluminum repair 

parts through Cadillac dealerships. “For 

structural parts we’ll have restricted 

distribution,” Eck says. “The shop can 

order as long as they have a VIN and 

an authorized repair network account 

number for each facility.”

Information on the Cadillac Aluminum 

Repair Network will be available at the 

www.genuinegmparts.com site in the 

first quarter of 2016, including techni-

cal documents, service bulletins, paint 

information, warranty information, VIN 

and other data.

IBIS 2016 aims to drive  

forward thinking

>> CONTINUED FROM PAGE 6
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Some work off a best guess; you work off a live-mapped blueprint. At Chief, 

we’re inspired by your craftsmanship – that’s why we offer products, training 

and unrivaled support to help you breathe new life into your projects.

chiefautomotive.com/nothingelse/abrn

NOTHING ELSE IS A



LABOR RATES

NEW ‘WHO PAYS FOR 
WHAT’ SURVEY RESULTS 
SHOW WIDE ALUMINUM 
LABOR RATE RANGES

BY JOHN YOSWICK | CONTRIBUTING EDITOR

It would be easy to say that the national average labor rate 

for aluminum repair being charged by OEM-certified shops 

is about $92 per hour, but that wouldn’t quite tell the whole 

story, according to newly-released findings from the quarterly 

“Who Pays for What?” survey series conducted by CRASH 

Network and Collision Advice. 

Nearly 800 shops participated in the latest quarterly “Who 

Pays for What?” survey this past October, and 130 of those 

shops that are certified by one or more of the automakers to 

repair aluminum vehicles reported their hourly rates for alumi-

num repair. Surprisingly, those labor rates spread over more 

than a $100 range.

At the low end of rates for structural aluminum repair, a 

small percentage of shops reported charging only a few dol-

lars more per hour than their regular repair rates. Near the 

top, there are shops charging in excess of $145 an hour for 

certified structural aluminum repairs.

The complete survey findings, now available at www.col-

lisionadvice.com/survey, show hourly labor rates for structural 

and non-structural repairs (broken down by percentiles) for 

shops certified by nine different OEM aluminum certification 

programs.

The 75-page survey report also includes information on:

t�XIBU�TIPQT�FTUJNBUFE�UIFZ�TQFOU�PO�FRVJQNFOU�USBJOJOH�

and facility changes to meet OEM aluminum repair certifica-

tion requirements;

t�NBSL�VQ�SBUFT�SFQPSUFE�CZ�TIPQT�GPS�TVCMFU�XPSL�TVDI�BT�

glass, towing, etc.; and,

t�QBZNFOU�GSFRVFODJFT�BNPOH�UIF�FJHIU�MBSHFTU�JOTVSFST�GPS�

29 different shop supply estimate line items, such as seam-

sealer, panel bonding adhesive and weld-through primer.

Also available at the website are survey findings and analy-

sis of earlier “Who Pays for What?” quarterly surveys, which 

focused on “not-included” frame/mechanical operations, and 

“not-included” refinish operations.

Each of the reports also includes analysis and resources 

to help shops better understand and use the information 

presented.

“I’m hearing from shops every week who say participat-

ing in the surveys is helping them improve their estimating 

and repair planning,” Mike Anderson of Collision Advice said. 

“This aluminum repair labor rate information is particularly 

interesting to me. We will continue this series of surveys in 

2016 with four more surveys to help shops understand what’s 

happening in the industry.”
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$49.00
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� 1 year warranty
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BY MIKE LEVASSEUR | columnist
mlevasseur@abraauto.com

THE COLLISION EXECUTIVE 

Mike LeVasseur is the Philadelphia Market 

Vice President for ABRA Auto Body.

Moving on, moving up
A true leader has the ability to know when to turn responsibility over to others

F
or several columns I’ve been talking about 

lessons I learned early in my time in this 

industry, and what those lessons have 

meant for my career. Regardless what stage of 

your career you are in, the experiences of oth-

ers can lead to valuable knowledge for continued 

growth and success.

I can easily point to perhaps the most pivotal day in my career in which I was given 
an incredible opportunity and a lesson in leadership from Don Keenan, the second-
generation owner of the company I joined in mid-1993.

Back then, Keenan Auto Body was just opening its second location in the 
Philadelphia area, and I was hired 
to run that new location. While 
this was of course a great oppor-
tunity, the defining moment I’m 
speaking of actually didn’t occur 
until four years later.

In the intervening years, I 
worked to implement at Keenan 
Auto Body West many of the 
same processes and systems I’d 
used at the dealership body shop 
where I had previously worked.

This was in the days before 
there was anything close to the 
sophistication of the shop man-
agement systems we have today. 

I used a manual scheduling 
process that worked on the theory of moving forward with the end in mind. In other 
words, I’d determine when a car needed to be done, and work back from there to 
determine when it needed to be done in body and move to paint, etc. It wasn’t high-
tech, but it worked. That and the other processes and regular meetings with staff we 
had eventually had that shop humming along.

About four years in, we started to see customers coming in who I actually would 
have expected to go to our original shop, Keenan Auto Body East, based solely 
on location. I couldn’t figure out why that would be. I asked Don, and he didn’t 
understand it either.

Over time, I figured out that the processes and culture we’d developed at the 

company’s second shop had helped it develop a reputation for quality and on-time 
performance. It wasn’t that those things were lacking at our original location; we were 
just using different systems and management styles. And Don’s focus was naturally 
split between running the original shop and expanding the business.

So in 1997, as the company was about to open a third location, I summoned every 
bit of courage I had and asked Don to consider handing over responsibility for opera-
tions to me. Among the points I tried to make: As we open up another location, we 
really shouldn’t have three different processes at three different shops. And by turning 
over operations to me, it would free him up to get more involved in the industry and 
focus on the types of CEO responsibilities the growing company needed.

Somewhat to my amazement, Don did just that. I don’t think the ego of many 
company owners would allow them to do that. But Don understood the importance 
and value of process, calibration and consistency, and I give him a lot of credit for the 
company’s subsequent success (and my career). I couldn’t appreciate more how he 
responded to my question, and I was extremely grateful he was willing to “turn over 
the keys to the car” to me.

I came away with two lessons. First, as an employee, look for opportunities that 
could allow you to help the company improve, and if you are confident in your abilities 
to perform, ask for the additional responsibility and advancement you would like.

Second, what I saw and learned from Don that day is that successful leaders need 
to understand what their company needs most from them. They work to focus on 
those things, helping develop others who can take on and excel at the other needed 
leadership roles within the company.

Thank you, Don. 

“THE PROCESS 
AND CULTURE WE’D 

DEVELOPED AT 
THE COMPANY’S 

SECOND SHOP HAD 
HELPED IT DEVELOP 
A REPUTATION FOR 
QUALITY, ON-TIME 

PERFORMANCE.”

If there's a topic you'd 

like me to address,  

I'd love to hear from you.
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WITH THE  onslaught of tech-

nological advances 

and new information 

in automotive repair, shops are strug-

gling to stay ahead of the curve. Jeff 

Peevy, the new president of the Auto-

motive Management Institute (AMi), 

is using his vast experience of leader-

ship and his passion for education to 

lead AMi to provide more opportuni-

ties for learning and education for the 

collision and service repair industries. 

ABRN conducted an interview with 

Peevy to discuss the new AMi, includ-

ing its initiatives for 2016 and beyond 

and the importance of having a learn-

ing culture in your shop. 

AMi’s mission
Since AMi’s inception in 1989, its mis-

sion statement has always read, “The 

Automotive Management Institute iden-

tifies, provides and promotes quali-

fied business education for the suc-

cess of automotive service and repair 

professionals.”

Historically, the organization has 

reviewed and approved management 

and leadership training programs, 

providing credit hours toward the 

AMi professional designation known 

as the Accredited Automotive Manager 

(AAM). AMi has also developed a series 

of specialty degrees for the service and 

collision repair segments.

The overall goal for AMi has been 

to recognize those who have taken 

the personal initiative to improve 

their knowledge, specifi cally in terms 

of management and leadership — a 

goal that Peevy was attracted to and 

sought to expand.

MINDING YOUR BUSINESS

THE NEXT GENERATION OF AMI SEEKS TO 
FOSTER THE LEARNING CULTURE, MORE OPPORTUNITIES  

BY CHELSEA FREY |  CONTRIBUTING EDITOR

THE NEW
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The learning culture
AMi’s emphasis on the importance of 

personal growth partners well with 

what Peevy garnered from his experi-

ence of almost 17 years with I-CAR. I-

CAR provides much needed technical 

training for the industry, but throughout 

his time with the organization, Peevy 

noticed a connection between a shop’s 

management culture and the willing-

ness of the shop’s technicians to par-

ticipate in training. Peevy explains, 

“My experience at 

I-CAR helped me 

better understand 

t he cha l lenges 

and cultures with-

in the repairer seg-

ment that drive the 

range of behaviors 

and attitudes to-

ward training and education. One of 

the things I began to really see was that 

management tended to be the greatest 

hurdle a repair operation had to get over 

in order to change the attitude toward 

training and education.” 

For Peevy, the transition to man-

agement-focused AMi was a great way 

to help both sides of the shop. Peevy 

states, “When the opportunity came 

to lead AMi, the idea to infl uence the 

management and leadership mindset, 

and ultimately support them with the 

challenges they face, interested me.” 

As it turns out, the route to changing 

the outlook on training partly involves 

altering the words one uses. Peevy ex-

plains, “My experience has taught me 

to speak more in terms of ‘learning’ as 

opposed to ‘classes’ or ‘training.’” Of 

course, it’s not just a matter of words, 

but of concepts — while learning and 

training go hand in hand, there is a big 

difference between how they are per-

ceived. Training is often viewed as a 

benefi t to the business, whereas learn-

ing is thought of as improving and de-

veloping the person. Peevy sums up the 

divide perfectly: “Training is seen as a 

requirement and often isn’t culturally 

connected to learning. Many will ques-

tion the need to attend a class, but few 

question the need to learn,” he states.

AMi’s goals
Looking forward to the future goals for 

AMi, Peevy stresses the importance of 

spreading awareness about the learn-

ing culture. “I see it as our duty as a 

nonprofi t to serve our industry in the 

most relevant ways possible. AMi will 

be very focused on assisting owners 

“AMI WILL BE VERY FOCUSED ON ASSISTING OWNERS AND MANAGERS WITH MAXIMIZING 

LEARNING IN EVERY WAY THAT WE CAN. YOU WILL SEE US PUSH THE BELIEF THAT 

LEARNING IS TRULY THE ONLY SOURCE FOR A SUSTAINABLE COMPETITIVE ADVANTAGE,”

 -JEFF PEEVY  [AMI]

USA MADE COLLISION  REPAIR EQUIPMENT

CALL 1 .800.445.8244      

W W W.AUTOBODYSHOP.COM

COMBINATION TOOL PACKAGE

OPTIONAL ACCESSORIES

Jeff Peevy, 
President of AMi
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and managers with maximizing learn-

ing in every way that we can. You will 

see us push the belief that learning is 

truly the only source for a sustainable 

competitive advantage. I know fi rst-

hand how understanding and embrac-

ing that belief begins to transform man-

agers and businesses,” Peevy explains. 

Beginning with the roots of learn-

ing, AMi will offer various tools at no 

charge to help owners and managers 

better understand how they and their 

staff learn best, as well as tips on how 

to get the most out of the various learn-

ing delivery methods, such as online, 

virtual and live instructor-led training. 

AMi has multiple initiatives to im-

plement the maximization of the learn-

ing culture, and the institution plans to 

carry them out by continuing to make 

industry connections. Peevy continues, 

“We will grow our collaboration with 

anyone offering high quality manage-

ment and leadership learning opportu-

nities, and through our new business 

model, we will be able to do more to 

serve the student and the training pro-

viders. We currently have a call for pro-

grams to review and receive AMi credit 

hours. We also plan to support consul-

tants who often fi nd individuals within 

an operation needing specifi c training 

in an area, by providing training or-

ganized in structured competencies.” 

The next generation of AMi will of-

fer professional recognition and desig-

nations for roles specifi c to service re-

pair and collision repair in customer 

service, offi ce management and gener-

al management, including a masters-

level general management program.

Consistent with the theme of learn-

ing, AMi will begin collecting Training 

Provider information through a survey 

on AMionline.org. AMi is asking any-

one offering training, whether it be an 

individual or a company, technical or 

management, to complete the survey. 

The information will then be available 

to the industry in a searchable data-

base that AMi will maintain and pro-

vide free to the industry. Visitors to 

the database will be able to search 

for technical or management training 

in both service repair and collision re-

pair, how the training is delivered and 

registration.

Finally, AMi will be launching the 

Leadership Foundation Program, en-

abling companies and individuals to 

support the relevant work of the new 

AMi. This program will recognize tax-

deductible donations from those inter-

ested in the future success of their cus-

tomers by enabling low-cost quality 

management and leadership training 

and professional recognition programs.

AMi plans to begin launching its 

“next generation” initiative, as well 

as a new website and updated logo, in 

the later part of fi rst quarter of 2016. 

CHELSEA FREY
SENIOR ASSOCIATE 
EDITOR

Frey is the Senior Associate Edi tor for ABRN 
and for its sister publication, Motor Age, in the service 
repair segment.

  E-mail Chelsea at cfrey@advanstar.com
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AT THE     Collision Industry Con-

ference (CIC) in Las Ve-

gas last November, a CIC 

sub-committee announced that over 

the coming year it will work with any 

interested insurers on developing a 

new formula for estimating cycle time 

(or “length of rental”) on initial repair 

estimates. 

A panel discussion at CIC in 2014 

focused on the challenges currently 

posed by the wide-ranging formu-

las some insurance companies use 

(or require their direct repair shops 

to use) to determine length of rental, 

some of which set unrealistic expec-

tations for consumers. The committee 

cited examples of formulas that vari-

ous insurers require shops to use to 

determine an expected delivery date 

on the initial estimate; they ranged 

from one day for every three hours of 

labor on the estimate to one day for 

every six hours of labor on the esti-

mate. If the insurers’ goal is to drive 

performance, one panelist said, that’s 

one thing, but when it establishes 

unrealistic expectations for the con-

sumer, and requires multiple adjust-

ments to completion date information 

by the shop and rental car company, 

that impacts efficiency and custom-

er satisfaction.

At the Las Vegas meeting, Pat 

O’Neill of the CIC Insurer-Repairer 

Relations Committee said some in-

surance companies — though he spe-

cifically named only Allstate — were 

planning to work on the creation of a 

new formula, so the committee “felt 

it would be very important that as 

an industry we had input into that 

process and were able to participate 

in whatever that outcome may be.”

O’Neill said the sub-committee wel-

MINDING YOUR BUSINESS

COLLISION INDUSTRY CONFERENCE COMMITTEE WORKING 
ON NEW ‘CYCLE TIME’ FORMULA

BY JOHN YOSWICK  |  CONTRIBUTING EDITOR

FORMULA
RE-EVALUATION
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comes involvement by insurers or any 

others; those who have confirmed 

participation include Darrell Amber-

son of LaMettry’s Collision in Minne-

sota, Mike LeVasseur of ABRA Auto 

Body, Frank LaViola of Enterprise 

and Aaron Schul-

enburg of the So-

ciety of Collision 

Repair Specialists 

(SCRS).  

O’Neill said the 

goal would be to 

develop an alter-

native formula by 

the end of 2016 that could be tried by 

some insurers, but he cautioned that 

the sub-committee can only offer in-

put on the subject.

“This doesn’t mean that the re-

sult that might come up at the end 

would be something that CIC would 

completely condone, but I think it be-

hooves us to at least be involved in 

what might be something that we’re 

going to have to deal with,” O’Neill 

said.

Are parts procurement sys-
tems helping?
CIC’s Parts and Materials Commit-

tee throughout 2015 focused on the 

role that electronic parts procurement 

does — or could — have on improv-

ing shop and parts vendor effi cien-

cy. At the Las Vegas meeting, long-

time CIC participant Frank Terlep 

(now with Summit eMarketing Sher-

pas) questioned — somewhat rhetor-

ically — how much the systems de-

veloped over the last 15+ years have 

actually benefi tted any segment of 

the industry.

Terlep is not involved with parts 

procurement today, but in 1999 was 

with CarStation.com, a “dot.com com-

pany” that raised $67 million to build 

the fi rst parts procurement platform 

in the industry.

“It failed miserably,” Terlep said. 

“We spent $47 million in eight months. 

We went from 13 people to 200 people 

and never got a product out the door.”

But one thing CarStation did do 

well was gather data, Terlep said. 

The company commissioned a very 

detailed time study that found the av-

erage shop then spent about 13 man-

hours per day on parts procurement.

“What we found back then, and 

I assume it’s very similar today, is 

that some of the 

biggest areas for 

improvement were 

checking on parts 

availability, re-or-

dering of parts, 

pa r ts  la bel i ng, 

parts inventory, in-

voice posting into 

shop management software, and re-

turn and credit reconciliation,” he said.

He suggested the industry might 

benefi t from a similar study today, to 

quantify where there is still room for 

increased effi ciency. But he said he 

believes the segment of the industry 

that needs the most help in terms of 

parts procurement effi ciency is shops – 

which he said are “the entity that has 

the least amount of power but touches 

more parts than anybody else.”

Pat O’Neill

MULTI 190P MODEL 25 TORCH OEM PKG $2,475.00
MULTI 190P ALUMINUM DENT PULL CART  $4,995.00
MULTI 5 THREE TORCH OEM PKG   $3,995.00
MULTI 6 THREE TORCH STEEL DENT PULL  $4,600.00
ALUMINUM DENT PULL PKG/CART $2,775.00

PRIMA WELDS : 239-314-7683 
primawelds.com info@primawelds.com

OEM Approved Pulse, Dbl Pulse, Aluminum, Steel 

Brazing, Ford 5554 Software, 230/1 200 Amps

Prima Online Support 

& Parts Exchange.

TAKE ADVANTAGE OF LOWER 

EXCHANGE RATE, LOWER PRICES

MIG, MAG, TIG-DC, MMA & FLUX Synchronized Pulse & Double Pulse Welders
SS, Brazing and Aluminum Silicon, Magnesium & OEM Software Programs

Multi 204

DBL 

PULSE

Multi 190 Base $1,895.00

Prima software programs

virtually eliminate training 

Select software program set 

material thickness and weld

Multi 5 Pulse 

with Cart

Multi 190 Cart 

Aluminum Kit

Learn why owners select Prima World Wide

SPOT WELDERS 13,000 AMPS 560 DAN 230/3 INVERTER & 230/1 5 ARMS  $10,900

NORTHEAST 
AUTO SERVICES SHOW 

BOOTH #645

Frank Terlep



"-8":4�41&$*':�(&/6*/&�,*"�1"354�'03�5)&�)*()&45�-&7&-�
0'�'*5�'*/*4)���26"-*5:�

,JB�WFIJDMFT�BSF�BU�UIF�GPSFGSPOU�PG�UPEBZsT�BVUPNPUJWF�EFTJHO��6OJRVF�EFUBJMT�JO�PVS�,JB�WFIJDMFT�
EFNBOE� QSFDJTF� FOHJOFFSJOH� BOE� GJU�� ,JB� DVTUPNFST� EFTFSWF� (FOVJOF� ,JB� DPMMJTJPO� SFQMBDFNFOU�
QBSUT�UP�LFFQ�UIFN�TBUJTGJFE�GPS�ZFBST�UP�DPNF��0VS�CSBOEsT�QPQVMBSJUZ�DPOUJOVFT�UP�HSPX�NFBOJOH�

NPSF�,JB�DVTUPNFST�GPS�ZPVS�TIPQ�

$POUBDU�ZPVS�MPDBM�,JB�EFBMFS�UPEBZ�GPS�BTTJTUBODF�BOE�EFMJWFSZ�PG�ZPVS�QBSUT�



24  FEBRUARY 2016  ABRN.COM

His opinion: “Let’s eliminate shops from having to manu-

ally import or post parts in their shop management system,” 

Terlep said. “From what I’ve seen over the years, that’s one 

of the most labor-intensive and error-ridden parts of the pro-

curement process.”

Need for ongoing training stressed
CIC’s Education Committee in Las Vegas continued its string 

of panel discussions on the importance of developing more 

of a learning culture within shops and the industry. Dustin 

Harrier, a regional director of quality assurance for Service 

King, said technicians and shops that 

don’t keep up on training are going to in-

creasingly fi nd themselves unable to re-

pair certain vehicles.

“I think everyone in the room is aware 

of how fast things are moving from a tech-

nological standpoint,” Harrier said. “You 

look at the different mixed material plat-

forms that many manufacturers are grav-

itating toward. You look at the electronics systems. Think 

about how many fewer things the average technician may 

be able to fi x as the OEMs continue to move forward with all 

this technology. The individual’s ability to fl ag the hours that 

he may be accustomed to begins to diminish.”

Harrier said he’s seeing more technicians reach that 

level of awareness and start to seek out more training and 

certifi cations. 

“I think as we move forward in the industry, we really 

need to embrace that,” he said. “Because as individuals and 

shop owners and an industry as a whole, we’re going to watch 

that pool of dollars continue to shrink down.”

Panelist Paul Maiersperger of Axalta Coating Systems 

said his company is working to address the growing need in 

the industry for technical education by 

trying some virtual training for paint-

ers. Maiersperger said an earlier discus-

sion at the CIC meeting on some of the 

tri-coat and other unique fi nishes being 

used by automakers offers a good exam-

ple of the need to get training to a tech-

nician at the appropriate time.

“The chance of getting a guy into 

a training class to learn about that when the car is actual-

ly there in the shop is slim to none,” Maiersperger said. “He 

may learn it and forget it [before such a car comes in] or have 

that car come in but he’s not been to the training.” 

He said Axalta is experimenting with using a trainer 

at one location to broadcast topic-specifi c training out to a 

half-dozen shops; the paint company’s local representatives 

are in those shops at the 

same time to help with 

the hands-on portion of 

the training.

“We’ve done two such 

experiments,” Maiersperg-

er said. “We can then re-

cord these so anyone can 

access it at any time to re-

view the content.” 

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

Paul Maiersperger

Dustin Harrier

From

)�������"�����'���	!���#�����'����!��"��
���'�$!� �!��!������

)�
%�!'#������"� � �!��""�

)���������!��#�����"����#!���(������%�������
������$!�#��

)�����$������#!'���'&��!�����'�$!�
����$"���""�����$���������$�#�����
���"����$������ !��$�#����"���#"������
�����!��

)������#����������"#����"��'�$����&�#���
��� !���#��������������!���#����%�"�'�$!�
���"�� �

)������������!����#"�'�$��������
��� !��$�#�����������%�!�����!���&�#��
����%�!'��� �!#���#��������"�!������'�$�
��������������&��#���!"������#�����#�!��
�����&��� ���#�����!��%���!��""�������
����#������������and so much more!

)��������!�"����$���������$��"�
����"#���#�"����&��$"���""�������%���
����$"#���!� ����$ "���!���� ��#���
���!� ��!"�

)��$��������"���#��!�#���������$���
�����!��

Save Time and Money

TOMORROWS  TECHNOLOGY 
TODAYS  SOLUTION





26  FEBRUARY 2016  ABRN.COM

SHOP MANAGEMENT | BEST PRACTICES 

1. Vehicle Arrival - Customer Authorize

2. Pre-Op - Strategic Disassembly, Repair Planning, Parts Complete

3. Systems Ready - Buffer Maintains Continuous Flow

4. Systems Repair - Finishing Bodywork

5. Repair Verification - Documented Quality Control

6. Systems Refinish - Surface Preparation, Painting

7. Refinish Verification - Documented Quality Control

8. Systems Reassembly - Final Assembly

9. Systems Detail - Inside/Outside Cleaning

10. Curb Complete - Ready For On-Time Delivery

Facility Size and Capacity: 11,000 ft2 (9,000 ft2 shop + 2,000 ft2 office); 150-200 vehicles/month (single shift)

Process Step

Quality Verification Checkpoint

Process Step and Quality Verification Checkpoint

SHOP MANAGEMENT | BEST PRACTICES 

DCR SYSTEMS  — the  busi-

ness I start-

ed 11 years 

ago — was conceived and built around 

one simple objective: To completely dis-

mantle the conventional collision repair 

business model and start thinking differ-

ently about every aspect of our operation 

in order to rebuild an environment that 

was process-centered and would alter 

the fundamentals that drive our industry. 

That mentality, which presumes that 

“there has to be a better way” has been 

at the forefront of our management think-

ing from day one. And while we’ve strug-

gled from time to time to redefi ne the 

process, those speed bumps have ulti-

mately steered us closer to achieving 

long-term success. 

This calculated trial-and-error ap-

proach (commonly referred to as “con-

tinuous improvement” in lean-speak), 

when paired with an ever-changing 

marketplace, has led to some very im-

portant discoveries, which we’ve incor-

porated into our management think-

ing and business model. But amid all 

of the changes, the one key aspect of 

our market that has remained relative-

ly unchanged is the value that the cus-

tomer places on what we do. 

In DCR’s dealer-based collision re-

pair world, our customer is the vehicle 

owner. It’s the vehicle owner whose 

expectations you have to meet the mo-

ment they pull into your lot. It’s the ve-

ARE YOUR TEAM AND CUSTOMERS 
ON THE SAME PAGE?

MINDING YOUR BUSINESS

ENSURE YOUR BUSINESS VALUES ALIGN WITH THOSE OF YOUR CUSTOMERS 
BY MICHAEL GIARRIZZO  |  CONTRIBUTING EDITOR



Some things

just feel right.

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

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

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

H2O Waterborne Basecoat. It’s revolutionizing 

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

at home, with all the benefits: pure, beautiful 

high-opacity colors, amazing color match, 

seamless blends, extensive formulas and value 

that brings a smile to your face.

It’s proof that compliance can be rewarding for 

the environment and your bottom line. And 

that’s something we can all feel good about.

This bottle of wonder is a premium automotive waterborne 

paint system and has been engineered to exceed expectations. 

Just ask our competition.

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

Serious color. Smart Business.™
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hicle owner who has to recall the details 

of their loss that led them to your place 

of business. It’s the vehicle owner who 

gives the thumbs up (or thumbs down) 

on your work. And it’s the vehicle owner 

who will tell the rest of the world how 

good you are at your job, and how well 

you’ve met their expectations. 

The vehicle owner has their own set 

of values when they come to you, and if 

your team is not in tune with those val-

ues, you’ll suffer in the long run. 

Defi ning customer values
Rule #1 in the lean production world is to 

know, understand and respond to what 

your customers value and what they ex-

pect. Defi ne exactly what those custom-

er values are, then work to develop a pro-

cess that is centered on those values. 

Developing a process that encompass-

es customer value begins with a dialog 

among your employees to fi rst defi ne 

value, and then examining your entire 

production process to ensure that every-

thing you do is in line with that defi nition. 

A simple exercise to determine 
customer value
Here’s a question for you to ponder: If giv-

en the opportunity, how would your cus-

tomers redesign your business to improve 

their collision repair experience to meet 

their specifi c values and expectations? 

If you and your team are trying to 

defi ne value without getting your cus-

tomers’ input, then you’re simply doing it 

wrong. Success depends on defi ning ex-

actly what the customer wants, not what 

you think the customer wants. 

If you can answer this question, then 

you’re well on the path to operating a 

business model that is more customer 

centric and less this-is-how-we’ve-al-

ways-done-it centric. And you’ll see your 

bottom line vastly improve. 

What we’ve discovered in our journey 

to create the ultimate process-centered 

repair environment are two key values 

that our customers demand: predictabil-

ity and dependability.

Customer value #1: 
predictability
Predictability simply reassures custom-

ers that there will be no surprises when 

their vehicle is returned to them. It pro-

vides peace of mind that the customer’s 

“pains” have been heard at the outset 

by the shop and that those pains will 

be rectifi ed upon delivery. It reassures 

the customer that the greatest care will 

be taken in every step of the repair pro-

cess to restore the vehicle to its original 

splendor. It guarantees that the vehicle 

will be delivered to the customer in the 

timeframe that was originally quoted. 

Predictability begins at the initial di-

agnostic end of the process, and involves 

connecting with the customer on sever-

al due-diligence fronts, such as: 

t� .FFUJOH�XJUI�BOE�MJTUFOJOH�UP�UIF�

customer to get him or her to talk about 

the circumstances that resulted in the 

loss (while recognizing their stress and 

confusion) 

t� 3FDPSEJOH�FWFSZ�EFUBJM�PG�UIF�JO�

cident to get a precise idea of the extent 

of the damage 

t� "TLJOH�UIF�SJHIU�RVFTUJPOT�UP�BT�

sess any potential secondary damage: 

Was there a passenger in the vehicle 

(seat belt repair needed)? Any beverag-

es in the cup holders (stain removal re-

quired)? Was the vehicle pushed into the 

curb (structural or mechanical alignment 

assessment)? 

t� 1SFQBSJOH�WPJDF�SFDPSEJOHT�PG�TQF�

cifi c or unique facts from the initial dam-

age assessment. These digital recordings 

are included in the job jacket, which will 

be reviewed by the repair planner. 

It’s these simple up-front steps (and 

many others) that not only will help you 

to accurately diagnose the damage, but 

will enable you to provide a realistic de-

livery date to the customer. 

Predictability means no surprises. If 

you can provide a customer experience 

that doesn’t include any surprises, then 

you’ve successfully connected with one 

of their core values. 

Customer value #2: 
dependability
The customer’s perception of depend-

ability presumes that the product they 

receive for their money will be top-notch, 

without defects, delivered on time and 

100 percent fl awless. Period.

On paper, your production process 

may offer that level of accuracy. Our pro-

cess-centered approach works perfectly 

on paper every single time. It’s the execu-

tion of the process, without waste, that 

separates reality from what’s on paper.

Where’s the waste in your process? 

Is it waiting times? Rework? Moving 

and identifying vehicles on the lot? Is 

it searching for that missing clip in the 

assembly area? Is it matching color as 

the vehicle is in the paint booth await-

ing paint? All of these wastes add a lit-

tle chink to your process and slowly be-

gin to erode dependability. 

Dependability relies heavily on stan-

dards and validation, which begins 

(again) with precise diagnosis and feeds 

into all other process areas, including: 

t�4USBUFHJD�EJTBTTFNCMZ�	WFSTVT�B�

traditional tear-down) to touch and feel 

for accuracy; 

t�6UJMJ[JOH�UFDIOJDBM�TVQQPSU�TQFDJG�

ic to that vehicle to ensure correct parts 

are ordered; 

t�6TJOH�BO�FTUJNBUJOH�EBUBCBTF�UP�

identify accurate repair costs; 

t�.JSSPS�NBUDIJOH�QBSUT�BOE�SFQBJS�

ing the vehicle according to manufac-

turer standards; 

t� &TUBCMJTIJOH�RVBMJUZ�WFSJGJDB�

tion checkpoints throughout the pro-

cess, which audit everything from 

the initial repair plan and customer info 

to parts, cart setup, color matching and 

beyond. 

t� &NQMPZJOH� B� UFBN�BQQSPBDI�

to repair, which is fortified with on-

going “pitch meetings” or regular 

on-fl oor production sessions that con-

stantly update team members while 

allowing them to point out bottle-

necks, issues, inventory and oth-

er wasteful f laws in the process. 

The goal is to keep the process ever-

moving (or 100 percent touch-time as 

we refer to it). If you can maintain a 

strong validation component through-

out the process, you’ll cut waste 

and move closer to dependability. 

Your customer seeks two simple core val-

ues when it comes to the quality and de-

livery of their vehicle, predictability and 

dependability. If you can operate a shop 

that focuses on and pursues these val-

ues, then you’ll be providing a service 

that meets or exceeds expectations and 

thrills the customer. 

MICHAEL 
GIARRIZZO, JR.
CONTRIBUTING 
EDITOR

Michael Giarrizzo, Jr. is founder and president of DCR 
Systems (www.DCRsystems.net) and a pioneer in the 
utilization of lean production principles on the shop fl oor.

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

Lev Kia
Framingham
(508) 879-5555
Fax (508) 626-1585
www.levkia.com
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Gerry Wood Kia
Salisbury
(704) 216-2688
Fax (704) 638-9095
www.gerrywood-kia.com
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Best Kia
Easley
(864) 312-4049
Fax (864) 312-4061
Bestkia.com
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Performance Kia
Everett
(425) 609-5622
Fax (425) 609-5661
parts@performanceKia.com
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A snapshot of one of the industry’s leading shops

GUSTAFSON BROTHERS INC. / 
HUNTINGTON BEACH, CALIF.

In addition to involvement with chari-

table and civic activities, much empha-

sis is placed on nurturing a strong team 

atmosphere specifi cally aimed at eas-

ing stress levels for employees and cus-

tomers alike.

By pursuing these elements, Gus-

tafson Brothers is able to deliver world 

class service; 97.5 percent of customers 

surveyed say that they would refer 

friends and family to the shop. Out of 

1,071 online customer reviews, which 

can be notoriously tough given the ano-

nymity afforded by the internet, 941 of 

them award the business fi ve stars, with 

77 others issuing a four-star rating.

“We pride ourselves on being 

cleaner, brighter and more user-friendly 

than our competition,” says owner 

John Gustafson, who is a certifi ed ASE 

Master Technician, a Bureau of Auto-

motive Repair certifi ed instructor, a 

certifi ed I-CAR instructor and a state-

licensed continuing education insur-

ance instructor.

He has been saluted with the Alumni 

Pillar of Achievement Award from 

Golden West College for his contribu-

tions to the auto industry, and in 2012 

the Huntington Beach Chamber of Com-

merce bestowed its Business in Excel-

lence Award on the shop. The operation 

was also honored as the Farmer’s Insur-

ance Shop of the Year in 2014.

“We work very hard to improve the 

image of body shops,” Gustafson asserts. 

“We work as a team to deliver value cor-

rectly and on time. As a team we follow 

our core values and work daily to reach 

our objective to become the organization 

that provides world class customer ser-

vice with zero defects and zero stress.”

Gustafson characterizes his concept 

of delivering customer satisfaction as 

“a composite of many things — profes-

sionalism, courtesy, responsiveness, a 

A shop free 

from stress 
Alignment with core values shape this shop’s main 

objective — to ease customer stress

BY JAMES E. GUYETTE  |  CONTRIBUTING EDITOR

A
t California’s Gustafson Brothers Inc., they describe 
themselves as an all-inclusive vehicle repair opera-
tion, serving Orange County’s motorists by providing 
a vast array of body shop and mechanical services 

along with hosting professional continuing education classes 
for repair technicians, insurance personnel and smog abate-
ment testing technicians.

AT A GLANCE

Gustafson Brothers Inc.
Name of shop

Huntington Beach, Calif.
Location

John Gustafson
Owner

3 (1 body shop; 
2 mechanical shops)

No. of shops

45
Years in business

72
No. of employees

3
No. of DRPs

27,000
Square footage

30
No. of bays

5 days
Average cycle time

$2,500
Average repair order

$220,000
Average weekly volume

88
No. of customer vehicles per week

$11 million
Annual gross revenue

neat appearance, a friendly atmosphere 

and a genuine concern for the customer 

— things that cost little, but are so impor-

tant to the customers.”
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Valspar Automotive has expanded, bringing more power to your business. That means you’ll have 

better access to more of the high-performance refinishing products you want, including advanced 

technology paints, coatings systems and accessories. Plus, you’ll get the technical assistance and 

expert help you need, all in one place, for great results from start to refinish.

The Valspar Automotive family is growing to serve you better.  

www.valsparauto.com

More power for the curves, tight turns  
and straightaways.
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SHOP PROFILE

Striving to consistently meet and 

exceed customer expectations, he notes 

that it is “the responsibility of every 

employee to be pleasant, have a posi-

tive attitude and provide prompt and 

professional services” to the patrons at 

all times.

“We care about our guests, and we 

care about each other,” says Gustafson. 

“Our biggest strengths are meeting the 

customers’ needs. It’s really as basic as 

that. To meet their needs we work 

toward our objective and keep each other 

in alignment with our core values.”

These core values involve adhering 

to “the highest standards of ethics and 

integrity,” according to Cynthia Varnell, 

the company’s marketing and public 

relations manager, who also assists in 

the human resources department. “The 

trust placed in us by our customers, our 

employees and our community is not 

taken lightly. We will not take either 

professional or ethical shortcuts. Since 

the future of Gustafson Brothers rests 

squarely on the knowledge, imagina-

tion, skills, teamwork and integrity of 

our employees, we value these attri-

butes above all.”

Such sentiments result in a pro-

nounced pattern of sound relationships 

with insurance carriers. “We don’t have 

those battles because they know we’re 

honest and upfront, and we document 

everything.” Varnell adds that “we main-

tain strong relationships with our insur-

ance providers by working together to 

ensure ultimate customer satisfaction. 

We believe that if we both work with 

the customer’s best interest in mind, 

everyone will be successful.”

The company’s vision and core val-

ues culminate in the customers express-

ing high praise at the conclusion of the 

repair. “The insurance company looks 

good and we look good.”

Adding value
As you might expect, maintaining pos-

itive relationships with parts and mate-

rials vendors is another key priority. “We 

keep an open dialog with all our exter-

nal stakeholders,” Gustafson reports. 

“We share with them our world class 

vision and our ideas for growth and ulti-

mate customer satisfaction. Together 

we work to accomplish those goals.” 

Lean production strategies are uti-

lized throughout the operation, aided 

in the implementation by guidance from 

paint supplier PPG’s Green Belt con-

sulting program. “We took it and ran 

with it,” he notes.

“We earn a profit from work that 

adds value to our customers’ lives,” says 

Gustafson. “Our ability to perform with 

excellence depends on maintaining a 

fi nancial position that enables invest-

ment in the future. By providing tech-

nology and training for our employees, 

we give our customers the best value 

at every service or repair.”

It is especially important that the 

company is “recognized as a good 

corporate citizen and an asset to the 

community,” he says. A commitment 

to enthusiastically supporting an 

assortment of charitable and civic 

causes coincidentally enhances the 

shop’s marketing strategies while 

augmenting a significantly positive 

presence achieved through word-of-

mouth recommendations.

“We believe in giving back to the 

community that supports us. Through 

our efforts we have not only improved 

the neighborhood in which we live and 

do business,” says Varnell, “but we 

have also built a reputation as an 

organization that is trustworthy and 

compassionate.”

She adds, “we have a steady stream 

of mechanical customers, and our body 

shop is always top-of-mind in the event 

they ever need our collision repair ser-

vices. We also utilize social media, 

e-newsletters and direct mail.”

Attracting top talent
Ongoing efforts are employed to expand 

the shop’s training center “for the devel-

opment of current and future team mem-

bers and our industry as a whole,” 

according to Gustafson. 

Leveraging educational reimburse-

ment programs, I-CAR classes are con-

ducted by the shop along with free 

instructional sessions for insurance pro-

viders. “Smog Tech Training” and “Smog 

Update” classes are also provided to inter-

ested students from throughout the area. 

“We are dedicated to helping our partici-

pants advance their careers in the auto-

motive industry,” he explains, citing the 

satisfaction derived from offering these 

types of opportunities.

“Many automotive professionals are 

introduced to our facility when they 

attend one of the various training work-

shops we offer on site,” says Varnell. 

“We have an excellent reputation in the 

industry, and quite often top talent 

comes to us. We maintain relationships 

with our tow drivers, delivery drivers 

and parts suppliers, and when there is 

a need we let them know.”

Recruitment opportunities are addi-

tionally posted in online forums. “We 

also offer a referral bonus to our employ-

ees if they refer someone who gets 

hired,” she says. “We believe this is our 

most successful tool because our employ-

ees understand our work culture and 

ethics. They also have a vested interest 

in helping the new hire succeed.”

Learning and adapting
The beginning of the business goes 

back to when brothers John and Frank 

Gustafson started repairing vehicles as 

part of their family chores as teenagers. 

“Neighbors began to take notice of the 

boys’ skills and started asking if they 

could repair their cars as well,” says 

Varnell. Volkswagens and Datsuns 

became a specialty of sorts in the 1970s. 

“Once older brother John graduated 

from high school and started attending 

the Automotive Technology Program at 

Goldenwest, he decided to use his love 

of repairing cars to make some money. 

Frank would come in after school to 

work on the cars. The brothers became 

successful by meeting the customer’s 

need. As the demands grew, they grew; 

as the cars evolved, they evolved,” Var-

nell recounts. Eventually people started 

requesting body repairs, “and once 

again they adapted and learned” this 

aspect of the industry.

“Finally their dad got sick of them 

fi xing all the cars in the driveway, so he 

told them they had to get out. John 

located a dirt lot in Huntington Beach, 

and that’s where Gustafson Brothers 

was born,” she says. 

Continue reading at ABRN.com/

Gustafson.

JAMES
E. GUYETTE
CONTRIBUTING 
EDITOR

James E. Guyette is a long-time contributing editor 
to ABRN, Aftermarket Business World and 
Motor Age magazines.

  E-mail Jim at JimGuyette2004@yahoo.com
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BY MIKE JONES | CONTRIBUTING EDITOR

I
often ask business owners, paint 

and body technicians, customer 

service representatives, estima-

tors and other members of the team 

the following important question: 

“Why is there never enough time to 

do the job right the first time, but

there is always time to go back and 

do it again?” It is absolutely pos-

sible to get it right the first time, 

every time.

Several years ago, I developed the 

“One Touch Rule,” which is focused 

on doing it right the fi rst time, ev-

ery time. If you follow this process, 

I promise you will have fewer do-

overs, which will positively affect 

your return on investment (ROI).

We begin this conversation with 

the awareness that it does not matter 

what you say. What matters is what 

people hear. In other words, they will 

deliver what they heard, and it may 

not be what you said.

Unless you have taught these folks 

to perform to the standard of excel-

lence you want, don’t assume they 

are envisioning the same picture 

in their head that is in yours when 

you are telling them what you want. 

They see a picture that is connected 

to the way they were taught. If they 

are not producing the picture of ex-

cellence that you want, then shame 

on you, not shame on them; they do 

not know what they do not know.

Taking the time to show them what 

your picture of excellence looks like 

will slow down the process initially; 

however, it will speed up the process 

in the future, and they will get it right 

the fi rst time.

Here are the six steps to the One 

Touch Rule:

1. Identify the outcome. Explain 

how to do an estimate, paint a car, 

greet the customer — essentailly ev-

erything necessary to produce get-

ting it right the fi rst time, every time, 

and to your standards. This is the 

BIG picture.

2. Tell them, in detail, how to get 

to that outcome. Do not assume they 

know. Before moving on to the next 

step, have them repeat back to you, 

in detail, how to get to the outcome.

3. Show them the outcome. The 

outcome is the fi nished product. This 

is where you perform the steps that 

you just taught them to get to the 

outcome. While you are performing 

these steps, it is important to tell 

them what you are doing while you 

are doing it. Be gentle with them and 

allow them to ask questions. 

This is an infallible way to make 

sure that we are speaking the same 

language and looking at the same 

picture. For most of you, this pro-

cess will require some patience, be-

cause deep within you, you feel that 

some of this stuff is common sense. 

So another question for you: if com-

mon sense is so common, why is it 

so rare?

4.  See how you did. Now it is their 

turn to tell you what the outcome is.

5. Have them tell you in detail

how to produce that outcome.

6. Now have them tell you in de-

tail and show you how to get to the 

outcome.

At the end of the process, give 

them a grade on a scale of 1-10 and if 

the grade is not a 10, tell them where 

they need to polish the process. Now 

you can manage them to the outcome 

that you want because you know 

they are aware of what it will take to 

follow the One Touch Rule and get it 

right the fi rst time, every time.

GET IT RIGHT THE FIRST TIME, 
EVERY TIME IN YOUR SHOP
Embrace the One Touch Rule and positively improve your return on investment 

COMMITMENT TO TRAINING SUPPORTERS
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● How fi nancially fi t is your business?
Working capital is something that is scrutinized by 
almost every company but rarely talked about in the 
collision industry.

But every large MSO in your marketplace is actively 
managing working capital.

It is also something that major vendors will consider 
if you are negotiating for a pre-bate or other 
consideration for purchasing their product.

Banks look at it too. If you want to borrow money to 
grow, they will scrutinize working capital to ensure 
that you can afford the loan.

If you ever sell your business, it will be a hotly 
negotiated topic as well.

Most business owners do not look at working capital 
until one of the above situations forces a working 
capital negotiation. But that is the wrong time to start 
managing working capital. It is like going on a diet the 
week before your annual doctor checkup.

Understanding working capital will help you better 
manage your business, better manage your cash 
fl ow, and better manage both vendor and customer 
relationships. It will also help you better position your 
business for growth, for acquisitions, or for sale. Brad 
Mewes, ABRN contributor, collision repair consultant 
and fi nance expert, further discusses working capital 
and what you need to know.

ABRN.com/workingcapital

● Do your customers have enough good 
material to read while you work?

On LinkedIn, Rob Infantio, founder and CEO at 
Openbay, challenges shop owners to ensure their 
waiting rooms are up to par. 

Infantio writes: “If you’re a repair shop owner/
operator, you’re probably focused on managing your 
business. And while you have your head down working 
hard, you might not glance up often enough to see your 
waiting room through your customers’ eyes. 

The last time we had our car worked on, we went to 

a local shop, which has a small waiting room, and, 
rather than bury our heads in a smartphone, we took a 
moment to look around. There wasn’t much we could 
do to stay occupied, and we were wishing for some 
interesting reading materials.” Click on the link below 
to see Infantio’s suggestions on some reading items 
that should be in your waiting room.
ABRN.com/reading

● Handling the cold weather and your 
vehicle inventory

On Facebook, Scuderi Auto Body CARSTAR in Maryland 
offers a few tips on how to best handle the vehicles 
sitting in your lot and waiting for repair during the 
winter months. 

The shop wrote: “Brrr, it’s fi nally gotten cold in 
Maryland. A few tips to take care of that cold car. Stay 
warm out there.

1. Idling: Letting the car warm up is a comfort more 
for us than the car. Best practice is to start the car, 
then drive very simply until the oil gets heated. It’ll 
heat faster driving at slow speeds without sudden 
acceleration than just idling in your drive. In extreme 
cold, however, many professionals recommend idling 
for a minute or two. Idling for 10-15 minutes, could 
dilute the oil with unburned fuel, resulting in increased 
engine wear. And it wastes gas.

2. Tire pressure: Having the correct tire pressure is 
essential for proper handling. A temperature change 
of just 10 degrees can cause a 10 percent reduction, 
or constriction, of air in tires. So tire pressure can be 
affected from day to night temperature. Check the 
optimal tire pressure of your vehicle on the label inside 
the driver’s door frame or in the owner’s manual. DO 
NOT USE THE PSI on the TIRE! That’s max capacity for 
the tire, not for your car’s specifi c load.

3. Battery care: The most common winter car 
malady is the battery not starting. The number 
one thing you should do for the night is shut off all 
accessories — the heat, radio, interior lights — any 
power source that could be a drain for the battery.
ABRN.com/Scuderitips
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Understanding Opt OE 
parts and liability

Creating a successful 
acquisition culture

Industry training 
direct from Toyota

How to build a culture of 
learning in your shop

ABRN.com/OEparts ABRN.com/AcquireCulture ABRN.com/ToyotaTraining ABRN.com/PeevyPodcast
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The main objective for a collision re-

pair shop technician is to restore a 

damaged car to its pre-accident con-

dition. This will not only satisfy OEM 

and safety requirements, but will also 

guarantee customer satisfaction. 

So, how do you return a damaged 

vehicle to its “as-built” condition? The 

answer is “by using materials that are 

equivalent to the original manufac-

ture.” You can use repair seam sealers 

and foams that duplicate the look and 

performance of the original OEM 

products.

The long-term safety of the vehicle 

is the most crucial point to remember 

when performing repair operations. A 

damaged vehicle must be properly 

sealed, corrosion protected and brought 

back to “as-new” condition to ensure 

the “crash-worthiness” of the car in 

three or fi ve or seven years. Make sure 

you use the appropriate repair material 

in the right place to protect the longev-

ity of the vehicle.

OEMs and NVH
Car manufacturers use seam sealers 

and foams to control noise, vibration 

and harshness/corrosion (NVH) almost 

anywhere in a vehicle body. OEMs pri-

marily use one-component products, 

which cure during the e-coating pro-

cess; however, two-component products 

are sometimes installed in the paint 

shop after the e-coating has been cured.

Typically, two-component seam seal-

ers and foams are used in the repair 

process, since the heat system needed 

to cure a one-component material is not 

feasible for a repair shop. Two-compo-

nent products/materials allow the repair 

technician to achieve the same quality 

or characteristics that are evident in the 

component being repaired. 

Here’s how OEMs use NVH prod-

ucts in vehicle production:

t�/PJTF�DPOUSPM�o�'PBNT�FMJNJOBUF�

air movement in the auto-body shell; 

when air movement is curtailed, noise 

is reduced

IN LOOKING TO RETURN VEHICLES TO PRE-ACCIDENT 
CONDITION, REMEMBER YOU CAN MAKE OEM-QUALITY 
REPAIRS WITH SEAM SEALERS AND FOAMS

FINDING

BY DOUGLAS CRAIG  |  CONTRIBUTING EDITOR

Liquid-Applied Sound Deadeners (LASDs) dampen vibration and noise in fl oor panels, vehicle underbodies and inner 
cabins. The photo depicts the replacement of OEM (LASD) in a wheelhouse.

EQUIVALENT 
MATERIALS
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t�4PVOE�BOE�WJCSBUJPO�EBNQFOJOH��

LASDs (Liquid-Applied Sound Deaden-

ers) are used to dampen vibration and 

noise in floor panels, vehicle underbod-

ies and inner cabins

t�)BSTIOFTT�o�4FBMFST�BOE�GPBNT�

are used to provide a “smooth” ride for 

the driver and passenger by eliminat-

ing air gaps that can lead to a “bumpy” 

ride

t�$PSSPTJPO�QSPUFDUJPO�o�4FBMFST�BOE�

foams that are specially formulated to 

prevent var ious car par ts f rom 

corroding   

While it is not possible to exactly 

duplicate the seam sealers and foams 

used in OEM production, the repair 

products that are available will pro-

duce equivalent results. This is es-

pecially evident with two-component 

seam sealers and foams used for re-

pair versus one-component OEM 

products. Different types or formula-

tions of repair products can still pro-

vide the same outcome.

More often than not, an OEM will 

indicate that a sealer or foam has been 

used in a particular area of a vehicle, 

but they might not always describe the 

type of product or specify which prod-

uct to use for repair. However, more 

and more OEMs are beginning to iden-

tify options to use as repair products.

Seam sealer or foam?
How then does a repair technician 

know when to use a particular seam 

sealer or foam? A repair technician 

should always begin a repair opera-

Two-component seam sealers duplicate a factory appearance on truck bed 
seams, tooled door-skin seams, floor-pan seams and core-support seams. 
Two-component sealers cure quickly, allowing for improved cycle times 
and increased profitability. Some can be applied directly to bare metal for 
further savings.

PARTNERS

W O R L DR L DLW O RO R

HILTON DIAGONAL MAR 

BARCELONA

23-25 MAY 2016

To book your place at the IBIS Global Summit 2016, 

contact Nicola Keady on +44 (0) 1296 642826 

or email nicola@ibisworldwide.com

www.ibisworldwide.com
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TECHNICALTECHNICAL

tion by reviewing the OEM 's repair 

documentation to see if there is any 

indication given as to what products 

should be used for repair. The techni-

cian should next do the obvious — as 

you are dismantling a vehicle, look 

closely at the material that needs to 

be replaced. If OEM-recommended re-

pair products are not specifi ed, try to 

duplicate as closely as possible the 

material that you are touching.       

Another valuable source for repair 

advice is your jobber’s technical repre-

sentative. The  representative can help 

you choose the proper repair product 

that will closely match the OEM’s prod-

uct, and can also supply repair proce-

dure documents, instructional materi-

als and user safety information.

Repair product selection
'PBN�SFQBJS�QSPEVDUT�BSF�BWBJMBCMF�JO�

two-component formulations and two 

densities. Soft foams offer anti-fl utter 

properties; and fi rmer, denser foams 

control air fl ow and noise through ve-

hicle cavities. The dense foams are used 

in any area where an inner and outer 

layer of steel can cause a noise path.

Two-component foams come in a 

cartridge formulation and cure through 

a rapid chemical reaction, not heat. The 

repair materials, Part A and Part B, mix 

together as they are applied and will 

begin to expand and cure within sec-

onds. They cure quickly, helping to 

speed repairs.

Sealers are available in both one- 

and two-component formulations. Two-

component sealers will cure through a 

chemical reaction; one-component seal-

ers cure through a moisture reaction. 

Older technology sealers cured through 

evaporation of solvents. Certain one-

component sealers, such as windshield 

urethane, will not attain a strong bond 

EJSFDUMZ�UP�NFUBM��'PS�NFUBM�UP�NFUBM�

applications, use DTM (direct-to-metal) 

sealers for the best results and corro-

sion protection.

There are three methods for using 

seam sealers:

t�8FME�UISPVHI�TFBMFST�o�5IF�TFBMFS�

is applied in the joint between panels. 

The sealer is welded through by resis-

tance-spot welding or the panels are 

held together by mechanical fasteners, 

such as rivets.

t�"QQMJFE�PWFS�B�KPJOU�UP�DPTNFUJ�

cally hide or seal the joint

t�-"4%�o�-JRVJE�"QQMJFE�4PVOE�

%FBEFOFS�o�B�TFBN�TFBMFS�BQQMJFE�UP�B�

panel to add mass or stiffen or create 

an insulating layer. The LASD can be 

applied by trowel or spray.  

In some repair applications, a foam 

product used in production can be re-

placed with a sealer, if the foam’s pur-

pose was to close gaps between car pan-

els. During car assembly, panels do not 

always fi t together perfectly in order to 

provide the tolerances needed to build 

the car. In these instances, the OEM will 

apply a foam product to fi ll the gaps.

When not to use
Do not use a seam sealer if a structural 

adhesive or a crash-durable adhesive 

is recommended for repairing a vehi-

cle. While “sealers” are technically 

“adhesives,” in general, they have 

much lower bond strength and mate-

rial strength, and do not provide the 

robust characteristics of structural 

and crash-durable adhesives. Using 

sealers where adhesives are suggested 

could ultimately diminish the vehicle’s 

capabilities.

Do not perform MIG welding op-

erations on or near the application of 

a seam sealer or foam. Some seam seal-

ers/foams are highly fl ammable, in-

cluding not only aftermarket products, 

but those used in OEM production. Do 

not apply seam sealer material within 

two inches of the joint to be welded. 

Since resistance spot welding does 

not have the danger of producing an 

arc as with MIG welding, resistance 

spot welding can be performed with 

a seam sealer or foam, although safety 

procedures should always be followed 

for any type of welding operation. 

'PBNT�DBO�CF�BQQMJFE�UP�B�QBSU�BOE�

or the adjoining area, after welding 

has been completed. Remember: Weld 

fi rst; then apply the repair sealer/foam. 

In most cases, foams will be installed 

after panels have been permanently 

attached to the vehicle.

When the objective is to duplicate 

the appearance and performance 

characteristics of OEM manufacture, 

using the proper seam sealers and 

foams can help you reach that goal. 

Seam sealers and foams offer easy 

appl icat ion ,  with qu ick- cur ing 

properties. The end result will be a 

repair that is done correctly and will 

garner customer satisfaction.   

DOUGLAS CRAIG
CONTRIBUTING 
EDITOR

Douglas is the Technical Application Engineer & Col-
lision Industry Liaison, Structural Adhesives Tech 
Service, with LORD Corporation.

  E-mail Douglas at douglas_craig@lord.com

There are many types of seam sealers and 

foams available for duplicating the ap-

pearance and performance characteris-

tics of vehicle OEM production. Here are 

some of the various formulations a colli-

sion repair shop should have in stock for 

repair work.

t��3JHJE�'PBNT�o�5IFTF�DBO�CF�VTFE�

in automobile pillars, rocker panel areas 

and other locations to promote sound 

deadening and reinforcement. They match 

OEM hard-foam appearance and will not 

retain moisture.

t��'MFYJCMF�'PBNT�o�$BO�CF�VTFE�GPS�

sound deadening, sealing and fi lling door 

skins to crash bar, hood panels to sup-

ports, trunk panels to supports and gas-

tank fi ller areas.

t��%JSFDU�UP�.FUBM�4FBMFS�"EIFTJWFT�o�

%VQMJDBUFT� B� GBDUPSZ� BQQFBSBODF� PO�

standing seams, cosmetic seams, truck-

bed seams, tooled door-skin seams, fl oor-

pan seams, core-support seams, brushed 

seams, and other applications requiring 

a non-sag cosmetic seam sealer.

t��4FMG�-FWFMJOH�4FBN�4FBMFST�o�6TF�PO�

drip rails, trunks, core support for aprons, 

roof seams and quarter panel to rear deck.

t��$POUSPMMFE�'MPX�4FBN�4FBMFST�o�$BO�

be used on roof channels, door seams, 

drip rails, trunk seams, and truck-bed 

fl oor seams. These sealers cure quickly 

and are sandable to a feather-edge.

t��)JHI�%Fý�OJUJPO�4FBMFST�o�5IFTF�QSPE�

ucts will duplicate the look and function 

of OEM sealers, including sound-dead-

ening material, wheel-house coatings 

and “swirled” seam sealers. They can be 

used on bare and primed metal as well 

BT�4.$�BOE�'JCFSHMBTT®. 

A SEAM SEALER AND FOAM GUIDE
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I recently spoke with a retiring shop owner who bemoaned 

the loss of metal working skills in the collision repair indus-

try. "We no longer fi x metal," he stated. "At best, we simply 

replace parts." This is due in part to the widespread usage 

of high-strength steel (HSS) on outer panels and closure 

panels, which are more diffi cult to reshape and straighten

The metal working part, or metal shaping techniques, 

has largely slipped away because manufacturers and insur-

ers recommend part replacement most of the time due to 

cost and other issues, such as the performance of carefully 

calibrated safety systems and substrate tensile strength. 

That doesn't mean metal fabrication has no place in a mod-

ern shop. Some repairers practice this art as part of restora-

tion services or race car building, or customization of a show 

car. In some rare instances, some shops will  need to turn 

to metal fabrication when parts aren't available for custom-

ers looking to extend the lives of older model vehicles. These 

types of repairs are generally corrosion-related repairs.

These services can all provide valuable revenue streams 

and create opportunities to win new customers. Interested?  

With assistance from the experts at the Eastwood Company, 

here's a look at a common metal fabrication repair, along with 

the basics you should know before performing this work.

Before beginning 
Regardless of what level of fabrication work you intend to 

perform, your employees will need training and practice —

lots of practice — to develop marketable fabrication skills. 

You'll need to set aside time and invest in materials and parts 

to allow workers to fi ne tune their fabrication abilities. You 

also should look for an instructor, fabrication expert or non-

competing shop that offers these services you can call upon 

as a resource when you have questions. 

Tools of the trade 
Adding metal fabrication services usually doesn't involve 

a signifi cant investment in equipment, since your shop 

probably already has most of the necessary tools. Review 

the following list of requirements to ensure your shop is 

properly stocked. 

CONSIDER ADDING METAL FABRICATION TO YOUR SHOP'S SERVICES
BY TIM SRAMCIK  |  CONTRIBUTING EDITOR

Metal fabrication services can help shops tap into both the custom modifi cation and restoration markets.

Photo: Eastwood Company
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Metal cutting
t� 5JO�TOJQT�	�4USBJHIU�SJHIU��BOE�

left-hand tin snips (also called avia-

tion snips) are typically color coded: 

yellow for straight cuts, red for left-

hand cuts and green for right hand.

t� &MFDUSJD�NFUBM�TIFBST��	�"�QPXFS�

version of tin snips, these shears use 

rotating jaws to slice through steel up 

to 18-gauge thick.

t� 5ISPBUMFTT�TIFBST�	�5ISPBUMFTT�

hand shears cut through 14-gauge mild 

steel and 18-gauge stainless steel us-

ing a rack and pinion gear design with 

an extended handle to signifi cantly in-

crease leverage and cutting power. 

t� "OHMF�HSJOEFS��	�6TFE�GPS�SPVHI�

cutting, cleaning up body work to be 

patched, and cutting patch panels from 

parts cars, a 4.5 in. abrasive cut-off 

wheel also can slice through  multiple 

layers of sheet metal.

t� 1MBTNB�DVUUFS�	�"�QMBTNB�DVUUFS�

is needed for thicker metals and ir-

regular shapes that can't be properly 

cut with metal blades. 

Joining tools 
t� 5*(�XFMEFS�	�5*(�XFMEJOH�JT�UIF�

preferred method of welding patch 

panels since it burns cooler, and dis-

torts panels less often compared to a 

.*(�XFMEFS��*U�BMTP� JT� MFTT� MJLFMZ�UP�

burn through the metal.

t� .*(�XFMEFS��	���.*(�XFMEFST�DBO�

be used for thin sheet metal work if 

the employee is experienced with this 

XPSL��6TVBMMZ�.*(�XFMEFST�BSF�UPP�

powerful to weld body panels without 

burning through the metal.

t� $MBNQT�	�.BHOFUJD�BOE�NFDIBOJ�

cal clamps and holders keep fabricated 

patches in place. Intergrip panel 

clamps work best for butt welds.

Forming tools 
t� )BNNFS�BOE�EPMMZ�	�4UJMM�OFDFTTBSZ�

for most metal shaping jobs, these tools 

require signifi cant practice to master.

t� &OHMJTI�XIFFM�	�$SFBUFT�DPNQPVOE�

curved panels from fl at pieces of met-

al. This tool also requires plenty of 

practice to master. 

t� 4IFFU�NFUBM�CSFBL�	�$SFBUFT�CPYFT�

brackets and other simple shapes us-

ing only straight-edged bends.

t� #FBE� SPMMFST�	�5IFTF� UPPMT�BEE�

strength to thin access panels, trunk 

fl oors, fl oor pans and other areas. They 

also can be used to make professional 

looking louvers for hoods and trunk 

lids and can form curved panels for 

things like roll pans.

Panel patching steps
The following steps describe how to 

remove chrome plastic fender vents 

and replace with a solid steel patch to 

create a more unique, sharper profi le 

on a truck. This is a popular exterior 

modifi cation. The directions here can 

Metal fabrication services 
can help shops tap into both 
the custom modifi cation and 
restoration markets.
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serve as a model for performing other 

similar fabrication services.

Step 1.�1SZ�PGG�UIF�WFOU�VTJOH�B�QMBT�

tic trim tool to reveal the recessed area 

underneath. 

Step 2. Create a template for the 

replacement metal. Cut a rectangular 

piece of poster board slightly larger 

UIBO�XIBU�XJMM�CF�OFFEFE��6TF�NBTLJOH�

tape to attach it to the fender fully 

DPWFSJOH�UIF�WFOU�BSFB��6TJOH�B�NBSLFS�

and your fi nger, press on the edges of 

the recessed area and draw several 

plus signs, one in line with the edge 

and one perpendicular to the edge, to 

create an outline of the vent. Do this 

along the entire outer edge of the vent 

BSFB��6TF�B�SVMFS�UP�DPOOFDU�BMM�UIF�

intersecting points. Complete using a 

ruler and an exacto knife to cut out 

the template.

Step 3. Test the template by fi tting 

into the vent area. It should sit as fl ush 

as possible to reduce the amount of 

fi ller and additional body work later.

Step 4. Carefully trace the shape 

onto a piece of 18-gauge steel. 

Step 5. Cut out the shape with a 

plasma cutter using two pieces of ¼   in. 

bar as a guide to make the cuts straight.

Step 6. Attach a 60-grit fl ap disc to a 

4.5 in. grinder and remove the burrs and 

BOZ�TVSGBDF�SVTU��#FWFM�UIF�FEHFT�UP�FO�

sure the patch sits fl ush with the panel 

to help provide a much cleaner weld.

Step 7. Curve the patch piece to 

match the slight curve of the factory 

with a bench top English wheel. Care-

fully apply only forward and backward 

pressure on the patch in line with the 

XIFFM��1MBDJOH�UPP�NVDI�TJEF�QSFTTVSF�

on the patch will create a dome that 

will not match the contour of the fend-

er. You can also avoid creating a dome 

by placing a rubber band over the up-

per wheel. Doing so reduces the side-

to-side stretching of the metal since 

the band stretches in its place.

Step 8.�5FTU�UIF�QBOFM�QBUDI��6TF�B�

magnet to hold the patch piece in place. 

Examine the fi t and gaps from multiple 

angles to make sure no corners are too 

high or out of place. If necessary, grind 

any unsatisfactory areas into shape. 

Spray the back of the patch with a self-

etching weld-thru primer to prevent 

rusting from the inside.

Step 9.�1SFQ�UIF�QBOFM�BSFB��1MBDF�

a fl ap disc on a 4.5 angle grinder. Re-

move the paint down to the bare metal 

all the way around the areas that will 

be welded.

Step 10. Fit the patch into the panel 

JO�UIF�QSPQFS�QPTJUJPO��6TJOH�B�5*(�XFME�

er, tack weld the panel into place. 

Step 11. Examine the weld. If the 

patch is no longer sitting fl ush, adjust it 

without cutting the piece out to save the 

XFMET��6TJOH�B�XJEF�þ�BU�CMBEF�TDSFX�ESJW�

er, put half of the blade on the patch and 

IBMG�PO�UIF�QBOFM��1SFTT�UIF�QBUDI�TP�JU�

sits just below fl ush with the opening; 

then place a tack weld right above the 

blade. If the panel sits too low in the open-

ing, use a very fi ne fl at-blade screwdriver 

to pry the panel up to the desired depth.

Step 12. Apply fi ller. Experts rec-

ommend contour short-strand fi berglass 

fi ller since it's much stronger than or-

dinary fi ller, allowing techs to apply it 

in much heavier portions to fi ll larger 

EFQSFTTJPOT�BOE�HBQT��#FGPSF�BQQMJDB�

tion, clean the area with a pre-painting 

product to remove any contaminants 

that can impede adhesion. Apply the 

fi ller on all the weld seams, as well as 

the top section of the patch (the lowest 

areas need the most support). Note that 

short strand fiberglass filler is very 

tough and hardens quickly.

Step 13.�#FHJO�TBOEJOH�������NJOVUFT�

after the fi ller application using 40-60 

grit paper to remove the high spots. Then, 

use 80 grit to level the rest of the area.  

Step 14. Apply a contour glazing 

putty to fi nish the panel.  

Step 15. Apply primer to seal the 

area. First, wipe down the area again 

with a prep cleaner. Tape the area about 

5 inches off the fi ller edge to prevent 

primer overspray. Apply a  2K urethane 

primer surfacer. Start from the outside 

and work your way in. 

Step 16.�6TF���������HSJU�QBQFS�PO�

a block to remove any imperfections.  

Step 17.�1SFQ�UIF�SFQBJS�GPS�QBJOU�

JOH��#MPDL�TBOE�UIF�FOUJSF�SFQBJS�BSFB�

with 400-grit paper to remove sanding 

scratches. With a red scuff pad, scuff 

the existing paint to create a uniform 

painting surface that will help the 

basecoat stick. Wipe off the panel one 

more time with the cleaning product; 

then use a tack rag to remove any lint 

or dirt from the painting surface. 

Note that fi berglass fi ller material 

can create more dust and contaminates 

than other body fi ller. You'll need to take 

extra steps to thoroughly remove these 

particles to avoid having them set into 

fresh paint. Always use a blow gun to 

move as much dust and dirt away from 

the area surrounding the panel and dust 

the fl oor thoroughly.

Other notes 
While you continue to build fabrica-

tion skills, two areas you'll want to 

address are marketing and pricing. 

Your business will need to investigate 

what fabrication services will be most 

in demand in your area. From there, 

you'll need to address competitive pric-

ing to make sure you're properly com-

pensated. A quick audit of competitors' 

charges can help here. Labor rates 

should be superior to what you collect 

from insurance-paid work.

Considering your start-up investment 

wil l be relatively modest, metal 

fabrication can be a great fi t for a number 

of shops, especially smaller, standalone 

businesses. Indeed, adding a service 

that can help these repairers survive in 

the shadow of growing regional and 

national MSOs is no small feat. 

The more diffi cult aspects of 
learning fabrication include 
mastering tools such as this 
bench-top English wheel. 

TIM SRAMCIK
CONTRIBUTING 
EDITOR

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

  E-mail Tim at TSramcik@yahoo.com
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WALMEC

MEMBRANE 

DRYER

The Walmec North 
America AMD-035 
Membrane dryer 
is your best choice when your compressed air application requires 
ultra-clean and ultra-dry air. The AMD-035 Membrane dryer has a 
4-stage pre-filtration that is critical to the longevity and function of 
the membrane dryer. It has a flow rating of 35 SCFM and maximum 
working pressures of 150 PSI. 

www.walmecna.com

(866) 764-8377

VALSPAR

LIGHTWEIGHT FILLER

WG55™ White Gold Premium Filler is 
formulated using Valspar’s INVISIX™ 
Micro-Perfecting Surface Technology for 
lightning fast mixing and spreading times 
while delivering an ultra-smooth surface. 
It self-levels for reduced sanding and 
improved cycle times. This filler contains 
our Z-TEK™ Adhesion Booster to maxi-
mize bonds to bare steel, galvanized metals and aluminum, elimi-
nating expensive re-dos.

www.uschem.com

(800) 321-0672

COLLISION PRODUCTS GUIDE

SEM PRODUCTS INC.

AEROSOL BLANKS

Collision centers can now match any interior carpet, 
velour, vinyl, plastic or properly prepped and primed 
metal color with an aerosol. SEM delivers aerosol 
blanks for filling Color Coat™ formulas using SEM’s 
Custom Fill™ machines. Custom Fill Color Coat 
Aerosol Blanks features include no clean up; comfort 
tip eases finger fatigue; hold pressure throughout the 
can; shop floor compliant; quick and easy to fill; and 
professional spray pattern.

www.semproducts.com

(866) 327-7829

ESAB

WELDING SYSTEM

ESAB introduced the Rebel EMP 
215ic, a 120V-230V, CC/CV weld-
ing system that offers true multi-
process arc performance, location 
flexibility, lightweight portability 
and a groundbreaking operator interface. A unique sMIG (“smart 
MIG”) function enables users to begin MIG welding — with an 
extremely stable arc — just by setting metal thickness and wire 
diameter. Unlike competitive units, there is no need to enter infor-
mation for shielding gas mix.

www.esab.com

(800) ESAB-123

SURF CITY GARAGE

SURFACE PREP SYSTEM

ClayZilla®, from Surf City Garage, is the 
first major innovation in surface prep 
and paint restoration since the clay 
bar was invented in 1990. ClayZilla’s 
patented and patent-pending system 
lasts five times longer than a clay bar; 
restores a car’s paint at a fraction of a 
clay bar’s cost; gives you a Monster Shine® and smooth-as-glass 
surface; is ultra-safe — no embedded contaminants ever; and is 
extremely easy to use.

www.clayzilla.com

(866) 970-SURF

SNAP-ON

MIG WELDER

The new Snap-on MIG160i is an 
innovative welder designed to 
work with new materials found 
in today’s fuel efficient vehicles. 
The MIG160i provides versatility 
and capability to weld various material types. The MIG160i MIG 
welds steel and stainless steel, MIG brazing of high-strength and 
Boron steels with copper-silicon wire and MIG welds 5356 and 
4047 aluminum with an optional torch kit.

www.snapon.com

(877) SNAPON-4

LA-MAN

TWO-STAGE FILTER

LA-MAN® Corporation’s patented series of 
Extractor/Dryers® are designed as a point of use, 
two-stage filter that efficiently removes moisture 
and contaminates to improve and extend the 
life cycle of tools and equipment. The Extractor/
Dryer is an ideal solution for an extensive array 
of applications including air powered tools, sur-
face preparation, paint spraying, powder coating, 
and pneumatic operated equipment. 

www.laman.com

(507) 843-4800

CHICAGO PNEUMATIC

ANGLE GRINDER

The new CP75XX series is one 
of the most powerful angle 
grinders on the market. Ideal 
for body panel cutting, surface preparation, weld seam removal 
and frame grinding, the CP75XX series boasts a powerful 1.1HP 
(840W) governed motor, providing a high material removal rate 
enabling users to reduce the time taken to complete their tasks. 
The new series is available in 4in, 4.5in and 5in grinding wheels, 
cutting wheels, flap wheels; providing users with added versatility 
to best suit their application. 

www.cp.com



WESCHTOOLS

LARGE GRAPPLE

The Large Grapple, developed and patented by 
WeschTools, gives the body shop an opportunity to 
provide high quality repairs in a cost effective man-
ner. Specifically, the clamp is designed to pull depressed body 
panel surfaces to their original contour with minimal surface disrup-
tion. Simply drill a ¾” diameter hole at the desired location, insert 
and expand the 3 prongs of the clamp and pull until the panel is in 
its original shape. 

www.weschtools.com

(516) 375-9943

B-TEC

HIGH SPEED DRYER

The ST-01 Paint Sample Dryer is 
designed to produce rapid drying of 
both waterborne basecoats and ure-
thane clears and single-stage coat-
ings. The ST-01 can use infrared, air movement or both to obtain 
a fast drying result. Before its launch, the ST-01 Paint Sample 
Dryer was tested on high performance waterborne basecoats and 
achieved drying results in as little as 90 seconds. Clear coats are 
reported to be curing in only 3 minutes.

www.bteccleaners.com

(480) 621-5304

COLLISION PRODUCTS GUIDE

3M

MASKING TAPE

To manage critical paint jobs effectively at high 
temperatures and achieve the sharpest paint lines, 
3M introduces a solventless adhesive formulation 
to its 3M™ Specialty High Temperature Purple 
Masking Tape 501+. The purple masking tape is 
3M’s toughest and highest performing industrial masking tape. Used 
for paint bake operations where higher temperatures are required — 
as in automotive, aerospace, specialty vehicle and metalworking mar-
kets — 501+ withstands temperatures of up to 300oF for 30 minutes.

www.3m.com/maskingmadesimple

(877) MMM-CARS

BLACK MAGIC 

WHEEL WELL CLEANER

One of the newest Black Magic products 
is the Wheel Well Cleaner. It has a 2-in-1 
formula that not only cleans but shines.  
It makes getting to those hard-to-reach 
places a breeze and helps clean road 
grime, dirt and mud and will leave you 
with a durable shine.

www.blackmagicshine.com

(855) 888-1990

A new perspective  
on performance

)(:-�PZ�WYV\K�[V�PU[YVK\JL�;PT�+H^L�

HZ�V\Y�UL^�(\[VTV[P]L�9LÄUPZO�:HSLZ�

+PYLJ[VY��>L»]L�HKKLK�OPZ�L_WLYPLUJL�[V�

V\Y�L_WLY[�[LHT�[V�OLSW�\Z�KLSP]LY�ILZ[�

PU�JSHZZ�WYVK\J[P]P[`�HUK�WYVÄ[HIPSP[`�MVY�

V\Y�J\Z[VTLYZ�

To learn more, visit basfrefinish.com  
or email AskCoatings@basf.com

EXPLORE YOUR UNLIMITED PROFIT POTENTIAL
REDUCE COSTLY DOWNTIME. UTILIZE THE INFINITY 3D 
LASER MEASURING SYSTEM AS A DIAGNOSTIC TOOL 

DURING THE DISCOVER PROCESS.

ULTRA ACCURATE LASER MAPPING WITH INTELLIGENT TARGETS MEASURE 

THROUGHOUT THE TOTAL REPAIR PROCESS–SAVING TIME AND MONEY!

8� Enhanced target design for greater accuracy

8� Color-coded LEDs on each target provide a 
constant, real-time 3D display of the damage 
and corrective action

8� Visual display shows degree of structural 
change on every target location

8� Measures damage in height, width and length

8� Automated compensation for vehicle and 
scanner tilt/attitude

$24,500 FOR COMPLETE 12 TARGET XMS2 SYSTEM 

NO HIDDEN ADD-ON COSTS!

MADE IN THE USA
U.S. Patent No. 8,381,409 | U.S. Patent No. 8,997,361

CALL 877.392.6092

or VISIT infinity3Dlaser.com
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FREE PRODUCT INFORMATION
BY FAX: SEND THE COMPLETED FORM TO (416) 620-9790

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

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

it’s quick!  it’s easy!  it’s directabrn
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POSIT IONS AVAILABLE

PRODUCTS &  SERVICES

1000 + Automotive jobs Online

www.ACTAutoStaffing.com

800-489-0536

Looking for Collision Personnel?

7,500 + Collision Personnel Resumes Online

looking for a job?

Paint stripe complete cars or match and repair just 

about any stripe that comes into your shop as easy 

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

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

cleanest, sharpest line. Available in 56 different styles.

FOR FREE SAMPLES CALL TOLL FREE

1(800) 228-1258

www.f inessepinstr ip ing.com

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

for the sharpest painted-on stripes

For more information, call Wright’s Media at  

877.652.5295 or visit our website at  

www.wrightsmedia.com

Logo Licensing    |    Reprints    |    Eprints    |    Plaques

Leverage branded content from ABRN to create a 

more powerful and sophisticated statement about 

your product, service, or company in your next 

marketing campaign. Contact Wright’s Media to 

acknowledgements and recognitions to enhance 

your marketing strategies.

Content Licensing  

for Every

Marketing Strategy

t Outdoor
t  Direct Mail
t  Print Advertising

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

     MARKETPLACE
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BY MICHAEL GIARRIZZO  |  shop advocate

Michael Giarrizzo, Jr. 
is founder and president of DCR Systems 

(www.DCRsystems.net) and a pioneer in the 

utilization of lean production principles on 

the shop fl oor. 

Questions or comments can be sent to 

Michael at mgiarrizzo@dcrsystems.net

Michael Giarrizzo, Jr. 
is founder and president of DCR Systems 

(www.DCRsystems.net) and a pioneer in the 

utilization of lean production principles on 

the shop fl oor. 

Questions or comments can be sent to 

Michael at mgiarrizzo@dcrsystems.net

ur industry is definitely in consolidation mode. If 
you read the daily updates from the trade press, 
acquisitions have become the norm. And all this 
consolidation is a positive sign that the industry 
is strong and growing.

But strength in numbers may not neces-
sarily equate to an enhanced overall customer 

experience. A network of collision repair centers comprised of a 
bunch of newly-acquired shops spanning a number of states and 
sporting the same sign out front does not guarantee immediate 
bottom-line success. That guarantee comes from being able to 
replicate a positive customer experience at each shop and then 
extending that experience throughout the entire network.

I often hear the term “replicate” used in industry circles when 
talking about the future of consolidation and multi-store opera-
tions in our industry. And while I wholeheartedly acknowledge 
consolidation as well as the MSO business model, and applaud 
some of the efforts to make change in the industry, I'm cringing a 
bit because of the challenges that lie ahead for the more rapidly 
growing networks.   

Integrating an independent shop 
into a larger network involves so 
much more than simply switching 
the sign out front and changing a few 
up-front processes. That's just the 
start of what will become a hercu-
lean effort to realizing true business 
and customer model replication.  

In the marketing world, branding 
extends well beyond a familiar logo.  
It's the feel one gets — the emotions 
a customer experiences — from your 
product or service.

What's the first thing that comes to mind when you think of Ritz-
Carlton? Nordstrom? Apple? Morton's Steakhouse? Volvo? Each 
brand has it's own “experience.” Whether it's amazing customer 
service, top-notch product design or unfettered safety and perfor-
mance, the brand experience is what keeps customers happy and 
loyal. The real challenge is to replicate that experience across your 
entire network of shops, and that ain't easy.

It starts up front with familiar-looking environments, like invit-
ing lobbies and other public environments that welcome custom-
ers. It's the consistent use of layouts and colors, of consistent 
messaging, of consistent care by the team members receiving 
that customer.

This type of consistency up front is achieved by establishing 
and documenting standard processes and company guidelines 
that are taught to new employees the minute they walk through 
the door, and strictly enforced throughout the entire network.

On the back end, it’s a team-based, continuous workflow 
process approach that ensures replicated results. It begins with 
meticulous pre-planning to identify and secure every compo-
nent needed to begin the reconstruction process. It involves 
regimented procedures and standards that are aligned with OE 
guidelines. It requires taking advantage of the many benefits of 
using OEM-specific materials and parts. It measures success by 
the quality work standard and on-time delivery, not by the indi-
vidual technician efficiency.

But in order for the team to work as the proverbial well-oiled 

machine, its members have to be on the same page. That's where 
education and training enters the fold. The business must provide 
the resources that allow team members to:
t� 1PTTFTT�B�UIPSPVHI�VOEFSTUBOEJOH�PG�SFQBJS�NFUIPET
t� 6UJMJ[F�QSPQFS�FRVJQNFOU
t� .BJOUBJO�B�IJHI�MFWFM�PG�DPOUJOVJOH�FEVDBUJPO
t� �)BWF�B�DPNQMFUF�VOEFSTUBOEJOH�PG�UIF�TIPQhT�QSPEVDUJPO�QSP�

cess and how it impacts cycle times, quality and output
t� ,FFQ�B�DMPTF�FZF�PO�NBOVGBDUVSFS�CVMMFUJOT
t� �.BJOUBJO�DSFEFOUJBMJOH� GSPN�RVBMJUZ� USBJOJOH�TPVSDFT�TVDI�BT�

I-CAR and ASE Training

Similarly, the business itself needs to:
t� �*OWFTU� JO� UIF� MBUFTU� UFDIOPMPHJFT� UP�TUSFBNMJOF� UIF� JODSFBTJOH�

complexity of collision repair
t� �6UJMJ[F�*�$"3�BOE�"4&�DFSUJGJFE�UFDIOJDJBOT�XIP�BSF�DPOUJOV�

ally trained in the latest technologies and best practices
t� �1SPWJEF�POHPJOH�DPBDIJOH�FEVDBUJPO�BOE� MFBSOJOH�DMJOJDT�GPS�

the team
t� �4USFTT� DPOTJTUFODZ� JO� BMM� QIBTFT� PG� QSPEVDUJPO� GSPN� QBOFM�

welds and bonding to grit choice and what can seem like 
documentation overkill

t� �1SPNPUF� QSPDFTTFT� UIBU� DMPTFMZ� GPMMPX� 0&� HVJEFMJOFT� BOE�
paint manufacturer guidelines
While the drive to acquire shops and consolidate the indus-

try has vast appeal from a business perspective, the real chal-
lenge is to ensure replication throughout the network, which 
begins at the front of the shop and extends right through to 
vehicle delivery. Only then will you begin to realize true value 
from your brand.

CONSCIENTIOUS 
CONSOLIDATION

Replication requires "standard 
process" thinking inside and out

Strength in 
numbers may not 

necessarily equate 
to an enhanced 

overall customer 
experience. 

O





BOOST YOUR PROFITABILITY.
Introducing Color Advance, the new line of Glasurit® mixing base  

concentrates that take painting efficiency to a whole new level.

Color Advance mixing base concentrates deliver better hiding, reduce process times and save 
basecoat material by up to 50%. Plus you retain the proven advantages of the Glasurit 90 Line,™ 
such as world-class appearance, OEM certifications, proven quality and maximum efficiency.  
Get Color Advance and boost your profitability. 

Visit basfrefinish.com/GlasuritColorAdvance to learn more.
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