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FINAL ‘WHO PAYS FOR 
WHAT’ SURVEY OF 2016 
IS NOW UNDERWAY
Industry research is 
focusing on asking shops 
about their aluminum repair 
labor rates and which 
of more than 20 shop 
supplies they bill and are 
paid for by insurers.
ABRN.COM/WHOPAYS

DO YOU HAVE THE RIGHT 
FRAME RACK TO REPAIR 
LIGHT-DUTY TRUCKS?
Structural frame damage 
to larger body-on-frame 
vehicles impacts the entire 
truck, and center section 
repairs are best performed 
using a frame rack rather 
than a bench.
ABRN.COM/EQUIPNOW

HYUNDAI CAMPAIGN 
EDUCATES ON DANGER 
OF COUNTERFEIT PARTS
Hyundai is expanding its 
advertising and public 
relations campaign 
focusing on safety with 
a new YouTube video 
— “Good to Know — 
Counterfeit Parts.”
ABRN.COM/GOODTOKNOW

WIN KICKS OFF 
2017 SPONSORSHIP 
CAMPAIGN
The Women’s Industry 
Network depends 
on the support and 
generosity of individuals 
and organizations in the 
industry to engage women 
in collision repair.
ABRN.COM/SPONSORWIN

SWAF APPROVED FOR 
AMERICAN HONDA, 
ACURA REPAIRS
American Honda approved 
Sherwin-Williams 
Automotive Finishes 
paints, including AWX 
Performance Plus and Ultra 
7000 for its warranty and 
goodwill repairs.
ABRN.COM/SWAFHONDA

>>BASF CONTINUES ON PAGE 12

SECOND FREE TRAINING EVENT 
BRINGS LEARNING TO THE PROS
TSCHANEN BRANDYBERRY // 
Special Projects Editor

APPLETON, Wis. – When David 

Crosby received a Commitment 

to Training email this fall, he took some 

time reading it and evaluating the train-

ers and courses listed. It wasn’t long be-

fore he came to one conclusion: Th is was 

a great opportunity for his entire crew. 

They agreed and were among the 75 

technicians, welders, owners and man-

agers who participated in the second 

one-day Commitment to Training event 

of 2016, produced by Automechanika 

Chicago. The training, provided at no 

cost to attendees through manufacturer 

support, was conducted at Fox Valley 

Technical College in Appleton, Wis. 

“There’s something for everyone and 

there’s diversity in the class, so everyone 

can get something out of the classes,” said 

Crosby, who owns Crosby Automotive in 

Elkhorn, Wis. “And I always believe I’m put 

in a spot for a reason. Currently, we are 

rewriting our accounting program, and 

(Financial Best Practices by Mike Ander-

son of Collision Advice) was a great class.”

INDUSTRY TRAINING

NEW BASF VP TALKS 
COMPANY STRATEGY, 
INDUSTRY TRENDS 

BASF recently named 
Marvin Gillfi llan as the vice 

president of Automotive Refi nish 
business for North America. 
Gillfi llan sat down with ABRN to 
discuss his priorities in the role 
and some key industry trends 
impacting the direction of BASF. 

ABRN: What will be your 
main focuses as the new 
VP of BASF’s Automotive 
Refi nish business?

My two main focuses are 
to continue to build on BASF 
Automotive Refi nish’s successes 
and to simplify our processes 
by empowering our teams so it’s 
easier to do business with us. 
BASF has very strong brands, 
products and services.  We 
have world-class fi nishes with 
best-in-class color match and 
the most OEM approvals in the 
industry. Coupled with this we 
offer industry-leading Advanced 
Process Solutions that maximize 
our customers’ effi ciency and 

STAFFING

>> TRAINING CONTINUES ON PAGE 10
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START PUTTING

THOUSANDS
OF DOLLARS BACK INTO YOUR SHOP.

UNLIMITED 2% CASH BACK  
With the SPARK® CASH CARD every expense could be an opportunity to 

boost your bottom line and put thousands back into your business. Earn 
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PAINT STORE IN A PARTS STORE

Classes covered financial topics, cus-

tomer service, advanced vehicle tech-

nology, electrical and scope techniques, 

diagnostics, estimating and welding. At-

tendees also were invited to tour the Fox 

Valley Transportation Center. 

“Fox Valley Technical College pro-

vided us a fantastic location for our sec-

ond Commitment to Training Event,” 

said Pete Meier, Director of Training for 

UBM Automotive Group. “Our attendees 

had great opportunities to learn more 

about the processes they need to be able 

to use in the shop today to solve a variety 

of problems and were even able to gain 

hands-on experience.”

That hands-on experience really 

shone in Aluminum and Attachment 

Welding, taught by Fox Valley Instructor 

Jerry Goodson, which provided attend-

ees lucky enough to reserve a spot in the 

small class the chance to learn new tech-

niques and sharpen their welding skills.

“The class was mostly hands-on, 

which is what I loved,” said Rafael Godi-

nez, a collision technician from Chicago. 

“I came today because I have to get better 

at what I do.”

Helping techs like Godinez is the 

goal of Commitment to Training, which 

is hosting three no-cost training events 

around the Midwest this year. The third 

event will be Nov. 19 at Joliet Junior Col-

lege in Joliet, Ill., while the first event was 

at Washtenaw Community College in 

Ann Arbor, Mich., in May. 

Several Fox Valley attendees also at-

tended the event in Ann Arbor and say 

they plan to attend the November event 

as well. Mike Felicioni, owner of Great 

Lakes Auto Body in Nunica, Mich., made 

the trip to his second Commitment to 

Training event because he recognized 

the value in getting training from top 

educators. “I came because with the new 

technology on vehicles, you have to get 

all of the information you can. And if it’s 

free, even better,” he said. 

Along with Anderson, Meier and 

Goodson, the slate of instructors included 

G. Jerry Truglia of TST, Greg Marchand 

of CARQUEST Technical Institute, Mel 

Schampers of Fox Valley and Jason Bar-

tanen of I-CAR. With each three-hour 

session they taught, students learned 

hands-on experiences, practical applica-

tions and went home with books full of 

examples they can work to improve upon. 

 The Commitment to Training is made 

possible by support from manufacturer 

sponsors Carquest Technical Institute, 

Delphi, Abaris Training, Mitchell 1, PPG, 

Polyvance, Pico Technology, Schaeffler 

Automotive Aftermarket, Mitchell In-

ternational, Motor Age Training, Axalta, 

Garmat USA and GFS. 

>> TRAINING CONTINUED FROM PAGE 8

I NDUSTRY TRAIN ING



There’s “certified” 
(wink, wink), then 
there’s CAPA Certified.
Here’s what that can mean to you.

If you order steak and get 
hamburger, you’re not 
going to be a happy camper.

The same holds true for 
“part certification programs” 
that may or may not actually 
test the parts. Which is why 
auto repair professionals, 
their customers, and even 
the insurers who pay for 

the repairs have a right to complain.
 
But by then it’s too late.

That’s why CAPA created the auto 
industry’s first crash part certification 
program over 29 years ago. To provide 
the certainty of true quality to everyone 
whose livelihood—or even whose life—
depends on a quality repair. 

So insist on the only parts tested and found 
good enough to earn the yellow and blue 
CAPA Quality Seal. It’s certification without 
the winks.

TM

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

capacertifi ed.org                                                



INDUSTRY NEWS

12  NOVEMBER 2016  ABRN.COM

Best Welders.
OEM Certified Approvals

Best Support.
Largest Service Network

Resistance Spot Welders
&ƵůůǇ��ƵƚŽŵĂƟĐ�Žƌ�^Ğŵŝ��ƵƚŽŵĂƟĐ

��ϭϱϬϬDWĂ�h,^^��ĂƉĂďůĞ

��WƌŽŐƌĂŵŵĂďůĞ�hƐĞƌ�/ŶƚĞƌĨĂĐĞ

��^ŽŌǁĂƌĞ��ƉƉůŝĐĂƟŽŶ�hƉĚĂƚĂďůĞ

Pulsed MIG/MAG Welders
�ůƵŵŝŶƵŵ�Θ��ƌĂǌŝŶŐ��ƉƉůŝĐĂƟŽŶƐ

��>ĞƐƐ�,ĞĂƚ��ŝƐƚŽƌƟŽŶ

��ZĞĚƵĐĞĚ�^ƉĂƩĞƌ�Θ�&ƵŵĞƐ

��tŝƌĞ�Θ�'ĂƐ�^ĂǀŝŶŐƐ

Global Leader In Efficiency, 
Safety & Job Quality

Leading the Industry in OEM Certified Approvals

www.car-o-liner.com info@car-o-liner.com

844-833-9419

STAFFING

profitability. APS is a complete focus on the shop’s repair 
process. The shop goes through intensive classroom training 
and then we bring a team into the shop to help them implement 
APS. Working together as partners, the top 25 percent of our 
APS shops have increased their sales and profits more than 25 
percent and their touch time has increased 100 percent.

Our customer base is extremely loyal and we want to 
continue to partner with our shops and distributors to help 
them grow their market share. By focusing on these two areas, 
BASF will continue to grow with our partners.

ABRN: What key trends are impacting the direction 
and products of BASF?

Consolidation at the shop and distributor level continues 
to drive efficiency. In addition to consolidation, we see trends 
around innovation, sustainability and productivity. Some of the 
products and services we provide, such as R-M Onyx HD, 
which can be used as a solventborne or waterborne product; 
Advanced Process Solutions; and the new Glasurit color 
boosters, enable our shops to be more profitable.

ABRN: What can customers expect from BASF over 
the next year? The next 5 years?

We will continue to focus on being a market leader with the 
best products and services. We are also growing our distribution 

across the U.S. Just in the last few months our single-line 
ColorSource distributors have opened 8 new locations. And we 
see this expansion continuing with the majority of our distributors. 
In addition, BASF is focusing on much more than just paint. As 
the number one chemical supplier to the automotive industry 
we have the largest R&D spend in the global chemical industry 
and we will continue to innovate and provide solutions for our 
partners to help them grow their sales and profits. 

ABRN: What were your key areas of focus/
messages during the SEMA Show?

For the first time we announced a Color of the Year during 
SEMA that incorporates the Parallax color trends we announced 
in May and shows its practicality for the OEM and refinish 
markets. In addition, we unveiled new special effect colors for 
R-M and the Best Paint Award for Glasurit. Chip Foose unveiled 
a 1939 Cadillac Coupe painted with Glasurit 90 Line and signed 
autographs, and we had Richard Petty in our booth. Another 
exciting introduction at SEMA was our new Color Tool Tracking 
application. With all that said, BASF continues to be number one 
in color and we want to continue to grow with our customers and 
help them become more productive and profitable.

ABRN: How do you see the painting business 
changing in the near future?

As I mentioned earlier, we see continued consolidation 
in distribution and shops. And our partners want to continue 
to drive costs out of the repair process. We’re very focused 
on helping our partners become more productive by offering 
our Advanced Process Solutions, VisionPLUS, Performance 
Groups and training. We will continue to be the innovation 
leader for products that are better for the environment and 
improve our customers’ profits.

ABRN: Is training a priority for BASF and how do 
you help your customers to stay trained and prepared?

Training is a key driver in all we do at BASF. The collision 
repair industry consistently identifies training as an enabler 
of business success. BASF sees this as an opportunity to 
differentiate itself in the industry by pursuing state-of-the-art 
digital training solutions, expansion of training centers and staff 
as well as an expanded instructor-led course offering that offers 
I-CAR credits. The objective is to make meaningful training 
more available in general and to offer it through smart devices, 
serving those that need “on demand” support.  

We opened a new, state-of-the-art training center in Houston 
this year. We had exclusive training for Bentley this summer and 
we’re adding online training. Our trainers and technical team, 
along with our distribution partners, provide classroom training, 
OEM certification and in-shop training and support year round. 
We’re very involved with I-CAR, CREF and SCRS. In fact, BASF 
was the first company to commit to the Repairer Driven Education 
Series at SEMA in 2010. Again this year, we were a Masters + 
OEM Summit level sponsor of the RDE series at SEMA. 

>> BASF CONTINUED FROM PAGE 8
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Colorvation is a unique, comprehensive, 

user-friendly approach to vehicle 

refinishing featuring the most advanced 

digital color technology available. Based 

on our innovative tools, Automatchic™ 

and MIXIT™, AkzoNobel’s digital platform 

brings measurable improvements for 

your business – greater accuracy, 

greater efficiency and ultimately, greater 

profitability. Are you ready to give your 

business the digital advantage?

To find out how Colorvation can give  

your business the edge, contact one of 

our digital color experts today, and visit  

www.colorvation.com.
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RAISING 
THE BAR

A
sk 10 collision repair shops what sets them apart, and 

likely at least nine of them — and quite possibly all 10 

— will tout their “customer service.” Shops tend to think 

that what they are doing is unique, or at least that no other shop 

could possibly care about its customers to the same degree.

So based on the assumption that every shop has the basics of 

good customer service nailed down, here’s a compilation of ideas 

that can help a shop take it to the next level and actually stand out, 

in terms of service, from the shop up the street.

‘Customer care’ rather than ‘estimator’

Brad Zara said it’s been almost four years since his shop, Zara’s 

Collision Center in Springfi eld, Ill., created the position of “cus-

tomer care specialist.”

“We realized we weren’t serving our customers’ true needs 

with our traditional process of writing an estimate and leaving 

our customer to handle all the other aspects of the claims 

process,” Zara said.

The shop had already switched to repair planning — writ-

ing a complete estimate when the vehicle is in the shop and 

torn-down whenever possible, rather than writing a preliminary 

estimate. So the customer care specialist doesn’t have to be an 

estimator; he or she can focus solely on customer service.

Zara said the person in that role at his shop proactively 

reaches out to prospective contacts as soon as their direct re-

pair assignment is received. They interview the customer to get 

all the necessary information to determine the most efficient 

process given their particular situation.

“This saves the customer an additional trip to the shop for a 

preliminary estimate, and instead we can move right to scheduling,” 

Zara said. “About 60 percent of our repairs are handled this way.”

The customer care specialist gauges the job size, sometimes 

having the customer text or email some photos of the damage, 

and contacts the insurer as necessary to get an assignment or a 

copy of the insurer’s estimate. The customer is given a drop-off 

date and told what to expect during the process.

OPERATIONS // CUSTOMER SERVICE
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E-mail: satajet@satausa.com 

www.satausa.com

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

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

Nozzle size         HVLP — WSB 1.3 1.4 1.5

                            
RP 1.2 1.2 W 1.3 — —

Standard

with QCC RPS cups  

0.3 l, 0.6 l, 0.9 l, 1 ea.

— 1006924 1006817 1006825 1006833

1006776 1006784 1006792 — —



OPERATIONS

The Inductor® Lite is a compact and powerful 2400W induction heater
ZLWK�D�GLJLWDO�LQWHUIDFH��+HUH�DUH�MXVW�D�IHZ�EHQHƩWV�

>  Reduce labor by 75%   >  Re-use parts normally discarded
>  Reduce the need for toxic solvents >  Save on consumables

Available through your local tool professional. 

INDUCTOR® LITE 

877-688-9633 | www.theinductor.com

TM

®

CUSTOMER SERV ICE

“When the customer drops off the 

vehicle, the customer care specialist 

walks around the vehicle with the 

customer to verify the damage, since this 

is often our first opportunity to see the 

vehicle,” Zara said.

The customer is then kept updated 

by phone, text or email, whichever they 

would prefer.

Zara said the system allows the shop 

to process $6 million in annual sales 

with one estimator, one customer care 

specialist and two repair planners. The 

change allows his repair planners, he 

said, to focus solely on creating accurate 

repair orders, without the interruptions 

of having to interact with customers or 

write preliminary estimates.

“Most importantly, our CSI scores 

and feedback affirm that our customers 

find great value in what our customer 

care specialist has done for them,” Zara 

said. “In fact, our primary customer care 

specialist is frequently mentioned by 

name by our customers in their posi-

tive feedback.”

Take a personal approach

For more than 20 years, A&R Body Spe-

cialty in Wallingford, Conn., has been 

sending every one of its customers a 

Christmas card. Shop owner Tony Fer-

raiolo said this past year, that meant mail-

ing out 4,000 cards.

“Now, we don’t use a mailing service,” 

THREE MORE WINNING CUSTOMER SERVICE IDEAS
First, create an account in your 
annual budget that your offi ce 

staff can use “to smooth things over 
with customers.” A minor gaffe in cus-
tomer service might warrant a couple 
of movie passes or a coffee shop gift 
certifi cate; for a larger inconvenience, 
perhaps a restaurant gift certifi cate.
     Second, write all customer spe-
cial requests on the driver’s side door 
glass, so that everyone getting in or 
out of that vehicle can’t avoid see-
ing them. The writing should not be 
removed until it’s been confi rmed the 

requested items have been handled.
     Lastly, make sure you know what 
languages each of your employees 
speak to help you serve those with dif-
fi culties communicating solely in Eng-
lish. “That’s a strength, because when 
people come in and you speak their 
language, they feel more comfortable,” 
one California shop owner said. An-
other shop with a manager who knows 
sign language has even made sure 
local insurance agents and local deaf 
schools know the shop is equipped to 
help that segment of the community.
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CUSTOMER SERV ICE

Ferraiolo said. “We want to thank them 

personally for their patronage. So my wife 

and kids actually address and stamp the 

envelopes. It takes about three weeks to 

complete, and from the end of October 

until Thanksgiving, our house is filled 

with boxes of Christmas cards. But all year 

long, customers come in and comment 

on those cards. When they come back in, 

they say they like that we take the time 

to personally send them a holiday card. 

That personal touch is missing in business 

today. It’s been well worth the extra effort 

my family puts into this every year.” 

Speed up turn-around time

A number of shops have set up same-day 

or even “while-you-wait” repair systems 

for small jobs. For a bumper replace-

ment, for example, the part can be paint-

ed before the customer arrives; remove 

the vehicle’s fuel door when the vehicle is 

first at the shop for an estimate, and that, 

along with the paint code, can ensure a 

good paint match.

“So literally the customer arrives, sits 

down in our waiting room, and we ex-

change the bumper in a matter of min-

utes,” said a California shop owner who 

offered the service for several years be-

fore recently selling his shop. “In a matter 

of 30 or 45 minutes, we bring the car back 

all washed and clean with the new bum-

per. The customer is extremely happy, 

and the insurance company is happy.” 

A rose by any other name

Old Dominion Collision Repair in Eu-

gene, Ore., leaves a rose on the dash-

board of every repaired vehicle it returns 

to a customer, “a representation of the 

quality of repair and quality of customer 

service that each one of our customers 

deserves,” the shop posted on its Face-

book page. “And, frankly, it makes us feel 

good to see you smile!”

More than just washing  

the vehicle

Customers walking into the newest and 

third location of Michael J’s Collision Cent-

ers in the San Jose, Calif., will find a plush 

waiting area that includes a coffee bar.

Shop owner Jeff Ryan calls his esti-

mators “project managers” because he 

expects them to follow jobs throughout 

the process as part of the shop’s qual-

ity control system. The final inspection 

comes as part of a much-more-than-

standard detailing of every vehicle, 

which customers rave about in the com-

pany’s online reviews.

“Even a vehicle in for just a bumper 

job gets clay barred and hand waxed,” 

Ryan said.

Knowing when not to charge

Customers at Cupertino Body Shop in 

Campbell, Calif., often spend their time 

scanning the walls of the shop office. 
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There, they find photos of the dozens of 

Little League teams the shop has spon-

sored in the community since the 1970s 

when second generation shop owner 

Russ Cooper himself was playing.

“People often come in and point to 

the photos and say, ‘That’s my cousin,’ 

or ‘That’s me,’” said Lori Militante, one of 

Cooper’s two siblings (along with Nancy 

Yeager) with whom he co-owns the busi-

ness started by their father in 1968.

But one of the main ways the three 

have continued to build the business 

is by following the example of their fa-

ther by often doing more for less. They 

regularly help those on a budget find a 

way to afford the repair work they need, 

even doing simple, while-you-wait fixes 

at no charge.

“We try to help people as much as 

possible,” Yeager said. “There are some 

people who obviously can’t afford to get 

their cars done completely. We work with 

a lot of elderly people. When I see them, I 

picture my mom and dad, so we’re going 

to help them as much as possible. That’s 

how my dad ran the business. That’s how 

he got customers. People remember that. 

We’ve had multiple generations of cus-

tomers now. They still tell us things they 

remember that my dad did for them.”

Joel Michelsen, body shop manager 

for Lithia Body & Paint of Bend in Oregon 

has a similar philosophy.

“We basically always say ‘yes’ and 

then figure out a way to get it done,” Mi-

chelsen said of customer requests. “As 

we’ve done that over the past five years, 

I’m starting to see more repeat custom-

ers. I give credit to my crew. They all work 

together and they all go the extra mile. 

The painters will touch stuff up or polish 

stuff for people, and I have a technician 

who will do quick adjustments or re-

pairs on vehicles for people at no charge. 

Those little things go so far. Any other 

shop I was at, it wasn’t done that way.”

Offer information, not just 

repairs

Jesse Thatcher of Pro Finish in Kent, 

Wash., said he’s skipped participating in 

insurer direct repair programs because 

he sees them as a conflict of interest in 

terms of always putting his customers’ 

best interests first.

“Our view is making sure the customer 

is taken care of completely,” he said.

By “completely,” Thatcher said it’s 

more than just taking care of their car.

“It’s about making the customer 100 

percent whole again,” he said. “So we 

do refer people to chiropractors. We 

do refer people to an injury attorney. 

There’s no obligation for them to use 

any of these people, but it’s just to get 

them educated.”

He cites one example of a customer 

who demonstrated the importance of 
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CUSTOMER SERV ICE

providing this assistance to those who 

have been in an accident. A woman 

came to the shop after a minor accident 

in her car, yet she clearly was having 

trouble as she walked into the shop of-

fice. Thatcher said he asked if she’d been 

hurt in the accident. She told him no, that 

her health challenges actually stemmed 

from an accident a decade earlier when 

she accepted a $400 cash settlement 

from the insurer rather than getting the 

medical help she needed then.

“Over the years, seeing people take 

the money and not making sure their 

body is 100 percent has made us want 

to look out for the customer not just now 

but for the future,” he said.

Look for ideas – and customer-

focused people – outside the 

industry

More and more coll ision repair 

businesses are looking for those with 

good customer service skills from 

other types of businesses — retail or 

hospitality, for example — to bring 

those talents into the shop as customer 

service reps or estimators.

Complete concierge service

White’s Collision Service, which oper-

ates four shops in smaller communities 

in Oregon, offers customers what it calls 

“concierge service,” promising to make 

the process “as hassle-free as possible.”

Customers can fill out a short form at 

the company’s website, and an estimator 

will travel to the customer’s home or work 

to take photos and get the process started 

with the customer’s insurer. The shop will 

deliver a rental car to the customer, bring 

the wrecked vehicle to the shop and re-

verse that process when the vehicle is re-

paired. The customer never has to visit the 

shop or even leave their home.

April White said the small portion of 

customers who take advantage of the 

service very much appreciate it. Most 

customers, she said, don’t mind stopping 

by the shop for the estimate, so it’s just a 

matter of delivering the rental car to them 

and getting their car back to the shop.

“But I’m seeing the pace [of customers 

using the service] picking up a little bit,” 

White said. “It’s something I would defi-

nitely appreciate as a customer. I think as 

it becomes more known, as we advertise 

it more, it will be more widely used.” 

JOHN YOSWICK is a 
freelance writer based in 
Portland, Ore., who has been 
writing about the automotive 
industry since 1988.  
jyoswick@spiritone.com
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CASHING IN ON THE 
MSO MOVEMENT

TIM SRAMCIK // Contributing Editor

A
s 2016 closes out, two in-

dustry trends promise to 

continue making a signifi -

cant impact on most repair 

businesses well into next year. One is the 

uptick in the number of US shops (eff ec-

tively ending a 20-year decline), and the 

other is the continuing growth of MSOs. 

No doubt the latter trend is a major driver 

of the fi rst. Th e near-explosive expansion 

of the largest consolidators is an especial-

ly critical factor.    

Today, 81 MSOs that each generate 

over $20 million in annual revenues pro-

cess one fifth of the industry’s work load 

(for insurance and customer pay work) 

and account for more than $6.2 billion 

in annual revenue. On average, these 

MSOs process $3.3 million annually per 

location, over three times the average 

of $964,179 for all US repairers. They’re 

also gobbling up other shops to take ad-

vantage of their transplanted profit-rich 

operations and to better compete with 

each other. Not content acquiring loca-

tions one at a time, national consolida-

tors such as the Boyd Group, Caliber and 

Service King have concentrated heavily 

on purchasing other MSOs, particularly 

large ones with 10 or more shops.

These are heady times in an indus-

try once beset with stagnating revenues 

and predictions of gloom — that is, un-

less you’re competing with a consolida-

tor or simply struggling to stay afloat in a 

market being redefined by MSOs. More 

than ever the collision repair industry is 

one where the rich get richer while others 

Is it time to reconsider your place
in the collision repair landscape?

OPERATIONS // MSO MARKET

LARGE CONSOLIDATORS like Service King have helped change the landscape of the collision repair industry.
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MSO MARKET

look for answers or a fresh start. The sil-

ver lining is that MSOs provide a solution 

for these repairers as well — acquisition. 

Your business too could be a beneficiary.

Selling to an MSO is no easy task. 

Even in a hot market, consolidators are 

cautious buyers. There are effective steps 

you can take to help draw MSO attention 

to your shop and make the acquisition as 

beneficial as possible for you and your 

employees. Navigate your new industry 

path with these five steps.

Step 1: Make the first move

Target the MSOs most likely to be inter-

ested in your business. 

Just posting an ad in the local press or 

floating your interest in selling through 

a shop organization won’t do. MSOs are 

looking for new sites, but locating a poten-

tial acquisition is still a challenge. Consoli-

dators first need to identify a market they 

wish to penetrate and then find a shop 

that both fits their operational specifica-

tions and that is open to purchase.

Be aware that getting a bead on ex-

actly what an MSO wants can be trying. 

ABRN contacted several, requesting 

general information on their purchas-

ing philosophies. The majority declined 

typically because they regard this in-

formation as confidential. Even getting 

information from former owners can be 

difficult since they often sign confidenti-

ality agreements. 

As you begin talks with an MSO, you’ll 

probably find yourself answering more 

questions about your business than you 

receive about the potential buyer. That 

can be disconcerting, but it’s also a nor-

mal part of a process where buyer and 

seller gradually exchange information. 

If you do pique the interest of an MSO, 

be prepared to open your books and go 

through a full business evaluation.

Step 2: Assess your assets

To best facilitate answers about your 

business, you’ll need to take a full assess-

ment. Keep vital numbers and data on 

hand, such as:

r��4IPQ�EJNFOTJPOT�BOE�CVJMEJOH�VQ-

grades

r��5SBJOJOH�SFDPSET�BOE�DFSUJGJDBUJPOT

r� �&RVJQNFOU�QVSDIBTFT�	JODMVEJOH�

version numbers and purchase dates)

r��&YQFOTFT�QSPGJUT�BOE�MJBCJMJUJFT�GPS�

each operating year

r��(SPXUI�BOE�QSPGJU�QSPKFDUJPOT

Also include any information you have 

on the shop property. Not only will having 

this information help speed a purchase, it 

will assist you in determining the fair mar-

ket value of your business. When it comes 

to establishing that value, always turn to a 

business professional who can provide an 

accurate calculation. Better still, contact 

When your craftsmanship gets paired with our high-tech tools, 

there’s no such thing as good-as-new – it’s just new. Breathe 

new life into your projects with our full line of innovative 

collision repair tools, training and unrivaled support.

chiefautomotive.com/nothingelse/abrn

NOTHING ELSE IS A
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several for multiple calculations to ensure 

you get a fair price.

Step 3: Remember that market 

is everything

While your revenue numbers will be 

significant, MSOs also heavily weigh 

market potential. The fact that your shop 

makes a nice profit and has seen regu-

lar annual increases might not mean a 

lot if you’re working in an area that isn’t 

growing or that’s heavily saturated with 

successful competitors. When an MSO 

buys a shop, it’s also purchased a long-

term debt that it will be looking to pay off 

as soon as possible. An area with chal-

lenging business prospects can extend 

the potential payoff well beyond what an 

MSO is willing to risk.

The MSO will perform an analysis of 

your market, and so should you. Consult 

again with a business transition specialist 

with experience in this area. The results 

should be a key part in your decision to 

sell or do something else with your oper-

ation. Also, there’s always a chance your 

numbers may conflict with those pro-

duced by the MSO or provide a clearer 

outlook of your market. That can be signif-

icant in swaying any decisions they make.

Step 4: Time the sales  

announcement

One of the most sensitive areas you’ll 

need to address is deciding when to in-

EVEN SUCCESSFUL FAMILY-OWNED MSOs like Chicago-based Central Collision have 
passed on ownership to larger MSOs.
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More Repairs in Less Time. Improve your paint shop efficiency without having to 

overhaul your space with REVO accelerated curing systems. The technology cures 

fillers and coatings quickly and completely from the inside out. REVO can increase 

your paint shop throughput by up to 80%. Easy to install and operate, REVO systems 

save time and improve results immediately. 

(877) 658-7900
globalf inishing.com

See us at  SEMA 2016,  booth #11153

80% MOREUP 
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paint shop throughput



Ensure a perfect spot-weld—even on high-strength steel—with the new MI-200T.

Not only can it melt high-strength steel, it can do so using 40 percent less power 

than a standard cable plier welder. So you’ll get a flawless fusion while driving down 

your energy costs.

    Designed for all vehicle body repairs with high-strength steel

    Amperage service is one of the lowest in the industry, requiring only a 40A service

    High-performance, lightweight transformer pliers

    Can be continuously operated without the fear of overheating

Compare our spot welder to the other guys’: chiefautomotive.com/spot/abrn

NOTHING ELSE IS A
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form your employees of your intentions to sell. Some owners 

are comfortable telling workers early on in the process that they 

want to pass the business on to someone else. This can be a big 

mistake if employees decide to resign, especially in significant 

numbers, and a purchasing deal falls through. 

Some shops sign confidentially contracts with buyers to 

prevent word leaking out until they’re ready to make the an-

nouncement on their own schedule. This can be tricky since 

an interested MSO is going to want to tour a shop and, in some 

cases, interview employees.

Kyle Breedlow, a business facilitator who has helped transi-

tion ownership of auto service businesses, says the best course 

here is to inform employees when a purchase is close to being 

completed. Doing so helps protect any deal and provides vital 

information to employees on their future while giving them time 

to decide if they wish to remain with the shop. 

“It’s a matter of respect. You want to demonstrate that the 

existing and incoming ownership are concerned about and have 

a plan for them,” explains Breedlow. “Set aside time for a group 

meeting to answer questions and lay out as much as possible 

what will be happening with the business.”   

Don’t panic if some employees decide not to stay. MSOs ex-

pect to have to replace a few employees who prefer to move on. 

Breedlow adds, “Your goal is to build a bridge for those who stay. 

Stress that this isn’t an ending but a beginning.”

Step 5: Prepare for a journey

Your decisions following the acquisition also need to be care-

fully considered. There’s a possibility you’ll need to remain in 

contact with the new MSO ownership to answer questions that 

might pop up regarding any vendor contracts or other issues. 

From there, where do you want to go? Is it time to open a new 

business elsewhere? Or create a fresh repair concept?

“Transition planning doesn’t end the moment you sign over 

your business,” says Breedlow. “People who retire need a plan 

on how they’ll spend those years. Shop owners also should have 

a new career path ready.”

“Counting your money is only going to make you feel content 

for so long. A new goal will help,” he adds.

One point to keep in mind before, during and after an acqui-

sition is that selling a shop isn’t a sign of surrender or failure. 

Indeed, it’s often just the opposite. 

Not long after ABRN named three highly-profitable busi-

nesses — Auto Body World in Mesa, Ariz.; Central Collision of 

Chicago; and Car West Autobody in San Francisco — as Top 

Shops, their owners sold them to Service King. Other Top Shop 

operators have confided that they would consider selling to a 

consolidator if the opportunity was right. If the offer was suf-

ficiently lucrative and the deal provided a secure future and ad-

ditional opportunities for their employees, these owners gladly 

would move on to the next stage in their professional lives.
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Final lessons

The trends shaping the repair market 

don’t mean MSOs are on their way to tak-

ing over the collision market completely. 

The majority of the industry still is com-

prised of standalone shops, with many of 

them being quite successful and not look-

ing to sell. Other factors too are at play. For 

example, MSOs aren’t going to find every 

market lucrative enough to move into.  

There are also predictions that as 

vehicle technology becomes more ad-

vanced the existing shop model — one 

where all collision repairs are performed 

under one roof — will be replaced by 

multiple specialty shops dedicated to 

certain types or areas of repairs.

Regardless of where the collision 

market is headed, look for successful 

members to maintain a strategy that has 

served them well for the past several de-

cades. Always be ready to change, adopt 

new thinking and reset your plans to sur-

vive in a repair industry that continues to 

evolve and grow. 

TIM SRAMCIK has 
written for ABRN and 
sister publications Motor 
Age and Aftermarket 
Business World for more 
than a decade.   
tsramcik@yahoo.com

NEDAL KHATIB, co-owner of 2015 Top Shop Chantilly Autobody, like other MSO owners 
regularly seeks existing locations he can add to his growing regional MSO. 
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Infinity 3D Laser Measuring 

5251 W. 74th St., Minneapolis, MN 55349 

info@infinity3Dlaser.com  |  www.infinity3Dlaser.com 

Toll Free 877.392.6092  |  Local 952.392.6090

Made in 
the USA!

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!

 3D Graphics – Full Color Graphics provide instant visualization of damaged areas with vectors illustrating direction of movement  

Color change corresponds to tolerance settings established by technician. Color change also shown in all three axis on Infinity Live Targets

 Unmatched Accuracy – Target Positions Displayed to nearest 1 millimeter in Height, Width, and Length at all times 

 Smartest Targets in the Industry – Targets display Height, Width, and Length position tolerance in all three axis at all times  

Displays are viewable from all sides

 40 Foot Measuring Envelope – Up to 20 foot radius from scanner location 

 Live Technical Support – Customers benefit from live technical support via phone or online screen sharing with video link

 Dual Axis Level Compensation –  Automatic compensation for vehicle and scanner tilt and roll. Makes blueprinting on a two post lift easy

 Low Cost Data – Low cost subscription plans include automatic Mitchell Data Updates via Infinity exclusive FTP internet site. 

 Advanced Laser Scanner Design – Our patented system does not require the constant calibration other laser systems advertise

 Patented – Covered by US Patents 8,381,409, 8,997,361 with others applied for

 Best Value – The Infinity Laser Measuring System is the best value for the money-comes complete with everything  

you need-no additional kits required

$24,500 FOR COMPLETE 12 TARGET XMS2 SYSTEM  
BEST PRICE IN THE INDUSTRY! NO HIDDEN OR ADD-ON COSTS!

4

4

4

4

4

4

4

4

4

4



The name you trust, the quality you deserve.

Learn the difference. Call now.
1-855-GO-EXTRA 
(1-855-463-9872)

www.blowtherm-usa.com
sales@blowtherm-usa.com

Proudly distributed 

in the USA

100%

Italian

®

starting at $38,995*

BLOWTHERM “WORLD 8000” 

Dual skin wall panels joined 
by H channels with rock- 

wool insulation.
 

Heavy duty adjustable

steel hinges allow doors

to open to optimum position.

Internal push bar on the 
front door and the side 

personnel door.

Electromechanical 
control panel.

Direct drive 
centrifugal fans.

*Price Includes:
» World 8000 Booth Solid Back

» Single Row Pit

» 10 HP Direct Drive Fans

» Electromechanical Control Panel

» Ductwork Packages (15’ Roof Height)

Options:
Air Speed/Waterborne  Flash-Off «  

Drive-thru « 

Side Wall Light Fixtures « 

2 or 3 Row Pits «

Basements «

»

 AQMD Compliant Low Nox Burners Required in California at an additional cost.

Freight and Installation not included.

Hinged ceiling filter 

frames for easy replacement

of 10 micron media filters.

balanced, pre-engineered 

air flow.

Pre- and Post-filtration: Intake and Exhaust.

Two direct drive centrifugal fans with 2 sets of

10 bag filtration for each.

Eight 6-Tube light fixtures with 

hinged access for ease 

of cleaning and maintenance.

“Best in Class” Spraybooths, Prep Stations & Mix Rooms
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THE HUNT FOR 
EMPLOYEE TALENT

L
et’s get the obvious out of the 

way first — the workplace has 

changed dramatically over the 

past 20 years. Period. With the 

expanded usage and sophistication of 

technology, rapidly changing workforce 

generational demographics and inten-

sifying marketplace pressures, business 

owners and operators are faced with chal-

lenges unlike those they have seen before.   

Each of these challenges have varying 

levels of impact on the organization, de-

pendent upon so many other variables. 

That said, one constant is and will con-

tinue to be the demand to find, retain and 

develop talented employees. 

In his assessment of measuring a suc-

cessful organization, Jack Welch, former 

CEO of GE, said it best regarding the role 

of employees in the overall equation: 

“There are only three measurements 

that tell you nearly everything you need 

to know about your organization’s over-

all performance: employee engagement, 

customer satisfaction and cash flow. It 

goes without saying that no company, 

small or large, can win over the long 

run without energized employees who 

believe in the mission and understand 

how to achieve it.” 

Consider four elements to ensure you are
creating and sustaining an engaged workforce
DAREN FRISTOE // Contributing Editor

OPERATIONS // EMPLOYEE TALENT

PHOTO: IMAGE SOURCE/GETTYIMAGES
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EMPLOYEE TALENT

So if we focus on achieving an engaged and energized work-

force, how do we get there and how do we know if we’ve arrived? 

There are really four elements to consider when creating and 

sustaining the engaged workforce you want. 

Organizational culture

The value of a defined organizational culture cannot be overstat-

ed, not only for the day-to-day operational processes, but more 

importantly for the “feel” of the company and the interconnect-

edness of the team. Your culture, intentionally or not, dictates so 

many things including the level of support from each employee 

to one another; the forms and effectiveness of communication 

used; overall customer and employee satisfaction; and what type 

of employee you attract, retain and develop.  

To be effective and sustainable, the organizational culture 

cannot be created and implemented in a vacuum, devoid of 

the employee base. Nothing ensures mixed results (or failure) 

quite like top-down directives without employee input. In a 

collaborative workplace, all voices are recognized and noted, 

maximizing not only expanded communication, but also the 

encouragement of new ideas. Your business has a culture, but 

it may not be clearly defined in such a way as to be repeated to 

customers easily. To do so, focus on what your business stands 

for (such as quality, professionalism, employee development, 

integrity, customer service) and what you value in your employ-

ees (such as character, supportive of others, intelligence, desire 

to learn, selflessness). Take input, gather data, define and com-

municate; repeat.

Staffing needs assessment

Another element for creating an engaged workforce is in the 

basics — clearly defining and openly communicating through-

out the organization the staffing needs for the business, both 

immediate and long term. The emphasis must be on more than 

simply filling an open position in a reactive manner. This is a 

proactive, collaborative effort with the employee base and man-

agement, understanding and defining the needs of the business 

going forward, including creating and communicating realistic 

job descriptions. Items to consider include the likely changes 

in staffing based on turnover, training and development oppor-

tunities, technology enhancements, process modifications and 

customer or business partner demands. By promoting input 

from the existing employees, communication is open and or-

ganizational buy-in is more likely to occur from top to bottom. 

Finding and identifying talent

Engagement also occurs when we set our sights on finding and 

identifying our future employees. With the changing dynamic 

in today’s workforce, this is not simply recruiting anymore; in 

fact, we are marketing our business, our brand and our reputa-

tion in the community as the best place to work. Staffing is a 

continuous endeavor, even without job openings, as we always 

want a pipeline of talent for those unexpected changes in our 

workforce. Strategically, to be cost effective, increase efficiency 

and ensure successful outcomes. Business owners can do any 

or all of the following: create and expand their relationships with 

local technical/trade school placement offices and instructors; 

maximize consistent usage of social media tools such as Fa-

cebook and LinkedIn; place low-cost/high-impact virtual ads 

with industry publications, associations and placement services; 

communicate via email blasts to vendor partners, customers 

and local community affiliates; and post hard-copy ads where 

available in high candidate traffic locales. You never know what 

will work, so use as many tools as you can manage!  

Now that you’ve found candidates, targeted selection is critical 

to your overall process. What this means is, to a certain extent, a 

resume is a resume is a resume. We need to find the differentiator 

between candidates A, B and C. In the workforce of tomorrow, 

the business owner should identify those qualities or character-

istics they want in an employee including intelligence, adapt-

ability, communication skills, being team-oriented and eager to 

learn. Regarding pure experience, if we are seeking someone with 

experience, does their background reveal progression of roles or 

leadership or cross-training experience? Is that important to us? 

Are there gaps in the resume, begging questions of consistency or 

©2016 ALLDATA LLC. All Rights Reserved. ALLDATA and ALLDATA Collision are registered marks 

of ALLDATA LLC. Ford and Ford F-150 are marks of Ford Motor Company. All other marks are property 

of their respective owners. Repair Info for 2016 Ford F-150 available November 2016. 080416

www.ALLDATA.com

The Most OEM Collision Data in the Industry

Call Today

(877) 380-3084

2016 Aluminum Alloy 
Ford F-150

Collision & Repair Info Available Now!
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commitment? Is there any evidence of ex-

panded skills or certifications or education 

beyond simply doing the job, such as par-

ticipating as a mentor in the workplace? 

If we are seeking new candidates to the 

workplace, what professional experience, 

if any, do they have in addition to training? 

Have they served as an apprentice in their 

past? It takes work, but it is worth it to go 

beyond typical recruiting and identify the 

right people for your organization.     

Onboarding

So many times we hear about, read 

about or discuss among ourselves the 

value of effectively onboarding a new 

employee. This is your first impression 

(owners/operators, I’m talking to you) 

to a new hire. You made the commit-

ment of time and expense to identify 

talent, and you made the commitment 

to change the dynamic of your busi-

ness to add a new employee to the mix. 

Why can’t you make the commitment 

to document and implement a plan for 

integrating new staff rather than praying 

they learn, stay and fit within your or-

ganization? Day one is the first of many 

critical days in the life cycle of an em-

ployee. This is your opportunity to not 

only engage the new employee, but tap 

into the excitement of a new hire. Be-

yond the necessary but mind-numbing 

business of employment paperwork, the 

early stages of the new employee’s days 

in your business can dictate not only 

their attitude, but ultimately their tenure 

with you. By seeking input from existing 

employees and taking the time to define 

a plan for new employee onboarding, 

with timeframes and deliverables, both 

parties ultimately will benefit. Prepare 

the organization to receive and develop 

new employees, track and measure re-

sults, and create an engaged workforce 

beginning on day one.  

In today’s workplace, it’s not enough 

to do business as usual, same as you 

always have, when it comes to your em-

ployees. To create a sustainable energy 

and passion for the job, the team and the 

business, focus on involving and engag-

ing each member of the staff. From your 

culture to understanding your staffing 

needs to identifying talent to effectively 

onboarding new employees, each ele-

ment matters and when done right, will 

lead to higher employee satisfaction and 

higher customer satisfaction and, ulti-

mately higher profits. 

EMPLOYEE TALENT

DAREN FRISTOE is 
president of TFG — The 
People Side of Business, 
an outsourced human 
resource organization 
serving small to mid-
sized companies. He is 

also an instructor and content provider for 
Automotive Management Institute.  
daren@thefristoegroup.com
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Knowing your numbers 
alone isn’t enough 
Employees, like athletes, can best change outcomes if they know the score

S
hop owners who have been in the 

business much longer than I have 

said they remember that one of 

the mantras in the late 1980s, just 

as the first computerized shop 

management systems were rolling out was, “You 

have to know your numbers.” With direct repair 

programs (DRPs) being introduced and insurers 

beginning to much more actively “manage” their 

own numbers, shops were realizing they had to 

become more sophisticated in tracking and im-

proving their own business performance.

For me, however, it’s not enough for us as 

shop owners to know our numbers. For a long 

time, I’ve been a big proponent in also shar-

ing our numbers. There’s only so much I as the 

owner can do to impact our numbers. If those 

numbers are ever going to improve, my entire 

team needs to know them as well.

Think about it from a sports perspective. 

Players in almost any sport can adjust their 

performance based on what they see happen-

ing with the score. I’ve always heard that one of 

the reasons boxing struggled as a sport for several decades 

is that it’s one of the very few sports where no one knows 

the score until the bout is over. I don’t know if that’s true, 

but it makes sense. It’s always knowing the score that makes 

a sport more compelling for fans, and that can absolutely 

influence the players’ performance as well.

That’s the same in our industry, too. If your company 

participates in any DRPs, you’ve probably experienced the 

frustration of being handed a scorecard from an insurer 

long after you can do anything to influence those numbers. 

A score has to be much more “live” to really be helpful. We’d 

sometimes get our April numbers from a DRP partner in 

June — long after we could adjust to improve our numbers, 

even for May.

If we’re not giving our employees as close to a live score as 

we can, they can’t know how they’re doing and thus adjust to 

improve. It’s an employee satisfaction issue as well; anyone 

who doesn’t know how they are doing feels lost. 

So the more you can let your team know how they 

are doing — in essence, what the score is — the 

better able they’re going to be able to improve to 

help themselves and your team reach whatever 

goals that have been set.

Having everyone know the score is also im-

portant because whenever you start to measure 

a number, it almost always improves, simply be-

cause all of a sudden you’re paying attention to it.

So what does “knowing the score” look like 

in our company? It’s pretty simple: Every morn-

ing, we post and email to every employee our 

current scorecard, which include the previous 

day’s numbers. It’s not quite 100 percent live. 

I’d like to get my shops to the point that when 

a tech flags a labor hour, it’s instantly reflected 

on a scoreboard up on the wall. We’re not there 

yet, but we’ve found daily reporting to be amaz-

ingly effective.

I’ll talk more in a future column about exactly 

what we’re reporting. But maybe you’re think-

ing, “I’m not sure this is going to be something 

anyone on my staff cares about.” Years ago as I was just start-

ing to share the numbers, that’s exactly what I thought might 

be the case. And I’ll be honest, there are some on my staff 

who don’t care. They’re not numbers people, and they’re 

here just to work, and that’s fine.

But I can also tell you that there is a surprising number 

who do care. If I get busy or am on a call or traveling and I 

haven’t posted our scorecard numbers by 10 a.m. on any 

given work day, my phone lights up with texts and emails 

from employees — including some of those who I never 

thought would care — asking me, “Where are we at? How 

did we do yesterday?”

That was shocking to me. And it has convinced me of the 

power of sharing your numbers. 

THE COLLISION EXECUTIVE

IF WE AREN’T 
GIVING OUR 
EMPLOYEES A 
RELATIVELY LIVE 
SCORE, THEN 
THEY CAN’T 
KNOW HOW THEY 
ARE DOING AND 
THUS ADJUST TO 
IMPROVE.

RYAN CROPPER owns Able Body Shops, with two locations 
in Anchorage, Alaska, as well as Total Truck Accessory Center. 
rcropper@ablebodyshop.com
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SUPPORTERS

COMMITMENT TO TRAINING

Embrace change as positive — 
don’t fear the unknown 
CHANGE IS INEVITABLE, BUT GROWTH IS OPTIONAL; IT IS ALL IN YOUR ATTITUDE
MIKE JONES // Contributing Editor

T
he No. 1 reason people resist 

change is because they are 

more concerned about what 

they have to give up, rather than 

committed to what they will gain.

Change is inevitable; however, growth 

is optional. I have observed so many 

people working very hard to maintain 

the way things have always been done. I 

have watched people destroy professional 

and personal relationships because they 

refused to change. I have often heard peo-

ple say, “This is who I am.” That is not the 

truth; this is who you choose to be. You 

did not come into the world with a hard-

wire that says, “this is all I am capable of 

achieving.” 

If who you have chosen to be up until 

now is not going to allow you to be suc-

cessful in who you are choosing to be-

come, then you will have to change. If 

what is possible for you is being boxed 

in and limited by your belief system (BS), 

then you will need to change your BS to 

get where you want to go. It does not mat-

ter what you believe; in order to best your 

best and get to your next level, some mea-

sure of change will be needed. The same 

mind that got you to where you are will 

not propel you to higher heights.

If you still use antiquated processes to 

do business; if you still assess the value 

of people based on their gender, race or 

formal education; if you still choose to 

stay inside your comfort zone; you will 

likely never reach your full potential. 

Everything has a life cycle, and when it 

reaches the end of its life cycle it begins 

to die. You may be holding on to some 

dead stuff, such as behaviors, processes 

and relationships at work and home — 

BS — that will not benefit you in getting 

to your next level of professional or per-

sonal growth.

Many of you think ‘change’ is a bad 

word. I submit that it is inevitable and there 

is nothing you can do to prevent it. So why 

not embrace change? Here are five ways I 

recommend that you embrace change.

1. Eliminate your expectations 

of others.

I encourage you to have high expecta-

tions of yourself; however, if you have 

high expectations of your staff, family or 

marriage, I’m sure you have experienced 

a lot of disappointment in your life. You 

are not all playing by the same rules, even 

though in many cases you think you are. 

Unless you have an agreement to deliver 

something specific, then you are manag-

ing your expectations and will experi-

ence loss, disappointment and pain.

2. Welcome change.

I was just having a conversation with 

my wife, Susan, a few days ago about 

how drastically an event can completely 

change the course of our lives. These are 

often things we have no control over — 

people flying airplanes into buildings and 

killing hundreds of people; a down econ-

omy that eliminates thousands of jobs; a 

friend or family member suddenly lost in 

an accident; a divorce. When we accept 

that change is inevitable, we will wel-

come and embrace change and release 

our attachment that something should  

have turned out in a particular way.

3. Accept change.

Everything that you resist persists. The 

sooner you stop attempting to hold on to 

those business practices or somebody in 

a relationship that has long expired, the 

sooner you can get on with living your life.

>> CONTINUES ON PAGE 42
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300 8

ABRN.COM/Replace

Element replacement for a 

nitrogen plastic welder

ABRN.COM/EstimateCart

2-second lean improve-

ment for your estimate cart

ABRN.COM/CultureImpact

The power and impact of a 

strong business culture

ABRN.COM/Mergers

The infl uence of mergers & 

acquisitions 

4. Learn from the experience.

If you accept and embrace change, you will start looking for 

and finding the lessons in it. The more you resist it, you will 

continue to have the disappointing, hurtful, painful experi-

ences until you learn from them. Change becomes your great-

est teacher, but only if and when you give yourself permission 

to learn from it. 

5. Recognize you are growing stronger.

When you accept, embrace and learn from change, you inevi-

tably grow stronger. The ability to continuously accept change 

allows you to become as solid as a rock in the midst of violent 

storms all around you — even if you feel afraid.

So remember, change is inevitable; however, growth is op-

tional. When you choose to grow, you will likely find that what 

you gain is worth much more than what you gave up. 

>> CONTINUES FROM PAGE 40
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That Look When You  

 Discover 47% More Adhesion.
At USC, we call that look your “A” Face. That’s “A” for: Amazing adhesion, Astonishing  

dry times and Awesome sandability. It’s the direct result of learning that Icing Lite®  

provides 47%, and AG47™ 33%, more adhesion to aluminum.* (Actually, they’re  

amazing on all metals!) Ask for Icing Lite and AG47 from your local USC distributor  

and discover your “A” Face today. Call 1-800-321-0672 for local availability. 

*Data findings in a technical laboratory study. Icing Lite and AG47 performance was compared to leading competitive products.

uschem.com

Maximum adhesion 

to all metals

*

U.S. Chemical & Plastics, A Valspar Automotive Brand. © 2016 The Valspar Corporation.
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SOCIAL INSIGHTS
WEBINAR: DIAGNOSING DRIVABILITY 
WITH GLOBAL OBD II
Join top trainers Pete Meier and G. Jerry 
Truglia as they show you all 10 modes 
of OBD II and explain what each brings 
to the diagnostic table. The pair use the 
same information they will share with you 
in many of their own diagnostic processes. 
Watch it now.
ABRN.com/OBDII

LINCOLN ELECTRIC RELEASES REVISED 
ALUMINUM GMAW WELDING GUIDE
Lincoln Electric released an updated guide 
for Aluminum Gas Metal Arc Welding 
(GMAW). The newest version of the manual 
features a reader-friendly layout with up-
dated information and product and process 
photos related to aluminum MIG welding. 

ABRN.com/AUguide

KNOWING THE PROCEDURES
The epidemic of not following instructions 
or just hearing and not listening is not only 
plaguing our industry, but the entire popula-
tion. Advancements in vehicle construction 
and electronically controlled systems have 
grown expeditiously and will keep changing. 
Not following OEM procedures could lead 
to a system failure, failure of a component 
in a collision event or failure of the deploy-
ment of the airbags during a collision event.

ABRN.com/KnowNow

UNDERSTANDING CARBON FIBER 
REPAIRS
Carbon fi ber material for car manufacture 
is popular due to its superior strength and 
light weight even though it is more costly 
than metals, such as steel and aluminum, 
and traditional composite materials. Carbon 

fi ber is made of thin carbon fi laments 
bound together with a plastic polymer resin 
to form a composite material. The material 
features a “woven” design that is exposed 
for use on exterior vehicle components 
such as door and roof panels, fenders and 
hoods. Carbon fi ber can also be painted 
and used on exterior or interior surfaces.

ABRN.com/CFrepair

GIVE EMPLOYEES SKILLS, TOOLS TO 
IMPROVE THEIR LIVES
Why would I put all of my employees on a 
plane to four days of non-industry-specifi c 
training 4,000 miles away? It comes down 
to developing our company’s culture. I 
know that if I can help my team have the 
best lives that they can, they will perform 
their jobs better.

ABRN.com/StaffSkills

TRAINING EVENTS
NOVEMBER 19

Automechanika Chicago — LIVE Training Event; 
Joliet Junior College
Joliet, Illinois

NOVEMBER 21

Estimating Solutions for Profi t; Martin Senour Company
Chicago, Illinois

NOVEMBER 22

Envirobase High Performance Waterborne Recertifi cation; PPG
Allison Park, Pennsylvania

NOVEMBER 23

Surface Preparation & Masking; I-CAR 
Mitchell International, San Diego, California

NOVEMBER 29

Vehicle Technology & Trends; I-CAR 
Caliber Collision Center — Riverside,
Downtown Riverside, California

NOVEMBER 29

Color Adjustment and Blending; 
Sherwin-Williams Automotive Finishes
Atlanta, Georgia

DECEMBER 5

Welded and Adhesively Bonded Panel Replacement; I-CAR
Gerber Collision; Commerce Township, Michigan

JANUARY 12

Collision Industry Conference meeting; Palm Springs Hilton
Palm Springs, California
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Portable. Quick. Safe.
Fastest way to get your car in the air.

Model BL-7000SLX

7,000 lb. Capacity

MSRP $149000

© QuickJack USA 2016. QuickJack products are protected by one or more patents or 
patent pending applications in the United States, China, Europe, and other countries.

www.quickjack.com • 1-888-262-3880

The truly portable QuickJack™ is convenient to use and lightning fast allowing technicians to easily move the lift 

wherever it’s needed. The QuickJack eliminates the need to bend over, kneel or squat when working on vehicles. A 

lowered height of just 3" means it goes where other jacks don’t and an optional 12-volt power supply allows you to 

use it practically anywhere. Sturdy lock bars, a remote pendant control and adjustable rubber contact pads make it 

the perfect lifting system. Available in 3,500-lb. / 5,000-lb. or 7,000-lb. capacity. 

MMMMMMSRRP $MMMMMMSRRP $

Model BL-5000SLX

5,000 lb. Capacity

MSRP $134000
Model BL-3500SLX

3,500 lb. Capacity

MSRP $112500

PATENTED

FREE
SHIPPING

*

Free shipping availabe to most areas in the 48 contiguous states.*

&NEW 
IMPROVED

SUV & LIGHT TRUCK 

ADAPTER SET

Optional for BL-5000SLX & BL-7000SLX

See it on YouTube

SOLD

SEPARATELY



*Free shipping on all Ranger Products to most areas in the 48 contiguous states.

© 2016 Ranger Products • BendPak, Inc and Ranger Products are registered marks.

Call 1-800-253-2363 or Visit bendpak.com/3DAligner

Target 3D

PRO
Wheel Alignment

The model 3DP4100 Target 3DPro™ is an extremely accurate wheel

alignment system thanks to advanced imaging technology that delivers fast, 

industry-standard alignments. It streamlines the entire alignment process 

delivering critical readings in less than two minutes. With minimal investment 

and reduced training, the Ranger Target 3DPro aligner expands your service 

potential and sends more profit to your bottom line.

ADVANCED IMAGING TECHNOLOGY THAT DELIVERS 

FAST AND ACCURATE ALIGNMENTS

INTRODUCING THE ALL NEW
3D IMAGING WHEEL ALIGNER

MODEL 3DP4100

(Aligner Only)

KEEP ‘EM

STRAIGHT

KEEP ‘EM

STRAIGHT

MRP
$14,780

MRP
$12,780

NEW

*FREE SHIPPING!
 FREE INSTALLATION!
 FREE ON-SITE TRAINING!

PRICE INCLUDES:

(Lift sold separately)
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TECHNICAL // TIRES

TIM SRAMCIK // Contributing Editor

R
ecall for a moment the 

last time you bought a 

suit. Odds are you gave 

up a big chunk of time to 

hang around an upscale 

store and wait patiently while employ-

ees measured your arms, waist, legs and 

inseam. You tried on jackets and pants, 

selected a color and a week later picked 

up a beautifully tailored new piece of 

clothing. Probably the final thing you 

considered was buying new shoes. Un-

less you had a fairly new pair, there’s a 

good chance you made one more pur-

chase. What’s another $80 investment 

after you’ve already spent $800, right? 

Compare that experience to collision 

repairs. After returning a vehicle to pre-

accident condition, applying a fresh coat 

of paint and adding a top-notch detail-

ing job, a new set of tires to replace some 

aging rubber can make pretty good sense. 

There are plenty of other reasons to ramp 

up or add tire sales and services. Tires are 

often damaged in collisions (poor tread 

may in fact have been the reason for the 

accident). There’s a convenience factor 

— the vehicle already is being repaired 

so it’s the best possible time to add one 

more service. It’s an opportunity for the 

customer to save money: if an alignment 

is part of the collision repair, it need not 

be added to a tire bill.

Despite these reasons, collision repair-

ers have shown little interest in adding tire 

sales. ABRN queried six owners, and all 

gave the same explanation for not enter-

ing this business as they would for avoid-

ing other niche services. There just isn’t 

enough money to be made. “The markup 

A SET OF BRAND NEW TIRES
can be the perfect way to top off a 
collision repair, providing repairers 
with some much needed revenue 

and customers a necessary 
purchase that can keep their 

vehicles safer.
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THE TIRE DEALER MARKET OFFERS SOME VALUABLE LESSONS TO REPAIRERS
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just isn’t worth it,” says Shawn Moody, 

founder of Moody’s Collision Centers, a 

growing MSO in Gorham, Maine.

Still, a discussion about tires can be 

valuable, especially since there are shops 

operating in markets where this business 

could be quite profitable. For the rest of 

the industry, reviewing an auto service 

they may have been overlooking is a ter-

rific opportunity to reassess and rethink 

their own businesses.

Considerations

A first look at the tire dealer business 

shows a healthy, growing market with a 

number of possibilities. Numbers from 

IBISWorld record the U.S. retail tire mar-

ket generating $40 billion annually with 

just over 26,300 storefronts and a predict-

ed 1 percent annual growth over the next 

few years. Currently driving sales is a rise 

in consumer disposable income and the 

increase in yearly vehicle miles, which 

has significantly bumped up demand 

for maintenance and tire replacement. 

Other driving forces include the growing 

demand — fueled by federal mandates 

on improved fuel efficiency — for niche 

products such as low-rolling resistance 

tires, which require more frequent re-

placement and carry larger price tags.

Making the dealer market even more 

attractive is the low level of market share 

concentration. The top three industry 

companies account for just over 24 per-

cent of revenue with the next two largest 

each contributing less than 2 percent. 

But much like the collision industry, 

concentration is increasing as the mar-

ket’s major players continue growing by 

opening new stores and through acquisi-

tions. During the past five years, the three 

largest companies increased their market 

share and continue seeking expansion. 

Still, fully 65 percent of the tire dealer 

market remains comprised by relatively 

small “mom and pop” businesses. Unlike 

the collision repairers, these businesses 

have more freedom to alter their revenue 

models to cope with a changing market. 

They also don’t have the overhead in 

training, equipment and other expenses 

that could push them out of the market 

or convince them to sell to a consolidator. 

That can make them formidable compet-

itors for anyone entering a territory look-

ing to gain market share, especially those 

without significant financial reserves or 

a business model offering a significant 

competitive advantage.

Cautionary tale

Dennis Slucoch, former manager of 

Keller’s Auto Coach in Kansas City, Mo., 

learned this lesson the hard way when 

his shop decided to go into the tire 

business to raise some much needed 

revenue in 2009. Slucoch felt prepared 

for the new enterprise since he began 

his automotive service career at a tire 

shop. His shop had a number of busi-

ness factors working in its favor. Keller’s 

possessed the necessary extra space 

to house a good supply of popular tire 

sizes (something many shops don’t). 

It had a dedicated bay for tire service, 

TIRES

A KEY TO SELLING TIRES is educating 
customers on the safety and longevity 
benefits of specific models.
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Candy Made Simple 
Achieve that elusive OEM candy finish on nearly the first pass with the DeBeer  

Metallic Bright Red Toner. Our advanced, patent-pending technology revolutionizes 

red candy OEM repairs. Skip a step and get coverage, match and a sweet candy 

finish faster with zero mottling, cloudiness and complication. So rich, so simple.  

Go ahead, treat yourself. Call 800.444.2399 or visit www.de-beer.com to request  

a demo.

Available in OEM approved  
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invested in the necessary equipment 

and hired an experienced technician to 

handle the work. 

Just as important, Keller’s sat in a sub-

urban location along a busy major route 

and near a number of homes, businesses 

and offices. Slucoch’s closest big competi-

tors were over five miles away, and the 

smaller ones were mostly hidden down 

side streets and under old signage. Slu-

coch assumed start-up might be slow, 

but the readily available market would 

embrace his business.

The shop ran into some unexpected 

problems right away because it lacked 

any brand or name advantage. Potential 

customers couldn’t see past the body 

shop name.

“When people need tires they want 

to go to a National Tire and Battery, Pep 

Boys and Sears — places they assume 

have the best prices. Or they go to an 

independent who’s been around for a 

while,” says Slucoch. “We had to drop a 

lot of money into advertising just to get 

our name out there.”

The shop also saw very little revenue 

at first since it had to offer increasingly 

steep promotional discounts to bring 

customers in. When business did pick 

up, the single tire technician was quickly 

overwhelmed. The shop tried to move 

over other employees to help, but that 

practice began affecting collision repair 

schedules, so it was suspended. 

Eventually, employees stopped buy-

ing in. They couldn’t accept the responsi-

bilities added by a new business they saw 

as a distraction that sapped more impor-

tant resources away from body repairs. 

Even upselling to collision customers 

eventually seemed not worth the effort.

“We just couldn’t make it work. Either 

we had too much business, which we 

struggled to handle or so little it seemed 

like a big waste,” says Slucoch. 

“We eventually found that if we 

wanted to even have a chance to suc-

ceed we had to go all in and try to build 

a dedicated tire shop with a new team of 

employees. That wasn’t happening.”

After 18 months, Keller’s shut down 

the tire business to concentrate solely on 

collision. Slucoch stands by the decision 

but still believes collision and tires can 

work hand in hand under the right cir-

cumstances. Namely, competition needs 

to be manageable, and the shop has to 

have a firm business plan that allows it 

to give sufficient attention to both busi-

nesses and, when possible, use each to 

promote the other.

A day in the life

The business plan Slucoch speaks of will 

need to encompass many areas, but the 

key, he says, is constant focus on selling. 

Our team of company-trained industry experts  
have the know-how to help you improve your  

RTQFWEVKXKV[��CPF�KPETGCUG�[QWT�RTQƂVCDKNKV[��(TQO� 
equipment and product recommendations to application  
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Visit a store, give us a call, learn more or share ideas:
800-798-5872 | sherwin-automotive.com�Š 

© 2015 The Sherwin-Williams CompanyNASCAR® Inc., is a registered trademark of the
National Association for Stock Car Auto Racing, Inc.
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The technical side of repairing/replac-

ing tires is minor in the face of the larger 

challenge of sales. All shops service tires 

the same way. Earning customer busi-

ness is the great variable.

There are steps shops can take if they 

move into the tire market to grab and 

grow business:

Step 1: Market heavily. Invest in ad-

vertising and signage that brings atten-

tion to the business. Change the “face” of 

your business. Put up displays of stock 

tires in front of your business and in cus-

tomer areas. Visit a tire dealer and note 

their displays. Create brochures and sales 

pieces you can send home with collision 

customers to keep your shop in mind 

when they need tires. 

Step 2: Educate customers. Consider 

again how collision work gives new life to 

a vehicle. Customers can extend that life 

further with safer tires that also benefit 

fuel efficiency. Better tires also last longer 

and over time can offer significant savings.

Step 3: Maintain a wide inventory. 

This probably will be one of the toughest 

hurdles for repairers to leap since avail-

able shop space is often at a premium 

and might be better used to expand col-

lision operations. If customers have to 

wait for you to order a specific tires size, 

& Extremely shallow scratch pattern,

safe from “over�sanding”

& Fast and uniform coverage, leaves

no unsanded areas

& Perfect for Blending, Light Scuffing

and Primer Finishing

& Time saving of 50% or more thus

greatly improves productivity

SuperAssilex

Eagle Abrasives, Inc. Norcross GA www.EagleAbrasives.com Tel:(888) 68�EAGLE

Super Assilex, Fast and Uniform coverage with extremely

shallow scratches, resulting from the combination of Ultra

Flexible bonding and Super Sharp abrasives. Ideal for

light sanding on all types of surfaces that demand shallow

scratches, uniform finish and still can be done in the

shortest time.

The perfect medium for Scuffing, Blending

and Primer Finishing is finally HERE !!

EXAMINING TIRES for wear and damage is relatively easy and a necessary part of any esti-
mate. Results can be shared with customers for upselling tire sales.
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there’s a good chance they’ll walk out 

your doors and directly to a competitor. 

Do your homework with your vendor 

and keep a large supply of popular tires 

for your area, along with some hard-to-

find sizes to give customers options.

Step 4: Offer the best value. You’ll 

want to be prepared to price match and/

or offer deals that include savings on 

balancing, alignments and installation. 

Keep in mind that many customers will 

call around for quick quotes or receive 

quotes from dealer websites. They’re 

going to have a good idea of what their 

final expense will be. In these cases, 

being cost competitive while also offering 

terrific customer service and other extras 

— warranties and road hazard protection 

— can make the difference.

Step 5: Keep your employees moti-

vated. Slucoch found that workers balk 

at new businesses if they don’t see any 

benefits right away. Consider getting 

your staff on board with incentives and 

bonus programs. Get everyone involved, 

not just estimators. Your techs, painters, 

helpers, detailers and admin staff can all 

receive bonuses for referring or captur-

ing tire sales.

Since carving out a place in the tire 

market is difficult and the rewards are not 

terribly enticing, it’s easy to dismiss this 

work. Keep in mind the same thing could 

have been said about collision repair over 

the past decade when shops were closing 

their doors and many owners couldn’t 

interest their children in some day taking 

over their businesses. This industry came 

roaring back with new business structures 

and operational models.

The same kind of  shop that made that 

happen could take a new view of tires 

and create a portable model that blends 

the two markets. It just takes one repairer 

with the right idea.  

PASS ALONG informative brochures and 
marketing materials to collision customers 
to keep your shop’s name in mind when they 
need to invest in new treads.

TIM SRAMCIK has 
written for ABRN and 
sister publications Motor 
Age and Aftermarket 
Business World for more 
than a decade.   
tsramcik@yahoo.com
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PUT TIRES ON DISPLAY in front of your building and in customer areas to help remind 
customers that you also perform tire services.
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TECHNICAL // MIG BRAZING

THE BENEFITS OF 
SILICON BRONZE
JEFF COPPES // Contributing Editor

T
he practice of MIG brazing has been in use for a 

long time. Developed in the late 1960s, it immedi-

ately found applications in the automotive indus-

try, primarily cosmetic at fi rst. With this long his-

tory, why is there so much discussion about it now? 

Like aluminum, the renewed interest is due to new applications 

and increased usage. Manufacturers like Honda, Chrysler, JLR, 

Toyota and Mercedes-Benz all have repair procedures calling 

for MIG brazing. As the use of silicon bronze increases, it is im-

portant for technicians to be aware of the diff erences between 

welding and MIG brazing regarding materials, process, equip-

ment and technique. 

Material

So fi rst let’s look at the material. Copper is combined with other 

elements, such as tin, silicon or aluminum, to create bronze. Th e 

added components give the alloy strength, ductility, corrosion 

resistance, etc. In the automotive industry we primarily use the 

silicon-based alloy, referred to as silicon bronze. You may also 

see it referred to as CuSi3 or the AWS designation of ER CuSi-A. 

In North America, we tend to refer to all wire-fed welding as 

MIG welding, when in actuality most of it is MAG welding. The 

difference is in the type of shielding gas used — Metal Active 

Gas (MAG) or Metal Inert Gas (MIG). The CO2 or CO2/argon 

mix gas used with steel is an active gas. The CO2 reacts to the arc 

releasing oxygen. Inert gases do not break down during the weld 

process. As the name suggests, MIG brazing uses an inert gas 

— 100 percent argon. Having the correct type of gas and proper 

flow rate are critical to protecting the weld and the stability of the 

arc. The typical flow rate is 25 CFH. It is important to verify that 

the gas regulator (flow gauge) has a separate scale for argon (Ar).  

Process

Th e main distinction between welding and brazing is that MIG 

brazing is adhesion, not fusion. By defi nition, welding is the 

process of bringing the base pieces to a molten state where 

they are combined or fused, often with a fi ller material. In MIG 

brazing, the base material remains intact; it does not melt. In-

stead, the silicon bronze melts, fl owing around and between the 

base pieces to create the joint. Th is is possible because silicon 

KNOW THE DIFFERENCES BETWEEN THE WELDING AND MIG BRAZING PROCESSES 

CROSS SECTION OF A MIG BRAZE (left) and MAG Weld (right) showing adhesion versus fusion.
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bronze melts at approximately 1940° F. 

By comparison, MIG/MAG welding gen-

erates temperatures in excess of 3000° F. 

This dramatic difference in temperature 

is one of the biggest benefits of MIG braz-

ing and what makes it ideal for new ve-

hicle construction. Even though bronze 

is softer than steel, with the proper tech-

nique, the repair has a tensile strength 

very close to that of a steel MAG weld.  

Equipment

Silicon bronze being softer than steel 

filler wire is a great benefit when dress-

ing the weld. However, it does mean the 

wire-feed system needs to be set up to 

handle it. Using a wire-feed system set up 

for steel causes friction and drag on the 

wire, which affects the consistency of the 

arc. Instead, wire liners made of Teflon, 

plastic or carbon cut down on friction 

and are therefore ideal for silicon bronze. 

U-shaped feed wheels offer another ben-

efit. The U-shaped grooves make more 

contact with the bronze wire and are 

less likely than standard V-shaped or flat 

wheels to damage it. As long as the wire 

diameters are the same, silicon bronze 

will run with the same wire-feed setup as 

aluminum. There is no risk of cross con-

tamination, like there is between alumi-

num and steel.

The biggest difference in equipment 

lies in the spray pulse capabilities. Nor-

mal MAG steel welding uses short-circuit 

metal transfer, or dip transfer, meaning the 

wire extends out until it comes in contact 

with the work piece. The contact, or short 

circuit, causes the current to peak and the 

end of the wire melts off in the weld pool. 

By contrast, spray pulse uses a lower back-

ground current to establish and maintain 

the arc. The amperage is then briefly in-

creased — pulsed — providing enough 

heat to melt the tip of the wire. The drop-

let that is formed is then propelled across 

the arc to the weld. The filler wire and the 

work piece never touch. 

MIG brazing can be done with ei-

ther short circuit or spray pulse trans-

fer. With spray pulse, the average of the 

background and pulse currents is less 

than the current produced when the 

wire shorts to the work piece. Less cur-

rent means less heat, less distortion of 

thin materials and less galvanized coat-

ing to burn off. Also, when used to join 

advanced high-strength steels (AHSS), 

it prevents damage to the integrity of the 

metal. To optimize the spray pulse, and 

simplify setting the welder, most pulse 

welders are synergic inverter welders. 

“Synergic” means that the relationship 

between all of the parameters are already 

built into the welder. When the techni-

cian sets the material thickness, the ma-

chine establishes the starting voltage, 

amperage and wire speed. The pulse also 

serves to control the bead characteristics 

by transferring one droplet per pulse. 

Technique

The technique used for MIG brazing is 

very similar to MIG welding aluminum. 

You want to push the weld rather than 

pull it. That way any coatings that are 

MIG BRAZ ING

EXAMPLE OF a wire-feed system for silicon bronze.

MOTION CAPTURE SHOWING droplet being propelled across the arc during Spray Pulse Transfer.
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burnt off  will be expelled in front of the 

weld and will not get trapped in the weld 

pool. This also preheats the metal, en-

couraging fl ow. Th e torch angle is more 

perpendicular to the work piece than 

with steel, about 75° - 80°. 

As with any repair, preparation is es-

sential. With silicon bronze you have the 

added concern with the root gap between 

the pieces. The process uses capillary ac-

tion to flow between the work pieces. 

Looking at an open butt joint, it is easy 

to understand how, with the proper root 

gap, it allows the bronze to flow through to 

the backside of the joint and form a bead 

there. But the same is true in a lap and 

all of the other joints. Done correctly, the 

bronze flows between the sheets regard-

less of weld position. Be aware that exces-

sive clamping can limit the flow. Making 

sure the work pieces are clean also helps 

ensure proper flow or “wetting.”

Application

All of that brings us back to the question 

of what is driving the renewed interest 

in MIG brazing. OEMs have been using 

silicon bronze in production for years. 

Consider the 2008 Cadillac CTS with its 

laser-brazed roof, or the sail panel on the 

Dodge Intrepid. While used in production, 

there were virtually no repair procedures 

calling for brazing. As the push for fuel 

economy continues, one of the options 

is to build vehicles using harder, lighter 

steels. Creating these ultra-high strength 

steels involves controlled heating and 

cooling of the metal, trapping extra carbon 

in the molecular structure, which results 

in higher tensile strengths. Th e challenge 

is that if these materials are heated, during 

cooling the carbon can leech out, chang-

ing the properties of the steel back to HSS 

or even mild steel. With squeeze-type re-

sistance spot welding (STRSW), the elec-

trodes hold the nugget under pressure fol-

lowing the weld, which helps draw some 

of the heat out of the metal. With MIG/

MAG welding, there is not that option to 

quickly cool the steel. Instead, by using 

silicon bronze at its lower melting point, 

the joint can be made without damaging 

the integrity of the steel.

The 2016 Honda Pilot is a perfect ex-

ample of a successful application of MIG 

brazing. The Pilot’s door outer stiffener 

ring is an assembly made of 1500 MPa 

steel, which must be replaced as a unit. 

An approved STRSW welder, manually 

set to Honda’s parameters, can be used 

to attach panels to the ring. In areas the 

welder cannot access, the spot welds are 

replaced with silicon bronze plugs. The 

repair procedure specifies either a single- 

or double-bronze plug braze, depending 

on the strength of the materials. The dou-

ble-hole braze is made by placing two 

8mm holes on 10mm centers. The result 

leaves a 2mm gap between the holes. The 

MIG braze must be done in pulse mode 

to control the heat and using a specific 

method. Beginning 5mm away from the 

hole, follow a tight zig-zag pattern across 

both holes and beyond. This technique 

encourages capillary action around 

and between the two holes. Tying the 

two holes together along with the large 

surface area provides the silicon bronze 

joint its strength. Single-hole plugs use 

the zig-zag method as well. 

The Jaguar XF is another example of 

this application. JLR is requiring MIG 

brazing when attaching outer panels to 

the high-strength (HSS) or ultra-high-

strength steel (UHSS) inner structure. 

They use a combination of 8mm x 20mm 

slots and open butt joints. Pulse mode is 

also required.

Another benefit of silicon bronze hav-

ing a lower melting temperature is in cor-

rosion resistance. The zinc in galvanized 

coatings melts at 788° F and evaporates 

at about 1670°. The heat at and extending 

out from a traditional steel weld (MAG) 

destroys much of the protection. With sil-

icon bronze, particularly in pulse mode, 

the zinc remains intact except for a small 

amount right at the joint. Over time the 

zinc will flow back, making the entire re-

pair corrosion resistant again. 

Just as the use of UHSS continues to 

increase, so will the need for MIG braz-

ing. As always, refer to the OEM repair 

procedures and use silicon bronze only 

where and when instructed. Get the 

right equipment and training now so 

you are ready.  

JEFF COPPES, 
Car-O-Liner Joining & 
Welding, has focused on 
welding and joining systems 
for the past 10 years.  
jcoppes@car-o-liner.com

CHANGES TO THE STEEL MICROSTRUCTURE in a MAG Weld converting the A - Martens-
ite (UHHS), into a combination B - Martensite & Ferrite, and fi nally to a C - Ferrite (mild steel).
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STRAIGHTENING BENCH
The compact Globaljig® presented by 
Chief® Koala straightening bench is 
versatile enough to handle most structural 
work — vehicle tear down and reassembly, 
metal straightening, even doubling as a 
work bay lift for blueprinting. The economical Koala has 5,500 lbs. 
of capacity, with an ergonomic working height range of 6 inches 
to 5 feet 3 inches. Optional crossbeam/fi xtures accessory makes 
Koala one of the smallest benches on the market to offer 8- to 
10-point center section holding.  
WWW.CHIEFAUTOMOTIVE.COM

DISPOSABLE GLOVES
Ansell, a global leader 
in protection solutions, 
announces the introduc-
tion of Microfl ex® 93-260, 
the thinnest chemical resistant, single use glove available on the 
market today. This breakthrough solution offers tough protec-
tion against a broad range of chemicals, while still providing the 
dexterity and tactility of a thin, disposable glove. The Microfl ex 
93-260 is an excellent hand protection solution for a broad range 
of applications including paint shop work.
WWW.ANSELL.COM

BUSINESS 
CREDIT CARD
Earn unlimited 2% cash 
back. With the SPARK® 
CASH CARD every 
expense could be an 
opportunity to boost 
your bottom line and put 
thousands back into your 
business. Earn cash back on equipment, parts, advertising and 
everything in between.
WWW.CAPITALONE.COM

MEMBRANE DRYER
LA-MAN Corporation offers the 
AMD-035 SuperStar Membrane 
Dryer that provides ultra-clean and 
ultra dry compressed air specifi -
cally designed with the automotive 
industry in mind. This unique membrane dryer can be used where 
refrigerated dryers may be too large or electricity is not available 
or desirable. The innovative AMD-035 Membrane Dryer lowers 
the dew point by continuously removing water vapor and venting 
into the surrounding atmosphere. 
WWW.LAMAN.COM

MICRO WELDER
Amada Miyachi America Inc. announces the 
release of the new UB29A Linear DC Micro 
Welder, an addition to the existing product 
line that provides a larger current range, 
greater control and markedly faster rise time 
for micro-miniature resistance welding. Fea-
turing closed-loop feedback, fast response 
times and a controlled precise energy waveform, the new UB29A 
is ideal for safety-critical multiple applications, including the 
automotive market.
WWW.AMADAMIYACHI.COM

MID-RANGE RESISTANCE 
SPOT WELDER
Car-O-Liner’s newest mid-range resistance 
spot welder, the CTR7, works with all new high-
strength steels. The unique product design 
offers a low center of gravity for safe, easy 
handling. The aluminum telescopic support arm 
adjusts horizontally and vertically. Features in-
clude cutting edge inverter technology, welding 
currents to12,000 amps and transformer gun 
technology for a greater working range up to 20 feet.
WWW.CAR-O-LINER.COM

EXTENDED PERFORMANCE CLEARCOAT
Developed specifi cally for AQUABASE® 
Plus waterborne basecoat, P190-6950 is 
engineered for ultimate gloss on multi-panel 
repairs or overall paint jobs, with superior 
fl ow and leveling characteristics. This new 
premium clear utilizes the same hardeners 
and thinners as P190-6930 Performance 
Clearcoat and is ideal for use in hot weather 
conditions. With its 2.1 VOC rating, it is com-
pliant for use nationwide.
WWW.PPGREFINISH.COM

AIR COMPRESSORS
BendPak introduces its Elite Series air 
compressors. V-Max Elite models have 7.5 
or 10 horsepower motors with 4-cylinder 
100 percent cast iron pumps on 80-gal-
lon or 120-gallon tanks. The smaller TS-5 
Elite has 5 hp motor with twin cylinder 
pump. All Elite model pumps deliver air in 
almost total silence, and forced-air after-
coolers chill the air for reduced heat and 
condensation.
WWW.BENDPAK.COM
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COLLISION REPAIR EQUIPMENT

PRODUCTS & SERVICESPRODUCTS & SERVICES

ORGANIZE YOUR SHOP

PROVIDING SOLUTIONS TO BODY SHOPS SINCE 1964

www.PDQAutoSupplies.com

1-800-434-5141

Shop NOW for all the clips, fasteners,  
bolts and body shop supplies you need  

at warehouse prices!

t Hardware & Fasteners

t Detailing Supplies

t Tools & Parts

t Abrasives

SEE OUR ONLINE  

CATALOG

S E A R C H A U T O P A R T S . C O M

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
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MAGNA-STRIPPER
ULTIMATE SPOT REPAIR TOOLS

E-6080S for all Metals E-6100S for Aluminum

� Ultimate Spot Repair Tools for Steel and Aluminum

� Soft Abrasive Wheel Strips Clear Coat, Base Coat, Primer

 Coat or All Three, in Seconds

� Excellent for Alloy Wheel Restoration

� Leaves Base Metal Smooth, Bright and Clean, No Gouging 

 or Scratches

� Lightning-Fast Feathering

� Erases Surface Rust in Seconds for Paint Ready 

 Spot Repairs

Packs with Hardware for Mounting on
Threaded or Arbor Type Tools (1000 - 4000 RPM)

New
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Repair shop, police thyself
There’s no reason to fear the post-repair inspection if you’re policing your procedures

R
emember back a decade or two 

when police dramas were all the 

rage on television? Shows like Hill 

Street Blues, NYPD Blue and The 

Shield often showcased rogue cops 

who sometimes crossed the line to get what they 

wanted, prompting a visit by the investigator from 

the dreaded Internal Affairs Department. Cops 

never liked the “IAD” guy because his job was to 

rat out the bad operators on the force.

In the collision repair industry, post-repair in-

spection shops have become the Internal Affairs 

Department to a degree.  Their job is to investigate 

a repaired vehicle and make a determination of 

how well the initial shop did based on the quality 

of the repair.

Post repair inspection shops have the neces-

sary tools to spot any shortcuts that may have 

been taken in the original job and identify sub-

standard material and equipment that could po-

tentially render the vehicle unsafe to drive.

From that perspective, one might think that the 

duty of a post-repair inspection service is a noble one. 

But many collision repair shops fear the post-repair inspection pro-

cess because it’s designed to catch their mistakes, judge the quality 

of their work or, in some cases, rat out rogue operations.

That often puts post repair in an unfavorable light. But I 

maintain that the negative perceptions and the fear of post re-

pair can be mitigated if shops would just start policing them-

selves. How? Here are a few suggestions:

Challenge the insurer. Insurers have a ton of control over the 

repair process, which mainly focuses on the bottom line and the 

drive to save dollars. The constant push for high volume and un-

realistic cycle time numbers leads to hurry-up processes and gaps 

in quality. You can stand up to the insurer if you’re armed with the 

proper documentation that validates your repair plan, including the 

manufacturers’ guidelines, ALLDATA research and other informa-

tion to support your argument for performing the repair correctly.  

Know how to correctly repair the vehicle. If your techni-

cians are adhering to the manufacturers’ guidelines and regu-

larly reviewing technical bulletins, then you’ll greatly decrease 

mistakes or defects in the repair. Further, if you’re instituting 

verification steps alongside the entire repair process, you’ll en-

sure a high degree of quality in each repair job.  

Do quality control right. Audit the repair esti-

mate line by line to ensure that you’ve followed the 

repair plan and address every item listed. Review 

every line on your bill to verify that the work has 

been performed. Inspect the job using technical 

documentation. Make your technicians respon-

sible for validating each step in the repair process.

Use OEM parts wherever appropriate. A dol-

lar saved on a non-OEM part could cost you thou-

sands of dollars in the long run. Most post-repairs 

cite inferior or substandard parts in the inspection 

process. Why take that risk when all you have to do 

is use the proper parts to begin with?

Keep your techs properly trained. We all 

know that cars are becoming increasingly techni-

cal, which requires more in-depth tech training 

and proper certification to repair. Sure, training is 

expensive and eats up a lot of time, but the invest-

ment in your staff will result in higher quality work 

and reduce the liability later on.

Scan for fault codes. It’s virtually impossible 

to fully understand all of the computerized and 

electronic systems in today’s complex vehicle. Scanning for fault 

codes will identify what systems were affected as a result of the 

accident or during the disassembly and reassembly process. 

Invest in a borescope. It may sound like I’m nit-picking here, 

but a borescope is absolutely critical if you’re going to inspect and 

validate your work before it leaves the shop. Post-repair inspec-

tions often uncover mistakes or substandard work with the help 

of a borescope. You can head that discovery off at the pass by 

making this validation step a standard part of the audit process.

There’s no reason to fear the post-repair inspection if you’ve 

incorporated your own inspection into every facet of your repair 

process. By performing your own post repair inspection you’ll be 

motivated to keep your technicians continually educated, you’ll 

ensure that your customer is safe and satisfied, you’ll enhance 

your shop’s reputation in the community and you’ll experience 

a stronger operation and a healthier bottom line. 

THE LAST DETAIL

IN THE COLLISION 
REPAIR INDUSTRY, 
POST-REPAIR 
INSPECTION 
SHOPS HAVE 
BECOME THE 
INTERNAL 
AFFAIRS 
DEPARTMENT TO 
A DEGREE.

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 floor. 
mgiarrizzo@dcrsystems.net
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DOUBLE PULSE MIG WELDER

DUST-FREE
SANDING SYSTEM

SAFELY & QUICKLY EXTRACT DUST

NEW PRODUCTS

NEW!

NEW!NEW

• EXTREMELY LIGHTWEIGHT 14LBS.

• HIGH PORTABILITY 

• LOW AIR CONSUMPTION 5-7 CFM

• NO ELECTRIC MOTOR - AIR OPERATED

PROSPOT.COM

D

MERCEDES 
GLOBAL

APPROVAL

• 300A 3ph. 220V/400V

• 3 TORCHES: STEEL, 

   ALUMINUM, SILICON BRONZE

• DOUBLE PULSE TECHNOLOGY

• COLD ARC CONTROL

• SMART: AUTO SWITCHING

SPOT WELDING • MIG WELDING • RIVETING SYSTEMS

ALUMINUM DENT REPAIR • PLASMA CUTTING

ASK YOUR LOCAL DISTRIBUTOR 

ABOUT OUR NOVEMBER SPECIALS!! !



934-71 & 72 ONE STEP PLASTIC ADHESION PROMOTERS

MAXIMUM VERSATILITY TO SAVE  
YOU TIME AND MONEY

Glasurit advances the performance of the 934-70, one step plastic adhesion promoter, 
with the introduction of a black and white version with improved hiding and sandability. 
The new 934-71/934-72 saves time and money by integrating a sealer with the adhesion 
promoter. Learn more at basfrefinish.com/glasurit_9347172
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