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Management is responsible for ensuring these
systems are followed by all
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Five tips to help your shop form stronger
vendor relationships N
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It’s all there, just not there yet. We understand that car people
have a vision, because We See It Too. So, when the time comes,
you need a paint that’s as unique as the vision—from folks who
get it. Introducing the Dave Kindig designed Modern Classikk
automotive paint line—an inspiring array of colors specially
formulated for new school depth, clarity and color, with enough
old school mixed in to keep things feeling classy and classic.

See what we’ve stirred up with Dave at ModernClassikk.com.
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TOYOTA COLLISION
PROS WINTER

Check out the latest issue of
Toyota Collision Pros today. View
the information now at:
ABRN.com/TCPWinter18

READY TO TAKE ON BIGGER PAINT
JOBS?

When you add an oversized paint booth to your facility, you
open yourself to new service opportunities. Global Finishing
Solutions outlines specific questions you need to ask
yourself, management and your partners before you take on
this addition.
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GETTING THE COLOR RIGHT FROM
EVERY ANGLE

When a vehicle is painted during a repair but the final
product does not match quite right, no one wins. DeBeer
Refinish, a Valspar Automotive brand, and ABRN see how
one shop handles the frustrations of color match and how it
found the solution it needed in waterborne paint.
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Waterborne
made easy.

Introducing Cromax” EZ, an easy to mix, easy to match
and easy to apply waterborne basecoat system that
always delivers.

See how easy waterborne can be.

axalta.us/ez
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PAINT COMPANY CATERS T0
PROGRESSIVE, TRADITIONAL

KRISTA MCNAMARA //

Content Channel Director

9 CHARLOTTE, NC — Rarely does
a company call both proud tra-

ditionalists and progressive adapters as

their collective target client base. But Ax-

alta has managed to straddle the line by

offering high-technology products that

can appease both.

Keeping a close eye on the collision
repair market, Axalta has seen the trends.
Big insurers are becoming more and
more influential by continuing to push
their direct repair programs (DRPs).

These biginsurers have also continued
to reward DRP members — most notably
multi-shop operators (MSOs) who have
perfected and standardized their repair
process, said Harry Christman, Axalta’s
North America Cromax brand manager.

“MSOs are about streamlined produc-
tivity, getting cars through as efficiently
as possible,” Christman said. ‘And while
the single-shop market may not typi-
cally have cars lined up out the door with
insurer-driven traffic, they still need ef-
ficiency”

>> CONTINUES ON PAGE 7

BREAKING
NEWS

STEERING

ANTI-STEERING
LEGISLATION LOSES
SUPPORT

The Indiana Senate

9 passed a new insurance
anti-steering bill in January,
and it is moving forward in
the state's lower chamber.
However, the bill's language has
changed so dramatically that the
regional autobody association
that originally lobbied to have
it introduced has withdrawn
support.

In February, the Indiana
Auto Body Association (IABA)
announced that a last-minute
amendment added to the bill did
not have their support. The new
language would prohibit vehicle
owners from assigning any of their
rights to the repair shop, which
could limit options for the shop
and vehicle owner. “We were
blindsided by it. We couldn’t act
on behalf of the vehicle owner,
which would...put the vehicle
owner on their own against the
insurance company,” said Doug
Martin, president of the IABA.

_

REPORT EXAMINES
OWNERSHIP LIFECYCLE
CCC's 2018 Crash Course
report examines the vehicle
ownership lifecycle, offering
insight into how data and
technology are impacting
how consumers and the
industry interact with
today’s vehicles.
ABRN.COM/2018CRASH

6 APRIL 2018 ABRN.COM

VECO INTRODUCES
REMOTE DROP-IN
Vehicle Collision Experts
(VECO Experts) is
expanding its remote shop
inspections — “Remote
Drop-In" — to give shops
a cost-efficient way to
perfom calibrations, audits,
inspections and training.
ABRN.COM/DROPIN

YANG ACCEPTING
SPEAKER APPLICATIONS
The Young Auto Care
Network Group (YANG)

is accepting speaker
applications for its “Five
for Five” rapid-fire style
presentations feature of the
2018 YANG Leadership
Conference, May 11-12.
ABRN.COM/5FOR5

SHORT WAVE INFRARED
EXPLAINED

Learn from B-Tec Systems

how wavelength — short vs.

medium — impacts paint
curing and get an overall
better understanding of
what infrared technology is
and exactly how it can be
put to work in your shop.
ABRN.COM/INFRARED

ASA ANNOUNCES
INSTRUCTOR LINEUP
The Automotive Service
Association announced its
Automotive Management
Institute-approved lineup
of instructors for the May
3 training sessions at the
2018 Annual Business
Meeting in Orlando, Fla.
ABRN.COM/ASAORLANDO
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Axalta is helping its customers
achieve these goals through two paint
offerings — Cromax EZ and Spies Hecker
Permahyd Hi-TEC.

Axalta invited members of the trade Va I u e o u ‘ : a n
media down to its Customer Experience

Center in Charlotte, N.C. in February to try
out the Cromax and Spies Hecker products. t

Christman first introduced Cromax c O u n o n
EZ — a waterborne basecoat that boasts
exceptional quality and color-match ca-
pabilities with the same coat-flash appli-

At ChemSpec, we're dedicated

cation process technicians have typically

perfected over years of experience. The to provi o] ng h Ig h -q ual Ity, easy—to- use

product is a natural fit for painters who coatin gs at an affordable o rice

are comfortable with their process and .

“want to do it as they have always done.” to hel P grow your business—
Cromax EZ is applied in the familiar and your bottom line.

wet on dry application process, similar to

solventborne paints. There is no special Our qu al |ty pl’Od ucts include

application or blending training required, :

and because the toners do not need agi- pre-m etal treatme nt, primer,

tation, there is no need for a conventional colo r,C lear and solvents.

mix machine in the shop. We're committed to P rovidin g
But not every painter is a traditional-

ist. Axalta’s Steffen Apollo, North America the value youn eed to g et the

Spies Hecker brand manager, discussed results you want. -

the Spies Hecker Permahyd Hi-TEC line

and its appeal to the industry. Build your business with
“There are those who latch on to the

idea of a product and efficiency steps,’ us tOday'

Apollo said. “MSOs desire to grow and
improve in every step of the process, and
they cannot afford too much variability.

They also want to cement their culture che mspecpa int.com
into all employees.” 1.800.328.4892

For these customers, Axalta built a
new system around its most successful
basecoat. Spies Hecker Permahyd Hi-
TEC is 55 percent faster than the com-

petition and goes on in 1.5 coats with no . A "
flash between coats. It offers less con- METAI_UX METACRYI_
sumption and higher profitability. prs () v ) SBIGISKYA, C__PRO_

“It keeps less products on a shop’s
shelves, so not as much money s tied up in

inventory. The streamlined design simpli-

fies training and inventory control without
any trade-offs in productivity, application

Iy . Copyright © 2018 Ch
range and quality,” Apollo said. N e




//4

OPERATIONS // RECOGNITION

»1*1-;4,-;4

Most. inﬂnentral Women

WINNING BIG

=

THE WOMEN’S
INDUSTRY NETWORK
annually names the “Most
Influential Women in Collision
Repair,” a recognition that
can you get on the radar of
industry technicians and
possible customers.

Earning industry awards and recogntion offers a
way to promote your shop, reward workers

JOHN YOSWICK // Contributing Editor

amille Eber’s independent

collision repair shop in Port-

land, Ore., some years ago

received an “Integrity Award”
presented by the Better Business Bureau
in the Pacific Northwest. The award led to
areporter at The (Portland) Oregonian
newspaper writing a profile article about
Eber’s business — an article that ran on
the front page of the business section
of paper on a Sunday. The result? Eber
said the next morning, the phone at the
shop was ringing off the hook and cars
were parked several deep at the shop’s

8 APRIL 2018 ABRN.COM

front gate even before 8 am. In just the
coming months alone, she traced more
than $100,000 (in 1997 dollars) in new-
customer sales back solely to that article.

“People years later were still coming
in with copies of that article that they'd
cut out and put in their ‘car file’ in case
they ever needed a body shop,” said Eber,
whose shop is now a Fix Auto franchise.

There’s no shortage of ways your
company and its employees can earn
recognition from your peers, industry or
business organizations or even govern-
ment entities, and as Eber’s experience
shows, there can be a big pay-off for your
business for doing so.

And even aside from the marketing
opportunities, awards and recognitions
can help you attract, retain or reward key
employees by honoring them for their
efforts or helping them feel like they're
working for a “winning” company. Doing
what it takes to meet the requirements
to win some awards or honors can help
your business improve its profession-
alism and performance. And in some
cases, you may well already be doing
what you need to “win” - you just need
to submit a nomination or application.

Yes, the process of qualifying or com-
pleting award applications can require
some time and effort. But once you've

PHOTO: JOHN YOSWICK



done one, much of that effort may be
applicable for several different awards.

Ready to get started being recognized
for ajob well done? Here are some places
you may want to start.

Recognizing women leaders
Eber in 2000 also was among some of the
first women in the industry to be named
the “Most Influential Women in Collision
Repair” That honor is presented annually
by the Women's Industry Network (WIN)
to recognize women in any role within
the collision repair industry who have
‘enriched the industry with their leader-
ship, vision and commitment to excel-
lence”” Three or four women are added
each year to the recipient list, which now
numbers close to 100.

“Being named a “Most Influential
Woman” by WIN was a tremendous
honor’ said Jordan Hendler, the executive
director of the Washington (D.C.) Metro-
politan Auto Body Association, a 2014
recipient. “Many of my mentors —almost
all of them, actually — were among previ-
ous winners. It goes to show that women
in this industry are in tune with helping
raise others up and being there when they
need assistance or advice.”

In addition to shop owners and as-
sociation leaders, other “Most Influential
Women” include industry consultants
and those working in shop management
or for industry vendors. Nominees are
evaluated based on their success in their
professional role, industry leadership
and involvement, and previous awards
or accolades. The program has recog-
nized women both for their professional
accomplishments but also for going be-
yond the requirements of their positions
to give back to their communities.

To apply or nominate someone, visit
the WIN website at thewomensindus-
trynetwork.ning.com/page/miw.

Going for the gold

I-CAR has seen a big jump in recent years
in the number of shops earning its “Gold
Class Professionals” designation, which

recognizes shops that have achieved a
high level of qualified employee tech-
nical training. In 2012, just over 2,600
US. shops were Gold Class; by last year,
that number had more than doubled to
5,500. Another 1,300 shops last year were
labeled as on the “Road to Gold,” using an
I-CAR program that helps shops working
to achieve Gold Class status navigate the
somewhat complex requirements.

Why the growth? It could be in part
that a growing number of automaker
shop certification programs and insur-
ance company direct repair programs
encourage or require I-CAR training or
Gold Class status. But I-CAR and some
Gold Class shops say it's as much a sign
that increasing vehicle complexity makes
ongoing training a must.

“Technology is moving so fast,” Shar-
ree Strausbaugh, owner of A&M Auto-
body, a Gold Class shop in Eugene, Ore.,
said. “Based on what's happening in the
collision industry, I think you will need
to have that Gold Class level or better”

Earning Gold Class requires having
one or more employees in each of four
roles in the shop (estimator, non-struc-
tural technician, steel structural techni-
cian and refinish technician) complete
the specified level of training for that role.
All other employees directly involved in
the repair of vehicles must have six or
more hours of relevant training each year.

In addition to potentially opening
the door to more direct repair programs
or automaker certification, Gold Class
shops receive a kit of marketing mate-
rials to help them inform consumers of
their commitment to training and pro-
fessionalism. They are also listed on an
online searchable database and receive
discounted prices on I-CAR training.

I-CAR has published two studies that
found shops that achieved Gold Class
status saw improvements in sales, touch
time, cycle time and customer satisfaction.

Check out the details at I-CAR’s
website (i-car.com/Home/Educa-
tional-Programs/Gold-Class-Pro-
fessionals-Business-Recognition/

CITTIOTIANN  operations |

Collision-Repair-Gold-Class).

Improving the industry’s image
As part of its effort to recognize and pro-
mote the industry’s professionalism and
integrity, the National Auto Body Council
(NABC) presents two annual awards.

The NABC “Award of Distinction”
recognizes individuals or groups in the
collision industry who selflessly give
of themselves for the benefit of others
through bravery, philanthropy or self-
less acts.

Winners have been honored for such
acts as heroically rescuing a woman and
her two small children from a burning car,
or for mentoring a 23-year-old man with
autism during a 7-week hands-on adult in-
ternship program. In 2017, Gene Crozat
of G&C Auto Body in Southern California
received an ‘Award of Distinction posthu-
mously for his company’s philanthropic
work, which includes funding an annual
all-expense paid trip to Disneyland for all
of the foster children being served by a
local non-profit organization.

The NABC each year also presents
the “Body Shop Image Award” to recog-
nize shops that have completed signifi-
cant improvements to the appearance
of the interior or exterior of their facility
during the current calendar year. The
judging committee looks for improve-
ments or remodeling that exemplifies
the positive impact that an attractive,
well-designed facility can have on the
surrounding community.

To apply or nominate someone for a
NABC award, visit the Council’s website
(www.nationalautobodycouncil.org/pro-
grams/award-programs/). Winners are
honored at an awards ceremony that for
several years has been held during SEMA
in Las Vegas in November, and winners
are featured on the NABC website and in
its other publicity efforts.

Promoting your safe shop

Want to help cultivate a reputation as
being the ‘employer of choice” for tech-
nicians and others in the industry? The

SEARCHAUTOPARTS.COM VOL.57.04 9
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Find a certified PartsPro dealership at mbwholesaleparts.com/PartsPro.
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Safety Health Achievement Recognition
Program (SHARP) can help promote
your efforts to provide a healthy and safe
work environment for your employees.

ACE Auto Body of Hartselle, Ala.,
owned by Myron and Freda Thompson,
received SHARP recognition back in 2009.

“Myron did his apprenticeship in a
shop that stressed cleanliness and safety,’
Freda Thompson said. “That stuck with
him and we have always strived to have
anice, attractive workplace. This is some-
thing that means a lot to him”

The Occupational Safety and Health
Administration (OSHA) developed
SHARP to recognize small businesses
that maintain exemplary injury and ill-
ness prevention programs. To qualify,
a shop must undergo a comprehensive
consultation visit from OSHA, correct
any hazards identified, implement an
injury and illness prevention program,
and have a lower-than-industry-average
rate of employee injuries.

The idea of inviting OSHA into your
facility may not sound appealing initially.
But OSHA says (and shops confirm) that
such consultants have no ability to issue
fines unless they find serious imminent
threats to worker safety. Their goal is to
help you comply with regulations to re-
duce worker illness and injury. SHARP
shop owners say they sleep better at
night knowing they are in compliance.
And OSHA says safe working conditions
can also help businesses attract and re-
tain employees, lower workers’ compen-
sation insurance premiums and reduce
employees’ days away from work.

In addition to being able to promote
your business as having received SHARP
recognition, the program also offers an
exemption from OSHA programmed
inspections for up to two years, with the
potential for a three-year renewal.

Ken Perrault of Spruce Park Auto
Body in Anchorage, Alaska, said his
140-employee company received SHARP
recognition back in 2001 after OSHA's
consultation services helped him fine-
tune the company’s worker safety and

12 APRIL 2018 ABRN.COM

health program. OSHA itself last year
helped promote Spruce Park’s achieve-
ment of maintaining a record of zero job-
site injuries every year since 2011.

To apply for SHARP, visit www.osha.
gov/dcsp/smallbusiness/consult_direc-
tory.html to get contact information for the
OSHA consultation program in your area.

Training scholarships

Have a shop employee or manager who
is working to improve their business
skills through management education?
Reward that effort by nominating him or
her for a NACE Automechanika scholar-
ship through the Automotive Manage-
ment Institute (AMI). Winners receive
$1,000 toward travel and registration fees
to attend AMI training during NACE Au-
tomechanika, this year being held Aug.
8-10 in Atlanta, Ga.

To apply, nominees must be an owner
or employee of a shop belonging to the
Automotive Service Association (ASA).
Having taken one or more AMI online
or classroom courses can't hurt, but a
shop owner’s nomination vouching for
an employee’s interest in management
education can suffice. The application
can be downloaded at the AMI website
(www.AMIonline.org), and the deadline
is generally in June.

Wondering about your odds of win-
ning one of these scholarships? The fact
that multiple people from the same col-
lision repair business have won these
scholarships over the years may indi-
cate there aren’t a lot of nominations
each year.

Top-graded websites

ASA shops also have an opportunity to
win recognition for their shop’s website
through the annual “Top 10 Websites”
program overseen by the association’s
Autolnc. magazine. The program works
to highlight shops using their website to
improve productivity, enhance market-
ing and ultimately increase their bottom
line by driving more business to the shop.
Sites are evaluated in terms of being

mobile-friendly, innovative, visually ap-
pealing and consumer friendly, as well as
including evidence of social media pres-
ence and a “call to action.”

Shops can apply online (www.Auto-
Inc.org), with the annual deadline gen-
erally being in the summer. Winners are
promoted within the industry through
ASA’'s magazine. But winners also have
an opportunity to tout the recognition
through their own marketing, press re-
lease or social media — which in turn
will likely drive some additional traffic
to their website and shop.

Make the most of it

Looking for more ideas for award pos-
sibilities? Many industry vendors — in-
cluding AutocheX, VeriFacts Automotive
and others — have awards programs.
Also watch for awards and recognition
programs offered by your state or local
governments; a number of shops, for
example, have been honored for their
recycling and environmental efforts.
And check local and national business
associations and publications for award
possibilities.

Nearly all of these award programs
choose winners from businesses of all
sizes, so never assume that your com-
pany is too small to win big.

And that old adage about not “toot-
ing your own horn” shouldn’t apply
when it comes to making the most
about honors and recognition you,
your shop or your employees earn. It’s
important to promote it through press
releases, social media, your website
and your customer waiting area. One
shop owner who won one of the above
awards last year says it made virtually
no difference for his business — but ad-
mits that's because he did nothing to let
his community know about it. N

JOHN YOSWICK is a
freelance writer based in
Portland, Ore., who has been
writing about the automotive
industry since 1988.
info@crashnetwork.com
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“the primary goal

PATRICK PORTER // Contributing Editor

Imost every successful per-

son begins with two beliefs:

The future can be better

than the present. And I
have the power to make it so,” said David
Brooks, author, political and cultural
commentator.

It's an exciting time in the collision
repair industry. I truly believe that the
future can be better than the present in
our industry. Autonomous vehicles, ad-
vanced safety systems, advanced steer-
ing and suspension systems, heated seats
— this list could keep going with all the
many personal convenience items that
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are on our vehicles, but I only have a
limited space. The point is that we are
professionals, and we need to repair the
vehicles back to pre-existing condition.
This may mean stepping outside our
comfort zone and doing some things
that we are not accustomed to doing.
This can create some new challenges
that we can either embrace or reject.
Embracing these challenges and doing
what it takes to provide value will benefit
our businesses, our consumers and our
industry. However, with all these changes
happening, there is one primary goal that
still stands. Collectively as collision repair
leaders and insurers, complete and safe
repairs should be our central goal.

Unfortunately, this thought process
is not always the case. All too often our
industry is allowing the almighty dollar
to trump safety. We do not need our own
greediness upstaging complete and safe
repairs just because we think we know
better. In this industry we need to make
sure that we are providing value to our
customers. But what is value when it
comes to repairs?

Most people reading may think they
are providing value to their customers,
but if you are not following OEM speci-
fications (notice I did not say recom-
mendations), then you are not providing
value — period. Unfortunately, too few
people are taking heed right now to the

PHOTO: SHUTTERSTOCK.COM / 06PHOTO
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forward thinkers and promoters of this
new standard. The truth is if you don’t
follow OEM repair standards, then you
will be holding all the liability for the job
that you perform. Not to be the bearer of
bad news, but this has been said repeat-
edly, and yet there are people in our in-
dustry who don’t want to listen.

If you followed the recent court case
in Texas where a collision shop did not
follow a manufacture’s procedure, this
should be a wake-up call to our indus-
try. Before beginning repairs in the
pre-repair stage, we need to be pulling
procedures and communicating to all
parties involved. It's time to make the
improvements necessary to our industry
culture. Maybe we could take that class
that we put off taking because we felt like
it was going to be a waste of time? Please
don’t view these learning opportunities
as a waste of time; this is an investment

in your business.

Maybe we need to improve our shop
processes to better serve our customers
and in turn that makes for a better experi-
ence overall for everyone involved in the
repair process. Look at some of the lean
systems in our industry to help you im-
prove these processes at your shop. It will
truly make a difference and by embrac-
ing this change, you and your customers
will reap the benefits. Scan that vehicle,
because it is a necessary procedure that
brings the vehicle back to its pre-existing
condition. Please don’t say scanning
does not matter, because it does.

I hear from a lot of folks that say, “If
only the insurer would pay for this...;” “If
only they wouldn’t make us put aftermar-
ket or used parts on this vehicle;” “If only
they wouldn't require me to do this;” “If
only...” Folks, we must realize that we are
the professionals in this industry. This is

the reason that we need to embrace train-
ing, embrace change, and embrace com-
plete, safe and quality repairs. We need to
reject going back to the way things always
have been for years. It is just not relevant
anymore. It's a new era in vehicle design
and how we repair these vehicles. I have
always been the optimistic glass half-full
type of guy, and how I view the collision
repair business is no different. We have the
power to make this industry even greater
than it already is. Take a step with me to
create the new collision repair industry.
We have alot of folks that are with me on
this journey, but we need you as well. N

PATRICK PORTER is a
3rd generation shop owner
at Porter's Body Shop in
Brookhaven, Miss. He is an
I-CAR instructor and has his
AMi Accredited Automotive Management
and Collision Repair Estimator Certificates.
patrickdporter@gmail.com
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Technical training alone is
not nearly enough

Far too few shops have given estimators the tools and training they need

o matter what you call it, estimating
can make or break your business.
You might prefer to say your estima-
tors are doing “blueprinting,” ‘dam-
age analysis” or “repair planning.” But the term you
use is meaningless to the bigger point: estimating
is central to almost every metric you could use to
measure your business performance. Yet I can al-
most bet the people doing that work within your
company have not had any recent formal training.

How do I know? I began tracking it nearly 17
years ago when I first wrote and began teaching
an estimating course for one of the automakers, so
I can tell you with certainty that only 2 percent to
3 percent of front-line estimators and body shop
managers have had any formal estimating train-
ing in the last 3-5 years.

That's pathetic. How does anyone think they
are capable of writing an estimate on a vehicle
when their training is that obsolete?

I can come up with a dozen ways this is having
anegative impact on your business. How about your negotiating
effectiveness, for example? Without some recent training, I can
assure you that your staffis no match for the masters of controlling
costs at a shop's expense — the insurers.

Industry surveys find that only 17 percent of shops are re-
searching OEM repair procedures on every job. That’s likely be-
cause their estimators have not been trained on why it’s a vital
step or how to do it. But how are the other 83 percent writing
anything close to an accurate estimate if they don’t know what
substrate materials are involved; what kind of welding, rivets or
adhesive bonding will be involved; where sectioning can and
cannot be done; and what items are one-time use or must be
replaced rather than repaired or reused? They cannot possibly
know that unless they have training in effectively researching
the OEM procedures.

What about scheduling? Most shops have figured out some
system of scheduling based on the labor hours for each job. But
without current training, estimators are producing half-baked

estimates. The result: it's not uncommon for shops to have two
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INDUSTRY
SURVEYS FIND
THAT ONLY 17
PERCENT OF
SHOPS ARE
RESEARCHING
OEM PROCEDURES
ON EVERY JOB.

weeks of work booked into a one-week timeslot
because their estimates are only half-right.

Think about the impact of poor scheduling
caused by poor estimating practices. You have un-
happy customers because vehicle delivery days
keep slipping. Employee morale and compensa-
tion are often negatively affected. I recently helped a
shop in New York with its scheduling, and one of the
owners called me just a few weeks later to say the
shop felt like a different place. The stress everyone
felt had dissipated, and production was controlled
and flowing evenly. The shop was running ‘like a
Swiss watch,” compared to how it was when they
were overloading the workshop and employees.

If none of this convinces you to get some cur-
rent training for your estimators, surely the impact
it can have on your profitability will get your atten-
tion. When I do actual field audits of shops, I see a
lot of missed work being performed but not billed.
It's not uncommon to see as much as 15 percent to
20 percent being missed on estimates.

Theres also work not being performed because it's not on the pa-
perwork that gets turned over to the production team. We all saw the
liability impacts of a multi-million-dollar judgment against a Texas
body shop last year. Avoiding that has to start with a strong estimat-
ing process that helps dictate the correct repair plan.

Chances are you wouldn't think of not training your techni-
cians. But your front-line people are essentially the first people
who repair the car — only on paper. If they're not trained in order
to do that well, how can you possibly expect the people in the
back to make up for the deficient estimates and processes up
front? That's never going to happen.

I'll offer some specific steps to improve your estimating in
future columns. In the meantime, get some training on your
estimators’ schedules. N

STEVE FELTOVICH of SJF Business Consulting, LLC, works
with dealers, MSOs and independent collision repair businesses to
make lasting improvements and achieve performance goals, based
on his more than three decades of automotive industry experience.
sjfeltovich@gmail.com
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Quality control systems fail
without enforcement

Management is responsible for ensuring these systems are followed by all

n the decades that I've been work-
ing with collision repair businesses,
I have seen (and in some cases,
helped develop) some excellent
quality control programs.

Too often, however, itisn't the lack of such
a program that comes back to haunt a colli-
sion repair business. It's the failure to FOL-
LOW the program the shop has developed.

It's not just me who has seen this. I was
speaking with someone in senior manage-
ment at a large collision repair business
(not one of my clients) and told him his
company has a really excellent quality con-
trol system.

“Yeah,” he replied, “but nobody uses it.”

That's why I believe that quality in to-
day’s collision repair industry is a manage-
ment problem, not a technician problem.
It's not an issue of technicians failing to con-
duct repairs properly; it's an issue of management not using
a system to enable and ensure that they do.

Almost every vehicle check-in sheet I see, for example,
has a place for radio reset codes to be entered. But all too
often they aren’t. At a minimum, there should be an “n/a”
entered to indicate the codes won’t be necessary for that
particular job. But I tell shops if you're not going to mandate
that every box be filled on a form, don’t include that box on
the form. This helps teach your staff that every box requires
input on every job.

I'was in a shop recently where a technician was repairing
a fairly new BMW. He had installed a new quarter-panel on

PROBLEM.

it, and it looked beautiful. The welds were awesome. When I
asked the technician if hed had the OEM procedure, he could
produce it immediately from his toolbox. All is good, right?
That is until I really read the OEM procedure and con-
firmed my suspicion: BMW calls for that quarter-panel to be
bonded and riveted, not welded. I even noticed the techni-
cian had a package of rivets on top of his tool box for that job,
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QUALITY IN TODAY’S
COLLISION REPAIR
INDUSTRY IS A
MANAGEMENT PROBLEM,
NOT A TECHNICIAN

so clearly the estimator had pulled the OEM
information for the job and had known to
order the rivets.

So what caused the failure? The tech-
nician didn’t fully understand some of the
symbols in the OEM procedure. He'd welded
the panel in the exact places shown in the
diagram — only the diagram was indicating
where the rivets were to be placed. He said
he'd thought the rivets would be used later
to secure another part to the vehicle.

The bottom line was the shop had just
bought itself a BMW. The estimator had fol-
lowed the shop’s quality control system, but
it wasn't followed from that point on, by the
technician, the production manager and the
paint department, all of which could have
prevented the problem by following the
shop’s quality control system.

The lesson here is to first build a good
quality control system. In terms of OEM procedures, for
example, the estimator should be required to download
them as they prepare the estimate, the technician should
be required to sign that he or she read the procedures and
will follow them, and the production manager is to sign off
that those procedures were followed. That all ends up in
the job file.

If a technician will be welding, he or she should first con-
duct test welds, destruct those test welds, photograph the
destructed welds, and upload that documentation to the job
file. Similarly, images of the completed welds on the vehicle
should also be uploaded to the file.

That'’s all part of a great system. But management’s job
doesn’t end after building such a system. It has to ensure
that system is being consistently followed. N

MARK OLSON is the founder of Vehicle Collision Experts, LLC
(VECO Experts), a consulting firm that takes a holistic approach
to working with shops on repair quality and business performance.
mark@vecoexperts.com
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The power of three

Body shop trio skillfully serves dealership chain’s varied repair needs

JAMES E. GUYETTE // Contributing Editor

dealerships throughout Nebraska and Towa, “with a cou-
ple more on the horizon,” the three Woodhouse Collision Center
locations combine a high-production output with a family-ori-
ented atmosphere.

Not only has Woodhouse — known throughout the region
for its mammoth “Truck Mountain” outdoor display area —
been annually celebrated by Ford as the nation’s No. 1 seller of
F-150 pickups going back to 2003, the company also markets
a multitude of other models along with carrying a selection of
recreational vehicles, motorcycles and boats.

When nameplates from Ford, Lincoln, Chevrolet, Buick,
GMC, Dodge, Chrysler, Jeep, Ram, Mazda, Hyundai, Nissan,
Porsche, Alfa Romeo and Maserati are in need of body work,
they are all directed to the trio of Woodhouse Collision Center
shops in Omaha and Blair, Neb.

“The only way to know it’s fixed right is to bring it to us —
we jump through all the hoops” to ensure that every vehicle
is precisely repaired to the respective OEM specifications,
says production manager James Rodis, who is based at the
30,000-square-foot main Blair location. (The three shops are
internally designated and differentiated as Blair; Omaha Lincoln,
Mazda, Porsche; and Buick/GMC.)

Up-to-date training is an ongoing aspect, especially as it

9 Serving 18 Woodhouse Auto Family new- and used-car

relates to the complexities of collision avoidance systems and
other sophisticated electronics. “That’s something everyone
needs to know,” Rodis reports.

“We have some amazing body technicians and painters,” says
Jake Aufenkamp, Blair body shop manager. “With that said, I
think our ability to stay current with the latest repair information
is one of the biggest strengths.”

Aufenkamp elaborates that “we take great pride in research-
ing and printing OEM procedures for every job that we do. We
understand that repair procedures are not simply guidelines,
but are requirements that we need to follow to repair vehicles
correctly for quality and safety.”

“As a repair facility, we strive to make an invisible repair.
There aren’t many shops that focus on the little things,” he says.
“When replacing body panels, we not only refinish the outside of
those panels, but we also refinish the inside to match the factory
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Blair, Neb. // www.woodhouse.com
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finish or e-coat tint. It's not something everyone thinks about, but
it's an important step to restore a vehicle to pre-accident condi-
tion. We want our repairs to be virtually impossible to recognize,
especially in the event of a re-inspect.”

This attention to detail is reflected in the dealership’s market-
ing materials, because “we want our customers to understand
how important this is as well,” says Aufenkamp.

The focus has been further enhanced by the recent addi-
tion of a new Global Finishing Solutions painting system. Rodis
expresses appreciation for the expertise provided by the GFS
installation crew. “They helped us out a lot with the planning on

PHOTOS: WOODHOUSE COLLISION CENTER
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the paint side. It takes a lot of work to set
up the best production flow;” he explains.
“You can think that you want it like this,
but they put up thousands of booths, so
they know what is the best route to take.”

Able to accommodate eight body
technicians and five painters, the latest
Blair facility upgrades were completed
in May of last year. Along with the three
GFS downdraft booths, “we have added
an alignment rack and a two-post hoist to
perform all necessary mechanical labor
to help process repairs through our shop,’
says Aufenkamp, whose twin brother Josh
is a co-owner of the dealership.

“We started with only 12 total em-
ployees processing about 100 repair or-
ders per month to having 24 employees
processing 300 to 400 repair orders per
month and working with all 18 of our
dealer locations throughout Eastern Ne-
braska,” he notes.

“We do a ton of in-house train-
ing,” Aufenkamp points out. “We have
trained and moved two paint preppers
into painter positions, one paint prepper
into a body tech position and our previ-
ous wash kid now works side by side with
our supplemator, tearing down vehicles

and learning how to write a thorough and
accurate estimate.”

Aaron Devney, who oversees the sup-
plement process, is admired by Aufen-
kamp as “an amazing asset””

“Starting as an estimator, he had
limited collision world experience,
yet within a relatively brief timeframe
Devney “has absorbed a tremendous
amount of knowledge and information
about the industry.”

Seeking feedback
“We are different from most shops in the
sense that our primary focus is our cus-
tomers, not the insurance companies,’
says Aufenkamp. “We are here to help
the insurance company understand
what needs to be done to repair vehicles
according to OEM standards and proce-
dures. Sometimes we run into a snag with
an insurance company, at which point
we don't hesitate to get the customer in-
volved. We strive to maintain a positive
relationship with everyone, but we always
have the customers best interest in mind.”
With all the assorted automaker
nameplates being sold through the
Woodhouse showrooms and sales lots,

“we have it pretty easy” when obtaining
OEM parts due to the dealership’s large
distribution center located about 15
miles away from the Blair shop.

“Also, our paint supplier — Redshaw
Paint Supply — is great to deal with. If
we need something that they don’t have,
they're great about finding a way to get it
for us,” Aufenkamp says.

In business since 1953, the Omaha-
based Redshaw has four outlets in Ne-
braska.

Because the three Woodhouse col-
lision facilities rely mostly on referrals
through its vast network of vehicle sales
operations, “Our body shops are not
really marketed to the general public,
Aufenkamp says. “We are very fortunate
to be a part of a great dealership that the
general public trusts to handle all phases
of purchasing and owning a vehicle.

“Our sales department is amazing and
so is our relationship with them. We both
realize that our customers are their cus-
tomers and vise-versa. Our dealership is
very customer-orientated, so together we
make the entire process very easy.”

Out on the shop floor, much of the
management strategy revolves around
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maintaining a collaborative environ-
ment. “We believe in letting our techni-
cians’ voices be heard,” he says. “If we
make changes to a process or policy, we
ask for feedback. We try to keep a light
atmosphere, but still make sure we are
getting the job done right.”

Recruiting competent new hires is
frequently accomplished via an active
presence on a series of advisory boards
at several area technical schools.

Aufenkamp obtained valuable repair
knowledge by spending several years in
the dealerships parts service department
prior to joining the collision repair side of
the business. Rodis, the production man-
ager, has been in the body shop industry
for more than 30 years, and has been with
Woodhouse for a decade.

“Although our shops are dealer-
owned, we have worked very hard to get
where we are now,” Aufenkamp recounts.

“A lot of our success is because
of the hard work and dedication
of James Rodis, not only in our
facility in Blair, but also what
James does outside of the or-
ganization that I feel is helping
the community. James is very
unique because he does not
just accept any answer as the
final answer. James is very determined
to educate everyone who comes to our
facility in Blair that has a different opin-
ion other than his."

Rodis’ ability to convey “logical and
educated” insights is a valuable asset to
the company, according to Aufenkamp,
which means that “when an adjuster or
customer walks away from the conversa-
tion, they have the information necessary
to make an educated decision and a safe
decision based on the information that
they were given”

N\

He adds that “there have been many
like James in our industry, but our team
in Blair is very lucky to have someone like
him in our organization who cares to the
extent that he does to ensure that the ve-
hicles leave here in the safe, reliable con-
dition that they do. It is because of James
Rodis that our shop is successful” N

JAMES E. GUYETTE is a
long-time contributing editor to

- ABRN, Aftermarket Business
World and Motor Age magazines.
Jjimguyette2004@yahoo.com
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Marketing your shop in the
age of social media

NEW RULES THAT CAN HELP DRIVE YOUR BUSINESS SUCCESS

BOB COOPER // Contributing Editor

ver the past 100-plus years,

marketing strategies and the

brands that were built were

developed by two entities: the
clientand the ad agency. The client would
tell the agency how they envisioned their
brand, and the agency would develop the
advertising campaigns that would create
that very same image in the minds of the
targeted consumers. The tobacco compa-
nies wanted to create brands that would
cause a consumer to feel good when they
used their products, and the ad agencies
did a great job of achieving this objec-
tive. Volvo wanted to create a brand that
reflected safety, and as we all know, just
about every Volvo ad sends that very same
message. After 100-plus years, that system-
atic method of brand creation is now dead.
Not just for companies like the above, but
for auto body repair shops just like yours.
Let me explain what has happened.

The ability to create a brand is no
longer under the control of a product or
service provider, nor the ad agencies. In
today’s world, brands are now created by
one entity more than any other, and that
entity is social media. The way your shop
is going to be perceived in your commu-
nity is based on what is being said about
you, your company and your employ-

ees on social media and review websites.
You may believe that you provide a great
service, and that your technicians are
second to none. You may also invest a lot
of your hard-earned money into adver-
tising programs to try to get that message
(brand) into the minds of your targeted
customers. But in reality, if the chatter in
social media says that you overcharge, or
thatyou don'tlive up to promised comple-
tion times, then whether you like it or not,
that will become your brand.

So here are my recommendations.
First of all, accept the fact that social
media is here to stay, and it is where
your brand is going to be built. Sec-
ondly, you should create a plan that
will have a positive impact on what is
being said about you and your shop on
social media sites.

Obviously there are a number of
things you can do, but nothing will ever
trump extraordinary service. The reason
companies like Nordstrom, Zappos and
Starbucks have such extraordinary repu-
tations (brands) is because they deliver
extraordinary service. I would strongly
encourage you to review every customer
touch point from fielding that first call
through your customer follow-up calls,
looking for ways to improve the entire
customer experience.

Lastly, I am going to suggest you do

SUPPORTERS
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something that your competitors would
never dream of doing, and that is invest
20 percent of your ad budget into the
customer experience. This means invest-
ing in the customer waiting area, your
shuttle service, refreshments, extended
warranties, customer follow-up and the
plan you have in place for dealing with
disgruntled customers.

The Marriott Corporation discovered
that they were getting higher CSI scores
from customers they dropped the ball
with, yet the customer was pleased with
the resolution, than from those who had
flawless stays at the Marriott. The lesson
they learned? When a mistake is made,
people typically don’t expect a resolution
that will make them smile, so when they
are completely satisfied, they are pleas-
antly surprised. This is why the Marriott
immediately allocated a good percentage
of their training resources to dealing with
customers who had a bad experience.
Without question, you should do the same.

In closing, brands are no longer built
on Wall Street, but in today’s world they
are being built each and every day on
the web. I can only hope we all agree
that social media is here to stay, so you
need to invest in making the customer
experience incredibly positive, because
if you do, your customers will do what
agencies used to do — create an extraor-
dinary brand for you. N

BOB COOPER is the
president of Elite, a company
that offers coaching and
training from the industry’s
top shop owners.
contact@eliteworldwide.com
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SERVICE REPAIR PROBLEMS AND
SOLUTIONS THAT JUST MIGHT
BENEFIT YOUR SHOP TECHNICIANS

BMW HEADLIGHT COOLING FAN IS INOPERATIVE

VEHICLE: 2016 BMW M5 (F10), V8-4.4L,
Turbo (S63T), Automatic Transmission

MILEAGE: 14,800

PROBLEM: Left headlight inoperative,
but scan tool shows a front right outer fan
‘message.” No DTCs.

DETAILS: The vehicle came into the
shop because the left headlight was not
working. The MIL was not on. When the
tech tried to pull diagnostic trouble codes
from the headlight control module, there
were none, but he did retrieve an issue
description - “Front right outer fan.”

This model BMW is equipped with a
cooling fan designed to cool down the
headlamp igniter module and headlamp
control module. If the cooling fan does
not work, the control module turns off the
headlamp to prevent damage to other
components.

CONFIRMED REPAIR: The tech removed

the bumper and opened the headlamp
assembly to have a clear view of the
headlamp cooling fan. He tried to activate
it with a scan tool, but it was not working.
Next, the tech swapped the left and

right fans and tried to activate it with the
scan tool. The fan operated normally. He
replaced the right headlamp cooling fan,
and the problem was repaired.

This tech tip and others come from
ALLDATA Tech-Assist, a diagnostic
hotline of ASE-Certified Master
Technicians.

Whatever technicians need — from
creating alternative diagnostic
strategies to providing step-by-step
repair assistance — the Tech-Assist
Team can deliver.

Learn more at ALLDATA.com.
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TRAINING EVENTS

APRIL 11-12
Collision Industry Conference

Westin Westminster
Westminster, Colorado

MAY 7-9

Women'’s Industry Network Educational
Conference

Hyatt Regency Indianapolis
Indianapolis, Indiana

MAY 16-18

Paint, Body and Equipment (PBES)
Conference

Fairmont Austin
Austin, Texas

JUNE 11-13
IBIS 2018
Hilton Munich Park Hotel

Munich, Germany

AUGUST 7-8
Collision Industry Conference

Georgia World Congress Center
Atlanta, Georgia

AUGUST 8-10
NACE Automechanika 2018

Georgia World Congress Center
Atlanta, Georgia

OCTOBER 30
Gollision Industry Conference

Renaissance Hotel
Las Vegas, Nevada

OCTOBER 30-NOVEMBER 2

SEMA 2018

Las Vegas Convention Center
Las Vegas, Nevada
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THE FUTURE OF

LIGHTWEIGHTING

STEEL AND AUTO COLLABORATION AND WHAT’S TO COME USING 3RD GENERATION AHSS

JOHN CATTERALL //
Contributing Editor

ately within the repair industry,
there has been conversation
about all of the innovations re-
garding material applications
for lightweighting new vehicles. With
an increased use of mixed materials, the
repair industry faces the challenge of es-
tablishing robust repair procedures for a
wide range of body materials. One ma-
terial that has gained a lot of attention
and interest is advanced high-strength
steel (AHSS). AHSS is the fastest grow-
ing material in automotive applications,
according to a 2015 report by Ducker
Worldwide. Over the past five years,
the amount of AHSS used each year in
automotive applications has been 10
percent higher than forecasted.

Steel’s evolution
Today there are more than 200 steel
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grades available (Figure 1), allowing
automakers to use the right grade for
the right application. This is a result of
the collaborative efforts between the
steel and automotive industries work-
ing together to develop innovative
technology. Compared to a decade
ago, today’s steel grades are as much as
six times stronger. The added strength
of AHSS allows automakers to deliver
performance and safety benefits with
lightweight products using their ex-
isting manufacturing infrastructure,
eliminating major manufacturing costs
associated with the introduction of al-
ternative materials.

A significant portion of steel inno-
vation is in AHSS. Several categories of
AHSS grades are possible through small
changes in alloying elements combined
with thermal-mechanical processing
to deliver various microstructures and
properties. These distinct generations
and classifications include:

500 800 1100 1400 1700 2000

Tensile Strength (MPa)

Yield Strength vs. Elongatlon %
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o First-generation AHSS, which in-
cludes dual phase (DP), ferritic-bainitic
(FB), complex phase (CP), martensitic
(MS), transformation-induced plasticity
(TRIP) and hot-formed (HF). They offer
significantly higher strengths as com-
pared to conventional steels and some
have improved formability as well.

« Second-generation AHSS have
mainly austenitic microstructures and
include austenitic stainless steel and
twinning-induced plasticity (TWIP).
They are extremely strong and formable
and can be used to provide extraordinary
mass reduction for difficult-to-form parts.

« Third-generation AHSS (3" Gen
AHSS) are currently being introduced
commercially. These grades will mainly
be multi-phased (MP) steels with high
strength and increased formability com-
pared to first-generation AHSS.

3" Gen AHSS

To bridge the properties gap between
the already developed first-gen-
eration AHSS and second-gen-
eration AHSS, as show in Figure
1, 3" Gen AHSS are being de-
veloped to provide automakers
a high-value steel solution. This
new generation of steel shares
the high-strength properties
of AHSS, while also having a
higher total elongation similar
to high-strength steels. This also

PHOTOS: AUTO/STEEL PARTNERSHIP
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allows automakers the continued use of
their current stamping and assembly in-
frastructures.

There are many opportunities
for 37 Gen AHSS applications in
vehicles, including: lightweighting
through direct material substitution
and thickness reduction, improved
energy absorption through enhanced
strength/elongation, and optimized
geometries and part consolidation
enabled by enhanced formability.
Potential applications identified for
maximum performance and weight
reduction benefit include a- and b-pil-
lars, roof rails, roof bows and under-
body reinforcements, to name a few.

As with first- and second-generation
AHSS, 3" Gen AHSS applications will
require different repair techniques.
The automotive and steel industries
are fully committed to working with

the repair industry to inform these
professionals on where AHSS are being
applied within vehicles and the best
ways to work with those steels based
on their properties. Partnering with re-
pair professionals will continue as 3"
Gen AHSS becomes more prominent
in vehicle design.

Integrated Computational
Materials Engineering (ICME)
Project

A testament to the industry’s interest
in 3" Gen AHSS, the United States Au-
tomotive Materials Partnership LLC
(USAMP), a wholly-owned subsidiary
of the U.S. Council for Automotive Re-
search LLC representing FCA US LLC,
Ford Motor Company and General Mo-
tors, completed a four-year project in
2017. This project worked to develop
an Integrated Computational Materials

SVE

Engineering (ICME) model for 3" Gen
AHSS, shown in Figure 2.

The project, managed in collabora-
tion with the Auto/Steel Partnership,
was funded in part by a competitively
solicited $6 million award from the U.S.
Department of Energy (DOE) in 2012.
The project’s goal was to create an
ICME computer model to aid the steel
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industry in developing 3" Gen AHSS
used in manufacturing lightweight
steel components to meet automotive
mass savings, performance and safety
requirements. The project was sup-
ported by five universities, three steel
companies, two engineering firms,
three automotive OEMs and one na-
tional laboratory.

To validate the ICME model, the
team successfully produced small
volume heats of two 3" Gen AHSS al-
loys with mechanical properties meet-
ing those targeted by the DOE for an
exceptional-strength, high-ductility 374
Gen AHSS and a high-strength, excep-
tional-ductility 3" Gen AHSS. The team
produced sufficient quantities of the two
3" Gen AHSS alloys for testing, model
calibration and model validation.

The first, a medium manganese (10
weight percent) 3" Gen AHSS alloy,
achieved 1,200 megapascal (MPa) ul-
timate tensile strength and 37 percent
tensile elongation, which exceeded
DOE targets for a high-strength/ex-
ceptional-ductility steel. The second

Global 3" Gon AHSS
material designations

Manufacture new materials

MODELING

3" Gen AHSS alloy of a 3 percent

manganese steel achieved 1,538
MPa tensile strength and 19 per-
cent tensile elongation, which
exceeded the strength target and
was within the ductility target
range for the DOE’s exceptional-
strength/high-ductility steel.

The project simulated the appli-
cation of both 3" Gen AHSS into a
baseline automotive side structure,
shown in Figure 3. The side structure de-
sign was optimized to take advantage of
the better mechanical properties of the
3" Gen AHSS, which resulted in a final
design that achieved a 30 percent mass
savings while still achieving vehicle crash
(pole intrusion, side impact, rear impact,
roof crush) and stiffness (torsional and
bending) requirements. This is especially
significant considering the steel gauges
for the components that made up the
side structure ranged from 0.5 to 2 mm.
Even with this reduced gauge, the opti-
mized final side structure design showed
improved crash performance versus the
baseline design.

M

A

JOINING

Standardize matsrial card testing

Standardize modeling solutions

As demonstrated by this project,
these 3" Gen AHSS both provide higher
strength and enhanced formability, of-
fering the automotive designer an addi-
tional suite of grades to help reduce mass
and continue to keep steel a preferred
material in future vehicles. This project
reinforces why the steel and automo-
tive industries must continue to work
together, as further development and
availability of 3" Gen AHSS will provide
an excellent economical path forward in
meeting 2025 Corporate Average Fuel
Economy standards and greenhouse gas
regulations. While this project focused
on material, design and forming, one of
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the next steps in this work includes mod-
eling and validating joining technologies,
which would provide valuable input to
the repairability of these grades.

Auto/Steel partnership
A/SP is a 30-year collaboration of auto
companies and steel makers that lev-
erages the intellectual and technical
resources of the automotive, steel and
related industries and organizations to
develop pre-competitive lightweight
steel solutions to meet the current and
future needs of automakers. The con-
sortium has proven to be a long-time
leader in delivering mass-efficient, high-
performing and cost-effective solutions
for body and chassis applications as
evident by numerous applications on
the road today.

The partnership is committed to
addressing fundamental technolo-

gies to speed up the implementation
of 3" Gen AHSS. As a result, A/SP
projects have been expanded to evalu-
ate the formability, optimized tooling
solutions, corrosion, weldability and
repairability of 3" Gen AHSS. This
work is evident in the A/SP’s Tech-
nology Roadmap, shown in Figure 4,
which details technical areas of re-
search and new development project
opportunities for the automotive and
steel industries over the course of the
next four years. The opportunities pre-
sented in the roadmap illustrate how
the steel and automotive industries
will continue to work hand-in-hand to
overcome challenges and to advance
the global automotive industry while
driving innovation.

As the automotive industry works to
meet increasingly stringent fuel econ-
omy and safety regulations, the steel

TRAINING NN

industry continues to collaborate with
automakers to innovate and implement
3" Gen AHSS into new vehicle designs.
This next generation of steel opens au-
tomakers’” doors to the ability to con-
tinue to lightweight their vehicles with
steel. It will provide higher strength
and formability choices, increasing the
value of steel as a weight reduction so-
lution. It’s safe to say steel will remain
a strong material of choice in the au-
tomobile for years to come, especially
as 3" Gen AHSS is implemented into
more and more vehicles. N

JOHN CATTERALL is the
executive director of the
Auto/Steel Partnership. He
maintains and enhances
the partnership between
auto and steel investors
and executes strategic projects to develop
lightweight steel solutions to meet the
current and future needs of automakers.
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POWERFUL
ARTNERSHIPS

WORKING SUC-
CESSFULLY WITH
VENDORS means
getting to know all of
them as personably as
possible — from your
paint, parts and prod-
ucts reps to the folks
running the vehicle
rental counter. All are
your business partners.

FIVE TIPS TO FORM STRONGER VENDOR RELATIONSHIPS

ndustry veteran Donald Harrison
likes to tell the following story
about how he learned one of the
most important lessons of his ca-

reer just several years before retiring.
Early one morning he was waiting to
check in a special customer — a long-
time friend and the head of the local
chamber of commerce. The man didn't
show at the appointed time. Instead, an
hour later Harrison fielded an irate call
from the now-enraged customer who
said he had gotten into a verbal alterca-
tion with one of his workers. The inci-
dent was so ugly he chose to drive away
rather than to speak directly to Harrison

because he need time to cool down.
Harrison apologized profusely and
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began performing an investigation. It
turned out his staff wasn’t at fault. The
customer had encountered an employee
from a company that supplied uniforms,
shop rags and other materials. Harrison
contacted the company only to be told
by a disinterested service rep the matter
would be “looked into.” Further investi-
gating showed the company had a repu-
tation for bad behavior and had been
blacklisted by other local businesses.
Eventually, employees came forward to
report their dislike for the vendor. They
hadn’t said anything sooner because
they didn’t believe it mattered.
Harrison took two important ac-
tions. He replaced the company with a
competitor. Then he sat down with shop

ownership and staff and performed a
thorough review of all the shop's vendors.
They re-examined contracts, re-engaged
with existing suppliers and rethought
their entire approach to this part of their
business. Next, they went through a pro-
cess where they re-envisioned the shop
as an all-new business and focused on
partnering only with those companies
who shared their values.

The results were significant. Service
levels increased, costs fell, and the shop
had access to benefits it previously over-
looked. Perhaps most important, “We
discovered that who you do business
with is just as important as how you do
business,” says Harrison.

Could your shop use a similar boost?

PHOTO: NAGY'S COLLISION SPECIALISTS
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It might be time to re-examine vendor re-
lations to ensure your business receives
the maximum benefits. Use the following
five tips.

Tip 1: Seek service excellence
If shops had to make a list of the most
important features they want from their
vendors, service and cost would both fin-
ish near the top. Bruce Halcro, secretary
of the SCRS and owner of Capital Col-
lision in Helena, Mont., says service is
most important. “We work in a rural area,
so a lot of our vendors are hours away,’
he explains. “We rely upon people doing
the job we're asking. For example, if we're
supposed to get a part in on a certain day,
we can't have a vendor make a mistake
and not deliver what's promised because
it really hurts our cycle time”

This factor is equally important to
shops operating in more urban areas
where they have more vendors to chose

from and shorter supply times.
Reliable service still matters.
While having access to mul-
tiple vendors for the same
products can be beneficial,
it also can add some compli-
cations. The more vendors
a shop works with, the more
relationships it must main-
tain. There also can be pric-
ing and other differences that
must be worked back into a
repair order. You're far better
off working with one vendor
who offers top-of-the-line, reliable service
versus juggling multiple businesses you
haven’t formed a tight bond with.

Tip 2: Contain costs

That world-class vendor you select also
should be offering competitive pricing,
including discounts for the products you
use most often. Kye Yeung, SCRS Chair-

VENDORS HELP YOU and themselves best when they
keep you properly supplied and serviced. Keep an eye out
for any overstocking issues.

man and president of European Motor
Car Works in Costa Mesa, Calif, recom-
mends looking for vendors who offer
discounts or incentives on bulk orders,
returns and one key area — shipping.
“You don’t want to pay $5 for something
like washers and then find out the ship-
ping costs $15,” says Yeung, adding, ‘Any
savings, even small ones, count.”

PHOTO: SHERWIN WILLIAMS
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This tip may seem like a no-brainer,
but what shops need to keep in mind is
that they can continually negotiate with
vendors for the best deals. Yeung says a
better bottom line on costs is even more
important than extras such as training.
He isn't diminishing the value of training
— far fromit. Paint vendors and informa-
tion providers already provide significant
learning opportunities covering a num-
ber of service areas.

If other vendors offer training on their
products, that's a true benefit, but Yeung
says it shouldn't give one vendor an ad-
vantage over another.

Tip 3: Track trouble

How often do you evaluate your ven-
dors? Some shops audit their business
partners annually or every six months.
Whether you perform formal evalua-
tions, you, your management staff and
employees should establish a system to
evaluate your vendors.

Halcro says his managers keep an
eye out for service lapses and other
problems. “If we start to see a pattern,
we let the vendor know that we're not
happy and they need to fix the situa-
tion,” he says. Those problems tend to
be rare for the most part, but Halcro
says shops should look for other issues
where the vendor is looking out more for
itself than the shop. Such is the case with
overstocking. “Everyone needs to make
a living, but good vendors know their
job is to help make a shop successful,’
notes Yeung. “When we do better, they
sell more stock. That's how this is sup-
posed to work”

Tip 4: Loyalty matters
Good vendors will understand how they
can best help you. As you evaluate your
relationships, keep in mind that you
shouldn’t necessarily be looking to con-
tinually swap out one vendor for another.
Your actual goal is forming long-term
partnerships.

Yeung notes that he has worked so
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long with so many of his vendors that the
thought of replacing them rarely is raised.
He notes, “We try to stay for years. We've
only ended relationships if the vendor
goes out of business or the productis no
longer made”

Yeung points out that jumping from
one vendor to another can carry steep
challenges due to the learning curve
for new products. For example, moving
from one paint vendor to another is a
huge step.

This doesn’t mean shops always
should disregard new vendors. Rather,
they need to do some homework on the
move that involves asking for references
or a portfolio and following up by con-
tacting other customers. A background
check may be necessary. Always arrange
ameeting where you can sit down with a
rep to both get a firm picture of what the
company offers and to get a hint of the
type of people youd be doing business
with. “You don’t want someone who's
pushy or doing a hard sell or acting in a
way that makes you uncomfortable,” says
Yeung. “They should respect your time.
Respect matters — that's what relation-
ships are built on.”

Tip 5: Make it personal

There are business matters, and there are
personal matters. And the two should
never meet — or so says an old business
axiom. That axiom may not be correct,
say repairers like Yeung. He believes the
best business relationships blossom into
something personal: “You want to be
able to get to know your vendors closely
and have them do the same with you.
want to work with people who are going
to ask about family or where I'm going
on vacation.”

Yeung says that personal relation-
ships are especially important in colli-
sion repair because the industry is so
small. He notes that the same “faces”
turn up again and again as sales reps
move from one company to another.
(This is also why it's important for shops

MEET PERIODICALLY with your staff to
discuss vendor issues or benefits.

to treat their vendors well since they’ll
probably see the same sales reps at other
companies.)

Personal closeness is a byproduct of
the trust that grows between a shop and
vendor. “You know they're taking care of
you and have your best interests in mind
and vice versa,” says Yeung,. “It's a joy to
order paint from our vendor because we
know he has our back”

Paying it forward

With everything else shops must pay at-
tention to, receiving help from their ven-
dors is a welcome benefit. More than
that, it's a critical part to being successful
in collision repair.

Even before Harrison discovered he
had a serious issue with one vendor, his
business was already fighting to stay
above water. Working out all its vendor
relations helped right the business's ship
and allowed Harrison to turn his atten-
tion elsewhere.

This is the great lesson gained by
heeding his example or following the lead
of Halcro and Yeung. Every part of your
business supports multiple other areas, as
they feed into your operation as a whole.
Getting the most out of the people who
supply your parts, paint and other prod-
ucts means getting the best out of your
business. That's the key to keeping your
doors open year after year. N

TIM SRAMCIK has

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

PHOTO: NAGY'S COLLISION SPECIALISTS



ADHESIVE CART

The new Innovative Adhesive Cart™ is a
mobile supply and inventory system spe-
cifically designed to track your extensive
and expensive adhesive materials. Keep-
ing our cart at one central location allows
you to keep all your adhesives readily
available in one central location. No more
wasted time or material allows for a quick
return on investment. For information go
to our website or call toll-free: 1-866-438-4884.
WWW.INNOVATIVETOOLS.COM

PAPER DISCS
Carbo Dri-Lube D2515DO Fire Paper Discs L
start with the finest design essentials of
ultra-premium ceramic grain, proprietary
high-strength backing and prevailing anti-
clog coating. Then, we add some serious
muscle with our most advanced vacuum sci-
ence to deliver the ultimate powerhouse of paper discs. The Clean
Air Plus technology optimizes an ingenious spiral-hole vacuum
configuration in conjunction with a specialized cutting process for

maximum dust extraction and a cleaner work environment.
WWW.NORTONABRASIVES.COM

W
COLLISION PRODUCT GUIDE

HOLE CUTTER KIT

The Rotabroach® Hole Cutter Combo Kit
from Blair Equipment includes 13 sizes of
cutters from 5/16" to 1-1/2". Rotabroach
cutters drill holes 3 times faster and last
10 times longer than twist drills or hole
saws. They are ideal for use in all types of automotive fabrication,
maintenance, collision and spotweld removal. Made in USA.
WWW.BLAIREQUIPMENT.COM

WHEEL ALIGNMENT SYSTEM

Shops looking to increase wheel alignment
business have found the answer with the
new John Bean® V2100 Wheel Align-
ment System. Featuring state-of-the-art,
productivity-enhancing technology, this
new aligner will provide users fast and accurate real-time mea-
surements. One of the unique offerings of this system is the VIN
scanner that allows the user to have immediate access to vehicle
history. This optional feature allows the user to easily find the VIN
number and starts the alignment process automatically.
WWW.JOHNBEAN.COM

FRAME MACHINE

The American Freedom GT MAXX
Frame machine provides everything
you need to examine and repair
vehicles efficiently and safely, and
in turn, increase productivity. The
American Freedom GT MAXX
Frame machine is available in two, three or four tower configura-
tions. The handheld remote that controls the GT MAXX’s hydraulic
system is connected by 25 feet of cord to increase mobility, allow-

ing the technician to move freely and fully examine while repairing.
WWW.AUTOBODYSHOP.COM

FILTER

LA-MAN Corporation’s innovative Super-
Star .01 Micron Filter is a four-stage filter
designed to operate most effectively within
25 feet of the point of use. By incorporat-
ing a charcoal absorption element, the filter
offers a standard .01 Micron rating with flow
ranges of 50, 75 or 100 SCFM and pressure ratings of 250psi.
The SuperStar .01 Micron Filter is an ideal solution for an exten-
sive array of applications that require the highest standards of
compressed air.

WWW.LAMAN.COM
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2y AUTOMOTIVE
. MANAGEMENT
INSTITUTE

Management & Administrative

« Training

« Education

« Career Paths

« Certificates

« Professional
Designations

« Learning Support

Convenient,
effective, online
courses and

advanced
instructor-led
classes.

The knowledge

you need for the

business you
want.

amionline.org




/4
MARKETPLAGE

PRODUCTS & SERVICES

Collision Shops, Towing,
Auction Sites, Dealers,
Recyclers, OEM’s

Tow Pro  $2.60
Autowriter $3.75
Posca $3.50
Sakura $3.10
Bopagla $2.15
Unipaint $3.86
MPD-15 $1.30
Volume Discounts!

Call 888-906-9370 or online at
MarkingPenDepot.com

You! Can do paint pinstriping with the

STRIPER" e raeaon smpes

FOR FREE SAMPLES CALL TOLL FREE
1(800) 228-1258

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.

(%nme gbpnd&xq&wry, @fm www.finessepinstriping.com

forWeb Exclusives and
Advertising Opportunities
Go to ourWebsites

www.searchautoparts.com
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Marketing solutions fit for:

* Outdoor * Tradeshow/POP Displays
* Direct Mail * Social Media
* Print Advertising  ° Radio & Television

Logo Licensing | Reprints | Eprints | Plaques

Leverage branded content from ABRN to create a
more powerful and sophisticated statement about
your product, service, or company in your next
marketing campaign. Contact Wright's Media to
find out more about how we can customize your
acknowledgements and recognitions to enhance
your marketing strategies.

For more information, call Wright's Media at
877.652.5295 or visit our website at
www.wrightsmedia.com
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THE LAST DETAIL

Do your team members
know they can ask for help?

When you ask for support, you allow others to use their skills and expertise

or years I spent my life doing every-

thing I could to never ask for help. I

saw myself as less than the leader

if I voiced a need for help. I did not

apply that same standard to others
who asked for help, but rather viewed us as a team
using each of our gifts to make us all successful.
Yet, what I learned several years ago in my profes-
sional and personal journey is that asking for help
empowers me and others.

Recently, we had a team member grow into a
management role. We had a plan to set him up
for success through coaching and development.
However, the coaching plan was not working.
What surprised us was what he communicated:
he hated the new role but did not want to let us
down nor did he want to ask for help. In his eyes,
he never saw leadership asking for help. We explained all the
different avenues where we reach out for help as business own-
ers. We are part of a national 20 group; we bring in consultants
to help us with different facets of our business; and we rely
on mentors to help us along the way. I was reminded of the
importance of transparency and communicating this truth
with our team.

When you ask for support, you create opportunities for oth-
ers to use their skills and expertise. You empower others to grow
and allow them to experience the fulfillment that comes from
giving and being an effective resource. There are several key
factors in developing a love to ask for help:

Change in perspective — Asking for help demonstrates
strength and courage, not weakness. This must start with lead-
ership and be communicated through words, but more impor-
tantly through actions.

Personal responsibility — Acknowledge your strengths
and with the same confidence do not shy away from where you
need help. Don't make excuses, looking to place blame. Take per-
sonal responsibility of what gifts and talents you bring to the table
and be transparent and authentic about where you need help.

Leverage strengths — Studies show the most engaged em-
ployees are the ones who use their strengths the most. Think
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ASKING FOR HELP
DEMONSTRATES
STRENGTH AND
COURAGE, NOT
WEAKNESS.

about your reality — are you more engaged and
fulfilled when doing things you are good at and like
to do or things you struggle to accomplish well?

Innovation — Be willing to ask for feedback
and be willing to receive feedback. Are you strug-
gling with cycle time and nothing you do seems
to improve the continual delays and frustrated
customers? Ask your team for feedback on where
they see roadblocks to achieve a specific goal and
their innovative ideas to incorporate to reach the
desired outcome. Being a part of the change is
empowering and fulfilling for everyone involved.

Difficult conversations — Be brave and have
the difficult conversations. It is in these conver-
sations where real growth happens. For leaders,
quit sitting in meetings avoiding the hard conver-
sations until the person is no longer in the room.
Vice versa to the team member, stop walking out the door with-
out conversing with leadership about feedback only to walk out
and have that conversation with someone who has no influence
over the matter.

Authenticity and transparency — Eliminate manipulation,
playing games and be transparent and authentic. I need to know
when I lay my weaknesses on the table that it is not going to be
used to my demise or thrown in my face.

Trust — There must be trust. Trust to the point that I know
everyone on my team wants the best for me and the team.
Simon Sinek references how we lead our teams and treat our
team members. Do we lead our teams like we lead our chil-
dren? We will move heaven and earth for them to succeed.
What if we did the same thing for our team? What level of trust
would exist then?

There is a saying “It takes a village to raise a child.” I know
that to be true in my life. It also takes a village to run a successful
business. For us, it takes our team members, peers from our 20
group, consultants and many more. N

SHERYL DRIGGERS is the owner of Universal Collision Center

in Tallahassee, Fla. Through her career, she has gained specialized
experience in marketing, management, public speaking, teaching and
fiscal oversight.  sheryld@universalcollision.com
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PRINT PRE AND POST REPAIR
TROUBLE CODE SCANS

WITH THE LAUNCH DIAGNOSTIC REPORT

Vehicle diagnostic report

Shop Mame: European Performance

Major automobile manufacturers R s Los Angeles, A

¥ Telephone:

have given a position statement on pre REMES o
and post repair scanning -

Owner name: Dave M

. . . . . Make: VW
Collision industry technicians have been directed to scan damaged vehicles Model: Goff

for diagnostic trouble codes (DTCs) both before and after repairs. Even Year: 2013
minor body damage or glass replacement may result in damage to one or m;m;ﬁics?smum
more safety-related systems on the vehicle. Any action that results in loss of Vehicle Software Version: V27.80

battery voltage requires that the vehicle be tested post repair. Diagnostic Application Version: 3.09.007

T?st Timn‘a: 20161 2-:!9 11:00:37
Scans confirm items have been properly praesepe aue
repaired, helping to ensure customers

safety and satisfaction

CONTACT YOUR LOCAL DISTRIBUTOR FOR DETAILS

1820 S. Milliken Ave e Ontario, CA 91761
ph: 1-877-528-6249 www.launchtechusa.com



BASF AUTOMOTIVE REFINISH COATINGS

N
Glastrit

\\

INDULGE.

Our customers experience
the highest quality
coatings and services,

the foundation for best-in-
class collision centers. At
BASF, customers are at the
heart of everything we do.
That’s why we developed
tailored offerings — to
provide our customers
with Vision+ customized
solutions paired with
world-renowned products,
industry-leading training
and global OEM support.

YISION+

basfrefinish.com
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