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RICE POINTS HAS ALWAYS
been one of AGRR’s most popular sections. We try to make
sure it runs in every issue and it seems
to generate more discussion and
questions than any other section.
When you turn to page 29 of this
issue, though, you’ll notice some
changes to this section. There are a
few more columns on the charts than
there have been in the past and a lot of
new calculations. This month, instead
of just calling around to get prices on
having the windshield replaced on a
fictional 2007 Honda Accord, I asked
each shop to give me a total cost, then
to tell me how much of the cost was
parts, how much was labor.
As I started out on this venture, I actually expected to be denied answers
to this request; surprisingly, however,
shops were willing to provide this information. Most not only told me the
cost of the glass and the cost of the
labor, but went so far as to break it
down and tell me the cost of the clip
kit, mouldings, urethane, etc.
Unfortunately, since I call as a “consumer,” when a shop didn’t provide the
price of the mouldings, urethane, etc.,
I didn’t ask for it—in an effort to make
the section authentic. I don’t think
most consumers would think about
anything other than the glass and the
labor. Of course, if this information
was volunteered, it’s noted within.
One shop gave me the breakdown,
but left out labor—when I checked the
math and added it up and realized it
matched the total, I asked about it. “I
don’t charge for labor,” one said. This
was one of the more surprising answers I received—in very few industries or business sectors do you find a
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company that doesn’t charge for labor,
or even the time it takes to do a job.
A couple shops I called wouldn’t
provide this information at all.
“I don’t give that information—
you’re not going to find many shops
that will tell you how much parts cost
and what their profit is,” one said. I almost shared how many others had
given me this information, but resisted.
As you read this month’s Price
Points, please think about whether
you find it helpful. Do you like the additional information? Is there more information you’d like us to include?
In the future, we’re looking to add
even more statistics to the section—
such as imports, exports of windshields,
etc.—but first, we want to know what
will be most beneficial to you. Please email me at pstacey@glass.com with
your ideas.
I’m hoping the rest of this issue will
be beneficial to you as well. On page
32, contributing writer Les Shaver
takes a long, hard look at the issue of
corrosion and who is responsible for
the cost of correcting it. Is it the insurer? Is it you? Is it your customer?
In addition, you’ll find a look at a
possible new standard that could require modifications to automotive glass
be etched on the glass on page 50.
Also, be sure to check out our preview of the upcoming Auto Glass Week
in Las Vegas on page 40. This is the
only week of the year dedicated to
your industry. We’ll be in booth
#E9126 at the Auto Glass Expo @
NACE, sponsored by AGRR magazine.
I hope to see you there.
■

◗
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Mailbox

letters

Thanks, Mr. Insurance Exec!
Dear AGRR,
What prompted me to write this
was a faxed order with mandated
discounts that didn’t even cover the
cost of glass. I thought about it for a
minute and decided that since I was
in business to make money, it would
be foolish for me to accept this job at
the mandated rates. So, I called the
network back and explained that we
can’t afford to do this job. The happygo-lucky network employee just
smiled and advised me that they
don’t negotiate rates and the next
guy will do it. She answered this industry’s problem by saying, “The
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next guy will do it, and if not him,
someone will, regardless of the level
of service, regardless of the brand of
glass, regardless of the level of experience, the chipped fenders or the
rust that may start in the next 30
days.”
You see, we’re our own worst
enemy in this business. From what I
see, the ones that really care are outnumbered by those who don’t or
don’t know how to fix the problem.
I guess it all is changing.
We can’t even keep the production of glass in this country. I for one
have felt a sense of pride installing

American-made glass, but apparently that doesn’t matter either. You
see, it all comes down to the mighty
dollar.
Mr. Insurance Executive, thanks
for lowering my pay. Between you
eight-balling me and my auto glass
supplier shifting productions overseas and still increasing my costs, I
don’t know who to thank first!
Enough said! I guess I’ll just sit
back, try to stretch my mighty dollar
as far as I can and hope for the best. ■
Eric McCoy
McCoy’s Family Auto Glass
Culpeper, Va.

www.agrrmag.com
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don’t compete against your business. We are here to
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Creation Versus Reaction
b y C a r l To m p k i n s

S

ELLING IS ONE OF THE MOST
important ingredients for business success. As I’ve said in the
past, if you do not have an outside
sales presence, your business doom is
guaranteed. It’s only a matter of time.
Companies that do not maintain
an outside selling presence with their
customers are going to get out-hustled by competitors, who take their
causes to those same customers
through effective salespeople. Even if
you provide the most attractive place
of business, supported by the nicest
people who provide the greatest serv-
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ice and workmanship, customers are
not going to find you because they’ll
be convinced to go elsewhere long before their search ever begins.

ple, he too found himself being faced
with the plague of meeting lower
competitor pricing on a regular basis.

The Reaction Portion
The Theory
Now having the subject of “selling”
re-established as a business priority,
my intention is to provide a strong recommendation that, when followed, results in higher profits and customer
loyalty. My recommendation comes in
the form of a theme on which all outside selling activities should be based:
creation versus reaction.
I always enjoy meeting with salespeople and hearing their stories. Unfortunately, so many selling stories
revolve around the frustrations of
dealing with customers who are constantly on the hunt for better deals
and who take great pleasure in rubbing a lower-priced quotation in the
face of the salesperson. What results is
the reaction of meeting the current
competitive price and/or service
being provided by another supplier.
Salespeople would be first to admit
that their time on the job is consumed
with this task, which seems to be an
endless downward spiral.
I was talking with a salesperson recently whose frustration revolved
around customers never giving his
company credit for its benefits, such
as being a local supplier, providing a
full line of flat and auto glass, multiple
weekly deliveries, providing fair pricing and great credit terms. However,
many of his customers would split
their purchases among multiple suppliers, many of which didn’t provide
the same features and benefits as his
company. Similar to other salespeo-

This market circumstance is what I
refer to as the “reaction” portion of
selling. This portion needs to be reduced, if not totally eliminated.
The reason that this reaction mode
takes place is that salespeople are
constantly on the defense because
they don’t have an effective form of offense in selling. An offense is achieved
when a reaction to competition is replaced with creating and delivering
programs and concepts that benefit
the customer financially. Great companies that dominate their fields are
the best at the creation process and,
the more they create, the less they
have to react.
Great companies are those that
train their customers to realize that
the cheapest invoice can be the most
expensive mistake ever made. Great
companies are able to prove that
being bottom-line and profit-driven is
more effective than being strictly an
invoice shopper. Great companies understand that effective salespeople
help in the creation process, deliver
the creation to customers and leverage the value of the creation.
To help spur on the creation
process, first realize that you have
much more to offer a customer than
merely a product. Realize that your
role as a supplier is to do everything
possible to help ensure your customer’s success and that the primary
product or service you sell can only
continued on page 10
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“I’m one who’s tried other glass software products. So when I say GlassMate
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1) it’s the best deal for the price, and 2) it’s very easy to use—even if you have
multiple people working on it. The learning curve is so short that it allows my
staff to be more productive in the areas they know best. To be honest, if I got
rid of GlassMate today, I would have to close down the business.”
–Ken Gehloff
Westmont Enterprises Inc., Libby, Montana

There’s more to the “Ken Gehloff GlassMate” story that can help your glass work.
To learn more, go to: http://Glass.Mitchell.com.

CALL TO ORDER YOUR FREE 30-DAY GLASSMATE TRIAL:

(800) 551-4012 Option 1

Glass

®
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Customer Service
continued

fulfill a portion of that total picture.
Now determine what other things
your company and salespeople can
provide beyond your core product
and/or service that increases your
customer’s ability to succeed. I encourage you to think outside the box,
knowing that the more diverse your
offering of created concepts the
more valuable you become to the
customer and the harder to be
caught by your competition. What
follows is a listing of notable creations that have been developed by
suppliers for customers.
One salesperson located in central
California made a habit of delivering

vided a predetermined calendar of
events that included training courses
on accounting, sales and marketing,
help with auto glass technician certification training and instruction on
new flat glass pre-fabricated door
and window installation. Special
package programs were provided
that allowed customers to earn
points when multiple products were
purchased on a regular basis. Over
all, the club concept provided each
member more than $5000 in value
on an annual basis while earning the
salesperson and supplying company
higher sales per customer and per
delivery that were secured through

“ U n fo r t u n a t e l y, s o m a ny s e l l i n g s t o r i e s
revo l ve a ro u n d t h e f r u s t ra t i o n s of
d e a l i n g w i t h c u s t o m e rs w h o a re
c o n s t a n t l y o n t h e h u n t fo r b e t t e r d e a l s. ”
news articles to his customers that
pertained to issues revolving around
their industry. These articles were
clipped and copied from various publications and covered a multitude of
topics. Such creation took an effort
that customers appreciated and
added value to each sales call in that
each customer learned something
that may have added a little humor to
life, a tip on improving productivity,
an alert to a pending industry condition and so on. The creation was one
of being a reliable and consistent
source of information.
A salesperson learned what took
place in phone calls between insurance agents and their policyholders
and, as a result of this knowledge, organized, through their company, a
telephone selling course that provided
the value of helping agencies improve
their policyholder retention rates. The
creation was a training course that led
to improved sales.
A salesperson and his company
developed a club for customers to
join that, on an annual basis, pro-
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the additional values provided. The
creation was a club of membership
that saved money while improving
knowledge.

The Results
In the most simple format, a salesperson was a regular visitor to customers, seeing businesses that spanned
the fields of auto dealerships, body
shops and commercial accounts. She
was excellent at questioning and listening skills, kept great notes on all sales
calls and always was prepared with
great questions that helped customers
to provide detailed information on
business issues that needed attention.
The salesperson always left with an assignment, sometimes small, but yet
something on which the customer required feedback and assistance. The
creation was a partner that made life
and business much more enjoyable for
the customer.
A body shop, clearly understanding
its customer service cycle, earned the
attention and loyalty of the nation’s
largest customer by dazzling that cus-

tomer through the provision of one
small but powerful differentiation
over all its other competitors: a longstem rose left on the front seat of
every car it delivered back to its customer. Here, the creation was one of
doing something different and special
the left a favorable last impression of
quality with the customer.
A hotel in Pittsburgh has incorporated a process that within 10 minutes
following a customer’s check-in,
housekeeping delivers a fresh bucket
of ice to the customer’s assigned
room. This one simple step, which
added zero cost to the hotel, made a
huge difference in the satisfaction ratings of customers. The creation was
going beyond the call of expected duty
by the customer and earning higher
degrees of loyalty.
There are at least one-hundred
more that I could list but, hopefully,
the six that I have provided plant
seeds as to what can and should be
done to enact the “creation” process.
For creation to replace reaction,
salespeople require training and a
positive environment in which to conduct business. If you’re in a management or ownership role, make sure
that you provide value to your salespeople in order that they will have an
example to follow when needing to
provide value through creation to
your outside customers. Training
comes second and must include how
to interface with customers to develop
partnerships for life.
Finally, take to heart that any customer seeking the lowest price is the
customer who needs the most help,
through a well-trained salesperson
and the creation process, in learning
how to make money. The customer
just doesn’t know how to ask.
■

◗

Carl Tompkins is the Western states area
manager for Sika Corp. in Madison
Heights, Mich. He is based in Spokane, Wash.
Mr. Tompkins’ opinions are solely his own
and not necessarily those of this magazine.
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Independent’s Day
an iga viewpoint

davez@autooneinc.com

Is Certification on Your List?
by Dave Zoldowski

G

LOVES? CHECK. SUCTION
cups? Check. Cutout tools? You
think you've got all the tools
you need to complete the installation
job today, but what about an Independent Glass Association (IGA) certification? Can you check that off your list?

This training is comprised of ten
basic and four advanced modules,
each section includes study aides
and information and a final section
test. The certification offered is for
technicians, with customer service
representative and shop manager
certifications to be available soon.

Why It’s Important
Certification lends credibility to a
company and a technician. It proves
that those who are certified have
taken the time to master their craft
and, more importantly, prove to others that they have learned it well. It
may seem superfluous, especially
considering that the general public
doesn’t know much about the industry, but telling a customer that you are
or that you employ certified technicians puts his mind at ease.
Doesn’t facing an employee with official patches make you a little more
confident in that person’s ability to help
you, more so than someone who had
nothing to show his credentials for
doing the work you require? If nothing
else, look at certification as another tool
that endears you to the customer.

What’s Available?
There are many options, of
course; some urethane manufacturers offer training and there are many
private and other association certification programs out there. This
year, the IGA has rolled out its online
certification program. It allows students to demonstrate their knowledge of the industry and proper
installation technique from anywhere in the country via the Internet.
IGA also is offering an adjunct training program online.
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How Is It Different
than Other Programs?
The goals of the IGA certification
program include improving the level
of professionalism on an individual
basis and throughout the auto glass
industry; providing recognition to
those who have proven knowledge of
the general principles and practices
of auto glass replacement, customer
service and/or management; inPE N D N
DE ssociaE
tio T
IN lass A
n
G

®

continued on page 14

IGA Certification 2007-2008 Pricing

Certified Technician
w
w

forming the public, auto glass customer and members of the auto glass
industry of the qualifications of auto
glass professionals; encouraging and
assisting auto glass professionals in
maintaining and increasing their
knowledge and competence through
continuing education; and professional development activities.
Consequently, a technician’s certification can be revoked or denied as
well, for failure to meet certain criteria, including but not limited to:
• Failure to pass the qualifying
exam;
• Failure to maintain adequate professional education credits in the correct time period;

rg
w.
y.o
win
dshieldsafet

IGA Member

Non-Member

$59-$69

$149

Individual
Testing Only

Individual Training (Includes One Test)
Up to 2 modules

$99

$195

Up to 5 modules

$149

$295

Up to 10 modules

$199

$395

Full Course + electives

$249

$495

Company-Wide Training Subscription (Includes One Test)
Up to 10 modules

$390

$600

Full Course + electives

$495

$995

Additional Tests - $59
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Call Today for a FREE 30-day Demo
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Independent’s Day
continued

• Failure to perform work in accordance with knowledge learned;
• Providing inaccurate information
about professional employment experience, academic background or
other inaccurate information; and
• Violation of professional ethics.
To become IGA-certified, a technician must pass the online exam. Online
courses are available at www.igacertification.org to help guide individuals
through the knowledge necessary to
pass the test(s), but are not required for
certification.
The program offers three course
options for certification.
Module Package 1 provides students
with any two training modules or electives in course and one final exam This
option gives students 60 days access to
materials in any two modules and take
one final exam.

Module Package 2 provides students
with any five training modules or electives in course and one final exam This
option gives students 120 days access
to materials in any five modules and
take one final exam.
For module packages 1 and 2, interested persons wishing to take additional exams beyond the one offered
must purchase them separately.
Module Package 3 provides the entire training course (all ten modules
and four electives), one final exam
and diploma for graduates. This option gives students six months’ access
to materials in all ten modules and includes one final exam and diploma
for graduates.
The online course and exam options help keep the cost of the certification program at a reasonable price,
with Module 1 costing only $99 and

the full training session affordable at
well less than $300 for IGA members.
IGA certification is not exclusive to
the association membership, though
non-members will be charged at the
higher, non-member rate to enroll.
See the chart on page 12 for pricing.

Who Should Be Certified?
Everyone! It makes our industry
safer and adds credibility not only to
you and your employees but also to
the industry as a whole. There’s no better tool to help legitimize an
industry—our industry—that needs as
much good PR as possible.
■

◗

Dave Zoldowski is president of Auto
One in Brighton, Mich., and serves as
president of the IGA. Mr. Zoldowski's opinions are solely his own and not necessarily
those of this magazine.
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ONE-HOUR
PARKING
SUPER QUICK CURES
For quick cures and faster drive-away times, insist on DINITROL® D-9000,
our leading one-part urethane. One-hour drive away time with dual airbags
(0°–115°F). Crash-test proven.
The full line of high quality DINITROL products from EFTEC are designed
to help you get auto glass installations done quickly, so you can get your
customers back on the road fast. Whether it’s through winter cold or summer
heat, DINITROL adhesives, sealers and primers perform in even the most
extreme conditions.
As a supplier to the world’s largest vehicle manufacturers, DINITROL
products are OEM used and approved. Available in 10.5 oz. cartridge
or 20.3 oz. foil wrap.

EXTREME CLIMATE CONDITIONS READY
bonding
coating
sealing

For EFTEC product availability, call

e
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e
in the Automotive Aftermarket
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or visit www.eftecna.com

8 6 6-5 9 6-7772

TRUSTED BY:
DaimlerChrysler
Volkswagen
Audi
Volvo
Ford
GM
Cadillac

NAGS Notes

hot topics

james.patterson@mitchell.com

Inside the NAGS Benchmark
by J a m e s Pa t t e rs o n
N THE AUTO GLASS INDUSTRY, managing collision claims. Although The Debut of
few topics are as sure to generate the products and services offered by the Benchmark
controversy as the topic of Na- Mitchell have continuously evolved,
But little of what has been written so
tional Auto Glass Specifications the focus of the entire organization far is cause for controversy. Undoubt(more commonly known as NAGS). has remained providing accurate edly you might be thinking that I am
Given the role that NAGS plays in the data for the purpose of estimating avoiding the topic of the benchmark.
auto glass aftermarket, there is a cer- vehicle repairs and improving the Not true—to understand the benchtain degree of inevitability to this claims process—for all parties, be it mark and why it is published requires
fact. But, from the perspective of a the policyholder, the repair facility or an understanding of the above.
There was a time when there were
member of the team that produces the carrier paying for the repair. So,
the data and technology produced yes, it is true: Mitchell International few manufacturers of aftermarket
by this organization, it becomes ap- has insurance companies as cus- glass. For many years, the market was
parent that at least some of the con- tomers. Mitchell also has thousands dominated by just two or three manutroversy is caused by some
facturers. As manufacturers
“Because NAGS was a
began utilizing independent
misconceptions about what
n e u t r a l t h i r d p a r t y,
distributors, significant conNAGS is and what NAGS does
and doesn’t do.
i t w a s a s k e d t o d e v e l o p a flicts began to arise over manufacturers’ published list prices.
NAGS is part of Mitchell
u n i f i e d b e n c h m a r k p r i c e . ” Because NAGS is a neutral third
Glass, a business unit of
Mitchell International Inc. Prior to of glass and collision shops as cus- party that does not manufacture, disits acquisition by Mitchell in 1991, tomers, and these customers are tribute, buy or sell glass, NAGS was
NAGS was a separate company. Now, every bit as important to Mitchell as asked to develop a unified benchmark
price for the part numbers in the cataNAGS is more specifically the glass any other constituency.
How does NAGS fit into this equa- log. The price was based on a formula
data, editorial, publishing and licensing products produced by tion? Vehicle glass is broken in at built on the published manufacturer
Mitchell Glass. To understand the least 10 percent of collisions. There- truckload price and took into considmission of Mitchell Glass, it is im- fore, if you want an accurate esti- eration the industry practice of disDistributors
quickly
portant to understand why Mitchell mating system, you need to be able counting.
acquired NAGS and the role that it to estimate that portion of the vehi- adopted the benchmark as a useful
cle repair accurately. When Mitchell mechanism for quickly pricing their
plays in Mitchell’s broader mission.
acquired NAGS, the company was product lines and facilitating negotiaacquiring a comprehensive database tions and buying practices.
Mitchell’s History
This immediately provided both the
Mitchell International has a long of original-equipment (OE) and afhistory as a supplier of data to the termarket glass information, and collision and auto glass repair sectors a
collision repair industry. For many Mitchell made a commitment to en- consistent methodology for calculating
years, this data took the form of hance and grow that data. Today, the glass replacement costs for both collimanuals and other printed products. NAGS database contains data back sion-related and glass-only damage to
With the advent of the computer age, to 1949 and includes almost every vehicles. And yes, from the outset, a
Mitchell naturally evolved into a production vehicle and glass part. controversy over the use of the benchprovider of software and technology NAGS also includes a rich set of sup- mark began to grow. What if the only
products for collision repair facili- plemental information, such as distributor who serviced your area had
ties. It also is true that at that time, hardware and mouldings, OE num- the highest price? What if the largest reinsurance carriers began seeking im- bers and list prices, kit types and tailers can buy in great quantity and
achieve very low acquisition costs? It is
proved technology solutions for quantities, notes and more.

I
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safe to say that these are not new questions today; they have existed since the
advent of the benchmark.
Mitchell Glass, in its NAGS products,
actually publishes two benchmarks for
most glass parts: a benchmark price
and a benchmark labor time. While the
benchmark price generates most of the
questions (and other input) that flow
into Mitchell Glass, there also are questions that arise on the labor times. The
most common question is why the
labor times published in the NAGS calculator and distributed to the auto
glass industry are often higher than the
labor times distributed to the collision
industry. This is actually a case in
which Mitchell is honoring long-held
standards in both industries. In a collision shop, the time for a labor operation (be it glass, a bumper or any other
part) assumes that all of the damaged
parts have been removed and that the
vehicle is ready for the new part. Glass
replacement facilities deal with a different reality—they need to clean up
broken glass or remove the old glass
before the new part can be installed.
Because there is no “tear-down” phase,
this time is added to the labor time for
the part itself.

Changing Times
Since the pricing benchmark was
first developed and published, many
things have changed.
While no amount of explanation will
ever end the discussion, there are a few
thoughts worth contemplating now.
First and foremost, Mitchell is simply a publisher of information via
NAGS. We gather information from
manufacturers, distributors and retailers, and then we develop a compre-
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hensive data set that we believe creates
a reliable and consistent way for industry participants to conduct business. Every industry participant will
have a different perspective on exactly
how to derive the most value from our
publications.
Second, NAGS does not have the
power to violate the laws of economics.
Regardless of whether the benchmark
is rising or falling, auto glass providers
will be able to command a premium
when they are sought out by vehicle
owners because of high quality, specialized services or little competition in
their area. The inverse also is true—

when there is intense competition,
prices fall.
Finally, not only does NAGS not
have the power to change economics,
NAGS has no incentive to do so. NAGS
doesn’t buy or sell glass. We don’t
make it, nor do we distribute it. When
the benchmark goes up, it doesn’t help
or hurt us. The same is true when it
falls.
■

◗

James Patterson is the director of product management for Mitchell Glass, a division of Mitchell International in San Diego.
Mr. Patterson’s opinions are solely his own and
not necessarily those of this magazine.
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Side Lites
questions and answers

bob@southwestautoglass.com

What’s Your Brand?
b y B o b T h e r i o t J r.

Editor’s Note: This is the first in a
series of columns in which Mr. Theriot
will answer your questions about
sales and marketing. To submit questions, e-mail pstacey@glass.com or
bob@southwestautoglass.com.

W

ELCOME TO THE FIRST
revamped
edition
of
“Sidelites,” which will now
be a question-and-answer column. If
you’re asking, “What kinds of questions?” the answer is: any of your
questions regarding the marketing
and selling of auto glass.
I encourage you to submit questions that have been gnawing at you,
but you didn’t know where to find
good, sound answers. There are a lot
of misconceptions about the marketing of auto glass. What works for
other businesses won’t always work
in our industry. Think of things in
your business that you find challeng-
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ing including sales, marketing your
glass business, branding your business and/or yourself.
Think of questions about advertising. For example, what works best in
our industry? Is it radio, print, television, Internet, direct mail or hosting
a fund raising event? The list goes on
and on. Where should you start? Start
right here, with me, and in every
issue we’ll figure it out.

Setting My
Company Apart
To start things off for this edition,
I will answer a question that is posed
to me constantly by new small business start-ups.
Q: Bob, I’m just starting my business and I’m on a tight budget.
What’s the one thing I can do to set
my company apart from the
competition?
A: Create a logo for your company
as soon as possible. There is
no good reason not to have a
logo for your business.
What is a logo? A logo is a
graphical element, symbol
or icon that, when put together with a logotype, is
arranged in a particular way
to form a trademark or
brand. The symbol lets the
general public and possible
business prospects immediately know who you are after
they have been exposed
to it.
Think about this. When
my little boy, Tyler, was
about 2 years old, every time
he saw the golden arches in
the McDonald’s logo he

would start yelling, “McDonald’s!
McDonald’s! I want McDonald’s!”
The logo doesn’t even have the name
of the restaurant on it. It’s just a big,
golden “M.” Everyone who sees it
while driving past a billboard or sign
knows who and what it is, including
a two-year-old.
There are several ways to create a
logo for your business. You can go to
a local printer with an idea in mind
and most can help you expand on
the idea, usually for a small fee. You
also can go to the Internet and
search for the word “logo” on Google
(or other search engines) and countless companies will appear offering
this service.
There is software on the Internet
that can be downloaded for less than
$50 to help you create some really
professional looking logos. There
also are many freelance graphic
artists in the marketplace with small
companies that can help you with
this endeavor. Check your local yellow page directory. The worst thing
you can do when starting your business is to forget to brand your company with a nice-looking logo. Your
business just can’t afford it.
I look forward to receiving and answering your questions every month.
Until then, keep “pounding the
pavement.”
■

◗

Bob Theriot Jr. is the author of “Pounding The Pavement – Tools, Techniques
and Inspiration for Succeeding in Sales.”
He also serves as sales & marketing manager for Southwest Auto Glass in El Paso,
Texas. Mr. Theriot’s opinions are solely his
own and not necessarily those of this
magazine.
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Driving Technology
understanding today’s business practices

gary.hart@edirectglass.com

Cheaper, Better and Faster
by Gary Hart

O

NCE UPON A TIME, NOT SO
long ago, you only had a few
options at your disposal to advertise your services to potential and
existing customers, mainly; direct
mail, newspaper, television and radio.
While these mediums still exist, they
may not be the best method for you to
reach your audience. For the last year
or so the AGRR industry has been inundated with all kinds of promises of
the biggest electronic marketing vehicle, the Internet.
But you have to go beyond just having a website. Without a doubt, you do
need to have a website and it must
contain some key elements to be successful. Above everything else, though,
make sure that you provide multiple
ways for potential customers to contact you, including telephone and fax
numbers and an e-mail address.
You will want to make sure that the
e-mail address you provide receives
the greatest attention. Time and time
again I have seen businesses make the
fatal error of providing an e-mail address for first customer contact—and
then wait several days to check it. The
rule of thumb is to reply or make contact within the first 12 to 18 hours of
the e-mail being sent; otherwise the
customer will go somewhere else.

The Landing Page
Another key element for your website is to provide clearly what services
you offer and to include customer testimonials right on the “landing page.”
This page is the first area of your website the consumer views when he arrives. For instance, a landing page
may contain the following statement:
“XYZ Glass services the greater
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Phoenix area since 1990, providing
onsite automotive glass repair and replacement. XYZ Glass prides itself on
quality and safety by following industry best practices and procedures.
Thousands of customers have trusted
XYZ Glass with the handling of their
repair and replacement needs. Don’t
take our word for it—click here to see
our customer testimonials and then
call us at 555/555-1212 or use our online scheduler to arrange an appointment today.”
Whatever wording you use, it must
convey trust and action. Don’t clutter
your landing page with manufacturer
logos, either. Rather, use actual pictures of your company at work.
You may choose to add other content to your website, but keep in mind
that most consumers only want to
know when the job can be done and
how much it will cost them. Most consumers will not care about what glass
you use or even what associations you
belong to because it means nothing to
them. As always, keep it simple.

Beyond the Web
Beyond the website you should establish the practice of collecting e-mail
addresses. Anytime someone contacts
your company for a quote or more information, you should at the very least
get their first and last name, telephone
number and e-mail address. Get in the
practice of sending thank-you e-mails
even for someone who simply called
for a quote or asked a question. After
you have performed a repair or replacement, you should send out a
thank-you e-mail followed by a customer satisfaction questionnaire.
Create a monthly e-mail newsletter

that contains fun items like trivia, car
care, detailing information and, of
course, advertisements for your services. Your newsletter also can become
an advertising vehicle for complementary automotive services such as
oil, tires, transmission checks, car
washes and so on. You can create
cross-marketing arrangements with
these other businesses to have them
promote your services while allowing
them to advertise in your newsletter
with or without a fee.

Off the Web
The non-electronic marketing programs still require your attention as
they supplement your Internet initiatives. It is essential that you list your
website name and e-mail address in
any of these traditional mediums. If
you have company trucks or vans, you
also should advertise your websites
there, even mention that you provide
“Online quotes and scheduling 24
hours a day at www.xyzglass.com.”
Today’s consumers face hectic
schedules and don’t always have the
ability to make inquiries for something like automotive glass repair or
replacement. Providing the ability for
them to contact you, get quotes and
make their own appointments is critical for you to attract new business.
Don’t ignore these simple electronic
marketing methods because your
competition is adopting these practices and are establishing themselves
as market leaders.
■

◗

Gary Hart is chief executive officer and
president of eDirectGlass in Scottsdale,
Ariz. Mr. Hart’s opinions are solely his own
and not necessarily those of this magazine.
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AGR Reports

breaking news
powered by

COMPANY NEWS

Platinum Discusses PPG Buy

P

ITTSBURGH-BASED
PPG
Industries announced on September 13 that it has signed an
agreement with Platinum Equity in
Beverly Hills, Calif., to sell its automotive original equipment manufacture
(OEM) glass and automotive replacement glass (ARG) and services businesses (which includes GTS Services
and LYNX Services) for approximately
$500 million.
Platinum Equity says it focuses on
“business continuity as one of the
most critical measures of a successful
transition,” according to its website. It
also says it aims to provide uninterrupted customer service, minimal
employee uncertainty and preservation of the seller’s brand reputation.
“Our ability to maintain business continuity through transition is what allows us to pursue deals that pure
financial buyers might forego,” the
company says.
Platinum owns a number of companies from a variety of industries in-

cluding the automotive aftermarket
industry (American Racing Equipment), chemical manufacturing,
communications equipment and
services and telecommunication services (which comprises the largest part
of its portfolio), industrials, logistics
services, pharmaceutical marketing
services, professional turf care, software, steel services, supply chain
management solutions and transportation services. The company was
founded in 1995 by chairman and
chief executive officer Tom Gores.
Company spokesperson Mark
Barnhill told AGRR magazine that it is
too early to discuss the details of the
acquisition by Platinum Equity.
“We’ve signed a definitive agreement
to buy the business … the transaction
is not complete yet,” he says. “It’s premature for us to talk about the business
and what we’re going to do with it.”
He adds that Platinum cannot disclose much since PPG is a publicly
owned company.

KUDOS
AGRR Columnist Publishes Sales
and Marketing Book for Auto Glass Shops
Bob Theriot Jr., author of “Sidelites,” an AGRR column (see page
18), and the marketing/sales manager for Southwest Auto Glass,
has published “Pounding the Pavement—Tools, Techniques and In- Theriot
spiration for Succeeding in Sales.” The book is designed for those in the auto glass
industry.
“This is a really tough industry, and I wanted to help my fellow colleagues any
way I could,” Theriot says. “I felt the best way was to write a book about selling
and marketing.”
Theriot adds that he tries to clear up misconceptions about the industry in the
book, too. “There are lot misconceptions about the industry and how to market
your business. This book can definitely help anyone selling and installing auto
glass and related services,” says Theriot.
The current book is the first in a series of four and is available for purchase worldwide through Xlibris.com. At press time, Theriot expected the book to be available
on Amazon.com, BarnesandNoble.com and 200 other online retailers by October.
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“It is a publicly owned company and
we must follow the rules of disclosure
that accompany the nature of a publicly owned business,” Barnhill adds.
Barnhill does not expect the completion of the sale to take long,
though.
“I think we’ll be in a position to talk
… when the sale is final,” he says.
PPG spokesperson Betsy Bialosky
told AGRR magazine that at press
time she expected the sale to be completed in the fourth quarter of this
year, and until then it’s impossible to
tell what the future may hold. As for
personnel changes and possible plans
for the company once the sale is complete, Bialosky says the future is up to
Platinum Equity.
“Platinum will make that decision
[regarding personnel] when it takes
over when the final transaction is
completed,” she says. “That’s down
the road for Platinum.”
She adds, “We don’t know how
many people will be affected, but in
all of those businesses we have 4,400
people.”
“I can’t get into that either,” she says.
A source familiar with PPG who
wished to remain anonymous says he
suspects the alleged Guardian deal
may have fallen through due to union
issues—though he notes this is pure
speculation.
“Assuming they were talking to
Guardian and that fell through, I’m
going to guess, and this is strictly
speculation, that maybe it had something to do with the union contracts,”
he says.
Ian Graham of Windshield Solutions in Cloverdale, Va., says that news
of the sale didn’t come as much of a
shock to him.
“I wasn’t a bit surprised. It’s exactly
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what I expected,” he says. “I think it
would have been a bit more exciting
had it been sold to an industry player,
but the private equity firm is exactly
what I expected.”
Dave Hackett of Premier Auto Glass
in Waukesha, Wis., agrees.

“How long will
Platinum Equity
hang on before
selling PPG [auto
glass] again?”
—Dave Hackett,
Premier Auto Glass
“I was surprised earlier when the
news first came out that PPG was
looking for a buyer, but now that they
have sold I am not at all surprised an
equity firm purchased them,” Hackett
says. “The question now is, how long
will Platinum Equity hang on before
selling PPG again?”
The question Hackett asks is one
on the minds of many industry professionals. If the company does sell off
the business, or portions of the business, it could have more of an effect
than the current situation.
“As far as what effect it will have on
my business I don’t expect it to have
much of an effect at all at the moment
because nothing will change right
away,” says Graham. “The private equity firm will begin to trim whatever
fat it can find and then most likely
split the company up into pieces and
sell it off. That’s what private equity
firms do after all.”
Hackett says an inside source told
him he doesn’t have anything to worry
about—at least in his area.
“I feel at this juncture it will have no
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effect on our business unless PPG
moved out of our market,” he says.
“After speaking with one of their regional reps (whom I have known for
almost 20 years), there is no anxiety or
feeling that they will move out or close
here. Other markets? That’s anybody’s
guess.”
No matter what, most agree the
story’s not complete yet.
“There is no doubt changes are
ahead,” says Neil Duffy of Auto Glass
Menders in San Jose, Calif. “Platinum
may have a buyer for one or more segments in the wings waiting. Platinum
may wait, reduce expenses and sell off
much later.”
❙❙➤ www.platinumequity.com

LEGAL
Former ABRA Employees
File Class Action Suit
Against Company
Two former employees of ABRA
Auto Body & Glass have filed a classaction suit against the company alleging that it required customer service
managers (CSMs) and customer service representatives (CSRs) to work
overtime without pay and that it did
so by misclassifying these employees
as “managerial,” which exempted
them from overtime pay. The suit was
filed on July 17, 2007, in the United
States District Court in Minnesota.
The plaintiffs, Thomas Hale and
Justin Schreckenstein, claim that as
CSMs, they were required to carry a
workload that could not be completed
without working more than 40 hours
per week and that 50 percent of their
jobs were comprised of non-managerial duties. They allege that this occurs
with CSRs as well. In addition, the
plaintiffs claim that the company

failed to pay overtime compensation
to CSMs and CSRs in violation of the
federal Fair Labor Standards Act
(FLSA) and applicable state laws, according to the complaint.
Hale, a Georgia resident, was employed by ABRA as a CSM from around
February 2005 through February 2006,
and once again from July 2006 through
November 2006. The complaint alleges
that Hale consistently worked more
than 50 hours per week. Schreckenstein, also a Georgia resident, claims he
was employed by ABRA as a CSM from
June 2004 up until July 2005, and again
in October or November 2005, according to the complaint, and that he also
regularly worked more than 50 hours
per week without compensation for the
hours in excess of 40.
The plaintiffs claim that ABRA CSMs
and CSRs do not perform managerial
duties, such as “significant judgement
or independent decision-making,” and
that their main duties involve sales, estimates and customer service. However, the claim notes that “ABRA takes
the position that these store managers
are exempt from legal requirements to
pay them overtime because they are
‘managers’ or ‘representatives.’”
The complaint also alleges that
ABRA classified employees this way in
an effort to increase its profits.
“Plaintiffs allege that Defendant, in
order to generate millions of dollars of
net profits, has intentionally and improperly designated ABRA CSMs and
CSRs, including Plaintiffs and members of the Class, as ‘exempt’ employees in order to avoid payment of
overtime wages in violation of applicable federal, state and common
laws,” says the complaint.
continued on page 24
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The plaintiffs claim that they and
others who qualify to participate in
the class-action suit “are entitled to
compensation for unpaid overtime
together with pre-judgment interest
and liquidated damages.”
The complaint notes that CSMs
and CSRs at ABRA, its subsidiaries and
affiliates at any time within the three
years prior to the filing of the complaint “through the date of the final
disposition of this action (the ‘Federal
FLSA Period’) or limitations periods as
provided for in the applicable state
wage and hour laws and/or regulations (the ‘State Periods’) that exceed
the federal FLSA Period” are eligible to
participate in the class-action suit.
Joseph M. Sokolowski and Lindsay J.
Zamzow of Fredrikson & Byron P.A. in
Minneapolis, who are defending ABRA
in the case, filed a request on August 20
for an extension to respond to the
complaint. Extensions have been been
granted through October 17.
The plaintiffs are represented by
Clayton D. Halunen of Halunen & Associates in Minneapolis.
ABRA representatives, including
both spokesperson Victoria Reinart
and Sokolowski, declined to comment
on the case.
Halunen could not be reached for
comment.

Suspect Pleads Guilty
in Chance’s Murder
Stripper Robert Lemke has pleaded
guilty to first-degree murder for the
death of auto glass mogul Rick Chance,
according to reports from a variety of
news outlets, including KPHO.com,
Phoenix’s CBS station (see related story
in September/October 2002 AGRR).
Chance, whose body was found in a
hotel room in Tempe, Ariz., in August
2002, was the former owner of Empire
Glass Cos., an auto glass repair and replacement chain in the Phoenix area.
Chance had left the auto glass industry to enter the jewelry business
prior to his death.
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WEBSITES
glassBYTEs.com™
Launches Blogs
glassBYTEs.com™ recently launched
two brand-new web-based logs
(“blogs”), “View from the Trenches,”
written by Neil Duffy, owner of Auto
Glass Menders in San Jose, Calif., and
“For the Record,” written by Penny
Stacey, editor of glassBYTEs.com/AGRR
magazine. Other blogs will be added in
the future.
Each blogger will update his or
her blog on a specific day and discuss very specific topics relating to the
auto glass industry, ranging from industry practices and procedures to weekly
recaps.
❙❙➤ http://nduffy.blogspot.com or http://editorpenny.blogspot.com
Lemke and Brandi Hungerford, a
fellow stripper, were arrested approximately two weeks after the murder,
according to reports from KPHO.com.

Glass Just a Click
Away for Shops and the
‘Do-It-Yourself’ Market
Windshieldstogo.com, a website
that sells automotive glass directly to
consumers and/or shops, was
launched in 1999 and continues to
grow, according to company president
Beau Turner. Using the website, glass
can be ordered online and either
shipped to a shop (or to a customer’s
home), or picked up at one of the
company’s warehouses.
While Turner says the company does
not advocate “do-it-yourself” windshield installations, it does offer links to
its windshield tool supply division,
which the website says offers “tools for
do-it-yourself auto glass installation
and repair,” and links to windshield installation guides. The windshield supply division was launched about a year
and a half ago, according to Turner.
“Our disclaimer is that we discourage [consumers] from installing their
own glass and to only used trained
certified installers,” Turner tells glassBYTEs.com™/AGRR magazine. “It’s

not something you really want people
doing themselves. But some windshields you could—on some of the
older cars.”
As for the installation guides available via a link on windshieldstogo.com,
Turner says these are meant to serve
only as a reference.
“We give that just as a reference. We
don’t back it up,” he says. “That’s just a
link that has some information that
we know of about installing glass.
Again, when we send someone information about picking up their glass,
we do tell them that we don’t really
recommend that they install—at least
on windshields.”
Turner says the company does not
discourage customers from installing
other glass parts, though.
“Of course there are all the tempered
[parts] and door [glass]—most people
can do those themselves,” he says.
Windshieldstogo.com does offer to
provide installation as well, through a
network of shops—who can be considered for addition to the site’s list by
entering their info on the website,
under a link called “Add Shop.” Turner
says there’s no fee for this service.
“If we’re selling the glass installed,
continued on page 26
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Now you can find quality SRP Totalseal auto glass adhesives
virtually everywhere auto glass is repaired or replaced. Try SRP
Totalseal today and see why glass shops across North America enjoy
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It’s the urethane designed

For Installers, By Installers.™

For more information call us at 1-800-728-1817
or check us online at www.shatrproof.com
SRP, Shat-R-Proof and For Installers, By Installers are registered trademarks of TCG International Inc.

PROUD SPONSOR OF THE AUTO GLASS TECHNICIAN OLYMPICS

AGR Reports
continued

EJINDJGH=DEDC

B6>CHIG::I

The fastest way to build your presence – and proﬁts –
on the Internet superhighway is to get on Mainstreet.
Because now the same experts you rely on for Glas-Avenue
business software offer web design and hosting
services too.
And like all Mainstreet solutions, it couldn’t be easier to
take advantage of this opportunity to grow your business.
Choose from our selection of web templates – our
designers will customize your look. Then, let Mainstreet’s
reliable, stable hosting service do the rest.
• Be available to consumers 24/7
• Grow your customer base
• Increase your advertising coverage
• Strengthen your service-oriented brand
• Get huge returns with minimal cost
Put Mainstreet’s 25 years of experience in the auto glass
and ﬂat glass industries to work for you. And make the
Internet your route to greater success.
Call 800-698-6246 now, or visit mainstreetcomp.com.
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we contract with another shop to do the
labor part of it,” he
says.
Turner could not
disclose how many
jobs a day it normally
contracts—nor how Windshieldstage.com sells directly to
many windshields it consumers and to glass shops, but
sells directly to founder Beau Turner says it discourages
consumers.
consumers from installing their own
For its glass sales, windshields.
Turner, who owned
his own auto glass shop in central California prior to the launch
of the website, says the company has a wide range of distributors it subcontracts throughout the country.
In addition, windshieldstogo.com offers a range of windshield
repair systems for the do-it-yourself market. However, if a customer needs a windshield repair and would like to have it done
professionally, Turner says the company refers the customer to a
shop, but doesn’t get involved in the payment process.
The company’s latest venture is a site called autoglasshosting.net, which allows shops to pay to have a website created
automatically.
“[Shop owners] can actually go online and sign up and it immediately creates a website for them,” Turner says. “We haven’t
really been pushing it but we’ve signed up quite a few shops and
we’re really going to push it in the next few weeks.”

RESEARCH
Hydrophobic Coatings Reduce Driver
Response Times, According to Report
Hydrophobic coatings may reduce driver response times, according to a study conducted by the University of Michigan
Transportation Research Institute, cited in a later study conducted by Rob Cirincione of the Center for the Study of Responsive Law in Washington, D.C., “Innovation and Stagnation.” The
Center for the Study of Responsive Law is a nonprofit organization that conducts research and educational products to promote awareness of the needs of consumers. It was founded by
consumer advocate Ralph Nader.
According to Cirincione, “hydrophobic coatings bond to glass
at the molecular level and force water to bead up and roll off the
surface.” The University of Michigan study concluded that the
coatings “decreased the minimum visual resolved by 50 percent.”
By treating glass with hydrophobic coatings, the study says that
nighttime visual performance can be made equal to that of untreated daytime performance.
Circincione adds that hydrophobic coating development has
improved, and the latest hydrophobic coatings can be effective
for up to five years and 30,000 miles (as opposed to their prede-
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cessors, which lasted for only a few weeks or months at
a time).
In addition, Circincione notes that heads-up display
systems can increase safety as well. He refers to a system
called Siemens VDO, which allows “speed, navigation
and vehicle status indicators to be projected directly
onto the windshield” and provides “50-percent reduction in the ‘time needed to absorb information.’”

COMPANY NEWS
Safelite Launches Ad Program
Columbus, Ohio-base Safelite Glass Corp./Belron US
has launched a radio advertising campaign throughout
the country to build its brand. While AGRR magazine/
glassBYTEs.com™ has received reports that there has
been an upswing in advertising, particularly in the Orlando, Charlotte, N.C., and St. Louis areas, Safelite/Belron US spokesperson Jenny Cain says this program is
part of its ongoing effort to build its brand.
“Even prior to the Belron acquisition of Safelite, we
had advertising strategies in place to build our brand,”
she says. “So, this campaign is part of our ongoing
brand-building efforts. Belron has always been a proponent of building strong brands and has built the
strongest auto glass brands across the world. So, this
strategy is also in alignment with our parent company’s
philosophy of leveraging the strength of our brands to
profitably grow our business.”
Cain notes that the current program has a focus on radio
and is running in various markets across the country.
“It is part of our regular, ongoing brand-building efforts,” she says. “We do not want to disclose specifics because of the competitive nature of our business.”
She also notes that so far, there has been a positive
response.
“We are very pleased with the results,” Cain says.
According to Tee Cambre of Lloyd’s Auto Glass in Orlando, the program started in his area September 24 and
was very apparent to both shops and consumers in the
area.
“The frequency is unbelievable,” Cambre says. “Radio
spots are 30 seconds and they are hitting every radio station. They are stressing repair as the focal point of the
ads but refer to the fact that they replace 2 million windshields a year.”
He adds that he has also seen ads on television, both
on regular networks and cable television.
“I have heard from several customers and friends asking, ‘what’s up?’“ he says. “Competitors are also calling.
I would think with them spending this much money it’s
got to influence every glass shop in the market.”
■
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Boost your efﬁciency and maximize proﬁtability with
Glas-Avenue, the glass industry’s only truly integrated
sales, accounting and inventory control software system.
You’ll pack more productivity into every day. Work on
several quotes, work orders or invoices at once. Check
pricing and availability with the click of a mouse. Track
critical business measurables, and more:
• Alert CSR with preset unproﬁtable job warning
• Link POs and cost directly to invoice
• Prevent data entry errors with Glaxis dispatching
• Analyze proﬁts by invoice
• Evaluate proﬁts per piece and per job
As the leader in software solutions for the auto glass
and ﬂat glass industries, Mainstreet can help you drive
your business higher. So call us. Whether you have lots
of shops or just one, we’ll get you up to speed fast.
Call 800-698-6246 now, or visit mainstreetcomp.com.
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Insurance

talk

policy briefs

Appeal Filed Against CT Insurers

A

CASE
FILED
AGAINST
Hanover Insurance Co. by two
glass shops is now under review in trial court in Connecticut. The
suit, filed late last year, was last heard
in the Connecticut Court of Appeals
when Judge Gruendel sided, in part,
with Auto Glass Experts and Ed
Steben Glass Company in a consolidated appeal in which the two glass
shops took on Hanover Insurance Co.
over the contention of a “doctrine of
accord and satisfaction of a negotiated instrument.”
In appealing the decision of the
Superior Court, the two glass shops
claim that “the court improperly applied the doctrine of accord and satisfaction” when it ruled that the
payments Hanover issued via Safelite
were “tendered in good faith” and
that the insurance company’s “written communication contained a
conspicuous statement to the effect
that the instruments were tendered
as full satisfaction of claim,” among
other things.
The judge disagreed with the assertion that the payments issued to the
glass companies were “not tendered
in good faith,” stating that “[t]he evidence supports the court’s finding
that the defendant acted in good
faith” and it “demonstrates that the
defendant’s rates were based on the
National Auto Glass Specifications
(NAGS) and were in accord with reasonable commercial standards.”
Additionally, Judge Gruendel ruled
against the glass shops’ argument that
by “routinely printing ‘FAIR AND REASONABLE PAYMENT’ and ‘REASONABLE & CUSTOMARY ADJ.’ on all of
the explanation of benefits forms that
accompanied the … checks at issue
demonstrated the defendant’s lack of
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good faith.” In siding with Hanover,
the judge’s opinion is that “the defendant acted in good faith when it offered payments that matched those
included in the letters sent to the
plaintiffs periodically. Furthermore,
there was no misunderstanding as to
whether the amount was disputed because, in every case, the payment was
less than the amount the plaintiffs
had submitted. There is nothing in the
record that evinces a lack of good faith
on the part of the defendant in consistently including the language with
the payments.” Judge Gruendel did,
however, agree with the glass shops’
assertion that the inclusion of the
“FAIR & REASONABLE PAYMENT”
and “REASONABLE & CUSTOMARY
ADJ.” was not enough indication from
Hanover that “the payments were intended to be full and final settlements
of the claims.” The judge further
stated that “although a reasonable
person inspecting the checks undoubtedly would have noticed the
conspicuous language, the evidence
presented does not comport with the
assertion that the statements contained in the instruments clearly indicated that the payment was intended
to be tendered as full satisfaction of
the claims.”
As part of the court case, the national claims director for Hanover
“testified that auto glass repair companies have the option to accept payment of the claims and sue for the
remaining portion” and additional evidence provided “shows that several of
the glass repair companies were paid
less than the amount of the invoices
that they had submitted. Although the
plaintiffs were the only ones to sue the
defendant, the conspicuous language
contained in the explanation of bene-

fits form does not relieve the defendant of the obligation to state that the
payment is full and final.”
In light of this, the judge ruled that
“[t]herefore, the defendant has failed
to prove that the instruments or an
accompanying written communication contained a conspicuous statement to the effect that the
instruments were tendered as full satisfaction of the claims, and thus the
plaintiffs’ claims were not discharged
under § 42a-3-311(b).”
On these grounds, Judge Gruendel
reversed the previous judgments and
remanded the cases for further
proceedings.
Following the above decision of December 26, 2006, the judge sent the
case back to the trial court. The Connecticut Supreme Court declined to review the court of appeal decision on
February 8, 2007, and the case is now
under review in the trial court based on
the evidence that was presented at trial.

Harmon Solutions
Institutes $35 Fee for
Warranty Claims
Harmon Solutions Group, a thirdparty administrator based in Eau
Claire, Wis., has announced that for
all glass replacement claims on or
after September 1, it will assess a $35
administrative fee for any and all
warranty claims and occurrences to
the shop that did the original warrantied work.
“Warranty claims require an extraordinary amount of administrative
effort and yield a poor customer experience,” writes Harmon in a letter
to glass shops, “so it is our hope that
you will do all that you can to eliminate the need for warranty claims to
be filed.”
■
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Price Points

2007 Honda Accord (4-Door)
2007 Honda Accord • NAGS Part No. FW02351
NAGS Part Price: $200.10

or its recurring Price Points
department, AGRR surveyed five major cities in
the United States for the windshield replacement on a 2007 Honda
Accord (4-door). As usual, the companies were told
that insurance will not be involved and the customer
wishes to pay for the windshield out of pocket.
This month, AGRR asked shops to also break out
parts and labor. When available, this is noted
below. In some cases, shops were not willing to
provide the breakdown—or would only include a
portion of it—and this is noted accordingly. ■

F

Total Price

Percentage
off NAGS (of
Sales Tax glass price)

Glass Price

Clips

Moulding

Urethane

Labor

Misc.*

$210.00
$113.57
$110.01
$129.62
$140.08
$121.60

N/A
N/A
$18.78
N/A
$18.78
$18.78

N/A
N/A
$9.06
$10.00
$9.53
N/A

$16.95
$15.00
$15.00
N/A
$15.65
N/A

$50.00
$50.00
$40.00
$50.00
$47.50
$50.00

0
0
0
0
N/A
N/A

N/A
$6.43
$7.64
N/A
$7.04
N/A

+4.9%
-43.2%
-45.0%
-35.2%
-30.0%
-39.2%

$81.00
$168.33
$200.00
$142.20
$147.88
$155.27

N/A
N/A
N/A
N/A
N/A
N/A

N/A
$9.06
$8.05
N/A
$8.56
N/A

N/A
$20.00
N/A
N/A
N/A
N/A

$100.00
$30.00
$0.00
$85.00
$53.75
$57.50

$37.31
N/A
$10.51
N/A
$23.91
N/A

N/A
N/A
N/A
N/A
N/A
N/A

-59.5%
-15.9%
-0.1%
-28.9%
-26.1%
-$22.4%

$205.00
$106.00
N/A
$177.14
$129.38
$177.14

N/A
N/A
N/A
N/A
N/A
N/A

$9.06
N/A
N/A
N/A
N/A
N/A

$15.00
N/A
N/A
N/A
N/A
N/A

$0
$90.00
N/A
$60.00
$75.00
N/A

N/A
N/A
N/A
N/A
N/A
N/A

N/A
N/A
N/A
N/A
N/A
N/A

+2.4%
-47.0%
N/A
-11.5%
-$35.3%
-11.5%

$110.05
$143.53
$210.00
N/A
$19.33
$143.53

$20.00
$20.00
$18.00
N/A
$19.33
N/A

$8.48
$9.06
$8.00
N/A
$8.51
$8.48

N/A
N/A
$15.00
N/A
N/A
N/A

$60.00
$40.00
$74.00
N/A
$58.00
$60.00

$15.06
N/A
N/A
N/A
N/A
N/A

N/A
$12.77
N/A
N/A
N/A
N/A

-45.0%
-28.3%
+4.9%
N/A
-22.8%
-28.3%

$118.20
$85.00
$85.00
$110.84
$99.76
$97.92

$10.57
$10.00
N/A
N/A
$10.29
N/A

$5.10
$5.00
N/A
N/A
$5.05
N/A

$10.00
$10.00
N/A
N/A
$10.00
N/A

$35.00
$85.00
N/A
$80.00
$60.00
N/A

$5.00
N/A
$80.00
N/A
$42.50
N/A

N/A
N/A
N/A
N/A
N/A
N/A

-40.9%
-57.5%
-57.5%
-44.6%
-50.1%
-51.1%

Augusta, Maine
Shop #1
Shop #2
Shop #3
Shop #4
Average**
Median

$276.95
$185.00
$200.49
$189.62
$213.02
$195.06

Charleston, S.C.
Shop #1
Shop #2
Shop #3
Shop #4
Average
Median

$218.31
$217.39
$218.56
$227.20
$220.37
$218.44

New Orleans, La.
Shop #1
Shop #2
Shop #3
Shop #4
Average
Median

$229.06
$196.00
$173.00
$237.14
$208.80
$212.53

Omaha, Neb.
Shop #1
Shop #2
Shop #3
Shop #4
Average
Median

$213.59
$225.36
$325.00
$201.67
$241.41
$219.48

Spokane, Wash.
Shop #1
Shop #2
Shop #3
Shop #4
Average
Median

$183.87
$195.00
$165.00
$190.84
$183.68
$187.36

Total Price Glass Price
Nat’l Average
Nat’l Median

$213.45
$207.63

www.agrrmag.com

Percentage Off
NAGS (of glass price)
$139.19
-30.4%
$129.62
-35.2%

* The Misc. column applies to companies that provided a breakdown, but the
breakdown didn’t equal the total price provided. When this occurred, the
remaining amount was placed in Misc., and could apply to any of the items marked.
** For columns with N/As included, only the data available was averaged.
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Feel Like Your Facing the
Auto Glass Industry Alone?
"Lighting the way to a better future."
®

INDEPENDENT

Glass Association

385 Garrisonville Rd, Ste 116
Stafford, VA 22554
540/720-7484

JOIN ONLINE AT WWW.IGA.ORG
VISIT US AT NACE, BOOTH E9124
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Join IGA…We Can Help!
Here Are Just a Few of the Benefits:
TECHNICAL HELP

JOBS4YOU INTERNET PROGRAM

Got a problem installation? Something you just can’t figure
out? Call IGA’s help line to get answers to those questions
about installations that cause you problems. IGA will get you
the answers or put you in touch with someone who can.

Offers discounts to IGA members who wish to be listed on
the popular www.autoglassrepair.us.com site. IGA members
are shown with their logo and information.

REDUCED AGRSS REGISTRATION FEES
If your company is not AGRSS-registered, you may want
to take advantage of this special benefit for IGA members.
The IGA occasionally holds events (such as its annual convention) that includes step-by-step instructions on how
to become AGRSS-registered.
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IGA CERTIFICATION
IGA online certification provides you with the
knowledge that your employees have demonstrated competency in a wide variety of services.

®

Certified Technician
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ANTI-STEERING LEGISLATION AND CAMPAIGN
The IGA has been very pro-active in the development and
advancement of anti-steering legislation in a number of states.

EXPERT ADVICE

Our group of marketing experts are always available to
answer your questions or give you helpful advice.

CERTIFICATION SUPPORT

A full line of supporting materials, from patches to hats to
truck signs and more, are available.

LEGAL

The IGA’s attorney is the one of the most knowledgeable in the country about short pays and other issues affecting independents. His services are available to IGA
members and their attornies at a discount .

WWW.WINDSHIELDSAFETY.ORG

An IGA website where you can send consumers to learn
more about windshield replacement safety, your company
and more.

INSURANCE-RELATED SERVICES
These important insurance-related services are available
to IGA members only:
• Instant Analysis Program
Received a new O&A agreement? Got an updated contract from Farmer’s? IGA’s Instant Analysis program briefs you
on all the changes within 24 hours of receipt of the document.
• Guide to Your Contract
IGA produces an occasional series of documents designed
to help you decipher network and insurance contracts and
understand what they really mean.
• Pricing Analysis Program
New in 2007, this service will help members analyze how
NAGS prices are changes before pricing updates become
effective. Now, you’ll have time to analyze what such pricing
changes mean and how they will affect your bottom line.
• Insurance Liaison
The IGA is in communication with all the major insurance
companies about their policies and procedures and advocates for its members before these groups.

Rusted Root

Despite Pivotal Role in Safety, Many Insurers Deny Corrosion Claims
by Les Shaver
henever Larry Diesbach Jr.,
co-owner of Bachman
Auto Glass in Saint Peters,
Mo., has to tell a customer
he has a problem with corrosion on his

W

When corrosion, such as is shown
here, is found, who is responsible
for it? Many say it’s the insurance
company, others the customer and
still others say the shop who last
replaced the glass.

car and that the customer has to pay
for it, he uses a simple analogy. “It’s sort
of like trying to put glue on dirt,” he
says. “The adhesion doesn’t stick to the
rust.”
Unfortunately, Diesbach and his
colleagues in the retail auto glass
business often have to tell their customers they must pay for corrosion
correction because insurance won’t.
The problem is that to perform a safe
installation and adhere to the Automotive Glass Replacement Safety
Standard (AGRSS™), glass shops
must make sure the corrosion is corrected. “As the industry transitions to
AGRSS, the question is, whose responsibility is it to pay for rust?” says
Dave Zoldowski. Zoldowski is president of Auto One in Brighton, Mich.,
and serves as president of the Independent Glass Association (IGA).
If insurers continue to maintain that
customers must pay for corrosion correction or shops must eat the cost,
many glass retailers won’t be happy.

Sending It On
When your shop ends up with a job in which corrosion is found, how should you
proceed? The answer to that question varies throughout the industry.
Though most agree corrosion should be corrected, some shops prefer not to deal
with it.
Dave Burns, general manager for Ray Sands Glass in Rochester, N.Y., says he
normally turns down two to three jobs a week because of corrosion. “We don’t even
take the windshield out,” he says. “We know there’s a problem and we don’t even
touch it. Even if you had a full complement of body shop tools and a sandblaster,
it’s at best a two- or three-year repair.”
Mitch Becker, technical instructor for ABRA Auto Body & Glass in Brooklyn Center, Minn., agrees with this. “From being in the body shop industry, I know that
rust is not repairable,” he says. “You can add longevity to the vehicle, but you can
never remove the rust. If you replace the panel, then you can correct the rust.
That’s the only correct procedure from the car manufacturers to fix rust. Everything
else is a body shop procedure.”
Clyde Stephens, owner of Visions Glass in Perham, Minn., uses brushes and highspeed air tools to get the pinchweld back to the metal and prime it. But that doesn’t always work. “If it’s really bad, we send them to body shops,” Stephens says.
“Otherwise we take extra time, grind down rust, get down to the metal, prime
everything and show the customer what they had.”

32

AGRR October 2007

But surprisingly, not all shops are bothered by this insurance policy. Some understand it and even support it.

Rust Never Sleeps
Corrosion has always been a problem in auto glass installations. But with
the increased importance of the windshield in the structural stability of modern cars, the need to correct corrosion
has gone from desirable to necessary. If
there’s corrosion on a pinchweld, the
adhesive won’t adhere to the metal and
the glass could pop out in a rollover or
even when a side airbag deploys.
The AGRSS Council, the group that
developed the AGRSS Standard, recognized the danger of installations over
corrosion and required shops that follow the AGRSS Standard to either eliminate corrosion themselves or ship the
car off to an auto body shop. “If you are
an AGRSS-registered shop, you can’t do
anything that will compromise the installation,” says Cindy Ketcherside, vice
president of business development for
JC’s Glass in Phoenix and chairperson
of the AGRSS Council. “Rust will compromise it.”
There’s no debate about the problems corrosion can cause. The dispute
revolves around who should pay for the
fix. In reality, there are three possible
scenarios: the insurer pays, the customer pays or the shop pays.
“Glass shops say, ‘You want me to
get rid of corrosion but you won’t pay
me to do it,’” Ketcherside says. “Insurance companies say that’s its regular wear-and-tear on the car. If it has
to do with wear-and-tear, they won’t
pay for it.”
Many insurers, including GEICO
and Progressive, wouldn’t comment
about their corrosion correction policies. However, a few were willing to talk
to AGRR magazine about this controversial topic. “Rust is normal wear and
tear,” says Mike Siemienas, a

www.agrrmag.com

Tracking Installs: The Z26.1 Standard

spokesperson for Allstate. “Rust damage is not covered under your policy.”
Still, the insurer wants damage
fixed before a windshield installation.
“We work with the customer with regard to individual circumstances,”
Siemienas says. “This may result in a
customer remedying the rust situation before we would even install a
new windshield.”
The nation’s largest insurer, State
Farm, has a similar policy. “In the event
that the glass provider notices corrosion on the pinchweld, the customer
should be notified first,” says Maura
Crittenden, claims team manager for
State Farm. “If the corrosion is a result
of wear-and-tear, we would work with
the customer to seek resolution. Typically, the auto policy does not cover
wear-and-tear.”
Somewhat surprisingly, a number of
glass shops don’t have a problem with
these policies. “All in all, I don’t think
we’ve been treated too unfairly,” says
Dave Burns, general manager for Ray
Sands Glass in Rochester, N.Y. “The insurance company mentality is they
don’t pay for rust. I really don’t see how
they are liable for the rust.”
Mitch Becker, technical instructor
for ABRA Auto Body & Glass in Brooklyn Center, Minn., feels even more
strongly that it’s not the insurers’ responsibility to pick up the tab for preexisting corrosion removal. “When
the windshield gets hit by a rock, the
windshield is the only thing damaged,” Becker says. “The pinchweld is
not. When you buy a car, if it didn’t
have properly working airbags and it
goes into a body shop, is the insurance company supposed to replace
them?”
In fact, if insurers would start fixing
wear-and-tear problems, such as corrosion, Becker sees a system ripe for
abuse. “What stops somebody from
buying a rust-covered car and going to
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The National Windshield Repair Association (NWRA) issued an alert to its members in August that it has learned that the Society of Automotive Engineers (SAE)
is working on a new updated Z26.1 draft standard that may require all “modifications” (including repairs and replacements) to original factory-installed glass be
marked on the glass so as to catalogue all alterations. While little detail is known
about the status of this draft standard, if it passes, windshields could be marked
as to when they were replaced, who conducted the installation, etc., making it
easy to track the course of a windshield’s life. Likewise, it could provide information as to who last worked on the windshield in the event of corrosion.
However, it would also raise a lot of questions, such as, if the information is
available as to who last replaced the windshield, if corrosion is found, is that shop
responsible? And, if it’s found that the last shop to replace the windshield was a
“preferred shop” whose work was guaranteed by the network, is the insurance company that employs that network responsible?
See page 50 for more information on this topic.
the insurance company and saying
they need it repainted because it’s all
rusty?” he asks. “Or if a person buys a
vehicle with a broken windshield and
later files a claim on that glass? It was
not insured by the insurance company
at the time of the incident. We call that
insurance fraud.”
Henry Grady Bernreuter, owner of
Crystal Clear Glass in Inverness, Fla.,
will correct his customer’s corrosion issues on the pinchweld without even
charging for the service. If insurers
don’t pay to change oil or the brakes, he
says they shouldn’t pay for rust. “We’ve
had some pretty good success with it
[paying to fix rust],” he says. “We found
we’ve had a lot more success by removing the windshield, seeing the problem,
showing the customers the situation,
explaining it to them and educating
them.”

Paid for Safety
Not everyone agrees with the Beckers, Bernreuters and Burns of the auto
glass industry, though. Others argue
that if correcting corrosion is that integral to the safety of the installation (and
a vital component of the AGRSS Standard), insurers need to pay for it. “The
shop is being forced to do the repair
and the customer is being forced to pay
for it,” Zoldowski says.
Diesbach says he runs into corrosion a lot when people with high deductibles who had bad cash
installations bring their cars to his

shop. Since the job wasn’t performed
for insurance, insurers refuse to pay
for the rust damage. This puzzles
Diesbach.
“I don’t understand why rust is such
a sticking point,” he says. “Rust is like
cancer. It spreads everywhere. If you
have a little bit of rust and you come
back six months later, it will overtake
your car. It’s like kudzu.”
Clyde Stephens, owner of Visions
Glass in Perham, Minn., has never seen
an insurer pay for corrosion correction.
He thinks this is a problem. “If the customers come through insurance, we
have to take them to court or arbitration to get paid,” he says. “We’ve had to
deal with corrosion like crazy. Most of
the time you have to eat it, because you
don’t want the fight.”
That doesn’t mean Stephens thinks
not getting paid is right. “I’ve gone
around and around with insurance
companies,” he says. “They say its normal wear-and-tear. It’s not normal
wear-and-tear.”
In some cases, Becker thinks the dispute is one of misunderstanding. The
glass industry, he says, thinks the insurance industry should insure the
safety of their cars. “That’s not what insurance companies do,” he says. “They
don’t guarantee the safety of the car.
They fixed what’s damaged when people wreck the vehicle while it is covered
by them. Insurance does repair back to
continued on page 34
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pristine condition. It repairs it back to
pre-accident condition. There’s a huge
difference in that.”
Diesbach disagrees. “From their perspective, wouldn’t they want to get it
fixed so that the customer is safe and
there’s less liability?” he says.
Although there are extreme examples of new cars having corrosion on

the pinchweld, usually the problem
starts with a shoddy replacement. “It
starts from previous installs,” Stephens
says. “It starts from the first time the
windshield got changed out and someone didn’t use primer.”
When that happens, insurers will go
after the shop that performed the original installation, if the shop is on their
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Many insurers maintain that
corrosion occurs as a result of wearand-tear on a vehicle.
program. “If that glass company has replaced the windshield, [caused] the
corrosion and [doesn’t] honor it, the insurance company would because it’s
under … their warranty,” Becker says.
“Many [insurance companies] warranty any workmanship a participating
program glass company does, but if the
work was done prior to a customer
purchasing the vehicle, it would be the
owner’s responsibility.”
Allstate puts heat on the glass shop
to fix an issue, including corrosion,
caused by its shoddy installations.
“Through our windshield program, if
the windshield is installed incorrectly,
the shop will remedy the situation and
any other damage that has been
caused,” Siemienas says. “Whether it’s
the windshield or a pro shop for body
damage, your repairs are guaranteed.”
State Farm also takes a hard line
with shops on its network shops. “Anyone on the Offer and Acceptance program has agreed to perform work in
accordance with the AGRSS Standard,”
Crittenden says.
State Farm also would try to provide
assistance when the shop isn’t on its
network. “If there’s another shop involved, we would help the customer
seek resolution with the other shop,”
continued on page 36
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continued from page 34

Crittenden says. “We’d hope all service
providers would warranty their work.”
Others think insurers should be
even harder-nosed about chasing
down shops whose poor work caused

corrosion. “Why, if we caused rust,
shouldn’t we be responsible to go out
and fix it?” Diesbach says. “I don’t know
why warranty departments don’t put
the hammer down on people when

While the exact responsibility for
the cost of correcting corrosion
creates controversy, most agree that
it must be treated, in accordance
with the AGRSS Standard, before the
windshield is replaced.
there’s rust. Obviously, there’s a record
of who replaced it last.”
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Windshield
Repair
Olympics
sponsored by

When the offending shop can’t be
found or there’s another problem,
someone has to pay for corrosion correction. Since insurance won’t, it falls to
the customer or the shop. And, not
every shop owner shares Bernreuter’s
philosophy of eating the cost. So they
go to the customer. But perils lie in
their way when they ask the customer
for more money.
“The insured has this idea that they
have full glass coverage and they don’t
want to pay a dime,” Burns says. “I
spend a lot of time advertising and promoting my company. I don’t need to be
the bearer of bad news and tell them
they need to pay. That puts me in an
awkward position. That isn’t fair. It
would be wonderful for the network
and insurance companies to let people
know that upfront.”
So Burns puts that on the shoulders
of the insurers. “We put them [the customer] on the phone to insurance
companies and let them get the rejection notice,” he says. “The insurance
companies put the glass companies in
the situation of being an auto adjuster.
We’re not licensed to do that.”
Whether they get the rejection notice
continued on page 38
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from the shop or their insurance company, customers do have a choice: Do
they pay the extra to get the rust fixed or
forego the installation? “Some people
say they don’t care,” Diesbach says.
But sometimes a small explanation
of the corrosion issue can go along way.
“Once you show people, they have a
better understanding,” Burns says.
Even if they don’t charge to fix corrosion, Bernreuter makes sure his customers understand the danger it poses.
If they don’t want the corrosion corrected and just want the new windshield installed, he’ll educate them.
“Once you explain they need to sign a
waiver [if they refuse to get the corrosion corrected], including how the air
passenger side airbag works and the
way urethanes work and what we want
to be liable for, most of them want to do
it,” Bernreuter says.
If the customers agree to a replacement, most shops will charge a small fee
to correct that corrosion. For Burns, it’s
about $25 to $35. “Some car owners will
pay,” he says. “We try to get a nominal
fee, but some people refuse to pay.”
Stephens charges about $35 for an hour
of work.
Still, considering the effort in grinding off corrosion, Stephens thinks his
price a bargain. “What shops [outside of
auto glass] do work for $35 an hour?” he
says. “The guy working on my furnace
charges $90 an hour.”
Still, that doesn’t mean the customer
will take Stephens up on the offer. “All
we can do is make them aware of it [the
dangers of corrosion],” he says. “Most
customers say if they can get it for two
or three more years, they’re happy.”
Or, even worse—they find someone
to put in the windshield in who doesn’t
care about corrosion. “They go the road
and someone else puts it in for them,”
Burns says. “That’s the saddest part of
the whole deal. There are guys that don’t
care and just scoff it off and do what
they have to do.”
■

◗

Les Shaver is a contributing editor for
AGRR magazine/glassBYTEs.com™.
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Destination

Las Vegas

Industry Heads to Sin City for
Auto Glass Week™ in Las Vegas

ADCO Provides TITAN®
ADCO Products Inc. of Michigan
Center, Mich., will offer its TITAN line
of one-part, high-viscosity, non-conductive polyurethane adhesives. The
line includes the Professional Series,
which comprises TITAN PRO1™ and
TITAN PRO2™. The TITAN PRO1 and
the TITAN PRO2 feature one- and twohour safe drive-away times, respectively, with the TITAN® 660 and 380
featuring three- and four-hour safe
drive-away times, respectively.

In addition, the ADCO TITAN®
UP100 urethane-based, one-step, Universal Primer for glass, PVC encapsulations and metal is available in 2-ounce
and 6-ounce bottles.
❙❙➤ www.adcoglobal.com

he Second Annual Auto Glass Week
in Las Vegas is approaching
quickly. During the first week of
November, the industry will descend on Vegas for a variety of events,
from the Auto Glass Expo @ NACE, November 1-4, to the National Windshield
Repair Association (NWRA) Annual Conference November 1-2, the Independent
Glass Association (IGA) Fall Conference
November 2-3 and the Auto Glass Replacement Safety Standard Council
(AGRSS) Conference November 1.
All four events will be held at the Mandalay Bay Convention Center.
For complete schedules of each of
these events, please see the sidebar on
page 41.
Following is a sampling of the products
that will be on display at the Auto Glass
Expo @ NACE.

T
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EFTEC Offers a New
Adhesive and Primer
EFTEC Aftermarket
will
show its full
range of products, including
its DINITROL
9000 cold-applied,
highmodulus,
low-conductive, one-hour
safe driveaway adhesives. The company,
which is a member of the Switzerlandbased EMS Chemie Holding Group,
also will display its multi-function
primer 538plus.
❙❙➤ www.eftec.ch

SRP Unveils New
Adhesive and Primer
SRP Totalseal will unveil
several new products at this
year’s NACE Auto Glass Pavilion. The featured product is
the new SRP Origin auto glass
adhesive, which provides
good drive-away times and
high viscosity at value prices,
according to the company.
Also on display in Las Vegas
will be the new SRP7050 onestep blackout glass primer
and the SRP5055 Bare Metal
Etch Primer.
In addition, the company
will display its entire line of
SRP Totalseal auto glass adhesives, cleaning products and other auto
glass replacement accessories.
❙❙➤ www.shatrproof.com

www.agrrmag.com

Auto Glass Week™ in Vegas
AGRSS Conference

Pilkington Offers
OETech Adhesives
Toledo, Ohio-based Pilkington North
America’s OETech adhesive
is available with a one-hour
drive-away time, in highand medium-viscosity,
and with high-modulus
and low-conductive properties.
OETech one-hour and
high-viscosity products
are packaged in OETech
PRO Kits, containing 24 cartridges or sausages with applicable
primers and batch stickers included.
The company’s OETechCP one-step
Combo Primer system, which the company says speeds installation times
and is easy to use, also is included. Cartridges feature the company’s pull-tab
bottoms and wide mouth nozzles.
Pilkington also offers OETech MP,
which it says is ideal for pre-applied adhesive systems and PVC applications,
and a system-formulated glass cleaner.
❙❙➤ www.pilkington.com

Precision Exhibits
in Two Spots

Precision Replacement Parts of
Monroe, Wash., will showcase its new
line of single-packed wiper blades,
broad line of rain sensor lenses and
pads, as well as several new mouldings
at the NACE Expo. The company also
will have a booth at the SEMA Show
(across town November 1-3 at the Las
Vegas Convention Center), where it
will display several applications of various types of weatherstrip for classic
and antique vehicles.
❙❙➤ www.prp.com
continued on page 42

www.agrrmag.com

Wednesday, October 31
7:30 a.m. – 6:00 p.m. ................................................................................Registration Open
7:30 a.m. – 8:00 a.m. ...................................................................Breakfast with Rocky Bleier
8:00 a.m. – 8:30 a.m. .............................................................................Welcome & Opening
8:30 a.m. – 9:30 a.m. ..................................................................................Keynote Address
11:00 a.m. – Noon ................................................................Twelve Toughest Installs of 2007
1:00 p.m. – 1:30 p.m........................................................AGRSS 10th Anniversary Celebration
1:30 p.m. – 2:30 p.m. ...............................................................Consumer Awareness Program
3:00 p.m. – 4:00 p.m....................................................................................Focus on Safety
6:00 p.m. – 8:00 p.m. ...............................................Cocktail Party & Silent Auction Fundraiser
Thursday, November 1
7:30 a.m. – 4:00 p.m. ................................................................................Registration Open
9:00 a.m. – 11:00 a.m...............................................................The AGRSS Validation Program
11:00 a.m. – Noon ............................................................................................NACE Show*
1:30 p.m. – 2:30 p.m.................................................................Selling AGRSS Over the Phone
1:30 p.m. – 2:30 p.m........................................Claims Resolutions & Issues: A Panel Discussion
Friday, November 2
8:00 a.m. – 5:00 p.m.............................................3rd Annual Auto Glass Technician Olympics*
10:00 a.m. – 5:00 p.m. ......................................................................................NACE Show*
Saturday, November 3
8:00 a.m. – Noon .......................................................Finals and Awards Ceremony: 3rd Annual
Auto Glass Technician Olympics*
9:00 a.m. – 3:00 p.m.........................................................................................NACE Show*
❙❙➤ http://www.agrss.com/conference.php

NWRA Conference
Thursday, November 1
8:00 a.m. – 1:00 p.m. ..................................Walt Gorman Memorial Windshield Repair Olympics
Friday, November 2
7:30 a.m. – 6:00 p.m. ..............................................................Conference Registration Open
8:00 a.m. – 8:30 a.m. ........................................................................Welcoming & Opening
8:30 a.m. – 9:00 a.m. .................................................................................ROLAGS Update
9:00 a.m. – 9:45 a.m. .............................................................NWRA Green Initiative: Part I
10:00 a.m. – 10:45 a.m. ..........................................................NWRA Green Initiative: Part II
11:00 a.m. – Noon ......................................................................Ethics in Windshield Repair
1:00 p.m. – 1:30 p.m. .....................................................Stretch Your Legs @ the NACE Show
1:30 p.m. – 2:30 p.m. .....................................................Get Digital Cash: Internet Marketing
2:30 p.m. – 3:45 p.m. ..............................................................Ten Great New Advantages of
Repair Over Replacement
4:00 p.m. - 5:00 p.m. .........................................World’s Best Customer Service Representative
6:00 p.m. - 8:00 p.m. ...............................................................NWRA Member Cocktail Party
❙❙➤ http://www.nwrassn.org/conference.php
"Lighting the way to a better future."

®

IGA Fall Conference

INDEPENDENT

Glass Association
Friday, November 2
7:30 a.m. – 6:00 p.m. ...............................................................................Registration Open
8:00 A.M. – 5:00 p.m..............................................3rd Annual Auto Glass Technician Olympics
co-sponsored by the Independent Glass Association
6:00 p.m. – 8:00 p.m. .....................................................................................Cocktail Party
Saturday, November 3
7:30 a.m. – Noon .....................................................................................Registration Open
8:00 a.m. – 8:30 a.m...........................................................................Welcoming & Opening
8:30 a.m. – 10:30 a.m. ..............................................................................Don’t Get Steered
10:45 a.m. – Noon..............................................Consumer Choice 101: IGA Legislative Update
1:00 p.m. – 2:00 p.m. .............................................................................Proper CSR Training
2:15 p.m. – 3:00 p.m..........................................Sell it on the Web: Internet Marketing Update
❙❙➤ http://www.iga.com

Auto Glass Expo @ NACE
November 1
10:00 a.m. – 5:00 p.m. ................................................................................Exhibition Open
November 2
10:00 a.m. – 5:00 p.m. ................................................................................Exhibition Open
November 3
9:00 a.m. – 3:00 p.m. .................................................................................Exhibition Open
❙❙➤ http://www.autoglassatnace.com/agx/
*Separate event open to all registered attendees.
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A.N. Shows Off Latest
Additions—Including
Updated Lever Knife

technician in installing large windshields by supporting the glass.
In addition, AEGIS will be demonstrating its Scratch Removal System,
which utilizes cerium and aluminum
oxide discs to remove scratches from
any glass conveniently and neatly.
The six different AEGIS Windshield
Repair Systems also will be displayed,
and the company says it offers one for
every size shop and budget. All AEGIS
repair systems are sold with Single
Shot resins, pre-measured tubes
of resin that keep the product
sealed until ready to use and prevent
waste.
❙❙➤ www.aegistools.com

A.N. Designs Inc. in Torrington,
Conn., will display the full product line
of UltraWiz® windshield removal hand
tools. See the latest additions to the
product line, including paint protection blades, which the company says
reduce paint damage on vehicles with
exposed pinchwelds and are especially
handy when cutting out windshields
and back glasses. Interior cutout
blades, which make it easy to remove
the Ram and Dakota rear windows by
getting around the encapsulation, also
are available from A.N.
Finally, be sure to check out the
company’s popular Lever Knife, which GTS Presents GlasPacLX
now comes equipped with a thinner and Web Services
handle.
GTS Services in Portland, Ore., offers
❙❙➤ www.ultrawiztools.com
its GlasPacLX, a Windows®-based software designed to manage daily operations of a glass shop, including quoting,
AEGIS Brings
work orders, sourcing, claims and inFull Line to Vegas
AEGIS® Tools International Inc. in voices. The software is designed for sinMadison, Wis., will demonstrate its full gle- or multiple-location businesses
line of windshield repair and auto glass and is easy to install on an existing system, according to the company.
installation tools at the show.
The system can be integrated with
Attendees will be able to try out the
AEGIS SOLO™ windshield-setting accounting systems, such as Quicken®,
tool, an apparatus that works with and comes with easy-to-reach cusAEGIS Glass Handlers to assist a single tomer support.

Sommer & Maca Unveils Joe Scaffold Step Deck
Sommer & Maca of Cicero, Ill., is
introducing the new Joe Scaffold Step
Deck for auto glass technicians. The
company says the all-aluminum, adjustable, 3-foot Step Deck allows
technicians to access hard-to-reach
large trucks or vehicles easily and
safely. The Step Deck holds 300
pounds on its 15- by 42-inch work
deck and weighs only 28 pounds. A 4foot, 4-step model also is available.
Options include a safety handrail,
spring-loaded wheels, tool trays and connecting planks.
❙❙➤ www.somaca.com
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Gold Glass Shows Off New
Part-Specific Mouldings
and Sensor Line
Gold Glass Group will exhibit its full
line of automotive glass products, including two new products: part-specific mouldings and rain and light
sensors. The company introduced its
part-specific mouldings earlier this
year and says it has mouldings available for more than 500 parts. The company also offers rain and light sensors
that fit more than 140 windshields.
Finally, Gold also will display its universal mouldings, which can be used
on thousands of applications, along
with its universal underside replacement mouldings.
❙❙➤ www.gggcorp.com

Crystal Glass Offers
EXT-PROV360LI
Crystal Glass in Edmonton, Alberta, says
the EXT-PROV360LI delivers 36 volts of cordless
power with the latest
Lithium Ion battery. The
new tool also boasts up
to 3000 strokes per
minute with a variable
speed trigger, Extractordesigned DELTA blades
and the Extractor 360degree rotating blade,
according to the company. Crystal also says
the EXT-PROV360LI provides fast cutting and
easy access to all windshield areas and, weighing just a little more
than 9 pounds, is easy
on technicians’ hands
and wrists and has minimal vibration.
❙❙➤ www.crystalglass.ca

continued on page 44
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Contestant Close-Up:
Troy Haney,
American Auto Glass LLC, Cincinnati
roy Haney of American Auto Glass LLC in Cincinnati is
competing in the Auto Glass Technician Olympics for the
second time. Haney took the time out to talk to AGRR
magazine about his preparation for this year’s competition and
his outlook on the industry. He is a 10-year industry veteran
and co-owns his shop with Steve Brissey. They both began their
industry careers with a large national auto glass chain (which
Haney wished not to name). He and his wife, Jacqueline, have
three children, a daughter, Sydni, 7, and two boys, Zander, 2,
and Ryder, 7 months.
Q: Have you done anything in particular to prepare for this
year’s competition?
A: Nothing special, just reviewing some things that stood out
from last year. It was my first.
Q: What would you say is the hardest install you’ve completed?
A: I can’t say that any one sticks out.
Q: What’s the most fun installation you’ve completed?
A: I haven’t found one to be more fun than another. They all
have their equal challenges. It’s just all in how you approach
the job.
Q: How does your family feel about the competition? Will they
attend?
A: My wife will be accompanying me.
Q: What adhesive will you be using in the competition and why?
A: We’ve used several adhesives, and OETech seems to be outperforming every one we’ve used so far, as far as durability
and bonding services. I haven’t had any warranty issues with
using that product. It bonds to glass and mouldings very
well.
Q: What do you think are the industry’s biggest issues?
A: Certain competitiveness, other companies booking the work,
trying to be more customer-service related booking for quantity rather than quality. We try to book based on customer
service and quality.
Q:: Do you have any industry heroes?
A: I don’t have any heroes. A kind of mentor that got me
started in auto glass was Thomas Patterson—he [now]
works for Pilkington North America, flat glass. He was my
boss when I started in the industry [at the large un-named
auto glass chain].
Q: Do you keep in touch with him?
A: Yes, on a regular basis, and I’m sure I’ll be seeing him out
in Vegas.

T
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Haney(left) co-owns American Auto Glass with Steve
Brissey (right).
Q: What made you decide to branch out on your own?
A: We got tired of the propaganda of large business. We try to
be more customer-service oriented.
Q: What do you think about the sale of PPG’s auto glass business? Do you expect it to affect you or your business?
A: I don’t feel that it’s going to affect our business or our company as much. It might be to our benefit actually. We probably buy 97 percent of our glass through Pilkington.
Q: What are your hobbies or pastimes?
A: I enjoy playing soccer when I can, I’m involved with some
children’s sports and after-school activities and youth
groups and we like to sponsor golf outings.
Q: Are you looking forward to this year’s competition?
A: Yes, I want to go back, and I’m looking forward to returning, and just enjoying the camaraderie that was there last
year and hopefully building that up again this year.

FAST FACTS:
Favorite food? Steak filet
Favorite movie? “We Were Soldiers”
Favorite car? An old 78 CJ5
Favorite sport to watch? Football
Favorite sports team? Dallas Cowboys
One word description of yourself? Thoughtful ■
www.agrrmag.com

Engaged in
Windshield Repair?
Want to Make More
Profit in the Repair?
Then join the National Windshield Repair Association
and take advantage of these fine services:
• Benchmark Studies
• Repair First Marketing Programs
• Customer Lead Referral System
• Customer Marketing Programs

• Annual Conference
• Consumer Website
• Monthly Newsletter
• Technical Help

and much more ... for only $150* a year, you can
maximize your profit from repair.

www.nwrassn.org
To join the NWRA or to find out more about the association,
please complete the following information and
fax to 540/720-3470 or visit www.nwrassn.org.

[ ] Yes, I’d like to become a member.
Please call and sign me up.
[ ] Maybe, please contact me.

* For retailers.

Be sure
to
out the check
NWRA’s
new we
bsite at
www.n
wrassn
.org
or call 5
40
/720-74
84

Name: ____________________________________________ Title:_______________
Company: _____________________________________________________________
Address: _______________________________________________________________
City: ____________________________________State: _____ Zip: ________________
Phone: _____________________________ Fax:_____________________________
E-mail:_______________________
To learn more about NWRA’s new services,
please check the following box.
Yes, I’d like to learn more about
NWRA’s new services.
TM

Feeling Minnesota
AGRSS Holds First-Ever Consumer Education Program in Rochester, Minn.
by Penny Stacey

I

nsurance agents and local dignitaries came together at the
Rochester International Convention Center in Rochester, Minn.,
on August 8 to learn about auto glass
safety from several members of the
Auto Glass Replacement Safety Standard (AGRSS) Council, the Minnesota
Glass Association (MGA) and other industry members. While many insurance agents who came out received
continuing education credits for their
participation, many of them, along
with the locals who attended, came
purely for education; some of those in
attendance were local politicians,
such as Sen. David Senjem and Rep.
Kim Norton. In a group totaling more
than 150, also present were several
members of the Rochester City Council, the Olmstead County Commissioners, Paul Wilson and Dave Perkins,
and Rochester Chamber of Commerce
vice president John Eckerman.

The day was divided into two segments; the morning focused on the
insurance agent community, while
the afternoon provided information
for the local politicians and
dignitaries.

Insurance Talk

Mike Schmaltz, executive director
of the MGA, opened the daylong
event.
“We promote consumer awareness, and it is in keeping with that that
we have joined AGRSS in putting together this program,” Schmaltz said.
“We share safe installations as our primary goal.”
Carl Tompkins, western sales manager for the Sika Corp. and chair of
the AGRSS credentialing committee,
then took the podium to share several
tips with agents on making certain
their policyholders are receiving safe
installations.
First, he advised
them to make sure
that the glass shops
in their areas (and
those their policyholders wish to use)
employ
certified
technicians.
“... [U]se shops
that can show you in
writing that their
techs are trained
and
certified,”
Tompkins said.
Next, he advised
agents to make certain glass shops are
conducting pre-inspections of the vehicles on which they
work.
“If there’s anything wrong with
Kyle Stevers of the Minnesota State Patrol provides a the car, the insurance industry and
rollover demonstration.
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AGRSS want that glass shop to tell the
customer about it,” he added.
Jon Fransway, brother of Jeanne
Fransway, who was killed in 1999 after
the windshield of the car she was driving in wasn’t properly secured, also
spoke. Jon works as a State Farm
agent in Minnesota and shared his
story with attendees.
“It’s not the people who are here
today that I’m worried about—it’s the
people who aren’t here,” he said. “We
really need to make a difference and
we need to endorse things that make
a difference.”
That afternoon, attendees ventured outside for demonstrations by
Mitch Becker of ABRA Auto Body &
Glass and Kyle Stevers of the Minnesota State Patrol. Becker provided a
brief overview of airbag safety, and
then conducted a demonstration of
an airbag activation.
Stevers provided a rollover demo,
showing how bodies in a vehicle react,
both belted and seatbelted in a
rollover situation. He reminded the
group that if one person in a vehicle
doesn’t wear a seatbelt, that person is
endangering the others in the vehicle—as likely he will roll around the
vehicle in the event of a rollover and
may strike the others in the car.

Q&A
After hearing the many discussions
of auto glass installation safety, many
audience members had questions.
One of these was, “How do you
know if a used car is safe?”
Bob Beranek, president of Automotive Glass Consultants and chair of the
AGRSS auditing committee, advised
that unfortunately you can’t always
tell.
“The only assurance you have is to
have it re-done by a respectable glass
shop,” he said.
Another question was one that

www.agrrmag.com

came up at the recent Independents’
Days Conference—who should be responsible for rust or corrosion when
it’s discovered? (See page 32 for an indepth look at this issue.)
“There’s a good chance [the shop]
may look to the insurance company,
who recommended the [previous]
glass shop,” Beranek said. “Many times
it’s been caused by a previous install.”
Tompkins added, “Nothing sticks
to corrosion.”
Cindy Ketcherside, president of JC
Glass in Phoenix and chair of the
AGRSS Council, also reminded the audience that rust and corrosion are
safety issues.
“Not only do you have the problem
on the corrosion end of it, you have
the problem of saving a life,” she said.
Another agent was concerned
about how to handle rock chips. After
explaining some tips for making sure
the repair is done in a timely manner,
Beranek requested that agents keep in
mind that when their customers’
windshields are repaired, the chip still
may be visible.
“Please don’t over-promise,” Beranek said. “Depending on the type
of chip, it will still be visible to the
customer.”

Local Legends
After a networking lunch to give the
agents in attendance a chance to ask
questions and get to know some of
the local shops and speakers who
were also in attendance, they headed
back to work, while the organizers of
the day’s events prepped for an afternoon of more education. The afternoon’s event was focused on
providing consumer education that
those in attendance could share with
their constituents.
Tompkins recited words spoken by
consumer advocate Ralph Nader at
the 2005 AGRSS Conference when ex-
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Carl Tompkins, AGRSS credentialing chair, explains the technology of a
windshield replacement to insurance agents.
plaining why the group chose to
launch its Consumer Awareness Program (CAP).
“Ralph Nader said something we’ve
never forgotten, ‘You will never …
make a difference if you don’t bring
your message to each community,’“
he said.
The group focused on explaining
the liability involved in windshield installations and the cost that is incurred when a windshield isn’t
installed correctly.
“AGRSS is here to stay, AGRSS is
here to serve and it’s here to make a
difference in your life today,” Tompkins told the audience.
Ketcherside also took the stage to
explain what kind of assistance the
group in attendance could provide
with this cause.
“The people you serve, they don’t
know [that the windshield is a safety
device],” she said. “You’re the ones
that are going to be there … holding
them, watching the tears, because a
safety device didn’t work.”

Looking to the Future
Overall, Schmaltz, who spearheaded
the event, said it was successful.
“A lot of hard work on the part of
AGRSS leadership, local glass partners
and the Minnesota Glass Association
made this event a success,” Schmaltz
said. “Our goal was to increase community awareness with the CAP program—we did that. Rochester citizens
will be safer as a result of the work
that went into the program.”
Schmaltz added, however, that his
many visits with Rochester locals
prior to the event were helpful as well.
“We tend to focus on the activities
that occurred on the day of the event;
standing alone, it was a success,” he
said, “but you have to keep in mind the
work in the weeks leading up to it, including the countless visits with agents,
community leaders and government
agencies; this work established the
AGRSS message anew.”
■

◗

Penny Stacey is the editor of AGRR
magazine/glassBYTEs.com™.
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Joseph Gold, left, and Martin
Bobinger, right, have steered
Gold Glass Group into the
part-specific moulding sector.

Trends in Mouldings
Overseas, Underside and Universal
by Charles Cumpston

C

hina has influenced many
segments of the American
economy over the past five
years. So, it’s no surprise to
see the world’s largest country wield
influence on auto glass mouldings.
And that’s just one trend moulding
industry executives see. More mouldings are being used on the underside of
the glass and the product mix is changing as the industry continues to evolve.
“Like anyone in the automotive industry, moulding suppliers must balance increased costs of doing
business with competitive pressures
to maintain prices,” says James Jordan, sales for Precision Replacement
Parts in Monroe, Wash. “By observing
the glass industry over the past seven
to ten years, we understand that, as
global competition increases, we
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must increase productivity and reduce costs through innovations in design and processes.”

Foreign Effects
In some cases, outside influence on
the American moulding market is
nothing new. Take, for example,
mouldings designed for specific applications and also used by technicians in the field. “This sector
traditionally has been dominated by
overseas manufacturers due to the
high labor costs associated with partspecific mouldings,” says Joseph
Gold, vice president/owner of Gold
Glass Group in Bohemia, N.Y. “While
these parts have been sold under U.S.
brand names, the country of origin
has and will most likely continue to be
somewhere in Asia. Part-specific

moulding prices have also decreased
[over time] although there has been
an attempt to add value with the introduction of variable extrusion or
rain channel mouldings.”
While Brad Gross, senior account
and product development manager at
Creative Extruded Products of Tipp
City, Ohio, thinks foreign mouldings
may be of lower quality, he still sees
them influencing the market. “In the
aftermarket, a lot of mouldings are
coming in from overseas, mainly
China,” says Gross.
But foreign manufacturers aren’t
tapping into every aspect of the
mouldings
business.
Universal
mouldings, which are packaged in
bulk rolls and used by technicians in
the field, are one area in which foreign
manufacturers seek growth.
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“While overseas manufacturers are
diligently trying to enter this sector, a
majority of universal mouldings in
the U.S. are still made in America,”
Gold says. “This is because making
universal mouldings is not very laborintensive.”
But even when overseas producers
aren’t securing the business they’d
like, they still have influence.
“While overseas manufactures
have had limited success with respect
to market penetration, they have been
quite successful in bringing universal
moulding prices down,” Gold says.
However, despite claims by many
that universal mouldings are made
primarily in the United States, Edwards Lin, general manager of Taiwan-based Yih-Tair Industrial Inc.,
says universal mouldings currently
are its number-one product offering.
“We call it an innovation,” says Lin,
who is based in San Antonio at the
company’s United States branch.

Underside Applications

derside application where the tape is
on the #4 surface.”
For the latter, Gross says, you need
a universal moulding to repair this
type of glass. In general, Gross says
the universal segment of the market
has stabilized. “Universal is not growing or shrinking at a rapid rate. It is
stable,” Gross says.
“It is unclear how big the market
will be for underside mouldings,”
Gross says.
Gross calls it a very competitive
marketplace. “Prices are stable if not
coming down slightly,” he says, citing foreign competition as the
biggest factor in the pricing situation. “We have to do what we can to
be competitive.”
Lin adds that Yih-Tair has also
branched into underside mouldings.
“A lot of customers use that type of
moulding,” adds Lin. The underside
moulding that he finds is most popular is made of chrome.
“It’s more flexible and weather-resistant,” Lin says.

While international competitors
can influence the moulding industry, The Product Mix
auto manufacturers still may have the
While the product mix from mouldbiggest effect. Their designs can de- ing manufacturers has not necessarily
termine which mouldings are popu- changed, the breadth of offerings conlar. Case in point: The rise of tinues to grow. “Although there has
underside applications.
been consolidation, most existing sup“On the OE side, the market
pliers have broadened their prodis going in the direction
uct lines so the free market
of underside applicaeconomy in the mouldtions,” Gross says.
ings industry contin“We’re seeing a
ues to thrive,”
lot of underside
Jordan says.
application
Jordan
has
from the vehidefinitely seen
cle manufacthis trend. “For
turers and it’s
example, due to
in three forms:
our merger with
There [are] PAAS
Auto Glass Com(pre-applied adponents, Precision
hesive
systems),
now offers sideview
which we are seeing
mirrors to our cusless, the moulding
tomers,”
Jordan
extruded on the Creative Extruded markets its says. “We continue
glass, which is like FlexiTrim universal moulding in to look for ways to
PAAS, and the un- the United States and Canada.
be more valuable to
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Precision Replacement Parts offers an
extensive line of mouldings, along
with other parts, such as sideview
mirrors, for its customers.
our customers with a broad range of
products and innovative solutions to
make their businesses more efficient
and profitable.”
Gross points out that Creative is
putting significant emphasis on its
universal moulding line. “We have
done new packaging and have
streamlined our distribution,” he says.
Gold points out that for years his
company focused on the universal
moulding segment of the market and
a few years ago entered the industrial
moulding market.
“This year,” he says, “Gold Glass
entered the part-specific moulding
sector with a bang.”
Gold recently introduced more
than 500 new mouldings.
For Yih-Tair, in addition to expanding the company’s product line, expanding its packaging options has also
been a successful move. The company
just added a universal moulding package to its line that allows customers to
dispense the mouldings from a small
box, as opposed to its previous bulkier
packaging.
“It’s easy for the customer to carry
around and to put on the truck,” Lin
says.
■

◗

Charles Cumpston is a contributing
editor for AGRR magazine/
glassBYTEs.com™.
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Under

Attack

T

he windshield repair industry
suffered what many consider
an assault in early August,
when the National Windshield Repair Association (NWRA) issued an alert to its membership that it
has learned that the Society of Automotive Engineers (SAE) is working on a
new updated Z26 standard that may require all “modifications” (including re-

pairs and replacements) to original factory-installed glass be marked on the
glass so as to catalogue all alterations.
The updated standard, Z26.1, is
being developed through its SAE/ANSI
Z26.1 Automotive Safety Glazing Committee. According to sources familiar
with the original proposed language,
one of the proposals being considered
calls for the cataloguing of repairs and

f ocu s

on

REPAIR

Repair Industry Deals with Possible Affront

“ To c r e a t e a r u l e
that forces us to
put a mark on the
windshield defeats
the cosmetic
purpose of
w i n d s h i e l d r e p a i r. ”
— Pa u l S y f ko , N W R A
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replacements, which could be tracked
by etching a trademark directly onto
the glass surface and could provide information about the type of modification and the person or company that
modified the glass.

What’s the Problem?
While little may be known about
the actual standard under consideration (at press time it had not been released for public comment), repair
companies fear that, if passed, it
could have some serious ramifications for their work.
Paul Syfko, president of the NWRA
and president of Glass Medic America
in Westergate, Ohio, notes that the
process itself could take away from
both repair and replacement shops’
already-low margins.
“It would be an additional hardship
in an industry where profits keep
shrinking,” he says.
And are repair companies as concerned as the NWRA leadership about
this possibility?
“The NWRA membership is either
completely outraged at the idea or patiently waiting to see the proposed
standard,” Syfko says. “Remember,
our business is to mitigate auto glass
damages as much as possible. When
repair is appropriate, we provide a
cost-effective alternative to replacement. To create a rule that forces us to
put a mark on the windshield defeats
the cosmetic purpose of windshield
repair.”
Ian Graham of Windshield Solutions in Cloverdale, Va., says that
from a cosmetic standpoint, most
customers would not be in favor of
marking
repaired
windshields
either.
“Some windshields have three to

www.agrrmag.com

What the NWRA Has Done
Since the National Windshield Repair Association
(NWRA) learned of the possible update to the Z26.1 standard in late August, it
has made countless efforts to learn more and protect its members.
The group notified its members as soon as it learned the Standard, currently
is monitoring the activities of the American National Standards Institute (ANSI)
for the standard to be submitted for public comment, has hired a consultant to
follow the work of the committee and many of its members have tried to gain
seats on the committee. The NWRA also contacted Z26.1 committee chair John
Turnbull regarding its concerns, along with the ANSI attorney, expressing its concerns with the process by which the standard is being developed.
❙❙➤ www.nwrassn.org
TM

five repairs over their lifetime,” he says.
“I don’t know too many people who
would want five etchings going across
the bottom of their windshields.”
Ken Spero of Chip ‘n Crack WSR in
Richmond, Va., says in his time in the
industry, this is just another stumbling block he’s seen appear.
“There is no surprise in this,”
Spero says. “It’s same-old, same-old,
as it’s always been—it’s been an uphill battle since I’ve been in this
business.”

The Proponents
Some proponents of the updated
standard believe it will prevent issues
with salvage glass being used inappropriately in windshield replacements.
Similarly, one glass industry
source familiar with the committee’s
work, who wished to remain anonymous for fear of reprisals, says that,
just as the glass installed into the
windshield should be marked as to
who manufactured the glass, it only
makes sense that repairs and replacements should be noted also. In
addition, the source says this would
provide more information in the
event of an accident involving a
windshield as to what had been
done to the glass.
“If [the repair community is] going
to claim that no one’s ever gone
through a repaired windshield, how
do you know that?” asks the source.
Many replacement technicians
also can see value in the etching
requirement.
Karl Anderson of Anderson’s Auto
Glass in Williston, Vt., for example, has
lots of experience with marking his
work.
“I have been etching my logo into
every windshield I replace,” he says. “I
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have been [doing so] for the last 10 or
so years.”
He says the advantage to him is
that it takes the guesswork out of warranty issues.
“[I can say] ‘yes, that is my windshield’ or ‘nope, it has been replaced
since I did the job’—and it helps to see
how the work is standing up in later
replacements.”
Corey Hemperley, operations manager of Windshield Doctor in
Pocatello, Idaho, agrees that he also
can see benefits to the possible windshield-etching requirement.
“How many times do you see a
leaking or failing windshield and the
customer bought it used with no way
to find out who performed the service?” he asks. “It is truly terrifying just
how at-risk the American driving public is and how little they can actually
do about it. Even in an accident the
emergency or investigative personnel
have little to go on if the windshield
retention fails.”
John Turnbull, who chairs the SAE
committee on Automotive Glazing,
could not be reached for comment.

The Future
As for the NWRA, right now its goal
is just to get involved in the development of the standard.
“We are actively trying to engage the
SAE into a dialogue that will allow us a
seat at the table,” Syfko says. “Any repair

standard that does not include the repair industry in deliberations prior to
its creation has no merit or weight.
There are questions to be answered.
Why do we need to trademark the repair? Have there been recorded incidents where the originator of a repair
needs to be identified? Are these incidents on the rise? Why would you need
to know the information of a repair
technician?”
He adds that most standards develop from a need—but the association has yet to see the need for this
one.
“This standard is asking us to do
something that has never been
needed,” Syfko says. “Standards exist
to create proper universally accepted
procedures within an industry to fulfill specific needs. From what we
know, this draft standard is not universally accepted or needed.”
The NWRA has a seminar about the
possible windshield-etching requirement planned for its annual conference, which will be held November 1
at the Mandalay Bay Convention Center in Las Vegas.
“We plan to tell members what we
know,” Syfko says. “If this standard is
submitted as one draft reads, it could
destroy our industry. We look forward
to getting members’ input as well.” ■

◗

Penny Stacey is the editor of AGRR
magazine/glassBYTEs.com™.
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Battling From A-Z
EOPLE OFTEN WONDER JUST that it is noticeable to the vehicle What We’re Doing About It
what associations do. The two owner and others who view the car.
As soon as the NWRA was made
It is believed that manufacturers aware of the potential threat to the
most frequently asked questions we get are “What can (or will) of laminated glass are the most em- industry, association leadership
the NWRA do for me?” and “What phatic promoters of the proposed started taking an active roll to protect
does the NWRA do?” Generally, rep- new language in favor of marking the collective interest of the industry.
resentatives will say that our primary windshield repairs.
We have contacted the chairperson
goal is to build the industry from
of the SAE ANSI Z26.1 Autothe inside out—provide support
motive Safety Glazing Com“NWRA has learned
and networking opportunities
mittee directly to request not
that the new draft
for our members and, in turn,
only information but also repstandard would
help educate the public about
resentation in the standard’s
the benefits of repair. However,
writing process.
require any and all
our job goes beyond that. We also
We currently are waiting for
modifications made
work to protect the interests of
a response from the committo vehicle glass—
the industry from outside factors
tee, but have made our conthat may threaten the livelihood
cerns known to the ANSI and
including windshield
of our members, either intenSAE counsels as well.
repairs—be marked
tionally or not.
The process of creating or
in such a way that
NWRA staff members logged
changing an ANSI standard is a
many hours and frequent flyer
relatively lengthy one and by
it is noticeable to the
miles traveling to Connecticut
design is supposed to be public
v e h i c l e o w n e r a n d o t h e r s and transparent. The initial dewhen that state was mulling over
w h o v i e w t h e c a r. ”
the issue of licensing to ensure
liberations of this standard
that the repair industry was adehave been relatively private.
quately represented and its status
Unfortunately, deliberations on That indicates to the NWRA that we
protected. Now we’re faced with the proposed Standard have been very well might be fighting an uphill
what could be a very serious threat to closed, thus preventing the NWRA battle for recognition and to gain parhow we do business.
leadership from obtaining informa- ticipation. The NWRA represents the
tion as to what the Standard would experts of the repair industry. The cremean for work performed on the ation of a standard that concerns reThe Concern
The Society of Automotive Engi- windshield. From what we have been pair must include our voice and the
neers (SAE) ANSI Z26.1 Automotive able to ascertain so far, even individ- voices of those we represent. We will
Safety Glazing Committee currently ual windshield repairs would have to continue to be proactive in this matter
is working on the resubmission of an be marked—and that mark would in hopes of keeping our industry alive
ANSI standard about automotive need to be made in a visible location and competitive and NWRA members
glazing. This Z26.1 standard, as it is and include information about the will receive frequent updates about
■
called, governs the use of glazing company making the repair. It doesn’t this important development.
take much to see the threat that presproducts in vehicles.
NWRA has learned that the new ents to the industry. Not many conPaul Syfko is president of Glass Medic
draft standard may require any sumers will be receptive to having
America in Westergate, Ohio, and
and all modifications made to ve- what we consider routine repairs serves as president of the NWRA. Mr. Syfko’s
hicle glass—including windshield done if it comes with a noticeable opinions are solely his own and not necesrepairs—be marked in such a way marking on the windshield.
sarily those of this magazine.

P
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Work on ROLAGS Expands

T

HE COMMITTEE FOR THE
Repair of Laminated Auto Glass
Standard (ROLAGS) now is
working to develop a standard for
windshield repair resins. In light of this
development, Keith Beveridge, chair of
the product performance subcommittee and senior vice president for the
Savage, Minn.-based NOVUS, took
some time to answer a few questions
from AGRR magazine about the development of the new standard.

AGRR: What type of resin standard
is ROLAGS working to develop?
KB: The mission of the product performance subcommittee would be to
replace at least part (if not all) of Section 11 of the current ROLAGS standard. Section 11 references the test
procedures used in the Australian/New
Zealand windshield repair standard
(AS/NZS 2366.2:1999). We would like
to replace this reference with new
North American product perform-

PROGRAMS
Glass Technology Develops
Repair Networks, Offers Warranties
Durango, Colo.-based Glass Technology
Inc. has announced that it has a new
windshield repair assurance program
(WRAP). The program consists of a national windshield repair network that utilizes the Repair of Laminated Auto Glass
Standard (ROLAGS) to offer repairs, along
with Glass Technology’s equipment. Glass
Technology will warrant the network repairs with technicians using the ROLAGS
standard as a guideline for all chip repairs. The company says to join the network, shops can do so via its website and
no fee is required.
Glass Technology says every member
of the network will be able to offer a
lifetime guarantee for its repairs, as
long as they’re performed using ROLAGS Glass Technology’s Wanstrath
guidelines and the warranty will be pro- traveled to Malaysia to teach
vided by Glass Technology itself. This repair technicians.
service will be offered at no cost to the
participating technicians, according to the company.
In addition, the company’s president, Kerry Wanstrath, recently spent 10 days in
Malaysia teaching technicians about windshield repair. The company says it has a
new distributor that distributes to most of Malaysia’s 300 body shops.
“This is all new to this part of the world,” says Wanstrath. “They are where we
were 25 years ago.”
Wanstrath trained more than 30 body shops during his 10-day stay and says repair is becoming popular already in the country due to the reduced costs.
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ance requirements
and/or testing procedures. This standard will likely be
for both chip and
crack repairs.
AGRR: Is the
plan to submit it to
the American Na- Keith Beveridge
tional Standards
Institute (ANSI) also?
KB: This is a decision of the ROLAGS
Committee. They can reject, amend or
accept the Product Performance subcommittee’s recommendation. I would
expect that the most likely scenario will
be [that] the product performance
subcommittee recommends a Part 2 to
the ROLAGS standard (as AGRSS [the
Automotive Replacement Safety Standards Committee] has done).
AGRR: What types of characteristics
of resins will the standard address?
KB: It is too early to tell because the
product performance subcommittee
is trying to start at the beginning and
decide what is relevant and what is
not. I imagine we will be looking at adhesion, color, clarity, effects of weathering, abrasion resistance, etc.
AGRR: Is there an expected date of
completion for the standard?
KB: It is too early to tell as the product performance subcommittee has
only had one meeting. However, I expect this will take at least 18 months depending upon how many meetings we
will need to finish our recommendation and then answer any questions of
the full ROLAGS committee. It will then
need to follow the ANSI approval
process, which takes something like
one year by the time you go to public
comments, answer comments and
send out any changes for additional
public comments (as/if applicable). ■
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AGRR Now Available

In Digital Format
Welcome to the latest
service from AGRR magazine
• An electronic version of AGRR
delivered right to you via e-mail
• Perfect for on-the-road reference
• Ideal for international subscribers
• Receive your issue prior to print subscribers
• Bonus material: additional and extended stories
• Searchable index

The first digital issue
of AGRR magazine is
available to view at
Auto Glass Week™ and will
be available online at
www.agrrmag.com

Visit Booth E9126 at Auto Glass Expo@NACE
and see the new digital issues from AGRR!

the

THE SPECTRUM

showroom

new products

TM
TM

ORR AA
W
W FFO
O
N
O
L
N
L
L
A
L
R!!
C
CA ALL O
OFFFFEER
I
A
I
C
E
C
SSPPE

°TPSSPVUZ\JJLZZM\SYLWHPYZ
°>9(7@V\YYLWHPYZN\HYHU[LLK

°3PML[PTL^HYYHU[`
-HZ[LMMLJ[P]LYLWHPYZ
0UUV]H[VYZVMKY`]HJ\\T790:4[LJOUVSVN`

800-441-4527 • www.gtglass.com
¬7XUQHU'ULYH'XUDQJR&2VDOHV#JWJODVVFRP

PRIMERS
SRP® Totalseal Announces
New Auto Glass Primer
Shat R Proof Corp. (SRP) has introduced the new SRP7050 One-Step
Glass Primer for use with SRP Totalseal auto glass adhesives. The
SRP7050 is a one-step black-out
glass primer designed to promote
adhesion between the urethane
and the glass, the company says.
“The SRP7050 will be a great addition to our existing product line,”
says Steve Alsop, Midwest U.S. sales
manager for SRP. “This new product
will block 100 percent of UV rays
and will stay active on the glass for
eight hours.”
The SRP7050 Glass Primer will
work with all SRP Totalseal adhesives.
❙❙➤ www.shatrproof.com
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TOOLS
Glass Bot™ Available for
Easy Glass Removal
Nelson Marketing in Garden Valley, Calif., has brought a new tool for
removing windshields to the
market. The company says its
“Glass Bot” removes strain,
relieves the weight of using a
heavy power tool and doesn’t
break the glass: the Glass Bot.
The Glass Bot kit includes the tool itself, a
remote control with a
4-prong connector, a
16- by 12-inch LDPE
guide sheet/dash protector, 164-foot hightensile-strength
(HTS)
wire, safety glasses, instructions
and a custom carrying case.
The system is attached to the windshield via vacuum cup
and HTS wire is then threaded around the windshield, using
specific instructions from the company, and utilizes an electrical process that involves rotating the Glass Bot on the glass
until the windshield is removed.
❙❙➤ http://www.deltanine.com/GlassBot.html
■
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Off

theLine

oem news from detroit

GM to Outsource Glass?

D

ESPITE A REPORT FROM
Ward’s Automotive in its June
2007 issue that General Motors Corp. is considering outsourcing
its windshield production from Asian
manufacturers, Deborah Silverman,
manager of GM global purchasing
and supply chain communications,
says the auto manufacturer is reviewing a number of factors surrounding
this possibility.
“At GM, we purchase commodities
on a best total-landed cost basis,” she
says. “That means we look at the total
cost of delivering a part to the manufacturing site, including logistics.
When evaluating the cost of purchasing windshields from Asia, logistics
becomes an important factor, but remains just one factor in evaluating the
total landed cost.”
Silverman said she could not com-

ment on what suppliers the company
might utilize, should it make the move
to Asian suppliers.
“For competitive reasons, we don’t
disclose the specifics of which suppliers we are considering for future business,” she says.
As for possible cost savings, she
notes that this would be determined by a number of
factors.
“[The question of cost
savings] is difficult to
answer given all of
the dynamics that
go into our sourcing
decisions,” Silverman says. “Regarding
windshields,
while Chinese manufacturers, for example, are about 10 percent

PPG and iGlass Collaborate on
Dimmable Automotive Sunroofs
Pittsburgh-based PPG Industries and iGlass Projects Pty. Ltd. of Australia have
have signed an agreement to develop and commercialize dimmable glazing for automotive sunroofs.
The glazing comprises iGlass polymer dispersed liquid crystal (PDLC) switchable thin film, that offers rapid light transmission switching and optical clarity,
sandwiched between two plies of special PPG glass.
“This new glass product offers drivers the capability to switch electrically from
a clear transparent view to an opaque surface, providing privacy and sun protection to occupants and objects within the vehicle,” says Dick Heilman, PPG strategic marketing director for automotive glass. “By combining the iGlass switchable
film with Sungate or GL-20 solar control glass by PPG, we have created an attractive product for the automotive market.”
PPG will market the glass for sunroof applications in new vehicles as well as the
aftermarket, but it also can be used in glazing areas such as rear quarter-windows
or rear truck windows, Heilman says.
“We are very excited about working with PPG to introduce this technology to
the automotive sunroof market,” says Johnny Pak, chief executive officer, iGlass.
“We have already had success with thin film use for switchable architectural glass
products, in commercial and residential windows as well as interior room partition
walls, and we look forward to expanding its applications.”
❙❙➤ www.ppg.com or www.iglass.biz
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below North American suppliers, the
U.S. supply base in automotive glass is
becoming more competitive.”
Location also comes into play.
“Remember, we source for GM’s
manufacturing facilities around the
world, so we are sourcing both for domestic operations in countries where
we build cars and trucks as well as for

It has been rumored in recent months
that GM, which makes the Chevrolet
S-10 shown here, is considering
outsourcing windshield production
from Asian sources.
export, when it makes sense,” she
says. “Our first priority is to source for
domestic production. It’s not as simple as sourcing from Asia for North
American production.”
While the outsourcing of windshields currently is only a consideration, Silverman adds that the company
also is looking at outsourcing a number of other products from Asia.
“Asia is a good source for a number
of vehicle components, but specifically electronics and emblems/decals
(sun visors, door handles, etc.),” she
says.
■

Do you have OEM news you
wish to submit to AGRR? Please
e-mail pstacey@glass.com.
October 2007 AGRR
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industry insiders
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NEW HIRES
SRP Announces New Inside Sales
Representative and Sales Administrator
Shat R Proof Corp. (SRP) has hired Tammy Ritchie as the
new inside sales representative for SRP Surface Restoration
Products and Kimberly Peterson as sales administrator.
Prior to joining SRP, Ritchie held various sales and customer service positions with Sager Electronics, A&E Products
and most recently Sealed Air Corp.
Ritchie will be part of the SRP inside sales team that is responsible for the sales and support of the SRP Glass Restoration and SRP Surface WizardTM Systems as well as
SRP/NOVUS Plastic Polishes.
Peterson comes to SRP with an extensive customer service and administrative services background, mainly with financial services companies in the greater Twin Cities area.
Her most recent position was with the Gibraltar Title Agency
in Edina, Minn. Peterson will be part of the SRP sales team
that is responsible for the sales and support of SRP Totalseal
auto glass adhesives and accessories, SRP Glass Restoration
and SRP Surface Wizard™ Systems, as well as SRP/NOVUS
Plastic Polishes.

BIRTHS
O’Leary Gives
Birth to Baby Boy
Brigid O’Leary, former editor of AGRR
magazine and the glassBYTEs.com™
newsletter, gave birth to a 6-pound, 13ounce baby boy on Friday, September 14. Warrick
Warrick Anthony is the first child for Anthony
O’Leary and her husband, David, who will celebrate their second wedding anniversary in October.
Following her maternity leave, O’Leary will continue to work
for Key Communications as a contributing writer.

DWM Publisher Gives
Birth to Third Child
Tara Taffera, the editor and publisher of
DWM, AGRR’s sister publication, and her husband, Cory, welcomed their third child, Gianna
Grace, into the world on Saturday, May 5. She
weighed 9 pounds, 8 ounces, and was 22
Gianna Grace inches long at birth.
Taffera also serves as vice president of editorial services for DWM’s parent company, Key Communications
Inc. in Stafford, Va. She is a former editor of AGRR.
The Tafferas have two other daughters, Isabella, 7, and
Sophia, 4.
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Glass Doctor® Announces
New Corporate Team Members
Waco, Texas-based Glass Doctor has added three corporate team members in franchise sales, technical training and franchise support.
Frank Levesque is Glass Doctor’s new technical
trainer and franchise systems manager based in Austin,
Texas. Levesque will focus on delivering flat glass training
for commercial and residential glass installation and repair. This is Levesque’s
second stint with Glass Doctor, having
served as a franchise systems manager
from 1999 to 2001. He returns to Glass
Doctor from Reid Manufacturing, where
he was a national account manager. In
addition, from 1988 to 1993, Levesque Frank
was safety and training director for Port- Levesque
land Glass®, Glass Doctor’s sister company in The Dwyer Group®.
Jay Vahle joins Glass Doctor as a franchise systems
manager based in Minneapolis, Minn. Vahle returns to
the glass services business after three years as a real estate manager. Prior to that, Vahle was
safety manager for Harmon AutoGlass
for three years and a Harmon store
manager from 1987 through 2001. Vahle
started his glass career as a glazier in
1983.
Andy Mathis joins Glass Doctor as a
franchise development director focusJay Vahle
ing on the Northeast United States territory. A graduate of Baylor University, Mathis has more
than 25 years of experience in the financial services
industry.

APPOINTMENTS
Robinson Promoted to VP at Marcy
David W. Robinson has been promoted to the position
of vice president for Marcy Adhesive Tapes in Columbus,
Ohio.
Robinson, who previously served as marketing director, will now assume all marketing responsibilities for domestic and international sales, as well as shared
responsibility for new product development.
“This expansion of my responsibilities allows me to
focus more on the things that greatly interest me—strategic direction of the company, broader branding issues
and, most importantly, development of new products
that address the unique needs of the auto glass industry,”
Robinson says. “I love creating useful things, and my
work at Marcy allows that.”
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“Time is Money”

Introducing Super Cinch

Easy to
Learn
CRL Promotes Mark Mitchell
to Branch Manager

Easy to Use

Los Angeles-based C.R. Laurence Co. Inc. (CRL) has
promoted Mark Mitchell to the position of branch manager of CRL’s Seattle area office in Kent, Wash. Previously, Mitchell served as assistant
branch manager of the company’s San
Francisco-area office in Union City,
Calif.
Mitchell began his career at CRL at
the company’s Chicago location in
1976. He moved to the company’s corMark Mitchell porate headquarters in Los Angeles to
work in the customer service department three years later. In 1988, Mitchell was part of the
original team that opened the Union City location, and
he has served as assistant branch manager there since
that time.
“Mark brings over 31 years of experience at the company to his new position, and we’re confident he will do
an excellent job leading this branch,” says Lloyd Talbert,
president of CRL.
■

Patented

Windshield
Repair is
A Super
Cinch

•

Super Cinch makes star breaks disappear easily
and quickly!

•

Removes air and moisture first, producing quick
high quality repairs, super fast stars, vertical and
edge repair. Only tool that can isolate vacuum and
damage & inject without breaking vacuum.

•

Super Cinch is easier than ever with repair quality
that is the envy of the industry. No other tool
comes close.

Glass Pro Systems’ guarantee: “Super Cinch will easily
outperform your current system or your money back!
Best value of any glass tool on the market. Super Cinch
is four to five times faster than conventional systems!”

Lucien Bollanger, Walt Gorman’s primary technician,
endorses the product. He says it’s the best system he’s ever
used! (Quality is outstanding!)
Give your business the superior edge ... Super Cinch
www.SuperCinch.com or call 1-608-558-1375.

Proudly made in the USA. Setting a new standard in quality.
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J YES J NO

J

CHECK HERE TO ALSO SUBSCRIBE TO THE
FREE DAILY glassBYTEsTM E-MAIL NEWSLETTER.

J 50-99 F J 100+

4. Please check all organizations you are a part of:
A J IGA

B J NWRA

C J NGA

D J None

Subscriptions are free to all qualified recipients at U.S. addresses. Addresses outside the U.S. please add $45 per year for surface mail or $160 per year air mail.
By checking yes and signing this form, I also agree to allow publisher to contact me via fax and/or telephone in the future.

PLEASE COMPLETE THIS ENTIRE FORM AND FAX IT TO 630/482-3003
www.agrrmag.com
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on the road
calendar of events

D A Y /

P L A N N E R

October 30 - November 2, 2007
SEMA Show 2007
Sponsored by the Specialty
Equipment Market Association (SEMA).
Las Vegas Convention Center.
Las Vegas, Nev.
Contact: SEMA at 909/396-0289
or visit www.semashow.com
October 31 - November 1, 2007
Third Annual AGRSS Conference
Sponsored by the Auto Glass Replacement
Safety Standard (AGRSS) Council.
Mandalay Bay Convention Center.
Las Vegas, Nev.
Contact: Show management at 540/720-5584
or visit www.agrss.com/conference.php
October 31 - November 3, 2007
NACE Expo
Sponsored by the
Automotive Service Association.
Mandalay Bay Convention Center.
Las Vegas, Nev.
Contact: Show organizers at 888/529-1641
or visit www.naceexpo.com
November 1, 2007
Second Annual Walt Gorman
Memorial Windshield Repair Olympics
Co-sponsored by the
National Windshield Repair Association
(NWRA) and AGRR magazine.
Mandalay Bay Convention Center.
Las Vegas, Nev.
Contact: AGRR magazine at 540/720-5584
or visit www.repairolympics.com
November 2 - 3, 2007
IGA Fall Conference
Sponsored by the
Independent Glass Association (IGA).
Mandalay Bay Convention Center.
Las Vegas, Nev.
Contact: IGA at 540/720-7484
or visit www.iga.com
November 2, 2007
NWRA Annual Conference
Sponsored by the NWRA.
Mandalay Bay Convention Center.
Las Vegas, Nev.
Contact: NWRA at 540/720-7484
or visit www.nrwassn.org
November 2 - 3, 2007
Third Annual Auto Glass Technician Olympics
Co-sponsored by the IGA
and AGRR magazine.
Mandalay Bay Convention Center.
Las Vegas, Nev.
Contact: AGRR magazine at 540/720-5584
or visit www.autoglassolympics.com
February 12 - 14, 2008
National Auto Glass Conference
Sponsored by the National
Glass Association (NGA).
JW Marriott Starr Pass Resort.
Tucson, Ariz.
Contact: NGA at 866/342-5642
■
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IGA Annual
Convention and
Spring Auto Glass Show™
It’s a Wise Move
When You Exhibit
Attend
2008 IGA Annual Convention and
Spring Auto Glass Show™ co-located
with the Americas’ Glass Showcase™

May 1-3, 2008
Cashman Center
Host Hotel: Golden Nugget Hotel & Casino
Las Vegas, Nev.
www.iga.org
Sponsored by the Independent Glass
Association in cooperation with Americas
Glass Association and sales by AGRR magazine.

"Lighting the way to a better future."
®

INDEPENDENT

Glass Association

IGA Annual Convention and
Spring Auto Glass Show™
May 1-3, 2008

SEEK AND FIND
classifieds
Industry Services

Employment/
Help Wanted

Businesses for Sale

AGRR Business for Sale

AUTO GLASS INSTALLER

Colorado mountain resort community.
Leader in the area. Growing. Adj. Profit
$178,000+. Real estate available. Ron
Brasch. 800/395-7653, rb@fbb.com,
www.fbb.com, FBB, Ltd.

Position available for mature outgoing
business-minded person with option
of ownership of a national franchise.
Full-time w/ benefits. WA state. Call
888/327-6762

1-800-WINDSHIELD
Now you can own the most valuable
number in the auto glass industry today1-800-WINDSHIELD! For details,
please call us at 1-800-948-0700. Or visit
www.1800windshield.com

THE SHOWCASE
directory of suppliers

Adhesives/Sealants

SRP GLASS RESTORATION
10425 Hampshire Ave. S
Bloomington, MN 55438
800/328-0042 (phone)
952/946-0461 (fax)
www.srpglassrestoration.com
sales@shatrproof.com

Auto Glass

NATIONAL GLASS
BROKERS, LLC
3115 Fry Road, Suite #401
Katy, TX 77449
281/599-1550 (phone)
281/599-8158 (fax)
www.nationalglassbrokers.com
sales@nationalglassbrokers.com
RV Glass
COACH GLASS
98 North Polk
Eugene, OR 97402
800/714-7171 (phone)
888/714-7171 (fax)
rv@coachglass.com

Information Sources
ASSOCIATIONS
NATIONAL WINDSHIELD
REPAIR ASSOCIATION
P.O. Box 569
Garrisonville, VA 22463
540/720-7484 (phone)
540/720-3470 (fax)
www.nwrassn.org

INDEPENDENT
GLASS ASSOCIATION
385 Garrisonville Rd.
Ste 116
Stafford, VA 22554
540/720-7484 (phone)
540/720-3470 (fax)
www.iga.org
PUBLICATIONS
AGRR MAGAZINE
Key Communications, Inc.
385 Garrisonville Rd.
Ste 116
Stafford, VA 22554
540/720-5584 (phone)
540/720-5687 (fax)
www.agrrmag.com

Software

Windshield
Repair Products

AMERICAN WINDSHIELD
REPAIR SYSTEMS
20936 S.R. 410 East
Bonney Lake, WA 98391
888/860-1518 (phone)
253/891-7294 (fax)
www.rockchipkits.com
DELTA KITS INC.
P.O. Box 26509
Eugene, OR 97402
541/345-8554 (phone)
800/548-8332 (toll free)
541/345-1591 (fax)
sales@deltakits.com

AUTO GLASS-RELATED
GLASSMATE (MITCHELL)
9889 Willow Creek Road
San Diego, CA 92131
800/551-4012 (phone)
858/653-5447 (fax)
www.mitchell.com

GLASS MECHANIX
4881 W. Hacienda Ave., Ste. 6
Las Vegas, NV 89118
702/932-1281 (phone)
702/932-1287 (fax)
www.glassmechanix.com

Tools and Supplies

GLASS PRO SYSTEMS
2792 Reid Farm Road
Rockford, IL 61114
800/395-7380 (phone)
815/636-7984 (fax)
www.glassprosystems.com

A.N. DESIGNS INC./
ULTRAWIZ®
30 Norwood Street
Torrington, CT 06790
860/482-2921 (phone)
860/482-8585 (fax)

GLASWELD SYSTEMS
29578 Empire Boulevard
Bend, OR 97701
541/388-1156 (phone)
541/388-1157 (fax)
www.glasweld.com
LIQUID RESINS/A.C.T
4295 N. Holly Rd.
Olney, IL 62450
618/392-3590 (phone)
800/458-2098 (toll free)
618/392-3202 (fax)
www.liquidresins.com
REPAIR SYSTEMS & SERVICES
GLASS MEDIC
7177 Northgate Way, Ste. C
Westerville, OH 43082
614/891-9222 (phone)
614/891-9227 (fax)
www.glassmedic.com
WINDSHIELD REMOVAL TOOLS
A.N. DESIGNS INC./
ULTRAWIZ®
111 Putter Lane
Torrington, CT 06790
860/482-2921 (phone)
860/482-8585 (fax)
WINDSHIELD REPAIR
SYSTEMS & SUPPLIES
BLUE STAR PRODUCTS INC.
355 Marcus Blvd.
Hauppauge, NY 11788
800/809-2993 (phone)
631/231-5544 (fax)
www.bluestar-products.com ■

To place an ad in Showcase please contact
Janeen Mulligan at 540/720-5584 x112
or e-mail jmulligan@glass.com
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continued from page 64

What would be the top three songs on
that CD?
[long pause] … Something off of
REM’s “Murmer” album, I’d have to
throw some Ted Nugent in there
somewhere … and some James Marshall Hendrix.
Jimmy Gnecco, in the last seven
years, has been probably one of my favorites. I had the chance to sit down
and have drinks with him about a
month and a half ago and he’s just a

great guy, a great songwriter and an
outstanding singer.
Lyric that describes your life (or the
auto glass business)?
Well, my life in the auto glass business is a song by Johnny Cash, “Ring
of Fire,” and I don’t know if there’s a
song that describes my life. I don’t
know … I’ve been pretty damned
blessed. I’ve had a lot of great experiences and some pretty tough times—
just like everyone else—but I don’t

know if there’s a song out there that
sums it all up. Maybe if there’s a song
out there that describes a safety net
underneath me. I always feel there’s
something good happening and good
people around me.
How can people find out more
about The Need?
Visit the band’s website, www.feedingtheneed.com/. I built the [band’s]
website—it was my first experience
with that—and it’s a creative outlet. ■

ADVERTISING INDEX
Page

Company

Phone

Fax

Web Address

43

ACI Distribution

800/238-6057

404/351-8974

www.aciglasscentral.com

21

ADCO Products Inc.

800/248-4010

517/764-6697

www.adcocorp.com

66

AEGIS Tools International

888/247-6000

608/274-9395

www.aegistools.com

35

A.N. Designs Inc.

860/482-2921

860/482-8585

www.ultrawiztools.com

38

Coach Glass

800/714-7171

541/393-5896

www.coachglass.com

34

Creative Extruded Products

800/273-1535

937/667-3647

www.creativeextruded.com

60

Delta Kits Inc.

800/548-8332

541/345-1591

www.deltakits.com

39

eDirectGlass

480/993-0915

240/526-1133

www.edirectglass.com

15

EFTEC Aftermarket

866/596-7772

866/596-7778

www.eftecna.com

3

Equalizer Industries

800/334-1334

512/388-4188

www.equalizerstore.com

36

Glas-Weld Systems

800/321-2597

541/388-1157

www.glasweld.com

37

Glass Doctor

254/745-5053

254/745-5098

www.glassdoctor.com

Glass Mechanix

800/826-8523

702/932-1287

www.glassmechanix.com

59

Glass Pro Systems

608/558-1375

608/325-3066

www.supercinch.com

56

Glass Technology Inc.

800/441-4527

970/247-9375

www.gtglass.com

19

Gold Glass Group

800/448-5188

631/981-4299

www.gggcorp.com

13

IBS Software

800/959-5500

816/471-1939

www.ibssoftware.com

5

30-31,61 Independent Glass Association

540/720-7484

540/720-3470

www.iga.org

Mainstreet Computers Inc.

800/698-6246

734/697-8228

www.mainstreetcomp.com

9

Mitchell International

800/551-4012

858/653-5447

www.nags.com

7

Mygrant Glass Co.

26, 27

866/956-5084

510/785-3176

www.mygrantglass.com

45

National Windshield Repair Association 540/720-7484

540/720-3470

www.nwrassn.org

60

Night Watchman

800/322-8867

586/498-2301

www.nightwatchman.net

C2

Pilkington North America

866/377-3647

419/247 3821

www.oetech.biz

11

Precision Replacement Parts

800/367-8241

800/545-5083

www.prp.com

14

Quest Software Inc.

800/541-2593

989/224-7067

www.questsoftware.com

Sommer & Maca Industries Inc.

800/323-9200

708/863-5462

www.somaca.com

6
1, 25

Shat-R-Proof Corp.

800/728-1817

952/946-0435

www.shatrproof.com

65

Sterling Products

866/432-0619

631/842-7494

www.sterlingproducts.us

53

Unruh Fab Inc.

888/772-8400

316/772-5852

www.unruhfab.com

17

Yih-Tair Industrial Inc.

877/975-5554

210/310-0982

www.flexlinemoldings.com

www.agrrmag.com
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life beyond the auto glass business

Theisen Feels the Need
Name: Steve Theisen
Day Job: Managing partner with AG
Distributors, a wholesale auto glass distributor in Boise, Idaho.
Alter Ego: Bassist for The Need, a
year-and-a-half old high-energy rock
band fronted by Danny Davison, owner
and installer at Strictly Auto Glass in
Boise.
Band Background: The band, Theisen
explains, plays “harder-edged, higherenergy, top-40 radio rock—the music
that’s on the top-40 radio stations but
with a harder edge.” Davison and his
friends launched the band in 2006, together with his brother-in-law, Aleck
Davis, the owner of his own auto glass
replacement shop (Aleck’s Auto Glass).
When Aleck left the band at the end of
the year, Theisen was invited to replace
him as bass player. “I had been playing
with a jam band for a couple of years
after a 13-year hiatus. I was looking for
something else to do when they came
calling and it jelled.”
How’d you get into music?
My dad played in bands. Growing
up, music and musical instruments
were always around us. My uncle also
played with popular bands through the
’50s and ’60s. My only brother and I got
our musical abilities from my dad. We
both play instruments. When we were
kids he played bass and I played guitar
and we’d jam together.
How do you switch from auto glass
by day into music by night?
Well, as you can see from my picture,
I live the lifestyle all day long. It’s been a
really good escape. I’m one of those
guys who’s got to have a creative outlet,
whatever that may be. For me to go
from work [to music], I can walk out the
door and go practice or go play a gig or
something like that and I can leave the

64

AGRR October 2007

worries
behind.
Being a small business owner is challenging and there are
always things to be
concerned about,
but when it’s time to
pick up the instrument and play, it’s
time to forget about
all that. I know it’ll
be there when I
come back. I know
[music] has kept me
sane.
How many gigs
does The Need play
for the public in any
given month?
Typically
we
want to limit ourselves to a couple of
gigs a month. We all
have day jobs and
for the two of us in
the auto glass industry, this is peak
season. It’s really Theisen has been playing bass for about 20 years.
hot out here and
poor Danny’s out doing installs all Jimmy Hendrix and that was it. I’ve
day in 100-degree weather. [Playing been a Hendrix fan ever since. It’s for
that often] is all we can handle. It’s a many reasons, not just his ability, but
good balance with raising family and who he was and what he did at the
time. I love everything from classic
taking care of work.
Have you been in any other band(s)? jazz and Billie Holiday through the
Yes. I’ve been playing in bands to whole spectrum. I grew up in the KISS
one degree or another since high Army. I still have a KISS Army belt
school. As far as working bands, I buckle I wear to this day. You name it,
started my senior year of high school I listen to it, but I don’t listen to a
whole lot of rap music or “cry-in-myplaying in bands for money in bars.
beer” country music.
Who are your musical influences?
Okay, let’s pretend you had to make
Bruce Hughes and Pino Palladino… but growing up, the musician a CD that described you to leave in a
that really struck a chord with me—I time capsule for future generations.
saw the documentary about Woodstock when I was really young and saw
continued on page 63
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Sterling Products offers cutting
edge technology for every type
of installation. All of our urethanes, including Sterling ONEHOUR cold apply, HV and
Sterling PLUS, exceed F.M.V.S.S.
208/212/216 standards and are
available in both tube and
sausage packaging. Each box
comes complete with a onestep primer/activator to ensure
a perfect installation.

Please contact us at
www.sterlingproducts.us
or call 866-432-0619 to find
your local distributor.
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