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ECENTLY, WE’VE ALL BEEN major trends that will affect every aspect
hearing story after story about of the industry. Please be sure to read
Olympic champions and how this important article that deals with
they came to achieve their dreams. Most everything from automotive trends to
of them were just ordinary people who the economy woes and how these isfound something they loved and strove sues could trickle down to your auto
glass business.
to succeed at it.
On page 60,
For this issue,
“Many suggest that
there
is
an
I had the opport h e k e y t o p r a c t i c i n g article on the
tunity to interis to treat every
Repair of Lamiview
several
Auto
champions—of i n s t a l l a t i o n o r r e p a i r nated
Glass Standard
a different sort,
l i k e a c o m p e t i t i o n . ” (ROLAGS) and
though. These
where it is a year
were champions
in the Auto Glass Technician Olympics since its acceptance by the American
(AGTO) and Windshield Repair National Standards Institute (ANSI).
Olympics (WRO) from the past four While there is still much disagreement
years. I set out to talk to each of them about how this Standard should be
about how both competing and winning used and where it might be headed, if
these competitions has helped them in you do repair in your business, I hope
their daily workdays and in their busi- this will help you to stay abreast of its
nesses. Each of them had a different current status.
Moving away from industry issues for
story to tell, and you can read these on
page 52. But a few things each of them a quick moment, on the back page of
said—particularly when it came to how this issue is an article about a different
to train for the competitions—resonated kind of champion—a rodeo champion
who also owns an auto glass business,
throughout our conversations.
Each of them said, in their own Jason Martin of Wisefly Auto Glass. This
unique way, that if you do your job well section is always a fun one to write, and
everyday, you’ll naturally do well in the I hope you enjoy it as well—and can
Olympics. And, many of them even even use his tips for what helps him to
suggested that the key to practicing is succeed in his competitions in your
treating every single job—whether it’s daily business.
And, finally, I hope to see many of you
an installation or a repair—like it’s a
in Las Vegas this November, where the
competition.
If we all do this, in whatever it is we AGTO and WRO will be held in conjuncdo, shouldn’t we succeed? Or at least tion with Auto Glass Week™ at the Mandalay Bay Convention Center. I’m sure
make a gallant effort?
In this issue, I hope you’ll find many you have tips on what makes a chamarticles that will help you in your busi- pion as well, and I look forward to
ness each day—and help you to become hearing them. If you won’t be there,
a champion at it. On page 36, contribut- please e-mail me your thoughts at
■
ing editor Les Shaver takes a look at five pstacey@glass.com.
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Customer Service
tips for quality service

tompkins.carl@sikacorp.com

God Bless the Innovator
b y C a r l To m p k i n s

I

“No, they love the money,” he as nothing has to change, no risks must
WAS SITTING IN THE BOW
be taken and the course of business can
position on my boat, operating the chuckled.
My advice to the young man (since move along without much additional
electric trolling motor in and
around docks on Hayden Lake, fishing he asked) was to always be himself and work or need of creating new habits.
for large mouth bass, while listening to continue doing what he was good at—
my guest, who was fishing from the being an innovator. Knowing very well A Shocked Witness
back deck seat. His stories were in- that this young man would be the reCloser to home, I witnessed the
triguing in that he was
name-calling of an innovator
sharing a number of “ M y e s t i m a t i o n i s t h a t o n l y t w o who had established quite an
programs and busiincredible record for a former
out of every 100 people in
ness strategies he had
Fortune 500 company within
developed and imple- b u s i n e s s r e p r e s e n t t h e t r a i t s o f the glass industry. His record
mented for his comwas so significant that he was
a t r u e b u s i n e s s i n n o v a t o r. ”
pany. Each one of
recognized at the internathem had earned new customers, in- cipient of criticism and rarely receive tional stockholders meeting for develcreased sales and higher profits. And trust by upper management for the re- oping the most significant new
yet, he was concerned that the owner- mainder of his career, I turned, held up division of business, which provided 60
ship of his company wasn’t in total on my next cast, and said, “God bless million dollars of additional revenue.
favor of his actions, was constantly you for what you do!”
Yet, during a conversation among a
questioning his tactics, and rarely progroup of people attending a national
vided recognition for his work.
glass conference last year, the execuWe Need Innovation
Knowing of my years in business
You see, it takes innovation to ad- tive vice president of that company reand how the majority of my time has vance any company into a positive fu- ferred to this gentleman as being a
been spent consulting with companies ture and, because our world is so short person of “high maintenance.” As I
aimed at accomplishing the same re- on innovators, partly because they are heard this, I shook my head in disbelief
sults he has achieved, his concluding wore out justifying themselves with their that such a supposedly intelligent vice
question was, “So, what should I do?” boss, businesses fail. I cannot help but president would make such a foolish,
refer to a comment made by former short-sighted comment.
My closing advice for management is
manager of the Los Angeles Dodgers,
What Do You Think?
Thirty-three years of experience Tommy Lasorda, who said, “There are to be wise enough to understand the
has taught me to always try to answer three types of people; those who make it value of innovation and work closely
questions with questions, in that most happen, those who watch it happen and with innovators to assure your own
people respond better and participate those who wonder what the hell just comfort of business advancement. Concentrate on the review of timing, commore through this approach. So I happened.”
There are very, very few who make it pleteness of work and accuracy of
asked, “Why do you think the ownership of your company acts this way?” happen. My estimation is that only two assessment and you will have every reaAfter some head-scratching, followed out of every 100 people in business son to think that your innovators will re■
by the repositioning of his ball cap, he represent the traits of a true business main within your employment.
responded with, “Well, my guess is innovator. Simply put, innovators have
that they are uncomfortable with a strong will, they see the future, and
Carl Tompkins is the Western states area
what I do because they’ve never done introduce change through new ways of
manager for Sika Corp. in Madison
conducting business.
it before.”
Heights, Mich. He is based in Spokane, Wash.
While management delights in hav- Mr. Tompkins’ opinions are solely his own and
“Bingo!” I replied. “Do they mind
ing more money, they’ll take it as long not necessarily those of this magazine.
the results of your work?”

◗
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Get Smart When It Gets Tough
by Dave Zoldowski

M

Y MAIN DISCUSSIONS
“The stores
with members of the Independent Glass Association
that are growing
(IGA) this year have been economic.
are adjusting
In addition to the auto glass industo economic
try’s woes, we are seeing local, state
and federal governments that have revchange ... ”
enue problems in the middle of a presidential election year.
So where do we go from here? We go • We have joined local Chambers of
Commerce.
straight to our offices, close the door,
unplug the phone (but not the Black- • We have ironed out an internal supply purchasing process where by we
berry™) and pull all of our costs and excompare the cost and service of
penditures together and we get smart.
EVERY piece of glass we buy from
our group of suppliers.
Adjusting to the Economy
My company is headquartered outside Detroit, which has an 11 percent An Immediate Solution
unemployment rate—one of the worst
We are also being asked to make
in the country. But we are growing as a these same adjustments at the IGA.
chain of 15 stores at a rate of 7 percent
Our immediate solution is more
so far for 2008. Some stores are off 30 business education for independents.
percent, while others are up more than IGA has listened to your requests and
50 percent. The stores that are growing has put together a Marketing Conferare adjusting to economic change better ence this year specifically designed to
than those that are missing their sales help independents acquire new profgoals. Here are a few of the changes that itable business practices.
we have made in an effort to fight our
We have asked Scott Orth of GTS to
current regional economic situation:
follow up on his immensely popular
• Our customer service representa- Internet seminar at our annual confertives have gone through the IGA cus- ence this past May. Scott will be pretomer service sales training and are senting an in-depth 90-minute tutorial
mystery shopped twice a month to on Internet advertising. He will explain
ensure they are incorporating what pay-per-click, optimization and other
they have learned.
important strategies.
• All of our stores are AGRSS-registered.
Another money-making session at
• We have just certified our first 10 in- our Marketing Conference will answer
stallers with the new AGRSS-regis- the question “Is Radio Dead?” Kyle
tered IGA Auto Glass Certification O’Brien of Xhang Creative in Portland,
Program.
Ore., will provide attendees with a
• We have cut our Yellow Page advertis- step-by-step guide of how to create an
ing for the past five years by 80 percent. affordable and effective radio advertisWe have replaced that print advertis- ing campaign. Kyle will give you the
ing by optimizing our web sites.
upper hand when you approach your
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radio sales agent so that you pay only
for what will be effective.
Additionally, to help attendees with
their branding strategies, we have
asked Rodger Pickett of Cindy Rowe
Auto Glass in Harrisburg, Pa., to discuss his experiences in helping make
that company one of the most successful auto glass service companies on the
east cost. His session, entitled “Selling
Value,” will be full of useful information to help independents create a
consumer base who thinks of their
company when they see a damaged
windshield.
And finally, we have made plans to
present a seminar that will show shop
owners how to incorporate green business practices. Mike Boyle of GlasWeld
in Bend, Ore., has agreed to give his
presentation on sustainability, a presentation that has been shown around
the industry and around the world.
Mike will demonstrate that by making
your business as environmentally neutral as possible you will decrease your
costs and increase your revenue.
So there it is; an excellent marketing
conference designed to help you run
your business in today’s volatile business environment. I hope to see you
there so we both can learn more about
how to be better business owners—all
for only $99.
The IGA Marketing Conference will
be held in Las Vegas during Auto Glass
Week™ November 7-8. To register, visit
us online at www.iga.org.
■

◗

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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Gaining Exposure Online
by Scott Orth

T

HERE ARE MANY FACETS OF do better if some of them are from keting, banner ads and video ads.
E-mail marketing is considered a
online website optimization other popular resources related to
form of direct marketing, but it should
and online marketing. One your industry.
only be used for customer retention
critical element to focus on for orand marketing to prior customers or
ganic optimization of your site (show- How Do I Get Links?
ing up in the free search listings) is
I recommend starting by getting people who have “opted in” to receive
link development. Link development your site listed in as many industry- e-mails from you. Buying or renting
lists is considered spam and
is the process of gaining
“ T h i n k o f i t t h i s w a y, h o w can get your e-mail address
links from other websites to
blocked by major Internet
yours.
popular would you be if
The link development
1 0 0 o f y o u r n e i g h b o r s t o l d Service Providers. In short,
your e-mails will be blocked
process is often compared to
the world about you?”
or dumped into the recipia popularity contest. Search
ent’s junk box.
engines want to rank the best
Because of CANSPAM laws, you’re
resource sites at the top of the search related directories as possible, then
results. Having many links pointing to work on adding quality content to going to want to use an e-mail provider.
your website tells the search engines your website. Quality content will Do not attempt to send e-mails from
that others see your site as important, help build natural links (links you Outlook or any other standard e-mail
application. E-mail service providers
or popular, within your industry.
don’t have to request or pay for).
But here’s a word of caution. As
Some additional steps for getting like Blue Hornet or Constant Contact
have filters in place to ensure your ewith many optimization techniques, started:
webmasters around the globe have • When writing content for your site, mails get to your customer’s inbox.
tried to trick the search engines by
think about how you can educate They also offer critical backend metrics
creating counterfeit links, building
the visitor. The more information so you can see who opened your elink networks, or buying numerous,
the better. It builds brand trust, and mails, which links they clicked on, and
bogus links—all in an effort to boost
other sites will naturally link to you. other important marketing details.
their apparent popularity. Because of • Focus on ease-of-use for your visithis, engines continually update their
tor. The easier it is to find informa- Banner Ads
algorithms, so only the most legitition, the more likely someone will
Placing banner ads on a heavily
mate linking strategy will truly work.
buy from you; therefore, make nav- visited website is the online equivaOne more caveat: the number of
igation (links) easy to understand. lent to paying for a billboard on your
links to a site is not necessarily the • Submit your site to as many direc- local highway or thoroughfare; only
goal for building popularity. Instead,
tories as possible. Start with the online, your potential customer can
the popularity of each of the sites
Yahoo! Directory (not the search click on the banner and be sent dilinking to yours adds critical value.
engine) and Dmoz.org.
rectly to your website.
Think of it this way, how popular • Request links from local sites, diThere are programs available, like
would you be if 100 of your neighbors
rectories and organizations.
www.abcbanners.com, which allow
told the world about you? Now, how • Use E-media to enhance your link you to design and build banner ads on
popular would you be if Oprah told
building and marketing efforts.
your own. This may be an option if you
the world about you? With a single
E-media stands for “electronic want to try this method out with very
connection from a global icon, your media.” It is similar to traditional mar- little cost. If you’re a bit more confident
popularity would go through the roof. keting, like television, radio, or print— and want to ensure a professional deIt’s the same way in link development. but online. The most common
Get links wherever you can, but you’ll channels for E-media are e-mail marcontinued on page 12
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Your best fleet management tool
In any job you need to use the right tool. That includes managing your work vehicles.
CarChip Fleet Pro ensures that your employees are driving efficiently and safely from job to job. That
means your business is more profitable because there’s less vehicle maintenance and fewer accidents.

Three reasons why CarChip Fleet Pro is the best tool to manage your ﬂeet:

1

Easy-to-Afford:
For less than $200 per vehicle
and no monthly fees, you can
monitor driving and engine
performance.

2

Easy-to-Use:
Downloads vehicle data
to your PC at any time
you specify and which
best fits your needs.

3

Easy-to-Install:
In seconds, CarChip Fleet Pro records
vehicle information via the OBDII
port. GPS, wireless and software
accessories are easily installed too.

Like any good tool, CarChip Fleet Pro helps you do the job right.

Go to www.carchip.com/ﬂeet or call us at
800-678-3669 to get answers for your workﬂeet.
AGRR0809

Driving Technology
continued

small budget. But in my experience,
banner ads drive a great deal of clicks,
with very little actual ROI (Return on
Investment).
Video ads have recently gained a
great deal of popularity. They can be
used for many purposes, but the
main idea is that they are creative, informative, fun or humorous.
Go to YouTube to get
an idea of how many
times
people
view
videos. It’s mind-boggling. Posting your video
to YouTube is recommended for great exposure, but it’s not always
necessary. Start with a
video on your website. If
you market to glass
shops you may want to
place a how-to video on
Industry experts say that most consumers begin your site to showcase
the proper way to ship,
their search for an auto glass shop online.
sign, you may want to have a web designer handle this for you. It will cost
quite a bit more, but you’re more likely
to be pleased with the outcome.
At a cost anywhere from $50 to
$1,000 per month or more, banner ads
may not be the most profitable marketing channel for your business. Like
anything, it should be tested with a

handle or install a product.
If you’re a glass shop you may want
a video that showcases your topnotch installation services, or plays
your television commercial (if you
have one). You could even display a
video of the last weekend shop-party
your boss threw. The point is, there
are endless possibilities; videos are
engaging, and web users love them.
But remember, E-media methods
are not direct sales tools. They are important marketing channels, and each
has the ability to drive substantial traffic to your site. They will also help build
brand recognition and customer loyalty; two critical elements to sustain future success in your business.
■

◗

Scott Orth is director of Internet
marketing services at GTS Services in
Portland, Ore. Mr. Orth’s opinions are solely
his own and not necessarily those of this
magazine.
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Fast, easy and right.

Nobody does more to make your work go faster, easier and
better than Dow Automotive.
With time-saving products like EZ Kits – absolutely everything you need
for a good day’s work in a single kit. With field-proven, timetested adhesives that give you fast drive-away times in a
wide range of weather. With innovations like BETAPRIME™ CLEAR
one-step primer. And the best training and tech support
you could ask for. Dow Automotive is committed to your success.
Looking for ways to make your life easier and your work better?
Call 1-80 0-453-3779 to find out Dow Automotive can help
you get the job done fast, easy and right.

Call 1-800-453-3779 or visit www.dowautomotiveaftermarket.com
®™Trademark of The Dow Chemical Company
Dow Automotive is a business unit of The Dow Chemical Company and its subsidiaries.
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Side Lites
guest opinion

bob@southwestautoglass.com

Radio Advertising Works
by Bob Theriot
public to know about your company.
UESTION: HELLO BOB, I WAS Radio Versus Yellow Pages
wondering how to come up
When you advertise on radio, you Make sure to be concise and convey
with a marketing campaign can promote a special or sale for a day the thing that you believe sets your
for the radio. Also, what’s better, radio or or two and then end the campaign. company apart from the competition.
Once you’ve decided on what you
phone book directory advertising?
With your yellow page ad, you’re
—Albert H., Tehachapi, Calif. stuck for a year before any changes want to accomplish, test the campaign with a couple of difAnswer: Hello, Albert.
Thanks for e-mailing me
“ W i t h y o u r y e l l o w p a g e a d , ferent radio stations. Use
the same commercial on
and asking this question. Alyou’re stuck for a year
two different stations, alterthough I can give you a short
before any changes can
nating weeks. For example,
answer, I believe there are
advertise on a country stasome things that you must
b e m a d e t o t h e c o p y. ”
tion with the demographic
first ask yourself as an auto
glass company owner that can help you can be made to the copy. Don’t get me you want for a week. Then advertise
reach your own conclusion. The first wrong, I still believe in the phone- on another station with the same dequestion is, what am I trying to accom- book. I would never recommend ter- mographic for another week. Do this
plish with this radio campaign? There minating this type of advertising all for two months and track your results.
are many things that you can do with the together, but with radio you have One station may have the same deradio medium that you typically can’t do more flexibility and are able to start mographic, but the results may be enwith your yellow page advertising.
and end a marketing campaign when tirely different. Some stations have
much larger audiences at different
There are some other questions to you wish.
ask, too:
Before advertising on the radio, times of the day and week and your
• What is the message I’m trying to though, first decide what demo- results may be better with a particusend?
graphic you are going after. Your radio lar station.
There is something else you should
• What am I trying to promote?
sales executive should have all of
• Am I trying to solidify my brand?
these numbers at his disposal and will know. With radio, as with other adver• What type of customer am I trying to gladly share them with you. If not, tising mediums, it takes a little while
attract?
don’t advertise on that particular sta- for commercials to work. The average
t i o n . listener has to hear your commercial
There are at least three times for it to have any
m a n y kind of impact. So keep this is mind
m o r e and don’t give up so quickly. Find out
radio sta- what works best for you and your
■
tions out business and keep advertising.
there that
have the
Bob Theriot Jr. is the author of
audience
“Pounding The Pavement – Tools,
you want Techniques and Inspiration for Succeeding in
to attract. Sales.” He also serves as sales and marketing
N e x t , manager for Southwest Auto Glass in El Paso,
d e c i d e Texas. He can be reached via e-mail at
what mes- bob@southwestautoglass.com. Mr. Theriot’s
sage you opinions are solely his own and not
want the necessarily those of this magazine.
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Trainer’s Corner
on-the-job tips

dmalcolm@dow.com

Heroes and Role Models
by Dale Malcolm
HO WE ARE AS PEOPLE OR hicles. A number of weeks went by Who Are Your Heroes?
professionals has a lot to do and he asked if I could meet him at
Who are your heroes today? The ones
with our heroes, role mod- the capital with my boss for a presen- that easily come to mind are our police
els and all the experts we meet in be- tation ceremony. He explained that and firefighters. We also hear stories
tween. As I reflect on the passing of my the state was now going to license from wars past and present of a soldier
father this past spring, the
that gives their life to save the
“ W h a t k i n d o f r o l e m o d e l lives of others. These are my
difference between them has
become clear to me.
true heroes. My role models are
are you for younger
I remember having heroes
like Leon Gorman, Burt
c o - w o r k e r s o r e m p l o y e e s ? “ people
like Mike Nelson (Lloyd
Rutan, Aurtur C. Clarke, Herb
Bridges from the TV show “Sea Hunt”), glass shops to be able to replace ex- Kelleher, Steve Jobs and Soichiro Honda.
Jacques Cousteau and all the astronauts isting inspection stickers and my These are people whose visions have reshop was going to be license number- shaped entire industries.
who went from Mercury to Apollo.
Our parents are also our heroes one. That procedure went on to be
Who are your heroes and role modfrom a very young age. They are given the model for several other states in els? What kind of role model are you for
the job of role model the day we are the Northeast. I learned that one per- younger co-workers or employees? Do
born. Some parents are better at it than son with a passionate cause can make you speak positively about your cusothers. My parents did an outstanding a difference and you never know what tomers when they are not around? What
job. My mom demonstrated time and is possible until you try.
example are you setting for those
again how to stay calm and cleararound you? Have you ever taken any of
headed in an emergency. More than Meeting the Greats
your frontline employees to an industry
once she coolly drove me the seven
In 1994 I joined the NGA Auto Glass event to expose them to a broader view
miles to the local emergency room as I Certification Committee. I was hon- of their industry? I knew a glass shop
was growing up.
ored and intimidated to be in the room owner that told me he didn’t take his inMy father, who worked for Skil with people like Karl Alberti, Glen stallers to local trade shows anymore. He
Power Tools at the time, nurtured my Moses, Bob Beranek and Al “Captain said it was because when they get back
love and aptitude for all things me- Carlite” Girard. These were the people to work, they want to try “all these difchanical. (Unfortunately, I never did I knew by their articles and reputation. ferent, new ideas” in the shop.
get that clock to run right after I took it Long before the Internet, these people
Here’s another idea: take a new emapart to see how it worked.) When my and others like them were the only way ployee to a local trade show or vendor
dad’s job was eliminated, my parents to get current information. They knew open house. Seek out the counsel of true
worked as a team when at age 55 he “everything” there was to know about industry experts and share their inforstarted a new career in politics. He was auto glass and they became my new mation with others in your business. Be
elected to the New Hampshire House role models.
a positive role model to not only your
of Representatives and served four
As I spent more time networking employees or co-workers, but your
terms working on local and state issues with the committee members and competitors as well. Be grateful for the
in which he believed.
working on the board of directors of true heroes in our world—they are the
Once, over dinner, I told him how the Glass Association of New Hamp- most humble of all and they walk
difficult it was to transfer state in- shire, it became easier to acquire the among us.
■
spection stickers at the glass shop I information crucial to my job. I met
managed. He asked some questions people like Jack Aho from General MoDale Malcolm is technical manager with
and asked me to outline the problem tors, Len Stolk from Ford and Russ
Dow Automotive/Essex ARG in Dayton,
in a letter to the head of the New Corsi from PPG and I was honored to Ohio. Mr. Malcolm’s opinions are solely his own
Hampshire Department of Motor Ve- be able to go to them for information. and not necessarily those of this magazine.
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The Law

legal notes

chuck@livgard.com

Calling All Readers
by Chuck Lloyd

I

T IS GOOD TO BE BACK. THIS NAGS, to short pays and to steering. In intention is to offer guidance to help you
represents my second “first” article the time that has passed, I’ve gotten in- gather what you need and make intellifor AGRR magazine. My initial volved in state regulations that involve gent decisions about your business.
One of the topics I intend to
“first” was back when AGRR
“My intention is to offer
cover early on is a discussion
was in its infancy. After writing
several columns, I took a break g u i d a n c e t o h e l p y o u g a t h e r of the kinds of records you
should be keeping and the forfrom writing for a while, wrote
what you need and make
mat in which they should be
elsewhere for a while more and
intelligent decisions
kept in order to be of assisfinally came to my senses and
tance to you, your advisers and
jumped at the chance to return
about your business.”
attorneys. Though I work with
to writing a regular legal column for AGRR. My hope is to make auto glass companies, testified before a number of glass companies in a numreading my column a worthwhile use of legislative committees in two different ber of different scenarios, many share
your busy time.
state legislatures and been involved in the common issue of never quite getting
As a small business owner myself, I many of the glass cases you’ve heard around to putting into place a method
understand that there are only so many about through AGRR magazine. Some of of organizing their business records. You
available minutes in any given day that those cases have gone very well for my need to be both flexible and nimble in
can be devoted to extracurricular busi- glass company clients, others not. Every gathering data when the time comes for
ness activities like reading relevant mag- one of them, however, has taught me a serious analysis of your business.
Whether it’s for a determination of
azine articles. As a result, I want to make something more about the industry that
this as useful and as interesting to you, I use everyday when my clients call and whether or not to pursue a short pay
case against an insurer or responding
the reader, as possible. In order to be need direction and guidance.
most effective at accomplishing this
While I am perhaps best known in to an investigation of interchange parts
goal, I’m looking for audience participa- this industry for my work on behalf of or simply performing a detailed busition. I want you to send me your ques- glass companies, my colleagues and I ness analysis, I think our suggestions
tions, your comments and your topic have a very broad civil practice, so your will be useful. The old adage that the
ideas. I’ll try to respond by doing a col- questions don’t have to be limited to just time to fix your roof is when the sun is
umn on those that are of the most gen- glass and insurance. Questions about shining applies equally to organizing
eral relevance, or sometimes I may when someone should have a will, and maintaining your data. The best
devote a portion of a column to giving a whether your business should be incor- time to get organized is well before you
short answer to a question with the full porated and general legal questions that need to be organized. Watch for that in
answer being available online for those small businesses and small business the next issue.
In the meantime, think about what
who want to learn more.
owners have every day are all fair game.
Of course, glass questions are always legal issues interest you enough to want
welcome and topics such as liability for to spend some valuable time reading
What’s to Come
I really enjoy my relationships with a bad installation, warranty issues, em- about them and let me know. I’m glad to
those who work in the automobile glass ployees versus subcontractor techni- be back and look forward to trying to
industry. It all started when a family cians, etc., may well be of interest to you help you and your business navigate the
■
friend, a guy who owned his own glass and if they are, they are of interest to me. many legal issues you face.
company and was himself the only em- I would like to work with you to make
ployee, called and asked for help in deal- this column an interactive forum where
Chuck Lloyd is a partner in the
ing with a large insurance company here readers of AGRR can turn for direction.
Minneapolis law firm of Livgard & Rabuse
in Minnesota. It was almost 15 years ago Understandably, I can’t promise to pro- PLLP. Mr. Lloyd’s opinions are solely his own
that I was given my introduction to vide in-depth legal advice. Instead, my 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, EFTEC serves
the automotive aftermarket with products that 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
st
Th ciali
e
in the Automotive Aftermarket
Sp

or visit www.eftecna.com

8 6 6-5 9 6-7772

TRUSTED BY:
Daimler
Volkswagen
Audi
Volvo
Ford
GM
Cadillac
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breaking news
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COMPANY NEWS

PPG Agrees to Kohlberg Deal

P

flow,” reads information
Kohlberg & Co. L.L.C. is a
from Kohlberg’s site.
private equity firm that acShortly after the sale anquires “middle market” comnouncement,
the
panies (valued from
company also an$100 to $150 million).
“PPG will
nounced that the auto
The firm was founded
r e c e i v e $ 3 3 0 glass and services
in 1987 and has organized six private equity m i l l i o n i n g r o s s business would begin
the name “Pittsfunds since that time.
c a s h p r o c e e d s using
burgh Glass Works”
“Kohlberg & Company invests in com- p l u s a m i n o r i t y (PGW) as of August 1.
The business will
panies where it can
ownership
continue to be known
work in partnership
interest of
by PGW once the sale
with senior managea p p r o x i m a t e l y is complete
ment
to
identify
“The name, Pittsgrowth opportunities $ 2 7 0 m i l l i o n i n
burgh Glass Works,
and implement func a s h t o P P G . ” captures the essence
damental operating
and strategic changes, resulting in sub- of our corporate culture,” says Frank
stantial increases in revenue and cash Archinaco, who continues as president
and chief executive officer of PGW. “It
builds on the image and heritage that
Apogee Expects to Complete Exit from
Pittsburgh was the center of glass makAuto Glass Replacement Market, Huffer Says
Apogee chairman and chief executive officer Russ Huffer recently announced ing—even before PPG’s establishment
the company may sell its full interest in its joint venture with PPG Industries, which in the industry. Keeping the word ‘glass’
recently announced it plans to sell its automotive business and services unit to pri- and incorporating ‘works’ into our name
vate equity firm Kohlberg & Co. (see related story above). The announcement was conveys not only our desire to maintain
a tradition within the glass industry, but
made during an update on the company’s fiscal 2009 guidance.
“… Earnings reported in equity in affiliates from our joint venture with PPG will communicates to our customers our
be weaker than expected in the normally strong second quarter due to challenging formidable work ethic, strong values
aftermarket windshield market conditions and cost pressures,” said Huffer. “With and intent to deliver the solutions they
PPG’s agreement to sell a majority interest in its automotive glass and services need.”
Company officials expected to begin
businesses, expected to close in the next few months, we anticipate exercising our
option to sell our full interest in this business-this will be the last step in our updating trademarks on some products
strategic exit of the auto replacement glass market. When PPG completes the sale by end of summer, with the full transition
of these businesses, Apogee anticipates receiving cash proceeds of approximately being completed within the next year.
PGW spokesperson Laurie Cochran
$25 million for its 34 percent interest in PPG Auto Glass.”
In addition, Huffer provided an update on the company’s fiscal 2009 financial says the name was chosen as a result of
a survey of employees and customers in
standing.
“For full-year fiscal 2009, Apogee continues to expect earnings from continu- late 2007. She says those surveyed liked
ing operations of $1.82 to $1.94 per share on revenue growth of 13 to 16 percent, the connection of the new name to the
up slightly from prior guidance of 12 to 15 percent growth,” said Huffer. “In addi- company’s history.
“It has a strong connection to maintion, our fiscal 2010 outlook for 8 percent revenue and 20 percent earnings growth
remains achievable based on the visibility resulting from our high backlog and taining our heritage,” she says.

PG INDUSTRIES ANNOUNCED
recently that it has signed an
agreement with an affiliate of
funds managed by Kohlberg & Co. LLC
in Mount Kisco, N.Y., under which PPG
will divest its automotive glass and services business to a new company formed
by Kohlberg.
PPG will receive $330 million in gross
cash proceeds plus a minority ownership interest of approximately 40 percent in the new company, subject to
closing adjustments. Net of payments to
former minority interests, transaction
fees, expenses and taxes, the transaction
will result in approximately $270 million
in cash to PPG. At press time, the sale
had not been completed, but was expected to close during the third quarter
of 2008.

commitment levels, as well as ongoing bidding activity, although in a more competitive environment.”
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And, so far, the reaction from employees has been good, she says.
“I think people are quite excited to
see what the future holds,” she says.
Cochran was unable to comment
on how the business might work
once the sale to Kohlberg & Co. is
complete.
Apogee chairman and chief executive officer Russ Huffer also recently announced that the company
may sell its full interest in its joint
venture with PPG (see sidebar for
more information).

Service King Re-Enters
Auto Glass Market
Service King Collision Repair Centers in Dallas has announced that the
company is entering the auto glass
replacement and repair market. According to company spokesperson
Jennifer Kirk, this is Service King’s
second attempt at the auto glass
business, having tried it once before
approximately 10 years ago.
Danny McKinley, vice president of
operations for the company, says the
company left the business before
“because [it] did not accomplish an
adequate level of success to sustain
the business.”
Recently, though, the company received assistance from a long-time
industry colleague, Gerber Collision
& Glass in Skokie, Ill.
“We’ve known Service King and its
leaders for many years and we have
a great deal of respect for them,” says
Eddie Cheskis, chairman and chief
executive officer of Gerber Glass.
“They provided auto glass repair and
replacement in the past and didn’t
accomplish what they hoped to accomplish, and, because we have
been in the business for [more than]
70 years, we provided support to
launch Service King Auto Glass.”
Neither Cheskis nor representatives from Service could expand on

22

COMPANY NEWS
Celtics Take on JN Phillips as
Official Windshield Replacement Company
In Boston, Celtics
pride is an important
item. So when JN
Phillips Auto Glass
signed up to be a corporate sponsor of the local
NBA team, company officials knew what they
were doing. In addition
to serving as a sponsor,
JN Phillips actually is
listed as the official
windshield replacement
company of the team.
“The Boston Celtics have an amazing sports legacy and it means a lot to
New Englanders,” says Dick Weisburg of B/R Creative, the company’s public relations firm. “JN Phillips associates with them because it provides positive
reinforcement with the juxtaposition of the two brands.” In order to promote
brand awareness and link the two, JN Phillips includes a Boston Celtics logo
on all of its vans.
In addition, during Celtics games, a JN Phillips ad appears for a certain
number of minutes on the scorers’ tables alongside the edges of the court.
“People are obviously watching the game and seeing our phone number,” he
says. “It’s a challenge to keep your brand awareness high and we determined
that in the winter when the NBA is on and windshield replacements are up, it’s
a good place for us to be.”

what type of support was provided.
At press time, Service King had 13
auto glass vans and 13 technicians,
with hopes of growing both numbers
to 20 in the next few months.
“So far, it’s been good,” Kirk says.
“We’re busy, and that’s a good sign.”
Service King says it is in the process
of becoming registered with the Auto
Glass Replacement Safety Standard
(AGRSS) Council, according to Marshall Hosel, vice president of retail
glass for Gerber. Hosel is assisting
the company with this process.
“Service King fully intends to be
AGRSS-registered,” he says. “The
necessary AGRSS application is currently being completed.”
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LEGAL NEWS
Belron US Files
Suit Against Two
Former Employees
Belron US has filed complaints
against two former employees to prevent them from allegedly disclosing
the company’s Belron’s trade secrets,
soliciting or attempting to solicit current Belron employees and from conspiring with others to do so. The suits
were filed against Michelle Levesque
of Fall Rivers, Mass., and Edward Lee
of Fishkill, N.Y., in the U.S. District
Courts for the Districts of Massachucontinued on page 24
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setts and Southern New York, respectively, on August 15.
Belron US alleges that while still
employed with Belron, “Levesque and
Lee joined together to help establish
a competing business venture and
conspired to solicit current Belron
employees to induce them to leave
their employment with Belron and
join [them] in their new venture, in violation of such employees’ existing
agreements with Belron,” according
to court documents.
Levesque previously served as Belron’s director of best practices - operations and performed the duties of a
district operations manager for the
company. Lee served director of retail
initiatives for the Columbus, Ohiobased company and had signed a
non-compete agreement in May
2006. Both had previously worked for

Diamond Glass, and were taken on as Levesque were terminated from the
Belron US employees when it pur- company in late July, when Belron US
chased Diamond’s assets in June. Lee says it discovered the actions claimed
in the complaint.
“ [ Levesqu e] h a d
According to court documents,
current Belron US employees alma ny, ma ny
legedly contacted and solicited by
c o nversa tion s in
Lee and Levesque included David
w h ich sh e wa s
Dunn, regional director of the Northe n c ou ra gin g p eop le east, Rob Roveto, regional sales mant o wa it a n d see h ow ager for the Northeast, and Kristy
Oliveira and Maria Karalis, assistant
t h i n gs p la yed ou t sales managers for territories in Massachusetts and Rhode Island. Belron
with Belron .”
—Michael Boudett, US claims that Karalis was told the
new business would be operating in
Foley Hoag LLP
the New York, Connecticut and
had signed a non-compete agree- Boston areas.
In addition, the complaint alleges
ment with Diamond in May 2006,
which Belron US claims was trans- that Lee and Levesque asked each of
ferred to it with the asset sale (see related story on page 48). Both Lee and
continued on page 26

NOT JUST ANOTHER
WINDSHIELD TOOL!

AVOID
H.A.V.

•
• pains • strains
• injury • fatigue

Cut Against Glass OR Under Encapsulated Mould, from Inside OR Outside
MOBILE TECHS
ONE TOOL
Easily Save Expensive
Powered (Manual)
Small & Difficult
Only $70 buys a small
Encapsulated Glasses
Cold Knife Blades
Quarter Glasses
air compressor from
ALL GLASS
www.AdvanceAutoParts.com
ANY
NY VEHICLE

1.5 to 2 hp
4.5 to 5 CFM
(Free Air Delivery)
@ 90psi

NO GLASS BREAKAGE
NO VEHICLE DAMAGE
POWERFUL
QUICK ADJUST
POWER & STROKE
SMOOTH & QUIET
WEIGHS ONLY 2.4lb
TOOL LASTS
5 to 10 YEARS+

With BTB's power tool
there's no more pulling
manual cold knives or
long knives below dash
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11 Blade 'Technician'
Kit (WKTEC-BX)

Ask for
a Promo
CD

Easily Cut Below
Any Dashboard

TOUGH, FLEXIBLE
SERRATED BLADES
EASILY CUTS HARD
& WIDE URETHANE
ALL BLADES CAN ALSO
BE USED IN MANUAL
BLADE HANDLES
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7 Blade 'Classic'
Kit (WKCLS)

NEW!

WK6 "Winged"
Pinchweld Scraper
Blades

No more damaging paint or pinchwelds
BTB's exclusive
adjustable blade cutting
depth control arms

25 Years

Supporting Vehicle Manufacturers including

• Mercedes Benz • Jaguar • Ford
• Renault • Aston Martin • Toyota

Blades from 4" to 15"
(No Sheath!)

WK10HD
Air Power Tool

 Hand
 Arm
Vibration

ISO 5349, ISO 8662

• Phone: (888) 293-1816
• E-mail: btbna@bellsouth.net
• Web: www.btbtools.com

www.agrrmag.com

You decide what’s best for your business!
With Unipacs or Cartridges you get the same great Sika Auto Glass Adhesive System. Sika
provides the safest, most user friendly, cost effective adhesive system in the AGR market!
Both Unipacs and Cartridges will be packaged in Sika Super Kits that contain Sika's
single application Sika®-Aktivator Pads and Sika®Primer-206 Stix. All Sika products
are crash tested to the most severe interpretation of FMVSS 212/208 by using unbelted
crash test dummies and by ensuring that all vehicle windows are closed.

DON’T TRUST YOUR CUSTOMERS SAFETY
TO ANYTHING LESS THAN SIKA!!
Contact your local Sika representative or call 1-800-688-7452 for more information.
Unipacs available in 465 ml
- SikaTack®-ASAP (Available Soon)

Unipacs available in 600 ml
- SikaTack®-MOVE IT
- SikaTack®-COOL
- Sikaflex® 220+ (Not available as Super Kit)

™

Sika Corporation • 30800 Stephenson Highway • Madison Heights, MI 48071
1-800-688-7452 • www.sikaindustry.com
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Mainstreet Web Services can get you there.
With over 26 years’ experience in glass industry
technology and software, Mainstreet has all the
know-how to:
UÊ Ê
, start to ﬁnish. Let our professionals
build your customized site based on proven
results. We can update it, maintain it and test its
performance so you’re always in touch with
your market.
UÊ Ê
for top search engine results.
We place targeted keywords in all the right places
for maximum, quality search results. Customers
ﬁnd you every time.
UÊ Ê
on stable, in-house servers.
We keep your site as reliable as you are, ensuring
your site is live and error free, so customers can
ﬁnd you 24/7/365.
Call 800-698-6246 now, or visit mainstreetcomp.com.
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those contacted for copies of their non-compete agreements, “and said there [were] ‘ways around’ those agreements, or words to that effect.”
Likewise, the company alleges that Lee asked Roveto to
save certain confidential financial information about Belron’s business “because it would be helpful to them in their
new business.”
The respective complaints list numerous accounts
against both Levesque and Lee, including Misappropriation of Trade Secrets, Breach of Contract (Lee only), Tortious Interference, Breach of Duty of Loyalty, Breach of
Fiduciary Duty, Aiding and Abetting Breach of Fiduciary
Duty, and Civil Conspiracy to Tortiously Interfere with Contracts and Misappropriate Trade Secrets.
Belron US spokesperson Jenny Cain declined to comment on these cases, as they are currently under litigation.
Levesque’s attorney, Michael Boudett of Foley Hoag LLP,
says she plans to file several counterclaims against Belron
US in response to the suit.
“We are going to sue them back unless this is resolved
somehow,” Boudett says.
Levesque denies the charges that she solicited current
Belron employees to join a new venture, and denies that
she is involved in a new venture, according to Boudett. He
said when the acquisition of Diamond occurred there was
talk throughout the company of what might transpire,
leading to the claims alleged in the case.
“There was discussion such as, ‘what would happen if I
am laid off from Belron, what will I do?’“ Boudett says.
“There were two women who did have discussions with
[Levesque] about what they might do if they left. They
talked with her about whether they might have non-compete restrictions or not and they talked about whether they
might have options if they were laid off.”
However, Boudett says Levesque encouraged her coworkers to remain with Belron US through the acquisition.
“She had many, many conversations in which she was encouraging people to wait and see how things played out
with Belron,” he says.
According to Boudett, Levesque had no plans to leave
the company, until her employment was terminated on
July 30 “with no warning whatsoever.”
“They [told] her she’d been soliciting, and she [told]
them she ha[d] no idea what [they were] talking about,”
Boudett says.
“The next day they [wrote] a cease-and-desist letter
saying she [was] violating a non-compete agreement,” he
adds. “This is false—she has no non-compete agreement;
anyone could look in her personnel file and find that it
had been superseded. And, they [told] her [they were]
going to sue her.” (Boudette notes that Levesque did sign
a non-compete agreement with Diamond at one time,
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but that it was superseded when she was hired for a new
position in 2005.)
Boudett says his client had no plans to participate in a
joint venture prior to her termination, and, while she is an
associate of Lee, “they have no joint venture and they have
never had a venture together.”
He also notes that of those named as objects of the alleged solicitation in the complaint, all of them are still
with Belron US. “Even if she had solicited, which … she
[has] not, none of them have left,” he says. Likewise,
Boudett points out that the complaint was filed in an effort to prevent her from soliciting or attempting to solicit
current employees of Belron US.
“They have no basis to stop her,” he says. “She’s gone
now and they have no contract with her. She’s free to call
up and solicit whomever she wants.” Among the counterclaims Boudett and Levesque plans to claim is a
charge of defamation for the attention this suit has
brought to Levesque.
“… They issued a company-wide memo saying she solicited and violated the company’s trust,” he says. “She
has gotten phone calls about that communication, about
[the news coverage], and she’s gotten calls from people in
the glass industry, but not at Belron or Diamond about
this, and she feels that Belron is basically making her ‘unhireable’ and ruining her career.”
At press time, Lee had not been able to be reached for
comment.

KUDOS
Fannin Auto Glass Celebrates 50 Years
Fannin Auto Glass celebrated its 50th year in business on
April 8. The Springfield, Mo.-based auto glass wholesaler,
which was founded by Jack Fannin in 1958, celebrated the
occasion with an open house.
The open house/customer appreciation day included
drawings and vendor displays.
While the shop originally began as a retail shop installing all types of glass, in June 1980, Jack Fannin and
his son, Eric, who owned his own auto glass shop in
Springfield, decided to merge. Just four years after their
decision to merge businesses, the two decided a move
into the wholesale arena was best, and in June 1984 the
company took this leap.
Jack Fannin passed away in the 1990s, leaving his son,
Eric in charge. Today, Eric serves as president and his son,
Travis, serves as vice president. Travis handles most of the
day-to-day operations these days, since his father has
begun to ease into retirement the last several years.
The company currently distributes glass to Kansas,
Oklahoma, Arkansas and Missouri.
■
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8
It’s going to make doing business more efﬁcient, more
nimble and more proﬁtable than ever.

With Glas-Avenue™ Version 8.0, Mainstreet takes
the industry’s only truly integrated sales, accounting and
inventory control software to a whole new level, with
new features like these and many more:
UÊ
UÊ
UÊ
UÊ
UÊ
UÊ
UÊ

Ê Ài`ÌÊV>À`Ê«ÀViÃÃ}Ê
Ê Ài`ÌÊV>À`Ê>`Ê /ÊLÊ«>ÞiÌ
Ê iÀ}ÞÉvÕiÊÃÕÀV >À}iÊvi>ÌÕÀi
Ê"ÛiÀÊ{äÊiÜÊyÊ>ÌÊ}>ÃÃÊ«>ÌÌiÀÊÃ >«iÃ
Ê*À}ÀiÃÃÊL}
Ê ÕÃÌâ>LiÊÛViÃ
Ê>ÊiÀ}iÊÜÌ ÊVÀÃvÌÊ7À`ÊvÀÊVÕÃÌiÀÊ
follow-up letters
UÊ ÊVVÕÌÊVÕÃÌiÀÊViVÌÊÃÞÃÌi
`ÊÕÌÊ ÜÊivwÊViÌÊÞÕÀÊLÕÃiÃÃÊV>ÊLi°ÊiÌÊ
>ÃÛiÕi™ Version 8°äÊvÀÊ>ÃÌÀiiÌ]ÊÌ iÊi>`iÀÊÊ
ÃvÌÜ>ÀiÊvÀÊÌ iÊyÊ>ÌÊ}>ÃÃÊ>`Ê>ÕÌÊ}>ÃÃÊ`ÕÃÌÀiÃ°Ê
Call 800-698-6246 now, or visit mainstreetcomp.com.
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AGRSS News

the latest in safety

®

Archie Manning to Keynote
Auto Glass Safety Conference

F

The two-day conferSince his retirement
ence, scheduled for Nofrom the NFL, Manning
vember 5-6, 2008, at the
has worked in public reMandalay Bay Convention
lations and consulting
Center in Las Vegas, will
capacities for a variety of
once again be co-located
companies, and has
with the International
been involved in numerAuto Body Conference
ous charitable and civic
(NACE) under the “Auto
efforts, including hosting
Glass Week™” umbrella.
Archie Manning Cystic
The seminar line-up
Fibrosis benefit golf tour- Archie Manning
includes updates covering
naments in Louisiana
various aspects of the AGRSS Standard,
and Mississippi.
Manning and his wife, Olivia, reside including an update on the much-anin New Orleans and have three sons, ticipated third-party validation proincluding Indianapolis Colts quarter- gram, to how changes in the
back Peyton Manning and New York automotive industry—such as new car
designs or recalls and other safety
Giants quarterback Eli Manning.
issues—might affect safe windshield
replacements.
EVENT NEWS
Registration for the 2008 International Auto Glass Safety Conference
AGRSS Gearing Up for 2008 Charity Auction
sponsored by AGRSS will also get atLast year, the most soughttendees into the separate but co-loafter item at the AGRSS charity
cated Auto Glass Expo @ NACE Trade
auction was a fishing trip with
Show, the AGRSS Charity Auction, the
Carl Tompkins (ultimately selling
third annual Walt Gorman Memorial
to Bob Birkhauser and redeemed
Windshield Repair Olympics and
just this past April when spring
fourth annual Auto Glass Technician
arrived). What will this year’s bigOlympics, all for free. These events are
ticket item be? This year’s auction
all part of Auto Glass Week in Las Vegas.
is expected to top last year’s
bounty as the bidding has been Bob Birkhauser of AEGIS Tools Inter- ❙❙➤ www.agrss.com

ORMER
ALL-AMERICAN
Quarterback and NFL MVP Archie
Manning will be the keynote
speaker for the 2008 International Auto
Glass Safety (AGRSS) Conference. Manning will speak on the morning of
Thursday, November 6. Manning, who
was named All-American Quarterback
while playing football for the University
of Mississippi, was the second player
chosen in the 1971 NFL Draft. He set
several passing records in the NFL and
played in two Pro Bowls. During a stint
with the New Orleans Saints, he was
named the NFL’s Most Valuable Player in
1978, and was the first member of the
Saints team to be inducted into the
Louisiana Superdome Wall of Fame.

opened to everyone attending national poses with his catch from last
Auto Glass Week™ in Las Vegas. year’s fishing trip—a prize from the
Auction chair Jean Pero is AGRSS auction.
starting to gather items to be put
on the auction block for the fundraiser, which will take place during the cocktail
reception on Wednesday, November 5, 2008, at the Fourth Annual Auto Glass Safety
Conference. If you’ve got a special service to offer, a special pastime—or vacation
place—you’d like to share or have rare, unique or one-of-a-kind items others might
clamor for and want to help support the AGRSS Council efforts, contact Jean Pero
via telephone at 303/475-7302 or e-mail at jeanmygrantglass@comcast.net.
This year’s auction line-up includes two weeks at a fishing cottage owned by
Dave Burns of Ray Sands Auto Glass, the fishing trip with Tompkins in his home
state of Washington and two tickets to a Chicago Cubs game among other items to
be announced. For more information about the conference, see page 54.
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TRAINING PROGRAMS
New Training Program
Registered by the
AGRSS Council
The Automotive Glass Replacement
Safety Standards (AGRSS) Council has
approved a bundle of training modules
from the National Glass Association’s
“My Glass Class” training courses
which, when completed together,
serve as an AGRSS-registered training
program.
■

www.agrrmag.com

$10,000 Grand Prize
to the Best Auto
Glass Replacement
Technician
Lo
www
.auto g onto
g
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The Fourth Annual Auto
Glass Technician Olympics
will again take place in conjuncon with the Auto
Glass Expo @ NACE Show for 2008. Come see what
the industry is talking about.
November 7-8, 2008
Mandalay Bay Convenon Center
Las Vegas

Be a Part of the Largest and Longest Running
Auto Glass Replacement Competition in
North America!
Co-sponsored by AGRR magazine and the
Independent Glass Associaon and co-located
with the Auto Glass Expo @ NACE Show.
"Lighting the way to a better future."
®

tm

INDEPENDENT

Glass Association

For more informaon call 540/720-5584 or visit: www.autoglassolympics.com

Legislation

legal updates

California Senate
Approves Anti-Steering Bill

T

HE CALIFORNIA SENATE HAS
approved an anti-steering bill
that would convene a task
force “to review the issues arising
from the implementation of [the
bill’s] requirements.”
The task force, to be formed by the
insurance commissioner, would report
its findings in writing to the legislature
by December 31, 2009.
In addition, if passed, the bill will
amend Section 758.5 of the state’s insurance code to require insurers to ask
policyholders if they have chosen a repair shop prior to suggesting one.

The California Assembly passed the
bill on July 15, before it proceeded to Has your state recently considered
legislation that will affect your
the Senate. The bill, titled S.B. 1167,
business? Please email
now awaits the approval of Gov.
pstacey@glass.com.
Arnold Schwarzenegger.
The bill was introduced on February
7 by Sen. Patricia Wiggins and Sen. Ca- number of issues relating to the Iowa
role Migden.
Insurance Department.
Under the text of the bill, the consumer advocate bureau will be “reIowa Bill Would Create
Consumer Advocate Bureau sponsible for ensuring fair treatment of
A bill that will create a consumer ad- consumers by persons in the business
vocate bureau in Iowa was signed into of insurance and for preventing unfair
law on April 25 by Gov. Chet Culver. or deceptive trade practices in the in■
The bill, House File 2555, deals with a surance marketplace.”

$IIRUGDEOHHDV\WRXVHDQG
doesn’t require a contract.
6HUYLFHLQFOXGLQJ
overnight, weekends
and holidays.
&XVWRPHU6HUYLFH
Representatives trained
to answer calls and
questions for your shop.

You are missing opportunities.
A missed call is a missed opportunity. Our representatives respond to your customers
24 hours a day, 7 days a week, and 365 days a year. We never call in sick, we’re never on vacation,
and we won’t unexpectedly quit in the middle of a shift. Utilizing AAGATM Call Center can
increase your company’s productivity and improve it’s bottom line by responsibly managing
your customer’s requests. Capture every opportunity with AAGATM Call Center!

(888) 274-4814
www.AmericanAutoGlassAlliance.com
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INDEPENDENT

Glass Association

$JHQWVDUHWUDLQHGWRGR
way calls and schedule jobs
no matter how customers
choose to pay.
2XUZHEEDVHGV\VWHP
allows you to adjust your
shop profile for your pricing
and any incentives.
(YHU\FDOOLVUHFRUGHGVR\RX
can monitor the quality and
listen to each conversation.
3RWHQWLDOO\JDLQWRLQ
additional jobs per month with
RXUVHUYLFH
• An affinity program of the
Independent Glass
Association(IGA)
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Walt Gorman Memorial
Windshield Repair Olympics
Now In Its
Third Year
!

November 6, 2008
Mandalay Bay Convenon Center
Las Vegas
For more informaon
call 540/720-5584 or visit:
www.repairolympics.com

Come See the Best
Repair Technician in
the World
November 2008
TM

Co-sponsored by the Naonal Repair Associaon (NWRA) and AGRR
magazine held in conjuncon with the Auto Glass Expo @ NACE Show

Insurance
talk
policy briefs

Washington Auto Glass Shop
Fined $500K for Insurance Fraud

L

EGACY AUTO GL ASS
International recently pleaded
guilty of perpetrating wire
fraud against the auto insurance industry in the Eastern Washington District Court. The Spokane, Wash.-based
company received a $500,000 fine for
its actions.
According to the plea agreement
filed in the case, between October 1,
2001, and January 31, 2004, Legacy
Auto Glass operated a nationwide
auto glass business through a centralized call center located in Spokane.
According to the U.S. Department of
Justice (DOJ), during this time the
company frequently reported jobs as

occurring in rural “D” or “E” areas that
actually were completed in A or B regions, in an effort to receive payments
at a higher rate for the work from the
insurance companies with which they
worked.
In addition, the company was
charged with using interstate telephone calls and interstate computerbased electronic transmissions to
communicate with customers, potential customers, insurance companies,
and third-party administrators to
submit fraudulent electronic bills and
to be paid. During the period of its operation, Legacy Auto Glass is said to
have defrauded more than sixty in-

Progressive Suit Against Body Shop Owner
Dismissed; Anti-Steering Case Continues
The Westchester Civil Supreme Court of New York dismissed a case filed by Progressive Insurance against auto body shop owner Greg Coccaro and his company, North
State Custom, alleging insurance fraud in early August. In the case, Progressive claimed
that the shop had committed insurance fraud via its charges for a vehicle of one of its
insureds. The suit alleged that the shop inflated the charges to make the car a total
loss, and that both the shop and the insured received payment for the vehicle’s repairs,
Coccaro says.
According to Coccaro, the case was dismissed on the grounds the Progressive had
a variety of methods of recourse it could have used, including noting on the payment
for the job that it was “paid in protest,” but had not done so.
“It’s a feeling of relief, for which I’m certainly grateful,” Coccaro told AGRR magazine/glassBYTEs.com™, “but it’s not really a feeling of jubilation because I still have
all these law bills to pay. This was a three-year ordeal that affected my family and
business, and being accused of being a thief is not a nice thing to defend. This has
never happened to be before.”
Progressive, however, plans to appeal, according to company spokesperson Christe
Cote.
“We are disappointed by the court’s decision to dismiss the case and we plan to appeal,” she says..
Meanwhile, Coccaro’s anti-steering suit against Progressive, filed in March 2007,
continues, and currently is in the discovery stage. Though the actual steering charges
have been removed from the case, based on the fact that only a governmental agency
can file charges based on steering, charges of alleged tortuous interference and deceptive business practices are still under review.

32

AGRR September/October 2008

surance companies primarily represented by Safelite Solutions and LYNX
Services.
The total amount of claims
paid through Safelite and LYNX
Services to Legacy over this period
was $25,160,571, of which $6,000,000
was an overpayment, according
to the DOJ.
The investigation of the shop was
conducted by the Federal Bureau of
Investigation and National Insurance
Crime Bureau.
Just months before the conclusion
of this investigation, an auto glass
shop owner—Bruce Riley, the owner
of Glass Guys Auto Glass in Chandler,
Ariz.—pleaded guilty to similar
charges of fraud and theft. Riley was
sentenced to 18 months in prison and
seven years probation.
In addition to the prison and parole charges, Riley also was ordered to
pay $118,031 in restitution, according
to a statement from the Arizona attorney general’s office.
Court documents state that Riley
was convicted of submitting hundreds of fraudulent insurance claims
involving auto glass repairs and replacements between August 2001 and
July 2005. The Fraud Unit investigators for the Arizona Department of Insurance determined that he collected
more than $100,000 in fraudulent
funds, which he is alleged to have
used personally.
The Attorney General’s office says
Riley also billed insurers for auto glass
repairs and replacements that were
never done. He also was charged with
posing as an insured to call in
fraudulent glass claims to insurance
companies.
■
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Our numbers are growing.
So why have you not
gotten certified?
IGA Auto Glass Technician Certification is an AGRSSregistered training program and is, in part, based on the
industry-recognized and ANSI-approved AGRSS Standard.
It is the only certification program offered by a nonprofit
association to be AGRSS-registered.

www.igacertification.org

"Lighting the way to a better future."
®

INDEPENDENT

Glass Association
385 Garrisonville Rd, Ste 116
Stafford, VA 22554
540/720-7484
www.iga.org

Qualified 2008 IGA Marketing Conference attendees
can test to become certified for FREE - a $149 value!
Visit www.iga.org for details.

PricePoints

competitive pricing and stats

Estimated Miles Driven by Region (in millions)

ON THE ROADS

Total Miles
Traveled in
June 2007

Total Miles
Traveled in
June 2008

Percentage Change

Northeast

39,532

37,983

-3.9

South-Atlantic

54,609

51,644

-5.4

North-Central

59,836

57,057

-4.6

South-Gulf

50,121

47,916

-4.4

West

262,480

250,232

-4.7

Region

Miles Traveled
Dropped 4.7 Percent
in June, DOT Reports
Travel during June 2008 on all
roads and streets in the United States
dropped 4.7 percent from June 2007
at an estimated total of 250.2 billion
vehicle-driven miles, according to
the most recent report from the U.S.
Department of Transportation’s Federal Highway Administration (FHA).
Miles driven dropped 1.6 percent
from the prior month, May 2008, during which 254.1 billion miles were
driven.
When broken down by region,
miles driven compared to June 2007
were down in all regions.
For cumulative miles driven
throughout the year, current numbers are down 2.8 percent from 2007;
in June 2007, 1480.8 billion cumulative vehicle miles had been driven,
while this year, only 1438.7 billion cumulative miles had been driven as of
this June.

Source: Department of Transportation

PRICING NEWS

SUPPLIER NEWS

Summer Price Increases Sweep Industry

Trosifol to Increase PVB
Prices by 15 Percent

Several auto glass parts suppliers have announced price increases this
summer—much to the dismay of shops across the country. Reasons cited
for the increases have ranged from increased costs in raw materials, natural gas, fuel and energy.
Following are those AGRR magazine/glassBYTEs.com™ had learned
of as of press time.

Company
AGC Automotive
Replacement Glass
Mygrant Glass Co.
Pilkington North America
PPG Auto Glass
Vitro America
(formerly ACI Distribution)

Percentage Increase

Effective Date

6.5 percent*
7.5 percent
7.5 percent
7.5 percent

August 1
August 11
August 4
August 1

7.5 percent

August 1

* Also increasing delivery charge to $100 per stop.
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Trosifol North America Ltd. will
increase its prices by 15 percent on
all Trosifol/Kuraray Europe PVB
films for both the automotive and
architectural market in the United
States and Canada, effective September 1, 2008.
“The reason for the increase is
due to the growing raw material,
energy and transportation costs,”
says company representative
Werner Heppner.
With U.S. operations located in
Erin, N.Y., Trosifol is headquartered in Germany.
■
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Windshield
Repair
Technician
Certification
T h e la t e s t a nd m o s t c o m p r e h e n s i ve
windshield r epair t echnician
c e r t i f i c a t i o n p r o g r a m ava i l a b l e .
Qualified attendees of the 2008 NWRA Annual Conference, co-located with
the International Autobody Conference & Exposition (NACE), will have the
ability to become NWRA certified technicians for FREE - a $95 value!
Visit www.nwrassn.org for more details.
The NWRA certification program is
based, in part, on the Repair of
Laminated Auto Glass Standard
(ROLAGS).

TM

www.nwrassn.org/certification.php

540/720-7484
nwra@nwrassn.org

The Big Five
Five Consumer Trends That
Will
Change Your Business
by Les Shaver

I

f nothing else, it seems like economic Armageddon. First, there
were the credit markets collapse
in the summer of 2007. And now,
more than a year later, things
haven’t gotten all that better. Don’t believe it? Try to buy a business, commercial office building or even a home.
It’s not as easy as it used to be.
But that’s only the tip of the iceberg.
The mortgage crisis that ignited the
credit crisis still persists. In fact, it may
be getting worse. As people’s mortgages have ballooned, they either
haven’t been able to make their payments or have had to pump about all
of their income into saving their
homes. And, those who have retained
their homes are seeing their values

sapped, draining their home equity
and leaving them with a shrinking pool
of discretionary income.
But it doesn’t end there. Gas prices
are rising, leaving people with even
lower incomes. This, combined with
the housing crisis, saps disposable income and slows purchasing even more.
Even though we aren’t officially in a recession yet, it certainly feels like it.
These economic realities are leaving
people to make some hard choices
about where they live and how much
they drive. Everyone seems to acknowledge this is happening, but so
far, there’s not much of a consensus
about how people are reacting, especially in reaction to rising gas prices.
“There are a lot of people trying to do

a lot of different things,” says Mary-Beth
Kellenberger, a consultant covering the
automotive and transportation industries for Frost & Sullivan, a global consulting firm that analyzes new market
opportunities for corporate growth.
“There isn’t one answer for everyone …
There are a lot of things people are doing
to save costs and money.”
That said, economists and consultants who study how people work, play
and live and what they drive say
changes are afoot. And, some of them
may be big, like consumers changing
where they live in relation to work or
shopping. While on the surface these
trends may not mean much to automotive glass shops, once you dig deeper
they could trigger cosmic shifts.

Road Weary:

Older Roads Mean More Repairs

The economic slowdown isn’t just affecting consumers. It’s also hurting city and state
governments.
To top it off, after last year’s bridge collapse in Minnesota, governments became focused
on that piece of infrastructure. “The governments don’t have as much money to fix roadways because now everyone is focusing on bridges because of the Minneapolis collapse,” says Mitch Becker, technical instructor for ABRA Auto Body & Glass, a chain
of auto repair shops based in Brooklyn Park, Minnesota. “There’s less and less money
for roadways and we’re going to see roadways degrading more than they used to.”
And Becker thinks that will have an effect on cars. “It’s going to put a lot of structural pressure on cars,” he says. “On bigger vehicles, stress is handled by the frame. On the
unibody, all of the stress is handled on the unibody. The flexing and structure stress is spread.”
There’s another issue, too, though. Older roads, especially in the North, where they’re
made of pavement or asphalt, degrade much easier because of the use of salt in the winter.
“You will see degradation from salt,” Becker says. “Asphalt has less degradation from salt. It’s much
easier to patch asphalt than cement. They start it with cement. When it gets bad, they’ll cap it with
asphalt. In the north, when it’s cold rocks push upward. The ground pushes upward and breaks concrete.”
That broken concrete means more rocks that can hit vehicles and crack windshields. However, in
Detroit, the road quality is improving surprisingly (despite a shaky local economy) because of longterm plans put in place to fix roads that had been problematic.
“We’ve had a lot of construction, which initially messed up the roads,” says Paul Bradford, director of operations for Henderson Glass, a multi-location retail glass firm based in the Detroit suburb
of Rochester Hills, Mich. “Now the roads are better and we’re getting less road and rock damage because there’s less gravel on the road and fewer potholes. That’s not helping us as a glass shop.”
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As consumers hold onto their
vehicles longer, you may find
yourself replacing the windshield
multiple times over a car’s life.

1) Cars Lasting Longer
Before things got bad in Michigan,
Paul Bradford, director of operations
for Henderson Glass, a multi-location
retail glass firm based in the Detroit
suburb of Rochester Hills, Mich., used
to see brand-new cars all over the
roadways around Motor City. “Seven
years ago, when things were booming,
I remember thinking that I didn’t see
too many wrecks on the road,” he says.
Then the state fell on hard times
around 2000, losing 336,000 jobs between 2000 and 2006. It lost another
94,000 jobs this year. In May, the
state’s unemployment rate was at 8.5
percent. In 2004 and 2005, Michigan
was the lone blight on a rosy national
economic picture. “Now, I’m seeing
those beaters on the road, with no
wheel covers, body damage, and no
side mirrors,” Bradford says. “Unless
they have to have it, people really
aren’t getting new cars.”
As the economy turns in the rest of
the country, Bradford fears that the

nation will follow Detroit. The numbers back this up. “Higher gasoline
prices and a weak domestic economy
resulted in total vehicle sales in the
United States falling by 2.5 percent to
16.15 million,” says Mark Ganz, senior industry analyst at research firm
IBISWorld, a business information
firm that follows more than 700 industries. “Total vehicle sales have
fallen each year since 2005 and IBISWorld anticipates that total vehicle
sales will fall by around four to five
percent in 2008.”
That means the cars on the road
are there much longer. “The average
age of cars and light trucks in America was 9.2 years and 7.1 years respectively in 2007, both representing
an increase year over year and the
oldest age for ten years,” Ganz says.
The prevalence of older cars on the
road does have some implications for
the glass industry. These older vehicles could come in with more prob-

lems, says Mitch Becker, technical instructor for ABRA Auto Body & Glass,
a chain of auto repair shops based in
Brooklyn Park, Minnesota. “If you
drive a car 200,000 miles, that’s
200,000 miles of road, salt, debris, vibration and everything else,” he says.
Specifically, Becker thinks as glass
shops see older cars, they’ll also see a
lot more rust on the pinchweld. That’s
takes more energy to fix. And shops will
need to be more focused on doing jobs
correctly the first time. If they don’t, it
could come back to haunt them.
“It used to be that if you put a
windshield in a car, three or four
years later they’d trade the car out,”
Becker says. “The next person bought
the problem. But you’re going to see
installations that you did five, six, and
seven years ago start coming back to
you because they are going to hang
onto their cars longer.”
continued on page 38

Average Age of American Car in 2007: 9.2 Years
Percent Total Vehicle Sales Fell in the United States in 2007: 2.5 percent
People Increasing the Amount of Time Between Maintenance Trips: 34 percent
Average Age of Light Truck in 2007: 7.1 Years
Percentage decline in travel compared to 2007: 2.8 percent
Dollar Amount of Glass Imports in 2007: $5.68 billion.
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Top New Car
Searches in June

continued from page 37

1
Toyota Prius
2
Honda Civic
3
Honda Accord
4
Toyota Corolla
5
Toyota Camry
6
Honda Civic Hybrid
7
Toyota Yaris
8
Nissan Altima
9
Ford Mustang
10
Honda Fit
Source: Cars.com

While consumers will always need auto
glass work, economic struggles may
mean more and more of them put off
this work as long as possible.

2) Holding Off on Repairs
On the surface it appears that the automotive repair industry stands as a
major beneficiary when consumers hold
on to cars longer. The idea is simple: the
longer a car stays on the road, the more
likely it is to have issues. Interlink Media
says most components of a car go bad
between 100,000 and 150,000 miles.
“For auto repairers, an older vehicle
positively affects their business as wear
and tear results in parts needing to be
replaced,” Ganz says.
That should mean more trips to the
shop, but unfortunately, those people
holding onto their cars longer may not
necessarily be bringing their old vehicles into your shop right away.
Kellenberger also says that people
are even holding off longer on the basic
maintenance. Frost & Sullivan’s numbers say that as a means of saving
money, 34 percent of people are increasing the amount of time they wait
between vehicle maintenance and 47
percent of consumers said gas prices
will make them look to cut maintenance costs, especially with things like
wiper blades.
“We have already seen that people
change their behaviors,” Kellenberger
says. “They will extend the intervals
between maintenance. That has already started to happen and I think it
will continue to.”
When consumers do come into the
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shop, it will be for immediate problems
and they often don’t see glass repair
and replacement as an acute need
until a crack runs across their windshields and cuts into their lines of
sight. “You can drive with a cracked
windshield, but you can’t drive with a
flat tire,” Bradford says.
That attitude may change if the crack
spreads. “If it’s a little crack or chip, the
consumer will say, ‘Let’s see what happens,’” Kellenberger says. “‘When it
runs, I’ll deal with it at that time.’”
This trend toward deferring glass repair and replacement could definitely
cause problems for the glass industry.
That’s especially true in states that do
not require periodic inspections.
“Michigan has no inspection,” Bradford
says. “The only time you have a problem is if you are pulled over. That’s not
the focus of the police around here.”
Kellenberger thinks consumers are
even more comfortable waiting until
the last minute or until a crack spreads,
because the glass industry has developed great service. In a way, it’s a victim of its own success.
“They [consumers] think they
can call their insurance company
and someone will be there in two
hours,” Kellenberger says. “Or I
can go to my office, tell the glass
shop my car is in spot Z12, and
they’ll fix it while I sit at my desk.”
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3) The Shrinking
Automobile
The cars that glass shop owners are
seeing are definitely changing, too. They
aren’t seeing as many behemoths coming into the garage like they saw in the
1990s and early 2000s. Even in autohappy Detroit, where American SUVs
and trucks have been wildly popular,
Bradford sees changes. “We’re definitely
seeing smaller, more fuel-efficient cars
and we have a fair number of SUVs and
pickups,” Bradford says.
The numbers seem to back this up.
Both Ford and GM officials say small-car
sales could hit three million this year,
according to USA Today. With
no manufacturer is this
trend more apparent
than Ford, which
has shifted its
produc-
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Mileage adjusted cost of a resale small in January 2005: $7,591
Mileage adjusted cost of a resale small in June
2008: $9,933
Gas Price of July 16: $4.114
Percentage decline in June Miles Compared to 2007: 4.7 percent
Increases on Ford Focus sold since January: 26 percent
Mileage adjusted cost of a resale SUV in June 2008: $15,592

tion mix from about 70 percent trucks
and SUVs in 2004 to about 60 percent
cars and crossovers. It’s little wonder
that the automaker is making these
kinds of shifts since it reported that sales
of its trucks and SUVs fell 22.1 percent
in July, while Ford, Lincoln and Mercury
car sales gained 7.8 percent. Sales of its
economical Focus are up 26 percent in
sales since January.
“There has definitely been a shift toward smaller more fuel-efficient cars in
many countries, the United States
being probably the most obvious. From
being a market that depended on its
pick-ups and SUVs, the price of fuel
means that the light truck segment is
suffering the worst,” says Anna-Marie
Baisden, an analyst with Business Monitor International, a print and online
publisher of specialized business information on global emerging markets.
And, if you look at what consumers
are searching about online, the trend
continues. Cars.com reported in July that
decade-old cars like the Geo Metro and
Geo Prizm have seen consumer searches
rise by more than 200 percent year over
year. The number-one car searched on
Cars.com in June was the Toyota Prius.
“It’s the first time a hybrid hit the top
of the list,” Kellenberger says. “Whether
they’re buying or investigating, consumers are considering more fuel-efficient cars.”

Small cars, such as the 2009
Honda Fit, seem to be the
wave of the future.
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The trend is funneling down
to resales as well, says Paul
Taylor, chief economist for
the National Automobile
Dealers Association in
McLean, Va. In January
2005, the mileage adjusted
cost of an SUV was
$16,418 and $16,175 for a
large pickup. In June
2008, it was $12,592 for an
SUV and $12,675 for a
large pickup. In the same
timeframe, the cost of a
small car jumped from
$7,591 to $9,933. “Gasoline
at $4 a gallon has not been
helpful to used truck values,” he says.
These trends in the new and
used car markets will affect glass
shops because the windshield will
play an even bigger role in the car’s
structural integrity. “When you
have the full frame, you don’t hear
much talk about the windshield
damage and the vehicle structure because you have that big frame,”
Becker says. “Now with more
crossovers, that’s a lot more pressure
being put on the installations of auto
glass.”

Many speculate a move
toward cities is resulting in
fewer miles driven annually.

4) Staying Off the Road
John Burns, president of John Burns
Real Estate Consulting, an Irvine, Calif.based real estate consulting firm that
collects and analyzes housing industry-related data, and his colleagues who follow housing
trends, are seeing trends that
many people in the auto industry don’t see yet: They think
high gas prices, combined with
road congestion, will pull more
people back to the cities. That
became especially true after
gas prices reached an all-time
high of $4.11 a gallon in July.
“We believe that there is
going to be a tremendous shift
back to urban areas, led by

those who bought homes in the outlying areas who lose their homes to foreclosure,” Burns says. “They will choose
to rent near work to save money.”
And even for those who are buying,
gas has an impact. “The high price of
gas is playing a very important part in
home buyer decisions,” Burns says.
“The phrase ‘drive until you qualify’
has less meaning these days as each
mile becomes more expensive.”
Even if people aren’t making drastic
lifestyle changes such as moving, they
definitely are staying off the road more.
It’s been almost 30 years (1979 to be
exact) since vehicle miles driven fell
continued on page 40
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year over year. In June 2008, the Department of Transportation (DOT) reported that travel on all roads and
streets fell 12.2 billion vehicle miles,
which is a 4.7 percent drop from June
2007. For the year, DOT estimated that
cumulative travel for 2008 fell by 42.1
billion vehicle miles, which is a 2.8 percent decline compared to 2007.
Instead of these drastic shifts, Bradford sees people reducing their time on
the road in other ways in Detroit. “The
reduction of mileage is coming discreetly from after-work driving,” he says.
“They’re combining errands or doing
everything on the weekend versus two
or three days during week. If you go out
in the evening after rush hour, the roads
are pretty quiet.”

What Bradford is seeing on the road
has changed too. He observes more
motorcycles. Kellenberger thinks people trying to find inventive ways to get
to work without adding the extra time
that public transit often requires.
“There’s an upswing in motorcycles and
there’s a lot of interest in scooter-type
vehicles,” she says. “Even in northern
climates, where there’s snow and sleet,
people will buy them to commute four
or five months. They have free parking
and you can get to work on the same
schedule [as if they were driving.]”
In more urban areas—the ones
Burns is talking about—there is also
public transit. Public transit ridership is
increasing in formerly gridlocked cities
like Washington, D.C., and Los Angeles.

For instance, in Los Angeles, Metrolink,
the commuter rail system, reported that
ridership hit a one-day high on June
17—a 15.6 percent increase over the
same Tuesday the year before. “Now,
with high gas prices, people are carpooling, using buses and avoiding unnecessary actions,” Kaul says.
Taken together these trends are bad
for the glass industry. “Every fewer
mile driven is fewer windshields I can
replace,” Bradford says. “It’s good for
cutting gas consumption, but bad for
our industry.”
But he’s not too concerned for the
right now, at least. “We are married to
the automobile for the time being,” says
the glass shop executive, whose business is based around Detroit.

they were considered dangerous,” she says. “Toys in people’s houses were something
that hit close to home. People were very careful, but
the Chinese have done a lot
to improve their quality
perception.”
With gas prices rising and
home equity shrinking, Americans may be even more likely
to choose cheaper imports, especially those at the bottom end of
the income spectrum.
“Gasoline prices affect lower income
households materially more than higher
income households, as expenditure on
fuel for higher income households represents a smaller portion of their total
household expenditure,” Ganz says.
That forces people to find lower cost
alternatives, which leads to foreign options. “The primary factor driving glass
imports is one of price,” Ganz says.
“Consumers are largely indifferent

when it
comes to the origin of product inputs,
as long as they are of equivalent quality. In today’s climate, consumers have
been more willing to accept a minor
reduction in quality for a larger reduction in price. Price remains king.”
Glass is no different in this trend.
In fact, Ganz says glass and glass

5) Value Focus
Back in the 1980s and 1990s “Buy
America” used to be a patriotic battle
cry as Americans were scared of losing
jobs and economic might to foreign
competition, particularly from Asian
countries. But that didn’t stop retailers
like Walmart from stocking their shelves
with foreign-made products. And, consumers seem to be eating it up, especially, now—when money is tight.
“When Japanese brands first arrived
in the United States they were viewed
with suspicion, considered inferior.
Now Toyota is the number-two brand
in the country ahead of Ford and
Chrysler,” Baisden says. “I think the
same would probably be true if consumers knew parts were imported,
there would be fewer stigmas today.”
And, even when there are scares,
such as the Chinese toy scare of a couple of years ago, consumers do eventually come back to foreign products,
according to Kellenberger. “There was
a backlash from consumers because

Number of Small Cars Estimated to be Sold in the United States: 3 million
People looking to cut maintenance costs: 47 percent
Percentage of cars and crossovers produced by Ford in 2008: 60 percent
Miles driven in June 2008: 12.2 billion
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product imports increased by 4 percent in 2007 to $5.68 billion. But up
until May, there was a mild decline in
2008. In the last five years imported
glass has increased in the United
States largely due to competitive pricing overseas, but the falling U.S. dollar has seen glass and glass product
exports increase by 8.2 percent in
2007 to $4.36 billion and 7.7 percent
in the five months to May 2008 (latest
available), according to Ganz.
That’s the word from consumers, as
well. “I’ve never given any thought to
whether glass was made in the United
States or not,” says William Prout, an
Alexandria, Va., resident who drives ten
miles to work each day in the notoriously
gridlocked Washington, D.C., area. “If it is
of the same quality as the U.S. product, I
would choose the foreign-made product
whether the economy was slow or not.”
Even in Detroit—where many consumers know to ask for a Carlite windshield by name—glass shops are
carrying more foreign-made product.
“A lot of people … wouldn’t ask for
original Carlite, but around here you
get that,” Bradford says. “Because people generally work for car companies,
they know what’s supposed to be in the
car—but they care less than used to.”
With insurance, Bradford finds customers more likely to ask for OEM.
Without insurance, when NAGS is
used less and more of the glass prices
come out of their pockets, they’re
more likely to go with the lower-cost
alternative. “Carlite will be higher,”
Bradford says. “Given that, consumers
may buy the lower-priced option. If
they want to have something specific,
they have to ask. Otherwise, I’ll put in
what’s cost-effective.”
Further complicating the issue is
that American manufacturers, such as
PPG Industries in Pittsburgh, are actually making their glass in other coun-
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tries. “Does anyone know where glass
is coming from?” Becker asks. “Everything is blurred.”
In fact, Becker thinks consumers
with high-end cars, even in a bad economy, care more about the logo—not
the country of origin.
“With the economy the way it is, if
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you were to buy a BMW, you’ll want
the BMW logo,” he says. “You don’t
care where the glass came from. I
think they’re more into brand awareness. But as far as where it comes
from, they don’t care where it from.
They’re just worried about what’s supposed to be in there.”
■

Percentage of Trucks and SUVs produced by Ford in 2004: 70 percent
Percentage Glass Imports Increased in 2007: 4 percent
Cars Sold in the U.S. in 2007: 16.15 million
Estimated cumulative travel decline for 2008 fell: 42.1 billion vehicle miles
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Auto (Glass) Focus
Mygrant Remains Devoted to Distribution Business After More Than 70 Years

by Penny Stacey
Mygrant prides itself on the inventory it keeps available for customers.

I

f you ask Paul Anaya, national accounts and marketing manager for
Mygrant Glass in Hayward, Calif.,
what sets the company apart from
other distributors, he’s quick to tell you
that it’s the company’s streamlined
focus on handling one aspect of the
auto glass business.
“The biggest message we like to
send to our customers is that we don’t
compete with them,” he says. “This is
all we do.”
While “all we do” may sound limited, the company has grown over the
years to become a full-service distributor—offering everything from auto
glass to mouldings to urethanes, and
the list goes on.
“We want to carry what our customers want,” Anaya says. “We carry
everything—glass parts, supplies and
tools.”
The company considers itself a onestop-shop distributor, and Anaya
likens it to the Home Depot of auto
glass.
Its lifeblood of course, though, goes
back to the company’s roots—glass.
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“We buy from all over the world and
pride ourselves on purchasing the
glass directly from the factory,” Anaya
says. “We’re pretty proud of that, and
we’re very particular about the glass
parts we do carry.”
Mike Mygrant, whose grandfather,
Harry Mygrant, founded the company
in 1926, still today handles inventory
and quality assurance.
“We have the inventory levels that we
have because of Mike Mygrant,” Anaya
says. “He really wants to go out of his
way to meet customer requests.”
Having it all is the main concern,
though.
“Mike wants to stock everything,” says
Kelsey Biggs, Southern California operations manager for the company, who just
celebrated 20 years with the company.
“We want to give customers options,” adds Anaya.
Due to its range of available products, Anaya notes that some have
equated Mygrant typically as a distributor of Chinese glass—but he is quick
to assuage this assumption.
“We are a full-line distributor that
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provides brands and parts that our
customers want—not just Chinese,” he
says.
He also points out that quality assurance is of the utmost importance.
“Mike is very particular about the
vendors we choose,” Anaya adds.

A Few Years Back
While distribution is Mygrant’s main
and only focus today, it wasn’t always
that way. The company actually was
founded in 1926 as a retail shop called
Harry R. Mygrant Glass & Glazing.
Harry’s son, Robert, took over in 1945,
and at that point distribution was
added, and by 1966, the company had
grown to six locations. In 1979, Robert’s
son, Mike, took over one of these six locations—and today has grown the business to 49 locations nationwide. Over
the years, the company’s owners chose
to depart from the original retail operations in order to focus on wholesale distribution. Likewise, the company no
longer carries either architectural or
commercial glass and focuses solely on
auto glass distribution.
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Mygrant frequently holds product fairs for its customers to
attend. This particular fair was held at the company's Las
Vegas distribution facility.

Inside Mygrant
As the company has grown to the
business it is today, Anaya says it has
learned a few things, of course, about
how to maintain a large inventory.
“We’ve learned the hard way to maximize high ceilings,” he jokes.
In addition, the company employs
many customer service representatives who can take orders by phone at
each of its various locations, but also
has an online ordering system as well.
At each of its facilities, it utilizes a
dispatch desk and dispatch order generator that prints each order as it arrives—either via phone or online—and
the person assigned to work the dispatch desk monitors it, hands out orders as necessary and makes sure this
is done in an organized fashion.
For customers near a location who
wish to avoid a delivery charge, it also
offers will-call pick-ups. Fuel prices are
as much an issue for a distributor such
as Mygrant as it is for their glass shop
customers.
continued on page 44
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Mygrant’s Riverside, Calif., location has both a will-call area and a
shipping department.
September/October 2008 AGRR

43

Auto (Glass) Focus
continued from page 43

Glass parts are inspected and
cleaned on this customized rack
before leaving the facility.

Mygrant offers a range of glass brands—from
Pilkington to Carlite to imported glass.

Mygrant’s Paul Anaya jokes that
company management has learned
to maximize high ceilings, as shown
here.
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“We are in this thing with our customers,” Anaya says. But, he adds, “The
one thing we promote is that if you’re
close to a location, we have the best
will-call service in the industry.”
Over the years, Mygrant has become
extremely automated—and there are
no ladders in its facilities, only order
pickers that rise the shelves of glass
and supplies throughout. The company also employs lean practices.
“We have to be lean and disciplined
to run our business, but that enables
us to [stock so much inventory],”
Anaya adds.
But, Anaya admits, there’s always
room for improvement.
“We’re still learning wholesale. We’re
striving to get better,” he says.
Mygrant’s distribution centers are
open six days a week—closed only on
Sunday.
At its will-call locations, the company offers an Equalizer store filled
with its products, along with coffee for
customers stopping in.
“We really try to create a positive
shopping environment,” Biggs says.

Mygrant’s Strength
Part of that environment is what
Anaya calls the company’s strength: its
people.
“Our people are our biggest asset,”
he says. “What you find [here] is
longevity—seasoned people who are
good at what they do.”
Anaya attributes much of this
strength to the company’s leaders,
Mike Mygrant, president and owner,
his wife, Cathy, who serves as secretary and treasurer, and its zone managers, Tom Higginbottom, Dave
Kidston and Mark Scroggins, who
oversee and direct sales and operations company-wide.
“Tom and Dave have been extremely instrumental in the growth
and expansion,” Biggs says.
“We don’t have layers and layers of
management,” adds Anaya.
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AUTO GLASS ADHESIVES,
SEALANTS, AND CLEANERS
Biggs notes that the commitment
runs through the company from management down through the ranks.
“CSRs, dispatchers, etc.—the good
management shows from the top
down,” he says. “[Management] wants
employees to be happy.”
This is particularly apparent in Mygrant employees’ willingness to help
each other out.
“We all pitch in,” Biggs says. “We
want everyone to be successful at each
branch.”
“We’re very much a mom-and-pop
[business],” adds Anaya. “You won’t find
someone that says ‘that’s not my job.’”

COMPLETE URETHANE ADHESIVE SYSTEM
MANUFACTURED BY C.R. LAURENCE COMPANY

Quality Automotive Products

How to Grow
In addition to its people and familylike atmosphere, part of Mygrant’s success over the years has been its
willingness to open new locations to
better serve its customers—and its
ability to know when and where these
locations are needed.
“The question we commonly are
asked is why Memphis? Why Denver?
Why Chicago?” Anaya says. “The answer: ‘opportunity and people.’”
“If we get calls like that from cities
with demand, we have to look at the
opportunity,” Anaya says. Biggs adds
that management takes a close look,
too, at who is available to help start a
new location.
“We were hand-picked to be involved,” says Biggs of the expansions
in which he’s participated. “It’s something you can look back on and be
proud of.”
For those areas without a Mygrant
location, the company ships its products. The company is always watching, though, for “opportunity and
demand.”
“There are markets and major cities
we’re not in yet,” Anaya says.
One of these opportunities appeared recently when the company
purchased two Independent Glass
Distributors’ locations in the North-
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east (one in Annapolis Junction, Md.,
and one in Pittsburgh). The company
also recently acquired a location in
Memphis, Tenn., from Lewis Auto
Glass.
When this happens the company’s
management looks for key employees
to help with the start-up involved in
opening a new branch.
“You have to have a stable crew,”
says Biggs.
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Close to the Customers
While Mygrant prides itself on not
competing with customers, it also
prides itself on listening to them—
either when opening a new location
or considering a product line
expansion.
“We’re very sensitive and close to
our customer base,” Anaya says. “It all
goes back to opportunity.”
continued on page 46
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continued from page 45

“The individual retailer is our
lifeblood,” he adds. “We want to support those guys in any way we can.”
The company frequently holds customer appreciation events, ranging
from cookouts to product fairs. During

these, they often invite industry representatives, such as Equalizer’s Gilbert
Gutierrez, or the company’s own Jean
Pero, who serves on the board of directors of the Auto Glass Replacement
Safety Standard (AGRSS) Council, to

speak. Mygrant has been a big supporter of AGRSS and of the Auto Glass
Technician Olympics (see related story
on page 52).
“You eat together—you go through
the good times, the bad times,” Anaya
says.
He adds that the company shares a
special bond with many of its retail
customers.
“We are independent just like they
are,” he says.

Industry Challenges
Of course, just like independent
glass shops and chains alike, Mygrant
has its challenges. One of these is one
that resonates throughout all levels of
the industry: pricing.
“The NAGS pricing model is broken,”
Anaya says. “We cannot afford to sell our
products based on the NAGS model.”
The NAGS numbering system,
though, is crucial to the company’s inventory, Biggs notes.
“Though [NAGS is] conscious of distribution, I don’t think they understand
completely what we go through,”
Anaya adds.
The new vehicles and the glass they
will require also is a concern.
“It will present its challenges, but
we’ll find a way,” Biggs says. “We have
many talented warehouse people who
know what they’re doing.”
Fuel also is an issue for the distributor—just as it is for the shops to whom
it sells.
“The big challenge is being able to
provide the services we provide with
rising costs and fuel,” Anaya says.
But, he adds that Mygrant realizes
that the entire industry is in the
same boat.
“With the rising fuel costs, our customers are in the same situation we’re
in,” he says.
“There’s always room for improvement,” adds Biggs. “That’s what makes
us just like your ordinary retailer.” ■
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Penny Stacey is the editor of AGRR
magazine.
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Belron Executives

Hot
Topics

Cover It All,
from Pricing to
the Future, in
Exclusive Interview

Belron chief executive officer

Gary Lubner and Belron US president
and chief executive officer Tom
Feeney recently took the time to conduct an exclusive interview with AGRR
magazine/glassBYTEs.com™ publisher
Debra Levy. The two discussed a number of industry issues, and provided
an update on the integration of Diamond Glass into Belron US.
In the following pages, you’ll find the
highlights from this lengthy interview.
Gary Lubner

For video coverage, please visit the AGRR
Studio at www.agrrmag.com/studio.

Lubner on Cash Pricing
“I’ve said this before, but North America is the only place in the world
that insurance prices are above cash prices,” Lubner said. “It’s the only
place in the world, so the problem isn’t with
prices, it’s with cash prices.”
“ N o r t h A m e r i c a insurance
Lubner described common cash prices
i s t h e o n l y p l a c e as “uneconomical, for what we are expected to do for that price, properly inin the world
stalled glass with properly trained
that insurance
technicians, making sure [the vehicle] is
p r i c e s a r e a b o v e safe and ready for people to drive away.”
“Once cash prices are above insurance
cash prices.”
prices, that [will be] a proper reflection on
the service that we provide,” Lubner said. “That’s what we see around the
world, and I don’t see why it should be different in the United States.”

Tom Feeney

Lubner on Fuel Prices
and Breakage Rates
On the topic of fuel prices, and how this
might affect glass breakage, Lubner said that
he doesn’t see fuel prices as the biggest determinant of glass breakage rates.
“I think weather has a bigger impact,
though it’s much shorter and a little sharper,”
he said. “Miles driven are dropping, statistics
are there, and the market size around the
world will decline. Now I think as an automotive glass company, you then have a
choice: do you become a victim of circumstances, or do you actually try to take the future into your own hands?”

Feeney on Duplicate Positions
When asked what Belron US officials plan to do with duplicate positions
between it and Diamond Glass, Feeney said that
this is “the most difficult part of an acquisition
“[Consolidating]
like this.”
is probably the
“That’s probably the most difficult part of an acm o s t d i f f i c u l t p a r t quisition like this, because there are redundancies,
and what we committed to all the associates was
of an acquisition
to tell them within the first 60 days, no later than 60
like this.”
days, the finality of what we’re going to do,” he said.
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a victim of
circumstances, or
do you actually
try to take the
future into your
own hands?”
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Diamond Employee Says “Transition is Going Smoothly”
Brett Decker, vice president of field operations for Diamond Glass, and several of
his Diamond colleagues also took the time
to speak with AGRR magazine/glassBYTEs.com™ publisher Debra Levy during
her visit to Philadelphia to meet with Lubner and Feeney.
Decker says that the transition is going
smoothly.

“You’ve seen a lot of people who’ve
grown up with this organization, some
that have been here for 20 years,” he said.
“It’s difficult, yes, but the transition is
going smoothly.”
Duane Hromada, vice president of
field sales for Diamond Glass, echoed
this sentiment.
“I think we know what we did, we know

what we were a part of and it’s time to
move forward. I think you’re going to find
that people want to be a part of it,” he said.
Garth Beck, vice president of field operations for Belron US, also was on-hand.
“I think our intent is to welcome the Diamond team as part of the family at Belron
US,” he said. “Everybody’s really excited as
we go forward, and now the work begins.”

Lubner and Feeney on Industry Associations
“I just think there’s an opportunity and too many industry bodies,” Lubner
said. “This is an industry that is from many points of view in crisis, and yet we
have the Independent Glass Association (IGA), the National Glass Association
(NGA) [and the] AGRSS [Council], all having a go at each other, all trying to do
what is, in my opinion, driven often by egos rather than the actual issues facing the industry.
“And, if you want my
“There should be one body
simple solution, there
r e p r e s e n t i n g t h i s i n d u s t r y,
should be one. There
a n d i t s h o u l d b e a b o d y t h a t should be one body representing this industry,
r e p r e s e n t s t h e i n d u s t r y. ”
and it should be a body
that represents the industry, rather than represents interest groups, and that would be something that
Belron would support,” Lubner said. “But we’re not going to be putting our
necks out, to start, for example, inventing pricing strategies, only to then be
given a hard time. It’s just not going to happen.”
Feeney was asked to comment on whether he agreed with Lubner’s assessment.
“I would hope [the industry’s unity] is fixable, but it requires people to really lay down some of the personal issues they have and put the industry’s wellbeing far ahead of their own personal well-being, and in my experience with
our industry, we haven’t done that yet,” Feeney said.

Feeney on What Diamond Does Better
Though Feeney would not comment on specific practices he feels Belron
US can improve upon, as compared with its latest acquisition, Diamond Glass,
he saluted Diamond’s approach to what he called “commercial business.”
“I’ll compliment Bill Cogswell and
his
commercial sales team and his
“[Diamond has]
national accounts team,” Feeney
d o n e a t e r r i f i c j o b said. “They’ve done a terrific job in
i n u n d e r s t a n d i n g a understanding a segment of the business that I would say we didn’t unsegment of the
derstand as well.”

Lubner on Belron’s
Branding Strategy
“If you’ve done your branding
correctly, when that infrequent
purchase happens, one thing

“If you’ve done
your branding
c o r r e c t l y, w h e n t h a t
infrequent purchase
happens, one thing
should come to
your mind.”
should come to your mind,” Lubner
said. “When you’re not, that means
you’ve got to invest a significant
amount of money, get a lot of coverage in the media, to make sure
that when people do think of an automotive glass company to deal
with, they’ll think of yours, and
that’s, quite frankly, our strategy.”
He also noted that promoting
windshield repair is a crucial part
of the company’s strategy.
“Our objective is to keep the average costs as low as possible, and
repair is certainly a way to do that,
and, so, yes, most of the advertising
is around repair,” Lubner added.

business that I
would say we didn’t
understand as well.”

continued on page 50
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Hot Topics
continued from 49

Lubner on the
PPG Auto Glass Sale
Lubner said he wasn’t surprised
by the fact that a private-equity
firm has signed on to purchase
PPG Industries’ auto glass business and services unit.
“I don’t have to tell anyone what
a tough market the U.S. automotive market, as well as the OE market, is right now, and a business
with the size and complexity of
PPG—I think it was going to be
difficult to attract industry buyers,
so a private equity buyer was the
way to go,” he said.

“I don’t have to
tell anyone what a
tough market the
U.S. automotive
market, as well as
the OE market, is
r i g h t n o w. ”
As for what the future will hold,
Lubner predicted the possibilities—but like the rest of the industry, is not sure what will come of
the Kohlberg & Co. purchase of the
business (see page 20).
“Private equities are going to
find a way to make a return, and I
suspect that they will look at all options,” he said. “They will look at
every possibility—breaking it up,
combining it, diversifying it … ”

Feeney on Industry’s Negative Focus
According to Feeney, most of the reaction to
the acquisition of the assets of Diamond
“Most people
Glass he has received has been negative.
“Most people tend to focus on the negatend to focus on
tive, instead of the possible and positive
the negative …”
about what bringing two companies that
were very successful in their own way together
can mean not only to all the 9,000 associates that now work here and that we
take very, very seriously, but also to the industry as a whole, and how they
can, as strange as it may sound, how they can benefit from this too,” he said.

Lubner on the Possibility of Plastic Glazing
When it comes to the possibility of plastic windshields, Lubner says the chances of them flood“It’s not going
ing the automotive replacement glass market
soon are small.
to happen
“I’m simple on these things,” he said. “If plastomorrow and
tic windshields were invented tomorrow, and
it’s not going
they put them into every vehicle tomorrow, by
the time that filtered into the automotive reto happen to
placement glass market, I’ll be dead, so I don’t
every single
need to worry about it.
vehicle … ”
“Work out the numbers—you know what the
breakage rates are,” he said. “It’s not going to happen tomorrow and it’s not going to happen to every single vehicle … ”

Lubner’s Thoughts on the Coming Year
Lubner predicted that the coming year will be challenging.
“Everywhere you look, and we’re seeing this around the world, [there
are] cost increases from everyone of our suppliers. Labor’s going up. Fuel’s
going up,” he said. “We do a lot of mobile. We do nearly 50,000 mobile jobs
a week now … so I think it’s going to be a challenging time.”
He added, “Having said that, from a Belron point of view, because we’re
committed to this industry, we’re going to continue investing—we’re
going to continue investing in people, training, tools, branding [and] developing our leaders, because these things don’t last forever and we’re
going to be strong coming out of it.”

Feeney on 24/7 Auto Glass Service
Feeney said that the company recently tried out “24/7” auto glass service in
Las Vegas. While the 24/7 model didn’t work out, Feeney said, Belron US has
begun offering weekend service—and had planned to do so before Belron acquired Safelite in early 2007.
“Everything about doing what’s right for the customer Belron’s helped us to
see in a slightly different way, but it really was two companies coming to“Everything about
gether with similar beliefs, and so we
doing what’s right
were always around extending
■
f o r t h e c u s t o m e r … ” hours,” he said.

50

AGRR September/October 2008

“ We ’ r e g o i n g
to continue
investing in
p e o p l e, t ra i n i n g ,
tools, branding
[and] developing
our leaders.”
To see a video of the
full interview, visit
www.agrrmag.com/studio.
www.agrrmag.com

Let the

Games Begin
A Look at Past Olympics Champions
by Penny Stacey

S

ome might say he’s the auto glass
industry’s own Michael Phelps.
But you’d never know by talking
to Jeff Olive of Glasspro Inc. that he’s a
well-known industry
champion. But the
humble Olive admits that his championship in the
first-ever
Auto
Glass Technician
Olympics (AGTO)
has brought positive benefits to
his life and
ve
work.
Today,
Jeff Oli
Olive heads up
training at Glasspro, which is based in
Charleston, S.C. Since his win, he has
served as a judge at the competition,
held in Las Vegas each November.
And the reach extends further than
this.
“I think the notoriety of winning the
Olympics has helped my career
tremendously,” Olive says. “It opened
up quite an area of respect from my
comrades in the industry.”
And even further, the insurance industry has even taken notice.
“I am pretty amazed by the respect I
get from insurance customers and
agents,” he says. “Every now and then
I’ll be involved in a continuing education course and they’re quite impressed
with hearing of the competition. I’ve
had quite a few [agents] say they won’t
go anywhere else because of this.”
But Olive’s not the only one who’s
reaped the benefits of winning such a
competition.
For Jason Horne of Cindy Rowe Auto
Glass, the winner of last year’s AGTO,
the personal benefits rank highest.
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wasn’t going to win, I was going
to give it my best shot. I truly
had been waiting for a competition like this for a long time.”
And, even if he hadn’t won,
Thompson says he feels the competition would have helped him as
a technician.
“It takes you out of your comfort
level by putting your skills on display
for the whole world to see, so to
speak,” he says. “The experience can
help shed light on any
of your weaknesses.” Rob Gra
ce
Rob Grace, winner
of the 2006 AGTO,
also took away a personal benefit from
competing—and
winning.
Tee Thompson
“[The competition] makes you
more aware of
what you’re doing
and [makes you more aware of] trying to do things the right way, the way
they’re supposed to be done,” he says.
Matt Anderson of Novus Auto Glass
in Spokane, Wash., took the gold in
the 2007 WRO, and, as a result, is able
(WRO) in 2006, shares that benefit at to use the logo on his van—not to
his SuperGlass franchise in Albu- mention he is able to mention the
competition in his conversations with
querque, N.M.
“Most definitely I use it in any ad- customers and potential customers.
vertising and have been known to
shout it from the rooftops,” he says. “I Matt Anderson
feel immense pride in having won the
gold.”
Thompson also appreciated the
chance to have his daily skills put to
the test.
“I felt better just by competing and
exposing my work to objective judging,” he says. “I told myself even if I
“I don’t think
it’s changed me
any, but I think
it’s given me a
better
feeling
about myself as
far as what I’ve
accomplished,”
he says.
Jason Horn
e
Customers
of the Harrisburg, Pa.chain notice it too.
“We advertise locally and they use
my pictures in the ads,” he says, “and a
few customers have recognized me
from that.”
Tee Thompson, who took home the
gold in the inaugural Walt Gorman Memorial Windshield Repair Olympics
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The Winnings
As this year’s competitions approach quickly, you may be wondering—what are the prizes? This year’s first-place winner in the Auto Glass
Technician Olympics will receive $10,000, a gold medal and trophy, as
well as bragging rights as the “World’s Best Auto Glass Technician.”
The AGTO’s second-place winner will receive $1,000 as well as a silver
medal and third will receive $500 and a bronze medal.
The winner of this year’s WRO will receive $1,000, a gold medal and trophy, as well as bragging rights as the “World’s Best Repair Technician.” Second place will receive $500 as well as a silver medal and third will receive $250
and a bronze medal.
In addition, both winners’ companies will receive extensive media coverage and press releases sent on behalf of the champion; use of the winner logo on stationery, business cards and advertising
for one year; use of the 2008 AGTO or WRO logo, respectively, for an unlimited time; and a congratulations ad and coverage
of the victor in AGRR magazine.
“It helps me in terms of promoting
sales directly with my customers and
instilling their confidence in my work,”
he says. “They’re always glad to hear
about it and they usually have some
questions about the competition.”

Words of Wisdom
Despite the fact that most of the
past champions of both the AGTO and
WRO plan to compete again in the future, many are willing to offer advice to
future participants.
Preparing for the competition
should be an everyday occurrence, according to Olive.
“You need to think of every job
throughout the year as an Olympics install, and you shouldn’t have to do any
more in the competition than you do
in your daily routine,” he says. “If you
can do that all year and you go to the
competition, you shouldn’t have any
problems finishing as a qualifier.”
Anderson echoes that sentiment.
“Nothing replaces everyday professionalism,” he says. “[Technicians]
can’t learn that overnight. They’ve got
to be professionals to start with.”
Knowing the standards incorporated in the competition—the Auto
Glass Replacement Standard (AGRSS)
for AGTO and the Repair of Laminated
Auto Glass Standard (ROLAGS) for
WRO—is also an important factor.
“If you are incorporating sound repair techniques and following the ROLAGS Standard, you won’t have a
problem,” Thompson says. “Let me add,
if you are doing this on a daily basis
now, the WRO will be a piece of cake.”

www.agrrmag.com

While daily practice is key, once
technicians arrive at the competition
complete with spectators and judges
watching, sometimes nerves come into
play. Grace advises potential contestants not to let this get to them, though.
“Try not to let the pressure get to
you,” he warns others. “You know what
you’re doing, or you wouldn’t be there.”
Anderson also provides some practical advice, which applies to both competitions: be sure to read the rules provided
on the websites for each competition
(www.autoglassolympics.com and
www.windshieldrepairolympics.com).
And, from Olive comes some lighthearted advice: “Don’t use too much
blue tape.”

Defending Champions
Olive has served as judge since his
AGTO win and has competed in WRO
each year since its inception.
Anderson and Horne, both the most
recent 2007 champions in the WRO
and AGTO, respectively, plan to return
this year to defend their titles. At press
time, Andersen had not yet registered,
but said he intended to re-enter the
WRO. Horne was one of the first to register for the 2008 AGTO.
“I’m looking forward to it,” Horne
says. “I’m hoping to be a little more relaxed this year—and just go in and do
my best. And, if my best isn’t good

enough, it wasn’t mean to be. I’ve got
to give it all I’ve got. I’d like to go for
two in a row.”
Grace also hopes to return to this
year’s AGTO.

The Details
Both competitions will be held at
the Mandalay Bay Convention Center
in Las Vegas this November. The
AGTO, which is co-sponsored by
AGRR magazine and the Independent
Glass Association (IGA), will be held
November 7-8. The WRO, co-sponsored by the National Windshield Repair Association (NWRA) and AGRR
magazine, will be held November 6. At
press time, AGTO corporate sponsors
included Pilkington North America,
AEGIS Tools International, Mygrant
Glass, Gold Glass Group and Crystal
Glass. GlasWeld had signed on as a
corporate sponsor of the WRO.
Both events are held in conjunction
with Auto Glass Week in Las Vegas™,
which also includes the Auto Glass
Safety (AGRSS) Conference, the IGA’s
Fall Marketing Conference and the
NWRA Annual Conference.
❙❙➤ www.autoglassolympics.com
❙❙➤ www.windshieldrepair
olympics.com
■

◗

Penny Stacey is the editor of AGRR
magazine.

Looking for more information on the other
Auto Glass Week™ events? Turn the page for
seminar line-ups and registration forms for these.
September/October 2008 AGRR
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2008 AGRSS CONFERENCE
SCHEDULE • MANDALAY BAY CONVENTION CENTER, LAS VEGAS, NV
manufacturers are your partner in
providing validation support to
2:00 p.m. – 5:00 p.m.
meet the AGRSS Standard. Come
Conference Registration Open
learn what information to ask your
supplier for and what you should
2:00 p.m. – 5:00 p.m.
be receiving.
AGRSS Committee Meetings
Moderator: Bob Beranek with
(if held):
Check with your committee chair Auto Glass Consultants.
to see if meetings are to be held
12:00 p.m. – 1:00 p.m.
and for date and time.
Lunch

TUESDAY, NOVEMBER 4

5:00 p.m. – 7:00 p.m.
AGRSS Board of Directors
Meeting

WEDNESDAY, NOVEMBER 5
7:30 a.m. – 6:00 p.m.
Conference Registration Open
8:00 a.m. – 8:30 a.m.
Welcome and “State of the
AGRSS Council” Address
AGRSS Council chairperson
Cindy Ketcherside will update
attendees on the two-day event.

1:00 p.m. – 2:30 p.m.
Standards Update: Validation
Join Accreditation chairperson
Carl Tompkins as he explains
what has happened, what’s
currently happening and what’s
on the horizon with the thirdparty validation process for
AGRSS registered companies.

3:00 p.m. –3:45 p.m.
Introducing the
AGRSS Code of Ethics
Come hear what behavior and
business practices will be
8:30 a.m. -9:30 a.m.
expected of AGRSS-registered
Glass Plastics Technology and
shops, each of which will be held
What It Will Mean to
to the Code of Ethics.
Auto Glass Service Companies
Come learn what future forms of Speaker: Jean Pero of Mygrant
Glass.
laminated glass you may be
working on in the decades to
4:00 p.m. – 4:45 p.m.
come.
Automotive Safety
Performance Testing
9:45 a.m. – 11:00 a.m.
A representative of the
Ten Worst Shop Horrors
Four industry leaders will share Insurance Institute for Highway
the gruesome details—and some Safety will discuss crash test
ratings, what goes into the testing
pictures—with the audience of
and how to understand the results.
the ten worst shop horrors
Speaker: Joseph Nolan of the Inthey’ve seen in the business.
surance Institute for Highway
Speakers: Bob Beranek of Auto
Glass Consultants, Dale Malcolm Safety.
with Dow, Mitch Becker of Abra
6:00 p.m. – 8:00 p.m.
Auto Body and Glass and Steve
Welcoming Cocktail Party and
Coyle, individual member of the
AGRSS Charity Auction
AGRSS Standards Committee.
Come mix and mingle with
other industry professionals who
11:00 a.m. – 12:00 p.m.
put consumer safety first and bid
Validation Support from
on lush gifts and gift packages
Adhesive Manufacturers
available in the AGRSS Charity
Urethane retention systems are
Auction.
more than just glue. Adhesive
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THURSDAY, NOVEMBER 6
7:30 a.m. - 4:00 p.m.
Conference Registration Open
8:30 a.m. – 9:30 a.m.
Keynote Address by NFL Great
Archie Manning
Join us as Archie Manning,
head of the Manning football
dynasty, “kicks off” the
conference with inspiring words
and motivational speech.
9:45 a.m. – 11:00 a.m.
CAP: How to Make Your Customers Aware of AGRSS
Here’s your chance to learn how
to help spread the word about the
Standard; how to host an AGRSS
Consumer Awareness Program
event, how to do it well and
inexpensively.
Speaker: Mike Schmaltz, AGRSS
Consumer Awareness Program administrator
11:15 a.m. – 12:00 p.m.
Roof Crush Standards
Come hear about the latest in
roof crush standards and their
relationship to auto glass safety.
12:00 p.m. – 5:00 p.m.
Visit the Auto Glass Technician
Olympics and the NACE Show
FREE
Your badge will get you into the
NACE trade show and the Auto
Glass Technician Olympics
(based on the AGRSS Standard)
taking place on the floor of the
NACE Show as part of the Auto
Glass Expo.
1:00 p.m. – 5:00 p.m.
AGRSS Standards Committee
Meeting
5:00 p.m. – 7:00 p.m.
AGRSS Board Meeting (if
needed)

www.agrrmag.com

2008 AGRSS CONFERENCE
PARTICIPATION FORM
Company Information (please print)
Company:_______________________________________________________________
Address: ________________________________________________________________
City: _______________________ State: ____Zip/Postal: _________Country: _________
Phone: ____________________________________Fax:__________________________
Participant Name(s)
_______________________________________________________________________
_______________________________________________________________________
_______________________________________________________________________
_______________________________________________________________________
Conference Participation List
_______________________________________________________________________
_______________________________________________________________________
_______________________________________________________________________
_______________________________________________________________________
Full Conference Participation by
AGRSS Registered Company, Contributor or Member Before 10/15/08
AGRSS Registered Company, Contributor or Member AFTER 10/15/08

❏ $189
❏ $249

Full Conference Participation by
Non-AGRSS Registered Company Before 10/15/08
Non-AGRSS Registered Company AFTER 10/15/08

❏ $249
❏ $299

Method of Payment

❏
❏

Check Enclosed (Made payable to the AGRSS Council)

MasterCard ❏ Visa ❏ American Express
Credit Card #: ___________________________________________________________
___________________________________________________________
Exp. Date: ____________________________________________ *CVV#: ___________
(The 3 digits on the back of the card or 4 digits on the front of AMEX)

Name on the card: ________________________________________________________
___________________________________________________________
*Phone: _____________________________________*E-mail: ____________________
Signature: ______________________________________________________________
*Required fields to process your card. Payment will not be processed if the required information is incomplete. Please
note payment will show on your credit card statement as Key Communications Inc.

Conference Participation Information
All fees must be payable in U.S. dollars.

Information About You
Which of the following best describes your job title?
❏ Owner or Senior Manager
❏ Other Management
❏ Purchasing Agent
❏ Estimator
❏ Customer Service
Representative
❏ Installer/Technician

❏ Other: ___________________
Questions or Comments:
Please contact AGRR Magazine,
P.O. Box 569, Garrisonville,VA
22463 or call 540/720-5584;
fax: 540/720-5687.
Cancellations & Refunds:
All requests for cancellation
and/or refunds must be received in writing by October
15, 2008, and are subject to a
$50 administration fee. No refunds can be granted after this
date.
Conference Participation Fees
The AGRSS Council is offering
companies that apply for
AGRSS registration between
August 1 and December 31,
2008, a $50 discount coupon
that can be used toward their
conference registration fees for
either this year or next. All conference participation fees go to
support the work of the AGRSS
Council.

• Full Conference participation for those from an AGRSS-registered company who sign up by October 15, 2008, $189
per person ($249 after October 15) – Includes admission to all conference events.
• Full Conference participation fees for those from non-AGRSS-registered companies who sign up by October 15,
2008, $249 per person ($299 after October 15) – Includes admission to all conference events.
Please complete the following steps to attend the AGRSS Conference. Fax to 540/720-5687 or mail to P.O. Box 569, Garrisonville,VA 22463. You may also register online at www.agrss.com/confreg.php.

www.agrrmag.com
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"Lighting the way to a better future."
®

2008 IGA Marketing Conference Schedule
INDEPENDENT

Glass Association

Friday, NOVEMBER 7

9:30 a.m. – 10:15 a.m.
Is Radio Relevant?

7:30 a.m. – 6:00 p.m.
Conference Registration Open

7:30 a.m. – 6:00 p.m.
Auto Glass Technician
Olympics Preliminary Heats
(co-sponsored by IGA)

10:00 a.m. – 5:00 p.m.
Auto Glass Expo @ NACE

6:00 p.m. – 8:00 p.m.
Welcoming Cocktail Party
The cocktail party is the best time to
socialize and get to know others who
are attending the conference—some
for the first time. Repeat attendees can
renew business alliances while neophytes can build professional connections over beverages and finger-foods.

Saturday, NOVEMBER 8
7:30 a.m. – 12:00 p.m.
Conference Registration Open

8:00 a.m. – 8:30 a.m.
Opening & Welcome

8:30 a.m. – 9:15 a.m.
IGA Anti-Steering Initiative
The IGA board of directors will outline the next step in IGA’s national
campaign to fight illicit barriers to
market access. Come learn what new
services the association has created to
help members.

9:00 a.m. – 1:00 p.m.
Auto Glass Technician
Olympics – Finals
(co-sponsored by IGA)

9:00 a.m. – 3:00 p.m.
Auto Glass Expo @ NACE

56

You have a web site and dozens of
Yellow Page ads, so do you need radio
advertising? In today’s high-tech world
is radio even relevant? According to industry insiders many of the largest
auto glass companies in the nation are
doing more and more radio advertising. IGA will help attendees break
down the art of the radio ad and the
best way to create an effective radio
campaign.
Speaker: Kyle O’Brien, creative director, Xhang Creative, Portland, Ore.
With experience in the auto body repair industry as well as such wellknown clients as Nike and La-Z Boy,
Xhang Creative’s publicity director Kyle
O’Brien will show attendees what
makes a radio campaign effective and
worth the investment.

shrinking profits means independents have to effectively sell their businesses as the best buy and not the
cheapest buy. Selling value, not price,
should be your focus.
Speaker: Rodger Pickett, vice president, Cindy Rowe Auto Glass,
Harrisburg, Pa.
Rodger Pickett has been in the auto
glass industry for more than 15 years.
Rodger will share with attendees the
best strategies to brand the value of
your company’s product.

2:00 p.m. – 3:00 p.m.
Sustainability – Growing your
business through environmentally friendly business practices

Green is the buzz-word this decade,
but there are benefits behind the over
branded term. And IGA will show you
what an auto glass independent can do
to incorporate green business practices
that benefit your company, your com10:30 a.m. – 12:00 p.m.
munity and your children.
Internet Marketing 301
Speaker: Mike Boyle, president
Back to expound on his popular
seminar at the 2008 IGA Annual Con- GlasWeld, Bend, Ore.
ference, Scott Orth will present a 90minute in-depth seminar on how 3:00 p.m. – 4:00 p.m.
independents can make money on- IGA Auto Glass Technician
line. Your Internet presence should Certification Examination
maximize your profits. And according
Auto glass technicians attending the
to experts, the auto glass industry is IGA’s 2008 Marketing Conference™
still in its infancy when it comes to will have an opportunity to take the
Internet marketing. Get ahead of the IGA’s Auto Glass Technician Certificacurve and make sure you are incor- tion exam during the event. The exam
porating the latest Internet sales tac- will be administered to qualified techtics to keep your business busy.
nicians at the conclusion of the conSpeaker: Scott Orth, director of Inter- ference’s
marketing
seminar
net marketing strategies for GTS in track—FREE of charge.
Portland, Ore.
Qualified technicians interested in
taking the exam should contact Patrick
Smith
at
540/720-7484
or
1:00 p.m. – 1:45 p.m.
Selling the Value of Your Own psmith@iga.org. The exam is free for
conference registrants.
■
Brand
Working in today’s economic climate of rising cost, falling prices and
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"Lighting the way to a better future."
®

INDEPENDENT

Glass Association

2008 IGA Marketing Conference
Registration Form
Mandalay Bay Convention Center, Las Vegas, NV

Company Information (Please print)
Company: ____________________________________________________________________________________________________
Address: _____________________________________________________________________________________________________
City: ________________________________________________State:______________________Zip/Postal: ___________________
Country: ___________________________________________Phone: ___________________________Fax: ___________________
Attendee Name(s)_____________________________________________________________________________________________

❏ $99
Non-Member Company Pre-registration (closes October 17)..........................................................................❏ $129

IGA Member Company Pre-registration (closes October 17)............................................................................

❏ $129
Non-Member Company Onsite registration.....................................................................................................❏ $199
IGA Member Company Onsite registration.......................................................................................................

Method of Payment

❏ Check Enclosed (Made payable to IGA)
❏ MasterCard ❏ Visa ❏ American Express
Credit Card #: ________________________________________________________________________________________________
Exp. Date: ________________________________________________ *CVV#: ____________________________________________
(The 3 digits on the back of the card or 4 digits on the front of AMEX)

Name on the card: ____________________________________________________________________________________________
*Phone: _________________________________________________*E-mail: ___________________________________________
Signature: ____________________________________________________________________________________________________
*Required fields to process your card. Payment will not be processed if the required information is incomplete. Please
note payment will show on your credit card statement as Key Communications Inc. All fees must be payable in U.S.
dollars.

Questions or Comments:
Please contact IGA, 385 Garrisonville Rd., Ste. 116, Stafford, VA 22554 or call 540/720-7484; fax: 540/720-3470.

Cancellations & Refunds:
All requests for cancellation and/or refunds must be received in writing by October 17, 2008 and are subject to a $25
administration fee. No refunds can be granted after this date.
Fax completed form to 540/720-3470
or mail to 385 Garrisonville Rd, Ste 116, Stafford, VA 22554.

www.agrrmag.com
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TM

Conference Schedule

T h u rs da y, N ove m b e r 6
7:30 a.m. – 6:00 p.m.

10:00 a.m. – 4:00 p.m.

Conference Registration Open

Walt Gorman Memorial Windshield Repair Olympics

Fr i da y, N ove m b e r 7
7:30 a.m. – 6:00 p.m.

Noon – 1:00 p.m.

Conference Registration Open

Networking Luncheon

8:00 a.m. – 8:30 a.m.

1:00 p.m. – 1:45 p.m.

Opening & Welcome by Paul Syfko,
NWRA President

Visit International Autobody Congress and Exposition (NACE): NWRA
conference attendees receive free admission to the NACE trade show. Visit
your suppliers and stop by the Auto
Glass Expo on the show floor.
Note: The NWRA Board meeting will
also take place during this time.

8:30 a.m. – 10:00 a.m.
How the Green Movement Will
Change Your Business Forever: The
Green Movement in this country is
going to cause a seismic shift in the
way glass and glass repair services are
sold. At no point in the repair industry’s history has it more primed for
rapid growth and increased profitability. Come learn what you need to
do locally to be ready and to ensure
you make a “green” commitment to
the future.
Speaker: Mike Boyle, president,
GlasWeld, Bend, Ore.

10:15 a.m. – 11:45 a.m.
Internet Marketing for the Repair
Community: Your Internet presence
should maximize your profits. And,
according to experts, the auto glass
repair industry is still in its infancy
when it comes to Internet marketing.
Get ahead of the curve and make
sure you are incorporating the latest
Internet sales tactics to keep your
business busy. This program is designed to get more business to you
through the Internet.
Speaker: Scott Orth, director of
Internet marketing strategies, GTS,
Portland, Ore.
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2:00 p.m. – 3:15 p.m.
Insurance Industry Update: This panel
discussion will bring together several
major insurance companies and thirdparty administrators to talk about how
best to provide ethical and quality repair to our mutual customers. Also to
be discussed will be the insurance
community’s opinions on the movement towards “flat” pricing being offered by several carriers; trends toward
rising repair rates; how networks benefit or hamper repair; and other important industry topics.
Speakers: Representatives of State
Farm Insurance, LYNX Services and
others.

cuss several issues surrounding the repair community and concerns that
may be associated with these issues.

4:00 p.m. – 4:45 p.m.
Repair of Laminated Glass Certification Training: Attendees of this
seminar will be able to review and
prepare to take NWRA’s Windshield
Repair Certification exam. Attendees
can take the certification examination immediately following the seminar free of charge—a $95 value.
Attendees can complete their practical demonstration requirements afterwards as well. (NWRA Practical
Assessment Administrators will be
available on the NACE trade show
floor to observe any practical
demonstrations of certification applicants.) For more information
about NWRA certification, visit
www.nwrassn.org.
Speaker: Wade Schlichenmayer,
account executive, Delta Kits Inc.,
Eugene, Ore.

5:00 p.m. – 5:30 p.m.
NWRA Repair of Laminated
Glass Certification Examination

3:15 p.m. – 4:00 p.m.

6:00 p.m. – 8:00 p.m.

Repair Industry in Focus: ROLAGS is
now one year old. How is it doing? Repair rates seem to be on the rise. What
does it mean and why? What are the
trends in automotive glazing? These are
just a few issues that will be discussed.
Industry experts will be present to dis-

Networking Cocktail Party: The
cocktail party is the best time to socialize and get to know others who are attending the conference—some for the
first time. Repeat attendees can renew
business alliances over beverages and
finger-foods.
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2 0 0 8 NW RA A n nua l C o n f e re nce

Regis tra tio n Fo r m
Register below or online at www.nwrassn.org.

Mandal
Conven ay Bay
tion
Las Veg Center
Novemb as, NV
er 6-7,
2008

Company Information (Please print)
Company: ______________________________________________________
Address: _______________________________________City: _______________

Look At
All Your
Conference
Registration
Includes:

State:_____________________Zip/Postal: ___________Country: ____________
Phone: ____________________________Fax: ____________________________
Attendee Name(s) ___________________________________________________
____________________________________________________________________
____________________________________________________________________
____________________________________________________________________
Pre-Registration Rates: (Pre-registration closes October 17, 2008)
NWRA Member Company Primary Attendee
❑ $150
NWRA Member Company Secondary Attendee ❑ $125
Note to
Non-Member Company Primary Attendee
❑ $350
Me mber s
Non-Member Company Secondary Attendee
❑ $125 NWRA supplier members
On-site Registration rates (Rates after October 17, 2008)
NWRA Member Company On-site Registration ❑ $200
NWRA Member Company Secondary Attendee ❑ $175
Non-Member Company On-site Registration
❑ $400
Non-Member Company Secondary Attendee
❑ $175
Promotion Code __________________________________

are offering 50%-off
coupons, reducing your
complete registration
by half. Call your
supplier before you
register!

Me t ho d of Pa y me nt

❑ Check Enclosed (Made payable to NWRA)
❑ MasterCard
❑ Visa
❑ American Express
Credit Card #:________________________
Exp. Date: _________________________CVV#: ________________________

Organizers of the NWRA
Annual Conference have
made arrangements for your
participation fee to include:
• All the NWRA Seminars
and Workshops
• NWRA Repair of
Laminated Glass
Certification Training
and Testing
• Admission to the NWRA
Cocktail Party
• Admission to the NACE
trade show*
• Admission to the Auto
Glass Technician
Olympics*
• Admission to the
Windshield Repair
Olympics*
• Admission to the AGRSS
Charity Auction/Cocktail
Party (Wednesday
Evening)*
* Separate event being held
concurrently with the NWRA
Conference.

(The 3 digits on the back of the card or 4 digits on the front of AMEX)
Name on the card: ___________________________________________________
*Phone: ____________________________________________________________
*E-mail: ____________________________________________________________
Signature: __________________________________________________________
*Required fields to process your card. Payment will not be processed if the required information is incomplete. Please note payment will show on your
credit card statement as Key Communications Inc.
All fees must be payable in U.S. dollars.

Qu e s t io ns
o r C o mme nt s :
Please contact NWRA, P.O. Box 569,
Garrisonville, VA 22463 or call 540/7207484; fax: 540/720-3470.

www.agrrmag.com

C ancel l ations & Refunds:
All requests for cancellation and/or refunds
must be received in writing by October 17, 2008,
and are subject to a $25 administration fee. No
refunds can be granted after this date.

All inc
lu
price o ded in the
f the N
Annua
l Conf WRA
erence

Fax completed form
to 540/720-3470
or mail to
385 Garrisonville Rd.,
Suite 116,
Stafford, VA 22554
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ROLAGS:

f ocu s

on

REPAIR

One Year Later
The Standard Is
Done, but Is It Gaining
Industry Acceptance?

W

hen the Repair of Lami- not yet utilize it as a rule in its busi- ron’s practices are very similar to what is
nated Auto Glass Stan- ness. Zoldowski shares the concern of expressed in ROLAGS.
“At this point, we have not formally
dard (ROLAGS) was many in the industry—that cracks up
accepted by the Ameri- to 14 inches can be repaired under incorporated the Standard into our
program, but our repair standards are
can National Standards Institute (ANSI) the Standard.
“Many companies, including ours, very much in line with ROLAGS and we
as an ANSI Standard in June 2007, controversy emerged over the criteria in- don’t subscribe to long-crack repair,” feel our standards support the needs of
he says. “We don’t do it because the in- our customers,” Erwin says.
cluded in the Standard.
Jacqueline Newman served as projNow, just a year later, the list of com- surance companies don’t pay extra for
panies that endorse the Standard is it, and from a technology standpoint, ect editor for ROLAGS and chair of the
marketing subcommittee
around 30. While the
and is president of Redline
list includes such in“ N o w, j u s t a y e a r l a t e r, t h e
Inc. in Austin, Texas. Newdustry names as Glass
America and Cindy
l i s t o f c o m p a n i e s t h a t e n d o r s e man says the committee
added an annex to the StanRowe Auto Glass and
the Standard is around 30.”
dard last September to comseveral independents,
bat
confusion
over
some industry officials
and major players (such as Belron US) the equipment we use today and the long-crack repair.
The annex explains that while the
still have declined to endorse the RO- training our technicians have had don’t
LAGS Standard. Why does the discon- allow us to fix a crack that’s more than ROLAGS Standard deems cracks up to
14 inches as repairable, “in no way does
nect
between
the
standard’s 3 to 6 inches.”
For the same reason, Belron US has ROLAGS demand or require that a techendorsement and its actual use exist?
AGRR magazine talked to several in- not incorporated the ROLAGS Standard nician repair any damage up to the
dustry players in an attempt to find out. into its repair policy, according to David listed maximum nor, for that matter,
Erwin, the national repair development that ROLAGS demand that a repair technician must be able or willing to repair
manager for the company.
Fearless 14?
“We are in agreement on the Stan- all types of damages.”
“What we have with ROLAGS is an
Newman also says that the Standard
emerging standard that gives us proce- dard with the exception of the longwill be reviewed periodically as the
dures and processes by which we crack repair,” he says.
Erwin says Belron currently is study- ROLAGS Committee continues to meet.
would go through the repair process—
Some are quick to argue, though,
what we can repair and what we can’t ing long-crack repair and its effect on a
that ROLAGS wasn't developed due to
repair, and, in many cases, it takes the windshield’s role in a vehicle.
“Because the structural integrity of safety issues of windshield repair—and
existing repair practitioners and allows
them to make decisions through train- the windshield has changed over the therefore the 14-inch controversy
ing, new equipment and things like years, we’re going to start a study and should be moot.
“Our windshield repair technicians
that,” says Dave Zoldowski, who serves take a look at the results, and once we
have that, we’ll be better situated to realize that the Standard was develon the ROLAGS Committee.
oped for political reasons, not because
While Zoldowski’s company, Auto speak to long-crack repair,” he says.
He adds, though, that otherwise Bel- of any safety issues, consumer comOne, endorses the Standard, it does
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Want more information?
Visit www.agrrmag.com/studio
for related video footage.
plaints or problems with windshield
repair,” says Rich Campfield, president
of Ultra Bond.
For Campfield, whose company has
been a long-time advocate of longcrack repair, the Standard serves as a
reference for him when working with
insurers that don't necessarily support
the practice.
“The ROLAGS [Standard] has made it
a little easier for me to discredit Lynx
and Safelite’s misleading size-of a-dollar-bill criteria ... ” Campfield opines.

Other Issues
Mike Boyle, president and chief visionary officer for GlasWeld Systems
in Bend, Ore., says he sees shops not
yet utilizing the Standard for many
reasons.
“There are a lot of factors that determine whether a shop will embrace it,”
he says. “We look at some companies
that will embrace only part of it, because it affects profitability, or because
there isn’t enough data to support
something that they’ve never supported before.”
As a supplier, GlasWeld supports the
concept of ROLAGS, but still is working
to determine its stance on the details of
the Standard.
“We support the concept fully, but
whether or not we accept its existence as
it sits today is questionable,” Boyle says.
“But we’re probably working harder to
evaluate the validity of the ROLAGS
Standard today than ever, because we
believe that if a Standard doesn’t address
the issues of the industry and the consumer and safety, then maybe we
should take a second look at it.”
Boyle couldn’t provide details on
GlasWeld’s research into the validity of
the Standard, citing proprietary reasons.
Zoldowski also feels maybe the group
should look at what the Standard itself
evaluates.
“I am proponent [of the fact that] …
we haven’t today given the technician
the tools to go out and say ‘this is a bad
repair’ or ‘this is a good repair’ so it becomes in the eye of the technician, the
beholder,” Zoldowski says. “Hopefully
that’s where the Standard will evolve.”

www.agrrmag.com

What Insurers See
When and if the Standard evolves
into one that measures criteria of a repair, Zoldowski believes the repair industry will have better luck in gaining
the acceptance of ROLAGS from the insurance industry.
“Ultimately we’ll be able to give technicians and the insurance company a
way to measurer whether a repair meets
[certain] criteria,” Zoldowski says.
Boyle agrees that further research
may help the cause.
“I know the insurance companies are
having an issue with supporting it, and I
think they have valid reasons,” he says.
“Despite the pressures to put something
out there that has to be done, it should
be done right … So, we’re looking at it,
evaluating it now.”
“We have some of our own proprietary things that we’re doing to say, ‘hey,
we said this and we supported it, but is it
true?’ We’re going to continue pioneering that [effort] for the good of the in- Belron can accept eventually.
“Only time will tell [where the Standustry,” Boyle adds.
dard is headed],” Erwin says. “The Standard is evolving and it’s a living
The Future
In general, though, Boyle believes document. We’re very optimistic that in
that the insurance industry needs to the future, we will be able to formally
endorse the Standard.”
take a serious look at repair.
As the Standard evolves, the ROLAGS
“We just believe that repair is not fully
understood and, therefore, insurance committee also is taking on some addicompanies aren’t prepared to pay what tional work, such as the development of
it’s worth, and glass shops aren’t pre- a product performance standard, which
pared to invest in making it a valuable would cover the testing of windshield repart of their business, and that has to pair products. In addition, a marketing
subcommittee also has been formed.
change,” Boyle says.
“Their task is to develop a marketing
Steve Shaw of LYNX Services serves
on the ROLAGS Committee. He expects plan for ROLAGS,” says Newman, who
that once the industry gains an aware- recently stepped down as marketing
ness of the Standard, the insurance in- chair and turned the post over to Boyle.
“At its meeting in February, the marketdustry will too.
“I’m not sure there’s a lot of aware- ing committee decided that it must
ness of it [on the part of insurers] yet,” spread the word about the Standard to
Shaw says, adding that this likely won't its own industry, to the insurers, to the
grow “until it gets more awareness public and to any government agencies
within the repair community and the that are affected.”
“After all, if the repair industry does
extended world of auto glass.”
While the Standard is still somewhat not support its own Standard, then it folnew and many are deciding how to uti- lows that the insurers and public cannot
lize it in its current form, as Newman be asked to do so either,” she adds. ■
mentioned, it will be reviewed periodically. Erwin also seems confident that
Penny Stacey is the editor of AGRR
the review may make the Standard one
magazine.

◗
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Repair Round-Up
nwra reports

pauls@glassmedic.com

It’s Déjà Vu All Over Again
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by Pa u l S y f ko
FEEL LIKE I HAVE WRITTEN THIS
Schedule at a Glance
column before, but in all reality I
Thursday, November 6
have not. Every year in about this
7:30 a.m. – 6:00 p.m. Conference Registration Open
issue of AGRR magazine, I lay out the
10:00 a.m. – 4:00 p.m. Walt Gorman Memorial Windshield Repair Olympics
National Windshield Repair Association’s
(co-sponsored by NWRA)
(NWRA) plans for our annual conferFriday, November 7
ence. This year’s conference will once
7:30 a.m. – 6:00 p.m. Conference Registration Open
again be held during Auto Glass Week at
8:00 a.m. – Noon
Seminars
the NACE November 6-7 in Las Vegas.
Noon – 1:00 p.m.
Networking Luncheon
(Visit www.nwrassn.org to register.)
1:00 p.m. – 5:00 p.m. Seminars
Well, this column is about our annual
5:00 p.m. – 5:30 p.m. NWRA Repair Technician Certification Examination
conference, but this column is different
6:00 p.m. – 8:00 p.m. NWRA Welcoming Cocktail Party
from its predecessors. The reason it is
All NWRA Practical Assessment Addifferent is because the NWRA is on the second discussion will involve major industry players. Industry suppliers and ministrators (PAA) that are exhibiting at
verge of something completely new.
retailers will be present. We will offer NACE during the conference will be
them several issues surrounding the re- equipped to observe the technical
Continual Growth
Since its inception, NWRA has been a pair community and they will hash out demonstrations of prospective certified
small part of the auto glass community. ideas and concerns overlapping those technicians. This means that astute qualBut our growth over the past year and problems. Some topics you can expect ified repair technicians will be able to
our new mission of a clean and sustain- to be addressed are “ROLAGS – one year leave Las Vegas as NWRA-certified techable industry has given our association later,” and “Rising repair rates – What nicians at no additional conference cost.
2008 conference attendees will also
new life and meaning. In case you have does it mean and why?”
be able to attend a great 90-minute presnot noticed, repair rates are on the rise.
entation. NWRA has invited Scott Orth of
The nation’s current economy and the Not Just Industry Politics
industry’s current fluctuations have
This 2008 conference will not be GTS to present attendees with an intense
primed the market for the windshield solely about industry politics. The con- education seminar on what they need
repair community. These factors, along ference also will be about increasing the from a website and how to get one up
with a respected and growing certifica- profitability of the conference atten- and running.
NWRA will also be co-sponsoring
tion program, have placed NWRA in a dees. To start, NWRA will be presenting
leadership position which we are proud an hour-long training course about the the third annual Walt Gorman Memoto hold. Therefore the NWRA has in- written portion of our certification pro- rial Windshield Repair Olympics (WRO)
vited the whole auto glass industry to gram. Attendees will receive all the in- (see related story page 52).
As you can see, this year’s conferour annual conference to discuss repair. struction necessary to prepare to take a
At this year’s meeting we will expand written version of our online certifica- ence has a new look because NWRA
our auto glass industry green commit- tion examination. If they choose, the has a new mission: to change the world
■
ment and present our green paper to the certification examination will then be one repair at a time.
entire automotive repair community. administered free of charge—$95 value
We will conduct two major panel dis- will be considered part of your conferPaul Syfko is president of Glass Medic
cussions. The first discussion will bring ence registration fee. If the repair techAmerica in Westerville, Ohio, and serves
together several major insurance com- nician passes the written exam, then he as president of the National Windshield Repanies and third-party administrators to will merely need to present/perform his pair Association (NWRA). Mr. Syfko’s opinions
talk about how best to promote ethical practical repair demonstration to be- are solely his own and not necessarily those
repair to our mutual customers. The come registered.
of this magazine.

I

◗
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Tech Tips

helpful hints

Ask the Doctor
by Gayle Good

◗

Gayle Good of Cindy Rowe Auto Glass is
the technical director of the National
Windshield Repair Association. She can be
contacted by e-mail at gayle@cindyrowe.com.
Ms. Good’s opinions are solely her own and
not necessarily those of this magazine.

REPAIR

Subscribe to

A common trick to double-check
the repair is to flip up the UV shield
quickly to expose the area to light.
Unfortunately, this could lead to premature curing; because of this, a
clear bubble dome or a clear UV
shield is prefer-able over a colored
UV shield.
■

on

and shadow on the black background
of the band. The configuration of the
break usually reflects off this black
background, so when the break is
properly filled, only the pit area should
cast a shadow on the frit. If any other
part casts a shadow after it has been
fixed, then that area is still open.
Repairing the area is not the hard
part—it is knowing when it is totally
filled that is the problem. Once the UV
shield is applied, the light on the frit is
changed and the tech can “lose the repair” because the shadowing has
shifted or is completely gone.

f oc us

Q

: HOW CAN YOU TELL IF YOU
have a break properly filled in
the frit band since it is difficult
to see what you are doing?
A: The frit band is a ceramic application around the edge of the glass
part. The band helps to hide the trim
and pinchweld areas, but, more importantly, inhibits the degradation of
the urethane by blocking a majority of
ultraviolet (UV ) rays. Because of its
black color, it creates a challenge in
the repair process, though.
The key to repairing a break in the
frit area is relying on the play of light

for FREE
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WGR Reports
repair news

LEGAL NEWS
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Ultra Bond Requests New Hearing

R

ICH CAMPFIELD AND HIS the company notes that “the chal- and that customer service representacompany, Ultra Bond Wind- lenged act here is not whether long tives [are] trained to process claims automatically as replacement claims
shield Repair and Replacement, cracks are repairable.”
“The challenged act is not allowing without asking for consumer preference.
have filed a “petition for re-hearing” in
In addition, the petition alleges
their suit against State Farm and its the consumer to decide what to purthat “State Farm/LYNX ma[ke] it
glass claims administrator,
virtually impossible for the CSR
LYNX Services. The U.S. Court
“This case affects
to honor a consumer’s request
of Appeals for the Tenth Circuit
millions of consumers
for a long crack repair by intenrecently issued an opinion disa n d a n e n t i r e i n d u s t r y. ” tionally not having a referral
missing the case, which dealt
with repair services and, specif— R i c h C a m p f i e l d , U l t r a B o n d database of expert repair technicians that repair long cracks.”
ically, long-crack repair. The
By allegedly not offering the repair
original case had been dismissed in chase by not disclosing the free windshield repair option that State Farm option, Ultra Bond and Campfield
2005, prior to the recent appeal.
“We have filed a petition for rehear- admittedly provides,” write Todd L. Vries- claim that the companies are violating
ing as we disagree with the ruling,” says man of Montgomery, Kolodny, Amatuzio the Colorado Consumer Protection
Campfield. “This case affects millions & Dusbabek LLP and Robert L. Allman Act (CCPA).
“The issue is whether State Farm inof consumers and an entire industry.” and John P. Mitzner of Allman & Mitzner
tentionally omitted to advise its inThe petition for re-hearing was filed LLC, attorneys for the plaintiff.
The petition alleges that State Farm sured, the consumer, that it had a
on July 31 in the U.S. Court of Appeals
for the Tenth Circuit. In the petition, and LYNX has a “do not tell” procedure choice,” reads the petition. “The ‘deceptive act’ is nondisclosure of purchase information to an insured seeking that
ACQUISITIONS
information while purchasing a windshield repair or replacement.”
Belron US Spokesperson Confirms Company’s
Campfield says that the company is
Intent to Purchase Cindy Rowe Auto Glass
requesting a trial by jury, and if this reBelron US has signed a letter of intent to purchase substantially all of the asquest is denied, he plans to file an adsets of Harrisburg, Pa.-based Cindy Rowe Auto Glass, according to Jenny Cain,
ditional suit.
spokesperson for the Columbus, Ohio-based company.
“… If we are denied a trial then we
“The companies will go through a due diligence process for approximately 90 days,”
will have no choice but to file another
she says. “Throughout the due diligence process Belron US and Cindy Rowe Auto Glass
suit,” he says.
will continue to operate as separate and independent entities and as competitors.”
Despite the recent filing, State Farm
The deal is expected to close by the end of 2008, Cain says.
spokesperson Jeff McCollum expects
Dave Taylor, chief operating officer for Cindy Rowe Auto Glass, was not availthe decision the court has made to be
able for comment at press time.
reinforced.
Cindy Rowe Auto Glass was founded in 1980 as C. Rowe’s Windshield Repair by
“We were pleased when the federal
its namesake, Cindy Rowe-Taylor. Rowe, who was and remains a registered nurse,
court unanimously upheld all the rulhad decided she wanted to go into business for herself and began performing reings in State Farm’s favor last month,”
pairs out of her Chevrolet Vega. In 1987, she purchased an existing auto glass rehe says. “We believe the decisions
placement business in Harrisburg, Pa., and integrated it into her existing
handed down by the Tenth Circuit
windshield repair business. Today, the business has 12 locations scattered
Court are correct in every respect relatthroughout Pennsylvania and Maryland.
ing to this case.”
Rowe’s husband, David Taylor, who today serves as chief operating officer of
McCollum was unable to offer furthe company, joined the business in 1986, and is a founder and past president
ther detail, since the case remains in
of the National Windshield Repair Association (NWRA). He serves on the NWRA
litigation.
Board of Directors.
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PEOPLE NEWS
Good to Author
Windshield Repair
Technical Column for AGRR
Gayle Good of Cindy Rowe Auto
Glass, technical director of the National Windshield Repair Association (NWRA), will begin authoring a
column for AGRR magazine with
this issue (see page 63). The question-and-answer column will be devoted to issues of importance to
repair technicians.
Do you have a question for
Good? Please e-mail her at
gayle@cindyrowe.com.

GlasWeld Hires
Industrial Sales and
Consulting Specialist
GlasWeld has hired Shawn Mart
as its industrial sales and consulting specialist. Mart will be responsible for managing the company’s
glass scratch removal business, including presenting complete solutions to glass professionals,
manufacturers, wholesalers, distributors and contractors. Mart
brings more than 25 years experience in the door and window manufacturing
and
construction
industries to his new role.

COMPANY NEWS
Windshield Repair
Products in the Spotlight
Interested in adding windshield
repair to your business? Or, are you
already offering the service but
want to try a new kit or resin?
Please turn to page 66 for a special
section featuring the latest available in windshield repair kits, systems and resins.
■

www.agrrmag.com

PLATINUM SPONSOR OF THE 2008 WINDSHIELD REPAIR OLYMPICS

No Gimmicks
No Hype
No Bull

Free
i
and nformati
samp on
les.

Professional Windshield Repair Products

Simply the best or your money back!
800.548.8332 Toll Free
info@deltakits.com
www.deltakits.com (On-Line Ordering and Live Support)
www.windshield-repair-forum.com (World’s Largest)
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the

showroom

new products

MOULDINGS
Make It Easy
with Pinch-N-Go™

KITS
Takin’ It EZK-121
The latest version of the EZK-121 Double-Bridge windshield repair kit features
Delta Kits’ new I-100 windshield repair injection system, which the company says
completely eliminates the need for
pumps, hoses and compressors.

f ocu s
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REHAU’s UniFit™ PinchN-Go universal moulding is manufactured
with an elastomeric
polymer for excellent
cold flexibility and squeak resistance, according to
the company. It is
available in five sizes,

and its “clothespin” hinge makes installation easy while grip ridges minimize
primer “runs,” company officials say.
Additional features include barbs for retention on glass, two nylon cords
to reduce stretch and
snapback during installation, and a lip
position designed
to accommodate
body and glass
deck variations.
❙❙➤ www.rehau.com

The system contains a unique bridge
that adjusts vertically and horizontally
without removing it from the windshield,
and utilizes a special vacuum cup to
keep the injector affixed tightly to the
glass—but allows complete movement
of the injector.
According to the company, the system
makes vertical and edge repairs easy without the use of adapters or additional
equipment, and the double bridge windshield repair system repairs bullseyes, star
breaks, cracks and combination breaks
with ease.
The EZK-121 also comes with a new
Mobile Battery System and 40-13 12-volt
ultraviolet curing light.
❙❙➤ www.deltakits.com

WINDSHIELD
REPAIR RESINS
New UltraBond
Resin Stops the Rain
The latest “rain resin” from UltraBond is chemically formulated to resist contamination by water or
moisture, according to its developer.
This new windshield repair resin for
stone-breaks retains its bond as the
water and moisture is displaced during the repair process.
According to information from Ul-

Glazex System Does It All
The Glazex windshield repair system was
designed to be simple to use and maintain,
according to the Orem, Utah-based company. The system is equipped with a powerful piston injector, which has a firm seal
by which the injector is held against the
glass surface, according to the company.
This allows the technician to exert enormous pressure on the resin and move it
into the hairline cracks of any damage.

Up Your Velocity®
Equalizer says its new Velocity repair system
is robust, user-friendly and flexible. The system
contains a remotely operated combination vacuum and pressure pump that allows the user to
alternate between vacuum and pressure cycles
while inside the vehicle. In addition, the stainless
steel injector features a “straight-through bore”
that allows the user to remove the quick-release hose coupler and then press down
directly on the break to aid the wicking process of the resin.
The company’s DynaPro® system also is available for those looking for a quality
system at a reasonable price, company representatives say. The DynaPro stainless
steel injector is a self-contained “pull/push” pressure and vacuum creating device,
which allows the user to switch quickly between cycles, according to the company.
Both systems have a durable bridge that is easy to clean, while the pump
action attachment cup keeps the assembly on the windshield, according to information from Equalizer.
❙❙➤ www.equalizer.com
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The tool also has three fingers, each
of which is capable of placing the injector in corners and along any edge of
the windshield. The Glazex system contains standard threads and will hold various injectors from other suppliers on
the market.
In addition, the repair tool is fitted
with an adapter fitting and quick disconnect attached to a hose assembly
and the company’s metal vacuum/pressure pump, which is capable of pulling
25 to 30 inches of mercury and allows
the operator to apply 16 pounds or more
of air pressure.
❙❙➤ www.glazex.com

www.agrrmag.com

traBond, the water is displaced the
same way the air is displaced—by
vacuum and pressure; however, it resists condensation, according to the
company.
❙❙➤ www.ultrabond.com

PRIMERS
SIKA Corp. Introduces
Sika® Aktivator PRO
The new Aktivator PRO from
SIKA Corp. is a
cleaning and activating
agent
that is applied
with a single
wipe application
and allows for
improved flashoff times and a
broader range of
cold-weather
performance in
comparison to
the earlier version of the company’s Activator.
According to
the company, the
product has a 3minute flash-off
time from 15 to 120 degrees Fahrenheit, and 10 minutes from 0 to 15 degrees Fahrenheit.
The product replaces the previous
Aktivator product.
❙❙➤ www.sikaindustry.com

BRIEFLY …
BTB Tools of Bendigo, Australia, is now
marketing the Glass Bot™ tool from
Nelson Marketing in the Australia
and New Zealand markets. The Glass
Bot is an automated deglazing tool
designed to provide fast and safe
removal of auto glass parts without
breakage or damage to attached
mouldings (❙❙➤ www.glassbot.net) ■
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industry insiders
people in the news

KUDOS

APPOINTMENTS

Glass Doctor® Celebrates Annual Awards

Belron US Names Three New Senior VPs

Glass Doctor honored its annual award winners for 2007 during the company’s 2008 Annual Conference held June 25-28
at the Gaylord Texan Resort in Grapevine, Texas:
Franchisee of the Year:
• Marv Degerness, owner of the Glass Doctor of Fargo/Moorhead franchise based in Fargo, N.D., and Moorhead, Minn.
President’s Award:
• Gene Porter, owner of the Glass Doctor of Clovis franchise
based in Clovis, N.M.
Excellence in Leadership:
• Ed Sieber and Wyatt Sieber, owners of the Charlotte,
N.C., franchise
Excellence in Mentoring:
• Larry Patterson, owner of the franchise in Carrollton, Texas
Rookies of the Year (Co-Winners):
• Curtis and Gennie Lyon, owners of the Glass Doctor of
Montrose franchise based in Montrose, Colo.; and
• Ron and Jane Maxey, owners of the Glass Doctor of Northwest Indiana, based in Valparaiso, Ind.
Sales Leader (Population over 500,000):
• Mike Scorzo, owner of the Farmington Hills, Mich., franchise
Sales Leader (population under 500,000):
• Dave and Deb Herrli, owners of the Glass Doctor of Elkhart
based in Elkhart, Ind.
Office Professional of the Year:
• Brandy Hall, office manager, Glass Doctor of Amarillo, Texas
Sales Person of the Year:
• Chris Cassata, outside sales representative, Glass Doctor of
Daytona Beach, Fla.
Woman of the Year:
• Shirley Witt, project coordinator, Glass Doctor corporate
office, Waco, Texas
Personal Achievement Awards:
• Bob Boehm and Kelly Larson, owners of the Glass Doctor
of Colorado Springs based in Colorado Springs, Colo.;
• Mark Borchin, owner of the Glass Doctor of the Gold Country based in Jackson, Calif.;
• Tom Cain, owner of the Glass Doctor of Houston based in
Houston;
• Sharilyn Glover, owner of the Glass Doctor of Greater New
Orleans based in Metairie, La.;
• Steve Hastig and Jonathan Zastrow, owners of the Glass
Doctor of Bemidji and Park Rapids based in Bemidji, Minn.;
• Matt Kelly, owner of the Glass Doctor of Cleveland based
in Cleveland;
• Joe Levigne, owner of the Glass Doctor of Chicago based
in Chicago; and
• John Thompson, owner of the Glass Doctor of Northern
Colorado based in Fort Collins, Colo.

Belron US has named Dino Lanno, Pete
Pearson and Mark Placenti to its eightmember senior leadership team. Lanno,
Pearson and Placenti will lead the supply
chain, client sales and support and
marketing/brand development areas,
respectively.
“As our company embarks on its next Dino Lanno
phase of growth, we identified key areas
that needed to be elevated because of their
importance in how they will contribute to
the success of the organization,” says Tom
Feeney, president and chief executive officer of Belron US. “Dino, Pete and Mark
each bring a business sense, industry
knowledge and strong leadership skill set Pete Pearson
that has earned them a spot on our senior
leadership team.”
Lanno and Pearson both joined the
company in 1989. Placenti was hired in
2005.
The Belron US senior leadership team
also includes Feeney, Rich Harrison, senior vice president and chief operations Mark Placenti
officer, Doug Herron, executive vice president and chief financial officer, Mark Smolik, senior vice
president, general counsel and ethics officer, and a to-benamed senior vice president of human resources.
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IGD Names Angad Director of Purchasing
Independent Glass Distributors Ltd. (IGD) in Edmonton,
Alberta, has appointed Sukhu Angad to the position of director of purchasing. Angad comes to IGD with 28 years of auto
glass purchasing experience. He previously was with Trans
Canada Glass Inc., which was purchased by Belron in 2006.
Angad will be based in the company’s warehouse in
Vaughan, Ontario.

Horvath Retires from PPG; Kirby
Appointed Customer Service Manager
William F. Horvath, manager of customer service and
e-business for PPG automotive replacement glass, recently retired after 31 years with the company. Bryan
Kirby has been promoted to manager of customer service
upon Horvath’s retirement.
Horvath has held a variety of positions since he joined
the company’s auto glass distribution arm in 1977.
Kirby joined PPG in 1998 as a chemical engineer for the
chlor-alkalai & derivatives business in Natrium, W.Va.,

www.agrrmag.com

and has held various roles since he joined to the auto
glass replacement business in 2003.

HSG Appoints Stagner as Executive VP
HSG - CodeBlue™ recently appointed David Stagner
as executive vice president of sales for the Eau Claire,
Wis.-based company. In this capacity, Stagner will oversee all strategic and business development initiatives related to acquiring and supporting property and casualty
insurance clients.
Prior to joining the company, Stagner spent 16 years at
Safelite Group Inc.

DEATHS
Steve Briggs, Formerly of
Elite Auto Glass, Passes Away
Steve Briggs, former sales manager for US Auto Glass
and a partner in Elite Auto Glass, passed
away on April 18 at his home in Boulder,
Colo. Briggs had retired from Elite in January 2007. He was 62 years old.
He is survived by his wife, Micki LarsonBriggs; daughter, Mariah Larson of St.
Paul, Minn.; and two brothers, Jon Briggs
of Lincoln, Neb., and Bill Goodman of
Steve Briggs
Memphis, Tenn.

KUDOS

FIND 10 YEARS OF
MAGAZINE
WITH ONE CLICK

Auto One Tech Goes the Extra Mile
to Remove Python from Vehicle
Mike Meyers, a technician with Auto One’s
Howell, Mich., location,
recently made an interesting discovery when
doing a favor for a customer. The customer,
who was having a remote starter installed on Meyers recovered this 6-foot
her vehicle, asked if Mey- python from a customer’s vehicle.
ers might also be able to
remove the center console on her 2005 Chevrolet Silverado.
“It’s an easy enough project to do,” says Meyers. “Upon
asking why she was looking to have the center console removed, the customer told me that her friend’s snake had
gotten loose and was coiled up under the center console,”
he says. “I removed all the seat bolts and gently pulled up
center console. There it was—a 6-foot python curled up.
The customer was happy, and I think the snake was
pleased, too.”
■
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View articles from every issue
from the past 10 years online
—absolutely free!
Use our complete searchable
archives to find topics or
people of interest in your
industry. Be sure to have this
resource available to you.
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SEEK AND FIND
classifieds

AGRR Business for Sale
Colorado mountain resort community.
Leader in the area. Gross Sales
$563,000+. Growing. Adj. Profit
$208,000+. Real estate available. Ron
Brash. 800/395-7653, www.fbb.com,
FBB, Ltd.

YOUR AD

COULD BE HERE!

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

GET THE ATTENTION
YOUR BUSINESS NEEDS
To place a classified ad please contact
Janeen Mulligan at 540/720-5584, ext. 112,
or e-mail jmulligan@glass.com.
The deadline for the November/December
issue is October 7, 2008.

THE SHOWCASE
directory of suppliers
INDEPENDENT
Windshield Removal Tool
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

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

Tools and Supplies

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

EXTRACTOR/CRYSTAL
GLASS CANADA
9508 - 45 Ave.
Edmonton, AB T6E 5Y9
Canada
877/628-8837 (phone)
780/438-5915 (fax)
www.extractortools.com

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
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
AEGIS TOOLS
INTERNATIONAL
PO Box 259688
Madison, WI 53725-9688
608/274-9254 (phone)
608/274-9395 (fax)
www.aegistools.com
info@aegistools.com
WINDSHIELD REMOVAL TOOLS
A.N. DESIGNS INC./
ULTRAWIZ®
111 Putter Lane
Torrington, CT 06790
860/482-2921 (phone)
860/482-8585 (fax)
■

To become a part of the directory of suppliers, call Janeen Mulligan at 540/720-5584,
ext. 112,or e-mail jmulligan@glass.com Listings start at $350. Don’t miss out!
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AEGIS Tools International

888/247-6000

608/274-9395

30

American Auto Glass Alliance

888/274-4814

602/3435117 www.americanautoglassalliance.com

29

Auto Glass Technician Olympics

540/720-5584

540/720-5687

www.autoglassolympics.com

24

BTB Auto Glass Tools

888/293-1816

888/293-1896

www.btbtools.com

21

Carlite

734/666-2820

734/542-0303

www.carlite.com

67

Coach Glass

800/714-7171

541/393-5896

www.coachglass.com

41

Creative Extruded Products

800/273-1535

937/667-3647

www.creativeextruded.com

45

C.R. Laurence Co. Inc.

800/421-6144

800/587-7501

www.crlaurence.com

69

CRM Key

888/526-9305

360/750-6213

www.crmkey.com

11

Davis Instruments

800/678-3669

510/670-0589

www.carchip.com

65

Delta Kits Inc.

800/548-8332

541/345-1591

www.deltakits.com

13

Dow Automotive

800/453-3779

937/254-3779 www.dowautomotiveaftermarket.com

19

EFTEC Aftermarket

866/596-7772

866/596-7778

www.eftecna.com

3

Equalizer Industries

800/334-1334

512/388-4188

www.equalizer.com

12

Extractor/Crystal Glass

877/628-8837

780/438-5915

www.extractortools.com

65

GlasWeld Systems

800/321-2597

541/388-1157

www.glasweld.com

47

Glass Doctor

800/280-9858

254/745-5098

www.glassdoctor.com

17

Gold Glass Group

800/448-5188

631/981-4299

www.gggcorp.com

23

Guardian Industries

586/427-1186

568/757-8329

www.www.guardian.com

73

IBS Software

800/959-5500

816/471-1939

www.ibssoftware.com

33

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

Mygrant Glass Co.

866/956-5084

510/785-3176

www.mygrantglass.com

35

National Windshield Repair Association

540/720-7484

540/720-3470

www.nwrassn.org

67

Night Watchman Co.

800/322-8867

586/498-2301

www.nightwatchman.net

C2

Pilkington

866/377-3647

419/247 3821

www.epremier.net

15

Precision Replacement Parts

800/367-8241

800/545-5083

www.prp.com

7

REHAU Inc.

800/247-9445

703/777-3053

www.rehau.com

1

Shat R Proof Corp.

800/728-1817

952/946-0435

www.shatrproof.com

25

Sika Corp.

800/688-7452

248/577-0810

www.sikaindustry.com

46

Ultra Bond

800/398-2663

970/256-1786

www.ultrabond.com

51

Unruh Fab Inc.

888/772-8400

316/772-5852

www.unruhfab.com

31

Windshield Repair Olympics

540/720-5584

540/720-5687

www.repairolympics.com

26-27

www.agrrmag.com

www.aegistools.com
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Avocations

life beyond the auto glass business

FAST FACTS
Name: Jason Martin
Day Job: Co-owner of Wisefly Auto
Glass with his wife, Melissa
Location: Norco, Calif.
Alter Ego: Professional Rodeo
Participant

M

ANY PEOPLE REFER TO THE
auto glass business as a
rodeo ride on a bucking
bronco. Jason Martin knows first-hand
there is a difference. He’s been competing in professional rodeos since 1998.
“It’s what I’ve always done,” says
Martin, who co-owns Wisefly Auto Glass
in Norco, Calif., with his wife, Melissa.
Martin rides bareback broncos at
rodeos all over the country, though he
tries to stay as close to home as possible—in an effort to stay close to his
shop as well.
“I try to schedule
[events] on Friday
and soon as work is
done, I jump in the
truck and drive for
six to eight hours,”
he says. “I’ve had
some [rodeos] where
I’ve actually gotten
back in the morning
just in time to
change clothes and
go to work.”
As for prep work,
Martin says the main keys are staying
in good physical shape—but keeping
a clear mental picture as well.
“Rodeo is a mental game,” he says.
To prepare for an event, he says he
tries to picture what will occur mentally—and then match that in the competition. And Melissa is there to help as
well—having learned the methods of
the rodeo from her husband.
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Photo courtesy of Phil Broda.

At Home on the Range

Jason Martin (right) and his wife, Melissa (left), are
partners not only in their auto glass business, Wisefly
Auto Glass in Norco, Calif., but also on the rodeo
circuit, where Jason Martin rides bareback broncos.

“She would sit with me as I was
going over tapes and she’d start learning things, and now she’s become my
eyes in the stand,” he says.
Martin has been in the glass business for 16 years—and Melissa joined
him in the business when they married
in December 2007. They love both the
glass business and the rodeo, he says.
“It’s a part of our life, the same as

AGRR September/October 2008

the business is,” Martin says.
And Martin is happy to share
words of wisdom for those thinking of
entering the rodeo.
“I wish more people who sit in the
stands who’ve dreamed of doing it
would actually try it,” he says.
To learn more about Martin’s participation in the rodeo, visit his website, www.thatcowboy.com.
■
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