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F YOU ATTENDED AUTO GLASS
Week™ in Memphis, Tenn., in September, or if you read our review of
the event (see page 22), I think you will
agree there was a certain feeling of positivity in the air throughout the week. Attendees and exhibitors alike were
optimistic, looking to the future with
hope. And while speakers definitely addressed specific industry issues and
struggles, many of the seminars focused on an exciting topic: growth.
From hockey legend Mike Eruzione,
who spoke about expanding your business and using teamwork amid the
toughest struggles, to Kelly McDonald
of McDonald Marketing and Lauren
Fix, the “Car Coach®,” who addressed
new marketing techniques, growth was
a recurring theme.
My publisher, Debra Levy, summed it
up well with this quote: “I think everyone could see, to paraphrase Mark
Twain, that reports of the death of the
auto glass industry have been greatly
exaggerated.”
Yes, the auto glass industry has
proved that it will survive. Don’t get me
wrong; I know it’s a difficult market and
there are still strides to make in many
areas of the industry, but I also think
there are a lot of businesses out there
today proving that marketing is key and
profit is possible, and many of these
were present in Memphis.
I often have readers tell me they’d like
to attend an event like Auto Glass Week
but can’t afford to get away from the office; but I think anyone who was in
Memphis in September will tell you that
the knowledge they took away from the
event was well worth it, and they will
survive the obstacles before them.
If you’d like to see some real-life cases

4

of true survival amid a tragedy, I hope
you’ll also turn to page 34 and read about
how auto glass businesses in the small
town of Joplin, Mo., are handling the recent F5 tornado that not only wiped out
a large part of the town, but also took
away family members and in some cases
disrupted the distribution chain.
And I’d be remiss not to mention the
article on page 28—a look at an industry legend, Ray Asbery, the founder of
Equalizer Industries, who passed away
unexpectedly in September, leaving a
void in the industry. I remember at an
industry event a few years back that Mr.
Asbery told our then-video producer
and me about where he grew up, in a
small town in Kentucky. What he didn’t
tell us is that he started out in the auto
glass industry as an installer, began inventing his own tools, and founded a
business that now is known throughout
the world for its innovations. That is survival. Be sure to read the many, many remembrances of Mr. Asbery that have
been shared, and please add your own
by visiting our online message forum,
available on www.glassBYTEs.com™.
I’m sure you have survival stories of
your own, tips for enduring daily struggles and more—and I’d love to hear
them. Please email me at pstacey@glass.com. Also, be sure to mark
your calendars now for next year’s Auto
Glass Week™, which will be held September 20-22, 2012. Stay tuned to glassBYTEs.com™ for the location.
■
Penny Stacey is the editor of AGRR™ magazine. Email her at pstacey@glass.com,
follow her on Twitter @agrrmagazine, read her
blog at http://fortherecord.agrrmag.com, and
read her updates on Facebook by searching for
AGRR Magazine.
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Not One Customer …
Dear AGRR™,
In response to your branded article
in the September/October issue of
AGRR™ magazine (see page 40), I
have yet to have any customer ask
about glass brand. In addition to my
windshield business, I also have an
exhaust shop and oil change facility. Brands are a huge part of
that business as customers use
the Internet to investigate
brands, sound and performance. Most customers are not
educated enough about the
glass in the car to be concerned, though. Likewise, insurance
companies
only
specify new glass and will seldom pay for the upgrade, and
the consumer is very price-driven in the process—whereas in

6

oil and exhaust they will pay for the
upgrade to premium products because of the advertising and education done by the manufacturers.
I appreciate your magazine and the
information you provide.
Blake Allen
Blake’s Glass and Muffler
Coffeyville, Kan.
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1 in 100
Dear AGRR™,
In response to the article “Branded!”
virtually no one talks about brands—
maybe 1 in 100, maybe. I have owned a
one-man shop for more than 30 years
and the main concern I hear is from
consumers who are concerned about
their premiums being raised due to
claims. And, if consumers don’t
have insurance, they want [the
job done] for nothing. They do
not care about anything but
price; they want it now and
where they are right now—work
or their home. Insurance companies also are raising deductibles so it is becoming more
of a cash market.
Chris Brown
Rock Hard Windshields
Everett, Wash. ■
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Independent’s Day
an iga viewpoint

southernglass@att.net

The Opposite of Fair is …
by Alan Epley

T

HANKS TO ALL FOR THE
comments and feedback from
my last column/opinions about
unfair trade practices. It is very gratifying to hear from you, but it would be
even more gratifying to see many more
independents speak out about unfair
trade practices in the auto glass repair
and replacement industry.
The opposite of unfair is fair. Following are just ten of the multitude of
fair trade practices that occur in competition for auto glass claims (from
consumers), but only when you define
“fair” as currently legal.

My Top-Ten List
1. It is fair for third-party administrators (TPAs), hired by insurance carriers to administer glass claims, to have
an undeniable conflict of interest. I do
not know of any other industry in
which this happens, so it’s fair.
2. Many times the conflict is a financial one that affects every single claim
processed, no matter who submits the
invoice. This is the concept behind the
Guaranteed Average Invoice (GAI) that
has been testified about in court as fact
(see related story in May/June 2011
AGRR™, page 10). That’s fair!
3. It is fair for folks in the glass
business to advise insureds and communicate with them at the first notice
of glass loss that their choices of repair facilities may have undesirable
traits. Sometimes a rebuttal to consumer choice is intended to confuse.
For example, the TPA’s CSR may say,
“This shop is not on the approved
list” or “We can’t guarantee their
work.” That’s fair!
4. It is fair to advise an insured during the claim reporting process that

8

his shop of choice’s invoice might be
too high or low. In other words, the
TPA (which often is our competitor)
can tell an insured that what another
competitor may charge is too
much/too little. Fair again.
5. It’s fair to say to a claimant “you
have the right to choose,” but, unless

acting as representatives for an insurance carrier during the glass claim
process, to discuss pricing with the
company’s competitors. That’s a fact,
Jack. I can’t even be facetious on this
one; that ball is definitely a foul.
10. It’s fair and thus legal for TPAs to
broker claims; that is, to sell the job to

“I have asked top-ranking people whom
I consider adversaries if they would sit
still if the situation was reversed. The
u s u a l a n s we r a l wa ys c o m e s : s i l e n c e. ”
the consumer choice is favorable with
the TPA or many of its clients, a consumer likely may be talked out of his
right to choose a glass shop. All is doggone fair here, too.
6. It’s fair also for carriers to
threaten to financially punish or release agents who are not in “compliance” on exactly which shop(s) are
directed large amounts of claims via
the TPA system. Also, TPAs providing
bonuses to employees based on the
amount of work they can direct to
company-owned operations—this is
compliant with the law as well.
7. It’s fair for TPAs/competitors to reportedly have major influences with
some insurance carriers and dictate fair
and reasonable charges demanded for
services and materials to its independent competition. Quite fair indeed.
8. It’s fair that one carrier’s opinion
of fair and reasonable may be as
much as an 80 percent difference
than what another agrees is fair and
reasonable. That makes sense so it’s
fair and righteous.
9. It is fair (and thus legal) for hundreds of employees of a glass company,

AGRR November/December 2011
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a glass shop at lower pricing than is
paid by the carrier and keep the difference. The issue is that the proceeds belong to the policyholder, not the TPA.

What Do You Think?
Again, these are a few of the many
possible, potential or current fair trade
issues in our industry. I have asked
top-ranking people whom I consider
adversaries if they would sit still if the
situation was reversed. The usual answer is silence.
If you have thoughts on any of the
above, or documentation of issues you’re
having, you may want to share those with
the U.S. Department of Justice. The email
is antitrust.complaints@usdoj.gov.
Another idea is to contact your
state lawmakers to see if they will
sponsor legislation.
As you read this, there are major legislative battles going on around the
United States. Both sides know what is at
stake. Fight back and never give up. ■
Alan Epley is president of the IGA. He
also serves as president of Southern
Glass and Plastic in Columbia, S.C.
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Customer Service
tips for quality service

tompkins.carl@sikacorp.com

The Five-Point Foundation for Success
b y C a r l To m p k i n s
ONG BEFORE YOU GO TO customers on quick, efficient and ef- Tangibles
market with what you feel to be fective communications? In 2005 ConThe final subject is “tangibles.”
the very best of all products, sumer Reports conducted a consumer Tangibles are the many items that
make sure that your entire organiza- survey about what companies did best come into play in the course of doing
tion is prepared to meet (or even bet- to earn customer loyalty. The leading business. The list can be quite
ter, exceed) customer requirements response was that the best companies lengthy, which lends cause for manwithin the five subject areas that I call were those that resolved problems the agement to pay attention to detail.
“the five-point foundation for suc- quickest with the least amount of has- Think of the things that help create
cess.” I refer to them
the image of
as the foundation
your company.
“ Po l i c i e s a n d sys t e m s m u s t b e p u t
because if your
To understand
into place that cause your staff to
company fails at
how well your
t r e a t a l l c u s t o m e r s w i t h p r i o r i t y. ”
any one of the five,
company complies with this
the business will
sle. While solving problems efficiently requirement, ask yourself, “Does my
collapse.
I first heard this list of five subjects makes up a major portion of respon- company represent an image with
in 1988 while attending a seminar siveness, routine customer communi- which customers would be proud to
conducted by renowned business cations also must be quick and associate?” Categorically, the answer
consultant and author Tom Connel- attentive to needs.
to this question should lead a comThe third subject is “assurance.” Sim- pany to assess its cleanliness, organilan. He presented these as the five
buying factors that exist in the minds ply put, customers in today’s fast-paced zation, ethics, functionality, quality,
of customers. While Tom did an excel- world of business are in fear of being left community, morale and professionallent job teaching the merit of each, alone to survive without the help of ism. The key here is to concentrate on
he, like me, had to give credit where their expert suppliers. Trust never has the little things that mean big things
credit is due on this great discovery; been more vital than in this current day to customers. I’ve seen customers inthat credit goes to Leonard L. Barry, a and age. The more assurance compa- tentionally miss appointments beprofessor at Texas A&M University, nies provide, the greater the customer’s cause they saw weeds growing in a
who has devoted his career to study- confidence and resulting referrals. A parking lot.
weak link in the assurance chain is that
ing what causes customers to buy.
The above five points pertain to any
what often is promised never occurs. organization—whether a business, asYou must “walk your talk!” Remember, sociation, church, or club. Ensuring
To the Test
The first subject area is “reliability.” 65 percent of all business volume is a re- that each of the five is perfected and
Do your products and services do what sult of repeat business. Need I say more? maintained will allow for almost all
Fourth on the list is “empathy.” It is goals to be attainable. The greatest
has been promised? Just as important,
are the people within your organization vital to demonstrate genuine concern for building aspect of having such an exreliable? Do they keep their commit- the customers’ feelings. This does not cellent foundation is that you’ll never
ments? If, for any reason, products, necessitate our agreement with the cus- have cause to remodel; just the opporservices or people fail to be reliable, no tomer but instead provides the right for tunity to add more square footage. ■
price is low enough to cause customers customers to feel the way they do. We’re
to buy. The mission of reliability starts all in the people business, and, until we
Carl Tompkins is the global marketing
and stops at the top of the organization. properly and adequately address the
resources manager for SIKA Corp. in
Number-two on the list is “respon- personal needs of the customer through Madison Heights, Mich., and the author of
siveness.” How well does your organi- active listening and concern, we’ll never “Winning at Business.” He is based in
zation size up in the minds of achieve the right to talk business.
Spokane, Wash.
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Supply Chain Dynamics
inside distribution

dino.lanno@safelite.com

Moving the Supply Chain into the Future
by Dino Lanno

I

T’S CLEAR: THE AUTO GLASS all-glass tailgates, and double and tions to streamline the process from
beginning to end. This includes things
supply chain isn’t what it used to triple curvatures.
As these new enhancements work like wrapped barcodes, picking elecbe. Throughout this year-long series, we have discussed numerous ex- their way into the mainstream, they tronics, and overall warehouse manternal factors impacting the industry. make auto glass more difficult to dis- agement systems.
Together (through a group effort
This includes the ever-expanding size tribute and warehouse while keeping
and complexity of parts, the growing breakage and scrap down to a mini- among both auto manufacturers and
need for environmental sustainability, mum. With so many nuances, it also suppliers) this holds great promise
the risks of globalization, and the frag- makes it more complicated to have the for the level of sophistication that can
ile nature of manufacturing and mov- exact right part to the right customer be reached.
ing vehicle glass.
at the right time and place.
In the past, it seemed the auto 2011 Hyundai Curb
Protecting Consumers
glass repair and replacement inOne such example of collaboradustry just had to focus on havtion is the way in which we track
ing the right technician on the
our products. Technology has aljob. But today’s it’s so much more
lowed us to track when, what and
complex and also requires that
where inventory is sent efficiently.
companies have the right part for
This is particularly important in
the job.
potential recall situations. The
Moving into 2012, many of
more quickly we, as an industry,
these issues will only multiply.
can identify where the affected in“The automotive
Our supply chains must operate
ventory was used, the faster we
i n d u s t r y i s t r e n d i n g can react to protect the end-user,
more strategically and responsibly than ever before in order to
t o w a r d m o r e g l a s s — thereby protecting us all from
succeed. In an already tough ena n d b i g g e r g l a s s — i n negative outcomes.
vironment, there are three trends
Before the industry evolved from
e v e r y v e h i c l e . ” paper transactions to electronic,
that will influence our work in the
there was not a reliable way to track
coming years.
this information, which left us exposed
Increased Partnerships
Evolving Designs
Interestingly, auto makers are tak- to risk damage. Ideally, we will continue
ing note of the successful auto glass to build technologies and systems to
of Vehicle Glass
The automotive industry is trend- supply chain and now are requesting keep us moving forward on this path.
As we enter the new year, the auto
ing toward more—and bigger— glass information on best practices so that
in every vehicle. Some designs, such they can mimic the way we store and glass supply chain industry has a lot to
as panoramic roofs, actually blend move glass. Moving ahead, there will celebrate, and there have been many
into the windshield. Secondly, auto be increased partnerships between terrific innovations. Yet, as the chalmanufacturers also are making auto the car manufacturers and the auto lenges continue to unfold, we must
glass lighter in weight to address en- glass repair and replacement industry continue to learn and change and inergy and gas efficiency. Thirdly, as to work together to improve the pack- vest in a strategic supply chain for the
■
the automotive industry introduces aging, racking and distribution of betterment of our industry.
new technologies, there is an in- auto glass.
Likewise, the auto glass supply
crease of technically complex vehicle
Dino Lanno is senior vice president of
glass. Finally, there are more radical chain will collaborate more closely
supply chain and manufacturing for the
glass shapes with extreme curves, with suppliers to develop more solu- Safelite Group in Columbus, Ohio.
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AGR Reports

breaking news

FINANCIAL NEWS

North American Replacement Profits
Up for Pilkington North America

N

SG GROUP HAS ANNOUNCED
that its Pilkington Automotive
North American auto glass replacement market increased its profits
for the first quarter of fiscal year 2012,
due to “higher prices in North America.” Specific figures have not been released, but worldwide the company
reports positive results in the replacement market, describing the results as
“robust with average price levels being
higher than in the previous year.”
Despite the positive news in the replacement market, NSG reported an
overall worldwide drop in both profits
and revenues for the quarter for the
automotive business. The company attributes the drops to the March 2011
Japan earthquake, though company

officials say the earthquake’s “financial
impact was less than expected.”
Worldwide Pilkington Automotive
reports revenue of approximately
$840.5 million (66.2 billion Japanese
Yen) for the quarter, down from approximately $981.0 million (71.3 billion
Japanese Yen) for the same quarter last
year. Likewise, profits fell from approximately $57.1 million (4.5 billion
Japanese Yen) to around $25.4 million
(2.0 billion Japanese Yen) for the fiscal
first quarter. According to the latest
NSG financial report, company officials had expected to achieve profits of
$12.7 million (1,000 million Japanese
Yen) higher than the actual final figure.
In North America, the company also
saw a drop in both OE profits and rev-

enues. “Vehicle inventories held by
manufacturers and dealers fell during
the quarter, offsetting relatively strong
consumer demand,” writes the company. In addition, the Japanese automotive manufacturers in the North
American market also suffered from
component shortages related to the
earthquake, “and consequently had to
restrict vehicle production levels during the period,” according to NSG.
In Europe, the company reports the
OE demand was up—and therefore so
was revenue, though specific figures are
not provided in the report. Despite the
increase in demand European profits
also fell, “due to increasing input costs
and greater demand volatility arising
from the effects of the Japan earthquake

COMPANY NEWS
Binswanger Returns to Its Roots
During a recent interview, Binswanger
Glass’s new president, Arturo Carrillo, advised AGRR™ magazine/glassBYTEs.com™
that the retailer has returned to its original independent roots since its former
parent company, Vitro America, was sold
to a private equity firm in June (see related story in July/August AGRR magazine,
page 12). Carrillo served as president and
chief executive officer of the former Vitro
America (now part of the newly formed
Trulite) prior to that company’s sale to
Sun Capital Partners.
“Binswanger for the first time in
many years is independent of a fabricator. It is its own stand-along legal entity with its own stand-alone
management,” says Carrillo. “With this
acquisition Binswanger comes back to
its original roots, so we’re pretty excited
to run Binswanger in an independent
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manner and continue to be a suc[moving to] facilities that were
in better parts of town, etc.”
cessful and long-term company.”
Carrillo offers the following
Among the changes has been
response to the speculation
the consolidation of several
branches. According to Carrillo,
that Binswanger could be sold
only a small percentage of the
again in the near future.
company’s stores across the Arturo
“Binswanger has been a
United States were affected.
Carrillo
long-standing company. It’s
“We have consolidated a few
been around for [more than]
facilities—not many; about 5 percent of 100 years and it has a lot of long-term
locations,” Carrillo says. “That already [leaders] running it,” says Carrillo. “Over
has happened for the most part. Most the last 100 years it has been owned by
consolidation we were going to do al- different people, so now it’s owned by
Sun Capital and Sun Capital intends to
ready happened.”
Some of these have been positive run it and have it as a successful commoves, he says. “We’re moving a few other pany. Will they sell it in the future? It’s
branches to better and bigger locations,” probable. But would this affect the emhe says. “We’re able to use part of the ployees? It wouldn’t.”
[capital from] the acquisition to re-negoHe adds, “It’s an interesting discustiate with our landlords and that’s what sion, but from the day-to-day operations
led to the consolidation to new facilities, it should be an irrelevant question.”
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on the availability of components to European car manufacturers.”
In Japan, both revenues and profits
also were significantly below last year,
“as customers reduced their production levels in response to component
shortages.”
Company officials say demand gradually improved, though, throughout the
quarter, and they look to return to normal levels during the second quarter.
In the rest of the world, NSG reports
an increase in revenues with further
growth in volume, particularly in South
America. Though profits fell in South
America, company officials say they
“were still at satisfactory levels.”
In other news at Pilkington, the
company has made plans to expand its
original-equipment automotive glass
plant in Versailles, Ky. The expansion
project is expected to cost approximately $55.3 million and create 56
jobs, according to state records.

Boyd Closes Financing Deal
Boyd Income Fund, which owns
Boyd Autobody and Glass, Gerber
Collision and Glass and Gerber National Glass Services, has closed a financing deal in which 1,963,231
shares were sold to a group of investors. The investors included a syndicate of underwriters led by Cormark
Securities Inc. and CIBC World Markets Inc., acting as co-leads and joint
bookrunners, along with National
Bank Financial and Octagon Capital
Corp. The purchased units included
1,300,000 trust units from the company’s treasury; 463,231 units being
sold from entities under the control
or direction of Terry Smith, executive
chairman of Boyd Group Income

www.agrrmag.com

SUPPlier NeWS
Carlex Distribution Center Resumes Normal Business

A February 24 tornado caused extensive damage to the north end of
the Carlex distribution center in Lebanon, Tenn. The facility resumed
normal operation in September.
The Carlex distribution center in Lebanon, Tenn., recently resumed normal operations six months after a tornado disabled it on February 24.
“The damages sustained to the north end of the building were rather significant,” said Jim Skrabacz, director of Carlex Aftermarket Distribution. “All of our
offices and a large portion of the Center’s bulk storage was either damaged or
completely destroyed. We are proud to have been able to keep things going and
look forward to returning to normal operations.”
Much of the center’s inventory and operations had been relocated to a
nearby building, according to Carlex, but, as of September 1, the building was
repaired and all inventory was relocated to its original location. Over the next
several months, the company also plans to create additional office space in the
building to accommodate aftermarket employees who are transferring to the
location from Allen Park, Mich.
Fund; and the 200,000 units being
sold by Gerber’s glass division chief
executive officer, Eddie Cheskis, at a
price of $10.75 per unit. The units
were offered to the public by way of
short form prospectus, according to a
statement from Boyd.
The net proceeds of deal will be
used “to reduce debt levels and position the Fund for future growth and
development,” according to Boyd.

>I

briefly …
Guardian Automotive opened a
new distribution center in Tucson,
Ariz., in August … Dow Automotive Systems is in the process of
moving its aftermarket distribution
center from Dayton, Ohio, to Hillsdale, Mich.
■
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Around the World
international issues

COMPANY NEWS

Belron Reports 1.7 Percent Drop
in Sales for First Half of Year

B

ELRON’S PARENT COMPANY
D’Ieteren reported a 1.7 percent
drop in external sales for the
first half of the year for the worldwide
auto glass repair and replacement
company, as part of its first half-year
2011 report.
The company attributes the drop,
down from approximately $2.15 billion (USD) to approximately $2.11 billion, to milder winter weather,
“compared to an exceptional 2010 and
weak economic conditions,” along
with 0.9 percent adverse currency
translation. On the positive side, Belron reports a 0.8 percent increase in
sales due to acquisitions as part of its
external sales report.
Overall, for the first half of the year,
the company reports that 54 percent of
its jobs throughout the world were
done on a mobile basis, while 46 percent where completed in-shop. Replacements comprised 71 percent of
Belron’s worldwide job completion,
compared with 29 percent repairs. Belron reports that 57 percent of its entire
worldwide sales came from the Euro-

pean market, with the other 43 percent
coming from throughout the rest of the
world. D’Ieteren reports that throughout the world Belron completed 6
million jobs, compared with 6.3 million for the first half of 2010—a 5.3
percent drop.
Belron’s worldwide operating result
for the first half of the year is reported
at $178.1 million, down 13.8 percent
from $215.3 million for the first half of
last year. Company officials attribute
the overall drop to the decline in sales
volumes “compared to an exceptional
first half of 2010 and its impact on margins, persistent difficult market conditions in Brazil, the costs of additional
capacity in the United States as well as
increased marketing investments in
some countries, partially offset by
lower long-term executive incentive
scheme costs.”
In other news at Belron, the company announced in July that it plans to
reduce its carbon emissions by 30 percent and reduce the amount of glass it
sends to landfills to zero by 2015. The
announcements were made with the

KUDOS
Auto Windscreens Receives High
Customer Service Ranking for Call Centers
Auto Windscreens’ call center was ranked second in the United Kingdom out of
the top 50 for customer service at an event in September. The rankings were provided by GfK Mystery Shopping, according to a release from Auto Windscreens.
The company also was named “Best Newcomer” and “Best Service Provider.”
To achieve the ranking, Auto Windscreens was assessed over a three-month period on its response to more than 100 customer emails and more than 200 phone
calls.
“This excellent result is testament to every member of our call center team,
who is always ready to go the extra mile for our customers,” says contact center
manager Claire Church. “Auto Windscreens’ focus is total customer satisfaction and
this accolade shows that’s just what we are achieving.”
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publication of the company’s first corporate responsibility report.
Currently, Belron officials say the
company recycles approximately 58
percent of the windshields it replaces.

National Mobile
Windscreens to Expand
Distribution Center

The National Mobile Windscreens
expansion will add 14,000 feet of
space to its distribution facility.
United Kingdom-based National
Mobile Windscreens is in the process
of enlarging its distribution center at
its St. Philips, Bristol, headquarters.
The expansion will add 14,000 square
feet to the existing 8,000-square-foot
warehouse and is expected to cost approximately $1.6 million dollars
(USD).
“The phenomenal increase in our
volume of business means that additional warehouse space is now urgently
required,” says company chair George
Douglas. “The need for this additional
space is testament to the hard work,
dedication and contribution by all the
staff to the continued growth of our
company.”
■
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AGRss news

the latest in safety

council news

AGRSS® Council Inc. to Become
Auto Glass Safety Council

I

N SEPTEMBER THE AUTO GLASS
Replacement Safety Standards
(AGRSS®) Council Inc. announced
that the group will undergo a name
change next year. Effective January 1,
2012, the not-for-profit group will be
known as the Auto Glass Safety Council (AGSC).
“We’re really excited about the name
change,” says AGRSS Council president
Debra Levy. “We believe it more accurately reflects our true mission—auto
glass safety in every respect.”
“Developing standards is one aspect

www.agrrmag.com

of the organization,” she adds, “but it
is so much more, including an auditing
and validating function, along with an
auto glass technician certification and
educational programs.”
Levy says the AGRSS Board of Directors conducted a number of consumer
and insurance focus groups before voting to change its name and “the change
to the Auto Glass Safety Council name
was clearly the right choice.”
The name change was announced at
Auto Glass Week™ in Memphis, Tenn., in
September (see related story on page 22).

>I

The group also has acquired the
auto glass certification program from
the National Glass Association (NGA)
(see related story on page 30).
In a joint statement released by
the two groups, officials said they
have been in discussions for months
as they “considered various options
for improving their respective service to the North American auto glass
industry.”
The sale took place on August 30,
and the operational transfer was completed on September 30.
■
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policy briefs

POLICY NEWS

State Farm Adapts
Offer and Acceptance Program

S

participant status has been added.
There are three requirements for
O&A participants to be considered to
quality for “Select” status:
• time in the program (a minimum
of 365 days);
• minimum claim volume (60 claims
per three-year period); and
• electronic invoicing.
“Once you have those three pieces,
you can be reviewed for ‘Select’ status,”
says Melissa Kern, team manager for
glass claims service for State Farm.
Beyond that, those shops that meet
certain key performance indicators (KPI)
based on quality, efficiency and competitive pricing can attain Select status.
Select O&A participants differ in a
Melissa Kern of State Farm Insurance couple of ways from other O&A
announced the pending changes to a providers.
“If a customer doesn’t have a precrowd at Auto Glass Week™.
TATE FARM HAS UPDATED ITS
Offer and Acceptance (O&A) program to create two levels of O&A
participant status, effective October
12. There now remains a basic O&A
level participant status. A “Select O&A”

COMPANY NEWS
Washington Auto Glass Shop Owner Ordered
to Pay $1.6 Million in Restitution to Insurers
Michael Perkins, the owner of Autoglass Express Inc. and Premier Auto Glass
LLC in Burien, Wash., has been ordered to pay more than $1.6 million in restitution to several insurance companies for what prosecutors have called “an overbilling scam.” Perkins recently was sentenced to nine months jail (in a work
release facility), 240 hours community service and restitution, but the amount
of restitution sought was not released at the time of sentencing (see related story
in September/October AGRR™, page 18).
The breakdown of the fine, which was imposed by the King County Superior
Court, is as follows:
• State Farm Insurance: $864,640;
• Allstate Insurance Co.: $726,700; and
• Metropolitan Property & Casualty Insurance Co.: $24,888.
Prosecutors alleged that Perkins’ company “told insurers that higher-priced original-equipment manufacturer (OEM) glass had been installed, when workers were actually installing lower-cost aftermarket glass.” Perkins pleaded guilty to three
counts of first-degree theft in April.
Allstate filed its own civil suit against Perkins, his wife, Trena, and their companies earlier this year, and has been awarded a $726,00 judgment in that case.

18
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determined shop choice, Select O&A
providers will be offered,” says Kern.
In addition, “only Select O&A participants will be permitted to make
customized offers,” says Kern.
Select O&A participants will be reviewed on a continuous, quarterly basis.
In addition to these changes, State
Farm also has moved to an hourly
labor rate.
Kern announced these changes at
Auto Glass Week™ in Memphis, Tenn., in
September (see related story on page 22).

Elephant Insurance
Begins Requiring Some
Auto Glass “Inspections”
Richmond,Va.-based Elephant Insurance (EI) has joined the ranks of insurers
that sometimes require inspections prior
to authorizing auto glass work, according to company officials.
“Due to an increasing frequency of
auto glass claim insurance fraud,
more and more insurance companies
have altered their traditional claims
process,” says Brian Wakefield of EI.
“This may involve a physical inspection of the alleged damage prior to
the vehicle being repaired. This allows the insurance company to confirm that the damages are consistent
with the reported claims.”
It is unclear how the EI inspections
are being conducted, and EI officials
have not responded to AGRR™ magazine/glassBYTEs.com™’s requests
for comment.
EI is a relatively new insurer,
launched in 2009 by United Kingdombased Admiral Insurance, according to
information from the company’s website. Elephant offers automotive policies
in Illinois, Maryland and Virginia.
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THE INDUSTRY’S LARGEST SPECIALTY
VEHICLE WINDSHIELD SUPPLIER
CLASS A, B & C MOTORHOMES LUXURY CONVERSION COACHES MOTOR COACHES
TRANSIT & SCHOOL BUSES CAMPER & TOWABLE SIDE & BACK GLASS
FIRE APPARATUS GASKETS & MOLDINGS

briefly …
California Casualty Management
Co., based in San Mateo, Calif., recently recognized Gerber National
Glass Services with a “Customer Service Excellence Award” for 2010 ... According to the latest report from the
National Insurance Crime Bureau
(NICB), “questionable” auto glass
claims dropped 67 percent for the
first half of 2011, when compared
with the first half of 2010.
■

Oregon Indiana Florida Arizona

(800) 714-7171
(541) 684-7868
www.CoachGlass.com

Sika = Premium Adhesive Systems
Benefits - Comprehensive customer (VIC) programs & support
Performance - Broadest product range (SDAT)
Safety - Exceeds FMVSS 212/208 Unbelted!
d!!
Leadership - Continuous innovation

Sika = No Shortcuts to Safety!
Contact Sika to learn more about our premium AGR installation system equation

1-800-688-7452
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Mark Your Calendar!
Auto Glass Week™ 2012
September 20-22, 2012 (location to be announced shortly)
Watch www.autoglassweek.com for updates
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EVERAL AUTO GLASS SUPpliers are on-hand at SEMA to
show the latest additions to their
product lines, particularly for the
restoration market. See below for a
sampling.

Got a

Question?
Suggestion?
Idea?

In addition, the company is featuring its comprehensive line of partspecific and universal mouldings,
which today includes more than
3,000 SKUs.
❙❙➤ www.gggcorp.com

PRP to Feature Restoration
Weatherstrip Line
Precision Replacement Parts (PRP)
showcases its direct-fit weatherstrip for
classic and antique vehicles. This includes beltline mouldings, door seals,
windshield seals and vent window seals.
In addition, PRP highlights its line of
Gaskets to Roof
windshield and rear window mouldSeals from GGG
GGG Corp.’s new line of products for ings, moulding clips, glass hardware,
the restoration market includes a range rain sensor lenses and pads, and variof gaskets, clips, beltline mouldings, ous auto glass-related tools.
❙❙➤ www.prp.com
and trunk/hood and roof seals.

Share them
with

1.

Follow AGRR
on Twitter at
@AGRRmagazine
TM

Connect to AGRR
2. AGRR
on Facebook at
Magazine

GLASS
Nordglass Launches U.S. Operations
Nordglass, a Poland-based auto glass manufacturer, is now offering automotive
glass parts to the U.S. market.
“We started the project on September 1,” says Steve Skorupa of Nordglass.
“They have a pretty nice presence in Europe and the next step was to come
to North America. Right now we’re working on brand recognition [and] company recognition.”
Skorupa says the company’s parts will be available through a number of U.S. distributors, but declined to identify these.
“We manufacture for every vehicle except the large parts for the North American market,” he adds,” and we are in the process of developing and engineering
the top 100 for North American currently.”
Of course, with entering any new market, there are challenges. “The main challenge is basically recognition, but I think that our products are going to speak for
themselves,” says Skorupa.
Nordglass does have retail operations elsewhere in the world, but Skorupa says
company officials don’t intend to offer retail services in the United States.

3.

Connect to our
Editors on
Linked In:

Penny
Stacey

Debra
Levy

up for the free
4. Sign
glassBYTEs.com™
e-news service at

www.glassBYTEs.com

Calling All Suppliers
Does your company have a new product, tool or service available? Please send
information about these to pstacey@glass.com to be featured in a future issue. ■
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Restoration Products on
Display at SEMA
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A Look at This Year’s Unprecedented Auto Glass Week™
by Pe n ny S t a c ey

“W

e’re back.” These words,
spoken by Carl Tompkins of Sika Corp. during the opening ceremony of Auto Glass
Week™ 2011, referred to the auto glass
industry at large and were echoed by
many throughout the three-day event,
held in September in Memphis, Tenn.
The historic event brought together all
of the industry’s auto glass groups, the
Auto Glass Replacement Safety Standards (AGRSS®) Council Inc., the Independent Glass Association (IGA), the
National Glass Association (NGA), the
National Windshield Repair Association
(NWRA) and AGRR™ magazine for the
first time all in one location. The International Window Film Tint-Off and
Conference™ was also co-located with
the event.
The gathering drew more than 1,000
attendees from all over the world, as far
as Spain, Australia and Germany, and
gave all an opportunity to participate in
three days of educational sessions,
along with a massive Exhibition/Extravaganza. Among the booths, AGRR magazine’s Pilkington Clear Advantage Auto
Glass Technician Olympics and the Walt
Gorman Memorial Windshield Repair
Olympics also were centrally located so
attendees could view the events while
also visiting.
“This is truly a historic occasion,” said

22

David Rohlfing, AGRSS Council vice
president, during his presentation at the
event.
“We’re here—look at this,” agreed
NGA’s David Walker. “This is the first annual Auto Glass Week where we’re all
under one roof.”
“Sharing ideas is the point of coming
together,” echoed NWRA president
Kerry Wanstrath of Glass Technology.
“Now I can say, our future is bright
with the spirit of the North American
businessman,” added IGA president
Alan Epley of Southern Glass and
Plastics.

EDUCATION TIME
Each day of the three-day event included numerous informative educational sessions, on everything from
marketing to the newest cars and the
glass they entail to the latest insurance
information.
A popular session held on the first
day addressed the hot topic of glass
quality and featured William George of
Pilkington North America and Mark
Bulger of Pittsburgh Glass Works.
“The difference in quality starts with
raw materials,” explained George, as he
guided attendees through the various
raw materials that make up the finished
product—and the importance of the
quality of each of these. In addition,

AGRR November/December 2011

other crucial components for quality include optical quality, surface control
and edge quality. Pilkington also promoted glass quality during the exhibition/extravaganza (see page 25).
Bulger addressed what retailers
should do when they encounter problems; one item of importance, he said, is
to be sure the code or monogram on the
glass part in question is retained in some
fashion. “When you contact us—Bill or
I—you need that monogram,” said Bulger. “It tells us when we produced the
glass and where we produced it.”
Automotive expert Ben Kelley of the
Center for Product Safety shared the results of a preliminary study he conducted for the AGRSS Council about
windshield retention, but suggested that
the National Highway Transportation
Safety Administration (NHTSA) has “a
ways to go in this” area. “The role of the
windshield in maintaining vehicle integrity has not really been addressed by
NHTSA,” said Kelley.
Kelly McDonald of McDonald Marketing highlighted the day with two
sessions about marketing to new types
of customers and the customer of the
future.
An organization update offered a look
into the current work of the AGRSS
Council, the IGA, NGA and NWRA. During this session, AGRSS board member
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Bob Rosenfield of JN Phillips announced a major development, a
name change for the group to the Auto
Glass Safety Council as well as the purchase of the NGA’s auto glass certification program by AGRSS (see related
story on page 30).
Kerry Wanstrath, president of the
NWRA, spoke about the ROLAGS Standard, repair quality and certification.
“Quality remains after price is forgotten,” said Wanstrath, after showing several photos of low-quality repairs. “The
industry can use quality and certification to slay the giant, whomever that
may be in your area” (see related story on
page 36).
A session entitled “Insurance Update” featuring Michael Lloyd of California Casualty Management Co. and
Melissa Kern of State Farm drew so
many attendees that there was standing
room only. Kern unveiled several
changes to State Farm’s Offer and Acceptance Program (see related story on
page 18) while Lloyd addressed high deductibles, its glass claims program and
providing quality service. “Providing full
disclosure and information to the customer goes a long way,” said Lloyd.
“How many people do your customers
tell when they receive poor service?”

STANDARDS 101,
DIFFICULT CARS AND MORE
The second day of educational sessions began with an update on the industry’s AGRSS and ROLAGS™
Standards by Bob Beranek, AGRSS Standards Committee chair, and Keith Beveridge, chair of the ROLAGS Committee.
He said the AGRSS standards committee has made several recent
changes and, after a ballot by the
committee, soon will submit the revised Standard to ANSI.
Among the changes is one related
to retention and adhesive systems.
While the original standard required

www.agrrmag.com
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that lot numbers and expiration dates
be printed on appropriate products,
the revision will provide that technicians only use systems that are labeled accordingly.
One change that generated a good
deal of discussion is one that will require
auto glass shops in compliance with the
Standard to notify customers of safe
drive-away times both before and after
an installation is complete.
Beveridge spoke about ROLAGS and
said it soon will see some changes as
well, after some language “tweaking”
that occurred in Memphis. He said the
ROLAGS committee intends to get the
document to ANSI by end of year.
Beranek remained center-stage for
the next session, which featured the
latest vehicles and the glass they’re
using. He was accompanied by Scott
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Mason of Dow Automotive and Jeff
Olive of Glasspro Inc. Several of the latest items popping up on vehicles were
discussed, including acoustic glass, hydrophobic coatings, new generation
heated and solar glass, exposed edge
mounting, and electrochromic glass
(look to the January/February 2012
issue of AGRR™ magazine for more
from this session and a look at what’s
coming in 2012).
Carl Tompkins of Sika Corp. debuted
his book,“Winning at Business,” during
a seminar titled “The Ten Commandments for a Successful Business.” Seminar attendees received a complimentary
copy of the book. “Change is a must,”
advised Tompkins. “ … Old habits do not
create new business.”
continued on page 24

“Change, Adapt,”
Suggests Eruzione
Mike Eruzione, the captain of the 1980 U.S. Olympic
hockey team that rose to victory over the Soviets, offered a lesson in teamwork and adapting to change.
During his keynote speech at Auto Glass Week™,
Eruzione compared the challenges auto glass businesses
encounter with those his team encountered as it prepared for the 1980 Olympic games.
“We didn’t just go out on a Friday afternoon and decide we wanted to play hockey,” said Eruzione. “It was
a process.”
That process included adapting to new challenges.
1980 U.S. Hockey
Team Captain Mike “If things aren’t working, find a way to fix them,” said
Eruzione. “Change, adapt.”
Eruzione
Eruzione recalled the words of his coach, Herb
Brooks, as he offered this lesson. “Check your ego at the door. Everyone has a
job, and everyone has a role on this team,” said Eruzione. “It’s the same in business—you have to surround yourself with people who have the same goal as you.”
Even so, adversity will be encountered, and how a company handles it is key,
added Eruzione. “When things aren’t going well, don’t dwell on the negative—
find something positive about the situation,” he said.
Lastly, Eruzione encouraged attendees to look at their businesses and fellow
employees like a team. “The values we had as a team are the same values you want
to have in your business,” he said. “ … We’re all in this together.”
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Looking for More Photos?
™
™

continued from page 23

Click on the picture above to see a slide
show of photos from Auto Glass Week™.
Carlton van Putten of ContactPoint
LLC wrapped up the day’s sessions
with a seminar titled “Create Sales: Be
Order Markers, Not Order Takers.” In
an innovative approach, van Putten
called auto glass shops anonymously
from the session, utilizing speaker
phone, and then critiqued the calls
with audience members. One major
item he discussed was the importance of tone. “You can tell a lot about
a person from the way they sound on
the phone,” said van Putten. “You’re
going to use [customers’] names. You
want to be eager. You want to enjoy
the conversation, enjoying the interaction with the customer.”
The third day of sessions included
one by Gary Hart of eDirectGlass, who

spoke about the latest offerings from the
IGA (see related story on page 25). In addition, Lauren Fix, “The Car Coach®,”
spoke about reaching out to new markets, such as women and teenagers (see
box below).
A panel featuring Gilbert Gutierrez
of Equalizer Industries and Paul Heinauer of Glasspro Inc. looked at professionalism and customer service.
Heinauer reminded attendees that
even if a customer calls a shop unintentionally, being helpful can be beneficial in the long run. “We want our
folks to look up the number the person
needed for them,” offered Heinauer. “
… Customer satisfaction is becoming
bigger and bigger.”
In addition to the wealth of educa-

tional sessions offered at Auto Glass
Week, the event also included an Exhibition/Extravaganza each day (see
related story on page 25) and was accompanied by the Pilkington Clear
Advantage Auto Glass Technician
Olympics and the Walt Gorman Memorial Windshield Repair Olympics
(see related story on page 26).
Auto Glass Week 2012 is scheduled
for September 20-22. The location had
not yet been announced at press time.
Penny Stacey is the editor of AGRR magazine. Email her at pstacey@glass.com,
follow her on Twitter @agrrmagazine, read
her blog at http://fortherecord.agrrmag.com,
and read her updates on Facebook by searching for AGRR Magazine.

◗

Car Coach® Lauren Fix: Reaching New Markets
Lauren Fix, “The Car Coach®,” offered
a special seminar about several specific
facets of marketing—including reaching
out to potential female customers and
teenagers.
Fix began the session by pointing out
that nine out of ten women feel that
they’re often “ripped off” by automotive
repair shops, including auto glass shops,
though according to Fix women actually
own more than 60 percent of cars in the
world. She offered specific tips on how to
reach this market, pointing out that
women make 85 percent of the buying and
maintenance decisions and have veto
power 95 percent of the time.
The first rule of thumb, Fix advised, is
to remember that while many men communicate to reach a goal, women usually
communicate to create relationships—
and this plays a role in the business arena.
“It’s your company’s responsibility to
educate potential customers and never
talk down to [anybody],” suggested Fix.
She also pointed out that one of the
main selling points of a quality auto glass
shop—safety—plays a major role in
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women’s purchasing decisions.
“Safety and security sell,” she advised.
Fix, who said she became familiar with
the Auto Glass Replacement Safety Standard (AGRSS®) through her involvement
with the event, pointed out that educating women about the Standard and why
safe windshield installations are crucial is
key.
“They need your product and your service,” said Fix.
She added, “The car manufacturers
have figured out how to sell to women,
you need to also. You have to appeal to
them, because if you don’t, they’ll go
somewhere else. All they know is what
they see.”
Fix referred to today’s teens as another
“untapped market” and suggested auto
glass businesses look to them as future
customers as well.
“[Teenagers] have no information when
it comes to what you do,” suggested Fix.
She added, “[Drivers’ education
courses] don’t teach students about
safety, they teach them to wear seatbelts,” said Fix, who suggested auto glass
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Many people know Fix from her
appearances on Oprah’s TV Show.
shops volunteer in local high schools and
provide information to drivers’ education
programs.
Fix also reminded attendees to pay attention to the changing market. “Are you
in the right century?” asked Fix. “You’ve
got to get this generation where they
live.”
She recommended businesses turn to
social media sites such as Facebook,
Twitter, YouTube, LinkedIn, FourSquare,
Tumblr.com and StumbleUpon.com. “Everything can be tied together,” said Fix.
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It’s...

SHOWTIME!
Exhibition/Extravaganza Offers Latest
Products and Services to Help Technicians
More than 60 sponsors, exhibitors and
suppliers displayed their newest products
and services during the Exhibition/Extravaganza portion of Auto Glass Week™.
Many suppliers displayed products designed to make technicians’ jobs both easier and more organized.
Among these, Dow Automotive’s aftermarket division displayed its EZ Kits.
“These are designed to provide all of the
adhesives a technician needs for one or
two days’ work in one simple package,”
said Denny Noreikas of Dow.
Similarly, Creative Extruded introduced
a tool box for moulding clips—available
both filled and unfilled.
“We have a four-drawer unit that we’re
going to be starting out with, and it’s a
starter kit with the most popular clips and
fasteners auto glass technicians will
need,” said company president Brad Gross.
AEGIS Tools International’s booth contained several options for easing a technician’s
job,
including
its
new
GlassHandlers®, which are designed for
setting or removing windshields with an
ergonomic grip.
“Before it was a fabricated steel configuration, and the new one is cast aluminum,” said AEGIS president Bob
Birkhauser. “The handle has a slight ergonomic configuration to it, so it actually fits into the hand better than the old
configuration.”
Sika displayed its SikaTack® MOVEIT,
a cold-applied, fast-curing, high-viscosity urethane designed to provide a onehour safe drive-away time in all weather
conditions.
Glass Technology promoted its BluWave
windshield repair system, which cures a repair under pressure utilizing a patentpending ultraviolet LED technology.
“People are looking for ways to enhance

www.agrrmag.com

the quality of windshield repair,” said Rory
Most, vice president of Glass Technology.
The Extractor displayed its 28V Hornet
removal tool, which company officials say
is designed to remove a windshield in four
minutes or less without damaging the
windshield, vehicle or installer.

tough urethane with ease, according to
the company.
A.N. Designs/UltraWiz introduced a new
serrated cold-knife blade. The grinding of
the serrations creates sharp points that
pierce the urethane when pulled. The serration edge also can be re-sharpened.

DIVERSIFICATION NOW
Many suppliers offered shops ideas for
diversification, including GlasWeld, which
displayed its new headlight restoration
system.
“We worked with an original-equipment
manufacturer in Detroit to develop a coating that’s identical to what’s used in the
factor to coat original lenses,” said
GlasWeld general manager Dennis Garbutt.
Burco promoted its redi-set-go® replacement mirrors with a pre-applied
motor. This can be a valuable service for
companies to promote, said Burco respresentative Elisabeth Mervenne. “From an
end-user perspective, [consumers] don’t
always know where to go when a mirror is
broken,” said Mervenne.

INDUSTRY KNOW-HOW
EQUALS INNOVATION
Innovation also was a popular topic at
Auto Glass Week. Carlex, which recently
purchased the Carlite business from Zeledyne, shared details on its SoundScreen
acoustic glass product.
“Ford has really embraced the acoustic
technology in their vehicles, and that continues to grow with the products that we
build,” said Tim Siterlet of Carlex.
Software solutions also were prominent.
Mainstreet Computers displayed its GlasAvenue 8.0.
“The newest feature we have now is integration between a web-quoting tool and
our software,” said Mark Haeck of Mainstreet. “If you have a website with Mainstreet and you have Mainstreet software,
and a customer that gets on and gets a
quote from your website and wants to
schedule a job, it will go right into your
point of sale.”
The IGA featured its new ClaimsVerse
software system, developed in conjunction with eDirectGlass, in its booth. The
company also offered a session on the
system titled “Lighting the Way … with
Technology.” The system focuses on the
inspections that some insurers now require prior to authorizing auto glass work,
and would require technicians to take
photos of the damage they encounter and
upload it to an online ClaimsHarbor system, which both insurers and consumers
■
can later access.

SIMPLIFYING INSTALLATION
Simplifying removal and installation on
today’s most difficult vehicles also was a
trend. Glass Bot™ displayed its recently redesigned tool, which now is available in a
cordless mode.
“In contacting OE manufacturers they
weren’t too hot about having anything attached to the batteries of new vehicles, so
we immediately went over to a cordless
system utilizing a battery sources for the
power,” said Rick Nelson of Nelson Marketing/Glass Bot.
Likewise, Equalizer displayed its new
Cobra™ wire removal system, which utilizes a ratcheting process to glide specially designed cut-out wire through
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We Are the

Champions

Maciel and Llano Walk Away
as Gold Medalists in 2011 Competitions

R

ick Maciel of Techna Glass traveled from Taylorsville, Utah, to
compete at this year’s Auto Glass
Week™, while Jose Manuel Llano traveled all the way from Gijon, Spain, for
the same purpose. While both likely had
very different journeys, they both had
one thing in common: both walked
away from the week with a gold medal
in an international competition.
Maciel took first place in this year’s
Pilkington Clear Advantage Technician
Olympics (AGTO), while Llano prevailed
in the Walt Gorman Memorial Windshield Repair Olympics (WRO).
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AGTO INSIDER
Maciel, a second-time competitor,
took home a grand prize of $10,000 for
his win at the AGTO. He said his preparation for the competition included
“many hours, lots of windshields and
lots of practice.”
In addition to taking first in the
competition, Maciel received an innovation award for the windshieldsetting system he used during the
competition.
Maciel, 34, has three years’ experience in the industry and was named installer of the year for Techna Glass in
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2009. He also was recognized as champion in the company’s 2011 competi-

(left to right) Mark Reza of Glasspro
took the bronze in the AGTO; Rick
Maciel of Techna Glass took the gold;
and Travis Crebs, also of Techna
Glass, took the silver.
www.agrrmag.com
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Keytech North America, emceed the repair industry. He took home $1,000 as
well as a silver medal.
competition.
Chris Smith of Techna Glass in
Draper, Utah, followed at third. Smith,
WRO WINNINGS
WRO winner Llano, 48, has 13 years’ 23, took home $500 and a bronze medal
experience in the industry. This was his for the placement.
WRO contestants must complete a
second time competing, and earlier this
year he was recognized as the third- windshield repair in accordance with
place winner in GlasWeld’s
competition in Madrid, Spain.
Llano took home $3,000, as
well as a gold medal and trophy, for the win.
Llano was the first contestant from outside the North
America to win the WRO.
“I’m very happy to be
here with all of the other
technicians and achieve
what I’ve achieved,” said
Llano shortly after the win. “
… This is the world refer- Jose Manuel Llano traveled from
In addition to being named AGTO champion, ence for us in service and Spain to prevail in the WRO.
Rick Maciel of Techna Glass was recognized our job and if possible we
will be here next year.”
the Repair of Laminated Auto Glass
with an innovation award.
Llano and his wife, Rosa, Standard (ROLAGS™) and all conMark Reza of Glasspro Inc. in Mount have a son, Sergio. In his spare time, testants also must participate in a
Pleasant, S.C., rounded out the compe- Llano enjoys working in his fruit and short, 10-question test about proper
tition at third. He took home $500 and a vegetable garden.
windshield repair practices (based on
bronze medal. Reza, 35, has eight years’
ROLAGS).
experience.
Randy Olson of Chip Medic in Bend,
Ore., who took first place in the 2010
Contestants were judged in the folWRO, received a perfect score on the
lowing areas: professionalism and cretest.
dentials; technician comportment and
The six areas judged in the WRO
vehicle inspection; proper product
competition were as follows: customer
usage; proper equipment and tools
greeting; technician comportment (prousage; windshield removal; installation
fessionalism/conduct); vehicle preparatechnique; post-installation and cleanup procedures; customer wrap-up; in- (left to right) Antonio Galvez of tion; products to be used; repair
depth knowledge; and correction of Walqaluna took silver in the WRO; technique; and post-repair procedures.
The WRO competition was judged by
inappropriate conditions.
Chris Smith of Techna Glass took the
Judges for the AGTO were Bob Be- bronze; and Jose Manuel Llano of Frank Levesque of Glass Doctor in
Waco, Texas; Dan Mock of HSG/Pro
ranek of Automotive Glass Consult- LuniaGlas took the gold.
Glass Alliance in Eau Claire, Wis.; and
ants Inc. in Sun Prairie, Wis.; Bruce
Antonio Galvez of Walqaluna S.L. in Lucien Boulanger of A-1 Windshield
Gates of Gates Brothers Glass Shops
in Bellefontaine, Ohio; and Jeff Olive Monzon, Huesco, Spain, rounded out Doctor in Seekonk, Mass. Gerald Zwart
of Glasspro Inc. in Summerville, S.C. the WRO at second place. Galvez, 36, of Clearview Windshields in Inwood,
Lyle R. Hill, managing director of has 12 years of experience in the glass Iowa, served as the emcee.
■
tion. In his spare time, Maciel enjoys
spending time with his wife, Megan,
playing golf and running.
Travis Crebs, also of Techna Glass,
followed Maciel in second place. Crebs,
36, has 17 years’ experience and took
home a silver medal and $1,000 for his
placement in the competition.
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Click the photo at left to visit
AGRR™’s online forum and leave
your
own
thoughts
and
remembrances of Ray Asbery.
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Gilbert Gutierrez (center) has known
Ray Asbery (right) and his son, Eric
(left), for more than 20 years.

Ray Asbery (left) worked closely with his son, Eric
Asbery (right), who serves as president of Equalizer.
www.agrrmag.com
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Industry Pays
Tribute to Auto
Glass Pioneer
and Innovator
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Louisville, Ky.
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-Bob Beranek, Automoti

“You can’t think of the auto glass
industry without thinking of
Equalizer, the company Ray built.”

-Kerry Wanstrath, Glass Technology,
Durango, Colo.

Dayton, Ohio

“Ray was and al
ways
and I will miss hi will be a mentor
m very much.”
-Rick Ne
lson, Nelson Mar
keting/Glass Bot
™
Garden Valley, Ca ,
lif.
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“Ray will be missed by many. I
ds. God Bless!”
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s, Bellefontaine, Ohio
-Bruce Gates, Gates Brothers

“Not only was Ray a gentleman, he was a true frie
nd
to the auto glass industry. He will be missed.”

“Ray’s ethics,
professionalism and
entrepreneurial spir
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interaction with each
person in his company
.”
-Dave

Leach, Safelite AutoG
lass

“Ray was a grea
t guy. He sure
did a
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”
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ry Diesbach, FixM
yWindshield.com,
St. Louis, Mo.

“I never met Ray Asbery personally, but I do
owe him my thanks for letting me be able to
still install auto glass after so many years.”

-Karl Anderson, Anderson’s Auto Glass, Williston, Vt.

“Ray cared about people
the way most people don’t
and always had a story to
share with you.”

-Shauna Davis, Equalizer
Industries, Round Rock, Texas
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Certification Certainty
Program Heads
into Future with
Acquisition by
AGRSS® Council Inc.
by Penny Stacey

The Auto Glass Replacement Safety Standards (AGRSS®) Council
Inc. recently acquired the National Glass Association’s long-standing
auto glass technician certification program.
The AGRSS Council’s Education Committee is co-chaired by Dale
Malcolm (DM) of Dow Automotive Systems and Jeff Olive ( JO) of
Glasspro Inc. Both gentlemen have been pegged with leading the integration of certification into the Council’s work. Both Malcolm and
Olive have lengthy histories with the program, and recently sat down
Dale Malcolm
with AGRR™ magazine to talk about that history and the future.
What do you see as the overall purQ pose
of the certification program?

Week™ (see related story on page 22) I
had at least three different people
JO: The purpose of certification is come up to me volunteering their
to validate that you know what you’re time.
doing, not that you’ve studied, but
that you’ve reached a level in your exWhat are your goals ?
pertise that you can be certified.
JO: I’d say the overall goal is to
make it relevant to the technician, to
How do you think the industry will be able to have the certification that
benefit by the AGRSS acquisition? would be the industry certification.
DM: I think clearly there’s a re- That would be the number-one
newed excitement surrounding it. goal—to have it be the most relevant
Certainly we’re not going to try and certification in the industry.
DM: One of the goals I’d like to see
make it into something it’s not, just
because it’s now under AGRSS’s um- is that we get enough people certified
brella … We’re going to try to main- in this renewed environment—I can’t
tain it as it’s been and try to make tell you what the magic number is,
improvements and see where it fits in but there has got to be a tipping point
with other things.
where you go beyond a certain perJO: I think everybody’s pretty ex- centage and [the program] becomes
cited about AGRSS acquiring the cer- somewhat self-sustaining and it betification program and are looking comes highly desirable for glass
forward to seeing what we can de- shops to certify their folks. If you have
velop. Some of the people I’ve spoken under 10 percent of the glass techniwith are excited and are interested in cians in the field being certified, and
becoming involved—at Auto Glass we’ve never gotten close to 10 per-

Q

Q
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Jeff Olive

cent, it’s difficult. You’re always talking about it, and you’re always trying
to teach people about it. But if you
climb over 15 or 20 percent, then people will talk about it to each other and
you’ll get that snowball effect. The
more people that certify, the more
valuable it becomes.

Q Can you tell me a little bit about

the history of the certification
process?
DM: The best I can tell is to say it
was developed somewhere in the late
1980s. A group of people got together,
including Ray Tate, Glen Moses, Bob
Beranek, Tom Minnick, Karl Alberti,
Frank Levesque, Don Day and Al Girard, just to name a few, to create the
program. When they started this
whole thing they literally started from
scratch. They had nothing. That’s important for people to remember. It
was a time when there were no written references for the auto glass industry. Nobody had really ever sat

www.agrrmag.com

Zoom Fit
© 2011 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Contents

Search

+

Archives

down and pulled anything together or but able to oversee the technicians
written anything. They didn’t have a and the operation of the shop.
lot to work with.
How do you go about writing
questions for such a program?
What was involved during the
early stages?
DM: One of the things that a lot of
DM: They had to write both the people don’t know about the certifitest, and they also had to write refer- cation test … is that historically the
ence materials so people could have process has also been guided by a
a place to go in preparation for the professional psychometrician, an ortest. I think it’s important for people ganization that could come in and sit
who have been kind of on the periph- with you when you’re writing quesery of certification to understand tions to make sure that you’re writing
where it came from and really what questions according to proper educait’s been intended to do.
tional standards.
JO: Basically your correct answer
Can you tell me about the levels has to be 100 percent correct, but
of certification available, and your “distracters,” the incorrect anhow these have changed over the swers, cannot be correct in any way.
So that’s sometimes the hard part of
years?
JO: The original format of the pro- writing the questions.
gram included three levels, a certified
auto glass technician (CATG), senior
It sounds like a detailed, lengthy
auto glass technician, and then the
process.
master auto glass technician. A
DM: You don’t just walk into a
technician had to have been in- room and scratch out 50 questions
stalling auto glass for six and off you go. Someone’s livelihood
months to take the CATG, is being scored by it. It’s taken very,
one year for a senior tech- very seriously because we know comnician, and three years panies might use it in hiring, firing
for master technician and pay scales (see related box on
certification. We even- page 32). It’s a big responsibility to
tually went from make sure those questions are very
three levels to two. accurate and correct. The other thing
I believe we is we have to constantly review them
did that just be- because there have been many, many
cause
there times over the years where a question
was a fine line with four multiple choice answers
between a senior tech- and there was one correct answer, but
nician and a master technician. We technology, tools and procedures and
wanted it to be set up so the master products have changed, and now
would have the capability of being a suddenly two or three of those incormanager at a shop, not only installing rect answers are now correct.

Q

Q

Q

Q
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“I’d say the overall
goal is to make
certification
relevant to the
technician, to be
able to have the
certification that
would be the
industry
certification.”
— Je f f O l i v e,
Glasspro Inc.

Q What types of challenges has the

program encountered over the
years?
DM: In the early days there was a
fair amount of questions that we consider now “auto glass trivia.” An example would be: how many cowl
screws on a Toyota Tercel? Or how
many windshield clips on a Honda
Accord? About ten or twelve years
ago, we eliminated all those auto
glass trivia questions from the test,
and the rule was if you were looking
at a NAGS book, and you could look
up something in the NAGS book, or if
you were standing there looking at
the car, and you could count the
number of clips or the number of
screws, you didn’t need to test somebody on it.

Q What

misconceptions do you
think exist about certification?
DM: The biggest thing most people don’t understand is that certification is not training. Certification
really validates under an objective
continued on page 32
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Certification Certainty
continued from page 31

Using Certification as a Tool
Some auto glass companies have found ways to utilize technician certifications
as a tool in their business, both for marketing and internal purposes.
Glasspro Inc., an AGRSS®-registered company based in Charleston, S.C., requires all of its technicians to become certified.
“One of the nice tools that we’ve incorporated into the certification program
here at Glasspro is that when you
come into our company if you don’t
have a certification you are required
to get the certification to move up in
the level of pay,” says Jeff Olive,
training manager. “You’re going to
need to go through that certification
and prove that you have the knowledge and then you can move to the
next level of the pay structure.”
But it doesn’t end with just the
basic certification. “We want them
to continue to develop and make
sure that they know the right
processes and the AGRSS® Standard,
and we want them to graduate into
the master technician,” says Olive.
“Once the technician reaches the
master level, then he can once
Many companies feature their again graduate into a higher level
AGRSS-registered
status
and pay bracket. It actually generates a
lot of interest with our technicians.
certifications on their vehicles.
Obviously they want to increase
their incomes but they also want to have that status of becoming certified
technicians or master technicians.”
Waco, Texas-based Glass Doctor requires certification as well. “When technicians come through our training class, that’s one of the things we require—is for
them to get certified immediately,” says technical manager Frank Levesque, who
also has a lengthy history with the development of the certification program.
Tiny and Sons Glass in Pembroke, Mass., utilizes the certification as marketing tool. “All of our advertisements, our website, our Facebook page, our LinkedIn
account—we include information about our technician certifications on all of
these,” says Peter Brown, vice president of the company.
Brown says it’s also become useful to utilize with networks, such as LYNX Services, which asks for certifications to be included on its METRYX system.
“This is something we can present to the insurance company,” says Brown.
“Now this is going to be more like ASE certification in the auto body industry.”
Brown hopes the move of the program to the AGRSS Council Inc. will further
the use of this tool. “I think this will bring the certifications more to the forefront of safety and the insurance companies to push forward more for the shops
with certifications,” he says.
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testing process that you know the correct answers to the subject, you know
the subject matter, and you know
right from wrong—that’s really what
the certification program does. Training is what you would put everybody
through whether they certify or not.

Q One

criticism that’s come up
about certification is that it doesn’t include a hands-on or practical portion. Has that ever been
considered?
DM: It’s been talked about a lot,
but it’s very expensive to do. We
would love to do it. The interim step
that’s always been out of reach and
we’re hoping to be able to pull it into
reach would be [something similar].
Right now the test is set up so that for
each question you get four multiple
choice answers. We’d like to see it to
go to the next level where maybe you
get a photograph of, say the inside of
a car door, and you would have to
click on the right adjustment bolt to
make the back of the window go up
and down.

Q How

would you recommend
those who’ve not ever been certified prepare to do so?
DM: Someone who’s been in the
business for three to five years probably should be able to, by all rights, sit
down and take the technician test
without ever having to study. This is
not the kind of test that somebody
should be sitting up late at night
cramming before they take the test.
JO: Also on the AGRSS website
you’ve got your AGRSS-registered
training programs that are approved
by the AGRSS Council. There’s a number of them listed, and those are all
relevant, good training programs that
would help a technician gain the
knowledge to confidently take a technician exam. You need to be up on
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“I think it’s important for
people who have been kind of
on the periphery of
certification to understand
where it came from and really
what it’s been intended to do.”
— D a l e Ma l c o l m , D o w Au t o mo t i v e S y s t e ms
that the education commitQ Now
tee is leading the certification

The AGRSS® Council has added a
certification section to its website.
Questions should be sent to
info@agrss.org.
your game with all the most current
information and training available
out there. In any aspect of your job
that’s probably a good recommendation, but if you’re planning to take the
certification exam, even if you feel
like you’ve got experience, a review of
some training materials would be
highly recommended.

Q What,

if any, changes are expected, now that AGRSS has acquired the program?
DM: I think in the short term not
a lot of changes. The goal right now is
add ten more ANSI/AGRSS-related
questions to the technician test and
ten more to the master test.
We’ve written some for years but
there clearly aren’t enough … Writing
the questions will be part of it, but the
other tough part will be trying to figure out which questions we don’t
need anymore, which questions are
outdated or irrelevant, so we can
make room for the new ones.

www.agrrmag.com

program, what will happen to the
original certification technical
committee and certification
council?
DM: We see the AGRSS education
committee taking on the role of the
original certification council—steering
the program, running the program,
and deciding policy issues. Then the
certification technical committee will
write the questions and review the
questions. We’re looking for volunteers
for that group. We’re looking for people, especially people who have never
done this before who think they might
have something to offer. We’re going to
do our meetings by telephone and
computer, so we can meet more often
and not incur a lot of travel expenses.
We’ll probably try to meet in person at
least once a year.
JO: I plan on contacting the members of the certification committee that
were involved in the past to see if
they’re interested in helping us now
that the certification has been
switched over to AGRSS.

Q How do you expect the AGRSS reg-

istration program and certification program to work together?
DM: If a glass company does not
choose to become registered with
AGRSS, we still want their technicians
to feel welcome or encouraged to go
through the certification process. And
if an AGRSS-registered shop has not
certified its people, we hope that this
tie-in might encourage them to also
certify their people through the testing. But we don’t want to exclude any-

>I

body. We don’t want to discourage
people who are not AGRSS-registered,
or talk so much about AGRSS that all
the people who have done the certification over the years and have been
loyal to the program suddenly feel
like they’re not welcome anymore. We
want everybody to feel welcome,
whether part of an AGRSS-registered
company or not. It’s a useful tool. It’s
not a replacement for anything.

While in the early days of certification
testing it was conducted via paper
exam, today exams can be taken
online.

Q How should technicians who wish

to become certified, or companies
that want to have their technicians
become certified, do so?
DM: The best thing to do is contact
the AGRSS Council at info@agrss.org
and express an interest in it and we’ll
probably have a committee member
call them and talk to them about it. ■
Penny Stacey is the editor of AGRR™ magazine. Email her at pstacey@glass.com,
follow her on Twitter @agrrmagazine, read her
blog at http://fortherecord.agrrmag.com, and
read her updates on Facebook by searching for
AGRR Magazine.
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When Tragedy

STRIKES
Auto Glass Industry Reps in
Joplin, Mo., Reflect on F5
Tornado and Its Impact
by Penny Stacey

L

ike many, Steve Tusinger, owner
of a SuperGlass Franchise in
Joplin, Mo., recalls exactly where
he was when a massive F5 tornado
struck the town in the later afternoon
on Sunday, May 22.
“I was at home, and we went to our
next-door neighbor’s house and went to
their basement,” recalls Tusinger. “We
were watching the news, and the local
station caught a picture of [the tornado],
and they kept talking like it was coming
for our end of town. My wife said she’d
never seen me look as scared as I did at
that moment.”
Fortunately for Tusinger, it did not
strike his home—but that doesn’t mean

34

he didn’t avoid the tragedy completely.
“It was really scary, and they started
talking about all the damage, and we
started to call my wife’s sister and her
husband because we knew they were in
the midst of it,” he says. “Their cell
phones kept ringing and ringing.”
Tusinger and his wife, Kristie, found
out shortly afterwards that Kristie’s sister and her husband, Lorie and Glenn
Holland, had been killed by the storm,
along with more than 100 others.
“We at least were lucky to know
quickly,” recalls Tusinger. “There were
just a lot of people in Joplin who didn’t
know where their loved ones were and
that was horrible. I don’t ever want to see
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that again—it was definitely a nightmare
from hell.”

The Aftermath
In the days following the storm,
Tusinger spent a good deal of time dealing with his family’s loss. “The first week
afterwards was pretty tough,” he says.
“We didn’t do a lot of work—I really
needed to be with my wife. I would just
go out and do things close by.”
Meanwhile, while Bob and Candy
Kooy, the owners of Auto Glass Outlet,
were fortunate to have made it through
the storm with both their employees
and families intact, they were dealing
with a different issue.
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“Our main distributor’s business
was destroyed, and so that impacted
how quickly we could get our glass, of
course,” recalls Candy Kooy. “But fortunately other distributors temporarily
began running additional delivery
services.”
The distributor to which Kooy referred was Kryger Glass. The company’s
Joplin distribution center and fleet there
were completely destroyed, though all
employees made it safely through the
storm, according to company president
Bill Kryger (see related story in July/August AGRR, page 12). Kryger re-located
its Joplin operations to Kansas City, Mo.,
for the six weeks following the storm,
then moved into a temporary facility in
Joplin in July. At press time, the company planned to re-build the facility at
the original spot but declined to comment further.
Amidst this challenge, Auto Glass
Outlet’s phone started ringing almost
immediately, says Candy Kooy.
“The tornado hit on Sunday and
Monday we were immediately getting
calls,” says Kooy.
And the calls weren’t just for windshields. “Between the debris and everything, it not only shattered every piece
of glass in the vehicle, but it destroyed
doors, so sometimes it was bad enough
where you could barely get the glass in
for a customer,” she says. “A lot of the vehicles were totaled, and when every
piece of glass breaks in a vehicle most
insurance companies will total the vehicle. But people were [keeping] totaled
vehicles and requesting that we replace
all of the glass.”
Once Tusinger returned to a more
normal schedule, amid dealing with his
family’s loss, he endured a slow time—
and then a boom.
“There was so much turmoil that
everyone was focused on recovery at
first,” he said. “But then as soon as the
[Memorial Day] holiday happened on
the 30th, things kind of clicked. Trucks
were coming into town [to work on
things], and Enterprise said they were
bringing cars in and they wanted them
looked at before they were rented out, so
that kept me busy for awhile.”
Mobile service also was an issue for
some. “We were so inundated that we
were not able to run mobile [service],
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which we normally do,” says Kooy.
“That was kind of a sad thing for us, as
we like to try to help everybody, but it
was one of those things we had to
choose to do.”
In June, just two weeks after the tornado, another problem arose for replacement shops; medical officials
began to report a breakout of mucormycosis, a rare, aggressive fungal infection, in Joplin. It was detected in
several hospitalized tornado victims
shortly after the storm, according to
local reports. It is said to penetrate the
body through puncture wounds and
lacerated skin and appeared to have
been spread by flying debris.
“Our guys can get cut very easily and
you’re working on a car that could have
fungus on it, so you’re not only worried
about their safety in a normal situation
but now you’re worried about them getting cut with the glass and [contracting
the infection],” she says.

Penny Stacey is the editor of AGRR™
magazine.
Email
her
at
pstacey@glass.com, follow her on Twitter
@agrrmagazine,
read
her
blog
at
http://fortherecord.agrrmag.com, and read
her updates on Facebook by searching for
AGRR Magazine.
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Preparing for Disaster
The U.S. Small Business Administration (SBA) offers several tips
for small businesses to keep in
mind in preparation for a disaster.

•

Develop a solid emergency response plan. The SBA recommends business owners designate
a contact person to communicate
with other employees, customers
and vendors in the event of a
disaster.

•

Make sure you have adequate
insurance coverage. Business
owners should review their insurance policies to make sure
they have enough coverage to
rebuild the business in the event
of a disaster, and to see what is
or isn’t covered. Companies also
should consider business interruption insurance, which helps
cover operating costs during the
post-disaster shutdown period,
according to SBA. Flood insurance is essential.

•

Copy important records. It’s a
good idea to back up vital
records and information saved
on computer hard drives, and
store that information at a distant offsite location in fireproof
safe deposit boxes, according to
SBA.
You
should
have
copies/back-ups of important
documents ready to take with
you if you have to evacuate.

•

Create a “Disaster Survival
Kit.” The kit should include a
flashlight, a portable radio, extra
batteries, first-aid supplies, nonperishable food, bottled water, a
basic tool kit, plastic sheeting
and garbage bags, cash and a
digital camera to take pictures of
the property damage after the
storm.
■

A New Normal
Just a few months later, many in the
town are experiencing a new normal
as the May 22 storm continues to impact business.
“It kind of put a hole in the amount of
people I service, so I’m driving a little
further now to do work,” says Tusinger.
Auto Glass Outlet still sees tornadodamaged cars come into the shop, but
on a rarer basis. “We’re getting few and
far between calls now,” says Kooy.
“Maybe we get three to five a week related to the tornado.”
But that doesn’t mean people have
forgotten the storm that changed
many lives forever. “I won’t say we’re
numb to it here, but everyone wants to
talk about what happened,” says
Tusinger. “Everyone has a story to tell,
and the best thing you can do is listen,
and you can bond with your customer
that way. They want to know where you
were when it struck and they want to
tell you where they were.”

I<

Source: U.S. Small Business Administration.
Visit www.sba.gov for more tips and ideas
for preparing for a disaster.
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Repair Round-Up
nwra reports

kerry@gtglass.com

NWRA on a Mission

f ocus

on

REPAIR

b y K e r r y Wa n s t r a t h

The above chip was repaired twice; at left is the result of the initial repair, and to the right the re-repair.

T

HE NATIONALWINDSHIELD REPAIR ASSOCIATION the completion of the ANSI standard for the Repair of
(NWRA) is on a mission to make a difference in the Laminated Glass (the Repair of Laminated Auto Glass
way the repair side of the auto glass industry is Standard). Now we believe with education, testing and
viewed. While this process has already commenced, as certification we will allow our members to certify to the
was evident from my discussions with many of those in industry that they are operating to a higher standard.
This, in itself, should
attendance at Auto
give added confidence
Glass Week™ in Mem“It actually has been
phis, Tenn., I will say
to the insurance world
u n b e l i e v a b l e t o s e e t h e ‘ s t a n d a r d ’ that these members,
this is only the beginby w h i c h s o m e o p e ra t e. ”
ning (see related story
willing to take this
on page 22).
extra step, may be deThe NWRA has some great things in the works that we serving of special consideration.
Our motive is to elevate the overall image of repair and
believe will help separate the wheat from the chaff. Volunteers have been quietly gathering information across especially those companies with a repair-first attitude. We
several states to document the quality of repairs being also are still quietly gathering data about repair quality
done in the field over the last few months. It actually has across several states that maybe helpful. Repairing first is
been unbelievable to see the “standard” by which some the right thing to do for so many reasons; it’s good for the
operate; if I hadn’t seen it with my own eyes I wouldn’t consumer, good for the environment, and good for insurhave believed it myself. The breaks I have seen have not ance companies. It also is good for the shops, because it
been anything beyond what an average windshield repair creates a sense of goodwill and trust between you and the
technician should be able to repair after some months of customer. It is a fact that a customer will come back to the
same business for a replacement if he received a quality
experience and training.
repair first from that business.

Certification Now
Due to this seeming lack of quality in the industry, the
NWRA is interested in producing an education, testing
and certification program for our members that will
stand head and shoulders above anything else the industry has to offer. The NWRA already is recognized as
the industry’s leading repair organization, by its work in
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Looking Ahead
Undoubtedly there are technicians and businesses out
there who will continue to do poor quality repairs or use
repair as a tool for getting replacement work. I don’t think
any one person or group can ever totally stop this from
happening. My goal is to exploit the benefits of quality,
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Kerry Wanstrath is the president of the National Windshield
Repair Association. In addition, he serves as president of Glass
Technology in Durango, Colo.

f ocus

education, certification and also verification of quality
to those to whom this matters most—both the consumer
and insurers who pay for windshield repair. Are they not
both entitled to these?
We plan to aggressively market the certification program
to the insurance industry and various third-party administrators, so that you, the technician or shop, can benefit.
The NWRA plans to announce the opening date for these
programs soon. Find out how you can get involved by contacting the NWRA today at info@nwrassn.org.
■
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No matter where you grow, there we are.
Our new enterprise software
will streamline your operation

•
•
•
•
•
•
•
•
•
•
•
•
•

Order glass for and to multiple locations
Complete point of sale with flatglass
Automated cost plus pricing
Electronic dispatches via Glaxis
Expert, unlimited technical support
Efficiencies across multiple locations
Repair only solutions
EDI only solutions
A
orde utomatic
Call center capabilities
rin
pr
(PPG g from P icing an
d
ilk
), My
Job scheduling
gran ington,
PG
t and
othe W
VIN lookup precision
rs.
Enterprise inventory
Dispatch jobs to multiple locations

Stand-alone, multiple location
or Hosted on the Internet
106 W. Tolles Drive, St. Johns, MI 48879
800-541-2593
www.QuestSoftware.com
Quest is an impartial program administrator. We do not manufacture, distribute or install glass. Any repair
or replacement facility that is willing to accept the pricing and program parameters of our insurance
carrier clients is welcome to participate in our programs.
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Now Access our
software over the internet

Also Consider Joining Our Network
November/December 2011 AGRR
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ASSOcIAtION NEwS

NWRA Announces Plans to Develop
Architectural Scratch Removal Standard

T

HE NATIONALWINDSHIELD REPAIR ASSOCIATION
(NWRA) recently announced its intention to create
an ANSI standard for architectural glass repair and
scratch removal. NWRA president Kerry Wanstrath of Glass
Technology says several items led to the group’s decision to
create such a standard.
“Just to give a few, first, [we want] to preserve the integrity
of the legitimate service provider of glass restoration,” says
Wanstrath. “As with many new innovative ideas or products,
there are those that would degrade the service or technology
by performing below the industry standard. A standard can
make sure people are not taking shortcuts, or not taking
proper safety precautions. An example might be not using
proper safety precautions if a work area is exposed to the
public. A standard can elevate the level of work quality.”
Keith Beveridge, senior vice president of NOVUS Glass
in Savage, Minn., and chair of NWRA’s Repair of Laminated Auto Glass Standard (ROLAGS) Committee, adds,
“A standard would help define what glass repair and
scratch removal really is, and more specifically what it
isn’t. It would help remove the hype and general misinformation of what really happens during the process and

EXPANSIONS
Delta Kits Expands to East Coast
Eugene-Ore.-based Delta Kits is expanding its operations to the East Coast.
The company has opened a location in
Boston, which will be led by account executive Korey Gobin.
“Having spent my windshield repair career
in Oregon up to this point, I’m looking for- Korey Gobin
ward to being closer to the major population
centers,” says Gobin. “We’re excited to offer more opportunities for training to help technicians elevate the quality of repairs in an area with high demand for windshield repair.”
“The northeast is a historically underserved market so
we expect a positive response to this move,” adds Brent
Deines, president of Delta Kits. “Although in the near term
we will continue to ship orders out of our international
headquarters in Eugene, East Coast customers are very excited about the additional customer service and technical
support that will be available.”
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“A standard would help define what glass repair and
scratch removal really is, and more specifically what it
isn’t,” says Keith Beveridge of NOVUS.
would hopefully show how best to measure success.”
A committee will be formed to develop the standard.
“A call for volunteers involved in the industry with some
level of expertise will be made,” Wanstrath says. “Once a
committee is formed, we will begin the development of a
code of best practices considering the various technologies used within the industry. The committee will meet
throughout the year, until it is ready to submit for public
input. Then public input will be addressed as the standard will be sent to ANSI.”
The NWRA is a division of the Global Glass Conservation Alliance (GGCA) and is the secretariat for the Repair
of Laminated Auto Glass Standard (ROLAGS), which was
accepted as an ANSI standard in June 2007.

EXPANSIONS
GlasWeld Adds Satellite Offices
Bend, Ore.-based GlasWeld has opened satellite offices
in the Great Lakes/East Coast Region and in the Southwest.
“We have created these satellite offices to strategically
service our customers where they are located,” says
GlasWeld general manager Dennis Garbutt.
The Great Lakes/East Coast region will be handled by
business development manager Jason Zimostrad, who is
headquartered in Saginaw, Mich. Zimostrad has 16 years’
experience in aftermarket and automotive reconditioning
as national sales manager for Paint Bull. He also previously
served as sales manager for Stanley Alarm Systems.
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headlight restoration

800.321.2597
www.glasweld.com
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or requested mail subscription: 12,252]; (C) Total paid and/or requested circulation: 12,252; (D) Free distribution by mail (samples, complimentary and
other free): 7,554; (E) Free distribution outside the mail (carriers or other
means): 500; (F) Total free distribution: 8,054; (G) Total distribution: 20,306;
(H) Copies not distributed [(1) From office use, leftover, unaccounted, spoiled
after printing: 591, (2) Returns from News Agents: 0]; (I) Total: 20,897; (J)
Percent Paid and/or requested circulation: 60.34.
I certify that the above statements made by me are correct and complete.
Debra Levy, Publisher.

windshield repair
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The Southwest Region will be represented by
GlasWeld vice president Shiloh Spoo in Tucson, Ariz.
Spoo brings years of experience in glass scratch removal
training and support as well as involvement in the company’s research and development team in the creation of
new products and improvements for all glass scratch removal, windshield repair and headlight restoration products. He will focus on sales, training and support for
customers in the Southwestern United States.
GlasWeld’s corporate headquarters in Bend, Ore., will
handle sales, training and customer service for the Western states as well as handle service calls for customer
needs throughout the United States.
■
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industry insiders
people in the news

COMINGS AND GOINGS
Safelite Appoints Vice
President, Service Delivery
Safelite AutoGlass®
has hired Renee Cacchillo as vice president, service delivery.
Cacchillo described
her role to AGRR™
magazine/glassBYTEs.com™ as inRenee
cluding
“customer
Cacchillo
experience, so when
we have customers who want to contact us and want to share how their
experience went as well as the how
we run surveys in the field.”
“It also includes labor management,
which is new, as well as total net conversion, which is something that Safelite’s
been working on for years,” she says.

the most recent being vice president
of operations for the Prairie Region
for the past four years. In his new
role, Danberg’s responsibilities will
now be expanded to include all Canadian operations.
Comrie joined Boyd in 1997 as vice
president, sales and marketing. In his
new role, Comrie will have companywide responsibility for marketing leadBoyd Names New Canadian ership for all Boyd Group brands, as
well as the necessary integration of
Operations President,
brands resulting from Boyd’s growth
Chief Marketing Officer
The Boyd Group, which owns Boyd through acquisition.
Autobody and Glass, Gerber Collision
and Glass and Gerber National Glass O B I T U A R I E S
Services, has named Eric Danberg as
president of its Canadian operations and Industry Pioneer Ray
Kevin Comrie as chief marketing officer. Asbery Passes Away
Danberg joined Boyd in 1997 and
Industry pioneer, legend and entrehas held several senior management preneur Ray Asbery passed away unpositions over the last 13 years, with expectedly in September at his home
Cacchillo’s 25 years of experience includes a variety of consumer-based
companies, including Bob Evans and
Mimi’s Café restaurants, Bath & Body
Works/Limited Brands, Accenture, Hallmark and Dillard Department Stores.
Visit www.glassBYTEs.com™ for
more from our exclusive interview with
Cacchillo.

AGRR™ magazine would like to
congratulate the 2011 Auto
Glass Week™ Competition
Champions!

2011 Pilkington Clear Advantage Auto
Glass Technician Olympics Champion

Rick Maciel
Techna Glass Inc., Taylorsville, Utah
2011 Walt Gorman Memorial Windshield
Repair Olympics Champion

Jose Manuel Llano
LuniaGlas, Gijon, Spain

Thank you again
to all of our generous
Auto Glass Week sponsors!
Charter Sponsor: Pilkington
Platinum Sponsor: GlasWeld
Gold Sponsors: Dow Automotive Systems, PGW
Silver Sponsors: AEGIS, Carlex, Mygrant Glass, Xinyi
Bronze Sponsors: OETech, Sika, Equalizer
Copper Sponsors: Creative Extruded, Sika
Cobalt Sponsors: A.C.T./Liquid Resins, ACI, Apex Auto Glass

Be sure to join us in 2012 and check www.autoglassweek.com
for the soon to be announced dates and location!
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Company Ltd., Auto Glass Installer, Auto Glass Journal, AutoGlassSearch.com, Burco Inc., Coach Glass, ContactPoint LLC, CPI
(Clean Plus Inc), Delta Kits, DINOL, Duncan Systems, Extractor,
FixMyWindshield.com, Flexline Moldings/Yih -Tair, Glass Bot,
Glass Doctor, Glass Technology, Gold Glass Group, Lil Buddy, Livgard & Lloyd PLLP, Mainstreet Computers, Marcy Adhesives &
Tapes, Meritool, Monument Tools, Precision Replacement Parts,
Pro Glass Alliance LLC, ProSource Glass, Quest Software, Shenzhen Benson, SRP, Sunroof Express, Surface Dynamix,
UltraWiz/A.N. Designs, Windshield Guru
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in Round Rock, Texas.
Asbery, chief executive officer (CEO) and
founder of Equalizer,
was 67.
Asbery worked for
Globe Glass as an installer for a number of
Ray Asbery
years, prior to founding Equalizer. He invented a number
of innovative auto glass tools that
have changed the industry, and grew
Equalizer to become a worldwide auto
glass tools and supply company. Asbery held more than 20 patents in 15
different countries.
Asbery is survived by his wife of 46
years, Clare; a son, Eric, along with his
wife, Cindy, their children, Robert, Ashlee, Lindsey and Carson, and a greatgranddaughter, Leila, all of Round
Rock; a daughter, Wendy Schneider,
her husband, Jeff, and their children,
Jessica, Jordan and Alyssa of New
Braunfels, Texas.
In lieu of flowers, the family requests
donations can be made to the American
Cancer Society, Humane Society and to
Asbery’s favorite charity, Smile Train.
See related story on page 28, and visit
AGRR™ magazine/glassBYTEs.com’s online message forum to leave your own remembrances of Asbery.

Fas-Break’s Ronald
Keith Passes Away
Fas-Break Glass Repair Systems production manager Ronald
M. Keith of Mesa,
Ariz., passed away on
July 15. He was 70.
Keith had been
with Fas-Break since
Ronald M.
1991 and also operKeith
ated his own windshield repair business in the Phoenix
area, according to company president
Kerry Soat.
He is survived by his wife, Shirlene,
five children, eleven grandchildren,
and two great grandchildren.
■
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THE SHOWCASE
directory of suppliers
Adhesives/Sealants
AUTO GLASS ADHESIVE SYSTEMS
SHAT-R-PROOF CORP.
12800 Hwy. 13, Suite 500
Savage, MN 55378
952/946-0450 (phone)
952/946-0435 (fax)
www.shatrproof.com
info@shatrproof.com

Auto Glass
NATIONAL GLASS
BROKERS, LLC
3115 Fry Rd., Suite #302
Katy, TX 77449
281/599-1550 (phone)
281/599-8158 (fax)
www.nationalglassbrokers.com
sales@nationalglassbrokers.com

SAINT-GOBAIN
AUTOVER USA, INC.
3351 Southwest Blvd.
Grove City, OH 43123
614/801-2290 (phone)
614/801-0303 (fax)
www.autover.us
Dorothy.moorhead@saint-gobain.com
To place a Suppliers
Guide listing please
contact Janeen Mulligan at
540/720-5584, ext. 112,
or email
jmulligan@glass.com.

It’s
Free!

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
PUBLICATIONS
AGRR™ MAGAZINE
Key Communications, Inc.
385 Garrisonville Rd., #116
Stafford, VA 22554
540/720-5584 (phone)
540/720-5687 (fax)
www.agrrmag.com

Software
AUTO GLASS - RELATED
ALL GLASS QUOTES
3344 North Halsted St.
Chicago, IL 60657
312/465-1584 (phone)
www.allglassquotes.com

Windshield
Removal Tool

WIPE YOUR GLASS/JAMAK
4800 Bryant Irvin Ct.
Fort Worth, TX 76107
817/737-3703
Ext. 27 or 28 (phone)
817/735-1669 (fax)
www.wipeyourglass.com
sales@wipeyourglass.com

Windshield
Repair Products
EMERGENCY
GLASS REPAIR
3344 North Halsted St.
Chicago, IL 60657
312/465-1619 (phone)
www.emergencyglassrepair.com

Tools and Supplies
A.N. DESIGNS INC./
ULTRAWIZ®
111 Putter Lane
Torrington, CT 06790
860/482-2921 (phone)
860/482-8585 (fax)
www.ultrawiztools.com

GLAZEX
P.O. Box 2180
Orem, UT 84059
800/545-2770 (phone)
800/226-6464 (fax)
www.glazex.com

AGrr™ MAGAzIne Presents the

see whAt your

Industry Is doInG
Click the photo at
left to view the
latest newscast.

AGRR

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

GLASWELD SYSTEMS
20578 Empire Blvd.
Bend, OR 97701
541/388-1156 (phone)
541/388-1157 (fax)
www.glasweld.com

Video Newscast

42

EQUALIZER
INDUSTRIES, INC.
2611 Oakmont Drive
Round Rock, TX 78665
512/388-7715 (phone)
512/388-4188 (fax)
www.equalizer.com
sales@equalizer.com

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

November/December 2011
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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
P.O. 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)
■

SEEK AND FIND
classifieds
Business for Sale

AGRR Business for Sale
Motivated Seller in Colorado mountain
resort community. Great place to live!
Leader in the area. Gross Sales
$441,578. Adj. Profit $137,683. Real
estate available. Contact Ron Brasch
FBB, Ltd. 800/395-7653, www.fbb.com.
www.agrrmag.com
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on the road
calendar of events

D A Y /
January 9-22, 2012
North American International Auto Show
Cobo Center.
Detroit, Mich.
Contact: Show organizers at 248/643-0250
or visit www.naias.com.
January 19-21, 2012
2012 International Mobile Tech Expo
Sponsored by Mobile Tech and Trim.
Orlando Sun Resort and Convention Center.
Orlando, Fla.
Contact: Mobile Tech and Trim at
727/531-7885 or visit
www.mobiletechexpo.com.

Visit www.agrrmag.com
and click on “Industry
Events” to add your
events to the calendar.

P L A N N E R

September 20-22, 2012 (dates tentative)
Auto Glass Week™
Co-sponsored by AGRR™ magazine, the
Auto Glass Replacement Safety Standards
Council Inc., the Independent Glass
Association, the National Glass Association
and the National Windshield Repair
Association. Includes Auto Glass Repair
and Replacement Olympics.
Location to be announced shortly.
Contact: AGRR magazine at 540/720-5584
or visit www.autoglassweek.com.

September 11-16, 2012
Automechanika Frankfurt
Sponsored by Messe Frankfurt.
Messe Frankfurt.
Frankfurt, Germany.
Contact: Visit
www.automechanika.messefrankfurt.com.

October 11-13, 2012
NACE Expo
Sponsored by the Automotive
Service Association.
Morial Convention Center.
New Orleans, La.
Contact: Show organizers at 972/536-6354
September 20-22, 2012 (dates tentative) or visit www.naceexpo.com.
International Window Film
October 30-November 2, 2012
Conference and Tint-Off™
SEMA Show
Sponsored by WINDOW FILM magazine.
Sponsored by the Specialty
Location to be announced shortly.
Equipment Market Association (SEMA).
Contact: WINDOW FILM magazine at
Las Vegas Convention Center.
540/720-5584 or visit
Las Vegas.
www.windowfilmmag.com/tintoff.
■
Contact: Visit www.semashow.com.

ADVERTISING INDEX
Page

Company

Phone

Fax

Web Address

46

AEGIS Tools International

888/247-6000

608/274-9395

www.aegistools.com

20

Auto Glass Week™ 2012

540/720-5584

540/720-5687

www.autoglassweek.com

19

Coach Glass

800/714-7171

541/393-5896

www.coachglass.com

7

Creative Extruded Products

800/273-1535

937/667-3647

www.creativeextruded.com

5

Dow Automotive Systems

800/698-6246

734/697-8228

www.dowautomotiveaftermarket.com

3

Equalizer Industries

800/334-1334

512/388-4188

www.equalizer.com

17

Extractor

877/628-8837

780/438-5915

www.extractortools.com

6

Glassbot™/Nelson Marketing

530/333-1269

Not Available

www.glassbot.net

41

Glass Technology

800/441-4527

970/247-9375

www.gtglass.com

39

GlasWeld

800/321-2597

541/388-1157

www.glasweld.com

1

Gold Glass Group

800/448-5188

631/981-4299

www.gggcorp.com

13

NordGlass

248/881-2904

Not Available

www.nordglass.com

C2

Pilkington North America

866/377-3647

419/247-3821

45

Precision Replacement Parts

800/367-8241

800/545-5083

www.prp.com

37

ProSource Glass International

877/345-2800

978/975-5300

www.prosourceglassintl.com

37

Quest Software

800/541-2593

989/224-7067

www.questsoftware.com

9

Shat R Proof Corp.

800/728-1817

952/946-0461

www.shatrproof.com

19

Sika Corp.

800/688-7452

248/577-0810

www.sikaindustry.com

41

Sunroof Express/Night Watchman Co. 800/322-8867

586/498-2301

www.nightwatchman.net

11

Yih-Tair Industrial Inc.

210/310-0982

www.flexlinemoldings.com

877/975-5554

www.epremier.net

For more information on these companies’ products, visit http://products.agrrmag.com.
www.agrrmag.com
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Ideas That Work
sales tips

The Scoop on Groupon
by Pe n ny S t a c ey

G

ROUPON HAS GROWN IN
popularity in its short three
years in existence, along with a
host of other similar websites and
services with a similar concept. In recent months, AGRR™ magazine has
seen auto glass retailers all over the
nation begin to market their services
through such programs. Are programs
such as Groupon effective, though?
“[Groupon] is essentially a community-based promotional program,
where a group of people combine their
buying resources to implement and
activate a deal with a local vendor,”
says Patric Fransko, chief operating officer for Zola Distributing company, a
window film supply company that has
experience with Groupon. “The vendor has the ability to set the number of
people who have to take advantage of
the offer in order to activate it. So they
may say 50 people have to take advantage of the offer before it becomes activated. So essentially what they’ve
done is ensured themselves if, that
coupon were to be activated, they
have at least 50 customers, because
the customers have to pay Groupon at
the time of saying, ‘yeah, we’re in on
the deal.’“
Cascade Auto Glass, based in Vancouver, Wash., has participated in several of these, including a local program
called “Portland Perks” and the “Deal
of the Day” through the Fox 26 TV station in Medford, Ore.
In one such case, Cascade offered a
deal in which the customer would be
required to spend $30 through the
program, and in return would receive
a $100 gas card when he purchased a
windshield replacement from the
company. The company also has is-

44

sued promotions in
How Groupon Works (An Example)
which the customer
would pay $30 to receive If your normal price is . . . . . . . . . . . . . . . . . $65
$100 toward a wind- And you offer discount price to Groupon . . . . . $40
shield
replacement, Groupon gets half as fee . . . . . . . . . . . . . . . . $20
along with three $10 gift And you get . . . . . . . . . . . . . . . . . . . . . . . $20
certificates to a local Amount lost from a normal sale is . . . . . . . $45
Mexican restaurant.
“We thought we’d try it out,” says any money,” adds a representative of
Cascade vice president Paul Sharkey. Delta Glass in Denver, who preferred
Sharkey says, however, it might be not to be identified. His company oftoo early to determine if it’s worked as fered a Groupon this fall.
Garcia points out that in some
a marketing strategy. “It might take a
cases, however, such pricing and perwhile to shake out,” he says.
Rafael Garcia of Southwest Auto centages can be negotiated. Likewise,
Glass in El Paso, Texas, says his com- he suggests auto glass companies conpany was resistant to using such pro- sidering such modes of advertising
grams initially, but recently decided to look at them long-term.
“What I would suggest to people is
try out the method.
“As a matter of principle it’s not to look at it more as an investment,” he
something we’ve done, and offering says. “The redemption rates are high,
discounts isn’t something we’ve done, but you want to do your homework
but in the current economic climate when it comes to crafting discounts or
I’ve had to re-evaluate that,” he says. specials, and make sure you know
“It’s an investment, though; it’s a mat- what it is you’re offering so you can get
a good return on that investment.”
ter of making impressions.”
He also recommends businesses
Southwest participated in a program called “Seize the Deal,” which is look at the way in which the discounts
available throughout the United States. are advertised and promoted—and
In the deal, customers would pay $25 beware of offering too many specials.
“This one in particular uses radio,
to receive $50 toward repair or replaceso we get some value there,” he says.
ment service from the company.
“I think the redemption rate was “You also want to make sure you don’t
higher than other types of advertis- de-value your brand. If you condition
[customers] to wait for another dising,” says Garcia.
■
One drawback is the cost involved. count you could hurt yourself.”
While in some cases the deals are free,
most sites take a portion or percentage
Penny Stacey is the editor of AGRR™
of what a company sells through them.
magazine.
Email
her
at
“[Some of these] take a good chunk pstacey@glass.com, follow her on Twitter
of what you sell, so you’ve got to add @agrrmagazine, read her blog at
that into the costs,” says Sharkey.
http://fortherecord.agrrmag.com, and read
“Groupon is great for getting cus- her updates on Facebook by searching for
tomers, but it doesn’t really make you AGRR Magazine.
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NEED TOOLS?
Think AEGIS® for Great Products, Service & Value

!NEW! AEGIS® GlassHandlers®* Updated Design
!NEW!
M18 Urethane Guns
®
!"#$%& Windshield Repair Systems
!"#$%&® Windshield Repair Adhesives
!AEGIS®
Windshield Setting Tools
!"#$%&® Scratch Removal Systems
!"''!()*+,!-,)./0!+1!2+34,!)./!().5)'!
!!6578957!:++'0!;!-')/40

The choice of glass professionals worldwide!
View product demonstrations at aegistools.com
1-888-247-6000 toll-free in U.S. & Canada
email: info@aegistools.com phone: 608-274-9254 fax: 608-274-9395
P.O. Box 259688 Madison, WI 53725-9688

