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M

OST OF US HAVE A LOYALTY
to some brand—whether it’s
Starbucks coffee, a particular
vehicle manufacturer, maybe Nike or
Adidas shoes, a certain type of
spaghetti sauce, or a particular grocery
store; the list goes on.

Does the average consumer notice
brand? Email us with your thoughts.
But there are many, many items that
most of us are comfortable buying
generic. For example, I am perfectly
happy with generic plastic wrap (over
the often popular Saran™ wrap), even
if it doesn’t always cling the way it’s
supposed to, off-brand potato chips
and generic canned goods. I personally
just can’t see where Del Monte (or
whatever brand) peas are necessarily
going to be better in taste or quality
than my grocer’s supplier.
An industry executive recently suggested, though, that just the way consumers are very particular about their
brands with certain items—such as
coffee or gasoline—the same soon is
going to happen with glass. This is further reinforced by the many valueadded enhancements we’ve seen in
windshields in recent years—every-
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thing from acoustics (glass that reduces noise for its passengers), to rain
sensors, even to heated windshields.
I spoke to representatives of two
manufacturers—Pilkington and Carlex—about the topic of auto glass
branding and both noted that they are
encouraging retailers to promote their
brands directly to consumers (see related story on page 40). Pilkington even
is in the process of launching a targeted program that will go directly to
consumers to educate them on the
value of the Pilkington brand (and
original-equipment
manufactured
glass in general).
But you’ll notice a glaring omission
from the article—a retail perspective.
That is because, unfortunately, I couldn’t find a retailer that is pushing brand
actively at this point. I spoke to one of
the industry’s pioneers, who shall remain nameless, but he said at this
point his company brings up brand
only if the consumer is really pushing
for a dealer part. Otherwise, the company merely promotes OEM products
and their benefits. He said this could
change when and if consumers do
reach the point where they are aware
of the variety in auto glass brands, but
this time hasn’t arrived yet.
As always, I’d like to hear from you,
though. Are you seeing an increase in
brand awareness? And, if not, do you
think this will change? Beyond that,
how do you handle instances in which
consumers insist on dealer parts—but
are insured by companies that aren’t
willing to pay for them? Please email
me at pstacey@glass.com.
■
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Customer Service
tips for quality service

tompkins.carl@sikacorp.com

Basic Brilliance
b y C a r l To m p k i n s

I

1. Size of the company: Companies
WILL ALWAYS REMEMBER A
very powerful statement made by grow from their early-on success and
a very knowledgeable man, Phil become departmentalized. The people
Crosby, founder of Crosby and Associ- that began the business become far-reates, some years ago in Winterpark, Fla. moved from the public they serve. As a
“One of the reasons businesses fail result, they lose touch with customers
is that they quit doing the things that and are no longer in a position to conmade them successful,” said Crosby, duct those behaviors and activities that
one of the naonce made them
“ T h e m a j o r i t y o f successful. They
tion’s leading experts on Total
assume that those
the things that
Quality Managepeople in the lower
m a k e c o m p a n i e s positions are doing
ment (TQM).
The majority of s u c c e s s f u l a r e t h e so. If the top of the
the things that m o s t b a s i c t h i n g s . ” organization does
not apply a conmake companies
successful are the most basic things— scious effort regularly to make sure
things that are commonsense to a new that the basics are maintained, they
business owner or manager. Categori- won’t be.
2. Distractions: As a business grows,
cally, businesses pay a lot of attention
to customers around the time of their so do assignments. More business
inception. They expend a great deal of means more people and more people
energy in serving customers and reach mean more things to do to manage the
out by providing special little things, all business. I can’t begin to tell you how
aimed at differentiating themselves.
often I’ve heard people say, “You remember when things used to be so
much easier?” Multi-tasking is common
Attention to the Common
It is the attention to small, seemingly and always will pose the challenge of
insignificant, details of serving cus- distracting employees from their numtomers that has the greatest influence ber-one job, focusing on the customer.
3. Environment: The environment
on their buying decisions and brand
loyalty. Consider how basic mere atti- that exists within a corporation will be
tude is in the scheme of servicing a cus- passed on to all customers outside of a
tomer. According to a study completed corporation. A lack of training, a lack of
by the Technical Assistance Research communications, no method of recogProgram (TARP) in Washington, D.C., a nition or caring for employees, and a
number of years ago, 67 percent of con- poor working environment breeds consumers don’t return to a business be- tempt for a company by its employees.
cause of a perceived attitude of
4. Automation: We forever will be in
indifference expressed by an employee. the people business, yet companies
constantly are drawn into practices that
Are you in need of any further proof?
What causes companies to drift eliminate face-to-face encounters. We
away from these basic activities? Fol- buy groceries in a self-checkout line,
shop online, text instead of talk, etc.
lowing is a list of possible causes:

6
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Each form of automation eliminates another opportunity to best serve people.

Basic Courtesies
Following are some simple examples, basic activities and courtesies
that are nothing short of basic brilliance. Each can capture the attention
of customers as well as their purchases:
• A warm and sincere greeting when
the customer enters the building;
• A glass of water or cup of coffee as
the customer waits to be served;
• A follow-up phone call to make
sure that the customer had a positive experience;
• A free desert as a token of appreciation for the lovely selection of meals
the customer purchased;
• The provision of your name and
phone number for future needs;
• Showing the customer where something is instead of telling him;
• Displaying patience and interest in
hearing the customer’s story;
• Leaving a rose on the front seat of
the car after finishing a job;
• A note of thanks (not an email);
• A call to the customer to wish him a
happy birthday;
• A handwritten personal note of
thanks and best wishes at the bottom of an invoice; and
• Immediate attention.
It most often is the little things
that cost the least and mean the
most. These steal the customer’s
heart, and that is something money
cannot buy.
■
Carl Tompkins is the global marketing
resources manager for SIKA Corp. in
Madison Heights, Mich. He is based in
Spokane, Wash.
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Independent’s Day
an iga viewpoint

southernglass@att.net

Fighting Unfair Trade Practices
by Alan Epley

R

ECENTLY
THE
SOUTH
Carolina House of Representatives voted 104-1 to approve
House Bill 4042, an unfair trade practices bill. The bill moves now to the
Senate, which will take it up in January when it convenes for the last part
of its two-year session. If it is not
passed or is voted down, it will die in
June 2012.
This short and sweet bill simply
reads as follows:
“It is an unlawful trade practice for a motor vehicle glass repair business actively engaged in
the repair of motor vehicle glass,
or a person or entity with a ten
percent or more ownership interest in that business, and acting as
a third-party administrator of insurance claims made pursuant to
insurance coverage for motor vehicle glass repair to: (1) refer or
steer, or cause to be referred or
steered, an insured’s motor vehicle
glass repair business to itself; or
(2) use consumer information obtained in the process of acting in
that dual capacity to solicit motor
vehicle glass repair business.”
The insurance lobby showed very
little opposition in open testimony.
One USAA representative voiced opposition because it would interfere
with the company’s model. USAA utilizes Safelite Solutions as its thirdparty glass claims administrator
(TPA), and Safelite’s general counsel,
Brian DiMasi, voiced considerable
opposition to the bill.
Needless to say, the political war
will be ramped up in the days leading
up to the Senate Committee discussion and vote.

8

AGRR September/October 2011

“Sooner or later
those with these
conflicts of interest
will have to come clean
on their only argument,
which is that there are
not any complaints.”
Any opposition from carriers should
be seen as self-incriminating toward
the concepts of TPA/competitor conflict of interest and their “interests” in
that topic. In one meeting, a legislator
who also is a physician pointed out that
such conflicts of interest are illegal
under the same scenario in medical
coverage. So, what’s the difference in
glass coverage insurance? None.

Self-Incriminating Evidence

>I

placement work in South Carolina is
performed by its TPA’s retail arm. The
general counsel for that retail company
confirmed the same during a state
Senate subcommittee meeting held
around the same time. At that time,
this company did not advertise in the
mass media and testified that there
were 200 glass shops in the state.
So how is it possible that this company did the majority of Nationwide’s
work, if it was not using its TPA arm to
direct claimants to itself? How is this
possible when carriers do not contract
any auto glass company to repair or replace auto glass? The answer is obvious,
and the final decision will rest on the
good commonsense of elected officials.
Both sides understand the repercussions of this bill and the similar bills
being reviewed throughout the nation.
If your company has been harmed by
a “fox guarding the henhouse,” please
let the South Carolina Senate briefly
know how and why. Please include
your company name, city and state.
Let’s all speak up and start the snow■
ball effect in every state.

The lawmakers in South Carolina
have been exposed to this problem for
many years and the recent extraordinary vote exemplifies the sentiment of
this grossly unfair situation. Sooner or
later those with these conflicts of interest will have to come clean on their
only argument, which is that there are
not any complaints.
Glass shops all over South Carolina
are complaining vehemently to their
state lawmakers. Both those that oppose the “fox guarding the henhouse”
and those that may think it’s fair will
present their arguments over the next
few months and the South Carolina
senate will decide what is best for the
consumers and businesses of the state.
Alan Epley is president of the IndeIn February 2007, Nationwide Insurpendent Glass Association (IGA). He
ance testified that approximately 80 also serves as president of Southern Glass and
percent of all its glass repair and re- Plastic in Columbia, S.C.
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Supply Chain Dynamics
inside distribution

dino.lanno@safelite.com

Streamlining the Supply Chain
by Dino Lanno

T

HE AUTO GLASS SUPPLY
chain has been hit hard by everincreasing fuel, transportation,
lease and labor expenses. We must
consider ways to offset these rising
costs through productivity gains, operating efficiencies and quality enhancements. Taking advantage of technology
is essential in reducing these expenses.
Today’s modern glass distribution
facilities rely on Electronic Data Interchange (EDI) when ordering and receiving glass. Purchase orders are
transmitted to the supplier electronically in a simple-to-read, flat file that
can be automatically uploaded into its
order processing system. Immediate
confirmation of product availability
can be shared along with the Advanced
Shipping Notice (ASN).
The use of electronic ordering and
billing has several advantages. It:
• eliminates data entry and human
error;
• reduces the time to process the
order;
• creates a paperless environment; and
• provides instant documentation
and confirmation.

“The continual addition of new parts
is very challenging, but technology
helps us keep all the data current.”

Today’s barcodes have come a long
way. Within a distribution center environment, most order fulfillment is
picked on forklifts. Traditional barcode
signage is flat and requires the barcode
reader to be almost perpendicular to
the sign. The barcode’s limited read
angle causes a lot of wasted time while
the forklift operators maneuver back
and forth to achieve the required perpendicular position to the sign. Reflective barcode labels that can be
wrapped around 12-inch diameter
barrels hung from the ceiling are now
available. The large, curved surface of
the tube gives the forklift driver many
angles from which to read the barcode,
significantly reducing the time to scan.
New technologies also have improved the picking process by introducing a hands-free capability. Voice picking
directs the worker to each pick position
and prompts him to move to the next
pick without having to scan a barcode.
In barcode applications, ring scanners
allow workers to pick glass with two
Barcode Boons
hands
while still reading the barcode for
Improvements in barcode scanning
also have helped streamline the supply a more accurate and safe selection.
chain once the glass enters the distribution center. Using Radio-Frequency Outbound Shipping
Identification (RFID), barcode scanning
The next phase of the distribution
allows immediate receipt of goods, process is outbound shipping. One of
which then are directed more accu- the biggest costs in distributing glass
rately into the proper storage position throughout the country is the freight.
through state-of-the-art warehouse Based on this, maximizing the amount
management systems. Those systems of glass in the shipment is critical.
optimize putting parts in the right place When you break it down to individual
to improve efficiency of picking and boxes, the number of windshields you
can fit inside the box is a focus. One
density for outbound shipments.

10
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way to increase pack density, while not
incurring breakage, is to pack windshields based on curvature and size to
allow for proper nesting of parts. This
becomes key when positioning windshields inside the distribution center
for efficient mixed pallet picking.
The continual addition of new
parts is very challenging, but technology helps us keep all the data current.
A standardized part number makes
this possible.
Another consideration that technology supports is the tracking of Department of Transportation codes, which are
required in order to be compliant with
the Auto Glass Replacement Safety Standard (AGRSS®). This includes recording
batch codes, part numbers and expiration dates on adhesives, which can now
be done using smartphone devices. This
certainly allows distributors and retailers both to streamline the day-to-day
business of buying, selling and returns
as well as recall efforts when needed.

Technology Reigns
While investing in technology can
carry a high price tag, the benefits are
clear. It improves the accuracy and
timeliness of a shipment while lowering the risk of damage. It helps improve
the work environment of associates,
keeping them safe, eliminating strain
and improving productivity.
■
Dino Lanno is senior vice president of
supply chain and manufacturing for the
Safelite Group in Columbus, Ohio.
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Cutting Edge

new car installations

2011 Infiniti FX35
by Jamie Browning
GETTING STARTED:
For vehicle and glass preparations
please
refer
to
AGRSS®/ANSI 002-2002 as
well as your adhesive manufacturer’s recommendations. Inspect
the windshield for defects and any
contamination that may compromise
the bonding of the adhesive. Also look
for any distortion, scratches or defects
on the glass or moulding. It is recommended to test the rain sensor before
starting the installation.
If the vehicle is equipped with an
electrochromic mirror or rain sensor,
make sure the ignition is off. Remove
the right and left mirror covers and release the spring clips that retain the rain
sensor, being careful not to touch or
damage the gel pad and unplug the
wiring connector. Using a T-20 torque
(some models may vary) loosen the
mirror screw and slide the mirror assembly upward to remove. To remove
the A-pillar covers, if needed, partially
remove the weather-strip running along
the A-pillar that seals the door to the
body. Next there is one metal clip and
one plastic clip that retains the cover to
the vehicle that can be removed by
using a panel tool. If you need to remove the cover completely there is a
plastic airbag strap securing the cover
that will have to be cut if you cannot remove them successfully without cutting
them. Once free, pull the cover upward
to release it from the dash. To remove
the wiper arms gently pry off the plastic
nut covers and remove the wiper retaining nuts. Mark the driver and passenger side for ease of installation later.
To remove the cowl panel remove the
brake and battery covers first. Next remove the hood ledge and fender covers

12

2011 Infiniti FX35
and set them aside. Remove the rubber ting procedure. Wet-scrub the frit and
seal and set all of the cowl parts aside prepare the windshield according to
your adhesive manufacturer’s recomfor reinstalling them later.
mendations, and then apply the adhesive and install the windshield. Make
REMOVING THE
sure
the deck height is correct (factory
WINDSHIELD:
bead
size is 7x12 mm) and the markFor the sides and top of
the windshield, a cold ings on the windshield line up with
knife or power tool can be those on the body that were applied
used as well as wire. For the bottom, a during the set.
power tool or wire can be used.

FINISHING TOUCHES:
PREPARING FOR THE
NEW WINDSHIELD:
Trim the existing urethane bead, leaving it 1 to 2
millimeters in height. Use
your adhesive manufacturer’s
pinchweld primer to prime all
scratches, if any exist, and allow to dry
according to your adhesive manufacturer’s recommendations.

AGRR September/October 2011

PLACEMENT OF THE
NEW WINDSHIELD:

Install the cowl, wipers
and mirror in reverse order
from removal and torque
the wiper nuts to 18-foot
pounds. The factory distance from the
edge of the cowl to the wiper blade on
the passenger side is 72.2 mm and 60.6
mm for the driver’s side, +/- 7.5 mm for
each side. Be sure to check the rain sensor and wiper operation before returning the vehicle to the owner.
■
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Jamie Browning was the gold medalist

Dry-fit the new windin the 2009 Pilkington Clear Advantage
shield and mark it properly Auto Glass Technician Olympics. He has more
to ensure the correct set- than 17 years’ experience in the industry.
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UltraWiz® a product
of A.N. Designs, Inc.
www.ultrawiztools.com

866-482-2921
Available From Your Local Distributor

MADE IN THE USA

ANOTHER CUTTING EDGE
BREAKTHROUGH BLADE FROM UltraWiz®
Introducing the new UltraThin Serrated Cold Knife Blade

Thin, Strong AND Serrated.

NEW

Three popular sizes are made from our
UltraThin stock
Instead of a sawing motion, the serrated
points of these blades pierce the urethane
as it is pulled. Our unique design allows us
to manufacture a thin serrated edge that
extends all the way to the tip and can be
re-sharpened. At the bend of the serrated blade we have incorporated a
distinctive center rib that adds extra strength for the exceptional performance
technicians expect form UltraWiz®.

UltraWiz®
UltraThin Serrated Cold Knife Blades

6904-M

6902-M

6901-M

www.UltraWizTools.com
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AGR Reports

breaking news

COMPANY NEWS

Allstate to Move Glass Claims
to Safelite in January 2012

A

LLSTATE INSURANCE RE- Allstate is changing its administrative
Eaton says the Safelite deal incently announced that it will glass program administrator from cludes both handling coverage verifimove its auto glass claims ad- LYNX Services to Safelite Solutions.”
cations and shop assignments for
Eaton could not comment on how auto glass claims. While some
ministration work to Safelite Solutions,
effective
AGRR™
magazine
January 2, 2012.
readers have ex“A s a r e s u l t o f a r e c e n t
Allstate officials
pressed concerns resay the decision is the c o m p e t i t i v e b i d p r o c e s s , A l l s t a t e i s garding how they
result of a “competibe affected by
c h a n g i n g i t s a d m i n i s t r a t i v e g l a s s might
tive bid process.”
the move, Eaton isp r o g r a m a d m i n i s t r a t o r f r o m LY N X sued the following
“On a regular basis
Allstate reviews our
statement (see related
Services to Safelite Solutions.”
supplier services to
story on page 36).
—April Eaton, Allstate
determine if there’s a
“Even though we
better way for us to do
will have a supplier
business, enhance customer service, often the Northbrook, Ill.-based in- change next year, our policy on glass
leverage new technology or reduce surer reviews its third-party adminis- service providers has not changed,”
costs for those services,” says Allstate trator agreement.
said Eaton. “Customers may select
“I don’t actually know long the con- the auto glass service provider of their
spokesperson April Eaton. “As a result
choice.”
of a recent competitive bid process, tract will last,” she says.

KUDOS
Auto Glass Shop Helps Locate Hit-and-Run Suspect
An Arizona auto glass shop recently
helped the Tucson Police department identify a possible suspect in a hit-and-run incident involving a 23-year-old cyclist.
The police had been searching for the
vehicle and driver that allegedly struck Sam
Abate in the Tucson area on Friday, May 20,
and within a week arrested 21-year-old Abigail Allin as a suspect, after receiving a tip,
according to a police statement. Damon
Ashcraft, manager of Tucson, Ariz.-based
AAG Auto Glass, says his company replaced
Allin’s windshield shortly after the incident
and ultimately contacted the police.
The technician who completed the job
(whom Ashcraft says has asked to remain
anonymous) says he quickly suspected there
was something unusual about the job.
“[Allin] backed [the car] out and my
installer noticed the damage to the pas-
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senger side of the vehicle,” says Ashcraft.
“ … When the damage is to that extent
[we know] it’s something totally different
than a rock hitting the windshield. He
asked her what happened and she said a
brick hit the windshield.”
Ashcraft says the installer then advised
Allin that there appeared to be blood on
the windshield, and at that point she suggested a bird might have struck the vehicle.
“He cut the window out and there was
a lot of blood in the pinchweld and so
forth and he thought something was
wrong with it,” says Ashcraft.
When the technician returned to the
shop to discard the old windshield, he
showed the glass and what appeared to
be blood to Ashcraft, who says he remembered hearing about the hit-and-run in
local news reports.

AGRR September/October 2011
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“I called 911 and told them ‘I think
we’ve got the suspect’s windshield right
here in the shop,’” recalls Ashcraft.
Shortly after, the Tucson Police Department arrested Allin for leaving the scene
of a serious injury collision; causing serious injury with a vehicle while under a
suspended license; and tampering with
physical evidence, according to information from the police department.
This is at least the second time this
year that an auto glass shop has assisted
with such an investigation. In early April,
a California auto glass shop assisted the
Oceanside Police with locating a vehicle
police believed to have been involved in
a fatal hit-and-run incident, after reading
about it on AGRR™ magazine’s daily online news service, glassBYTEs.com™ (see
related story in May/June AGRR, page 4).
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Kryger Glass Re-Opens Distribution
Operations in Joplin, Mo., in Temporary Facility

Boyd Group Acquires
Cars Collision
Boyd Group Income Fund recently
acquired Cars Collision Center of Colorado LLC and Cars Collision Center
LLC. The cost of the purchase, which
closed in early July, was approximately
$21 million.
“We are very pleased to have completed the acquisition of Cars,” says
Brock Bulbuck, president and chief executive officer of the Boyd Group. “The
acquisition is another major strategic
move for us …”

P2G

=

Kryger Glass reopened its distribution operations in
Joplin, Mo., in early
July, less than two
months after its
Joplin facility was
destroyed by a tornado on May 22. The
company had re-located its operations
and employees to The Kryger Glass facility in Joplin, Mo., was
Kansas City, Mo., destroyed on May 22.
temporarily.
Kryger now is utilizing a temporary facility in Joplin at 510 N. Tyler Avenue.
“Plans for rebuilding at our previous site are in the process,” says company
president Bill Kryger. “We thank our customers for remaining loyal during this period of transition.”
■

Primerless 2 Glass

Handling
H
dl
dli
li - Short cut-off / Excellent decking
Versatile - 300 ml Unipac (P2G)
Specialized - Non-conductive
Safety - Passes FMVSS 212/208

P2G = Cost Effective Innovation
Contact Sika to learn more about the benefits captured in the P2G equation

1-800-688-7452
www.agrrmag.com

·
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policy briefs

LEGAL NEWS

Federal Appeals Court Upholds
Minnesota District Court Decision

T

HE U.S. COURT OF APPEALS
for the Eighth Circuit recently
upheld a previous ruling in favor
of Alpine Glass in its case involving Illinois Farmers Insurance and Mid-Century Insurance Co.
The latest decision comes more than
five years since Alpine filed suit against
the insurers in March 2006, requesting
that it be allowed to engage in arbitration with the named insurers to settle
1,120 short-pay disputes (see related
story in March/April 2010 AGRR™ magazine, page 14). Farmers (the name

16

under which the sister insurers are listed
in the case) had requested that the action be moved to federal district court,
where it answered the complaint and
filed a counterclaim, according to court
documents. The counterclaim alleged
that Alpine had violated Minnesota’s
anti-incentive statute and breach of
contract and requested that the court
vacate the original $400,000 arbitration
award. The U.S. District Court had
granted summary judgment in favor of
Alpine in March 2010 and dismissed the
counterclaim. Farmers submitted its ap-

peal following that decision, leading to
the most recent ruling in favor of Alpine.
The appeal order describes the original case as a “dispute between Farmers
and Alpine about how much Farmers is
obligated to pay Alpine for auto-glass
goods and services rendered on behalf
of Farmers’s insureds. At issue are 1,120
short-pay claims—claims in which
Farmers remitted only part of the
amount that Alpine invoiced.”
Farmers had argued in its appeal that
the district court “erroneously dismissed
its counterclaim alleging that Alpine vi-
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olated Minnesota’s incentive statute,”
claiming that Alpine was “incentivizing”
customers to sign an assignment of proceeds form by promising that it “would
release the insured from any obligation
to pay the difference between the
amounts [Farmers] agreed to pay … ”
Farmers claimed that this was “an unlawful credit or rebate to induce the insureds to do business with Alpine.”
However, the appeals court ruled that
the state’s law regarding incentives actu-

Cobalt Sponsor of Auto Glass Week™ 2011

continued on page 18

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
www.agrrmag.com
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InsuranceTalk
continued

Washington Auto Glass Shop and Its Owners
Face $726,000 Judgment in Allstate Case
A federal district court in Washington has agreed to a default judgment
against Burien, Wash.-based Auto Glass Express and Premier Auto Glass and
its owners, Michael and Trena Perkins, in a case filed in January by Allstate
Insurance (see related story in March/April 2011 AGRR™ magazine, page 18).
The default judgment totals $726,700.53—including a principle claim of
$637,724.23, more than $75,000 in interest (calculated at 12 percent), attorney fees and court costs related to insurance fraud charges.
The suit alleged that the Perkins and their companies billed and were paid by
the insurer for OEM glass, while actually “purchasing and installing aftermarket
windshields,” according to court documents. Allstate accused the company and
its owners of civil fraud, negligent misrepresentation, violation of the consumer
protection act, breach of contract, bad faith, and violation of the criminal profiteering act in its original January 2011 complaint, and claimed that 2,572 Allstate customers “obtained fraudulent services” through the company.
The default judgment resulted from a motion by Allstate, alleging that
while Michael Perkins advised the court in March that he would be representing himself, Trena Perkins and the two companies in the case, he “failed
to answer, plead or otherwise defend in this action.”
The Washington state insurance commissioner’s office also had filed criminal
charges against Michael Perkins for related allegations. He pleaded guilty in April.

ally was intended to “prohibit auto glass
vendors from offering incentives to insureds to choose their shops.”
Likewise, Farmers claimed that
Alpine breached its contract with the insurer by charging different prices for
work than those listed in the price lists it
faxed to Alpine, and that “Alpine accepted the offers when it performed
auto glass work on behalf of Farmers’s
insureds.” However, the appeals court
ruled that “Alpine rejected the offers
when its actions failed to conform to the
terms of the offer[s].”
“Although Farmers frames the issue
as a breach of a unilateral contract, the
real dispute is what constitutes a ‘competitive price’ and who dictates that
price,” writes the appeals court.
Farmers also appealed the district
court’s denial of its request that the court
vacate the original judgment.
■

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
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(PPG g from P icing an
d
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), 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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AGRSS News

the latest in safety

COMMITTEE NEWS

AGRSS® Marketing Committee Continues
Insurance Education Efforts

T

HE AUTO GLASS REPLACEment Safety Standards (AGRSS)
Council Inc. Marketing Committee has completed the first major
phase of the mailing of the recently
launched validation video to insurers
across the United States.
“The first phase is done,” says
marketing committee chair Nik Frye.
“We targeted the top 150 companies
first, and we’re working on Phase 2
now. We’re hoping eventually to reach

“The biggest thing we wanted to
accomplish is to get the message in
the hands of the decision-makers.”
— N i k F r ye, AG R S S M a r ke t i n g C o m m i t t e e
all the insurers.”
The video features insurance agent
Jon Fransway, who lost his sister Jeanne
in 1999 due to an improper windshield
installation. Fransway also was featured in the 2000 20/20 expose on improper windshield installations. In the
video, he explains why he believes insurers should refer their customers to
AGRSS-Registered companies and how
crucial a safe auto glass installation is
to a vehicle’s occupants.
The marketing committee has
emailed a number of links to the video
to insurance agents, and by this
method is able to track who has
opened the link and has viewed the
video, according to Frye.
“The biggest thing we wanted to ac-

complish is to get the message in the
hands of the decision-makers,” he
says, adding that more than 1,000
copies of the video have been distributed to date.
“Every AGRSS-registered company
has received a free copy and beyond
that many have come back and purchased additional copies,” says Frye.
“The great thing about that is the CDs
are only $1. It’s very affordable and a
great way to spread the message.”
The marketing committee also has
plans for a consumer education video,
with production likely to begin early
next year.
“We’re currently formulating our
strategy as to the message of the
video,” says Frye.

COMPANY NEWS
AGRSS®-Registered Shops Get Linked Up
The Auto Glass Replacement Safety Standards (AGRSS) Council Inc.
is in the process of linking all AGRSS-registered companies’ names
with their websites on the listings on www.agrss.org and its sister
consumer site, www.safewindshields.org.
“We wanted to make sure that consumers can get as much information quickly as possible about registered companies when they’re looking for a shop,” says AGRSS Council president Debra Levy. “This way,
potential customers are just a click away from registered companies’
sites when they visit www.safewindshields.org.”
She adds, “This is just one of the many values that being AGRSS-registered provides.”
The AGRSS Council is encouraging all AGRSS-registered companies to visit http://www.agrss.org/agrss-registeredbusinesses/ and www.safewindshields.org to make sure the proper websites are included. Changes or additions should
be emailed to rickc@agrss.com.
■
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Around the World
international issues

FINANCIAL

Belron Reports 5 Percent Worldwide
Decrease in Jobs for First Quarter

B

ELRON EXPERIENCED A 5
percent drop worldwide in repair and replacement jobs for
the first quarter from the same period
in 2010, according to parent company
D’Ieteren’s first-quarter financial report. The company completed a total
of 2.9 million jobs total throughout the
world for the quarter.
The percentage of total jobs that were
windshield repair jobs was down for the
quarter as well, though specific numbers are not provided in the latest report.

Overall, Belron officials report a
worldwide increase in sales of 3 percent for the first quarter, when compared with 2010, but attribute the
increase to acquisitions (1 percent)
and a favorable currency impact due to
the stronger U.S. dollar (2 percent).
However, company officials say
compared to last year, sales were comparatively flat, “reflecting mild
weather compared to the exceptional
2010 conditions predominantly in
Northern Europe.”

Pilkington Parent NSG Reports Strong
Demand Across World for Auto Glass
Pilkington parent company NSG Group appears optimistic with regard to the
worldwide auto glass market in its annual report for fiscal year 2011.
“In the automotive business, the cumulative result was significantly ahead of
the previous year, due principally to strong demand across all of the Group’s main
automotive markets,” writes the Japan-based company.
NSG officials say overall original-equipment (OE) volumes were significantly
higher in most regions, compared with the previous year, and that the auto glass
replacement market is gradually improving throughout the world.
The company reports that its North American OE revenues “were significantly
above the previous year.” NSG attributes the growth to increased volumes, along
with cost savings and efficiency gains,” and also reports profitability for the auto
glass replacement market in the North American region. North America comprised
21 percent of the company’s automotive sales for the fiscal year.
In Europe, which makes up 47 percent of the company’s automotive market,
NSG officials say they again saw growth in the OE sector, and that “local currency
revenues increased strongly from last year’s levels, due to robust volumes, with a
consequent improvement in profits.” In the auto glass replacement business, NSG
officials say local currency results were similar to the levels of the previous year.
In Japan, representing 17 percent of NSG’s automotive sales, revenues were slightly
above the previous year. However, the company reports that improved demand in the
first two quarters was offset by reductions in volumes when the Japanese government ended its incentive program for purchasing environmentally friendly vehicles,
followed by the March
11 earthquake.
Pilkington Fiscal Year Results
The auto glass
(in U.S dollars)
business
makes up ap2010
2011
% Change
proximately 46 perRevenue $3.28 billion
$3.27 billion
-0.3
cent of NSG.
Profit
$160.96 million $231.53 million
+43.8
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Scan the tag at left
to view the entire
report. Get the free
mobile tag reader at
http://gettag.mobi.
In Europe, Belron experienced sales
growth of 2 percent—1 percent from acquisitions and 1 percent from a positive
currency impact of the stronger GB
pound. Outside Europe, the company
saw sales growth of 5 percent—1 percent of which was acquired growth, and
4 percent from currency translation.
“Despite a more favorable winter
in Canada, like-for-like sales were flat,
reflecting lower marketing activity in
the United States and continued difficult marketing conditions in Brazil,”
writes D’Ieteren.
D’Ieteren projects moderate organic
sales growth for Belron for the rest of
the year.

MANUFACTURING
Saint-Gobain to
Invest in China Plant
Saint-Gobain Sekurit has announced the construction of its second
auto glass plant in China. The plant
will be built in the Shandong province
of Qingdao, close to the Group’s float
glass production site.
According to a company statement, Saint-Gobain Sekurit plans to
invest approximately $74 million
(U.S. dollars) in the plant in three
phases between now and 2014. The
first manufacturing line will be
opened mid-2012, and, as the market
grows, the company plans to gradually increase the plant’s production
capacity.
■

www.agrrmag.com

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

Contents

Search

+

–

Archives

Cobalt Sponsor of Auto Glass Week™ 2011

I<
E-Mail

<

>

>I

Subscribe

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

Contents

Search

+

–

Archives

I<
E-Mail

<

>

>I

Subscribe

SPECIAL SECTION

A Peek at “THE” Week
Auto
Auto Glass
Glass Week™
Week™ to
to Feature
Feature Latest
Latest New
New Products
Products and
and Services
Services

™
hether or not you’re headed to Memphis this September for Auto Glass Week™,
you won’t want to miss the latest products and services on the display at the
event. If you’re attending, use the below guide as a way to plan your route
through the event’s exhibition. If you’re not, read the following for an overview of what
will be offered at the show—and watch for the November/December 2011 issue of AGRR™ magazine for even more details.
Auto Glass Week will be held in Memphis, Tenn., September 15-17, at the Memphis Cook Convention Center and Memphis
Marriott Downtown. It will bring together all of the major auto glass groups, including the Auto Glass Replacement Safety Standards Council (AGRSS®), Independent Glass Association (IGA), National Glass Association (NGA), and the National Windshield
Repair Association (NWRA), along with AGRR magazine’s Pilkington Clear Advantage Auto Glass Technician Olympics and Walt
Gorman Memorial Windshield Repair Olympics. The International Window Film Tint-Off and Conference™ also will be held concurrently. The event is managed by AGRR magazine.
For more information, visit www.autoglassweek.com, and turn to page 26 for full event details.

W

REMOVAL TOOLS

auto glass removal tool was designed
to use a smooth, ratcheting process to
glide specially designed cut-out wire
Booth #213:
through
urethane with ease. According
Smooth as a Cobra™
®
to
the
company,
the system takes just
The new Equalizer Cobra™ wire
a few minutes to set up.
The Cobra also was designed to
avoid damaging the pinchweld, so that
technicians also have to spend less
time priming. The Cobra kit includes
the company’s Wireguard™, an installation stick, dash protector, HEADLIGHTS™ safety glasses, and 660 feet
of cut-out wire.
❙❙➤ www.equalizer.com

H E A D L I G H T R E S T O R AT I O N
Booth #300:
Make Headlights Gclear™
GlasWeld’s Gclear™ headlight restoration system features an original equipment manufacturer (OEM) coating and
ultraviolet (UV) curing process designed
to restore headlights to their original
clarity quickly and easily.
The system features a simple, threestep restoration process: clear, coat, and cure. The first step removes the oxidized
coating from the headlamp to clean and prepare the surface. The second step is
applying the aerosol OEM UV coating with a sweeping motion across the headlight.
The third step is to cure the headlight with the frequency-tuned UV curing lamp.
❙❙➤ www.glasweld.com/gclear
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Booth #402:
Glass Bot™ Gets
Lighter, Stronger
Nelson Marketing, developer
and manufacturer of the Glass
Bot™, has introduced the latest
version of the
tool, the MKII.
Company officials say they re-designed the tool to
make it stronger and lighter than the
original version of the powered wirewinding auto glass removal tool.
The MKII comes with a life-time
guarantee. Live demonstrations will be
offered at Auto Glass Week™.
❙❙➤ www.glassbot.net

WINDSHIELD REPAIR SYSTEMS
Booth #122:
Glass Technology
Ups the Intensity
The Diamond BluWave™ from
Glass Technology is a new high-intensity ultraviolet curing process. Company officials say the process ensures
proper cross-linking and cross-hatching and results in a strong, fast cure.
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Booth #201:
Need It ASAP?
training video and instruction manual
for its windshield repair systems.
❙❙➤ www.deltakits.com

ADHESIVES
Booth #110:
SRP® Announces New
30-Minute Drive-Away Time
The Diamond BluWave allows a
technician to cure the resin inside the
break while the windshield repair
equipment is still on the glass, which
also ensures a complete fill and proper
cure, according to the company. Glass
Technology also offers its Diamond
Clear Resin™, which was designed for
use with the BluWave system.
❙❙➤ www.gtglass.com

Booth #109:
Delta Kits Adds New
Systems, Components
Delta Kits Inc. has introduced two
new lines of windshield repair systems—the Mobile Pro and the Shop
Pro lines, along with a new B250
bridge, which features stainless steel
components for durability and ease.
According to the company, the
Mobile Pro line includes systems with a
12-volt lamp
with a rechargeable
battery
pack, while the
Shop
Pro
utilizes a
115-volt
ultraviolet lamp.
Delta also has produced a new

www.agrrmag.com

SRP’s new Icon™ product
is a high-viscosity adhesive
that features a high-modulus, low-conductive formula
plus a 30-minute drive-away
time down to 0 degrees
Fahrenheit.
“The SRP Icon is the outcome of an intensive product development cycle that
started with a customer
wish that ended up as a
great product for everyone,”
says Keith Beveridge, senior
vice president of Shat R
Proof Corp.
The SRP Icon is available in both 310ml cartridges and 600-ml sausage packs.
❙❙➤ www.shatrproof.com

Sika Corp. recently introduced
SikaTack®ASAP+, a one-component,
hot-applied, direct glazing polyurethane adhesive designed to have a
maximum one-hour safe
drive-away time in all
weather conditions. Additionally, SikaTack®-ASAP+
is all-in-one-modulus and
can be used to install
windshields on all highmodulus vehicles and also
is non-conductive.
The new adhesive has
an application temperature ranging from 0 to
120 degrees Fahrenheit.
❙❙➤ www.sikausa.com

MOULDINGS
Booth #120:
Jack of All Mouldings

Booth #208:
Looking for an Hour?
DINOL Americas now offers D-9000, a high-modulus,
non-conductive
urethane
that offers a safe drive-away
time of one hour. The adhesive is solvent-free, cold-applied and has a high viscosity,
according to the company. It
also can be utilized in all
temperatures.
❙❙➤ www.dinol.com

>I

Yih-Tair Industries Inc./Flexline® offers domestic, foreign, and universal
mouldings.
The company’s products are available throughout the world, in a total of
63 countries,
❙❙➤ www.flexline.com
■
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Your Guide to
Auto Glass Week™

™

™

In the following pages you’ll find all of the most crucial information needed for Auto
Glass Week—what’s happening, who’s speaking, and where to head for each event.

Please note schedule is tentative and subject to change. Please check autoglassweek.com for updates.

Wednesday, september 14, 2011

Friday, september 16, 2011

8:00 a.m. –

11:00 a.m.

ROLAGS Committee Meeting

7:30 a.m. – 12:30 p.m.

8:00 a.m. –

11:00 a.m.

AGRSS Committee Meetings
(except Standards Committee)

Registration Open in
Memphis Marriott Downtown

8:00 a.m. – 12:30 p.m.

Auto Glass Educational Sessions

10:30 a.m. – 11:30 a.m.

Joint Keynote Speaker

10:30 a.m. – 12:30 p.m.

Pilkington Clear Advantage Auto
Glass Technician Olympics
Mandatory Contestant Meeting

12:30 p.m. – 1:30 p.m.

Lunch Break

1:30 p.m. – 3:00 p.m.

Auto Glass
Educational Sessions

12:00 p.m. –

4:00 p.m.

AGRSS Standards
Committee Meeting

1:00 p.m. –

3:00 p.m.

NWRA Board Meeting

4:00 p.m. –

6:00 p.m.

AGRSS Board Meeting

thursday, september 15, 2011
7:30 a.m. – 12:00 p.m.

Registration Open in
Memphis Marriott Downtown

1:30 p.m. – 7:00 p.m.

8:00 a.m. –

9:00 a.m.

Walt Gorman Memorial Windshield
Repair Olympics Mandatory
Contestant Meeting

Registration Open in
Memphis Cook Convention Center

3:00 p.m. – 7:00 p.m.

Auto Glass Week™
Exhibition/Extravaganza

3:00 p.m. – 7:00 p.m.

Pilkington Clear Advantage Auto
Glass Technician Olympics
Preliminary Heats

8:00 a.m. –

3:00 p.m.

Sponsor Set-Up

8:00 a.m. –

8:30 a.m.

Event Welcome and Opening

8:30 a.m. –

12:00 p.m.

Auto Glass
Educational Sessions

3:15 p.m. – 5:10 p.m.

Walt Gorman Memorial Windshield
Repair Olympics Finals

10:00 a.m. –

12:00 p.m.

International Window Film Tint-Off™
Mandatory Contestant Meeting

5:00 p.m. – 7:00 p.m.

Winner’s Circle Cocktail
Party on Show Floor

12:00 p.m. –

1:00 p.m.

Lunch Break

1:00 p.m. –

4:00 p.m.

Auto Glass
Educational Sessions

1:00 p.m. –

8:00 p.m.

Registration Open in
Memphis Cook Convention Center

4:00 p.m. –

6:45 p.m.

International Window Film Tint-Off™
Preliminaries

4:00 p.m. –

9:00 p.m.

Auto Glass Week™
Exhibition/Extravaganza
(Optional Hour from 8-9 p.m.)

5:00 p.m. –

8:30 p.m.

Walt Gorman Memorial
Windshield Repair Olympics
Preliminary Heats

6:30 p.m. –

8:00 p.m.

Silent Charity Auction/Cocktail
Party on Show Floor

6:50 p.m. –

9:00 p.m.

International Window Film Tint-Off™
Finals and Awards Ceremony
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saturday, september 17, 2011
8:30 a.m. – 12:00 p.m.

Registration Open in Memphis
Cook Convention Center

9:00 a.m. – 12:00 p.m.

Auto Glass
Educational Sessions

9:00 a.m. – 12:00 p.m.
9:00 a.m. – 12:00 p.m.

AGTO Finals
Auto Glass Week™
Exhibition/Extravaganza

12:00 p.m. – 1:30 p.m.

Awards Luncheon for Walt Gorman
Memorial Windshield Repair
Olympics and Pilkington Clear
Advantage Auto Glass Technician
Olympics on the show floor

Sponsor Tear-Down
1:30 p.m. – 5:00 p.m.
Please note schedule is tentative and subject to change. Visit
www.autoglassweek.com for the most up-to-date schedule.
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his Olympic teammates.
The 1980 Olympic Team received
many accolades after winning the
gold medal, including being in-

THURSDAY 11:00 AM – 12:00 PM
Understanding the Customer of the Future

ducted into the U.S. Olympic Hall
of Fame. On December 2, 1999, the
1980 Olympic Hockey team was
given the ultimate compliment Mike Eruzione served as
when Sports Illustrated magazine the captain that led the
voted its win as the number-one 1980 U.S. Olympic Hockey
Team to its Gold Medal vicsports moment of the century. Mike
tory in Lake Placid, N.Y.
and his teammates had the honor
of lighting the Olympic Flame at the Opening Ceremonies of the
2002 Winter Olympic Games in Salt Lake City. In 2004 Mike and
his teammates were featured in the Disney movie “Miracle.”

Kelly McDonald is a recognized expert on multicultural
marketing and business trends.

SATURDAY 9:00 AM – 10:30 AM
Automotive Information You Need to Know

Market trends are changing. The person who has the final buying

Lauren Fix, “The Car Coach®,” will speak about customers and

power no longer lives at a home with a white picket fence, 2.5 chil-

how your company is viewed by your clients, especially women.

dren and a dog. Who is your customer? Great question – and one

Come learn what you really need to focus on to succeed.

that will determine the future success of your business. Learn how

Speaker: Lauren Fix, the Car Coach®, is a nationally recognized

to build business with people not like you. Kelly McDonald is a rec-

automotive expert in car care, repair, safety issues, buying and selling

ognized expert on multicultural marketing and business trends.
Speaker: Kelly McDonald of McDonald Marketing.

new and used cars and trucks, and driving skills. Fix is the national
automotive correspondent for Time Warner Cable and the host of the
syndicated segments

FRIDAY 10:30 AM – 11:30 AM

Car Coach and His

Keynote Speaker: Mike Eruzione,
1980 U.S. Olympic Hockey Team Captain
“Teamwork for Success”

Turn–Her Turn™.
Fix is the author of
a regular weekly col-

Mike Eruzione served as the captain that led the 1980 U.S.

umn, “Car Fix,” for

Olympic Hockey Team to its Gold Medal victory in Lake Placid, N.Y.

the Buffalo News Sun-

The highlight of the games for Mike was scoring the game-winning

day Edition. She also

goal against the Soviet Union. That victory against the Soviets ad-

is the host and auto-

vanced the U.S Hockey Team to the Gold Medal Game where they

motive expert for Talk

beat Finland to win the gold medal.

2 DIY Automotive, a

Mike played on two U.S National Teams and played two years

show on Scripps Do-It-

with the Toledo Goaldiggers of the International Hockey League
(IHL). The IHL recognized Mike with the McKenzie Award, which
is presented annually to the most outstanding American born
player in the IHL. The following year Mike was chosen to join the
1980 Olympic Team. He was honored by being elected captain by

www.agrrmag.com

Yourself
Lauren Fix, the Car Coach®, is a nationally recognized automotive expert in car
care, repair, safety issues, buying and
selling new and used cars and trucks,
and driving skills.

Network

(DIY). In addition,
Fix was Oprah Winfrey’s car care expert
for many years.
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THURSDAY 8:00 AM – 8:30 AM
Welcome and Auto Glass Week™ Opening

THURSDAY 12:00 PM – 1:00 PM
Lunch Break

Enjoy the official start to an unprecedented event. Hear the

THURSDAY 1:00 PM – 2:00 PM

various groups’ leaders speak about their goals and intent for the
event and how it will continue to serve the automotive glass industry for years to come.

Organization Update:
The Groups That Work for You

Speakers: Deb Levy of AGRR™ magazine; David Rohlfing of the

What really are the member benefits? What do my dues go to-

AGRSS® Council Inc.; Alan Epley of the Independent Glass Associ-

ward? Are there resources that will benefit my small, two-man

ation; David Walker of the National Glass Association; and Kerry

shop? This session will provide a panel of spokespeople from each

Wanstrath of the National Windshield Repair Association.

of the auto glass organizations to help provide answers to these
questions and many more. Make sure you join us in learning just

THURSDAY 8:30 AM – 9:45 AM
Glass Quality
Differentiation is essential to remain competitive in any in-

how hard your associations and groups are working to better the
industry as a whole, provide resources and tools to you, their
members, and why you, too, should take an active role.

dustry. Come and learn what separates one windshield from an-

Speakers: Deb Levy of AGRR™, David Rohlfing of AGRSS®, Alan

other, and take a look at the definition of “quality” in the

Epley of IGA, David Walker of NGA, Kerry Wanstrath of NWRA, and

automotive glass industry.

Keith Beveridge of ROLAGS.

Speakers: Joanne Feibel, Pilkington, and Mark Bulger, Pittsburgh

THURSDAY 2:00 PM – 3:00 PM

Glass Works LLC.

Insurance and Its Future with Auto Glass

THURSDAY 9:45 AM – 11:00 AM
What’s Up (and Down) in Motor
Vehicle Hazard Reduction?
During this session, an automotive safety expert
will look at past auto collision fatality statistics, automotive design and more. Hear what movements
have taken place, and projected future steps in regards to automobile safety and how they impact your business.

The ongoing question of the role of insurance companies
within the auto glass industry is one that receives a great deal
of interest. Come hear what the predictions are from the insurance firms themselves and what lies ahead on their future road.
This is one session not to miss!
Moderators: Chris Umble of LYNX Services, and Nik Frye of Glass
America. Come hear from our panel of representatives from some
of the leading insurance companies.

Speaker: Ben Kelley of Product Hazard Consulting.

THURSDAY 3:00 PM – 4:00 PM
JoinT SeSSion: THURSDAY 11:00 AM – 12:00 PM
Understanding the Customer of the Future

The Ten Commandments for Successful
Business

See page 27 for full details about this exciting seminar.

Every manager knows good guidelines (when followed) make for a good working environment. So take

JoinT SeSSion: THURSDAY 12:00 PM – 1:00 PM
Brown Bag Workshop:
How to Market to Your Future Customer

that and apply a step further and amp-up the guidelines to be
full-fledged commandments. Come hear what every business
should know and be enforcing. Global marketing resources man-

This workshop will follow the earlier session, “Un-

ager for Sika Corp. and long-time AGRR™ magazine columnist

derstanding the Customer of the Future” with an even

Carl Tompkins, who is leading this session, also will unveil his

deeper look. Learn marketing tactics by participating

own business management book for the first time at Auto Glass

in case studies and role playing, and walk away with

Week 2011.

a better grasp on how to prepare to reach those who are your fu-

Speaker: Carl Tompkins of Sika Corp.

ture customers in a manner to which they will respond.
Speaker: Kelly McDonald of McDonald Marketing.
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FRIDAY 12:30 PM – 1:30 PM
Lunch Break

FRIDAY 1:30 PM – 3:00 PM

You have heard about the Standards, and hopefully you are
applying them in your everyday business. Learn what updates are

–

Archives

FRIDAY 8:00 AM – 9:00 AM
Standards Update: AGRSS™
and ROLAGS™ Standards Updates

+

Create Sales: Be Order Makers Not Order Takers

being made from the AGRSS Council Inc. and National Windshield

Are you really listening to your customers’ needs?

Repair Association representatives. These Standards separate the

This session will teach you how to convert a customer

best from the rest; be sure to be present and learn how these up-

inquiry into a buyer. Learn some techniques for over-

dates benefit you.

coming objections and how to be a consultant instead of a pushy representative.

FRIDAY 9:00 AM – 10:15 AM

Speaker: Carlton van Putten of ContactPoint LLC.

Future Cars and the Glass They’re Using

SATURDAY 8:00 AM – 8:45 AM

Never put off until tomorrow what you can learn today. One
competitive edge is to be the business that can tackle any vehi-

Group Break-Outs

cle. This is easier said than done as automobile manufacturers

Each association is available to provide answers to elements

continually push the envelope with their designs. This session

pertaining to their membership and potential members. These

will cover the future cars and the new design elements incorpo-

focused break-out sessions will be presented by the IGA, NWRA

rating more glass to help you get a leg up on what’s to come.

and NGA.

Speakers: Scott Mason of Dow Automotive, Bob Beranek of Au-

SATURDAY 9:00 AM – 10:30 AM

tomotive Glass Consultants Inc., and Jeff Olive with Glasspro.
Moderator: Dale Malcolm of Dow Automotive.

Automotive Information
You Need to Know

FRIDAY 10:15 AM – 10:30 AM
Networking Break

See page 27 for full details about this unique
session.

JOINT SESSION: FRIDAY 10:30 AM – 11:30 AM
Keynote Speaker: Mike Eruzione, 1980
U.S. Olympic Hockey Team Captain

SATURDAY 10:30 AM – 10:45 AM
Networking Break

SATURDAY 10:45 AM – 12:00 PM
“Teamwork for Success”
See page 27 for full details about this key seminar.

Professionalism in the Industry:
Comportment, Certification and Customer Service
Customer service is not dead and this session is going to high-

FRIDAY 11:30 AM – 12:30 PM
The Changing Face of International Auto Glass

light its rightful place as one of your best selling tools for new
clients and retention factors for current customers. Learn how to

Although each country has its own considerations and differ-

put your certifications to work, or become certified if you aren’t

ences when it comes to auto glass, there are quite a few com-

already. If you are looking for steps to take to solidify your mar-

monalities. This panel will bring some of those topics to light by

ket share, this is the session for you.

providing an inside and in-depth look at what is occurring globally within our industry.

Speakers: Gilbert Gutierrez of Equalizer and Paul Heinauer of
Glasspro, Inc.

Speakers: Mr. Johan van der Zwan of VIBA in the Netherlands,
Mr. Volker Link of Würth in Germany, Mr. Cédric Viola of VBSA in
France and Mr. Masanori Maeda of Nissho in Japan.
Moderator: Henri Goudsmit of Aurifaber in Deerfield, Ill. (a
Division of Aurifaber - The Netherlands ).

www.agrrmag.com

Attendees of both Auto Glass Week™ and the International Window Film Tint-Off and Conference™ can attend sessions for each event. Please note the schedule is subject to
change. For the most up-to-date information, please visit
www.autoglassweek.com.
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Schedules are tentative and subject to change.

Walt Gorman Memorial
Windshield Repair Olympics

Pilkington Clear Advantage
Auto Glass Technician Olympics

Thursday, sepT. 15, 2011

PILKINGTON
CLEAR ADVANTAGE™

Friday, sepT. 16, 2011

8:00 a.m. -

9:00 a.m.

Walt Gorman Memorial Windshield
Repair Olympics Mandatory
Contestant Meeting

10:30 a.m. – 12:30 p.m.

Pilkington Clear Advantage Auto
Glass Technician Olympics
Mandatory Contestant Meeting

5:00 p.m. -

5:20 p.m.

Welcome Ceremony

3:00 p.m. -

3:15 p.m.

Welcome Ceremony

5:20 p.m. -

5:30 p.m.

Prep Heat 1

3:15 p.m. -

3:25 p.m.

Prep Heat 1

5:30 p.m. -

6:15 p.m.

Heat 1

3:25 p.m. -

4:25 p.m.

Heat 1

6:15 p.m. -

6:45 p.m.

Judging Heat 1

4:25 p.m. -

5:10 p.m.

Judging Heat 1

6:45 p.m. -

6:55 p.m.

Prep Heat 2

5:00 p.m. -

5:10 p.m.

Prep Heat 2

6:55 p.m. -

7:40 p.m.

Heat 2

5:10 p.m. -

6:10 p.m.

Heat 2

7:40 p.m. -

8:10 p.m.

Judging Heat 2

6:10 p.m. -

6:55 p.m.

Judging Heat 2

Announce Finalists

7:00 p.m.

8:30 p.m.

Friday, sepT. 16, 2011

Announce Finalists

saTurday, sepT. 17, 2011

3:15 p.m. -

3:30 p.m.

Ceremony

9:00 a.m. -

9:15 a.m.

Ceremony

3:30 p.m. -

3:40 p.m.

Final Prep

9:15 a.m. -

9:25 a.m.

Final Prep

3:40 p.m. -

4:40 p.m.

Finals

9:25 a.m. -

11:25 a.m.

Finals

4:40 p.m. –

5:10 p.m.

Judging Finals*

11:25 a.m. -

12:00 p.m.

Judging

12:00 p.m. -

1:30 p.m.

Awards Luncheon
(for both competitions)

*Winners Announced at Awards Luncheon on Saturday
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Join us for the Auto Glass Week™

Silent Charity
Auction
Thursday, September 15, 2011
6:30 p.m. – 8 p.m. On the Show Floor
Open to All Attendees

AUCTION ITEMS

Fishing Trip with Carl Tompkins
Autographed Michael Phelps Poster
White Pearls & Earrings
Black Pearls Necklace, Bracelet & Earrings
Pendent With Semi-Precious Stones
14KT Gold Cubic Zirconia Earrings
Seiko Mens’ Watch
Autographed Brian Urlacher Football
Anne Klein Womens’ Watch
Vituri Deluxe Wine Aerator Set
Victorinox Swiss Army Knife Traveller with Alarm Clock and Altimeter
Freshwater Pearls and Earrings
Blackhawk Hunting Binoculars
Chicago Cubs Tickets (x2)
Kindle Wireless Reader
Pro V1 Golf Balls (dozen)
Miche Bag(s)
1949 Coupe Deville Convertible Collector Car
Titan Hi-Definition Noise Isolating Ear Buds
Logitech 650 Harmony Remote
Panasonic Lumix S3 Digital Camera
iHome Portable Speakers with Backlit Alarm Clock Display
Odyssey Golf Putter
Logitech Revue
Starbucks Basket
And Much More!

To donate contact auction chair Jean Pero of Mygrant Glass at
303/475-7302 or jeanmygrantglass@comcast.net.

www.agrrmag.com

Industry
Will be A Tools
uctioned

!

All proceeds
benefit
the AGRSS
Council Inc.
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List current as of August 12, 2011.

FIRST AID

See www.autoglassweek.com for latest updates.
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Auto GlAss Week™ exhibition/extrAvAGAnzA
Company Name
Booth No.
3M ..................................................................205
A.C.T./Liquid Resins ...........................................119
A.N. Designs Inc. ..............................................209
AEGIS Tools International, Inc. ............................404
Apex Auto Glass Co. Ltd. .....................................105
AGRR™ Magazine/glassBYTEs.com™......................702
AGRSS® Council Inc............................................703
Auto Glass Installer, The .....................................315
Auto Glass Journal .............................................408
AutoGlassSearch.com..........................................115
Burco Inc. ........................................................114
Carlex .............................................................212
Coach Glass ......................................................113
CPI (Clean Plus Inc.) ..........................................103
ContactPoint LLC ...............................................305
Creative Extruded Products Inc.............................214
Delta Kits Inc....................................................109
DINOL ..............................................................208
Dow Automotive Systems ....................................600
Duncan Systems Inc. ..........................................116
Equalizer Industries Inc. .....................................213
Extractor ..........................................................106
Glass Bot™ - Nelson Marketing.............................402
Glass Doctor .....................................................313
Glass Technology Inc. .........................................122
GlasWeld .........................................................300
Gold Glass Group ...............................................207
HanitaTek Window Film.......................................117

www.agrrmag.com

>I

Company Name
Booth No.
HSG Code Blue/Pro Glass Alliance .........................301
Independent Glass Association (IGA) ...................414
International Window Film Association (IWFA) ......101
Johnson Window Films........................................400
Mainstreet Computers Inc....................................108
Madico Window Films .........................................112
Marcy Adhesives ................................................321
Meritool ...........................................................317
Midwest Marketing Inc........................................121
Midwest Solar Control Films .................................412
Monument Tools Inc. ..........................................319
Mygrant Glass Co. ..............................................410
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Are you

“Winning at Business?”
Make the most of your time at Auto Glass
Week™ 2011 and attend some of these events
designed to help you network with your peers
in the industry.

THURSDAY 6:30 PM – 8:00 PM
Silent Charity Auction
The Silent Charity Auction will be held on the
show floor Thursday night and helps raise proceeds
for the AGRSS® Council Inc. The AGRSS Council is
dedicated to the proper installation of windshields
and offers a registration program for shops that in-

Be sure to attend Carl Tompkins’
special seminar
“10 Commandments for
Successful Business”

cludes random third-party validations. Auction
items include a fishing trip with Carl Tompkins; an
autographed Michael Phelps poster; an autographed Brian Urlacher (of the Chicago Bears)
football; white pearls earrings; black pearl necklace; bracelet and earrings; pendant with semi-pre-

Thursday, September 15, 3 p.m.

cious stones; 14K gold cubic zirconia earrings;
Seiko Men’s Watch; Anne Klein Women’s Watch;
and much more!

THURSDAY 6:30 PM – 8:00 PM
Welcoming Cocktail
Party on Show Floor
Let us welcome you! Join the Auto Glass
Week™ Sponsors and International Window Film

Meet Me at the
Auto Glass Week™ Pub

Tint-Off and Conference™ sponsors and supporters Thursday night on the Auto Glass Week™ Exhibition floor. The Welcoming Cocktail Party is
our way of saying welcome and is an excellent
opportunity to relax and network with other at-

Thursday and Friday, 8 p.m. – 11 p.m.

tendees. Catch up with an old colleague over

(Located on the 1stst floor of the Memphis Marriott Downtown)

drinks and talk shop. Whatever your desire, don’t
stay away or you could miss out on inside tips
from your auto glass industry peers!
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Looking for Information on Window Film? Get It Here
This year’s Auto Glass Week™ (AGW) is being held in conjunction with the International Window Film Tint-Off and Conference™, and AGW attendees receive free entrance
to all window film events. Following is an overview of some of these special sessions.

™

IWFTOC: THURSDAY 1:00 PM – 2:30 PM
THURSDAY & FRIDAY 8:00 PM – 11:00 PM

Current Window Technologies

Auto Glass Week Pub

Both residential and commercial glass have evolved over the past several years and
it is most important to know how best to sell film to complement these new technologies. This session will cover the causes of seal failure and glass breakage, from
the perspective of a window manufacturer. There will also be a discussion around the
different glass types that are available, pitfalls to be cautious of and overall awareness
of how to use these new technologies to your benefit.

Take a break after a day of education, competitions and networking with some of the top
companies within our field. Located on the first
floor of the Memphis Marriott Downtown, the
Auto Glass Week Pub is open late so you can
meet up with new friends and old friends to
relax after your busy day.

IWFTOC: THURSDAY 2:30 PM – 4:00 PM
Using Online to Better Your Bottom Line
Come learn how to better market your company using your website and other related links. This expert speaker has developed a presentation geared specifically to
meet your needs. This seminar will discuss the importance of lead generation, and
increasing business at the dealership level.
Speaker: Cody Flanagan of iRazor Strategies, an Internet development and marketing company.

FRIDAY 5:00 PM – 7:00 PM
Winner’s Circle Cocktail
Party on Show Floor
Help us celebrate with competitors in

IWFTOC: FRIDAY 9:00 AM – 10:15 AM

the Windshield Repair Olympics, Auto
Glass Technician Olympics and International

Be Social – It’s Worth It

Window Film Tint-Off™. These competitions

By now, we all have some form of social networking in our lives, but is it strictly
personal? This session will cover how to effectively use Facebook, LinkedIn, YouTube
and other social network opportunities from a business standpoint. Learn how being
social can expand your business.
Speaker: Sara Santiago of Roll, a mobile development and marketing agency.

bring the best of the best together to show off
their skills and compete for the title of the best
within their fields. The Winner’s Circle Cocktail
Party will give you a chance to talk tools, tips
and techniques with those who have been

IWFTOC: FRIDAY 11:30 AM – 12:30 PM

there and done that. Don’t miss your chance to

Successfully Working with Energy Service Companies

hear it straight from a champion’s mouth!

If we told you there was a prime collection of local customers available to you –
would you doubt it? Well, there is. Come hear how to utilize relationships with local utilities and Energy Service Companies (ESCOs) to increase business. Energy savings and
being green are very important themes and directions in the commercial market, and
this trend is growing. Learn how to take advantage of this growing movement, and help
increase business through the commercial markets.
Speakers: Kirk Heston of Heston Wind & Renewable Energy, John Parker of National
Security and Window Filming, and George Vanellis of Ener-Gard.

SATURDAY 12:00 PM – 1:30 PM
Awards Luncheon for the
WRO and AGTO on the show floor
The Windshield Repair Olympics (WRO) and
Auto Glass Technician Olympics (AGTO) Champions will be announced during the luncheon.

IWFTOC: FRIDAY 1:30 PM – 3:30 PM

After battling it out over the past three days,

Panel Discussion

we will be naming the “World’s Best Windshield

Join our panel of four experts and moderator as they discuss and provide ideas on
industry topics we all face as dealers. Provide input on items such as fading, the Federal
tax credit and other vehicles to help you grow your business. Attendees will have the
opportunity to ask specific questions of each presenter, based on their areas of expertise and a general Q&A session will follow the presentations. Panelists will be available to answer questions, talk about general trends in the industry, and so much more.
Speakers: Jim Black of HanitaTek, Jim Freeman of Tint America, Chris Robinson of
Southern Window Films, and Darrell Smith of the IWFA will discuss various aspects of
the window film business. Each panelist will incorporate the views of member manufacturers, dealers members in architectural glass and automotive window film and the
industry as a whole.
Moderator: Jack Mundy of Ener-Gard Energy Products Inc.

Repair Technician” and the “World’s Best Auto
Glass Technician.” It all comes down to this—
be sure you are a part of it!
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Allstate

by Penny Stacey

F

or years rumors have circulated throughout the industry that Allstate was moving
its glass claims business to
Safelite Solutions. So on July 22 when
the company announced it was making
such a move, eyebrows were raised; eyes
were rolled; and many asked, “is it true?”
This time, it was.
Allstate officially announced it with
a simple, straightforward note: Effective January 1, 2012, Allstate will be utilizing Safelite Solutions for the
administration of its glass repair and
replacement claims. As a valued participant to the Allstate Glass Network administered by LYNX Services, we would
like to thank you for your service to our
mutual customers.
In a follow-up interview with
AGRR™ magazine, Allstate spokesperson April Eaton offered a bit of insight
into the move, and said it came as the
result of a “competitive bid process.”
“On a regular basis Allstate reviews
our supplier services to determine if
there’s a better way for us to do business, enhance customer service, leverage new technology or reduce costs for
those services,” says Eaton.

36

She declined to comment on how
often the Northbrook, Ill.-based insurer reviews its third-party administrator agreement.
Of course, this is a major coup for
Safelite—and company officials no
doubt are aware of this.
“It is a huge honor for all of Safelite
that Allstate recognizes the value our
company can provide them, their
agents and policyholders,” says Tom
Feeney, Safelite president and chief executive officer (see full interview with
Feeney on page 37).

Old Friends
Though some were surprised
about the July 22 announcement,
Safelite Solutions and Allstate certainly are not strangers. In fact, it was
just short of eleven years ago, in September 2000, that Allstate announced
that it was leaving Safelite Solutions
and moving its business to LYNX
Services (see related story in September/October 2000 AGRR™ magazine,
page 20).
But the Safelite claims administration company it rejoins now is a very
different animal than it was in 2000.

AGRR September/October 2011

Today, Safelite Solutions claims to provide third-party administration services to 19 of the top 30 property and
casualty insurance companies in the
United States.
A quick scan of the top 25 private
passenger automotive insurers in the
United States (based on premiums collected) from the National Association
of Insurance Commissioners (NAIC)
reinforces this. It includes a number of
Safelite Solutions insurance partners,
including GEICO, Progressive, Zurich,
Liberty Mutual, USAA, Nationwide,
Travelers, American Family, The Hartford, Mercury, Erie, Unitrin and
Hanover (just to name a few).
Allstate itself holds 10.2 percent of
the U.S. market share for personal auto
insurance, according to the NAIC. It
falls only second behind State Farm—
the nation’s largest personal automotive insurer, which reportedly controls
18.7 percent of the market.
Though State Farm’s glass claims
administration remains with LYNX—
it only takes the addition of a few
other companies combined with Allcontinued on page 38
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Inside the Move

Safelite CEO Tom Feeney Discusses Allstate
afelite president and chief executive
officer Tom Feeney took the time just
two weeks after Allstate announced the
move of its third-party glass claims administration business to Safelite Solutions
to discuss the change.
AGRR: Will there be any immediate
changes for shops that currently work
with Allstate and participate in the
company’s program?
Tom Feeney (TF): Allstate has engaged Safelite Solutions to manage their
glass program, and the management of
that program will be similar to the way
we manage other glass programs for the
many clients that we serve.
AGRR: Have you all had any discussions about the Key Performance Indicator program that they had introduced in
2009? Are you able to comment on
whether that will remain in place?
TF: It’s a little bit too early in the
process. The implementation phase is still
ongoing right now, as the program doesn’t start until January [2012].
AGRR: I’m sure your phones will be
ringing a bit more once this move takes
place. Are you making any changes to
prepare for that?
TF: It’s not going to impact us that significantly. While we will be hiring some
CSRs and technicians, the number of resources we currently have in place are sufficient to integrate Allstate into our
business. We have been building and investing in all of Safelite for the last five
years and this is just one more building
block that fits into our overall growth
strategy. Opening new call centers, investing in technicians, investing in training programs, enhancing our supply chain
with two new distribution centers and
several new and expanded warehouses—
it’s all is part of our overall strategy to
grow our business.
AGRR: What should shops that currently work with Allstate, but aren’t on
Safelite’s network, do to make sure they
can continue working with Allstate?
TF: I’m sure that many of the shops
that are on the Allstate network are already part of the Safelite Solutions network. For those that are not, I’d

S
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encourage them to go visit the site sgcnetwork.com and look at the criteria
and file an application.
AGRR: We understand the move takes
effect on January 2, but how will claims
that are filed prior to that date, but not
fully resolved by then, be handled? Who
should shops contact at that point to resolve them?
TF: That’s another detail that hasn’t
been worked out yet, but I can tell you
that we’ll be very cooperative with LYNX
and I’m sure they’ll be very cooperative
with us to get the billing set correctly
and make sure the shops are paid for the
work and service they provide. I know
Allstate will support that as well. From
the shop’s perspective I think this will be
very seamless.
AGRR: When did your discussions with
Allstate begin?
TF: Well, I’ve been with Safelite for 23
years and we’ve been talking to them for
all 23 years. I can’t think of the specific
date when we began discussing this with
Allstate. I know the industry was aware
that Allstate had issued an RFP [request
for proposals]. We believe very strongly
in our value proposition and all we offer
to insurance carriers and their customers
as well as commercial accounts and consumers. The total Safelite value proposition is predicated on quality service
through our Safelite Solutions offering,
well-trained technicians, background
checks, drug checks, advanced equipment and supplies, all backed up with
phenomenal technology that enhances
the overall customer experience from the
beginning of the call until the end of the
process. It’s a pretty good value proposition that more insurance carriers, fleet
companies and commercial accounts
want to take advantage of.
AGRR: This isn’t the first time Allstate and Safelite Solutions have
worked together, and the company had
switched to LYNX Services in 2000.
What do you think made them come
back around now?
TF: Interesting enough this is the first
time Allstate selected Safelite Solutions.
Ten years ago when we were affiliated

>I

with Allstate it really was as a result
of the merger between Vistar and
Safelite. This is the first time Allstate has
selected Safelite Solutions and I believe
they selected us based on the value we
can provide them, their customers and
agents. That value in my mind is around
our award-winning contact centers, the
technology we use, the commitment to
delighting customers, the many
processes we have to assure that the
customer experience is a very good one.
AGRR: There’s been a lot of talk in the
industry about the fact that Safelite Solutions, through its affiliation with
Safelite Auto Glass, can provide a guaranteed average invoice amount to insurers—do you think this influenced
Allstate’s decision to move?
TF: Pricing is confidential between us
and Allstate. I can’t comment even on
whether LYNX could or couldn’t offer a
particular pricing proposal to Allstate. I
don’t believe Allstate’s decision to select
Safelite Solutions was predicated on
price. I believe it was predicated on
value and all that we can offer them,
which, by the way, includes fraud protection and detection and the many advantages that accrue to a company like
Allstate and its agents. Remember, we
have 275 field sales personnel in the various markets that can visit the Allstate
agents. This is all part of our total value
proposition.
AGRR: How would you respond to independent shop owners who have been
working with Allstate and fear that that
might change now?
TF: I would say to all the independent
shops that they should be focused on
delivering quality service, advising Allstate through their agency force of what
they do that’s unique and how they can
provide great service to the customers
and let the customer’s choice be the
driving factor. As you know we honor
customer choice. We always have and we
believe very strongly in it, and this program will be no different. Customer
choice will be honored.
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Allstate Goes
Toward the ’Lite
continued from page 36
state’s 10 percent market share to sur- adds James Darienzo, owner of Active
pass the 18.7 percent market quickly. Auto Glass in Long Island, N.Y. “We all
know how they work and use scripts to
better position themselves with the
The Impact
consumer.
It all comes down to conSo what does this all mean for independent glass shops across the United sumer choice, and at this point in time,
States, many of whom look to such net- they are in the driver’s seat.”
Some weren’t surprised by the partworks for referrals? LYNX Services has
been lauded by many independent nership, but suggest that Safelite Autoshops over the years for not having a re- Glass’s recent emphasis on windshield
tail arm that competes with others on repair in its commercials (see related
the network. Such is not the case with story on page 44) could be related to the
Safelite Solutions, which is affiliated timing—along with a recent emphasis
with Safelite AutoGlass. And it’s this af- on guaranteed average invoices in thirdfiliation that creates concerns about party administrator contracts (see resteering for many in the industry.
lated story in May/June AGRR, page 10).
“There will be simply less work be“I believe that this is tied at the hip
cause Safelite Solutions is not an ex- with the commercials about repair
ternal referral service,” says Neil Duffy, and I believe it ties back to the guarowner of Auto Glass Menders in San anteed average invoice,” says Dave
Zoldowski, president of Auto One in
Jose, Calif.
“My concern is that it is more or less Brighton, Mich. “Because of what I bea restriction of trade and a monopoly,” lieve to be this monopolistic hold on

Auto Insurance Market Share –Who’s at the Top?
Top 20 U.S. Insurer Groups and Companies by Premiums (Personal Auto)
Rank Company
% Market Share
1
State Farm
18.68
2
Allstate (moving to Safelite 1/2/12)
10.19
3
Berkshire Hathaway
8.51
4
Progressive Group
7.71
5
Zurich Insurance
5.97
6
Liberty Mutual Group
4.50
7
USAA Group
4.36
8
Nationwide Corp. Group
4.22
9
Travelers Group
2.11
10
American Family Insurance Group
1.94
11
Hartford Fire and Casualty Group
1.51
12
Auto Club Enterprises Insurance Group
1.26
13
Mercury General Group
1.24
14
Metropolitan Group
1.22
15
Erie Insurance Group
1.17
16
California State Auto Group
1.06
17
Auto Owners Group (shared with Quest)
0.90
18
Mapfre Insurance Group
0.88
19
Automobile Club Michigan Group
0.83
20
Unitrin Group
0.74
Glass claims administered by Safelite Solutions.
Glass claims administered by LYNX Services.
Other/Glass claims handled internally.
Source for Rankings: National Association of Insurance Commissioners
Glass claims information compiled from field reports.
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the industry, no one from a thirdparty administrator standpoint can
compete with them.”
“I think it reflects a sign that all insurance carriers and independent
glass retailers should take note of,” says
Paul Gross, president of Harmon Solutions Group. “It reflects a massive consolidation of business into a single
provider that is providing both TPA and
retail automotive services.”
Gross says both insurers and retailers should consider what this means.
“Carriers that have got all of their
eggs in one basket or those retailers
who are out there operating in the
market should take notice of this
move,” he says. “It has a fairly profound
impact on the entire industry.”
Darienzo says it’s the last straw in an
already-tense business environment.
“I can’t turn around and say that
their business model is wrong … However, this is just going too far at this
point,” says Darienzo. “It means everything for everyone’s business … ”
Though many industry representatives expressed concern and frustration about what this move could do to
their businesses. Eaton says the company’s policy on consumer choice remains in place.
“Even though we will have a supplier change next year, our policy on
glass service providers has not
changed,” says Eaton. “Customers may
select the auto glass service provider of
their choice.”
LYNX vice president of strategic development Chris Umble issued the following statement about the move.
“We are both surprised and greatly
disappointed with the announcement
that Allstate made,” says Umble. “We
had been privileged to serve them for
11 years with contract extensions during that time. We are very committed to
continue to serve with distinction
through the balance of the contract
term.”
■
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Penny Stacey is the editor of AGRR™
magazine.
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Manufacturers Work to Educate Retailers on Growing Brand Importance
by Penny Stacey

Editor’s Note: This article is the first in could be happening with auto glass in
a series on the growing emphasis on today’s market.
“We now operate in an era where
auto glass brands.
companies use new tools to address the
ike created its swoosh in 1971. reputation of their brands, products
While it’s hard to say exactly and services,” said Guardian Glass outhow quickly it took off, it’s no going president Russ Ebeid during a resecret that today people throughout cent industry event. “We can access the
the world pay a premium just to have wisdom of consumers and their interest in our value proposition. Customers
that swoosh appear on their shoes.
Is the quality of Nike higher? Who’s and prospects have an instantaneous
to say? But no matter what—con- platform for their ideas, experiences
sumers everywhere depend on the and knowledge about us. The nature of
brand.
decision-making has evolved rapidly
Some say that with the rise in the and with impressive strength, connectuse of the Internet and consumers’ ing professionals to each other, and
ready access to knowledge the same changing the dynamics of customer,

N

management, marketing and communications relationships. Today’s global
environment is a vast network of seamlessly connected devices …”
Ebeid says this could have an interesting effect on glass.
“This means the consumer increasingly is king and will demand preferred
brands in the most basic of products,”
he said. “It happened long ago with
gasoline and more recently with coffee.
Now that we have moved along the
continuum from commodity thinking
to value-added glass, the next era will
be one of brands marked by performance and customer service. The companies that comprehend that aspect
will be the winners of the future.”

The Retail Perspective
While manufacturers are working toward educating consumers about brands,
some retailers suggest that simply promoting quality and original-equipment
(OEM) products is the first step (see related story in March/April AGRR™ magazine, page 24.)
“We only buy from OEM manufacturers, and we promote the OEM type of product,” says one industry pioneer, who preferred to remain unidentified.
But as branding grows, he does hope to someday be able to say, “we install
products made by … ”
“When and if the time comes we would certainly encourage that,” says the retailer.
But there are times when brand comes up—even if rare.
“We would mention particular brand names when someone says they want a
dealer glass,” he adds.

40
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A Complex Issue
While the availability of information
is one thing that leads to branding, in
the auto glass arena complexity also is
a key factor.
“There are probably several factors
influencing the shops in differentiating
the brand of glass and the brand of
service that they offer,” says Pilkington
marketing manager William George. “A
couple of the things that come to my
mind—the complexity of the glass has
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“Now that we have moved along the
continuum from commodity thinking to
value-added glass, the next era will be
one of brands marked by performance
a n d c u s t o m e r s e r v i c e. ”
—Russ Ebeid, Guardian Glass
really increased over the last few years,
the complexity in designs in glass, the
advanced attenuation, etc.”
Based on this, utilizing a branded
OEM part sometimes can be crucial,
says George.
“Complex value-added parts like
lane-change sensors and encapsulations—I think there’s more to talk
about now frankly, and it’s easy to say
‘hey, I use a part that’s different from
other retailers, and the parts come
from an OE origin,” says George.
John Heller, vice president of Carlex
Glass America LLC’s aftermarket division, says he’s long seen this with the
Carlite brand (which often has been associated with Ford, where it got its start).
“One of the factors is that the glass
components are becoming more and
more integrated with the designs of the
vehicle,” says Heller.
“Some specific examples include
the acoustic interlayers for the windshields, rain sensors, etc.,” he says.
“And there’s more of that technology
coming—products that are going to be
seen more on the glass, like lane detection and CitySafe. Those kinds of technologies all are being incorporated
into the glass.”
Sometimes it’s simply a label that
creates a brand draw.
“All the recent model Ford trucks
have a specific model name in the
windshield,” says Heller. “These model
logos are kind of iconic and are an integral part of some of these very famous vehicles.”

Manufacturing Realm
Though consumers often are interested in a specific label that promotes
the make or brand of their car, auto
glass manufacturing brands certainly
are not household names at this
point. But some manufacturers are
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hoping to change that.
Pilkington, for example, has developed a program called “Pilkington Clear
Advantage” that is focused on promoting Pilkington brand windshields.
While the program had not yet been
officially launched at press time,
George says the company eventually is
hoping to reach the consumer directly
through a special consumer website
and other efforts to help them understand the differences in brands.
“We’re really trying to educate,” says
George. “We’ve got websites and some
training websites and even a consumer
website that helps consumers understand the differences in glass.”
The company started working on
the initiative nearly a near ago. The
company planned to reveal details
about the program and formally
launch it at Auto Glass Week™ (see related story on page 24).
Pilkington plans to reach the consumer in a couple of different ways.
“Primarily we’re expecting the retailers that are partnering with us to
recommend the website to consumers,
but in addition we’re going to be doing
some advertising with some search engines,” says George.
Carlex, which recently purchased
the Carlite aftermarket business from
Zeledyne (see related story in July/August AGRR™ magazine, page 36),
spends a good deal of time educating
its retail and distribution customers on
the importance of brand.
“We have a very seasoned sales
team that educates both wholesalers
and retailers,” says Heller.
Companies seem to be keeping their
branding plans close to the vest. Officials
from Pittsburgh Glass Works (PGW) did
not respond to requests for comment for
this article, and Guardian Auto Glass officials declined to comment.
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Dealing with Insurers
So what happens when a consumer
tells an insurer he wants a particular
brand of glass—often a logo or insignia glass that costs more than a
generic windshield?
Currently, State Farm insurance
policies require that the consumers
“agree that replacement glass need
not have any insignia, logo, trademark, etching, or other marking that
was on the replaced glass.” Likewise,
State Farm Offer & Acceptance program
participants are required to: “invoice
the program administrator for the price
of the most competitively priced part
that will return the damaged vehicle
to pre-loss condition.”
Allstate recently announced that it
will only reimburse shops for 90 percent of the price of a dealer part (see
related story in July/August AGRR™
magazine, page 18.)

How to Educate Consumers
George points out that while visual
differences in brand may be obvious
to consumers—such as the aforementioned insignia—some of the
more complex details are difficult to
explain.
“Glass is a complex product and it’s
hard to take the complexity of glass
and translate it into something that’s
consumer-friendly,” he says.
He looks to solar optimization as
one such factor. “The difference between a solar optimized windshield
and generic glass is bout 45 degrees
[Fahrenheit],” says George. “I think
consumers can relate to that, and it
makes them realize ‘hey, I’ve got a solar
optimized piece of glass in my car and
I don’t want to let the heat in, so it
should be replaced with the same type
of glass.’”
Technical features can fall into the
same category. “In today’s world you
have lane change sensors and collision avoidance sensors that really
work within a pre-defined range and
if you change it too dramatically it can
affect the performance of those
■
things,” says George.
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Penny Stacey is the editor of AGRR™
magazine.
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Ask The Doctor
pros who know

rich@ultrabond.com

by Richard Campfield

I

In windshield repair the rule of thumb when there is no round bullseye under
the impact point. This includes the two
should be “if it doesn’t fill, drill.”
most common windshield breaks, the
radiating crack and the partial bullseye.
How to Drill
Most direct windshield repair marRest the palm of your hand on the
glass, and hold the drill like a pencil keters will tell you these two breaks
and drill halfway through the outer-lite make up more than half their repairs.
with a 170-172 bit (1⁄36 of an inch). Some Those who do not do direct marketing
folks like to steady the drill with the will see these breaks usually as the second or third breaks as many conother hand, too.
Only a few seconds of drilling may be sumers do not think these small breaks
required, as the impact point may be are serious enough to take the time to
close to halfway through already. Once get them repaired.
you’ve drilled the break, place a needle in
the hole and tap a mini bullseye. The goal The Science
is make access to every part and crack in
Glass breaks on the opposite side of
the break through the tapped bullseye.
impact. The break or cavity is on the
This is the reason most do-it-yourself backside of the outer-lite against the
kits don’t work—most breaks require PVB interlayer.
drilling to allow access into the cavity
Filling a cavity in dentistry is comparable to completing a windshield
chip repair. The dentist drills a small
hole from the top of the tooth into the
cavity to fill it with a methacrylic to
save the tooth, while a windshield repair technician drills a small hole from
the top of the glass to fill the cavity with
a methacrylic to save the windshield.
In both cases, the tooth and the windshield already are damaged.
Photo: Richard Campfield.
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If It Doesn’t Fill, Drill
BELIEVE DRILLING IS A NECessary skill for a professional
windshield repair technician; it is
not optional. I do not know of any legitimate windshield repair manufacturer that does not sell and teach
drilling. However, some retail operations have eliminated this fundamental procedure in recent months,
creating a large need for re-repairs.
The better you are at drilling and tapping a bullseye, the better a technician
you are. The drill is a windshield repair
technician’s best friend and will bail you
out of anything that can go wrong during a repair. When it comes to speed,
why would you want to spend 10 to 15
minutes to maybe fill a break when you
can completely fill it in less than 60 seconds by drilling and tapping a bullseye?

Re-Repairs
Many of us have been re-repairing
disgraceful repairs for decades and we
have become very good at it. All it takes
is the required skill of drilling to gain
access and re-repair those breaks into
which no resin has been placed. You
must drill into the void and fill it with a
resin that bonds to glass and acrylic. ■

In the photo shown above, a technician is re-repairing a prior repair by
drilling the break.
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Richard Campfield is the founder and
president of Ultra Bond Inc. in Grand
Junction, Colo.
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Repair Round-Up
nwra reports

kerry@gtglass.com

Education and Certification

www.agrrmag.com
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The NWRA is now an ANSI-ap- control this industry (see related story in
ECENT ANNOUNCEMENTS
and industry developments proved standards developer and is the May/June AGRR™ magazine, page 32).
make us all ask one question: secretariat for the ROLAGS Standard. Nothing they have done recently has
how do I compete in this extremely The NWRA plans to preview an educa- changed my opinion. I’m still surprised
when some retailers tout that if
aggressive
environment?
“The industry has been
What can I do that can give
it wasn’t for insurance their
m o v i n g t o w a r d t e s t i n g a n d businesses would be worse off.
me a competitive edge and
assure my customers that my
Really, I don’t know what worse
certification for several
business is better qualified
y e a r s n o w, b u t i t i s m o r e off means; does it mean out of
both technically and ethically
business or just getting worse
u r g e n t n o w t h a n e v e r. ”
to either repair or replace
faster? I view insurance the way
their auto glass? How can I show tion and testing and certification pro- I do big government, as a big obstacle
third-party administrators and insur- gram at Auto Glass Week™ (see related that makes doing business difficult and
ers that we are better?
story on page 24). Testing can verify you less profitable. The less insurance is inA big part of the answer is education are performing your service in accor- volved in our industry, the better off our
and certification for your technicians. dance with industry-accepted prac- industry would be.
The industry has been moving toward tices, show you where your knowledge
testing and certification for several needs to grow, give you the knowledge Working with Insurers
years now, but it is more urgent now to improve, and allow you to make
For those who disagree don’t
than ever. There are few options for an necessary changes. Please make a worry—the first time insurers listen to
independent that are effective as hav- point to stop by the NWRA booth and me (or you, for that matter), I’ll let you
ing more qualifications than your com- find out more about how you can get know. But if the game we must play is
your technicians certified and how to by their rules, it makes the most sense
petition, regardless of size.
use this to your advantage.
to have the industry’s best credentials
on your wall.
■
has
become
clear
many
insurance
It
Trust the Experts
companies
are
just
concerned
about
the
There are two different (yet similar)
organizations that are developing stan- bottom line and how a claim affects
Kerry Wanstrath is the president of the
dards and educational material and them, not their policyholders. As many
National Windshield Repair Association.
subsequent testing for repair and re- of you know, I have not been a fan of In addition, he serves as president of Glass
placement methods and ethical busi- how insurance interacts and attempts to Technology in Durango, Colo.
ness practices: the Auto Glass
Replacement Safety Standards (AGRSS®)
Council and the National Windshield
Repair Association (NWRA). Both organizations include many industry experts who volunteer their time and
resources for the improvement of our
industry. The AGRSS Council has
worked for years on the creation of the
AGRSS Standard, while the NWRA has
worked for years on the creation of the
Repair of Laminated Auto Glass Standard (ROLAGS). Why would you not take NWRA certification courses are offered at many industry events, including the
advantage of their collective knowledge? upcoming Auto Glass Week™ in Memphis, Tenn. See related story on page 24.
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COMPANY NEWS

Safelite Raises Repair Bond Question
with Recent Commercial

A

RECENT SAFELITE TELEVIsion commercial focused on
windshield repair and the
company’s new resin, raising questions
in the industry about repair bonds and
resin strengths.
The commercial, which ran on television stations across the United
States in early July, depicted a company technician describing the company’s repair resin to a customer by
saying “it bonds stronger, and lasts
longer than other resins.”
Company spokesperson Melina
Metzger said the claims made in the
commercial were based on recent
testing by an independent laboratory,
which the company has declined to
identify.
“An independent and renowned
testing laboratory that has conducted
automotive testing for more than 100
years put Safelite’s exclusive windshield repair resin through rigorous
laboratory testing along with resins
used by other vehicle glass companies,” said Metzger. “Using an accelerated weathering tester, the experts
analyzed the performance of 18 of
the world’s leading repair resins and
the six most common resins used in
the United States. Safelite AutoGlass’
new windshield repair resin outperformed every other widely used resin
on the market.”
Metzger declined to name the other
resins included in the test, and said the

Scan the tag at left
with your mobile phone
to view the Safelite
commercial. Get the
free mobile tag reader
at http://gettag.mobi.
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Safelite provided this photo of its resin testing. The company has identified
its own resin as being used in the repair marked number-one, but has
declined to identify any of the other resins tested.
products were tested for adhesion,
aging, shrinkage and color stability.
She also declined to comment on the
specific methodology used.
In conjunction with the ad campaign, the company also issued a
press release announcing its launch
of a new repair resin. Safelite parent
company Belron made a similar announcement in April about its launch
of a “newly enhanced windscreen repair solution.”
Belron social media manager Naz
Latif advised AGRR™ magazine at
the time of the Belron launch that in
addition to the resin, the company
also introduced “a new primer step,
which not only assists in the cleaning
and drying of the damage but also
promotes resin flow and adhesion.”
When asked what is different about
the new resin from past products,
Latif said it has “improved mechanical properties and has very impressive long-term adhesion strength.”
The company plans to roll the resin
out globally throughout the year, according to Latif.
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Metzger said Safelite has rolled
the resin out gradually within the
United States and it is now being
used nationwide.
Safelite also has developed a
brochure for insurance agents touting
the benefits of windshield repair and its
exclusive resin. The brochure, titled
“Windshield repair just became an even
clearer choice,” describes the company’s
repairs as “the world’s strongest and
longest-lasting windshield repair solution,” and promotes the repair of “most
chips and cracks up to six inches.”
Metzger said the brochure originally was developed in the spring,
and is being distributed tby company’s accounts managers across the
United States.
While some industry representatives have expressed concern with the
claims made in the recent commercial, Delta Kits Inc. president Brent
Deines, whose company manufactures a popular windshield repair system and resin, suggests the ad may
have value for the industry at large.
“For all we know the resins shown
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Glass Technology Helps
with Japan Recovery Effort
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of those affected by the disaster, and
Glass Technology has donated $1,000 to
Lavenir and the Red Cross to assist with
the recovery effort.

PEOPlE NEwS
Surface Dynamix Expands
Surface Dynamix has appointed
John DeMartini as its first director of
communications.
DeMartini is a graduate of Immaculata University and specializes in business writing and public relations. ■

headlight restoration

windshield repair

800.321.2597
www.glasweld.com

www.agrrmag.com
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Durango, Colo.-based Glass Technology and Lavenir Ltd., a Japan-based distributor of Glass Technology’s products,
both are working to participate in the recovery effort in Japan, according to
statement from Glass Technology.
Lavenir president Yoshi Fukunaga began
working within days of the March 11 disaster to help not only his customers in
the auto glass business but also families
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in the ad are the products we have all
seen turn yellow in the auto parts
stores before they ever make it off the
shelf,” says Deines. “There are some
very poor quality resin products on
the market and the companies selling
them are the ones who should be
ashamed. Safelite is simply pointing
that out and putting a little spin on
it. All in all I have to say it is a very creative bit of advertising.”
Officials from windshield repair pioneer Novus Glass had not yet responded
to requests for comment at press time.
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industry insiders
people in the news

COMINGS AND GOINGS
Moore Named VP,
Operations, for Safelite’s
Eastern U.S. Region
Safelite AutoGlass has hired Doug
Moore as vice president of operations
for the eastern United States, effective
July 18, 2011.
This is a newly created position, and
Garth Beck, who previously served as
company-wide vice president of operations, will now oversee the western
United States. Both will share responsibility for leading the company’s field
operations team while managing the
company’s operational performance.
Moore has more than 25 years of experience with companies that include
Sears, Lumber Liquidators and Circuit
City. He is based in Virginia.
In addition to these changes, the

46

company has named
Joe Black as the new
general manager for
the Austin, Texas,
market. He succeeded
Steve Short, who retired in August after
more
than 30 years in
Joe Black
the position.
Black has been with the company
for 14 years, having started as a driver.
Most recently he served as general
manager in Jackson, Miss.

Key Communications
Hires Sahely Mukerji
Key Communications Inc., publisher
of AGRR™ magazine, has hired Sahely
Mukerji to join its staff. She will serve as
an assistant editor of AGRR’s sister publication, USGlass, and editor of Key's
fastest growing publication, Solar Glaz-

ing as well as editor of
www.USGNN.com™,
USGlass’s daily electronic newsletter.
Mukerji worked at
Glass magazine from
July 2004 to April 2011.
Prior to that, she Sahely
worked as the associate Mukerji
editor for ASCE News
in Reston, Va., a publication of the
American Society of Civil Engineers. She
has been working as a journalist since
1991, in both the United States and her
native India. She has extensive newspaper experience, including stints at The
Gazette in Gaithersburg, Md., a publication of The Washington Post Co.; and the
Valley News Dispatch in Pittsburgh, a
Gannett publication, among others.
Mukerji has won awards from the
Virginia Press Association, Maryland-
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THE INDUSTRY’S LARGEST SPECIALTY
VEHICLE WINDSHIELD SUPPLIER
Delaware-District of Columbia Press
Association, and Trade Association
Business Publications International
awards.
“It has been gratifying over the years
to see how all the industry’s best writers and editors end up with AGRR™
magazine and its sister publications,”
says Debra Levy, president of Key
Communications and publisher of
AGRR. “We are looking forward to having Sahely as part of our team.”

KUDOS
Auto Windscreens’
Fleet Manager Rewarded
for Act of Bravery
United Kingdombased Auto Windscreens’ fleet manager
Andy Gray recently
was recognized for his
bravery in saving a
drowning man from
death. The incident
Andy Gray
occurred in the River
Rother at Somersall Park, Chesterfield,
in April 2010.
Gray was recognized by the Derbyshire Police during a recent awards
ceremony and was presented a Royal
Humane Society award.
Gray and his wife were walking
through the park when they saw someone pointing to a man laying face
down in the river.
“We swam into the river and
dragged him up the river bank whilst
my wife called the emergency services,” says Gray. “It was evident that the
man was not breathing, his face was
blue and covered in mud. We turned
him on his back, cleared his airways
and administered chest compressions.
Eventually there was a gurgle and a
splutter and the man started to
breathe. We put him in the recovery
position and kept him conscious until
the emergency services arrived.”
The man was taken to a hospital and
released a few days later.
■
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CLASS A, B & C MOTORHOMES LUXURY CONVERSION COACHES MOTOR COACHES
TRANSIT & SCHOOL BUSES CAMPER & TOWABLE SIDE & BACK GLASS
FIRE APPARATUS GASKETS & MOLDINGS

Oregon Indiana Florida Arizona

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

Cobalt Sponsor of Auto Glass Week™ 2011

Cobalt Sponsor of Auto Glass Week™ 2011
September/October 2011 AGRR

47

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

Contents

Search

+

–

Archives

I<
E-Mail

<

>

Subscribe

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

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

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

AGRR™ is Your Resource for Information
Rates for Suppliers’ Guide
Rates start at $350 per listing
and run for an entire year.
To place your listings, please contact Janeen Mulligan at
540/720-5584, ext. 112, or email jmulligan@glass.com.

it’s
free!

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

LIQUID RESINS/A.C.T.
4295 N. Holly Rd.
Olney, IL 62450
618/392-3590 (phone)
800/458-2098 (toll free)
618/392-3202 (fax)
www.liquidresins.com

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

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

Windshield
Repair Products
DELTA KITS INC.
P.O. Box 26509
Eugene, OR 97402
541/345-8554 (phone)
800/548-8332 (toll free)
541/345-1591 (fax)
sales@deltakits.com
GLASWELD SYSTEMS
20578 Empire Blvd.
Bend, OR 97701
541/388-1156 (phone)
541/388-1157 (fax)
www.glasweld.com
GLAZEX
P.O. Box 2180
Orem, UT 84059
800/545-2770 (phone)
800/226-6464 (fax)
www.glazex.com

see wHat your industry is doinG
Visit www.glassBYTEs.com™ and look for the video
) or sign up for the daily newsletter and receive
icon (
the newscast when it is first delivered.
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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)
■

aGrr™ maGazine Presents tHe

video newscast

September/October 2011
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Scan the tag above to
view the latest newscast.
Get the free mobile app
at http://gettag.mobi.

Hear tHe latest Headlines
See never-before-Shown footage

enjoy tHe news in a wHole new format
www.agrrmag.com
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on the road
calendar of events

D A Y /
September 15-17, 2011
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.
Memphis Marriott Downtown
and Memphis Cook Convention Center.
Memphis, Tenn.
Contact: AGRR magazine at 540/720-5584
or visit www.autoglassweek.com.
September 15-17, 2011
International Window Film
Tint-Off and Conference™

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

P L A N N E R
Venetian Resort and Casino.
Las Vegas.
Contact: AWDA at 301/654-6664
or visit www.aftermarket.org.

Co-sponsored by WINDOW FILM
magazine and IWFA.
Memphis Marriott Downtown
and Memphis Cook Convention Center.
Memphis, Tenn.
Contact: WINDOW FILM magazine
at 540/720-5584 or visit
www.windowfilmmag.com/tintoff/.
October 5-8, 2011
NACE Expo
Sponsored by the Automotive
Service Association.
Orange County Convention Center.
Orlando, Fla.
Contact: Show organizers at 972/536-6354
or visit www.naceexpo.com.
October 30-November 3, 2011
2011 64th Annual AWDA Conference
Sponsored by the Automotive Warehouse
Distributors Association (AWDA).

November 1-3, 2011
Automotive Aftermarket
Products Expo (APEX)
Sponsored by the Automotive Aftermarket
Industry Association and the Automotive
Aftermarket Suppliers Association.
Sands Expo Center.
Las Vegas.
Contact: Visit www.aapexshow.com.
November 1-4, 2011
SEMA Show
Sponsored by the Specialty
Equipment Market Association (SEMA).
Las Vegas Convention Center.
Las Vegas.
Contact: Visit www.semashow.com.

■

ADVERTISING INDEX
Page

Company

Phone

Fax

Web Address

13

A.N. Designs Inc.

866/482-2921

860/482-8585

www.ultrawiztools.com

52

AEGIS Tools International

888/247-6000

608/274-9395

www.aegistools.com

21

Burco Inc.

800/253-2593

616/453-5777

www.burcoinc.com

7

Carlex

313/755-1089

313/755-1114

www.carlite.com

47

Coach Glass

800/714-7171

541/393-5896

www.coachglass.com

9

Creative Extruded Products

800/273-1535

937/667-3647

www.creativeextruded.com

39

Dinol

866/596-7772

740/548-1657

www.dinol.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

16

Glassbot™/Nelson Marketing

530/333-1269

Not Available

www.glassbot.net

19

Glass Doctor

800/280-9858

254/745-5098

www.glassdoctorfranchise.com

17

Glass Technology

800/441-4527

970/247-9375

www.gtglass.com

45

GlasWeld Systems

800/321-2597

541/388-1157

www.glasweld.com

1

Gold Glass Group

800/448-5188

631/981-4299

www.gggcorp.com

CW1, CW2, C2 Pilkington North America

866/377-3647

419/247-3821

www.epremier.net

51

Precision Replacement Parts

800/367-8241

800/545-5083

www.prp.com

18

Quest Software

800/541-2593

989/224-7067

www.questsoftware.com

11

Shat R Proof Corp.

800/728-1817

952/946-0461

www.shatrproof.com

Sika Corp.

800/688-7452

248/577-0810

www.sikaindustry.com

47

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

586/498-2301

www.nightwatchman.net

23

Yih-Tair Industrial Inc.

210/310-0982

www.flexlinemoldings.com

15, 17

877/975-5554

For more information on these companies’ products, visit http://products.agrrmag.com.
www.agrrmag.com
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Price Points

competitive pricing and stats

2009 Mazda 3

F

OR ITS RECURRING PRICE
Points department, AGRR™
surveyed five major cities in the
United States for the windshield replacement on a 4-door 2009 Mazda 3
(with no rain sensor and a green tinted
windshield). As usual, the companies
were told that insurance will not be involved and the customer wishes to pay
for the windshield out of pocket.

AGRR also asked shops to break out
parts and labor. When available, this is
noted at right. In some cases, shops
were not willing to provide the breakdown—or would only include a portion of it—and this is noted
accordingly.

Calling All Readers
Is there a car you’d
like to see featured in
Price Points? Please email
pstacey@glass.com.

50

NAGS Part No. FW02461 GTY • 3.5 Labor Hours (calculated at $40 per hour)
NAGS Part Price: $231.40 NAGS Total: $511.40
Boise, Idaho
Total Price
Glass Price
Labor
Glass %
% off
off NAGS
NAGS Total
Shop #1
$240.00
$115.00
$125.00
-50.3
-53.1
Shop #2
$215.00
$115.00
$85.00
-50.3
-58.0
$249.45
N/A
N/A
N/A
-51.1
Shop #3
Shop #4
$190.00
N/A
N/A
N/A
-62.8
Average
$223.61
N/A
$105.00
N/A
-56.3
Median
$227.50
N/A
N/A
N/A
-55.5
Houston, Texas
Total Price
Glass Price
Labor
Glass %
% off
off NAGS
NAGS Total
Shop #1
$256.23
$115.70
$105.00
-50.0
-49.9
Shop #2
$283.81
$177.89
$75.00
-23.1
-44.5
Shop #3
$145.00
$80.00
$65.00
-65.4
-71.6
Shop #4
$238.00
$133.00
$105.00
-42.5
-53.4
Average
$230.76
$126.65
$87.50
-45.3
-54.9
Median
$247.12
$124.35
$75.00
-46.3
-51.7
Kansas City, Mo.
Total Price
Glass Price
Labor
Glass %
% off
off NAGS
NAGS Total
Shop #1
$211.00
N/A
N/A
N/A
-58.7
Shop #2
$199.00
N/A
N/A
N/A
-61.1
Shop #3
$217.72
$70.00
$142.75
-69.7
-57.4
Shop #4
$189.00
N/A
N/A
N/A
-63.0
Average
$204.18
N/A
N/A
N/A
-60.1
Median
$205.00
N/A
N/A
N/A
-59.9
Pittsburgh, Pa.
Total Price
Glass Price
Labor
Glass %
% off
off NAGS
NAGS Total
Shop #1
$275.00
$185.00
$100.00
-20.1
-46.2
Shop #2
$237.74
N/A
N/A
N/A
-53.5
$265.00
N/A
N/A
N/A
-48.2
Shop #3
Shop #4
$298.95
N/A
N/A
N/A
-41.5
Average
$269.17
N/A
N/A
N/A
-47.4
Median
$270.00
N/A
N/A
N/A
-47.2
San Diego, Calif.
Total Price
Glass Price
Labor
Glass %
% off
off NAGS
NAGS Total
Shop #1
$205.00
$55.00
$130.00
-76.2
-59.9
Shop #2
$185.34
$56.00
$125.00
-75.8
-63.8
Shop #3
$214.82
$88.00
$120.00
-62.0
-58.0
Shop #4
$180.81
$75.00
$100.00
-67.6
-64.6
Average
$196.49
$68.50
$118.75
-70.4
-61.6
Median
$195.17
$65.50
$122.50
-71.7
-61.8
*Figures calculated based on glass only.
** For columns with N/As included, only the data available was averaged.

National Average
National Median

AGRR September/October 2011

Total Price

Glass Price

$224.84
$216.36

$105.47
$101.50

Glass %
off NAGS
-54.4
-56.1

>I

% off
NAGS Total
-56.0
-57.7
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Think AEGIS® for Great Products, Service & Value
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The Choice of Glass Professionals Worldwide!
View product demonstrations at www.aegistools.com
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