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The Auto Glass Replacement
Safety Standard Council (AGRSS)
currently is working to instate
third-party validation for
registered companies.
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blind. Granted, a lot of people might
believe this was a suit-happy person
looking for a buck, but to say that
safety features aren’t at all necessary is
kind of frightening. I’m all for less government, fewer regulations, etc., but I
don’t think putting the general public
at risk is a good idea.
When I was interviewing people for
my feature about the Auto Glass Replacement Safety Standard (AGRSS)
on page 28, I found some disagreement over what exactly is needed in
the industry—but no one disagreed
that safety is an issue, and an important one at that.
That is why the AGRSS Council is
working toward third-party validation—in an effort to help the industry,
consumers and even insurance companies understand what an important
issue this truly is.
But, a lot of shop owners noted
that their customers just don’t care—
and they don’t see safety as important; not until something bad
happens, that is.
I really hope the tide is changing
on this and with the
addition of thirdparty
validation
that consumers will
take notice of the
windshield as a
safety mechanism,
but, in the meantime, I’d love to hear
from you. What do
your
customers
think? Are they concerned with their
The 2008 Volvo XC70 is equipped with a collision safety?
Please e-mail me at
avoidance package with adaptive cruise control, which
measures the distance between it and car in front of it. pstacey@glass.com.■
FEW WEEKS AGO, I WENT
out to eat with my husband
and a couple of his friends, all
of whom are what you might call car
buffs, and one of them said something
that made me laugh.
“You know, I just don’t understand
it—they put all these safety features in
cars now and they’re just so heavy and
complicated and they use so much
gas,” he said. “Do we really need all
these safety features?”
At first I chimed in, telling him
about a safety feature I’d heard about
at the recent National Auto Glass Conference—a car that measures the distance in front of it and behind it
automatically (see related story on page
36). I actually was commenting on the
ridiculousness of this—what’s next? A
car we don’t even have to drive?
But then I realized what he said really wasn’t funny. It’s really a very serious matter.
I told him about how General Motors just settled with a passenger who
claims the company’s failure to use
plastic sidelites caused him to go
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But that’s about the only auto glass we don’t stock!
We’ve been building our inventory since 1926. Four
generations of the Mygrant family have maintained the
tradition of carrying the most extensive inventory of
auto glass in the nation. And we don’t install. So we
don’t compete against your business. We are here to

serve you quicker, better, and with more enthusiasm
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How To Get Referrals
b y B o b T h e r i o t J r.

Q

UESTION: I’M WONDERING,
what’s the best way to get
my existing customers to
refer business to me? —Jim P.,
Kansas City, Mo.
Answer: Great question, Jim.
There’s two types of referrals, solicited and unsolicited. Both are
okay, but the best are the unsolicited type. To answer your question shortly and sweetly, to get more
referrals, make your customers
happy! And how do you do this? You
make your customers happy by pro-

6
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viding the best possible service to
each and everyone of them. Go the
extra mile when servicing their vehicles. For example, instead of just
cleaning the windshield after you
have installed it, continue to clean
every glass on the vehicle. The few
extra minutes you take to clean the
rest of the windows will pay you
back tenfold. If you give your customers the “wow” factor when dealing with them, they will tell
everyone they know about you.
For your own account customers

or companies you provide service for
regularly, become an extension of
them. Get to know their needs and
find out what you can do to make
their jobs easier. For example, when
you’re called out to replace a backlite
at a body shop, inspect the entire car
and look for other glass damage. ■

◗

Bob Theriot Jr. serves as sales & marketing manager for Southwest Auto
Glass in El Paso, Texas. Mr. Theriot’s opinions
are solely his own and not necessarily those
of this magazine.
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Customer Service
tips for quality service

tompkins.carl@sikacorp.com

Safety: The Best Differentiator!
b y C a r l To m p k i n s

S

O, WHAT IS IT THAT CAUSES A
customer to choose one supplier over another? The answer
is “differentiators.” The list of differentiators varies from one customer to
the next and is based on the single
subject of education. The more educated a customer is on the product or
service that he desires to purchase,
the longer his list of differentiators;
the more educated the customer, the
better his ability to weight differentiators. Examples of differentiators can
include the subjects of location, hours

8
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of service, history in the business, reputation, customer service, quality,
workmanship and more. When customers lack education on the products they need to purchase, or those
who offer those products, price is the
principle differentiator.

Educating Customers
The education that a customer attains, pertaining to the performance of
a product or satisfaction of service,
comes from three sources: direct experience, referral and supplier provision.

Unfortunately, the sources of direct experience and referral are somewhat
limited in our industry since the average car owner makes a replacement
auto glass purchase once every seven
years. This scenario emphasizes the
need for glass shops to utilize all possible opportunities to educate customers
in order to increase their list of differentiators. Can you think of any subject
more powerful than safety?
Just how important is any other
continued on page 10
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Customer Service
CONTINUED

topic of differentiation, including
price, if the glass part is not installed
according to code and leaves the customer with an “inoperative” safety device that may lead to serious injury in
the event of an accident?
From my own experience, once I’ve
shared a few points concerning the
risks associated with improper glass
installation and how customers can
achieve the highest degree of protection by only shopping with those glass
companies that comply with the
AGRSS Standard, most come away
with the commitment that “AGRSS
registration” would be their numberone and most weighted differentiator.

Introducing AGRSS
Now that the key differentiator of
“safety” is defined, next is the issue of,
“Who follows the AGRSS Standard?”

Customers should think that you do,
since you’ve been the one to introduce the differentiator of AGRSS,
FMVSS and the law. Sure, you can tell
them that you do, but proof is needed
since everyone “talks the talk.”
The key is to “walk the walk,” or
prove that you follow the rules and deserve the customer’s business. The concept of “third-party-selling” is a
necessity that equates to proving your
performance through the measurement of other people.
Your best partner in third-party selling is the AGRSS Registration Program,
especially considering the positive
support and undeniable third-party
validation that is coming soon through
phase III of the registration program
(see related story on page 28). Now is
the time to become fully vested in the
registration program for increasing

your power of differentiation.
You are AGRSS! AGRSS is the tool
already at hand and available today to
make a difference. There are many,
like myself, fully vested in the AGRSS
way of doing things in supporting
your business. AGRSS is the best
source of proof of who deserves the
business and is built around the
theme that it is never the right price
unless it’s the right job! The only thing
eliminating a glass company’s ability
to share in the AGRSS success and
ability for AGRSS to make a difference
are those who either don’t join or fail
to do their part in the walk.
■

◗

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

BECAUSE SAFETY
SHOULD BE A
TOP PRIORITY
EFTEC aims to protect the most important
aspect of your business – your customers.
And that’s why we’re proud to endorse the
AGRSS™ Standard.
To learn more about EFTEC Aftermarket
products, visit us at www.eftecna.com or
call 1-866-596-7772.

EXTREME CLIMATE
CONDITIONS READY
Global quality from a
global name in adhesives.
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to help you get auto glass installations done quickly, so you can get your
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heat, DINITROL adhesives, sealers and primers perform in even the most
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Independent’s Day
an iga viewpoint

miker@thruwayautoglass.com

Anti-Steering Wheels Turn
by Mike Russo

T

HERE IS NO QUESTION THAT
possible steering by competitoradministrators (CA) has a major
impact on our bottom lines. As independents, the frustration that we face
with the tactics used by the customer
service representatives of CAs has taken
a toll on us personally and on our businesses professionally. It is getting
tougher everyday for even the most resourceful independents to remain in
business. When we take into consideration all the money we spend on advertising to initiate that first point of
contact with the customer only to have
it displaced by the tactics of CAs it
makes our daily headaches even worse.

Heading to the Capital
Within the states in which we conduct business, there is an opportunity
through legislation to bring these practices to a halt. And it does not take much
effort to get the ball rolling toward an
open marketplace. An initial meeting
with your elected representative can get
the process underway. You would be
surprised to learn that many representatives are not informed as to what is
going on in our industry. In some states,
you may learn that steering practices
are already illegal. That is why the IGA
currently is developing a comic book
called “Don’t Get Steered.” Our hope is
that putting our issues into a simple format will allow legislators to quickly digest the unfair business practices going
on in their states.
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One critical point
portant battles that we
to remember in wagcan use as models for
ing this fight is that it
winning the war in each
is not about pricing.
of our own individual
Pricing must not be
states. IGA members
the thrust of your arhave access to the augument. Our fight is
thors of these battles
about fair access to the
and can use these almarketplace or a level
ready-proven game
playing field. You need
plans to start grass
to explain that, unforturoots efforts in their
nately, under the current
sections of the counstate of affairs, we have
try. If you want to
to fight to earn business
save your business
that is already ours.
and protect the free
You’ve worked years—if
market then you
not decades—to earn
need to get involved.
your reputation. You The IGA developed its comic Get together with othhave created the neces- book based on a suggestion ers in your state and
sary advertising budget by Ralph Nader at last year’s contact your legislato promote your busi- conference in Las Vegas.
tors. Educate them as
ness. Through all your
to what is taking place.
efforts and hard work you have conUse your membership in the IGA as
vinced the customer to call your shop. a source to help you get started and if
And then, bingo, a call to a customer’s you are not a member, do yourself a
insurance company’s glass claims call favor and join. Many of your fellow incenter and that customer is gone for- dependents already have. In 2007, IGA
ever. Real fair, isn’t it? You pay to adver- saw its membership rise 30 percent.
tise. You work hard to earn your clients; Your IGA is a very important ally in
they have a contract to run a call cen- this process and the primary associater. In the end, they influence where the tion confronting issues that impact
customer goes, because they control independents on a daily basis. It is a
the point of contact to the insurance very worthwhile first step and may be
company.
the only way to ensure the survival of
your business.
■

Across the States

Activities to right this wrong are taking place in many states. In some states,
such as Washington and Oregon for example, legislation has been enacted that
ensures customer choice. Currently a
major movement is under way in Missouri and Kansas to protect consumer
shop choice rights. These are very im-

◗

Mike Russo is currently the controller
for Thru-Way Autoglass Distributors
Inc. in Syracuse, N.Y. Russo currently is a
member of the board of the Independent
Glass Association and is a past bookkeeper
for the New York State Glass Association. Mr.
Russo’s opinions are solely his own and not
necessarily those of this magazine.
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Recall of Glass Parts Expands

I

N DECEMBER, SAFELITE AUTO
Glass/Belron US in Columbus,
Ohio, issued a voluntary recall for
several parts included in DOT 430,
which are believed to have been manufactured by Hangzhou Safety Glazing
Ltd. in Hangzhou City, China, and
were supplied to Safelite by Auto
Temp Inc. (ATI) in Batavia, Ohio.
Seventeen part numbers were included in the original Safelite recall. Visit
www.glassBYTEs.comTM for the full list.
The glass, which has been sold for
use on certain domestic and foreign vehicles, may not break into small pieces
as expected of tempered glass and fails
to conform to Federal Motor Vehicle
Safety Standard No. 205, according to
information from the National Highway Traffic and Safety Administration
(NHTSA). NHTSA also notes that in the
event of a vehicle crash, the occupants
of a vehicle utilizing this glass may be
seriously injured by shattered glass. Potentially, 1,657 vehicles may be affected.
The problem with the glass was discovered when a Safelite technician
noted that the rear window of a Dodge
Ram pickup on which he was working
shattered during the installation
process, and, rather than breaking
into small pieces, as would be expected, broke into larger pieces.
ATI purchased its lot of the products from Wholesale Automotive Glass
in Paterson, N.J.
While Safelite’s recall was issued on
December 17, as of press time ATI had
not recalled the product.
At the recent National Auto Glass
Conference in Tucson, Ariz., Belron
US chief operating officer Rich Harrison noted his main concern is that the
product is still in the marketplace and
at that time only Safelite had issued a
recall.
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“Our view and concern in the industry
is that there’s glass in the marketplace
right now that came through the
same chain that hasn’t been recalled.”
—Rich Harrison, Belron US
“We’ve recently proactively taken a
step to recall certain products from
DOT 430,” said Harrison. “Our view
and concern in the industry is that
there’s glass in the marketplace right
now that came through the same
chain that hasn’t been recalled.”
Just before press time, Pittsburghbased PPG Industries announced that
one of its suppliers, Polymer Process
Development LLC (PPD) in Clinton
Township, Mich., also had filed a formal
recall with NHTSA for part number
FB020415 ZPY from DOT 430 and DOT
628. Hebei Tonyong Glass holds DOT
628. At press time, officials at neither
PPG nor PPD could be reached for information, and NHTSA had not yet
posted information about the recall on
its site.
Numerous calls to Wholesale and
even a visit to the company’s facility by
AGRR magazine/glassBYTEs.com™ to
obtain a comment have been
unsuccessful.
ATI spokesperson Josh Hammond
of Northlich, a public relations firm,
has not been able to comment on
whether Auto Temp has discovered an
issue with the parts, citing legal and
competitive reasons for not revealing
this information.
“For legal and competitive reasons,
we are unable to comment on any of
our customer and vendor relationships,” reads the statement issued to
AGRR magazine/glassBYTEs.com™.
He also declined to comment on
whether the parts were distributed to

other shops or wholesalers. However,
AGRR magazine/glassBYTEs.com has
received reports from readers who
also purchased glass from DOT 430,
who wished to remain anonymous for
fear of reprisal, that they were advised
by ATI to quarantine the parts.
The 573 report filed by Safelite by
NHTSA when issuing the recall notes
that when the issue was discovered,
Safelite reported the issue to ATI, who
in turn tested the products. To date,
ATI also has declined to comment on
what was found in the testing.
Safelite notified its retail customers
and has said it will replace the glass
free of charge. It also is notifying its
wholesale customers and will reimburse for current inventory and will
replace already-installed glass “at a
specified rate,” according to NHTSA.
Likewise, Safelite spokesperson
Jenny Cain has advised that the company wasn’t aware that ATI had purchased the parts from Hangzhou, and
will no longer accept any parts manufactured by the company.
“We were not made aware that ATI
was sourcing these parts from
Hangzhou Safety Glass Ltd. (DOT
430),” she says. “Upon discovering the
defects in the glass, and out of an
abundance of caution, we promptly
notified all glass suppliers that, until
further notice, we will not accept any
Hangzhou glass.”
Cain adds that glass that Safelite
manufactures itself at its Enfield, N.C.,
plant, endures extensive testing to en-

www.agrrmag.com

sure it is compliant with Federal Motor
Vehicle Safety Standard (FMVSS) 205.
“With respect to glass we source
from third parties, we expect and require all of our suppliers to comply with
all relevant federal, state and local
safety standards, including FMVSS
205,” she says. “To the extent they do
not, we reserve the right to seek reimbursement for any damages we incur.”
In January, Hangzhou representative and senior engineer Alvin Shi advised that the company does not
supply Wholesale and that at that time,
it had not been made aware of a recall.
“We have never [had a glass] recall

glass in [the] market, and we hold the
DOT 430, and we have not suppl[ied]
WGA,” Shi said. However, Shi has not
responded to more recent inquiries as
to whether it has since been notified
of the recall.

DOL Files Suit Against New
Mexico Auto Glass Shop
The U.S. Department of Labor
(DOL) has filed a suit against a Touch
of Glass Enterprises Inc. for withholding payment of minimum wage
and/or overtime compensation allegedly due to employees under the
Fair Labor Standards Act of 1938

(FLSA). The case was filed in the U.S.
District Court for the District of New
Mexico, Albuquerque Division, and
also named the company’s president,
Emily Gordon, and vice president,
Emerald Duquette, as defendants.
The company and its leaders are
charged with paying its employees at
rates less than the minimum hourly
rated required by the FLSA and with requiring employees “in an enterprise
engaged in commerce or in the production of goods for commerce” to
work more than 40 hours a week “withcontinued on page 16
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continued

out compensating such employees for their employment in
excess of 40 hours per week at rates not less than one and
one-half times the regular rates at which they were employed,” according to court documents.
In addition, the DOL alleges that the company failed to
keep accurate records of how many hours employees
worked each day and the total each week.
The plaintiff is seeking that liquidated damages equal in
amount to the unpaid compensation be provided to the affected employees and that pre-judgment interest also be
computed at the underpayment rate established by the Secretary of the Treasury, according to the complaint.

Richard Fritz Inc. to
Build Factory in Duncan, S.C.

The fastest way to build your presence – and proﬁts –
on the Internet superhighway is to get on Mainstreet.
Because now the same experts you rely on for Glas-Avenue
business software offer web design and hosting
services too.
And like all Mainstreet solutions, it couldn’t be easier to
take advantage of this opportunity to grow your business.
Choose from our selection of web templates – our
designers will customize your look. Then, let Mainstreet’s
reliable, stable hosting service do the rest.
• Be available to consumers 24/7
• Grow your customer base
• Increase your advertising coverage
• Strengthen your service-oriented brand
• Get huge returns with minimal cost
Put Mainstreet’s 25 years of experience in the auto glass
and ﬂat glass industries to work for you. And make the
Internet your route to greater success.
Call 800-698-6246 now, or visit mainstreetcomp.com.

™
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Richard Fritz Inc., a Germany-based auto glass encapsulation, rubber and plastic mouldings manufacturer, has announced that it is building a $6 million facility in Duncan,
S.C., according to the South Carolina Department of Commerce. The factory will employ 63.
The company will produce encapsulated auto glass at its
Duncan facility. Worldwide, Fritz is a supplier to Land Rover,
Porsche, GM, Audi, Lamborghini, Saab, Ford, Mercedes,
Daimler, Volkswagen and Audi.
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IGA Auto Glass Technician
Certification Program Opens

Certified Technician
w

ww
rg
.aut
y.o
The Independent Glass Association (IGA)
oglasssafte
has begun administering its Auto Glass Technician Certification Exam after four years of development. The
program, which is registered by the Auto Glass Replacement
Safety Standard (AGRSS) Council, is primarily an online program, allowing technicians to review course materials and
take course exams at their own pace and requires annual renewal courses to fulfill continuing education requirements.
“The IGA is dedicated to promoting safe and proper
glass services for consumers,” says IGA president Dave
Zoldowski. “In order for the IGA to fully achieve that
promise, we need to provide our membership with educational opportunities that give them the resources and
skills necessary to meet our high standards. This certification program is a good way for us to meet that goal.”
At the beginning of November at the group’s Fall Conference in Las Vegas, IGA awarded Bob Beranek of Automotive
Glass Experts Corp in Sun Prairie, Wis., Russell Poore of Justice-Shamrock Glass in Lexington, Ky., and Travis Crebs of
Techna-Glass in Sandy, Utah, plaques and certification
patches for passing the certification’s beta test and assisting
in the program’s development.
❙❙➤ www.iga.org
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TCG Launches Windshields.com
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Burnaby, British Columbia-based TCG International has
launched a new consumer website for auto glass referrals,
www.windshields.com. According to windshields.com marketing manager Doug Young, the company purchased the domain name in the early 1990s and began working on the
referral site about a year ago.
Currently the site, which went live on November 30, has
about 250 shops signed on and is looking to grow these
numbers. While TCG, which also is the parent company of
Speedy Auto Glass, Novus Windshield Repair and Shat R
Proof Corp., automatically will include all its Speedy and
Novus locations on the site, Young notes that the site is designed for the entire industry.
“This is really not designed to promote Speedy or Novus,
but to bring the industry and the consumer together,” he says.
“We’re seeing more and more people going to the web.”
❙❙➤ www.windshields.com

INFORMATION
AGRR Magazine Launches Digital Edition
AGRR magazine will now be offered in a digital version, in
addition to a printed one. Readers may now receive a full copy
of each magazine in their in-boxes as it goes to press. The digital version includes a searchable index and full download and
single forwarding capabilities.
Digital subscriptions are free to those in the industry. It is
especially helpful for those outside the United States.

Boost your efﬁciency and maximize proﬁtability with
Glas-Avenue, the glass industry’s only truly integrated
sales, accounting and inventory control software system.
You’ll pack more productivity into every day. Work on
several quotes, work orders or invoices at once. Check
pricing and availability with the click of a mouse. Track
critical business measurables, and more:
• Alert CSR with preset unproﬁtable job warning
• Link POs and cost directly to invoice
• Prevent data entry errors with Glaxis dispatching
• Analyze proﬁts by invoice
• Evaluate proﬁts per piece and per job
As the leader in software solutions for the auto glass
and ﬂat glass industries, Mainstreet can help you drive
your business higher. So call us. Whether you have lots
of shops or just one, we’ll get you up to speed fast.
Call 800-698-6246 now, or visit mainstreetcomp.com.

“We see the digital editions as an adjunct to our print product, not a replacement,” says Key vice president Holly Biller, who
spearheaded the new services. “Part of our audience is on the
road, or in places where it’s difficult for mail to reach easily and
the digital editions will enable these readers to easily keep up
with the industry.”
❙❙➤ www.agrr-digital.com or
■
www.agrrmag.com/digitalsub.php

www.agrrmag.com
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Off theLine
oem news from detroit

Mustang Adds a Glass Roof Option

F

ORD MOTOR CO. HAS ANnounced that it will celebrate
the 45th anniversary year of its
Mustang by adding a factory-installed glass roof to the vehicle.
The new glass roof will be available as an option on both the V-6
Mustang and Mustang GT beginning this summer.
“As the automotive landscape becomes increasingly competitive, features such as a panoramic glass roof
will help differentiate our products
from the competition,” says Derrick
Kuzak, Ford’s group vice president,
global product development.
Mustang’s glass roof is made
from tinted, laminated glass. A
manual roller blind is built into
the sunroof as well, allowing owners to further control exposure as
necessary.
The glass also features a layer of
vinyl to reduce noise, vibration and

After 45 years, the Mustang has a new glass roof.
harshness.
Glass-roof Mustangs will be assembled at the Automotive Alliance
International plant in Flat Rock,
Mich. The glass will be installed at

Mercedes Recalls $500K 2008 SLR
McLaren Roadster for Faulty Windshield Installs
Mercedes-Benz USA LLC has recalled the 2008 SLR McLaren Roadster, noting
that the windshields were not installed correctly and that either the primer or activator was missing at the time of installation, according to Mercedes spokesperson Rob Moran. The company warns that in a crash, the windshield in these
vehicles may not be retained.
The vehicle, which usually is priced at around $500,000, according to Moran,
was manufactured in very limited numbers, and Moran says there are only two of
these vehicles in the United States. He was uncertain how many were distributed
throughout the rest of the world, but notes that the McLaren Roadster is manufactured at a plant in Woking, England.
The issue was discovered during production of the vehicle.
Moran says he is uncertain whether the error was one of human or mechanical issue.
“The car has a lot hand-finishing on it,” he told AGRR magazine/glassBYTEs.com™. “It’s mostly hand-built.”
Moran says the owner of the vehicles were informed by mail.
The NHTSA announcement says that the vehicles should be returned to the
dealers, who will remove the windshields and will re-install properly.
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Ford’s adjacent vehicle personalization facility.

Firefighters Report
Difficulty on Breaking
Glass in Mercedes
A firefighter in Fairfax, Va., who
spoke to AGRR magazine/glassBYTEs.com™ on the condition of
anonymity, advised that his crew recently had extreme difficulty in breaking the windows on a Mercedes that
had been T-boned (hit by another car
on the side of the vehicle). The vehicle, from which the crew was trying to
extract a passenger trapped inside,
appeared to have laminated sidelites
resistant to breakage as the crew tried
to make its way into the vehicle.
“Unfortunately, no one trained us
beforehand that this would be coming
out,” he says of the sidelites, which are
relatively new in the market.
While the firefighter notes that the
vehicle actually was more secure for
the injured due to the laminated
sidelites, he advises that it took the
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crew two minutes, as opposed to a
norm of 15 seconds, to break into the
vehicle to extract the person.
Once the crew discovered it couldn’t
break the windshield or sidelites as
usually is the case, they tried to saw
through them.
“We were thinking instead of
cutting it out we could saw through
it, but melted the laminate and
gummed up the saw. The friction
was melting the laminate,” he says.
Eventually, the crew cut out all of
the windows utilizing a tool they refer
to as “the Glass Master” in order to
extract the patient.
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Merceded includes a diagram on
the glass of the 2007 S-Class for
emergency workers to follow.
Both the front and side airbags had
deployed on the vehicle.
While the firefighter was uncertain
of the exact type of Mercedes involved
in the incident, he says the experience
was an eye-opening one for him and
others involved.
“We’re going to start training and

www.agrrmag.com

preparing [for this type of thing],” he
says.
Rob Moran, manager of product
communications for MercedesBenz, says the company actually
provides demonstrations to fire departments across the country for issues such as this.
“We work pretty closely with municipal fire departments all over the
country to do demos on new cars for
extrication,” he says.
Without knowing the exact make of

FlexiTrim Universal Molding
™

Made by Creative Extruded Products since 1995
®
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FT1630-75
16mm cap: 75 feet (22.8m)
FTB1640-75
16mm BriteFlex™ cap: 75 feet (22.8m)
FTF1650-75
16mm cap with feature line: 75 feet (22.8m)
FT1830-75
18mm cap: 75 feet (22.8m)
FT2030-75
20mm cap: 75 feet (22.8m)

Installation Instructions
•

Select the best FlexiTrim molding for your installation:
Cap over design: 16mm, 18mm, 20mm and 26mm cap sizes
U-lip design: 8mm cap size
Under side tape molding using patented tear away alignment: 8mm and 10mm tail lengt

•

Prepare the glass according to your urethane adhesive manufacturer procedures.

•

Press the FlexiTrim molding ﬁrmly onto the glass.

•

Prime the FlexiTrim molding where it will contact the urethane adhesive according to your
adhesive manufacturer’s instructions. FlexiTrim moldings are NOT a windshield retention
adhesive system. The windshield must be bonded to the vehicle using an appropriate
adhesive system.

•

Set windshield in the vehicle opening.

FT2630-SA
26mm cap single application: 16 feet (4.8m)
FTU0830-75
8mm u-lip universal molding: 75 feet (22.8m)
FTUS08-75
Under side tape molding with patented tear
away alignment, 8mm tail: 75 feet (22.8m)

FTUS10-75
Under side tape molding with patented tear

away alignment, 10mm tail: 75 feet (22.8m)

Manufactured and sold through distribution by
Creative Extruded Products, Inc.
1414 Commerce Park Drive
Tipp City, Ohio 45371
Toll Free: 1-800-273-1535
www.creativeextruded.com

FlexiTrim molding is manufactured in the U.S.A.
by Creative Extruded Products, Inc. under one or
more U.S. patents. Others patents are pending.
FlexiTrim and BriteFlex are trademarks of
Creative Extruded Products, Inc.

Made in the USA

1414 Comm
Commerce
merce Park Dr.
Dr.
Tipp
Tipp City
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y, OH 45371
Tel:
Tel: 800.273.1535 • Fax: 937.667.3647

the car, Moran notes that it is difficult
to tell what occurred in this situation,
but that the company’s 2007 S-Class is
equipped with double-laminated
glass sidelites, along with a good deal
of light-alloy steel—and instructions
for rescue workers who come in contact with the vehicle.
“We actually put on the windshield
itself diagrams that show rescue workers how to cut the windshield away.
That’s the only car I know of that uses
that diagram,” he says.
■
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AGRSS News

the latest in safety

State Farm Donates Gift of
$20,000 to AGRSS Council

S

TATE FARM INSURANCE HAS
provided a monetary gift of
$20,000 to the Automotive Glass
Replacement Safety Standards (AGRSS)
Council Inc. for use in developing its
Consumer Awareness Program
“State Farm’s support of AGRSS,
through [its] time and monetary commitment, makes a clear statement to
the auto glass industry that it is necessary to follow the Standard of installation to ensure the protection of our
mutual customer involved in an auto
accident,” says Cindy Ketcherside,
president of the AGRSS Council.
The funding will be used to develop
and further advance the AGRSS Con-

sumer Awareness Programs (CAPs) taking
place around the
country.
“As the insurance
industry leaders, we at Bob Bischoff
State Farm stand
committed to supporting the highest
quality auto glass safety standard available,” says Bob Bischoff, national glass
manager with State Farm. “We’re committed to educating our consumers
about safety standards and why they
are so critical to auto glass safety. We
proudly support AGRSS in its efforts to
continue to raise the bar on the safety
standards and to educate the public

“ We ’ r e c o m m i t t e d
to educating our
consumers about
safety standards …”
—Bob Bischoff,
State Farm
through its CAP.”
“A donation of this size will not only
help AGRSS educate the consumer on
the safety issues of an auto glass installation, it will help us communicate the
importance of implementing this Standard into each and every auto glass
company,” Ketcherside adds.
continued on page 22

™
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A Pinnacle of Success
Since entering the U.S. Auto Glass Replacement Industry (AGR) in 1992, Sika has become
the AGR market leader by providing superior customer service, extensive marketing
programs, and innovative and “user-friendly” polyurethane adhesive technologies.
Sika will sell our 100 Millionth U.S. AGR Cartridge in 2008. This coincides with Sika
surpassing 60% U.S. AGR Market Share. To celebrate this pinnacle of success, we
want to say THANK YOU TO OUR LOYAL U.S. AGR CUSTOMERS who have made
this milestone possible!

As our way of saying Thank You, we encourage you to
enter our Sweepstakes Drawing for a trip to New York
City and a chance for a trip for two to Switzerland!
Enter Sika's 100 Millionth Sweepstakes Drawing to win one of six weekend trips to
New York City where the six winners will be included in an additional drawing to win
a trip for two to Switzerland. Please contact your local Sika representative or call
1-800-688-7452 for additional information.

No purchase necessary. Open to Auto Glass Replacement (AGR) Cos. that as of 4/1/08 use Sika’s auto glass adhesive system products. Entries must
be postmarked by 8/11/08 and rec’d by 8/18/08. For official rules, send SASE to: Attn: Sika 100 Millionth Cartridge Sweepstakes. Official Rules request,
c/o Sika Corporation, 30800 Stephenson Highway, Madison Heights, Michigan 48071 (VT residents may omit return postage). Sika Corporation, 201
Polito Avenue, Lyndhurst, New Jersey 07071.
™

AGRSS-REGISTERED TRAINING PROGRAM AVAILABLE

AGRSS News
continued

The AGRSS Standards Committee met in Las Vegas in
October.

New members also joined the Standards Committee
this year. Sherri Stallings of Binswanger Glass, who had
served as an alternate previously officially became a
member, replacing Steve Pierick. Other new members
are Steve Coyle, who joined as an individual member;
Brian Yarborough of Glass Doctor in Tampa, representing the Independent Glass Association; Gene Nichols of
Guardian Industries; Mike Schmaltz of the Minnesota
Glass Association; Dave Zoldowski of Auto One in
Brighton, Mich.; Jim Coleman of Glasspro in Charleston,
S.C.; Tom Lance of Leading Edge Auto Refinishers; Jim
Gagin of Sommer & Maca; Scott Riddel of Bostik; and Tim
O’Neil of ADCO.

New AGRSS Marketing Tools Available
as director of quality assurance and safety with Diamond
Glass Inc. in Kingston, Pa.; Joel Timmons of Profitable Glass
Solutions and Jeff Bull of J. Bull & Associates.
“This is an opportunity to make a difference in our industry, and I accept and look forward to all the challenges
of this prestigious nomination. Anyone replacing auto
glass should adhere to these stringent and worthwhile
AGRSS Standards,” says Turiello.
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The AGRSS marketing committee has added three new
items to its growing list of promotional materials for sale
to assist shops in making the most of their AGRSS registrations and educating consumers.
Two new brochures are available; one explains the
Consumer Awareness Program (CAP) and how to host a
local CAP event and the other is written for members of
the insurance industry, supplying them with information
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Consumer Awareness Program
(CAP) and how to host a local CAP
event and the other is written for
members of the insurance industry,
supplying them with information
about AGRSS specific to their needs
as insurance providers.
Additionally, mirror tags are now
available with an explanation of
safe drive-away times and the importance thereof.

Mark Your Calendars for the
AGRSS Conference
The dates for the fourth
annual AGRSS Conference
have been set. The conference will be held November
5-6, 2008, at the Mandalay
Bay Convention Center in
■
Las Vegas.
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CLUED In
What This Report Might Mean
to You—and Your Customers
by Penny Stacey
rom kindergarten on, most
people start worrying about
their “permanent records.”
There’s the school record, of
course, and, the criminal record—for
some. But there’s another record out
there that many don’t even know
about it. It’s called the Comprehensive
Loss Underwriting Exchange (CLUE,
for short) Report—and a company
called ChoicePoint in Alpharetta, Ga.,
maintains it. The report is available
for all types of personal

F

property—and, most importantly, for
auto insurance.
The CLUE Personal Auto report will
display detailed auto insurance loss
information, including the insurance
company that handled the loss, the
policy number under which it was
handled, the type of policy, the date of
loss, the type of loss, the amount paid
and the loss status (open or closed)
for all auto insurance policyholders—
past or present. This material normally stays on the report for five
years—at which point it drops off, according to ChoicePoint.

W hy Keep the Report?
So, what’s the purpose of this report?
It shows how much of a risk a person
is—as how much of a loss one has
caused his insurance company in the
past could show how likely that individual is to cause (or be involved in) future
losses, even those that aren’t his fault.
When asked what information
shows up on a CLUE report, CLUE
spokesperson Fiona McCaul says it is
the payment made to the insured
(whether it’s paid directly to the insured or to a repair facility on behalf
of the insured).
“The insurance company will report the payment made to the insured,” she says.
While ChoicePoint holds that it
is only the keeper of the information that insurance companies
provide, a variety of information
about the CLUE report is available all over the web.

ChoicePoint in Alpharetta,
Ga., manages the CLUE report
system.
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“CLUE reports are one of the ways
an insurer assesses how much of a risk
it is assuming by selling you an insurance policy,” according to www.privacyrights.org. “The theory is that an
individual’s history of filing insurance
claims is a good indicator of how likely
that person is to file future claims.”
While some insurers loosely maintain that only at-fault losses can affect
future premiums—this isn’t written in
stone and, because policies vary, it is
difficult to tell whether or not a comprehensive loss, such as a glass claim,
might affect a future a loss.
McCaul maintains that it varies by
carrier—and by state.
“At-fault indicators when contributed by the insurance carriers are
based on their guidelines or statemandated guidelines,” she says.
CLUE reports are not only used to
assess risk, but also are a factor in the
rates insureds pay—the theory being
that, if you’re a high risk and are likely
to have an accident, you should pay
more upfront for your policy.
According to information from the
Insurance Information Institute, “Insurers have been using loss histories
as a primary underwriting and rating
factor for decades.”

T he G lass Part
So, when your customer has an
auto glass claim and uses insurance,
what happens? Whether a third-party
administrator is involved or not, the
details of the loss and, when applicable, the amount that the insurance
company pays out on the claim is to
be reported to ChoicePoint to include
this information on the customer’s
CLUE report. Keep in mind, Choice-

www.agrrmag.com

Get a CLUE
o f Yo u r O w n
nterested in finding out what’s showing up on
your auto insurance record? You can pull your
own CLUE report in two ways. It only takes
about five minutes and it’s free.
The easiest and most common way is to visit
www.choicetrust.com.
On the left side of the screen, click on “CLUE Reports.” Next, click “CLUE Reports in Compliance with
FACT Act.” Finally, click the bullet next to “CLUE
Auto Report” and click “Order Now.” Though it says
“Order Now,” the report is free and you will not be
charged to view this for the first time online.
This will take you to a log-in screen, where you
create an account on the site, provide a bit of
personal information, such as your name, address, social security number, driver’s license
number, previous recent addresses, etc.
After you provide this information, the site
will ask you a series of questions to verify that you are who you say
you are—such as:
“Which of the following streets have you never lived on?”
❍ Jackson Street
❍ First Lane
❍ Fifth Avenue
❍ None of the Above
If you get through this process (there are usually about three verification questions to answer), your report will appear on the screen for you to print—free of
charge. The report will be available to you for 30 days, using the login information
you set up previously. When applicable, it will also give you a list of any companies
that have tried to access your information in the last two years, and provides information on how to dispute any claims with which you disagree.
If you prefer the old-fashioned phone route, call 866/312-8076 to order a report,
though ChoicePoint will charge for a mailed report. The charge for the mailed report
could not be confirmed.

I

Point doesn’t verify
the information—the
company merely reports what it is given.
And, from ChoicePoint’s standpoint, the
amount that is reported should be the
amount paid to the insured, as McCaul notes.
For example, if your customer has a
$250 deductible and the full amount of
the work done is $350, then $100—the
amount the insurance company paid
out (on your behalf)—should show up
on the report. Other details included
would be the date of the loss, whether
the claim was closed, what vehicle was
involved, what policy it fell under and
what type of loss it was (comprehensive or collision). The report wouldn’t
tell that it was a glass claim, though. It
would say, for example:
Payments by Claim Type:
$100 – COMPREHENSIVE
If a loss was reported and a claim
was set up, but the company did not
issue any payments, it likely would
read “$0 – COMPREHENSIVE”—but
could nonetheless appear on the report, depending on the insurer’s reporting practices.
So, what’s the big deal? First, if
there was no payout, some wonder
why this should show up at all—the
loss didn’t cost the insurance company any money. Many experts maintain that the fact that you had a loss
at all still increases your risk factor.
But, when a payout is made, in the
instance of a glass claim, for example,
controversy can arise. If an insurer
uses a third-party administrator, the

amount reported on the CLUE report
can be higher than the glass shop’s actual invoice.
AGRR magazine/glassBYTEs.com™,
for example, traced one example
where a hidden fee for processing
the claim also appeared on the report—as part of the lump sum included on the payout line. Of course,
the consumer wouldn’t know about
this unless he pulled the report and
put this together.
In the case of this consumer, whom
we’ll call Jack Lorenson*, the original
invoice from the glass shop showed a
total of $350.66. Lorenson had paid
his $250 deductible, so his insurance
company had to pay $100.66 cents.
The math is pretty simple.
But what was showing up on the

*Mr. Lorenson’s name has been changed to protect his identity.
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CLUE report for this claim? “$118 –
COMPREHENSIVE.”
Lorenson contacted Safelite,
which had processed the claim for
his insurance company, and requested a copy of the invoice on file
there. When he saw this invoice, it
was obvious where the $18 had come
from; it was there in black and white:
“1 PROGRAM FEE - $18.00.”
When Lorenson questioned a
Safelite customer service representative (CSR) on this, he received an answer that was clearly disturbing to
him as a consumer.
“That’s our processing fee,” the
Safelite CSR advised Lorenson, when
questioned about the charge. “We
don’t work for free.”
continued on page 26
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CLUED In
continued from page 25

Of course, Lorenson had no idea
had the time of his glass claim that his
insurance company, first of all, would
be paying a processing fee. And he
definitely had no idea it would show
up on his own CLUE report—something that could affect how much he
pays for future insurance policies
(and something that could be a deciding factor in whether or not a company may insure him at all).
“I didn’t ask for my insurance company to contract somebody else to
handle their glass claims,” Lorenson
said. “And I definitely didn’t know
they’d use the fee they pay against me.”
Safelite representative Jenny Cain
advised AGRR that Safelite isn’t involved in the CLUE Report, and according to ChoicePoint, it’s the
insurance company that ultimately
reports a total payout for inclusion
on the CLUE report.
So, Lorenson went to the source—
the insurance company with whom
this glass claim was filed: Progressive
Insurance. The insurance company
representative advised Lorenson that,

In this instance, the TPA’s administration fee showed up on the invoice
provided to the customer after the fact.
first of all, it doesn’t keep records of
claims older than three years, so this
particular claim was no longer was in
the system. Lorenson questioned the
representative generally about the
charge, and the CSR advised he
couldn’t speak to the charge without
seeing the claim, but reminded him

Lorenson was shocked when he discovered the amount showing on his
CLUE report was $118—$18 more than he thought his insurance company
had paid.
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that Progressive considers a comprehensive claim a “zero-point loss”—
meaning it wouldn’t be counted
against Lorenson.
The insurance company representative suggested Lorenson contact ChoicePoint.
“But, doesn’t ChoicePoint just
record whatever you all report to
them?” Lorenson asked.
“Well, that’s true, but they have
older records,” the insurance company CSR advised.
“I’ll give it a try,” Lorenson replied,
and hung up, without an answer.
So he called ChoicePoint. The
ChoicePoint representative, as
Lorenson suspected, advised that
whatever appears on the report is
what the insurance company provides. No breakdown is given. ChoicePoint offered for Lorenson to
dispute the charge, but, after hearing
many horror stories about the CLUE
report, he was hesitant to anger the
company that holds all of this powerful information.
AGRR was able to contact Progressive regarding Lorenson’s concern—without naming him, of
course—and spokesperson Leah
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Knapp advised that the amount the
company reports to ChoicePoint is
the full amount provided by the
third-party administrator.
“I can tell you that the full amount
we're invoiced by our third-party administrator for a glass claim is the
amount we send to CLUE,” she says.
She also reinforced what the Progressive CSR told Lorenson—that the
company doesn’t raise rates based on
glass-only claims.
“At Progressive, the amount for
glass-only claims on the CLUE report
won’t cause you to get a higher rate,
but it might preclude you from getting a better rate in the future,”
Knapp adds.

What Does This Mean to You?
So, what happens when your customer comes to you with glass damage, and you suggest he utilize
insurance when available?
One Northeast shop owner, who
wished to remain anonymous for
fear of reprisal, had a close friend
come to him with a broken windshield. He suggested she have the
windshield repaired, so her deductible would be waived.
“But, won’t it affect my rates?” she
asked. He told her he didn’t think it
would.
A few weeks later she received a notice from her insurance company that
she was being dropped for being too
high a risk.
Is this common? It’s difficult to tell,
but horror stories like these make the
CLUE report something we’re probably going to be hearing more and
more about.
■

Glass

TEXpo™
2008

April 10-12, 2008
Henry B. Gonzalez
Convention Center
San Antonio,
Texas

Give Us a CLUE
Have you pulled your CLUE report? If
so, what have you found? How do your
own personal glass claims appear? Were
hidden fees included on the report? AGRR
magazine/glassBYTEs.com™ is conducting
a survey and would like to hear from you.
Please e-mail pstacey@glass.com.
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Sponsored by
the Texas Glass
Association and
DWM, USGlass, and
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f you ask Cindy Ketcherside, chairperson of the Automotive Glass
Replacement Safety Standard
(AGRSS) Council Inc. and president of
JC’s Glass in Phoenix, or Carl Tompkins, chair of the AGRSS accreditation
committee and western sales manager for SIKA Corp., the next step in
the Standard’s process, the answer is
clear: third-party validation.
“Now is the time to inspect what we
expect,” says Ketcherside.
The subject of third-party validation was a lengthy discussion at the
annual AGRSS conference in November in Las Vegas (see related story in
the November-December issue of
AGRR, page 38). Now, as we ease into
the middle of 2008, it’s becoming
more and more of a reality.
The group’s goal is to institute
third-party validation, through an independent audit process, for AGRSSregistered shops at the beginning of
2009.
“We needed to be able to crawl before we walked before we ran,”
Ketcherside says. “Now, with the
third-party validation, we will allow
someone else to come into a shop
and say, ‘yes, you’re right, you understand that we’re in the safety busi-

“[The third-party validation] is going to be
designed in a way so that [shops are] going
to become more consistent, more
professional, and if there’s a time when
something incorrect is discovered, there will
always be a chance to remedy the situation.”
— C a r l To m p k i n s , c h a i r o f A G R S S a c c r e d i t a t i o n c o m m i t t e e
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ness and that the windshield is a
safety mechanism and that you’re installing to that.’”
In the past year, the AGRSS Council’s accreditation committee has established four subcommittees within
to ensure that the mission is complete
by 2009. Tompkins chairs the accreditation committee. The four subcommittees are as follows:
• Audit Organization Development,
chaired by Ketcherside;
• Third-Party Audit Documents,
Processes and Training, chaired by
Charles Turiello of Diamond Glass
in Kingston, Pa.;
• Marketing and Promotion, chaired
by Debra Levy, publisher of AGRR
magazine/glassBYTEs.com™; and
• Credentialing Resolution Board
Development, chaired by Jean Pero
of Mygrant Glass in Anaheim, Calif.
“We’re going through an extensive
research and development process,”
says Tompkins. “The four committees
are working very, very hard this year to
bring the final model to the Board of
Directors for a vote by the end of
2008.”

“The only companies
that are going to shy
away from this
process are going to
be those who feel
vulnerability from
being exposed of
doing things wrong.”
January 2009 (or afterwards) will be
receiving a new form in their renewal
packets.
“That registration packet will include the same things that it does
right now,” Ketcherside says. “Shops
will still have to do the self-audit,
but they’ll also be signing a piece of
paper that says ‘I am willing to be
audited.’”
As for who will be audited, this will
follow the procedures of the American
National Standards Institute (ANSI),
the group by which the AGRSS Standard has been accepted.
“According to ANSI, the auditing
procedures say that you will have to
[audit] the square root of your body,”
Ketcherside adds. “So, if we have 385

companies, we would take the
square root of that and that square
root would be who we would audit.
[The selection] would be random,
and we’re working on processes and
procedures for how that will work.”
Once the third-party validation begins, there’s one thing that’s inevitable: the third-party validators
may discover things aren’t being done
correctly. What happens then?
“We’re putting together infractions—minor and major infractions,”
she says. “There will be consequences
of not meeting the Standard … just
like if you were a manufacturing plant
and you were audited.”

Advantages
Of course, while there may be infractions—the value of the validation
is that it will correct these errors.
“The industry—in terms of those
professional companies committed to
doing the right thing—they’re very excited about this, because it brings the
continued on page 30

How It Will Work
When the idea of third-party validation comes up, the number-one
question on most people’s minds is
this: how will it work? This was no
where clearer than at the AGRSS Conference last fall, when a question-answer session about third-party
validation led to many queries, such
as: Who will be audited? How often?
How will penalties work? Who will be
doing the work?
Much of this is still to be decided,
though, by the accreditation committee and its subcommittees, and many
of the preliminary decisions have
been made.
First, shops that are AGRSS-registered and are due for registration in

www.agrrmag.com

Under a third-party validation system, AGRSS-registered shops will be
reviewed at random by an independent validation firm.
March/April 2008 AGRR
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ultimate in power and proven ability,”
Tompkins says. “And they not only like
the idea of third-party validation taking them to a much higher level of differentiation, but it’s helping them
become even better companies than
they already are. It’s going to be designed in a way that is more consistent
and more professional and if there’s a
time when something incorrect is dis-

covered in a third-party audit, there
will always be a chance to remedy the
situation.”
Officials from many AGRSS-registered shops agree.
“I’m glad AGRSS is going to institute third-party audits,” says Bob Hittenberger, president of Best Glass, an
AGRSS-registered shop in Phoenix.
“It’s the only way to really know

How to Register with AGRSS
So, you’re interested in registering that
you abide by the Auto Glass Replacement
Standard (AGRSS) but are unsure of how
ATTACHMENT B
to do so? Here’s your guide.
Declaration of Standard Conformance — Self Assessment
First, visit www.agrss.com—it contains
all of the information you’ll need.
Section 3: Vehicle Assessment Before Replacement
There, you’ll download your very own
application. With this will be a copy of the
full ANSI/AGRSS™ 002-2002 Standard.
In addition, you’ll receive an outline of
all the procedural requirements, as indicated within the Standard, for registration.
Each question has “Yes/No” answer. For
example, one question is:
“Do the personnel performing automotive glass replacement refrain from beginning or completing
an installation where any related condition would compromise the retention system (examples may include, but not limited to, the following: rust,
contamination, suspect materials)?”
In addition, a copy of the form that
your company uses that shows that
you’ve followed this procedure is to be
attached to the back of the checklist,
which includes a range of other questions, based on the Standard, and requests for other documentation, for a total
of eight deliverables.
The completed form can then be mailed to
the AGRSS Council at 800 Roosevelt Road, Building C, Suite 312, Glen Ellyn, Ill., 60137, with the registration fee of $225. The AGRSS Council will then review the
checklist and documentation provided.
(Once your application is accepted, the renewal fee per year is $200.)
If accepted, along with many other benefits, registration enables your company
to display certificates, wear patches, hang signage and use the AGRSS-registered
logo in your advertising.
AGRSS Council
800 Roosevelt Road, Bldg. C, Suite 312
Glen Ellyn, Illinois 60137
630-942-6597
rickc@agrss.com

ANSI/AGRSS 002-2002 - Automotive Glass Replacement Safety Standard

Company Name:_________________________________________ Date: _____________________

3.01

Do the personnel performing automotive
glass replacement refrain from beginning
or completing an installation where any
related condition would compromise the
retention system (examples may include,
but not limited to, the following: rust,
contamination, suspect materials)?
K Yes K No

3.02

In the event that such a compromised
installation is apparent, are processes in
place and followed to notify the
owner/operator of such a condition?
K Yes K No

Section 3: Checking Conformance
Check to make sure that:

• Inspections are completed to identify
conditions outlined in Section 3, and that
no installation takes place when such
conditions exist.
• The owner/operator is notified of such a
condition.
• Documents noting such conditions are
created and maintained.
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3.03

If such a condition has occurred, is
documentation completed, kept on file
and available for review?
K Yes K No

Attach Deliverable #1:

1

Staple to the back of the “Deliverable
Check-List-Sheet” a copy of the form
used to record such conditions. If a
completed copy is submitted, make sure
the customer name is marked out.

whether AGRSS-registered shops are
holding to the Standard or not.”
Many also suspect that third-party
validation will make AGRSS registration more visible—and more accepted—by insurance companies.
“We can’t expect [insurance] customers to endorse a standard if they
don’t have outside confirmation that
we’re walking the walk,” Tompkins
says. “It’s when we can provide that
that we’ll have the unique ability to
leverage the Standard.”
Ketcherside also points to State
Farm’s gift of $20,000 to the AGRSS
Council for use in the Consumer
Awareness Program (CAP) as evidence of the insurance industry’s notice of a third-party validation (see
related story on page 20).
“They didn’t give this to us in the ‘I
will’ stage—they gave it to us when
we stepped it up to the ‘I do’ stage,”
says Ketcherside, referring to thirdparty validation as the “I-do” stage for
AGRSS. “We have to go through this
with the understanding that we need
to validate and that when we do validate that the insurance industry will
embrace it.”
And State Farm’s endorsement of
AGRSS may just be the tip of the
iceberg.
“Obviously State Farm is the leader
in [working with AGRSS], but we continue to work with the industry as a
whole,” she adds. “This is a mutual
customer that we all need to worry
about. We need the insurance industry to understand their liability in this
and we need to the understand the liability we have.”
In January, Tompkins provided a
presentation called “What the Insurance Industry Has Been Waiting
for” at Harmon Solutions Group’s
National Insurance Summit in
Tampa, Fla., to tout the benefits of
third-party validation.
In addition, he’s had inquiries
from other insurers.

www.agrrmag.com

“It takes a few strong leaders to set
the precedent, to set the example, and
then others will feel more confident in
taking those steps,” Tompkins says.
Hittenberger agrees.
“Not all insurance companies are
fully aware, but AGRSS has done a
pretty good job of getting the message
out to most of them,” he says. “I think
State Farm’s $20,000 donation to
AGRSS makes a pretty strong statement about their commitment.”
Corey Hemperly, operation manager for Windshield Doctor Inc., an
AGRSS-registered shop in Pocatello,
Idaho, notes that he doesn’t expect
consumers necessarily to take notice,
but that insurers may.
“Consumers do not know one ‘certification’ from the next, so this has to
be aimed at insurers in my opinion,”
he says.
Tompkins adds that his hope for
third-party validation is that, ultimately, it will allow AGRSS to change
the industry as a whole.
“There are way too many people in
this industry being included in the negotiation process who cheat, who
break the rules and who put people’s

Looking for Training?
AGRSS Now Has Five
Registered Training Programs
If you’re looking for training for your new
employees and want to be sure they’re
trained to the Auto Glass Replacement Safety
Standard (AGRSS), the Council now has a registration for training programs. Currently, the
following five programs have been reviewed
and have been approved by the AGRSS Council as accurately training to its Standard:
• Automotive Glass Consultants;
• Dow Automotive;
• Independent Glass Association;
• Shat R Proof Corp.; and
• SIKA Corp.
lives at stake everyday. We consider
this as exposing all customers to a liability risk that not even money can
repay, and this must stop,” he says.
He adds that for companies that are
AGRSS-registered and that complete
jobs in accordance with the AGRSS
Standard, third-party validation will
be an added bonus.
“This is a helpful tool—not a tool of
threat,” he says. “The only companies
that are going to shy away from this
process are going to be those who feel

For companies that are AGRSS-registered and comply with it on a regular
basis, AGRSS Council members note that the third-party validation process
will make that registration even more meaningful to customers than it
already is.
www.agrrmag.com

Currently, there are five AGRSSregistered training programs
located throughout the United
States. Visit www.agrss.com for
more information.

vulnerability from being exposed of
doing things wrong.”
Hittenberger also expects that, despite the money paid to become
AGRSS-registered, eventually it will
add to his bottom line.
“As insurance companies and the
public become more aware of the importance of the Standard [through
third-party audits], I think it will translate into more work for us,” he says.

Disadvantages
With the undertaking of third-party
validation, the AGRSS Council will
hire an independent auditing firm to
handle visiting shops and auditing
them to the Standard, on a random
basis. While the group currently is
working on selecting an auditing firm,
one thing is for certain—they won’t
work for free.
Many have cited this as the number-one—if not only—disadvantage
to third-party validation.
“I think more information and detailed reasoning behind the need for
third-party audits should be discussed
by AGRSS in order for its members to
justify the increase in member fees to
pay for such a program,” Hemperly
says.
continued on page 32
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For Ian Graham of Windshield Solutions in Roanoke, Va., even without
third-party validation, AGRSS registration has proved too costly for him
to justify thus far.

“Being a very small shop, I have to
be sure to put my money into things
that have a [definite] return,” he said.
Tompkins, however, notes that
while it may cost more under the

“A u d i t s a r e o n l y a
problem if you’re
cheating.”
— B o b H i t t e n b e r g e r,
Best Glass
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third-party validation system—the
AGRSS registration will be more valuable as well.
“The problem with it today is it’s
way too easy and there’s no value to
anything when anyone can jump in
and have little to no effort, little to no
commitment and little to no cost—
there’s no value in that. There’s just no
differentiation,” he says.
With the safety aspect of the AGRSS
Standard, too, Ketcherside assures that
the cost will be outweighed by the benefits of providing consumers with safe
installations.
“Is there a price on a person’s life?”
she asks. “Talk to Jon Fransway—how
much would he have paid for the
windshield of his sister for her to still
be here?”
Fransway’s sister, Jean, was killed in
1999 following a car accident in which
the windshield of the car she was driving wasn’t secured properly.
Aside from costs, Graham adds
that he can see that third-party validation could also be the motivation
many have been looking for from
AGRSS.
“I do think that adding ‘teeth’ to
AGRSS would be a definite step in the
right direction,” Graham adds.
Hemperly points out that the
AGRSS registrants’ perception of the
program—and how it is carried out—
could be of concern too.
“If it is run openly, honestly, with
the goal being a true third-party audit
that helps a company remain compliant by catching items they may have
missed, then it will be fine,” he says.

www.glasweld.com/fusion
w
ww.g l as wel d. c o m/f us i o n

continued on page 34
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REPLACEMENT GLASS

Replacing auto glass
is more than just good vision.
Windshields not only help protect your customers from the elements,
they also play a major role in vehicle integrity. Be sure your customers
are getting OE glass. Be sure it’s Carlite®.

Ford Motor Company recommends one name in auto glass… Carlite®.

carlite.com
*Carlite windshields manufactured after April 2001 have a sun protection factor (SPF) equivalent to 157.
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“If AGRSS-registered companies see
this as a ‘big brother,’ the program will
be doomed from the start.”
Again, Ketcherside warns this
should not be a concern.
“It is crucial to us that there’s no
subjectivity,” she says. “We are absolutely unbiased.”
And, what about the “Big Brother”
fears?
“There are so many people who
think the AGRSS Council is trying to
take people out of business—we’re
not,” Ketcherside says. “We’re trying to
keep this industry in business.”
Hittenberger sees no possible disadvantages.
“Audits are only a problem if you’re
cheating,” he says.
Clyde Stephens, owner of Visions
Glass in Perham, Minn., thinks the

thinks third-party validation is a step in
the right direction—but notes he hopes
the audits are done anonymously.
“I think it’s a good thing, but if they
give notice they’re going to show up,
well, of course [the shop is] going to
follow the Standard,” he warns.

The Next Step
The AGRSS Council and its registrants view third-party validation as
the perfect next step for the Standard.
“It’s important to note that the
AGRSS Council realized from the beginning [that third-party validation
would be needed],” Tompkins says,
“but to make this work we needed to
take steps in getting to what we call
the pinnacle, apex or finale of
registration.”
He adds, “With all of the glass in-

dustry having had a total of six years
to learn about the Standard and to
test its compliance at each of their
store locations, this industry should
by all means to be ready to have a
third-party come in and assess their
compliance.”
Ketcherside adds that third-party
validation is designed as a benefit—
not a penalty.
“An audit is not trying to take people out of business,” she says. “It is
professionalism and that’s what it’s
all about. There will be rules, and we
all need to know what the rules are
and we need to follow them, and if
you don’t follow them, there will be
consequences.”
■

◗

Penny Stacey is the editor of AGRR
magazine.

Leading the Service Industry with our

COMMITMENT TO

SAFETY
By offering our business owners and
their technicians extensive safety
training and on-going support.
At Glass Doctor, we’re committed
to building successful glass
businesses with excellent training,
support, national brand recognition,
and the most comprehensive
business systems around.
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Are you ready to start your own
glass business or take your existing
business to the next level?

Call toll-free:

800-280-9858
E-mail:
glassdoctorfranchise@dwyergroup.com

Or visit us online:
www.glassdoctorfranchise.com
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Tucson Time

A N N UA L M E E T I N G

IN

SUNNY ARIZONA

by Penny Stacey and Charles Cumpston

T

o figure out the future of the
industry—a burning question on most of our
minds—one doesn’t need a
crystal ball, one just needs a newspaper, according to Don Ableson, president of Ableson Consulting LLC and
former executive director of the
North American Specialty Vehicle Activity for General Motors. Ableson
pointed out a number of automotive
headlines from the last few months
at the recent auto glass conference in
Tucson, Ariz.
“These headlines are precursors of
evolutionary changes that will be
happening to our industry,” he said
in his keynote address. Ableson
opened the conference on February
12 to an audience of about 60 people.
He pointed out a variety of recent of
headlines that have appeared in the
news, such as ones dealing with
changing global economics, various
economic factors throughout the
world and the fuel issues the world
has been experiencing.
He also noted that with the economy in its current state, what customers are looking for is changing too.
“To succeed as a business today,
you must have the highest quality and

For an expanded version
of this article, visit
www.agrrmag.com.
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the lowest price,” Ableson said,
adding that this is compelling many
manufacturers to outsource parts.

Profits and People
After Ableson’s discussion, the
group broke into small groups to discuss a variety of topics from sales and
profit to utilizing technology.
Richard Voreis of Consulting Collaborative moderated a session on increasing sales and profits.
Voreis had attendees fill in a 13question self-assessment of their
businesses, which focused on the
communication between management and employees.
He then asked attendees to share
what they had done to increase sales
at their companies. One person indicated that he had hired an outside
salesperson, while another said conducting
continuing
education
courses for insurance agents had
been successful.
A lengthy discussion of yellow
pages versus Internet as a marketing
tool followed. Most said that they are
finding the Internet more successful
and that increases in the cost of yellow pages advertising is making the
decision to switch easier. However, it
was mentioned that the price of advertising online is also increasing as
more companies are using it and
bidding on the costs of placement.

Incorporating Technology
Joel Timmons, founder and president of Profitable Glass Solutions and
the author of a bi-weekly blog on
AGRR’s daily e-news site, glassBYTEs.com™, held a session on incorporating technology into your
business for efficiency purposes. Attendees also brainstormed ideas for
software needed to help with this.
One hot topic was the recent DOT
430 recall, and how additional technology could have made this easier
for shops to pull records to find out
when and where the recalled DOT 430
glass had been used (see related story
on page 14).
“We register the glass parts and
write them down, but to find these
pieces, we’ve got to get this information into some kind of form,” said
Dave Burns of Ray Sands Auto Glass in
Rochester, N.Y.

Safe Shops
While safety is usually a big topic, it
almost always focuses on the safety of
installations, but Charles Turiello of Diamond Triumph Glass actually focused
on safety of workers in his discussion.
“The message has to be communicated on a daily basis,” Turiello said.
He suggested that shops form
safety committees and contact OSHA
to help define best practices for their
businesses.

www.agrrmag.com

“A lot can fall under the best practices umbrella,” he said.

Green is Good
The conference’s first day ended
with a panel session called “Green is
Good.” And at least three of the four
speakers on the panel had something in common—they’re all conservatives who insist they’re not
“tree-huggers.” Mike Boyle, president of GlasWeld Systems in Bend,
Ore., Burns, and Doug Linderer,
president of Go-Glass Corp. in Salisbury, Md., all preceded their discussion of how their companies have
gone green with similar statements
about how they never expected to
become environmentalists. But, they
all have, in some form or another.
Boyle provided an overview of how
his company has gone green, even by
changing their light bulbs into greenfriendly ones, and advised how businesses can utilize green ideologies to
their benefit.
“Every decision we make is based
on the question, ‘is it environmentally
sustainable?’” Boyle said.
Burns actually asked a local power
authority to audit his company and
advise how the company could save
energy.
Linderer said he started to go

green when he read the
book “Contract with the
Earth,” and soon realized that if he didn’t start
to make his company
green, eventually it
could be mandated by
the government.
“If you don’t construct
an environmental energy
platform, someone else
will do it for you. Do you Seminars during the conference ranged from
want the government to employee labor laws to the state of the current
do that for you?” Linderer economy.
asked.
His company’s motto has been to Next Year
follow the three R’s: reduce, re-use
While this year’s conference, unlike
and recycle.
years past, was designed to be more of
“There are as many ways to go green a management forum than a trade
as there are to play golf,” Linderer said. show, those in attendance seemed to
Pat Farrell, vice president of cor- have found what they were looking for.
porate responsibility and communiNext year’s auto glass conference—
cations for Enterprise Rent-A-Car, likely the last one as we know it—will
also participated in the panel, and be held in Orlando, Fla., February 18advised how his national rental car 20 at the Omni Orlando Resort at
company has taken steps to become ChampionsGate. Leo Cyr, vice presienvironmentally friendly.
dent of the NGA’s auto glass division,
“Our goal is to ensure that our pas- announced during the conference
senger vehicles and the fuel they use that the conference likely will migrate
are acceptable to society,” he said.
into GlassBuild America in 2010. ■
The company also has partnered
with the National Arbor Day FoundaPenny Stacey and Charles Cumpston
tion, and has developed a website,
are editor and contributing editor,
www.keystogreen.com.
respectively, of AGRR magazine.

◗

Breakout sessions were part of the conference’s re-tooling for 2008. The conference is expected to fold
into the GlassBuild America show in 2010.

“There are as many ways to go
green as there are to play golf.”
— D o u g L i n d e r e r, G o - G l a s s C o r p .

W

hen Curtis Hooper of Fernandina Beach, Fla., traveled to Columbus, Ohio, in
January for the Best of Belron’s United
States competition, his goal was to
finish in the top five of the 11 contestants present.
“But I won,” the first-place champion in the competition says humbly.
Now, Hooper is packing his bags for
another competition, the international Best of Belron competition in
May. The competition, which draws
competitors from regional and national competitions around the world,
will be held in Nuneaton, United
Kingdom, May 14-15.

Hangin’ with

Curtis
Hooper
Best of Belron US Champion Gears
Up for International Competition
by Penny Stacey
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“If you were
to watch the
contestants
perform, pretty
much the guys
you expected to
win did. Most of
the guys who
competed but did
not win vowed
that they’ll be
b a c k n ex t t i m e. ”
—Glen Moses,
Safelite/Belron US
Hooper, who has been in the auto
glass industry for approximately 20
years, advanced to the national competition after taking first-place in his
region’s competition in Charlotte,
N.C. This is his second stint with Safelite/Belron US. He worked for the
company in the early 1990s before returning three years ago.
“The benefits are great and the
company’s great—and you get a
chance [at events like this one] to
show what you can do,” he says.
To pick its contestants from around

www.agrrmag.com

the country, Belron US first selected
technicians to take an online test by
looking at their warranty and customer
satisfaction rates. Once they were selected for having high rates of both,
they took an online test, and the highest
scorers went to regional competitions.
Six of these were held throughout the
United States, and the top two winners
from each competition went to Columbus. (One of these was unable to attend
due to a family emergency, leaving the
competition with 11 contestants.)
The national competition consisted
of another online test, a windshield repair, a sidelite replacement and a
windshield replacement, along with a
customer service interaction portion.
“Apparently I did the best, but from
what I understand, it was very close,”
Hooper says.
And how does Hooper feel about
heading
to
the
international
competition?
“I think that’s going to be really intense,” he says. “You go up against 11
other guys that are the best in the
United States, but now you’re going
up against 25 that are the best in the
world … You’re talking some of the
best guys in the world to [handle]
auto glass. To have an opportunity to
compete in something like that [is

Hooper took home $5,000 from the U.S. competition.
something] I never thought would
happen to me.”
Hooper took home $5,000 and a
trophy from the competition; the winner in the United Kingdom competition will take home a full-year’s salary
of $40,000.
Brad Wilmoth, a technician from
Grand Rapids, Mich., took second,
and also will travel to the Best of Belron in May; he was awarded $2,000;
Shawn Britt of Williamsburg, Va., took
home third-place and $1,000.

The Event
While Hooper, Wilmoth and Britt
eventually emerged as victorious, Glen

Hooper, shown here, is an avid surfer during his time off the job.
www.agrrmag.com

Moses, technical quality manager for
Safelite, says the competition was
close.
“Partway through the day after the
contestants had done the online quiz,
customer service interaction and
windshield repair, there were only five
points separating the number-one
contestant from the number-eleven
contest,” he says. “It was close.”
Judging was based on a list of about
200 yes-or-no questions that Moses
developed.
There were 22 total judges, two for
each vehicle. The cars used in the
competition were 2008 Nissan Altimas and the questions used were developed specifically for this vehicle.
Moses said in developing the competition—which the company only
had a few months to do since it was
purchased by Belron just last March—
his main goals were to make it fun
and fair.
“From all the feedback I got, those
goals were met,” he says. “People had
a lot of fun and thought it was fair … If
you were to watch the contestants
perform, pretty much the guys you
expected to win did. Most of the guys
who competed but did not win vowed
that they’d be back next time.”
■

◗

Penny Stacey is the editor of AGRR
magazine.
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Honest
and Truly
Green
St e p Insi d e
Be n d, Ore .b a s e d Gla sWel d
by Debra Levy
ow do you respond to people
who thought that you were
crazy when you first started
in the auto glass business?”
It’s a question that brings no denial
or consternation from Mike Boyle, the
president of GlasWeld in Bend, Ore.
“I had fresh ideas and I asked a lot
of questions,” he says, smiling. “If you
are not in the right environment to do
those things, it can kill you. I needed
to be tough, which I was, and not back
off, which I didn’t.”
Boyle had just joined GlasWeld in

“H

Mike Boyle and his wife, Lori, strike a pose outside the
GlasWeld headquarters in Bend, Ore.
2000 and burst onto the national repair scene when he made a presentation at the 2004 National Windshield
Repair Association’s (NWRA’s) annual
convention. He made his debut in a
memorable speech that challenged
the status quo.
“When you are new to any industry, you don’t have perspective. You
also don’t have pre-conceived notions
about how things work. I looked at the
glass industry very differently than a
lot of people,” Boyle said during a visit
to his offices late last year. “I was

Round the Bend
Located in Central Oregon at the eastern foothills of the Cascade Mountains, Bend is a hidden treasure of the Northwest with a fast-growing population of just less than 80,000. Bend is noted for its scenic setting, year-round
recreational activities and growing economy. At an elevation of 3,625 feet, the
city covers 32 square miles. It offers world-class skiing, a delightful downtown
and great vistas from every location.
Bend has attracted Californians and other Silicone Valley-ites with its pristine
air, wide-open spaces and beautiful view of the mountains. In addition to
GlasWeld, both Cardinal Industries and JELD-WEN, a window manufacturer, operate plants there. “Almost every Cardinal plant uses our scratch removal system,” says GlasWeld president Mike Boyle. —DL
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amazed and disappointed by it. It is
very, very politically driven, very selfish. So I asked a lot of challenging
questions. This led some people to
ask ‘who is this person and why is he
rocking the boat?’”
“I had some fresh ideas about
things,” he continues. “I believe this
can be an admirable industry where
people can be proud of what they do.
No one had heard that before and it
rankled some people. One trade association even had me investigated unfairly. They later apologized and
retracted their investigation.”
So was Boyle’s reputation as a
rebel-rouser well deserved?
“No,” he says. “I believe in candor. I
love [former GE president] Jack
Welsh’s style of management. I speak
my mind because I want change. You
have to identify a problem to change
it. This industry had problems and
needed some dialogue around them.”
How Boyle came to work at
GlasWeld is a series of coincidences
culminating in a confluence worthy

www.agrrmag.com

(On left) GlasWeld has its own chief morale officer, a Jack Russell Terrier named Joey. Joey is shown here with
chief technical officer Randy Mackey. (on right) Ruth Sayers (left) serves as sales manager for the Bend, Ore.based company, while Chris Boyle (right) serves as director of training.
of Horatio Alger. “After going to
school in Lake Tahoe, I moved to
Southern California and ran a ski and
boat company,” he recounts. “We had
a great shop—water ski equipment
and ski boats and tournament ski
boats. We reinvented that industry
back there.”
“I did that for a long time, then my
wife, Lori, had a family tragedy and really wanted to be closer to her mom in
Bend. We moved and I started Talkpad—a notebook computer that uses
voice recognition to drive it. This was
all just before the Internet bubble
burst. Then it did burst and that market changed. I took some time off. I
coached baseball—won a state championship. It was a Cinderella story.”

Could This Be Kismet?
What happened next is what
Boyle calls his kismet moment.
“I had purchased this new van and
noticed as I was leaving the lot that
there was a chip in the windshield. I returned to the dealer and was told a repair was possible,” he says. “I did not
know about repair, nor was I interested. The service manager explained
the safety role of a windshield and said
that he could repair with a full warranty. ‘Yeah, right,’ I thought. That was
my first experience with repair. The
dealer told me that [General Motors]
would not be responsible for the roof
strength if the glass was replaced and
I had it repaired using the GlasWeld
system. I was amazed at the results.”

www.agrrmag.com

Then Boyle found out the company
was headquartered right in Bend.
So Boyle got out of coaching baseball and went in to talk to GlasWeld.
He started working as a sales consultant for the company in 2000 and
became president in 2003.
GlasWeld had been around the industry for more than 25 years (see box
on page 43), and though Boyle says it
was immature as a company when he
joined up, he thought it had all the ingredients necessary to be a great one.
“Our windshield repair system had
such value to the consumer, yet no
one knew about it,” he says. “We also
had a scratch removal product that
was under-utilized. Our products had
a great reputation but we weren’t taking advantage of it. I was beating my
head against the wall for awhile.”
“When I took over as president
and CEO, I decided we were going to
do whatever we had to do to become
the market leader,” he continues.
One of the first things the new
GlasWeld did was re-brand itself.
“We had a slightly comical branding
initiative that just didn’t fit with the
idea of quality. A brand is like an iceberg—you only see the tip of it. We
refocused seriously on quality and
service. I don’t think there’s another
company in the world that offers the
service we offer,” he says.
The efforts led to rapid growth for
GlasWeld. Today, its products are
used in every state and 50 countries
including all of Europe, Asia and the

Middle East.
And Boyle is no longer considered
the industry’s loose cannon. Instead, he’s worked hard to become
its conscience.
“Training is the most important
thing we provide,” he offers. “Customers buy both the system and the
training, but the system is nothing
without proper training. We focus on
quality. Everything we offer, except for
two items, is made in the United States.
All our machinery is made here and
nothing is manufactured offshore.”

When Ignorance Isn’t Bliss
The answers come easily when
asked what surprises him most
about the AGRR business. “Ignorance and the lack of understanding,” he says. “The value of the
technology we have to offer the consumer is amazing. I fly 150,000 miles
a year and have never sat next to
anyone who understood glass repair.
In fact, most people I’ve met who’ve
had it done have been dissatisfied …
They either had it done a long time
ago or didn’t have their expectations
properly set.”
He continues, “There’s been very little commitment to innovation and science by this industry. Windshield repair
was considered a necessary evil … The
glass industry doesn’t understand the
great service that repair provides.”
You can sense Boyle’s frustration
continued on page 42
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Honest
and Truly Green
continued from page 41
growing as he expands on the topic
when asked about the challenges the
industry and his company face.
“There’s been very little commitment to innovation and science by
our industry. Repair has been considered just a necessary evil and little
more,” he says. “The replacement
glass industry doesn’t understand the
tremendous service repair provides.”
“The biggest challenge the repair
industry has is informing and educating its customers and consumers
as to the value of our products and
services. It doesn’t do me any good
if the customer does not get a good
return on his investment. Our
biggest contribution to them is returning their investment. With the
right effort the customer can get a
far better return out of us now than
ever before,” he adds. “Controlling
growth is our company’s biggest
challenge, and that’s a good one to
have. And we have some non-traditional ethical conditions that challenge us occasionally.”
Boyle is referring to the hands-off
ownership of GlasWeld by shareholders. “My responsibility is to the share-

Easy Being Green
GlasWeld spent months putting its green initiative in place. The staff there offers
the following advice to companies trying to begin their own programs:
1. Start small. Trying to go green all at once is like trying to eat an elephant. Take
one step at a time.
2. Investigate some of the credits available to your company. There are tax
credits available for certain credits and green energy credits that can be bought.
3. Recycle. Paper is an obvious material for recycling, but there are tons of other
products used by companies that can be recycled. Printer cartridges, packing materials (GlasWeld shreds packing foam and reuses it) and glass all can be recycled.
4. Do a paper audit. Ask yourself “do I really need to print these?” Most information is available in the computer system so printing may not be necessary.
5. Conduct an energy audit. Most local utilities will come in and show you where
you are wasting energy and provide ideas for improvement.
6. Ask questions. Include environmental considerations when purchasing new
equipment. Give each choice an environmental rating just as you would an efficiency
rating.
7. Check the fleet. Encourage or provide incentives for employees to carpool or
take mass transportation. Choose hybrid or fuel-efficient vehicle models for your company’s own fleet.
8. Repair. Repair glass, rather than replace it, whenever possible.
9. Do the basics. Shut off computers at night and don’t plug a phone charger in
unless the cell phone is charging. These are big energy-wasters.
10. Spread it around. Ask your vendors, your customers and your employees what
they are doing to become green.
holders, the employees and the customers,” he says. “It took awhile for
me to understand the values that are
important to our owners, but we
work it through with candor and an
understanding of the company’s
long-range goals.”
Boyle’s quest to become an effective leader led him through some
painful “moments of truth,” though.

GlasWeld utilizes the Q-Panel Weatherometer to simulate short-wave
sunlight, in an effort to compare different types of polymers and
stabilizers. In addition, it provides moisture simulation to provide a
realistic portrayal of how a material will react when exposed to moisture.
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Moments of Truth
“When I became president, we had
a policy of appeasement,” he says.
“Decisions were made for their consensus value. This meant most people
in the company didn’t know where
anyone stood or what they believed in.
I called all the employees together in a
room with a chalkboard and asked
them to tell me everything they didn’t
like about the company. Remember,
I’d worked there for a few years at that
point. Fifteen employees stayed. We
filled two flip charts full.”
What employees asked Boyle for
was more help in understanding
GlasWeld’s long-range goals.
And then there was the kicker. “It’s
too much about you and not enough
about us,” they told him.
“It doesn’t matter whether they
were right or not,” says Boyle, “because this is the way they felt. They
cannot be wrong in their feelings.”
“My first impulse was to fire back at
them,” says Boyle, “but I kept it in
check.”
Instead he worked against type.
“That day changed me forever. I
learned I had to make changes in
order for us to grow. I learned to surround myself with people who are bet-
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GlasWeld uses the Gflex system to illuminate the impact of
stress on a repaired area through the use of specialized
photography. Above: Training director Chris Boyle shows
president (and Dad), Mike, some testing results in the
illuminated repair image in GlasWeld’s dark room.
ter than me. Delegating is the hardest
thing I’ve ever done. But I did it, and
with it raised our standards of quality.”
GlasWeld uses the processes set
out in the Malcolm Baldridge Quality
Awards program to run the company.

Going for the Green
Boyle feels that GlasWeld’s green
initiative is the next logical step in the
company’s growth. Environmental
stewardship is also a personal issue for
him. His green initiative has affected
every single part of the company. On
this point, Boyle is adamant: being
green requires a seismic shift in how
companies operate. “Being green, really green, involves way more than just
recycling paper,” he declares.
“We started by conducting an energy audit and moved forward from
there. We changed everything—the
energy we buy, the transportation we
take. We will be a paperless office in six
months,” he says. “We want to have a
substantial impact on decreasing the
carbon footprint of this industry.”
“We, as the glass repair industry,
need to provide more education. People think auto glass can be recycled,
but it can be only in very limited
cases. There’s a glass company near us
that drops 12 tons of broken glass a
week,” he says.
GlasWeld uses the polar bear as the
symbol of its green initiative. Boyle
says that every time he researched
global climate change in preparation
for the green initiative, the plight of
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the polar bear was in the forefront.
“We are watching them become extinct before our eyes because the ice
they live on is melting. Polar bears can
swim up to 60 miles before they begin
to drown, and they are drowning
everyday. The landmasses they used
to walk on have melted,” he says.
“Five years ago, I would have kicked
myself out of the building for talking
like this. It sounds too left-wing liberal
to me. But this is an initiative that the
glass repair industry must embrace.
We can coalesce around it. Being green
has made GlasWeld more profitable. It
can make the whole industry more
profitable as well. That’s the great side
benefit,” he says. (For what you can do,
see box on page 42.)
Boyle admits that there has been
some backlash against the company’s
efforts. “We’ve had a few customers
who sent letters telling us they are not
getting on the green bandwagon—
just a few,” he says.

Boyle’s efforts have not gone unnoticed by the glass industry. He chairs
the Green Committee of the NWRA
and has spoken on the subject at the
group’s annual convention. Yet he
feels the glass industry, as a whole,
particularly those in replacement,
does not fully understand the benefits
of such an initiative.
“The glass industry is very skeptical.
The repair community is out in front
on this. I’m wildly optimistic about the
future of this effort. It’s a real paradigm
shift,” he adds. “It’s our legacy.”
Legacy is something that has been
on Boyle’s mind since he burst into
the business 9 years ago. “I’ve mellowed and learned what’s important,”
he says. “The glass industry is a cookie
with some big nuts sprinkled in. For a
while, I was one of the nuts. But I’m
not anymore.”
■

◗

Debra Levy is the publisher of AGRR
magazine.

A Company History
GlasWeld was founded by a Novus licensee named Hap Alexander, who expanded on
what he had learned at Novus to develop new proprietary products beginning in 1978.
Together with his son, Von Alexander, and son-in-law, Thomas Spoo, he founded
GlasWeld five years later.
In 1986, GlasWeld developed the industry’s first tinted resin for auto glass repair.
According to GlasWeld, tinted resins allowed windshield repair technicians to have
good results when repairing certain types of damage. For example, GlasWeld’s website
says its gray-tinted resin was developed for repairing star breaks, because its color
hides the reflectivity of this kind of break.
The company is also a supplier of repair equipment and a scratch removal system
called G Force. GlasWeld also offers extensive training on its equipment, which today
is used around the globe.
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Repair Round Up
nwra reports

PaulS@glassmedic.com

NWRA – We Certify

f ocu s

on

REPAIR

by Pa u l S y f ko

T

HE NATIONAL WINDSHIELD
Repair Association (NWRA)
proudly announced the launch
of its repair technician certification
program in November 2007. At the
time of this writing, we are averaging
one new certification applicant every
day for 2008. I also am proud to relate
that our program applicants are finding the materials and testing to be
comprehensive and challenging. We
are well on our way toward creating an
industry-recognized and highly respected program.
One of the purposes of our pro-

gram is to advance the importance of
windshield repair and to increase the
number of repairs done annually. We
feel that this program will help accomplish these goals by creating a
technical and ethical learning base
for our industry that is recognized by
consumers and insurance companies alike. Our desire was to create a
program that furthers these causes
in the most economical and prudent
means available. That is why the
NWRA certification program incorporates the latest Internet technology and the resources of the

Who are the NWRA Practical
Assessment Administrators?
Current NWRA Practical Assessment Administrators (PAA) are:
Crack Doctor Windshield Repair, The;
Cindy Rowe Auto Glass;
Delta Kits Inc.;
Fas-Break Inc.;
Glass Technology Inc.;
Liquid Resins International Ltd.;
SuperGlass Windshield Repair Inc.; and
Techna Glass Inc.
Training materials are available for the program for a mere $29 and the final
exam costs only $39 for members. Certification is valid for two years. In order to
maintain certification, each person must successfully complete two learning units
during the two-year period above and three units each year thereafter.
The program is based on the Repair of Laminated Auto Glass Standard (ROLAGS),
which NWRA helped to create. Certification shows that those certified understand the
steps necessary for a company and its technicians to be in compliance with ROLAGS.
Read more and get started at www.nwrassn.org/certification.php.
•
•
•
•
•
•
•
•

Fee Schedule

NWRA Member

Non-Member

Certification Manual & Exam (single*)

$55

$95

Certification Exam

$39

$79

Certification Training Manual (single*)

$29

$59

Certification Training Manual (annual*)

$49

$79

* The NWRA Certification training manual may be purchased for a one-time use or
for unlimited use with an annual fee.
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industry suppliers and trainers. In
order to earn NWRA certification an
applicant must have six months experience, correctly perform a repair
before an approved administrator
and pass a written exam administered on the Internet. This is the only
training program that requires both
a written and practical (hands-on)
assessment.
The six-month experience prerequisite provides a long enough time
period for individuals who live in
temperate climate zones to have experience performing repairs through
seasonal climate changes. NWRA
also believes that passing an exam is
not proof enough to determine if a
technician can repair a break correctly. Therefore, we have mandated
a practical portion of the certification where a technician must actually demonstrate a repair. NWRA will
provide numerous occasions for applicants to fulfill this requirement
annually. But applicants may also
complete the practical portion of
their certification by performing a
repair for a Practical Assessment Administrator (PAA). PAAs are industry
trainers, retailers, suppliers and even
company owners and managers who
have created training programs for
repair. These companies have allowed NWRA to audit their programs
to ensure their program and ours do
not conflict. A complete list of participating companies can be viewed
in the box at right.
■

◗

Paul Syfko is president of Glass Medic
America in Westergate, Ohio, and
serves as president of the National
Windshield Repair Association (NWRA). Mr.
Syfko opinions are solely his own and not
necessarily those of this magazine.
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WGR Reports
repair news

ROLAGS NEWS

ROLAGS Meets in Tucson

GlasWeld Spreads “Green” Around Europe
Bend, Ore.-based GlasWeld visited its European distributors in The Netherlands,
Sweden and the United Kingdom in November 2007 to educate them on its own dedication to “green” and the National Windshield Repair Association’s (NWRA) new
Green Initiative (see related story in November-December 2007 AGRR, page 46).

NOT JUST ANOTHER
WINDSHIELD TOOL!

AVOID
•

H.A.V.
pains strains
injury fatigue

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

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

NO GLASS BREAKAGE
NO VEHICLE DAMAGE
POWERFUL
QUICK ADJUST
POWER & STROKE
SMOOTH & QUIET
WEIGHS ONLY 2.4lb
TOOL LASTS
5 to 10 YEARS+
TOUGH, FLEXIBLE
SERRATED BLADES
EASILY CUTS HARD
& WIDE URETHANE
ALL BLADES CAN ALSO
BE USED IN MANUAL
BLADE HANDLES
www.agrrmag.com

With BTB's power tool
there's no more pulling
manual cold knives or
long knives below dash

7 Blade 'Classic'
Kit (WKCLS)

11 Blade 'Technician'
Kit (WKTEC-BX)

Ask for
a Promo
CD

Easily Cut Below
Any Dashboard

NEW!

WK6 "Winged"
Pinchweld Scraper
Blades

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

25 Years

Supporting Vehicle Manufacturers including

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

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

WK10HD
Air Power Tool

 Hand
 Arm
Vibration

ISO 5349, ISO 8662

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

COMPANY NEWS

“We’re at the stage now where we’re
talking about the type of testing,” Beveridge told the whole committee. “We’re
going to do this on two levels: one on
what tests are available and one on the
real world of testing and its results.”
He estimated that it would be a
year or two before the subcommittee
would be able to come back to the
committee with a recommendation
on the results of its work.
Jackie Newman, president of Redline
Inc. in Austin, Texas, was chosen to
head up the new marketing committee.
❙❙➤ www.rolags.com
■

on

Keith Beveridge, senior vice president
for the Savage, Minn.-based Novus Glass
and head of the product performance
subcommittee, reported that the group
is trying to prioritize the various issues
involved in product performance and to
decide what it is important to test.

f oc us

T

HE REPAIR OF AUTOMOTIVE
Glass Standards Committee
(ROLAGS) met during the National Auto Glass Conference in Tucson, Ariz., and Jay Sampson was
approved as the new chairman (see related story on page 36).

the showroom
new products

SOFTWARE
GlassMate Software
Provides Speed
Mitchell International’s GlassMate
software provides quick look-ups,
quote functions, work orders, invoicing
capabilities, parts information and VIN
decoding—all with access to the complete National Auto Glass Specifications International (NAGS) listings.
GlassMate’s out-of-the-box electronic
data interchange (EDI) provides functionality support for LYNX Services,
Safelite, Harmon Solutions Group and
Teleglass also reduces billing costs.
In addition, GlassMate includes optional add-ons, such as QuickBooks®
export functionality as well as GLAXIS
integration capability for day-to-day
business operations. A free 30-day trial
of GlassMate may be requested by visiting http://glass.Mitchell.com.
Glassmate requires a processor of
Pentium quality or higher, 90 MHz with
Windows XP, 2000 or 2003, 400 MB disk
space, a CD read-only memory drive
and a modem or broadband Internet
connection for EDI. An annual license
for a single user includes all NAGS data

updates, toll-free service and support,
free training and software enhancements during the license period. The license is $695 per year for a single user.
❙❙➤ http://glass.mitchell.com

eDirectGlass Provides
Office on the Go
eDirectGlass software products are
Internet-based, making it possible for
retailers to work from anywhere at
any time. eDirectGlass is available in
three configurations: eDirectGlass
TSM Enterprise edition for AGR shops
with multiple geographic locations;
eDirectGlass TSM Gold edition with
complete management and point-ofsale, including limited accounting;
and eDirectGlass TSM Lite edition
with complete management and
point-of-sale for repair-only companies. All editions include free EDI.
Customers also can add the eDirectGlass Mobile Merchant add-on to any
account and accept credit cards and
checks in the field.
eDirectGlass doesn’t require a software installation since it is Internetbased. Online technical support is
available 24 hours a day, seven days a

week, and telephone and LiveHelp
support is available 12 hours a day,
five days a week.
❙❙➤ www.edirectglass.com

TOOLS
PipeKnife Offers Range of
Lengths in Latest Knives
The PipeKnife® Co. in Lakewood,
Colo., is introducing a new line of
sealant cutout knives manufactured
from long-lasting steel. The 9-, 14-, 18and 24-inch flat long knives provide
the
technician with a
product to meet every
need when cutting urethane. Manufactured from highstrength cold-rolled steel and
engineered with a special weight-saving design, the new knives also have a
specially designed “pillow cushion”
handle to provide the comfort for the
technician.
❙❙➤ www.pipeknife.com

REPAIR KITS
PRISM is Now Patented

BLADES
BTB Introduces New Anti-Scratch Pinchweld Blades
BTB Tools North America’s newest pinchweld scraper blades are designed specifically to protect the pinchweld from accidental scrapes and scratches. The WK6
“Winged” pinchweld scraper blades are available
from Shat R Proof Corp. in Savage, Minn.
The new pinchweld scrapers are an update
of the popular WK6 pinchweld blades. The
unique design of these blades with the
specially sharpened “wing” on each end
of the cutting face will ensure the blade will
not slip to one side or cut through the urethane bead. This will prevent damage to the base
coat, e-coat and the vertical pinchweld wall to ensure
a safe removal of the excess adhesive bead from
pinchweld.
The new WK6 comes in three sizes to match any sized urethane bead and can
be used with or without the WK10HD windshield removal power tool.
❙❙➤ www.shatrproof.com or www.btbtools.com
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Durango, Colo.-based Glass Technology has announced that its
“PRISM” Dry Vacuum Injector has
received patent status. The “PRISM”
dry-vacuum injector, which has been
available for more than three years,

continued on page 48
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IGA Annual
Convention and
Spring Auto Glass Show™
It’s a Wise Move
When You Exhibit
Attend
2008 IGA Annual Convention and
Spring Auto Glass Show™ co-located
with the Americas’ Glass Showcase™

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

For more information or to register,
visit www.iga.org
"Lighting the way to a better future."
®

INDEPENDENT

Glass Association

™

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

AGRSS-REGISTERED TRAINING PROGRAM AVAILABLE

the Showroom
continued

utilizes a process that extracts the air
from the break prior to injecting
resin adhesives into the windshield
damage. This vacuum step is labeled
a “Dry Vacuum” because the air is removed before the resin contacts the
glass, resulting in a more effective
and complete air extraction, according to information provided by the
company. Once the air is extracted,
the resin is injected into the repair
with very little pressure, thus allowing the resin to fill the repair entirely
to create strong adhesion.
❙❙➤ www.gtglass.com

pool is placed onto the glass, decreasing the time it takes to repair
stars and combination breaks. Average repair time is five minutes, including curing, according to the
company .
❙❙➤ www.supercinch.com

Extra, Extra (Angles)
Glass Pro Systems says its Super
Cinch windshield repair tool provides high-quality repairs at any
angle. The tool is designed to remove
the air and moisture before a resin

ADHESIVES
Find Your
Origin™ at SRP®
Shat R Proof Corp. in Savage,
Minn., has a new adhesive, Origin, which it says has a safe
drive-away time of four hours at
70 degrees Fahrenheit on a vehicle with dual airbags.
SRP says Origin is affordable,
but still offers high decking and
viscosity properties.
“The SRP Origin is a product
we are all very excited about,”
says Glenn Jarrard, Southeastern
U.S. sales for SRP. “It allows us to
participate in certain segments
of the auto glass market that we
haven’t been able to in the past, especially with a high-quality product.”
❙❙➤ www.shatrproof.com
■
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industry insiders
people in the news

KUDOS
Belron® Holds Triathlon for
South African Organization
More than 560 Belron employees
from 13 different countries competed
in a triathlon in London last August to
raise money for MaAfrika Tikkun, an
organization that assists disadvantaged and impoverished communities
in South Africa.
Six of the 560 were from Belron US:
• Geoffrey Cowles, computer operator
shift supervisor in Mount Vernon,
Ohio;
The Belron US team poses with CEO Gary Lubner, Belron US chief operating
officer Rich Harrison and Belron SA chairman Ronnie Lubner. From left to • Brian Ehrlich, production scheduler in Columbus, Ohio;
right: Ward, Groves, Gary Lubner, Ehrlich, Harrison, Weger, Fiegel, Cowles
• Brent Fiegel, warehouse lead in
and Ronnie Lubner.

DEATHS
CRL Vice President
Audette Passes Away
C.R. Laurence Co. Inc. (CRL) vice president Jim Audette, who also served as assistant to the company’s president, passed
away on December 9 at the age of 67. Audette was with with CRL for 44 years.
Audette was heavily involved with the
development of many of CRL’s products. He
also helped create CRL catalogs, and assisted in the design and construction of
many of CRL’s facilities, both the headquarters campus and the branch warehouses.
“He was a true professional and a great
friend,” says Don Friese, CRL chief executive officer. “He contributed so much to
this company. He was one of the most talented people ever to be a part of CRL. He
will be deeply missed by all of us.”
Audette is survived by his wife, Ramona, and three children.

PPG Auto Glass Employee
Killed in Accident
A PPG Auto Glass employee, Edward
W. Kocian, 61, was on January 25, after
a car accident in Westmoreland County,
Pa., while on his regularly scheduled
route. According to reports from the
Pittsburgh Post-Gazette, Kocian’s vehicle
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struck a garbage truck.
A statement issued by PPG says company officials are in contact with the
Washington Township Police and are
reaching out to Kocian’s family to provide assistance as needed.
“PPG will conduct an investigation
into the cause of the accident and will
cooperate with local law enforcement
officials,” reads the statement. “The
thoughts and prayers of all of PPG’s employees are with the Kocian family as
they seek to cope with this tragic loss.”
Kocian is survived by a daughter,
Merry K. Kocian, and a son, Michael Kocian, both of Columbia, S.C., and two
brothers, Richard Kocian of McDonald,
Pa., and Kenneth Kocian of Pittsburgh.

Bell’s Glass
Owner Passes Away
James L. Bell Sr., 58, of Sissonville,
W.Va., the owner of Bell’s Auto Glass in
Charleston, W.Va., passed away on January 29. He worked in the auto glass industry for 35 years.
Bell is survived by his wife, Linda Bell;
son, James L. Bell Jr. and his wife, Tina,
of Fort Mill, S.C.; a daughter, Michelle
Songer and her husband, Kevin, both of
Sissonville; a brother, John A. Bell of
Charleston; a sister, Sandra J. Turner of

Sissonville; and several grandchildren.
Bell was cremated, as was his wish,
and a memorial service will be held at a
later date.
In lieu of flowers, the family requests
that donations be made to HospiceCare,
1143 Dunbar Ave., Dunbar, W.Va., 25064.

Harlingen Glass Founder
Gonzales Passes Away
Claudio Gonzales, the founder of Harlingen Glass Co. in Harlingen, Texas,
passed away on February 26 at his home.
Gonzales also was a founding member of
the Texas Glass Association (TGA), a past
president of the TGA and a past president
of the Rio Grande Valley Glass Association.
Gonzales, who retired from Harlingen in
2001, died of a heart attack at the age of
76. He is survived by two daughters, Sandra Tovar and Jerry Ingles, and five grandchildren. He was preceded in death by his
wife, Dora, who died earlier this year.
“We owe Claudio a great deal of thanks
for his efforts to help build the TGA,” says
Ray Soliz of Harlingen Glass Co., who also
serves as a TGA board member and has
known Gonzales since 1986. “He was very
influential—he was a mentor.”
Soliz and Gonzales founded two companies during their time working together, Custom Glass and Coastal Glass.

www.agrrmag.com

Davenport, Iowa;
• Paul Groves, director, materials
management in Columbus;
• Jeremy Ward, contact center coach
in Columbus; and
• Matt Weger, IT director in Columbus.
Fiegel, who has been running for
about three years and has participated in several marathons, says he
was excited to have the opportunity to
run in the triathlon. He says he only
learned of the event about three
weeks before it occurred—but trains
so often anyway that it was no problem for him to prepare.
“Well, I am kind of in constant training mode,” Fiegel says. “I’m training
now for a fall marathon.”
Fiegel was in London for five days
for the event, and the team placed
32nd out of 52 teams.
“It was a great experience. I can’t
wait until next year,” Fiegel says.
Ehrlich, who bicycled 40 kilometers
in the competition, says this was his
first competition of this sort.
“We got kind of late notice, but we
made it,” he says.
Ehrlich already was an avid athlete,
but hadn’t focused on cycling before.
“I did the bike leg, and as far as biking, I just started doing that right as I
found out I was to go.”
As for this year, he hopes to return—
but expects the competition to be a bit
steeper within the company.
Either way, though, he expects the
2008 team to have a strong showing.
“Next year we’ll win,” Ehrlich says.
Ward had also participated in
triathlons before, but not of this scale,
he says. In the Belron event, he participated in the cycling portion.
Ward says, “Luckily, I was already
kind of in shape, so I kept doing my
daily routine, and I just had to get
ready for the bike portion.”
And is Ward returning next year?
“I definitely plan to register for a
couple more [events] in the States and
go back next year and do [the Belron
triathlon] again as well.”
■
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Professional Windshield Repair Products

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

March/April 2008 AGRR

51

on the road
calendar of events

D A Y / P L A N N E R
April 10 - 12, 2008
Glass TEXpo™ 2008
Co-sponsored by the Texas Glass
Association and AGRR magazine.
Henry B. Gonzalez
Convention Center.
San Antonio, Texas.
Contact: AGRR at
540/720-5584 or visit
www.glassexpos.com/texpo.php.
May 1-3, 2008
Independents’ Days Conference
and Spring Auto Glass Show™
Sponsored by the Independent
Glass Association (IGA).
Cashman Center.
Las Vegas.
Contact: IGA at 540/720-7484
or visit www.iga.org.
September 16 - 21, 2008
Automechanika Frankfurt 2008
Sponsored by Messe Frankfurt.
Messe Frankfurt GmbH.
Frankfurt, Germany.
Contact: Messe Frankfurt GmbH

at +49 69 75-6457 or visit
www.automechanika.messefrank
furt.com.
November 4-8, 2008
NACE Expo
Sponsored by the
Automotive Service Association.
Mandalay Bay Convention Center.
Las Vegas.
Contact: www.naceexpo.com.
November 5-6, 2008
Auto Glass Replacement Safety
Standard (AGRSS) Conference
Sponsored by the AGRSS Council.
Mandalay Bay Convention Center.
Las Vegas.
Contact: AGRR at 540/720-5584
or visit www.agrss.com.
November 6, 2008
Third Annual
Walt Gorman Memorial
Windshield Repair Olympics
Sponsored by the National
Windshield Repair Association

(NWRA) and AGRR magazine.
Mandalay Bay Convention Center.
Las Vegas.
Contact: NWRA at 540/720-7484
or visit www.nwraassn.org.

IGA and AGRR magazine.
Mandalay Bay Convention Center.
Las Vegas.
Contact: IGA at 540/720-7484
or visit www.iga.org.

November 7-8, 2008
Fourth Annual Auto
Glass Technician Olympics
Co-sponsored by the
IGA and AGRR magazine.
Mandalay Bay Convention Center.
Las Vegas.
Contact: AGRR at 540/720-5584
or visit www.glassexpos.com.

December 8-10, 2008
Glass Expo Midwest™ (GEMS)
Sponsored by AGRR magazine.
Renaissance Schaumburg Hotel
and Convention Center.
Schaumburg, Ill.
Contact: AGRR at 540/720-5584
or visit www.glassexpos.com.

November 7, 2008
NWRA Annual Conference
Sponsored by the NWRA.
Mandalay Bay Convention Center.
Las Vegas.
Contact: NWRA at 540/720-7484
or visit www.nwraassn.org.
November 8, 2008
IGA Fall Conference
Sponsored by the

2009
March 25-26, 2009
(NOTE DATE CHANGE)
Glass Expo Northeast™ 2009
Sponsored by AGRR magazine.
Hyatt Regency Long Island
at Wind Watch Golf Club.
Long Island, N.Y.
Contact: AGRR
at 540/720-5584.
■

WE SUPPORT
AGRSS
STANDARDS
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SEEK AND FIND
classifieds

What Are You
Doing This May?
Make plans now to attend the
Independents’ Days Conference and
Spring Auto Glass Show™ in Las
Vegas. The event will be held May 13 at the Cashman Center. Visit
www.iga.org for more info.

Industry Services

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

To place a classified ad
please contact Janeen
Mulligan at 540/720-5584
x112 or e-mail
jmulligan@glass.com

THE SHOWCASE
directory of suppliers
Adhesives/Sealants

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

Auto Glass

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

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

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

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

Software

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

GLASS PRO SYSTEMS
1116 Deanna Drive
Rockford, IL 61103
815/713-4480 (phone)
815/713-2030 (fax)
www.supercinch.com

Tools and Supplies

GLASWELD SYSTEMS
29578 Empire Boulevard
Bend, OR 97701
541/388-1156 (phone)
541/388-1157 (fax)
www.glasweld.com

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

To become a part of the directory of suppliers, call
Janeen Mulligan at 540/720-5584 x112
or e-mail jmulligan@glass.com
Listings start at $350. Don’t miss out!
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LIQUID RESINS/A.C.T
4295 N. Holly Rd.
Olney, IL 62450
618/392-3590 (phone)
800/458-2098 (toll free)
618/392-3202 (fax)
www.liquidresins.com
REPAIR SYSTEMS & SERVICES
GLASS MEDIC
7177 Northgate Way, Ste. C
Westerville, OH 43082
614/891-9222 (phone)
614/891-9227 (fax)
www.glassmedic.com
AEGIS TOOLS
INTERNATIONAL
PO Box 259688
Madison, WI 53725-9688
608/274-9254 (phone)
608/274-9395 (fax)
www.aegistools.com
info@aegistools.com
WINDSHIELD REMOVAL TOOLS
A.N. DESIGNS INC./
ULTRAWIZ®
111 Putter Lane
Torrington, CT 06790
860/482-2921 (phone)
860/482-8585 (fax)
WINDSHIELD REPAIR
SYSTEMS & SUPPLIES
BLUE STAR PRODUCTS INC.
355 Marcus Blvd.
Hauppauge, NY 11788
800/809-2993 (phone)
631/231-5544 (fax)
www.bluestar-products.com ■
www.agrrmag.com
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Company
AEGIS Tools International
A.N. Designs Inc.
BTB Auto Glass Tools
Carlite
Coach Glass
Creative Extruded Products
Delta Kits Inc.
eDirectGlass
EFTEC Aftermarket
Equalizer Industries
GlasWeld Systems
Glass Doctor
Glazex
Gold Glass Group
IBS Software
Independent Glass Association
Mainstreet Computers Inc.
Mygrant Glass Co.
Night Watchman Co.
Pilkington
Precision Replacement Parts
Quest Software Inc.
Shat R Proof Corp.
Sika Corp.
Unruh Fab Inc.

Phone
888/247-6000
866/482-2921
888/293-1816
734/666-2820
800/714-7171
800/273-1535
800/548-8332
480/993-0915
866/596-7772
800/334-1334
800/321-2597
800/280-9858
800/545-2770
800/448-5188
800/959-5500
540/720-7484
800/698-6246
866/956-5084
800/322-8867
866/377-3647
800/367-8241
800/541-2593
800/728-1817
800/688-7452
888/772-8400

Subscribe to

Fax
608/274-9395
860/482-8585
888/293-1896
734/542-0303
541/393-5896
937/667-3647
541/345-1591
240/526-1133
866/596-7778
512/388-4188
541/388-1157
254/745-5098
801/802-7770
631/981-4299
816/471-1939
540/720-3470
734/697-8228
510/785-3176
586/498-2301
419/247 3821
800/545-5083
989/224-7067
952/946-0435
248/577-0810
316/772-5852

Web Address
www.aegistools.com
www.ultrawiztools.com
www.btbtools.com
www.carlite.com
www.coachglass.com
www.creativeextruded.com
www.deltakits.com
www.edirectglass.com
www.eftecna.com
www.equalizer.com
www.glasweld.com
www.glassdoctor.com
www.glazex.com
www.gggcorp.com
www.ibssoftware.com
www.iga.org
www.mainstreetcomp.com
www.mygrantglass.com
www.nightwatchman.net
www.epremier.net
www.prp.com
www.questsoftware.com
www.shatrproof.com
www.sikaindustry.com
www.unruhfab.com

for FREE

or subscribe online at www.glass.com/subcenter.php
I want to start/continue my FREE SUBSCRIPTION to AGRR: J YES J NO

Print your name: ______________________________________________________ Title:________________________
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Avocations

life beyond the auto glass business

I Wanna Talk About Me
FAST FACTS
Name: Michael Preston
Day Job: Technician for Safelite Auto
Glass in Raleigh, N.C.
Alter Ego: Toby Keith impersonator
Favorite Toby Keith Song:
“American Soldier”
Other Hobbies: Playing guitar

M

OST DAYS, MICHAEL
Preston of Raleigh, N.C.,
works as an installer for
Safelite Auto Glass. But, every now
and then, he finds his inner spirit—
that which he shares with country
star Toby Keith. For the last six
years, he’s been impersonating
Keith on a semi-regular basis. He
performs mostly at children’s charity events and birthday parties
throughout the year.
Preston has been in the glass industry for approximately 15 years,
having started at Pilkington North
America (formerly LOF’s) distribution center in Charlotte, N.C. He has
since worked for a variety of glass
shops, including Danny’s Glass Shop
in Hampton, Va., and he worked for
Safelite once before in the late 1990s.
At present, he has been back with
Safelite for about three months.
How did you become a Toby Keith
impersonator?
I started getting into it about six
years ago. People kept telling me I
looked like him, and I later found out
we have almost identical backgrounds. The way I got started on
truly impersonating him, though, is
that one night a friend and I were out
and he kept bugging me to sing. Finally, I said, “There’s not enough
whiskey in this bar to get me to sing.”
I was wrong.
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Have you ever seen him in
concert?
Yes, several times, and I’ve
met him twice. I won a contest
once through his fan club and
got to see his final dress rehearsal before a show in
Nashville, Tenn.
Do you do any other impersonations?
No, [Toby Keith] is the only one
everyone else wants to see. After all,
I’m 6-foot, 3 inches, and 250 pounds—
he’s the one I look like.
Who are you other favorite artists?
I listen to all types of music—Alan
Jackson, Randy Travis and Charlie
Daniels. I can go back to Conway
Twitty and Don Williams too, but I’ve
also seen Metallica. I also have an appreciation for jazz. I just can’t listen to
pop music.
What’s your all-time favorite album?
Probably one of my all-time favorites is “2112” from Rush, which
was recorded in 1977.
What’s your favorite Toby Keith
album?
“Shockin’ Y’all” is my all-time favorite, but his latest album, “Big Dog
Daddy,” is an amazing album too.
Do you have any other musical talents or interests?
I just started to learn to play the
guitar. I’d love to get a band together
someday.
■

Preston
originally began
impersonating
Keith because
of the obvious
similarities in
their appearance.

How are your backgrounds similar?
We’re the exact same size, 6-foot 3inches, 250 pounds, we both drive
Ford trucks, we both played two years
of semi-pro football, four years apart,
and my stepson and his stepdaughter are the exact same age. His wife’s
name is Trish; mine is Tillie. And, in
the song “Whiskey Girl,” he mentions
a ’69 Mustang—that was my first car.
Both he and I were in the service
too—I served in Beirut, for four years
in the Navy, two in the Army. It was
dual service.
What semi-pro football team did
you play for?
The Charlotte Outlaws—and as
much of a cowboy as Toby is, our emblem was the bandit.
What types of gigs do you play?
Right now, mostly I work with charities for families with special-needs
kids. I don’t make any money doing it,
but I help kids and that’s what matters. I do it a couple times a year, and
for a birthday here or there.
What are your favorite Toby Keith
songs?
My favorite one is “American Soldier”—that’s one of my all-time favorites because it’s very personal to
me. “I Wanna Talk About Me” is one of
the most fun to do, and “My List” is a
great song to do because it’s about
taking the time to appreciate what you
have and spending time with family.

Calling All Readers
Do you have a fun hobby
you think would make an
interesting “Avocations”
story? If so, please e-mail
pstacey@glass.com.
www.agrrmag.com
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by Penny Stacey and Charles Cumpston

T

o figure out the future of the
industry—a burning question on most of our minds—
one doesn’t need a crystal
ball, one just needs a newspaper, according to Don Ableson, president of
Ableson Consulting LLC and former
executive director of the North American Specialty Vehicle Activity for General Motors. Ableson pointed out a
number of automotive headlines
from the last few months at the recent
auto glass conference in Tucson, Ariz.
“These headlines are precursors of
evolutionary changes that will be happening to our industry,” he said in his
keynote address. Ableson opened the
conference on February 12 to an audience of about 60 people. He pointed
out a variety of recent of headlines
that have appeared in the news, such
as ones dealing with changing global
economics, various economic factors
throughout the world and the fuel issues the world has been experiencing.
He also noted that with the economy in its current state, what customers are looking for is changing too.
“To succeed as a business today,
you must have the highest quality and
the lowest price,” Ableson said,
adding that this is compelling many
manufacturers to outsource parts
He also mentioned the possible sale
of PPG’s auto glass business to Platinum Equity and the litigation that has

followed (see related story in January/February 2008 AGRR, page 10),
along with the possible sale of some of
Ford’s glass plants.
“Time will tell the final chapter for
these two glass companies,” Ableson
added.
For future trends, Ableson noted
the explosion of panoramic sunroofs
(mentioning that he saw several in the
parking lot of the JW Marriott Starr
Pass Resort where the conference was
held), along with an increase in headsup displays. He also mentioned a December 23 New York Times headline
about Porsche possibly taking over
Volkswagen in the near future.
“The glass industry must embrace
the principles of the OEMs, including
global consolidation …” Ableson said.

Profits and People
After Ableson’s discussion, the
group broke into small groups to discuss a variety of topics from sales and
profit to utilizing technology.
Richard Voreis of Consulting Collaborative moderated a session on increasing sales and profits.
He started by explaining, “I’m
often asked how you can improve
your business and I say you have to
adapt to change. I see very similar
problems and issues at companies
that are having problems. You have to
be sure your employees are focused

and that they share in the need to
have a profitable company. If there’s
only one thing you take out of this
session, that’s it.”
Voreis had attendees fill in a 13question self-assessment of their
businesses, which focused on the
communication between management and employees.
He then asked attendees to share
what they had done to increase sales at
their companies. One person indicated
that he had hired an outside salesperson, while another said conducting
continuing education courses for insurance agents had been successful.
A lengthy discussion of yellow
pages versus Internet as a marketing
tool followed. Most said that they are
finding the Internet more successful
and that increases in the cost of yellow pages advertising is making the
decision to switch easier. However, it
was mentioned that the price of advertising online is also increasing as
more companies are using it and bidding on the costs of placement.
Part of the discussion of increasing
profits centered around employee incentive plans. In group discussion the
point was made that any incentive
plan has to be easy for the employee
to understand and that making
changes to incentive plans is fraught
with danger because people don’t like
change and may not understand why

©2008 AGRR Magazine, 540-720-5584, www.agrrmagazine.com, All rights reserved.

ROLAGS Meeting Held in Tucson
he Repair of Automotive Glass Standards Committee (ROLAGS) met during the National Auto Glass Conference in Tucson, Ariz., and Jay Sampson was approved as
the new chairman.
The product performance subcommittee is headed by Keith Beveridge, senior vice
president for the Savage, Minn.-based Novus Glass, and he reported that the group is
trying to prioritize the various issues involved in product performance and to decide
what it is important to test.
“We’re at the stage now where we’re talking about the type of testing,” Beveridge
told the whole committee. “We’re going to do this on two levels: one on what tests
are available and one on the real world of testing and its results.”
He estimated that it would be a year or two before the subcommittee would be able
to come back to the committee with a recommendation on the results of its work.
Jackie Newman, president of Redline Inc. in Austin, Texas, was chosen to head up
the new marketing committee. She said that in her opinion a good place to start is
to get more industry support for the standard.

T

the change will be better for them.
“Keep it simple,” Voreis advised.

Incorporating Technology
Joel Timmons, founder and president of Profitable Glass Solutions and
the author of a bi-weekly blog on
AGRR’s daily e-news site, glassBYTEs.com™, held a session on incorporating technology into your
business for efficiency purposes. Attendees also brainstormed ideas for
software needed to help with this.
One hot topic was the recent DOT
430 recall, and how additional technology could have made this easier for
shops to pull records to find out when
and where the recalled DOT 430 glass

had been used.
“We register the glass parts and write
them down, but to find these pieces,
we’ve got to get this information into
some kind of form,” said Dave Burns of
Ray Sands Auto Glass in Rochester, N.Y.
Bud Oliver of NAGS also chimed in,
noting that there’s been talk for a long
time of having standard barcodes that
shops could scan among the manufacturers of glass.
“The recall of this glass adds more
importance for us to get this thing
done,” Oliver said. “If we could get to
the point where we have a standard, it
could go right into your database and
be much more efficient.”

Seminars during the conference
ranged from employee labor laws
to the state of the current
economy.

Managing Employees
Carl Tompkins, western sales manager for SIKA Corp. and an AGRR
columnist, moderated the session
about managing employees. (See
Tompkins’ column on page 8.)
He said the discussion could be divided into three sections: Finding good
help, training them and keeping them.
Tompkins said that in his experience a company does not find good
help. “You have to make it. The hiring
process is where you have to be pickiest. Hire the right people,” he advised.
In discussing how to find good employees, several attendees said they are
using the Internet to find people and
having success at it. The technique

Breakout sessions were part of the conference’s re-tooling for 2008. The conference is expected to fold
into the GlassBuild America show in 2010.

“There are as many ways to go
green as there are to play golf.”
— D o u g L i n d e r e r, G o - G l a s s C o r p .
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works for trainees and support staff, but
has not been successful for experienced
installers. Several attendees said that
they find good people through their
current employees and use incentives
for those who recommend people who
are hired and stay with the company.
During the discussion of the steps
taken to qualify potential employees
(run credit and background checks,
have a drug test) one successful
method which was brought up was
telling a prospective employee that
there is a $50 deposit for the drug test
which is then refunded after the test is
successfully passed.
Once you have hired good people,
you have to tell them what they have
to do to be a good employee and
then teach them how to do it, Tompkins explained.
“Keeping good help is the most important of the three sections,” according to Tompkins. “You don’t want to
train good people and then lose them
to your competition,” he said.
To retain good employees, Tompkins said to keep in mind the needs of

employees and let them know how
you are measuring them. “Teach by
example. Do as you want your employees to do,” he advised.

Safe Shops
While safety is usually a big topic,
it almost always focuses on the safety
of installations, but Charles Turiello
of Diamond Triumph Glass actually
focused on safety of workers in his
discussion.
“The message has to be communicated on a daily basis,” Turiello
said. “We’re trying to reduce the
number of injuries in the workplace.”
He suggested that shops form
safety committees and contact
OSHA to help define best practices
for their businesses.
“A lot can fall under the best practices umbrella,” he said.
Mike Boyle of GlasWeld Systems
said his company contacted OSHA
and had OSHA do a free, three-day
study of the business to evaluate it
for safety issues.

Newman Awarded Len Stolk Award
ackie Newman of Redline Inc. in Austin, Texas, was honored during the National Auto Glass Conference in Tucson with the 2008 Len Stolk Award. The
award is given annually by the National Glass Association to an auto glass industry representative in honor of Stolk, who was a manager of training for Carlite
and passed away in the 1990s.
“I didn’t have a speech ready, because I didn’t know,” said the surprised Newman
upon her acceptance of the award, “but thank you.”

J

Jackie Newman of Redline Inc. (second from right) in Austin, Texas
was honored during the conference with the 2008 Len Stolk award. Her
husband (left) and daughters (right) surprised her in Tucson.

Turiello added that it’s important
to instill the safety-on-the-job concept in employees from the start.
“When someone walks in that
door, you want to train them right
from the start,” he said, adding that
all employees should be involved,
from CSRs to CEOs.

Green is Good
The conference’s first day ended
with a panel session called “Green is
Good.” And at least three of the four
speakers on the panel had something in common—they’re all conservatives who insist they’re not
“tree-huggers.” Mike Boyle, president of GlasWeld Systems in Bend,
Ore., Dave Burns, president of Ray
Sands Glass in Rochester, N.Y., and
Doug Linderer, president of GoGlass Corp. in Salisbury, Md., all
preceded their discussion of how
their companies have gone green
with similar statements about how
they never expected to become environmentalists.
But, they all have, in some form or
another—and they all agreed that
green is good.
Boyle provided an overview of
how his company has gone green,
even by changing their light bulbs
into green-friendly ones, and advised how businesses can utilize
green ideologies to their benefit by
marketing to the “conscious consumer.” Boyle, who is a member of
the National Windshield Repair Association’s Board of Directors, provided a similar presentation at its
annual conference in November
2007 (see related story in NovemberDecember 2007 AGRR, page 46).
“Every decision we make is based
on the question, ‘is it environmentally sustainable?’” Boyle said.
Burns actually asked a local power
authority to audit his company and
advise how the company could save
energy. For example, they discovered
one of his three furnaces was
cracked—fixing this lowered his
monthly gas bill by $300. In addition,
he tinted the windows in his office
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Where Were the Retailers?
with film that prevents electronic signals, such as wireless network singals,
from being transmitted through them.
“Let’s see—I lowered my fuel costs
and I protected my business,” Burns
said. “That’s a win-win situation.”
Linderer said he started to go
green when he read the book “Contract with the Earth,” and soon realized that if he didn’t start to make his
company green, eventually it could
be mandated by the government.
“If you don’t construct an environmental energy platform, someone
else will do it for you. Do you want
the government to do that for you?”
Linderer asked.
But, he added, going green can
happen in a variety of ways.
“There are as many ways to go
green as there are to play golf,” Linderer said.
His company’s motto has been to
follow the three R’s: reduce, re-use
and recycle. The company prints on
the front and back of its paper, recycles aluminum cans and has taken
steps to decrease the fuel it uses.
“The company that collects our
cans weighs them and writes you a
check—that’s my kind of green,” Linderer said.
Pat Farrell, vice president of corporate responsibility and communications for Enterprise Rent-A-Car,
also participated in the panel, and
advised how his national rental car
company has taken steps to become
environmentally friendly.
“Our goal is to ensure that our
passenger vehicles and the fuel they
use are acceptable to society,” he
said.
The company also has partnered
with the National Arbor Day Foundation, and has developed a website,
www.keystogreen.com.
Farrell also noted that with environmental issues becoming of more
importance to society, customers
look for this as well.
“This is not just about the sustainability of our planet—it’s also about
the sustainability of our business,”
he added.

ne question was on the mind of many during the National Auto Glass Conference in Tucson, Ariz.: where were the retailers? A brief overview of the pre-registered attendee list shows there were 32 retail companies in attendance—for
a total of 90 individuals from those companies. Nineteen of the retail attendees were
affiliated with Belron US/Safelite, making up 9 percent of the entire attendance, and
23 percent of the retail population.
While retail attendance did seem to be low at the conference, which this year was
designed as management-type conference, those suppliers seeking meetings with
other suppliers did find it worthwhile.
“For Mainstreet, the show was a great time for solidifying relationships with current customers as well as enhancing business opportunities with others,” said Mark
Haeck, sales manager for the Belleville, Mich.-based company. “There’s nothing like a
face-to-face meeting when it comes right down to it. Some of the meetings I had
were timely for us strategically.”

O

Attendance Breakdown
Group

Number of
Pre-Registered Attendees
Suppliers
80
Non-Belron Retailers
71
Belron US/Safelite Affiliates
19
Conference Staff
11
Insurance Company Representatives
5
Organizations/Associations
3
Press
5

The State of the Industry
The conference ended up with a
panel on the state of the industry “revisited.” The panel included four
company executives who each discussed a particular aspect of his
business’s training methods.
Rich Harrison, chief operating officer of Belron US, focused on the emphasis his company has placed on
technical excellence as vehicles have
become more and more complex in
recent years. Showing a slide of the
XC60 Volvo, which has a glass roof and
an active cruise control system that
measures how close a vehicle is to others in traffic, along with the speed of
the traffic, he said, “You can imagine if
you screwed this piece of glass up.”
He also mentioned the company’s
focus on customer service.
“We have quite a few associates
answering phones across the United
States who care as well,” Harrison
said with a laugh, in response to a
comment by fellow panelist Cindy
Rowe Auto Glass vice president and
general manager Rodger Pickett,
who noted that part of Cindy Rowe’s
identity is that the company “cares
more than the national guy.”

Pickett spoke about developing
customer service sales representatives; Steve Mort, chief executive officer of Don’s Mobile Glass spoke
about employee recruitment and
training; and John Webb, president
of Deals Auto Glass Service Inc.
spoke about diversifying an auto
glass business.

Next Year
While this year’s conference, unlike years past, was designed to be
more of a management forum than a
trade show, those in attendance
seemed to have found what they
were looking for (see sidebar above).
Next year’s auto glass conference—likely the last one as we know
it—will be held in Orlando, Fla., February 18-20 at the Omni Orlando Resort at ChampionsGate. Leo Cyr, vice
president of the NGA’s auto glass division, announced during the conference that the conference likely
will migrate into GlassBuild America
in 2010.
■

◗

Penny Stacey and Charles Cumpston are
editor and contributing editor, respectively, of AGRR magazine.
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