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ECENTLY, WE’VE ALL LEARNED
of the bailouts taking place that
help some large companies that
have been busted by the economy.
Well, bail-out discussions are close to
the AGRR industry’s heart; the thing I
hear most often from readers is, “who’s
going to bail us out?”
I’m not sure there’s an answer to that
question—in fact, I’m sure there’s not.
But on a positive note, I also hear this:
“We do something that people need.”
One AGRR reader recently posted
on our glassBYTEs.com™ message
forum that the businesses most likely
to survive and fare well during a recession are those like auto glass
shops—those that offer a service that
people need. For example, this particular reader noted that flower shops
continue to thrive during a recession—as there’s not likely to be a
shortage of deaths. Likewise, this person also mentioned beauty salons—
noting that while this may seem a
luxury, it’s not one most women are
willing to give up, even in tight times.
Michael Collins of Jordan Knauff &
Co., a Chicago-based investment
bank, is a columnist for AGRR’s sister
magazine, DWM, and has written numerous articles on the recession and
how best to survive it. He often notes
that the companies that will come out
the best are those that are working to
add new services (in moderation, of
course) during the down times, so
that when the market comes back,
they are ready.
On page 46 of this issue, I think
you’ll find a prime example of this.
Doug Shaw of Doug’s Windshield Repair and Replacement in McGehee,
Ark., started out in the auto glass re-
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pair and replacement business but
soon after realized that, in his rural
area, it wasn’t going to be enough to
pay the bills and make a profit. He
could have given up, but instead
started looking at a new service that
he could offer in the same shop—and
found it in window film. Today, window film application—both automotive and flat glass—comprises a larger
percentage of his business than auto
glass repair and replacement does.
Don’t get me wrong, I’m not encouraging you to give up auto glass
repair and replacement completely—
it’s a necessary service—but are you
looking at ways to grow your business? Are there extra add-ons you can
offer with little overhead and high
profits?
Please read the profile of Shaw on
page 46 for more information as to
how he accomplished this, and if
you’ve found similar success with a
different method of diversifying your
business, please e-mail me at
pstacey@glass.com. I’d be interested
in hearing about this, and am sure
others would be too.
Also, be sure to check out our preview of the Auto Glass Expo @ NACE on
page 40. In these pages you’ll find a
sampling of the products to be displayed at the show. Many of these were
designed to make your business easier
and more profitable, so I encourage
you to take a look.
Finally, if you’re at the NACE show,
please stop by our booth, #G9125,
and say hello. I look forward to seeing
you there.
■

◗
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Independent’s Day
an iga viewpoint

davez@autooneinc.com

Pinning the Tail on the Steer
by Dave Zoldowski

E

VERY TIME THE INDEPENDENT
Glass Association (IGA) goes
on the record before a state
legislative committee, we hear the
same tried and tested arguments
against our group’s calls for a level
playing field. It never fails and lobbyists will continue to push their
party lines until we crash that merrymaking. In such political situations
you have to whittle your message
down to its simplest point. One of
the questions the IGA keeps running
into concerning our fight against illicit steering is the question, “If
steering is such a pressing issue,
then why has there not been a revolt
by automobile owners? Where is the
public uproar?”
I know it’s crazy, so hold down your
laughter please and keep the snickering to a low cackle. This is like asking
the worm what the problem is with
fishing hooks. And where, by the way,
is the evidence of missing worms?

Finally: Documentation

Up until this point no group or individual has ever been able to rebuke this
thoughtful question with evidence. Up
until now the only real documented
cases brought against insurance companies and their competitor-administrators had been instances of unpaid
claims, under-paid claims (short-pays)
and your basic corporate fraud. But we
now live in an age were technology is a
game changer.
This leads me to the redesign of
IGA’s website. For the past six months
we have been getting our membership
ready for their new website. And for the
past six months we have been
painstakingly trying to perfect the site
to live up to its long drawn-out début.
One of the tools associated with the
new iga.org is its steering tracking system. Modeled after the Federal Trade
Commission’s complaint form, IGA’s reporting system will track and record all
reported instances of steering. For the
past five years we have
been doing so only by
paper filed complaint
and without much success. But we are now on
the verge of creating an
excellent database for
recording incidents of
steering.
The new iga.org will
possess a steering report
module that will allow
members and consumers
to report incidents of
steering. Consumers will
be able to tell us what
competitor-administraThe IGA is in the process of launching a website tor, insurance company
and auto glass company
to track steering.
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was involved in the auto glass service.
Members will be able to do the same,
but members will also be able to upload
and download audio recordings of steering incidents. The IGA will then tag,
record and file each case of steering appropriately so that each can be referenced at a later date. In many cases, the
incident will be reported to the proper
authorities. In some cases, depending
on internal agreements, incidents will
be forwarded to the relevant insurance
company or claims administrator.

24/7 Access
But most important of all, IGA
members will have 24-hour access to
this database. For example, let’s say
you are an independent in Florida and
you have heard that Davey Jones Auto
Insurance has changed its auto glass
claims script. A member can log into
the system and pull up any recordings
made in Florida associated with Davey
Jones Auto Insurance. The IGA member can then download the appropriate file and listen to the new script.
If the IGA can get the entire ocean of
independents in the country to refer consumers to the tracking system and if
members will diligently spend time completing reports, then we will be able to ascertain the problem emphatically. This
will finally end the ability of the insurance
industry to claim “What problem?”
So I invite the industry to visit the
new iga.org and I suggest that we all
use it as well.
■

◗

Dave Zoldowski is president of Auto One
in Brighton, Mich., and serves as president of the IGA. Mr. Zoldowski’s opinions are
solely his own and not necessarily those of
this magazine.
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The Law
legal notes
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Document/Data Preparedness
by Chuck Lloyd and Deb Lingen

I

N OUR LINE OF WORK, WE SPEND
an awful lot of time analyzing information. We gather data from
both our clients and the other side and
try to figure out an offensive as well as
a defensive theory and then attempt to
determine how each fact, each tidbit of
information, fits within the mix.
Whether it’s a claim based on short
pays or steering or whether it’s responding to a regulator or an insurance company, mastering the facts and
gaining control of the data is an essential element of success.
Getting organized and having a
handle on your data now will save you
time (and therefore quite likely money)
and headaches later when you really
need to be able to call upon your information. It’s just like the old cliché that
the time to fix your roof is when the
sun is shining.
To begin, understand what information you have available to you. Most of
you should, by now, be generating the
bulk of your invoices by computer. Depending on the
software that you use to
generate your work orders

“While you can say the discounts
h a v e b e e n g e t t i n g d e e p e r a n d d e e p e r,
that claim is much more powerful
when you can document exactly how
t h a t i s t r u e ove r t i m e. ”

and invoices, do your EDI billing, etc.,
there is a wealth of information stored
about your business. The real question
is, can you use it? We have to admit,
we’ve been spoiled by clients who, with
very little effort, are able to generate
spreadsheets setting forth dates of service, customer names, policy numbers,
part numbers, amount billed, amount
paid and every other item of data that
shows up on work orders and invoices.
Recently, however, we were assisting
a client in the midst of an investigation
who had a need to identify every transaction with a particular insurance company and then to organize that data by
part number. Unfortunately, the client’s
point-of-sale software was so limited
that we could generate a report showing every transaction with the insurer,
but could not list all of the data about
each transaction. The only way
we could get the information
was to regenerate every
invoice, print every invoice to hard copy and
input the data into a
spreadsheet by hand.
Unfortunately, the insurer involved was not
one of those three- or
four-windshields-amonth companies. As a
result, the process was
Storing records—and knowing how to locate time consuming and
expensive.
them—is an essential element of success.
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Fixing Your Data “Roof”
Now is the right time to start fixing
your data “roof.” Make inquiries of
your point-of-sale software company
and ask them if you have the ability to
generate a report showing every item
of data input into the system. If they
tell you that you can’t do that, ask them
why not and push them to deliver an
upgrade that will do just that. If they
won’t, you may want to consider talking to other point-of-sale software
vendors.
When the Independent Glass Association (IGA) convention rolls around
next year (May 14-16 at the South Point
Hotel in Las Vegas), there will undoubtedly be a few such venders present at the trade show. Show them this
column or have them come talk to one
of us about what we would expect to be
able to do with the data and then have
them tell you whether they can meet
that challenge. We know it can be done
because, as we noted above, we’ve got
clients who can do exactly that.
Another report that you need to be
able to generate with relative ease is a
payment report. How much did insurer
X pay you for each of the claims that
you have submitted? Chances are, this
is another category of data that goes
into your software. Here, however, the
data comes from the outside, either in
continued on page 10
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Call 1-800-453-3779 or visit www.dowautomotiveaftermarket.com
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The Law
continued

the form of electronic funds transfers
or checks. You should be holding on to
documents that reflect payments so
that you have a back-up for the data
that you have entered into the system.
We are big fans of scanning paper
and retaining images rather than taking up space with boxes and boxes of
paper. The cost of storing material on
hard drives is significantly less than the
cost of storing the same material in
hard copy. It is easy enough to back up
your hard drives and periodically copy
the stored images onto CDs or DVDs,
which will keep the data readily available if it is needed.

Keeping Electronic Files
You should also consider scanning
pricing letters and other communications received from insurers and holding on to them in a similar manner.
While it may seem like one pricing let-

ter from a third-party administrator (TPA) is just
like all the others,
that’s not entirely
true. One thing that
is interesting to show is the historical
trends of reimbursements from a particular insurer. While you can say the
discounts have been getting deeper
and deeper, that claim is much more
powerful when you can document exactly how that is true over time. Then,
when you couple that with your payment report showing what affect that
has had on dollars paid to you, not just
discount amounts, suddenly you’ve got
some power to your position.
Most of the information that you will
need in dealing with insurers, regulators and the like you probably already
have. It is a matter of being able to get
that data into useable forms so that you
can be both quick and efficient in pro-

viding your information. Moreover, your presentation will
be that much more powerful because
you’ll have the ammunition to back up
what you claim.
■

◗

Chuck Lloyd is a partner at the Minneapolis law firm of Livgard & Rabuse
PLLP and has been working on issues facing
the glass industry for more than a decade. Deb
Lingen is a paralegal working with Chuck on
glass issues during that same time, often focusing on document and data management issues. They can be reached by e-mail at either
chuck@livgard.com or deb@livgard.com.
Their opinions are solely their own and not
necessarily those of this magazine.
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Driving Technology
understanding today’s business practices

scotto@gtsservices.com

Simplifying the Buying Process
by Scott Orth

I

’D LIKE TO WALK YOU THROUGH
a story—an analogy, really. Think
about your experiences as a customer while you read. Trust me; I’ll
bring it all together in the end.
You’re on vacation in a town you’ve
never been in before. It’s lunch time
and you’re hungry. You decide to make
a sandwich, but you forgot to bring
bread. Oh well, there’s sure to be a grocery store up the street. You jump in
the car and head off to get your bread.
There’s only one main highway from
the vacation house; we’ll call it Google
Avenue. On the way, you see the sign
you’re looking for: “Stores next right.” You
make the turn but suddenly hit the
brakes. In this remote little vacation town
there are more than 100 grocery stores
lining the street. “Wow, so many choices,”
you think to yourself, “this is great.”
You decide to pull in to the first store
and just grab your bread—you’re hungry! You walk into the store and stop in
your tracks. What’s this? No aisles? Just
random stacks of products on tables,
shelves, even the floor. You’d think they
were hit by a storm, or some random
act of violence, but for the somewhat
manicured nature of the piles. Something’s wrong. You don’t trust the store.
You slowly back out the door, jump in
your car, and speed off to the next
parking lot. Finding the same disarray
at the next three stores you mention
something to a store owner. He looks at
you, perplexed. “This is the way we’ve
always had our store and it seems to
work just fine,” he says.
About to give up, you drive a couple
of blocks down and try another store
just off the main strip. You are elated to
find that it is a highly organized store.
Not only that, but there are customer

12

Think of your website like a grocery store. It’s important to make sure it’s
organized so that customers can easily find what they’re looking for.
service workers standing at the door
and at the end of each aisle. They immediately ask if you would like help
finding something. You tell them you
need bread to make a sandwich. One
of them gleefully walks you to the
bread isle and asks if you’d like to know
the differences between each type.
“No, thanks, this is all I need.”
“Sounds great,” she says, “the register is right this way.”
“What kind of sandwich are you
making?” she asks on the walk.
“Turkey and ham, and, man, am I
hungry,” you exclaim.
She says, “Do you have cheese, mayonnaise, pickles, and mustard, as
well?”
“Darn, I’m glad you mentioned
pickles. I completely forgot about
those—and they’re my favorite part.”
“Just do’n my job,” she says smiling.
“If you’re really hungry, you might
want to grab some chips and a soda
too. They’re right here,” she says, pointing to the items.
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You buy the things you wanted,
drive back to the vacation home, and
enjoy your favorite turkey sandwich—
with pickles.

What’s It All Mean?
So what does this mean? Why did I
take you through this odd little story?
Because it’s exactly what happens on
the Internet.
Every day, people go online to find a
product or service they want to purchase—yet they search and search, trying to find a website that makes it easy
for them. Too many sites are unorganized or confusing, making it difficult for
customers to buy what they really want.
Web consumers are a bit finicky. Information needs to be handed to them,
and the purchase process needs to be
easy. Whether you sell an item online,
or you want customers to pick up the
phone and call—you must make it easy
for them.
continued on page 14
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Your best fleet management tool
In any job you need to use the right tool. That includes managing your work vehicles.
CarChip Fleet Pro ensures that your employees are driving efficiently and safely from job to job. That
means your business is more profitable because there’s less vehicle maintenance and fewer accidents.

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

1

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

2

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

3

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

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

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

In addition to ease, like the pickles,
chips and soda in this story, you should
offer customers additional, relative
products or information. Upsell them.
Remind them of other products or services that go well with the ones they’re
looking for. You would do this in person.
Your website should do it as well.
Here are a couple of tips to simplify
the buying process on your site:
1. Organize your site. If you offer different services, like auto glass and flat
glass—organize your site to each category and make it easy for your customer to find what they’re looking for.
2. Use left navigation, with downward
indented expansion. Avoid pop-up or
roll-over expanding navigation.
3. Put a strong call-to-action on every
page. Your phone number, contact us,
get a quote—whatever it is, make it stand
out, and put it on every single page.

“If you offer different services, like
auto glass and flat glass—organize
your site to each category and make it
easy for your customers to find
w h a t t h e y ’ r e l o o k i n g f o r. ”
4. Optimize every page of your site so
that customers land on internal pages
relevant to their searches—not the
home page. If they search for “windshield replacement” send them to that
page. If they search for crack repair—
send them to a page about crack repair.
And don’t forget the call-to-action.
5. Offer additional services and products. Offer windshield wipers, or
Aquapel, as an up-sell to every windshield. Remind them of your custom
mirror selection when they’re shopping for a new frameless shower enclosure. Customers often don’t think

about other items until long after the
purchase. Offer them related items
while they’re shopping and they’ll
likely buy.
Make sure you install analytics before engaging in any of this activity.
After all, tracking the results is the only
way you’ll know what works best, and
which changes result in the largest increase in profits.
■

◗

Scott Orth is director of Internet marketing services at GTS in Portland, Ore.
Mr. Orth’s opinions are solely his own and not
necessarily those of this magazine.
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You are missing opportunities.
A missed call is a missed opportunity. Our representatives respond to your customers
24 hours a day, 7 days a week, and 365 days a year. We never call in sick, we’re never on vacation,
and we won’t unexpectedly quit in the middle of a shift. Utilizing AAGATM Call Center can
increase your company’s productivity and improve it’s bottom line by responsibly managing
your customer’s requests. Capture every opportunity with AAGATM Call Center!
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breaking news

LEGAL NEWS

Diamond Creditor Sues Ken Levine

P

LAINFIELD SPECIAL SITUATIONS MASTER FUND
Ltd., a creditor of Diamond Glass, has filed a complaint against Ken Levine, former chief executive officer of Diamond Glass and the company’s largest
shareholder, for allegedly delaying the company’s bankruptcy filing in an effort to preserve $10 million he invested
in the company.
The complaint, filed in the U.S. Bankruptcy Court for the
District of Delaware on Friday, September 5, alleges that
Levine originally contributed $6 million in equity to Diamond
in January 2007 as part of the agreement with the company’s
main lender, Guggenheim. The agreement also made it possible for Guggenheim to provide commitments for up to a $20
million term loan and a $15 million revolving line of credit; it
also granted Guggenheim a lien on Diamond’s assets.
In late April and early May 2007, Diamond requested that
Guggenheim “relax the liquidity requirements contained in
the Credit Agreement, thereby allowing the Debtors to borrow more money without increasing their total debt commitment under the Credit Agreement.” According to court
documents, Guggenheim agreed to do so only if Levine
would “increase his equity stake … by making another $4
million capital contribution.”
In July 2007, Guggenheim issued a notice of default to
Diamond, “stating that the Debtors had breached a
covenant regarding [their] cumulative earnings.”
The complaint alleges that, as a result of the default on
the Guggenheim loan, the company could have at any time
collected Levine’s $10 million contribution—but did not,
and continued financing the company, despite the default.
Though Levine resigned from his post as chairman of the
board of directors and chief executive officer of the company in October 2007, Levine remained on the company’s
three-person board of directors. In December 2007, Levine
met with fellow directors Bill Cogswell, who was then president of the company, and Myron Levine, Ken Levine’s father. The three at that time passed a resolution authorizing
filing for bankruptcy protection, according to the complaint, but delayed filing until April 1, 2008, “in order to protect Levine and his Capital Contribution.”
According to Plainfield, had Diamond filed for bankruptcy
within 90 days of the decision to do so, Guggenheim could
have been classified as an unsecured creditor. Likewise, the
company alleges that despite his possible concern for
Guggenheim, “Levine was primarily motivated by self-interest, since the Debtors’ decision to delay filing for bankruptcy
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protection until after the 90-day period greatly improved his
changes of recovering his $10 million capital investment.”
In June 2008, Levine filed a claim for more than $10 million (the amount of his contribution plus interest) against
the Diamond estate, claiming rights as a “secured creditor,”
according to the complaint.
Via the complaint, Plainfield both objects to the filing

“The complaint completely
lacks any merit whatsoever
and we will vigorously
defend [our client].”
—Russell C. Silberglied,
R i c h a r d s L a y t o n & F i n g e r,
representing Ken Levine
of Levine’s claim and “seeks to have the claims re-characterized as equity.” The company also requests that
Levine’s claim be disallowed, “because they reflect not
claims of a creditor, but equity interests in the Debtors.”
As an alternative, the plaintiff requests that if Levine’s
claims are not re-characterized as equity, that the claims
should be “equitably subordinated to the claims of all unsecured creditors.”
“The complaint completely lacks any merit whatsoever
and we will vigorously defend [our client],” says Russell C.
Silberglied of Richards Layton & Finger, who represents
Levine.
Robert J. Dehney, who represents Plainfield and is with
the firm of Morris, Nichols, Arsht & Tunnell LLP, was not
available for comment.

Levesque Denies Belron US Allegations,
Files Counterclaim for Damages in
Excess of $1 Million; Alleges She,
Family Members Being Followed
Former Belron US employee Michelle Levesque has filed
both her response to the company’s complaint against her and
a counterclaim against the company in the U.S. District Court
of Massachusetts. In a suit filed in August, Belron US alleged
that Levesque and an associate, Edward Lee, solicited Belron
US employees to leave the company and join a new venture
(see related story in September/October AGRR, page 20).
continued on page 18
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Levesque denies the allegations made against her, and,
with regard to the claims made against Lee in the suit
filed against her, claims to be “without knowledge or information sufficient to form a belief as to the truth of the
allegations.”
Levesque, who worked for Diamond Glass and joined
Belron US as part of its purchase of Diamond’s assets in
June 2008, says she originally signed a non-compete agreement with Diamond in July 1996, and again in February
1998, both of which contained an “18-month covenant not
to compete or solicit employees.”
In September 2005, however, Levesque became integration leader for the Kingston, Pa.-company, and was involved in integrating the Settles Glass team with that of
Diamond.
“She never received, nor did she sign, a non-solicitation
agreement or covenant not to compete in connection with
this new position,” reads the most recent filing, made on
behalf of Levesque by her attorneys, Michael P. Boudett and
Sheila O’Leary of Foley Hoag LLP in Boston. Likewise,
Levesque claims that in July 2007, she again changed positions-to district manager for Massachusetts-and did not

sign an employee or non-solicitation agreement with this
new position either.
“The changes in Levesque’s position, managerial status,
compensation and duties and responsibilities vitiated the
prior agreements with Diamond Triumph,” reads the filing.
In the counterclaim, Levesque makes several allegations,
including claims that Belron US required her to work during leave taken under the Family Medical Leave Act (FMLA)
leave earlier this summer, and did not pay her for doing so.
The counterclaim goes on allege that Belron “is concerned
that [Ken] Levine may start or expand a new auto glass business, and is taking active steps to deter him from doing so.”
Levesque also alleges that since the filing of the suit,
“Belron has recently caused someone to follow [her] and
observe her whereabouts.”
The complaint alleges that, “In particular, during
Levesque’s recent visit to New York City, while she and others were in a parking lot where they were meeting Mr.
Levine, Levesque observed an unknown individual in a vehicle pull into the parking lot and observe the group.”
continued on page 20

MANUFACTURING NEWS
Pilkington Reaches Settlement with Ohio EPA, Expands Brazil Operations
Pilkington North America in Rossford, Ohio, will pay a
$15,150 civil penalty for violating requirements for a risk management plan at its facility in Rossford. The company says it
has corrected the violations.
State regulations require facilities that have more than a
threshold quantity of a regulated substance to have a risk
management plan. Federal law requires users of hazardous
chemicals to submit a risk management plan detailing how
they will reduce the risk of accidents and promptly respond
if an accident occurs.
The Rossford auto glass manufacturing plant contains two
storage tanks, which each hold 1,500 pounds of titanium
tetrachloride. The threshold limit for titanium tetrachloride
is 2,500 pounds.
Regulations require the risk management plan to be submitted on the date the regulated substance first exceeds the
threshold quantity. Pilkington did not submit a plan until 11
months after the titanium chloride was stored on site.
In November 2007, Ohio EPA audited the facility and found
six violations. These included failing to: develop a risk management plan, submit the plan when required, conduct a hazard review and conduct required training.
The company will pay $12,120 to Ohio EPA’s risk manage-
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ment plan fund. The remaining $3,030 will be paid to Ohio
EPA’s Clean Diesel School Bus Program.
A copy of the settlement is available online at
http://www.epa.state.oh.us/dapc/enforcement/year_2008/
PilkingtonNA_081308.pdf.
In other news for the auto glass manufacturing arm of
Pilkington, its parent company, the NSG Group, has announced that it will expand its glazing capacity in Brazil
with the construction of an additional windshield production line adjacent to its existing facilities at Cacapava, near
Sao Paulo.
The company anticipates the total investment in the new
production line to cost more than $63 million U.S. dollars (43
million EU) and to add capacity of more than one million windshields per year. NSG expects to commission the production
line in early 2010.
“Brazil is an important and growing market for Pilkington
Automotive and this investment will ensure that we are well
positioned to support our customers locally,” says Pat Zito,
president of the automotive business. “The investment represents a further step in the NSG Group’s preparations for Phase
2 of our three-phase strategy, with strategic investments in
key emerging markets.”
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Mainstreet Web Services can get you there.
With over 26 years’ experience in glass industry
technology and software, Mainstreet has all the
know-how to:
UÊ Ê
, start to ﬁnish. Let our professionals
build your customized site based on proven
results. We can update it, maintain it and test its
performance so you’re always in touch with
your market.
UÊ Ê
for top search engine results.
We place targeted keywords in all the right places
for maximum, quality search results. Customers
ﬁnd you every time.
UÊ Ê
on stable, in-house servers.
We keep your site as reliable as you are, ensuring
your site is live and error free, so customers can
ﬁnd you 24/7/365.
Call 800-698-6246 now, or visit mainstreetcomp.com.
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INNOVATION AWARD

20

AGRR November/December 2008

Likewise, the counterclaim claims Levesque’s husband,
Greg (who until recently was employed by Belron US) was
followed by someone in a Safelite van. “Mr. Levesque became concerned and stopped his vehicle to try and speak
with the driver and ask his purpose in following him,” reads
the complaint. “The individual refused to speak with Mr.
Levesque and drove away.”
Greg Levesque’s employment with Belron was terminated in mid-September 2008, according to court documents, and his wife’s complaint alleges that this
termination was “part of [Belron’s] ongoing campaign to
pressure Mr. Levine not to operate a competitive business.”
Levesque goes on to allege that “Belron has engaged in a
series of tactics pressuring employees into providing false
information about Levesque in support of its lawsuit
against her.”
“In particular, on information and belief, with regard to
at least one employee, Belron procured a statement from
her after offering monetary incentives in close conjunction
with the request to sign the statement,” reads the counterclaim. “On information and belief, the pendency of Belron’s
planned layoffs and the possibility of what would happen
to her employment if she did not sign the statement was a
factor in the employee signing the statement.”
Levesque claims all of these alleged actions have resulted in “significant emotional distress, for which she has
sought and received medical treatment.”
The counterclaim includes counts of Abuse of Process,
Defamation, Intentional Infliction of Emotional Distress
and Violation of the FMLA Act.
Levesque is requesting that the Court dismiss Belron US
Inc.’s complaint, and “that the appropriate judgment be entered in favor of Michelle Levesque on her counterclaims
and that the Court order such further and other relief as this
Court deems just and proper, including awarding Michelle
Levesque damages in excess of $1,000,000 for emotional
distress and the harm to her reputation, and also awarding
treble damages and attorneys’ fees.”

COMPANY NEWS
PPG Announces Glass Business
Realignment; Third-Quarter
Results Affected Negatively
With demand declining for automotive and residential
window glass, Pittsburgh-based PPG Industries has announced it is realigning its performance glazings business.
The company will cease production at its Owen Sound, Ontario, Canada, glass manufacturing facility in the first quarter 2009, and idle one float glass line at its Mt. Zion, Ill.,
glass plant in the second quarter of next year.
“This realignment will enable us to adapt to the chang-
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ing demands of the industry,” says Mark Orcutt, PPG vice
president of performance glazings. More specifically, Orcutt
cites demand for specialized glass for the emerging solar
market and energy-efficient glass to satisfy evolving building codes fueled by the green building movement, which is
driving the commercial construction market.
In addition, PPG announced that its third-quarter 2008
financial results will be affected negatively by several nonrecurring items, including impacts from weather-related
events, and by further deterioration in the automotive original equipment manufacture market. The company said
these items will likely affect its third-quarter after-tax earnings negatively by between $35 million and $40 million, or
20 cents and 25 cents per share.

WEBSITES
AGRR Magazine/glassBYTEs.com™
Launches Free DOT Look-Up Service
AGRR magazine/glassBYTEs.com has launched a search
engine for Department of Transportation (DOT) numbers
for automotive glass manufacturers. Located at
http://www.glassbytes.com/dot/index.php, the site allows
users to search by DOT number for manufacturer, or vice
versa. For example, one might select DOT No. 20 from the
dropdown menu, to find that Asahi Glass holds this particular DOT number. When available, more information on
the company, such as location and website, are also available. Likewise, a user might choose Asahi from a dropdown
menu, to find that the company holds DOT No. 20, etc.
“Our readers have advised us they often find themselves
looking for this crucial information, and we wanted to provide
a quick, easy source for them,” says AGRR magazine/glassBYTEs.com™ publisher Debra Levy. “Not only does the site provide a quick reference for DOT numbers—but it also provides
a one-stop source for further information on manufacturers—
from locations to websites. In many cases, this information is
invaluable and hard to locate.”
Mitchell International, the parent company of National Auto
Glass Specifications International, is sponsoring the site.
“Mitchell Glass is proud to sponsor the DOT look-up site,”
says James Patterson, director of glass product management,
repair solutions, for Mitchell International. “As the publisher of
the NAGS database, Mitchell Glass supports the creation of information and technology tools that improve quality, safety
and consistency in the auto glass repair and replacement industry. As a member of the AGRSS Standards Committee,
Mitchell believes this tool works side-by-side with the AGRSS
requirement that the DOT number be recorded for every replacement. The creation of this DOT number lookup site is a
welcome addition to the resources available to auto glass
■
professionals.”
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AGRSS Holds Webinar
on Third-Party Validation
“ … We w i l l p r o v i d e o u r c u s t o m e r s
what no one else has … thirdparty proof that we do what others
can only talk about.”

T

HE AUTO GLASS REPLACEment Safety Standards Council
Inc. (AGRSS) held a webinar on
September 19 about the latest updates to
its registration program, the plan to incorporate third-party validation into the
program in early 2009. More than 500
representatives from both AGRSS-registered and non-registered shops participated in the online event.
Carl Tompkins, chair of the AGRSS accreditation committee, led much of the
webinar.
“Phase 1 required companies to simply state, ‘I will be compliant,’” Tompkins
told participants. “We then moved on to
Phase 2 in 2005 and remain in Phase 2
now. Phase 2 elevated the merit of registration by creating the need for registered companies to say, instead of ‘I will
comply,’ that ‘I do comply.’ It caused registered companies to get more involved
in proving their compliance with 49 procedures, and in addition, eight deliver-

— C a r l To m p k i n s
ables were required. Phase 3, which begins in early 2009, allows us to arrive to
the ultimate destination, because we will
provide our customers what no one else
has ever been able to deliver—that is,
third-party validation, or, if you will,
third-party proof that we do what others
can only talk about.”
Tompkins also reminded attendees
that with the addition of third-party
validation, registration also will become more valuable.
“Registered companies are going to
enjoy Phase 3, not only from the power
of differentiation that it brings, but just
as importantly, how the process is
being built to support companies who

Archie Manning to Keynote
International Auto Glass Safety Conference
Former All-American Quarterback and NFL MVP Archie Manning
will be the keynote speaker for the 2008 International Auto Glass
Safety (AGRSS) Conference. Manning will speak on the morning of
Thursday, November 6.
Manning, who was named All-American Quarterback while playing football for the University of Missippi, was the second player
chosen in the 1971 NFL Draft. He set several passing records in the NFL and played
in two Pro Bowls. During a stint with the New Orleans Saints, he was named the
NFL’s Most Valuable Player in 1978, and was the first member of the Saints team
to be inducted into the Louisiana Superdome Wall of Fame.
Manning and his wife, Olivia, reside in New Orleans and have three sons, including Indianapolis Colts quarterback Peyton Manning and New York Giants quarterback Eli Manning.
The two-day conference, scheduled for November 5-6, 2008, at the Mandalay
Bay Convention Center in Las Vegas, will once again be co-located with—the International Auto Body Conference (NACE) under the “Auto Glass Week™” umbrella
(see page 41 for schedule).
❙❙➤ www.agrss.com
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want to play by the rules,” Tompkins
said. “The only companies that won’t
benefit from Phase 3 are those whose
walk is different from their talk.”
Tompkins was one of four speakers
on the call; joining him were AGRSS
Council chairperson Cindy Ketcherside; Nik Frye, AGRSS compliance officer for Glass America; and Jeff Olive,
technician trainer for GlassPro in
Charleston, S.C.
Frye suggested shops begin to prepare for third-party validation by conducting internal audits, holding
meetings solely to discuss the AGRSS
Standard, and distributing the validation checklist among staff.
“If you have not started preparing,
start this process now—today,” said
Frye. “Internal training will be a key to
passing validation.”
In ending, Frye added, “By successfully validating our AGRSS compliance,
we will send a loud message to those
who cut corners.”
Olive explained the importance of
involving technicians in the preparation for third-party validation.
“The more information you provide
to your employees, the less resistance
you’re likely to encounter from them,”
he said.
“AGRSS wants you to be compliant,”
Olive added. “AGRSS wants you to be
the first choice in auto glass.”
Visit www.agrss.com to view the
webinar, which is scheduled to be
available for 90 days from the original
air date.
■
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Insurance
talk
policy briefs

House Considers Bill That Would
Create Federal Insurance Office

T

HE U.S. HOUSE OF REPREsentatives Financial Services
Committee currently is considering a bill that would establish a federal Office of Insurance Information
within the Department of the Treasury.
The office would be formed to:
• Collect, analyze and disseminate information and issue reports regarding all insurance except health
insurance;
• Establish federal policy on international insurance matters and ensure
that state insurance laws are consistent with agreements between the

United States and a foreign government or regulatory entity; and
• Advise the Secretary of the Treasury
on major domestic and international insurance policy issues.
The bill, known as the Insurance Information Act of 2008, also would preempt inconsistent state law and would
require the head of the Office of Insurance Information to report to specified
congressional committees on the financial state and meaningful trends of
the insurance industry.
H.R. 5840 was introduced in April by
Rep. Paul E. Kanjorski (D - Pa.). It began

IIHS Report Argues That Raising Drivers’
License Minimum Age Reduces Teen Crashes
A recent report by the
Insurance Institute for
Highway Safety promotes
the benefits of delaying licensure of drivers to later
ages in an effort to reduce
crashes involving teenage
drivers. According to the report, which is the result of
a study conducted by Allan
Williams, IIHS’ former chief
scientist, teenagers in Great
Britain and Australia are not The IIHS says raising licensure ages for
allowed to obtain drivers’ li- drivers will decrease crashes.
censes until age 17. For
most countries in the European Union, the required age is 18. However, most U.S.
states-with the exception of New Jersey-allow licensure at around the age of 16;
the New Jersey age of licensure is 17.
The IIHS study argues that delaying the age at which licensure is allowed, and
providing a graduated system (which usually includes a permit period and limits
when and with whom a new young driver can take the wheel) reduces crash rates
involving teenage drivers.
During this year’s legislation sessions, Delaware, Florida, Massachusetts and
Georgia saw legislation introduced to raise the minimum age to get a driver’s license to 17; likewise, a second bill in Massachusetts proposed a required age of
18 for licensure, while one in Illinois also suggested 18. None of these bills were
passed, however.
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in the subcommittee on Capital Markets,
Insurance and Government-Sponsored
Enterprises, and in July was voted to the
House Financial Services Committee,
where it currently is under review.

LYNX to Manage Glass
Claims for Mercury
Insurance in Six States
LYNX Services announced recently
that it will now handle glass claims for
Mercury Insurance in Arizona, Illinois, Michigan, Nevada, Oklahoma
and Texas. The change took effect
September 9.
Neither Mercury spokesperson Erik
Thompson nor representatives of
LYNX Services could be reached for
comment.
Mercury General Corp. is a multipleline insurance organization offering
predominantly personal automobile
and homeowners insurance through a
network of independent agents and
brokers in 13 states.

Amica Mutual Selects
Gerber National Glass
Services as Auto Glass
Administrator
Amica Mutual Insurance Company,
based in Lincoln, R.I., has selected Gerber National Glass Services (GNGS), a
subsidiary of The Boyd Group Inc., to
administer its glass claims program.
“We are excited to have been selected by Amica to service their customers,” says Eddie Cheskis, chief
executive officer of Gerber National
Glass Services.
“We expect Gerber’s glass claims
management program to continue to
provide the superior service our customers have come to expect,” adds
Sean Welch, assistant vice president
for Amica.
■
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solid foundation of leadership, innovation and technology. So, while our name has changed, our
commitment to you remains the same—providing the sound, reliable solutions you’ve come to expect.
With 4,000+ employees worldwide…Pittsburgh Glass Works for you!

One PPG Place

Pittsburgh, PA 15272

www.pgwglass.com

PricePoints

competitive pricing and stats

2008 Nissan Altima
(4-door sedan with green-tinted windshield)

F

OR ITS RECURRING PRICE
Points department, AGRR surveyed five major cities in the
United States for the windshield replacement on a 2008 Nissan Altima (4door
sedan
with
green-tinted
windshield). As usual, the companies
were told that insurance will not be involved and the customer wishes to pay
for the windshield out of pocket.

AGRR also asked shops to break out
parts and labor. When available, this is
noted to the right. In some cases, shops
were not willing to provide the breakdown—or would only include a portion
of it—and this is noted accordingly.
continued on page 28

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

26

NAGS Part No.: FW02734GTN • NAGS Part Price: $209.35
Boise, Idaho
Total Price Glass Price
Labor Moulding Urethane
Sales Percentage
Tax off NAGS*
Shop #1
$465.00
$354.00 $65.00
$10.00
$15.00
N/A +69.1 %
Shop #2
$297.43
$157.01 $106.52
$8.90
$25.00
N/A
-25.0 %
Shop #3
$356.00
$260.00 $90.00
N/A
N/A
N/A
+24.2 &
Shop #4
$271.65
$150.80 $80.00
N/A
$30.00 $10.85
-28.0 %
Average** $347.52 $230.45 $85.38
$9.45 $23.33
N/A +10.1 %
Median
$326.72 $208.51 $85.00
N/A $25.00
N/A
-0.4 %
Chicago, Ill.
Total Price Glass Price
Labor Moulding Urethane
Sales Percentage
Tax off NAGS*
Shop #1
$290.00
$165.00 $125.00
N/A
N/A
N/A
-21.2 %
Shop #2
$195.00
$120.00 $75.00
N/A
N/A
N/A
-42.7 %
Shop #3
$225.00
$140.00 $85.00
N/A
N/A
N/A
-33.1 %
Shop #4
$235.00
$175.00 $60.00
N/A
N/A
N/A
-16.4 %
Average
$236.25 $150.00 $86.25
N/A
N/A
N/A -28.3 %
Median
$230.00 $152.50 $80.00
N/A
N/A
N/A -27.2 %
New Orleans, La.
Total Price Glass Price
Labor Moulding Urethane
Sales Percentage
Tax off NAGS*
Shop #1
$249.00
$199.00 $50.00
N/A
N/A
N/A
-4.9 %
Shop #2
$312.00
$215.00 $85.00
$12.00
N/A
N/A
+2.7 %
Shop #3
$278.43
$193.00 $85.00
N/A
N/A
N/A
-7.8 %
Shop #4
$370.00
$280.00 $65.00
$20.00
$5.00
N/A +33.7 %
Average
$302.36 $221.75 $71.25 $16.00
N/A
N/A
+5.9 %
Median
$295.22 $207.00 $65.00
N/A
N/A
N/A
-1.1 %
Richmond, Va.
Total Price Glass Price
Labor Moulding Urethane
Sales Percentage
Tax off NAGS*
Shop #1
$248.00
$93.05 $125.00
$9.95
$20.00
N/A
-55.6 %
Shop #2
$210.00
$147.60 $55.00
N/A
N/A
$7.40
-29.5 %
Shop #3
$225.00
$155.00 $65.00
N/A
N/A
N/A
-26.0 %
Shop #4
$220.00
$120.00 $42.50
N/A
$30.00
$7.50
-42.7 %
Average
$225.75 $128.91 $71.88
N/A $25.00 $7.45 -38.4 %
Median
$222.50 $133.80 $60.00
N/A
N/A
N/A -36.1 %
Tucson, Ariz.
Total Price Glass Price
Labor Moulding Urethane
Sales Percentage
Tax off NAGS*
Shop #1
$473.66
$378.71 $65.00
$9.95
$20.00
N/A +44.7 %
Shop #2
$380.00
$195.00 $175.00
$10.00
N/A
N/A
-6.9 %
Shop #3
$391.82
$260.00 $100.00
$9.95
N/A
N/A +24.2 %
Shop #4
$205.00
$205.00
$0
N/A
N/A
N/A
-2.1 %
Average
$267.62 $259.68 $85.00
$9.97
N/A
N/A +24.0 %
Median
$385.91 $232.50 $82.50
N/A
N/A
N/A +11.1 %
*Figures calculated based on glass only.
** For columns with N/As included, only the data available was averaged.

Total Price
Nat’l Average
$294.90
Nat’l Median
$275.04
*of glass price – does not include labor
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Glass Price
$198.16
$184.00

Percentage Off NAGS*
-5.3 %
-12.1 %
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Price Points
continued

NAGS Adds Part Numbers for Fuel Surcharge and Delivery Fee
National Auto Glass Specifications
International (NAGS) has added
service part numbers for fuel surcharges and delivery fees to its Fall
Calculator. The Fall Calculator took
effect on September 8.
The two new service part numbers
are as follows:
• SFS01600 Fuel Surcharge
• SDL01700 Delivery Fee
“We have received a great deal of
input from the market this year that
transactions are occurring that include these fees and surcharges, and
currently NAGS does not publish any
corresponding Service Part Numbers
that are appropriate for this purpose,”
says Bud Oliver, director of product
operations for the Mitchell Glass Unit,
of which NAGS is a part. “We don’t
take any position on what costs
should be associated with the new
numbers, but hope that their addition
will enable trading partners to more
clearly identify these items in their
negotiated transactions.”

Do you plan to use the new NAGS fuel
surcharge number in the near future
(before the end of this year)?

50.3%
Yes

15.0%
Maybe

34.8%
No

Do you plan to use the fuel surcharge number? Why or why not? Please
e-mail AGRR editor Penny Stacey at pstacey@glass.com with your thoughts.
AGRR magazine recently conducted a survey of shops to determine how many planned to use the
fuel surcharge number before the end
of this year, and found that the majority—50.3 percent—of shops sur-

veyed planned to utilize this tool.
Though 15.0 percent of those surveyed were still undecided, 34.8 percent said they did not intend to
employ the new NAGS number in
their business.

Survey Shows Few Consumers Request OEM Glass
A recent study conducted by AGRR OEM glass when seeking an auto survey, in which 51 percent of particm a g a z i n e / g l a s s B Y T E s . c o m ™ glass replacement. Nearly 400 shop ipants answered that few (10 percent
showed that few customers ask for representatives participated in the or less) customers request OEM glass.
Twenty-six percent of participants
said that some customers ask for
OEM glass (more than 10 percent but
less than 50 percent), while 17 per10% or less request OEM
cent said a majority of customers ask
for OEM glass.
Only 6 percent said they have
10-50%
never
had a customer request OEM
request OEM
glass.
■

51%

26%

17%

6%

More than 50%
request OEM

No requests
for OEM
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Have you had customers request
OEM glass? Please e-mail
pstacey@glass.com.
www.agrrmag.com
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Steering
Three Practical Tips for Keeping Customers
by Les Shaver

I

f there’s no one thing that’s painful
for Paul Heinauer, it’s talking to
people who had hoped to get their
automotive glass replacement work
done at Glasspro, the chain of glass
shops he owns in the Charleston, S.C.,
area, but were sent elsewhere by their
insurance companies.
“I have had a few acquaintances
who shared that they asked for us and
the insurance companies told them we
weren’t ‘on their list,’” he says. “It was
so painful to hear that.”
To borrow a line from former president Bill Clinton, other independent
glass shop owners can feel Heinauer’s
pain. For more than a decade now,
glass shops owners say they’ve seen
third-party administrators (TPAs)
using what they call coercion, intimidation and outright lies to push
their hard-earned customers
to shops favored and, sometimes owned, by those same
TPAs. While the practice may
be more refined than it was a
decade ago, it still exists
(the two main

30

TPAs say it doesn’t happen in their offices, though).
Safelite, the largest retailer and a
network based in Columbus, Ohio, a
part of Belron US, is often accused of
steering by shop owners. But
spokesperson Jenny Cain says the
company promotes customer choice.
“Our customer service representatives are trained to honor a policyholder’s preference for a vehicle glass
service provider,” Cain says. “All customer service representatives follow
an appropriate script supplied to us
by our various insurance clients. Safelite supports consumer choice in the
repair or replacement of vehicle glass
covered by the terms of their insurance policy.”
“All LYNX insurance processes promote consumer choice and preclude
steering,” adds Chris Umble of LYNX.
“We train, monitor, grade and compensate our associates on process adherence and customer satisfaction
metrics; the process is designed to
honor consumer choice.”
While the glass claims market may
be somewhat split between these two
companies, glass shop owners like
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Heinauer and Zoldowski still see steering often.
“Steering is alive and well,” says
Dave Zoldowski, owner of Auto One in
Brighton, Mich., and president of the
Independent Glass Association (IGA).
While steering has become the
most colloquial term used for this
practice in the industry, many have
noted that steering is more than an insurance company suggesting a customer use a particular shop: it’s a
barrier to market access.

1) Make sure your brand
is prominent in the
marketplace—and that
potential customers are
asking for your shop.
While Safelite is one company frequently accused of engaging in steering
tactics, Belron’s (its parent company)
chief executive officer Gary Lubner recently told AGRR magazine in an exclusive interview that one of the companies
main areas of success has been its
branding efforts (see related story in September/October AGRR, page 48).

www.agrrmag.com

Committee
Methods of Creating
a Solid Brand
•
•
•
•

Cable advertisements;
Sponsoring community functions;
Community involvement;
Holding continuing education
courses for insurance agents;
• Radio ads; and
• Yellow page ads.

“If you’ve done your branding correctly, when that infrequent purchase
happens, one thing should come to
your mind,” Lubner said. “When you’re
not, that means you’ve got to invest a
significant amount of money, get a lot
of coverage in the media, to make sure
that when people do think of an automotive glass company to deal with,
they’ll think of yours.”
While Lubner wasn’t speaking to
ways to avoid steering, of course, this
tactic applies to preventing this practice
as well. You don’t have a problem with
steering if people aren’t asking for you
in the first place.
“They have to know your name and
know 100 percent they want to use
you,” says IGA board member Mike
Russo, who also serves as controller for
Thru-Way Auto Glass in Syracuse, N.Y.
“Maybe they’ve used you before, saw
your commercials or heard good
things about you.”
Glass companies can get their names
out there in that many ways, whether

www.agrrmag.com

it’s pumping money into marketing,
having a name that’s been around for
awhile, or even, though highly controversial, giving away free items.
“Most people are more concerned
with getting their windshields fixed
and less concerned about where they
go,” Russo says. “That’s where the advertising campaigns come into place.”
And that’s where Heinauer’s focus
lies. He continues to rely on his marketing, reputation and slogan “It’s Your
Choice, Insist on Glasspro,” to draw
customers. He uses radio, television
and the Internet to get the word out.
“We’re combating it [steering] by continuing to build our brand,” he says.
Donna Braden, vice president of
Jack’s Glass in Allentown, Pa., relies on
many methods to get the word out, including radio. “I think marketing is the
most important of your business today,”
she says. “We do radio advertising and I
think that helps.”
Heinauer’s company also participates in numerous continuing education courses for insurance agents,
which also helps to build the Glasspro
brand in their eyes.
Braden also uses similar methods to
get out in front of both insurers and
customers. For instance, she’ll go to a
local business and cut a deal where
she’ll do their employees’ windshields
at a discount. She also does local Kiwanis and Rotary meetings and business-to-business trade shows,

like a recent one sponsored by the Eastern
Pennsylvania Business Journal. She
came away with
20 windshield jobs.
“It takes a lot of diligence,” Braden says. “Meeting in person is effective.
People love it when you show
them and give them something they can keep.”
Even when she doesn’t get 20 windshield
orders, these networking events can be effective to get in front of
customers. “The customer
isn’t always one with a
broken windshield right
now,” Braden says. “It’s
someone that will have
a broken windshield.”
Once
Glasspro
gets a job, its attempt to build its
brand doesn’t
end there.
continued on
page 32
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Steering
continued from page 31

“It’s imperative that we deliver excellence,” Heinauer says. “I don’t want to
lose any orders. We can’t afford to lose
any orders.”
So far, Heinauer’s strategy has been
fairly successful.
Branding also has worked well for
Grim. “I have a brand people request,”
he says. “Our customers are still being
steered into other shops, but the impact
is far less when the customer has a reason to use you.”
Others have a similar advantage.
“We have a reputation that exceeds
anyone else in our area,” says Stuart
Weatherman, owner of Diamond Auto
Glass in Phoenix.
Thru-Way, which has built its name
over 51 years in business in Western
New York State, does cable advertisements, sponsors different functions in
the community and still calls on insurance companies.
“We educate customers to call us
first and the importance of having safe
windshield installation,” Russo says. “I
call on agents. We tell the agents an installation is a good reflection on them.
It is educating the consumers and educating the agents.”
Once this branding has occurred

and the customer has chosen you,
it’s important to keep them, says
Corey Hemperly of Windshield
Doctor in Pocatello, Idaho.
“We view each and every one of
our customers as a relationship,”
he says.
Windshield Doctor also offers
customer loyalty programs.
“We reward the customer who has
been there for a long time,” Hemperly
adds.

2) Be available.
A glass shop can have been a mainstay in a community for 50 years and
pump money into advertising, but in
this day and age, if there’s no one available to answer the phone or e-mail at
night, over the weekends and even on
holidays, none of this matters.
“We spend a lot of money on advertising each year and a large part of that
budget is negated by the 800 number
of the back of the insurance card,”
Russo says.
Consumers want their issues handled right now.
“Companies spend tens of thousands of dollars marketing to consumers,” says Weatherford, who also

“They have to know
your name and know
100 percent they
want to use you.”
—Mike Russo,
T h r u - Wa y G l a s s
owns a company called the American
Auto Glass Alliance, formed to take
after-hours calls glass shops and
schedule appointments. “You can’t
maximize your marketing dollars
eight to ten hours a day. You have to
schedule afterhours” (see sidebar on
page 33).
That’s because the big glass companies can answer inquiries at anytime.
“[Being available 24/7] fights steering better than anything,” Weatherman
says. “If someone calls at 6 p.m. and
they get an answering machine, most
likely they will go to the yellow pages
and online and find someone else.”
The key is to be available whenever
the customer wants to book a job. That’s
what the big companies are doing and
that’s what consumers expect.
“Even though we’re a small company, we understand the value of
24/7,” Zoldowski says. “We’re embracing that. Customers will have the capability of booking an appointment for
glass replacement.”
But leads don’t just come in over the
phone anymore. They also come
through the Internet. Zoldowski tried
to stay on top of those. “Another way
we avoid steering is that we follow up
on Internet leads,” he says. “We try to
do it instantly.”
If you can handle the phone calls
and the Internet leads, the chances of
claims falling through the cracks decreases significantly. “All of those kinds
of tools prevent steering,” Zoldowski
says. “Now you’re answering the job

Building customer loyalty is a simple method of limiting steering.

continued on page 34
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IGA Offers Two Affinity Programs to Combat Steering
he Independent Glass Association (IGA) has
“This is going to save [shops]
teamed up with two different companies
m o n e y. I t ’ s g o i n g t o g i v e
that offer services to combat steering: the
[them] more jobs and is going
American Auto Glass Aliance (AAGA) and the Molloy Institute LLC. The IGA has formed affinity reto give access to more jobs,
lationships with both to offer its members reduced
and it will hopefully reduce
rates and some help with fighting steering.
[their] front-office costs.”
The AAGA provides a 24/7 call center for independent shops.
— S t u a r t We a t h e r m a n , A A G A
“Basically, shops that become members [of
the AAGA] at their choosing can forward their phones to us the association to choose to form a direct relationship with
anytime, 24/7, once they’ve signed up,” says Stuart Weath- the AAGA.
erman, president of the AAGA. (Weatherman also owns his
“They found it to be an outstanding addition to their busiown auto glass business, Diamond Auto Glass in Phoenix, ness, and therefore directed that an affinity program be creand has been working on designing and perfecting the serv- ated,” Smith says, who adds that he expects this to help
ice for the last two years.)
independent shop members be more competitive with larger
Those who sign up with AAGA receive a username and chains. “Plus, the CSRs on the other end of the phone know
password, via which they can log in to what AAGA calls a per- and understand the auto glass business.”
sonalized “dashboard” to customize how their own calls are
“We feel that this new service, by extending a shop’s hours
answered, when/how jobs should be scheduled, etc. “When a of operation, will increase the number of sales closed by parcall comes in for that particular glass shop, the dashboard ticipants, thereby increasing a shop’s revenue. It’s Business
pops up with that client’s information,” Weatherman says.
101,” he says.
But, it’s more than an answering service.
In addition, Molloy LLC offers a training program called
“We’re an extension of the auto glass shop,” he adds, not- “Language of Commitment™” to customer service represening that the dashboard also provides instructions on how jobs tatives (CSRs) to teach them how to build relationships—
should be scheduled. Likewise, all calls are recorded, and and therefore business—with potential customers.
members who use the service can review all calls via the
“The competitive advantage isn’t the glass. Consumers see
aforementioned online dashboard.
all glass as being the same. The real competitive advantage
“You don’t just have the ability to personalize our cus- is the eye-to-eye or word-to-word interaction between the
tomer service agents, but you also have the ability to cri- CSR and the consumer,” says Dan Molloy, founder and presitique them,” Weatherman says. “We want to make this dent of the company.
bullet-proof, so that our glass shop clients trust us and know
Mel Auston, vice president and director of coaching, adds
that we’re doing the job right … We want to make this a that CSRs often forget that every person they speak with
profit center for independent glass shops.”
on the phone is a potential customer. “And that means your
Shops pay a monthly fee for the service, and then a fee per company loses business because of this. Trust has to be esscheduled job. The benefits outweigh the costs, though, tablished. You have to train CSRs in how to establish trust,”
Weatherman says.
he said.
“This is going to save [shops] money. It’s going to give
The training program involves a variety of steps, from mys[them] more jobs and is going to give access to more jobs, tery-shopping your company via phone to establish a benchand it will hopefully reduce [their] front-office costs,” he mark, then numerous training and coaching activities,
adds.
followed by more mystery shopping to track progress.
The AAGA also is equipped to conduct three-way calls with
networks to schedule jobs as necessary.
IGA director of operations Patrick Smith says several IGA
board members have tried the service themselves, leading

T
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Steering
continued from page 33

and getting the customer in for first
notice of loss, which is key.”

3) Control the
communication
with the customer.
Opening up communication with
the customer and getting them to you
first is pivotal. While getting them to
you has a lot to do with your branding
techniques, once a customer makes
contact with you, there’s certain information you must get. “We get the customer’s name and number right
upfront,” Weatherford says. “That
helps a lot as far as retaining them.”
Zoldowski’s goal is simple, in theory:
get the customer into the shop. “They
[glass shops] must get customers in the
shop or on a third-party call, place a
claim and get the vehicle scheduled at
your shop,” he says. “That’s what has

Insurance Influence
aybe glass shop owners are trying
to be positive when they say that
the industry that sends them millions of dollars of work each year doesn’t
know that its networks steer customers.
“I don’t now if steering is as important
to insurance companies as it is to call
centers,” says Mike Russo, controller of
Thru-Way Auto Glass in Syracuse, N.Y.
“Most insurance companies want to be
sure their customers are properly served.
In my heart, I don’t think most know how
badly their insureds are being treated
when they go to make a glass claim.”
Knowing that insurers want to keep
their customers happy in a very competitive insurance environment, Russo will
send his customer to their agents when
there’s a problem with the network.
“When the customer has a hard time, I
tell them to call their agents or call the
insurance companies directly,” he says.
“Most of the time, someone from the in-

M
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surance company calls and says, ‘Take
care of the customer and send me the
bill.’”
Heinauer knows insurers want to have
the best experience possible with glass.
“If it’s their number-one claim, you would
want your customer to have the very best
experience possible,” he says.
But he thinks they do have some idea
about what’s happening in the market.
“Some of the insurance companies know
it goes on,” he says. “That’s painful that
they think of us like that. It hurts your
feelings.”
While representatives from State Farm
and Allstate declined to comment on
whether they believe the practice of
steering exists, GEICO public relations coordinator Shannon Boyle says the company supports the right to choose—and
informs its customers of this choice.
“GEICO associates inform GEICO customers that the customer is under no ob-
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ligation to use any particular glass vendor,” she says. “It is entirely up to the
customer to select the shop his or her
choice. If, after being informed of that
choice, the customer requests a referral,
we will provide one.”
Likewise, Chris Umble says LYNX Services investigates claims of steering.
“Typically we find what gave the shop
the impression of a problem and the issue
becomes resolved,” he says. “I am happy
to say that most shops know our process
so well, and our reputation, that such
questions are very rare.”
Like LYNX, Safelite spokesperson Jenny
Cain says it makes sure its CSRs uphold a
customer’s right to choose.
“Safelite invests heavily in associate
training programs designed to ensure that
such choice is assured when dealing with
policyholders,” she says. “All calls to and
from our contact center are recorded for
training and quality assurance purposes.”

www.agrrmag.com

Experience the

fusion
usion

off tthree...
o
hree...

leading
i n g you
y o u to
t o a greener
greener b
bottom
o t t o m lline!
ine!
got to be done. If you leave it out there,
you’ll lose the job.”
In addition, Zoldowski has had most
of his CSRs participate in a CSR training
course held a company called Molloy
LLC, which encourages CSRs to form a
relationship with customers when they
call in, in an effort to encourage loyalty—along with repeat business and
referrals, (see sidebar on page 33).
Russo has made strides in selling his
company’s focus on safety and the
windshield’s structural importance to
the car. But he takes this a step further
as well.
“We also tell [customers] we are very
experienced in dealing with glass
claims,” Russo says. “We try to get
them to come to our shop and make
phone call together. If they come to our
shop or call us first, we’ll guide them
through the claims process.”
Even after all of that, a glass shop can
still lose the job if the customer has an
issue and calls the TPA. “We have [the
customer] call us if they have an issues
or changes,” Zoldowski says. “A lot of the
time, a customer will call [the glass
claims] number, though, and Safelite
comes out and takes a job away from us.”
At a certain point, most shops will
have to deal with one central question:
Do they tell the customer the full extent of the steering problem? By telling
them, they’re often putting themselves
at odds with the insurers (or those acting as agents of the insurers). That
could be a problem.
“The insurance companies have a
lot of credibility,” Heinauer warns.
Because of this, Heinauer has his
CSRs focus on a positive message.
Others will fully educate the customer about steering, even if that message is critical of the insurer.
Weatherford’s CSRs will say, “There are
contracts with insurance companies
and a national glass company that will
try to influence you to use someone
other than our shop.”
Russo even takes it a step further.
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PLATINUM SPONSOR OF THE 2008 WINDSHIELD REPAIR OLYMPICS
“We tell them [the customer] that the
“What it comes down to is fair accall usually ends up at a call center cess to the marketplace,” Russo says.
where a CSR is trying to talk you into “The customer goes out and buys ingoing to preferred shops,” he says.
surance. The customer with the broken
windshield should be entitled to make
that decision unencumbered about
The Future
While methods such as brand-build- where they take the vehicle to get it reing, offering 24/7 communication and paired. Insurance companies are there
■
controlling your customers’ interaction to pay the bill.”
with a TPA do exist, some think the
practice of steering—or barring access
Les Shaver is a contributing editor for
to the market—is here to stay.
AGRR magazine.

◗
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Get Off the

™

“What”

and on to the

“Why” and“How”

Inside Phase Three of AGRSS Registration: Third-Party Validation
by Carl Tompkins
to fair market pricing. “How”
can this be? Is it that the other
long-term glass shops have
been gouging customers with
abhorrently high prices? I
don’t think so, especially since
I’ve witnessed more glass
shops closing, selling or diversifying in
2008 than ever before.
In one Northwest city, four companies closed their doors; each had at
least a 10-year history in the business
and the closures were primarily caused
by a new company that entered that
market and promoted retail prices a
third less than what these former companies could offer. “How” can these
type of companies survive when competing with this approach in conducting business?
The answer to this “how” is that
these companies cheat! “Cheat” is the
word I use to describe those who do not
play by the rules. Not one windshield
replacement is done legally, meaning,
that not one windshield being returned
to the public is deemed “operable” as
defined in the 1966 National Traffic and
Motor Vehicle Safety Act. The reason
“why” these glass parts are not operable is because they will not pass FMVSS
212/208 if in a collision because they
were not installed properly.
The concepts of proper installation
are defined by the current AGRSS Standard. When companies cheat they cut
corners to reduce their costs of running
a business. Being able to achieve such a
lower-cost platform gives them the
ability to offer much lower resale prices

Editor’s Note: The following is a guest
feature authored by Carl Tompkins, western
states area manager for the Sika Corp.
Tompkins also serves as chairperson of the Auto
Glass Replacement Safety Standards (AGRSS)
Council Inc.’s accreditation committee.

T

he foremost issue on the
minds of today’s leading retail glass shop owners and
management is being able to
stay in business by attaining
an appropriate number of profitable
windshield sales. This issue defines the
“what” of the situation—meaning a
lack of profitable windshield sales is
“what” is wrong within the retail portion of the AGRR industry. Most people
who have this concern remain fixed on
it. They focus on nothing more than the
“what” of this situation with little hope
for improvement. The key is to get off
the “what” and move toward the “why”
and “how.”

The “Why”
Through my national travels, I continue to witness this growing trend:
auto glass companies pop up in metropolitan areas and absolutely dominate
in market share within a one- to twoyear period. They do it by marketing
their products and services as a commodity where only the lowest price
wins. While all businesses have the
legally protected right to sell products
and services at what ever price they
choose, what’s bizarre to me is how
much lower their prices are compared
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than the non-cheaters and to survive.
While it is good to run a tight ship on
expenses, should this level of expense
be allowed to run so low that it creates
such enormous risk to your customers,
who may pay the ultimate price if they
are in an accident? Should companies
be allowed to compete for business
when utilizing practices that violate the
AGRSS Standard? The answer to both of
these questions is “no.”
More specifically, should these type
of companies be allowed to conduct
auto glass replacements when they use
butyl tape in lieu of polyurethane? How

Third-party validation of AGRSSRegistered shops is scheduled to
be launched in early 2009. The
AGRSS Council will announce the
validation firm at its annual
International Auto Glass Safety
Conference in November (see
page 41 for schedule).
about the use of urethane purchased
for two bucks a tube because it has expired, or the use of urethane that requires 18 hours to reach drive-away
time, even though the cars are released
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immediately? Let’s not forget the three
different cleaning and priming products that were required for a proper installation, but never purchased. How
about the employment of untrained,
non-certified technicians, whose two
most popular tools are a hammer and
roll of duct tape? I cannot leave this
subject until I also mention the great
cost-saving method of installing used
or sub-standard glass parts. I’ll stop
here, hoping you get the point. The answer to my question is, “NO!”

The Ultimate Goal
The ultimate goal of the AGR industry needs to be the creation of a business environment in which only those
glass companies that deliver installations completed in accordance with the
AGRSS Standard are able to be industry
participants. The attainment of this
goal provides a level playing field of
competition. It is inappropriate and
unacceptable to tolerate anything less
and this conclusion resonates not only
among of the AGR industry but all

those who participate as customers as
well, including the insurance industry.
All too often I hear this question:
“With all of these dangers that you’ve so
eloquently outlined, how many windshields were installed last year and how
many people were killed due to faulty
auto glass installation?”
By percentage, the answer is very,
very low. But I ask, “What number is
needed before we stand together and
take action?” While the Department of
Transportation (DOT) reported that
2,600 people lost their lives in a four-
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year period due to windshield ejection,
does the number have to reach a certain percentage before it makes sense
to put preventative measures into play
unilaterally?
Jon Fransway would tell you that one
death over the period of forever is too
many. Jon helps our AGRSS Council by
sharing his testimony of what it’s like to
have a sister die in your arms at the
hospital after being found 80 feet from
her vehicle, in a corn field, lying on top
of the windshield. Remember, though,
once every two weeks a car involved in
a fatal accident has had its windshield
replaced within the past 48 hours. The
few deaths per year attributed to faulty
auto glass installations are most likely
because of the low frequencies of collisions that test auto glass retention. So,
being that we do not crash very often,
should we hide behind this low frequency of incident and claim that
everything is okay?
During a recent presentation, I
asked an audience of insurance companies, “How many children were killed

industry lay claim to being the best and
following the AGRSS Standard. Furthermore, most all retail glass companies have signed the same Offer and
Acceptance contracts guaranteeing
their conformance to proper auto glass
installation practices, along with compliance to all pricing and billing requirements. With no appreciable
frequency of complaint or catastrophe,
there is no reason to think any differently. Being as objective as possible, it’s
easy to understand why this point of
view can exist.
The last element is a result of an AGR
industry that has operated for more
than 100 years having no benchmarks
of business entry or maintenance. This
is no one’s fault other than our own.
This circumstance has afforded people
the opportunity to enter the retail auto
glass installation arena at little cost,
with no educational requirements, nor
a standard for performance requirements, no testing and a lack of commitment, etc. This equates to “come
one, come all and do as you will.” Op-

in school zone cross walks this past
year by drivers exceeding the speed
limit? How many children encountered
school zone cross walks this year?”
From the millions of children exposed
to this risk, does such a low frequency
of death mean that speed limit signs
should not be enforced?

erating under this long-term scenario,
we ourselves have reinforced the notion that all glass shops are equal.
Keeping these three elements in
mind, the answer to “how” we solve
this problem requires three steps. The
first step is to define AGR values. This
step has been completed in that the
AGRSS Standard provides a Standard
that is exact, comprehensive and enInsurance Viewpoints
The insurance industry, for the most forceable. We often refer to the AGRSS
part, continues to view all glass shops Standard as being the line in the sand,
as being equal. After all, the 12,000 recontinued on page 38
tail glass companies that make up our
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AGRSS Registration:
Third-Party Validation
-continued from page 37-

separating those who walk the walk of
proper installation practices from those
only able to talk the talk. As part of step
one, this defined set of AGR values
must be promoted to all parties to create a national awareness, and offer education and motivation to adopt such
values within their buying decision
processes. This step has been going on
since 2002 and needs to continue on a
national, regional and local street corner basis.
It must be understood that what is
accomplished by each individual glass
shop in its local community is going to
create brand awareness of the AGRSS
Standard. Any other measures offered
by any other parties or resources
should be treated as a bonus.

Branding is Critical
Ralph Nader said it perfectly, stating
that branding is critical and will not be
accomplished by fancy ads, television
or promotional campaigns but rather
by what glass shops do in their local
communities in promoting the AGRSS
Standard and making it the core fiber of
their company culture. A gentleman in
Seattle recently stated to me, “The
problem is that most all glass shops are
willing to take on any and all success,
business growth and profit possible as
long as someone else is willing to do it
for them.” Remember that the best of
baseball bats has never hit a home run
without a set of willing hands to swing
it. Our bat is the AGRSS Standard and it
defines our AGR values.
The second way to solve our industry problem is to create a means of
identifying those who provide these
core AGR values. This is a service to
customers in that many, including the
insurance industry, don’t have the time
or resources to test the worthiness of
some 12,000 subcontracting glass
companies. Our means of accomplishing this task comes in the form of
the AGRSS Registration program. Having been in existence since 2003, we
approach our final phase of
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implementation early in
owner Al Davis. He
2009 that includes the provi“There is nothing was asked dozens of
sion of independent thirdquestions concernin the AG R S S
party validation—key to
ing the most imporS t a nda rd that tant aspects of
securing customer buy-in.
We must understand that
should not have running a successful
no customer can take the
been going on in team. Al did nothing
word of a glass shop, or even
but grin at the camevery glass shop era as the onslaught
a glass shop’s own internal
for years.”
assessment of compliance,
of questions kept
because this provides no
coming. Finally, and
safe-guard of reliable proof. There is too following the last question, Al’s single
much risk associated with such a response was, “Just win, baby!”
situation.
If you are into winning, follow the
But, in 2009, when AGRSS-Regis- advice provided by former Pittsburgh
tered companies provide proof of Steelers coach Chuck Knoll, who taught
AGRSS compliance through third-party that “victory is dependent upon prepavalidation, the insurance industry will ration.” Each and every player on the
have a trusted process that can be de- AGRSS team must be prepared to meet
fended, leading to its ability to adopt the challenges of AGRSS compliance
the requirement of AGRSS registration. every day. Keep in mind that this
Will they?
should not be a new challenge in that
I cannot answer for any of the 1,200 there is nothing in the AGRSS Standard
plus providers of auto insurance, but it that should not have been occurring in
certainly makes sense that they should. every glass shop for years.
After all, there is no question concernNow you can test your conformance
ing their need to provide their policy- and prove your compliance. Company
holders the best means possible of management must start by having polivehicle restoration, especially when the cies and procedures in place that are
operability of a safety device is involved. understood and utilized by all comOnly those glass companies that are pany personnel, whether employees or
AGRSS-Registered should be recom- subcontractors. Then, make sure that
mended or make up the list from all technicians are “interview-ready,”
which to choose. Anything less is defi- meaning that they can discuss the pronitely irresponsible. No longer is the cedures they use in conducting auto
conformance to merely price and glass installation and to make sure their
billing procedures the benchmark for answers to questions match the written
glass shops to make the “Approval instructions by which they have been
List.” Requiring AGRSS registration of trained.
network shops would provide insurThe three steps toward solving the
ance companies a way to show their “what” is wrong with the retail AGR in“duty of care” and concern for their dustry will work, under the condition
policyholders.
that you do the same. It is not easy, and,
if it were, many more would fulfill the
invitation, “Come one, come all and do
Delivering Values
■
The remaining step in solving our as you will.”
problem is to make sure that all AGRSSRegistered companies deliver the valCarl Tompkins is the chair of
ues defined within the AGRSS Standard
the AGRSS Accreditation Comon a regular basis. This need reminds
mittee. Mr. Tompkins’ opinions
me of an interview I watched a few
are solely his own and not necyears back with Oakland Raiders team
essarily those of this magazine.
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Viva Las Vegas!
Auto Glass Expo at NACE
Offers Latest in New Products
n just three short years, Auto Glass Week in Las Vegas has become a premier event for the industry. Held November 5-8 at the Mandalay Bay
Convention Center in Las Vegas, the event not only offers three separate conferences, the International Auto Glass Safety (AGRSS) Conference,
the National Windshield Repair Association’s annual conference, and the
Independent Glass Association’s fall marketing conference, but also the Auto
Glass Expo at NACE. In addition, the Auto Glass Technician Olympics and
Windshield Repair Olympics also are held on the show floor.
Many companies take this opportunity to launch a brand-new product
and to give you a chance to see their offerings up-close. Read on for a sampling of these.

Auto Glass Expo @ NACE

MOULDINGS
Creative Extruded Goes
Green with Environmentally
Friendly Universal Moulding

moulding is available in five sizes and
its “clothespin” hinge makes installation easy, while grip ridges minimize
primer runs, according to the company. Additional features include barbs
for retention on glass, two nylon cords
to minimize stretch and snapback during installation, and a lip position designed to accommodate body and
glass deck variations.
❙❙➤ http://na.rehau.com/automotive

I

recyclable, according to Creative Extruded, and contains neither lead nor
chlorine. In addition, company officials say it is lighter than rubber, which
Creative Extruded Products Inc. has reduces the load on the technician and
a new environmentally friendly uni- also can reduce fuel consumption.
versal moulding available, the ❙❙➤ www.creativeextruded.com
Eco-Trim. Eco-Trim is
made from a rubber- It’s Universal: The UniFit™
like material with rubREHAU officials say the company’s
ber performance but new UniFit Pinch-N-Go™ universal
with less impact on moulding is manufactured with an
the environment, the elastomeric polymer for cold flexibility
company says.
and proven squeak resistance. The
“Eco-Trim feels and
looks like rubber moulding
and has the same cold weather flexibility,” reads information from the company. “But, Eco-Trim doesn’t bloom or
chalk like rubber.”
Eco-Trim’s material is 100 percent

The show hours for the
Auto Glass Expo @ NACE are as follows.

Thursday, November 6
10 a.m. – 5 p.m.

Friday, November 7
10 a.m. – 5 p.m.

Saturday, November 8
9 a.m. – 3 p.m.
For more information,
visit www.naceexpo.com.

ADD-ONS
GGG Offers “Smart
Alternative” for
Gel-Filled Sensors
Gold Glass Group (GGG) says its
new
SensorTack
GGS 901 Gel is the
smart alternative
for gel-filled sensors. According to
the Bohemia, N.Y.based company, the
gel makes it possible to re-use the
round
rain/light
optical sensors that
are filled with a gel.
The SensorTack repair set is designed
to reattach these sensors to the windshield. Gold representatives say the
continued on page 42
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National Windshield Repair
Association Annual Conference
Schedule at a Glance
Thursday, November 6
7:30 a.m. – 6:00 p.m. Conference Registration Open
10:00 a.m. – 4:00 p.m. Walt Gorman Memorial
Windshield Repair Olympics
(co-sponsored by NWRA)

Friday, November 7
7:30 a.m. – 6:00 p.m. Conference Registration Open
8:00 a.m. – 8:30 a.m. Opening and Welcome
8:30 a.m. – 10:00 a.m. NWRA Green Glass Initiative
10:15 a.m. – 11:45 p.m. Internet Marketing for
the Repair Community
Noon – 1:00 p.m.
Networking Lunch (NWRA Board
of Directors meeting)
1:00 p.m. – 1:45 p.m. International Autobody Congress
and Exposition (NACE)
2:00 p.m. – 3:15 p.m. Insurance Industry Panel
3:15 p.m. – 4:00 p.m. Automotive Glazing Trends
4:00 p.m. – 4:45 p.m. Repair of Laminated Glass Certification
5:00 p.m. – 5:30 p.m. NWRA Repair of Laminated
Glass Certification Examination
6:00 p.m. – 8:00 p.m. Welcoming Cocktail Party
View the entire schedule online at
www.nwrassn.org/conference2008.php.

Third Annual Walt Gorman Memorial
Windshield Repair Olympics
Schedule at a Glance
Thursday, November 6, 2008
7:30 a.m. – 4:00 p.m. Registration Open
10:00 a.m. – 4:00 p.m. Walt Gorman
Memorial Windshield
Repair Olympics
4:00 p.m. – 4:30 p.m. Awards Announced
View the entire schedule online at
www.windshieldrepairolympics.com.

Fourth Annual
Auto Glass Technician Olympics
Schedule at a Glance
Friday, November 7, 2008
7:30 a.m. – 6:00 p.m. Registration Open
8:00 a.m. – 5:00 p.m. Preliminary Heats

Saturday, November 8, 2008
7:30 a.m. – Noon
Registration Open
9:00 a.m. – 1:00 p.m. Finals
View the entire schedule online at
www.autoglasstechnicianolympics.com.

International Auto Glass Safety
(AGRSS) Conference
Schedule at a Glance
Tuesday, November 4

Independent Glass Association (IGA)
Fall Marketing Conference
Schedule at a Glance

2:00 p.m. – 5:00 p.m. Conference Registration Open
2:00 p.m. – 5:00 p.m. AGRSS Committee Meetings
(except for Standards Committee)
5:00 p.m. – 7:00 p.m. AGRSS Board of Directors Meeting

Friday, November 7

Wednesday, November 5

7:00 a.m. – 6:00 p.m. Conference Registration Open
8:00 a.m. – 5:00 p.m. Auto Glass Technician Olympics
Preliminary Heats (co-sponsored by IGA)
10:00 a.m. – 5:00 p.m. Auto Glass Expo @ NACE
6:00 p.m. – 8:00 p.m. Welcoming Cocktail Party

7:30 a.m. – 6:00 p.m. Conference Registration Open
8:00 a.m. – 8:30 a.m. Welcome and “State of the
AGRSS Council” Address
8:30 a.m. – 9:30 a.m. Glass Plastics Technology & What It Will
Mean to Auto Glass Service Companies
9:45 a.m. – 11:00 a.m.Ten Worst Shop Horrors
11:00 a.m. – Noon
Validation Support from
Adhesive Manufacturers
Noon – 1:00 p.m.
Lunch (on your own)
1:00 p.m. – 2:30 p.m. Standards Update: Validation
3:00 p.m. – 3:45 p.m. Automotive Safety Performance Testing
4:00 p.m. – 4:45 p.m. Introducing the AGRSS Code of Ethics
6:00 p.m. – 8:00 p.m. Welcoming Cocktail Party and
AGRSS Charity Auction

Saturday, November 8
7:30 a.m. – Noon
8:00 a.m. – 8:30 a.m.
8:30 a.m. – 9:15 a.m.
9:00 a.m. – 1:00 p.m.
9:00 a.m. – 3:00 p.m.
9:30 a.m. – 10:15 a.m.
10:30 a.m. – Noon
1:00 p.m. – 1:45 p.m.
2:00 p.m. – 3:00 p.m.
3:00 p.m. – 4:00 p.m.

Conference Registration Open
Opening and Welcome
IGA Anti-Steering Initiative
Auto Glass Technician Olympics – Finals
(co-sponsored by IGA)
Auto Glass Expo @ NACE
Is Radio Relevant?
Internet Marketing 301
Selling the Value of Your Own Brand
Sustainability – Growing Your Business
Through Environmentally Friendly
Business Practices
IGA Auto Glass Technician
Certification Examination

View the entire schedule online at
www.iga.org/Fall_Marketing_Conference.php.

Thursday, November 6
7:30 a.m. – 4:00 p.m. Conference Registration Open
8:30 a.m. – 9:30 a.m. Keynote Address by NFL
Great Archie Manning
9:45 a.m. – 10:45 a.m. CAP: How to Make Your
Customers Aware of AGRSS
11:00 a.m. – Noon
Roof Crush Standards
1:00 p.m. – 5:00 p.m. AGRSS Standards Committee Meeting
5:00 p.m. – 7:00 p.m. AGRSS Board Meeting (if needed)
View the entire schedule online at www.agrss.com/conference/.
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continued from page 41
sensors are applied easily and quickly
using a special mixing syringe, allowing
the old sensor to be re-attached in just
a few minutes.
“We have a system that is inexpensive and easy to use,” says Gold Glass
Group’s Mark Daniels. “GGG’s SensorTack refill gel has a short curing time so

it can be used in shop or on mobile
applications.”
In addition, company representatives
say a heating box is available to reduce
curing times in colder temperatures,
and the heating box also has a built-in
level indicator and fully adjustable feet.
❙❙➤ www.gggcorp.com/sensortack.htm

AUTO GLASS ADHESIVES,
SEALANTS, AND CLEANERS
COMPLETE URETHANE ADHESIVE SYSTEM
MANUFACTURED BY C.R. LAURENCE COMPANY

Quality Automotive Products

VIEW OR DOWNLOAD CRL43 ONLINE at crlaurence.com

crlaurence.com

C.R. LAURENCE COMPANY
Automotive Products Manufacturing Division
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AEGIS® Tools International Inc. now
offers what it calls the next generation
of one-tech windshield-setting tools:
the SOLO II. The new SOLO features a
reversible arm to allow technicians to
work from either the passenger or
driver side of the vehicle. The arm also
extends to accommodate extreme
windshield rake angles, wing windows,
heavy-duty and loop arm mirrors and
larger truck windshields.
In addition, new pivoting cup brackets allow work on virtually any curvature, according to the company. The
SOLO II also is lighter in weight than its
predecessor, the original SOLO.
In addition, AEGIS now includes a
heavy-duty carrying bag that holds the
SOLO II or original SOLO, and a glass
handler kit. The Madison, Wis.-based
company also offers an upgrade kit for
owners of the original SOLO so that
they can have the features of the SOLO
II without purchasing a second tool.
❙❙➤ www.aegistoolscom

REPAIR SYSTEMS
GlasWeld Advances
Repair System

The CRL43 AUTOMOTIVE CATALOG has over
400 color pages showcasing thousands of
products of specific appeal to the auto
glass industry. The CRL43 features a
comprehensive line of products for working
with automotive glass. It also brings you
our enormous selection of truck sliders,
sunroofs and windows for vans and RV's.

Tel: (800) 421-6144 ext. 7780 • Fax: (800) 587-7501

INSTALLATION TOOLS
Go SOLO™ II with AEGIS

JAB233-9/08

The latest auto
glass repair system
available
from GlasWeld,
the G3fusion system, is designed
to create strong,
fast repairs. The
system includes
the G3 ProVac injector with resin encapsulation, which company officials
say provides high-quality air and mois-
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ture removal, along with the integrated
ProCur 360-degree curing lamp and
the company’s proprietary resins.
❙❙➤ www.glasweld.com

REMOVAL TOOLS
A.N. Offers Array
of Blades and Knives
A.N. Designs Inc. will display its
full product line of UltraWiz® windshield removal hand tools. The latest
additions to the line include the company’s UltraThin paint protection
blades, which are designed to reduce
paint damage on
vehicles with exposed
pinchwelds. Company
representatives
say these are especially handy
when cutting out
windshields and
backlites.
In addition, A.N. will show its UltraThin interior cut-out blades, which
are designed to make it easy to remove the Ram and Dakota rear windows by getting around the
encapsulation.
Finally, the company also will be
promoting its Lever Knife, which is
available with both a large- and smallsized handle.
to the vehicle paint system, mould❙❙➤ www.ultrawiztools.com
ings and glass. The Glass Bot produces a single cut
Meet the Glass
through the urethane
Bot™ In-Person
using our high-tensileNelson Marketing will be
strength (HTS) wire.”
displaying its Glass Bot, a
The Glass Bot is
fully automated auto glass
equipped with a 12-volt
removal tool designed to
DC motor, which proprovide fast, safe and damvides high torque at
age-free removal of auto
slow speeds to pull the
glass.
HTS wire at a con“The Glass Bot is the first
trolled speed of 1 inch
power tool for auto glass removal specifically designed for the per second through the adhesive, accutting of the urethane to be accom- cording to the company. It is uniplished by cutting away from the versally powered by connecting to
body of the vehicle,” says Rick Nelson, any vehicle’s battery.
The Glass Bot attaches to the inproduct manager for Nelson Marketing. “This method eliminates damage terior of the glass part with a 7-inch
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vacuum pad and is operated via a remote control on a 7-foot cord. The
user is able to monitor the cutting of
the urethane and control the process
from the interior or exterior of the vehicle.
❙❙➤ www.glassbot.net

Extractor EXT-PROV18
is New and Improved
The Extractor’s EXT-PROV18 is the
new and improved version of the company’s NiCad battery-powered EXTPROCM2. The tool utilizes an 18-volt

continued on page 44

November/December 2008 AGRR

43

continued from page 43
lithium ion battery, which the company says provides long-running
power and will remain at full strength
until the charge expires. In addition,
the EXT-PROV18 is designed to be
nearly indestructible, and to run at
2,800 strokes per minute with a variable-speed trigger.
The package includes two blades, a
multi-lingual CD-ROM video, one battery and one charger. Extra nuts, bolts
and an Allen wrench are also included
for blade mounting.
❙❙➤ www.extractor.ca
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Reach New Angles with
Pivot Heat PipeKnife®

become the exclusive manufacturer of the Pivot Head
PipeKnife, which formerly was
The PipeKnife Company, manufacknown as the Burch-L pivot tip
turer of the “Original PipeKnife” sealant
longknife. The patented design of
cutout knife, announces the addition
the Pivot Head PipeKnife allows the
of the “Pivot Head PipeKnife.” The
blade head of the long knife to pivot
Pivot Head PipeKnife is a tradi+/- 20 degrees, matching the sloped
tional cutout knife with a hinged
surface of the vehicle dash, according to
design, which allows the blade
the company.
head area to pivot.
In addition, Pipeknife representatives
In addition to the launch of
say the ergonomic pivoting head design
this new product, the comprovides the technician with the ability
pany has signed an agreeto reach the dash line while bending the
ment with Burch-L tools to
blade head of the knife so the handle
will be on the same plane as the dash.
The Pivot Head PipeKnife is manufactured fom hight-strength aluminum
and is available in 14- and 18-inch
lengths and is equiped with a cushioned handle.
❙❙➤ www.pipeknife.com

ADHESIVES
Sell with Speed
and Safety, ADCO Says

us at
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800.209.2369
www.gtsservices.com
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ADCO will be promoting a new
program, the “Safe Drive Away Initiative and Sell with Speed and
Safety!” program. Company representatives say the program
was designed to assist shop
owners in maximizing profit
margins while also proving
quality to customers.
“By offering the consumer the
option to ‘value’ their time by
choosing either PRO1 or PRO2
products, with one-hour and
two-hour side drive-aways, respectively, they agree to pay a
premium based on the safe driveaway [time],” reads information from
the Michigan Center, Mich.-based company. “The faster the safe drive-away,
the greater the value to both the consumer and the shop owner.”
As part of the initiative, ADCO will
provide customized posters, banners
and literature with point-of-purchase
displays that include shop advertising,
as well as service and support.
❙❙➤ www.adcocorp.com
■
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Packing It In
by Penny Stacey

Doug Shaw (right) and his son, Brett, prepare to install a
windshield in a Ford Ranger.

D

oug Shaw has what many may
call the classic entrepreneurial
spirit. When he sees an opportunity, he takes it, as is evidenced by his
growing business, Doug’s Windshield
Repair and Replacement in McGehee,
Ark. But there’s certainly more to his
business than the name might show;
though he still offers both windshield
repair and replacement, he now
spends the majority of his time applying window film.

The Beginning
Shaw got his start working for the
United Parcel Service (UPS), where he
served as the local branch’s windshield
repair technician. And then one day he
had a realization: that he could open
his own business doing repairs. But he
worried in his small, rural town, windshield repair alone might not be
enough to pay the bills—so he learned
to handle installations as well.

46

Three years after he opened the
business, though, he started to realize
the climate was changing, and it was
difficult to survive on auto glass alone.
“There’s no way doing five or six
windshields a week, unless you keep
your expenses really low—there’s no
way to make it,” Shaw says. “I’m kind of
like a lot of other installers out there. I
focus on quality.”
Shaw realized he needed to add a
new service to his business in order to
survive. This was in 2002, and his product of choice was window film.
At first, it wasn’t all it was cracked up
to be.
“I started out hand-cutting window
film, and I bought $1,000 worth of
stuff,” he says. “I had nightmares about
it—I would spend a whole day on a car.
I had a friend and I sold my window
film tools to him right away. But then, a
few months later, I had people calling
all day and asking if we did window

AGRR November/December 2008

film, and so I’d give them his number.
Then I realized I could be making
money on it.”
Having had such a tough time applying the product before, Shaw decided to take a different approach this
time around. He searched online for a
course in applying window film, and
found one in Florida.
“The instructor taught me how to
hand-cut film, but he also had a computer-cut machine. So I came back
from school and thought, ‘Man, that’s
the way to go,’” he says. “I looked it up
on the Internet and found I needed a
plotter and software, and I spent
$6,500 [on it].”
Shaw adds, “I did all this and the
first two weeks after I returned to the
shop, I never got a call.”
But now he knows it wasn’t all for
naught.
“Since the end of 2002 to now, I’ve
tinted a few more than 2,700 vehicles,

www.agrrmag.com

Entering the Film Business
in Four Easy Steps
trucks and cars included,” he says. “I
even tint residential and commercial
glass.”
Today, Shaw tints about 10 to 12 cars
and trucks a week; he installs five to
seven windshields in the same time
period. In addition, he and his wife,
Karin, who works with him, have taken
on graphics. They make signs, lettering, etc.
“There’s never a boring moment,”
Shaw says. “We live in a town of 3,500
and we rely on surrounding towns as
well, so you have to do everything. I
feel sorry for those who only do
windshields—they’re going out left
and right.”
Today, the company brings in approximately $280,000 in annual sales;
approximately $90,000 of that comes
from the original auto glass repair and
replacement business, and $70,000
from the film side of the business. The
remaining $120,000 comes from the
company’s graphics business—which
includes signs, truck lettering, individual decals and t-shirts.

Inside Tinting

tions and tint jobs are labor-intensive,
he says the tint profits are much
higher, as the materials involved can
be purchased so cheaply.
“It’s really worth the trouble,” Shaw
chuckles.
Less than a year ago, Shaw took his
diversification a step further—into
tinting flat glass.
“I’ve only done three or four jobs,
but they’re the simplest,” he says.
“Again, the cleaning is the main thing.”

Challenges
Of course, keeping up with two
vastly different businesses isn’t always
easy. Shaw has found scheduling to be
his biggest issue.
“If I have several windshields, I try to
keep those on one day and tinting on
another,” he says. “But I have done it,
though—there are days when you have
to do both.”
His main reason for alternating between the two is for the organization of
his shop, since the tools involved in
each service are so different.
He also still does about 12 to 15 repairs a week—though he’s shied away
from mobile work in recent years,
dropping this down a bit.
“It’s hard to get me out of the shop
to do a mobile job, but I occasionally
will,” Shaw says.
With four services under his
belt—from auto glass installs to
film to repair to graphics—what
might be next for Shaw? At this
point, his docket might be
full, he says.
“I don’t think I have
time to fit anything else
in,” says Shaw.
■

While entering the film business may
sound like an overwhelming feat, when
you’ve been involved strictly in auto
glass repair and/or replacement, but for
Doug Shaw, it was just a few easy steps.
1. Find a training program. Shaw found
his particular course by searching online.
2. Find a distributor in your area. For a
list of these, visit the website of AGRR’s
sister publication, WINDOW FILM magazine,
at www.windowfilmmag.com and click on
the link to the right of the screen for the
Online Buyers’ Guide.
3. Advertise your new offerings. For
Shaw, this was as simple as hanging a
sign on the side of his shop that said “We
now tint.”
4. Take your time, and try different
techniques. When Shaw first began in
the business, he was hand-cutting his
film, and he describes this as a nightmare. Soon, he discovered the ability to
computer-cut his film and purchased a
system, which completely changed the
business for him.

Of course, tinting and installing
glass are very different, but both have
something in common: a need for attention to detail.
“I want to do good work,” Shaw
says. “I don’t want customers coming
back to me and asking, ‘why’d you
scratch my car?’ I take a lot of pride in
what I do.”
However, this has also made it hard
for Shaw to find employees.
“I started out with two employees
and then went down to one,” he says.
“I’ve had people helping me tint windows before, but I’ve had a hard time
finding people as particular as me.”
Penny Stacey is
With his attention to detail, Shaw
the editor of
has been able to persevere.
AGRR magazine.
“It’s aggravating at first,” he says. “ …
But the main thing is the cleaning.
There are just steps you follow and you
work slow at those steps until you get
faster and faster, and after a while you
don’t even think about it.”
While Shaw notes that both installa-

◗
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Repair Round Up
nwra reports

pauls@glassmedic.com

The Idiot’s Guide to Windshield Repair
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by Pa u l S y f ko

T

HIS SUMMER TWO DISTURB“A s y o u c a n s e e , N W R A h a d a w o n d e r f u l
ing events affected the National
time this summer being educated
Windshield Repair Association
(NWRA) members and the image of
about the windshield repair industry
the entire trade. The disturbing part of
by pig farmers and loan sharks.”
each event is that they are both unique
examples of the lack of familiarity the
general public has, not only windshield magazine, informing them of the im- lender. Unfortunately for Michelle, the
repair, but about the auto glass indus- propriety of the language and request- mortgage company responded to her
ing that the advertisements be pulled. and our protests stating that they could
try as a whole.
NWRA also requested the publications not “verify her information” and denied
run corrected information. NWRA has the loan. They did so even after she proThe Other White Meat
The first event occurred early this since received word from the National vided them letters from her Congresssummer in Family Circle magazine and Pork Board confirming that the adver- man in New Jersey, her accountant and,
has to do with the other white meat; tisement will no longer be published. of course, NWRA. The mortgage delay
pork. NWRA staff came across an ad NWRA is still waiting for a reply from resulted in thousands of dollars in
that created a dangerous misrepresen- Family Circle and will continue to push penalties from her builder because he
tation of windshield repair. A full-page for a correction by that publication. I was unable to start construction on her
color ad for pork products by the Na- would encourage AGRR readers to in- home according to their contract. (And
tional Pork Board was published in form NWRA if they see such misleading some still wonder why the housing market is in such dire straights.)
several issues and compared pork with ads in other magazines.
As you can see, NWRA had a wonfingernail polish. The offending landerful time this summer being eduguage likened clear fingernail polish to Loan Sharks
“the estrogen equivalent of duct tape”
The second disturbing event of the cated about the windshield repair
and stated that some women use it to summer involved NWRA member industry by pig farmers and loan
“fix just about everything—a run in my Michelle Rantuccio of the Windshield sharks. These are just a few examples
stockings, a chip in my windshield …” Repair Center in New Jersey. Michelle of the threats that NWRA directors,
[my italics]. Not only was this ad most recently ran into some difficulty when staff and members respond to on a
likely sexist, it was not even close to she began searching for a new home in daily basis. But we are happy to do it
providing any assistance for rock chips. South Carolina. Hoping to expand her and through programs like our green
Family Circle reaches over 23 million windshield repair business into South initiative, new NWRA consumer websubscribers every issue.
Carolina along with her move, she was site (coming soon) and windshield reAfter we at NWRA were finished with told by her lender, Shore Mortgage Co., pair certification, we will slowly
our piggy jokes and our disgust with the that she was not eligible for a residential provide our membership with the conignorance and sexism of the ad, we im- mortgage. Shore Mortgage informed sumer awareness they need to increase
mediately became concerned that a Michelle that windshield repair compa- the number of repairs done every year.
Oink-oink!
■
well-meaning reader would take this in- nies were not considered mobile busiformation to heart and possibly attempt nesses and she could not run one from
to use clear nail polish as a remedy for a her residence without the proper coverPaul Syfko is president of Glass Medic
chipped windshield. Therefore NWRA age on the home. Since Michelle and her
America in Westerville, Ohio, and serves
took time and contacted both Steve husband already operate two repair lo- as president of the National Windshield ReMurphy, the chief executive officer of cations in the New Jersey and Philadel- pair Association (NWRA). Mr. Syfko’s opinions
the National Pork Board, and Linda phia areas, she contacted NWRA to draft are solely his own and not necessarily those
Fears, editor-in-chief of Family Circle a letter on her behalf to her ignorant of this magazine.

◗
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Gayle Good of Cindy Rowe Auto Glass is the technical director
of the National Windshield Repair Association. Ms. Good’s opinions are solely her own and not necessarily those of this magazine.
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NCE AGAIN, THE AGE-OLD
question has popped up:
to drill or not to drill?
The main purpose of
drilling is to gain
access into the
damage for better resin flow.
Most repairs can be done without
drilling, but there are a few instances where the drill is needed.
Repairing damage without an
impact point, filling an unconnected area, repairing and stopdrilling and end for a crack repair are
all situations in which a drill comes in handy.
Windshield repair also factors in the type of injector
system you use and the viscosity of resin you are using. Repair techs using injector systems that provide little pressure/vacuum may need to drill the breaks more often than
those using other systems.
The down side to drilling is that it adds depth to the pit
area, causing a slightly larger blemish when done. Also, air
bubbles may appear in the drill channel. Repairing without drilling leaves a nicer finish, so try to do the repair first,
and then, if there is a problem with the resin getting in or
the air vacuuming out, you can always drill after the fact
before curing.
Another quick use for the drill is to fill surface pits. Surface pits usually do not need fixed; however, if they are big
enough, a customer might ask you to try to do something
with them. Using the drill to slightly etch the area gets the
hills and valleys out and provides a uniform depth. Once
the pit is filled and scraped smooth, the pit should flatten
from the inside and the white pit should be clear.
Some techs never drill, some always drill and there are
those who do both. No way is wrong, but a drill is a musthave tool in your kit, just in case. I’m sure the debate will
continue, though, so if all else fails, check your kit manufacturer’s instructions.
■
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NWRA Makes Sustainability Pledge

T

HE NATIONAL WINDSHIELD
Repair Association (NWRA) has
completed and is releasing the
first part of its auto glass industry sustainability program by distributing its
Green Glass Pledge to its members. Renamed the Green Glass Initiative, the
NWRA says the purpose of the program will be “to change the world one
repair at a time.”
NWRA is completing a “greenproofing” packet to help its members
and the industry as a whole incorporate sustainable business practices.
NWRA will present the auto glass industry with its Green Glass Initiative

and Green Paper during the opening
session of this fall’s 2008 NWRA Annual
Conference in Las Vegas. The session
will outline how the auto glass indus-

try can use repair and other environmentally friendly practices to make itself a model industry for sustainable
business practices.

“Green” Paper Research Ongoing;
Paper on Track for Fall Conference Roll-Out
Research for the National Windshield Repair Association’s (NWRA) “Green” Paper
on the environmental benefits of windshield repair is well under way and association representatives say it is hopeful that the final product will be ready before the
2008 Fall Conference in Las Vegas. Information presented in the paper is based on
raw data, such as the difference in the amount of oil needed to create one car window (2 kilograms) versus creating one kilogram of fresh resin (4 grams).
The research paper, often referred to as a white paper under other circumstances,
has been dubbed a “green” paper for its focus on the environmental impact of
■
windshield repair compared to replacement.

A SPONSOR OF THE 2008 AUTO GLASS TECHNICIAN OLYMPICS INNOVATION AWARD
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SCRATCH
REMOVAL SYSTEMS
Save the Glass with New
System from Equalizer
Equalizer Industries in Round
Rock, Texas, now offers a scratch removal system that the company says

can easily pay for itself after just a
couple of scratch removals. The
Equalizer system utilizes polishing
discs that have a surface consisting of
precisely shaped, fine-grade cerium

oxide “pyramids.” As the “pyramid”
tops wear down, fresh polishing material is continually exposed, resulting
in a fast, consistent polish rate with
distortion-free results, according to
the company.
The Equalizer scratch removal kit
contains a 120-volt multi-speed buffing machine, wax pencil for marking
scratch location from inside the vehicle, general purpose backup pad, 50
cerium oxide polishing discs in a protective case, bottle of pre-mixed
cerium oxide polishing compound,
Velcro® backup pad/sponge for final
polishing, and a video user guide. All
of these components come in a
heavy-duty carrying case.
Equalizer also released a new website earlier this year, which it says is
packed with new features and information, and has been re-designed
over the last year based on input from
visitors from all over the world.

TOOLS
Work from Both Sides with Lilbuddy Pro 1
Lilbuddy has introduced the new Lilbuddy Pro 1, an updated version of its
original tool that features an optional design for the passenger side mount of
the driver’s side mount. In addition, all models of the tool now offer a heavyduty sliding rod to handle the weight of heavy RV and semi-truck windshields.

The Lilbuddy also offers the technician the ability to lower the windshield
into the urethane without the need for removal of either suction cup from
the glass.
❙❙➤ www.lilbuddypro.com
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“We really took this design to the
next level,” says Equalizer president
Eric Asbery. “What we were striving
for was more simplicity and ease of
use while keeping the same great
presence we’ve had on the web for so
many years now. I think we accomplished just that.”
❙❙➤ www.equalizer.com

APPAREL
Hangin’ Tough
with Tuff-n-Lite
Textile Research and Development
Co., a division of the Supreme Corp.
in Conover, N.C., has developed Tuffn-Lite, a material
designed to
protect technicians from
injury
from
handling glass.
The company
says the new
cut, slash and
abrasion protective material is stronger
than steel, but
provides
the
comfort
and
flexibility
of
cotton.
“Through
many years of
research, we’ve
developed
a
groundbreaking product
for the glass industry,” says owner
Nat Kolmes. “Not only does Tuff-nLite outperform the cut and slash resistance of the commonly used
aramid material, it’s comfortable and
cool to wear.”
In addition, company officials say
Tuff-n-Lite is not affected by ultraviolet
light and can be washed, bleached and
disinfected without harm.
The company offers gloves, a jacket
and sleeves in the material.
❙❙➤ www.tuffnlite.com
■
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International Autobody Congress & Exposition
Host of the Auto Glass Expo @ NACE
Conference: November 5-8, 2008
Exposition: November 6-8, 2008
Mandalay Bay Convention Center
Las Vegas, Nevada
Sponsored by the ASA
Produced by Hanley-Wood Exhibitions

tm

Third Annual Walt Gorman Memorial
Windshield Repair Olympics
November 6, 2008
Mandalay Bay Convention Center
Las Vegas, Nevada
Sponsored by the National Windshield
Repair Association (NWRA) and AGRR magazine
Event Management by AGRR magazine
www.repairolympics.com

NWRA Annual Conference
November 6-7, 2008
Mandalay Bay Convention Center
Las Vegas, Nevada
Sponsored by the National
Windshield Repair Association (NWRA)
www.nwrassn.org

TM

Fourth Annual Auto Glass Technician Olympics
November 7-8, 2008
Mandalay Bay Convention Center
Las Vegas, Nevada
Sponsored by the Independent
Glass Association (IGA) and AGRR magazine
Event Management by AGRR magazine
www.autoglassolympics.com

IGA Marketing Conference
November 7-8, 2008
Mandalay Bay Convention Center
Las Vegas, Nevada
Sponsored by the Independent Glass Association (IGA)

"Lighting the way to a better future."

®

INDEPENDENT

Glass Association

November 5 – November 8, 2008

Mandalay Bay Convention Center
Las Vegas, NV

Auto Glass Week™ in Las Vegas!

™

November 5-6, 2008
Mandalay Bay Convention Center
Las Vegas, Nevada
Sponsored by the AGRSS Council Inc.
www.agrss.com/conference

Six Events, Four Straight Days, Too Important to Miss

Fourth Annual Auto Glass Safety Conference &
Second Annual AGRSS Charity Auction

Visit www.glassexpos.com or call 540/720-5584 for your chance to learn more.

industry insiders
people in the news

COMINGS AND GOINGS
PGW Has New Chairman

us as a broad-based, independent organization,” says Wiggins.
“We want to expand upon the leadership position these businesses hold
in the automotive glass and services
industry,” adds Wiggins. “As with other
Kohlberg business acquisitions, our
approach will be aggressive, yet smart.
We purchased this business from PPG
because of its leading position in the
markets it serves and we believe in its
continued success. To ensure that future, we’re willing to invest in the right
areas of the business to accomplish
that objective.”

Pittsburgh
Glass
Works (PGW), formerly
PPG Auto Glass, has a
new chairman and
chief executive officer,
James Wiggins, an operating partner of
Kohlberg & Co. Frank
Frank
Archinaco, formerly
Archinaco
president and chief executive officer of the business, will continue for a transitionary period as senior
vice president of strategy and planning.
The changes come with the comple- SRP® Introduces
tion of the sale of the business to New Product Manager
Kohlberg & Co., effective October 1.
Shat R Proof Corp. has hired Roger
“Our first order of business will be to Olsen as product manager for SRP prodcapitalize upon the synergies and mar- ucts. He will manage new product develket opportunities that are available to opments, analyze market opportunities,

and provide technical
and sales support to
SRP sales force and
customers.
Olsen also will participate in direct marketing activities for
Roger Olsen both new and existing
customers, and will
carry out the development and implementation of new training programs
for all SRP products.

New Sales Manager
Joins GlasWeld
GlasWeld has hired Dan Sayers as its
newest sales manager. Sayers will be responsible for working with customers
to manage the sales and customer service experience for GlasWeld equipment
and services. Sayers has extensive sales
experience, primarily in the telecom-
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into EXPANDED markets
with Agricultural and Industrial Glass
A&I Products has an full line of cab glass covering many from A&I Products.
models of tractors, combines, backhoes, excavators, and more. A&I’s glass
is manufactured to OEM standards assuring quality with a perfect ﬁt.

A&I Products has a 240 page Cab Glass catalog and a live, continously
updated online parts listing available to dealers.
Call to become a dealer today!

800-657-4343
www.aiproducts.com

Why keep your potential customers out in the elements when you can provide
them with quality Agricultural and Industrial glass from A&I Products.
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Dan Sayers

munications industry.
Prior to joining
GlasWeld, Sayers was
a regional customer
service manager for
Integra Telecom and
had worked in the
telecommunications
industry for 15 years.

NOVUS Appoints New
Operations Leader
NOVUS Glass has
appointed Jeff Robinson to the newly created
position
of
director of franchise
operations. Robinson
will be responsible for
franchisee business Jeff Robinson
development, contract enforcement, compliance and supervision of the training and preferred
provider programs and be responsible
for the day-to-day management and
direction of NOVUS franchise operations for the United States. Robinson
also will continue to manage NOVUS’s
Western region.
Paul Schulte, previously vice president of franchising, will continue his role
as vice president of sales for Shat-RProof Corp., and will now focus full-time
on SRP’s North American sales efforts.
He will continue to work in Seattle.

No Gimmicks
No Hype
No Bull

Free
i
and nformati
samp on
les.

Professional Windshield Repair Products

®

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

Belron US Adds Two
Belron US has appointed Carrie Browning to the position of
recruiting manager in
its corporate human
resources department
in Columbus, Ohio.
Browning will be reCarrie
sponsible for managBrowning
ing the recruiting and
selection activities for the company to
place managers, professionals and support staff. She also will enhance recruitcontinued on page 56

www.agrrmag.com
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IndustryInsiders
continued

ing strategies to source candidates from
the local community and nationwide.
Browning comes to Belron US from
the Waterfront Group in Charlotte, N.C.,
where she worked as a human resources manager. She previously

worked for Fairwinds Credit Union as a employees in five locations.
Grimaldi will be responsible for
corporate recruiter.
In addition, John Grimaldi has Safelite locations in Tucson, Sierra
joined Safelite as general manager for Vista and Nogales, Ariz.
the Tucson, Ariz., market, where he will
be responsible for leading a team of 50 K U D O S

Auto Glass Shop Owner
Gives Something Back to
Community with Good Deed
Just like the rest of the industry, Dick
Johnson, president of Johnson’s Auto
Glass & Trim in Plattsburgh, N.Y., says
his company is feeling the sting of the
down economy and high gas prices. But
recently, the company had a chance to
help a customer out in a big way.
A local single mother was the victim
of a rash of vandalism in the town, and
came to the company seeking a backlite replacement on her Ford Taurus.
But she didn’t have glass coverage, and
the price of having it replaced was
more than she could pay.
“This was the time to help someone
out,” says Johnson. “You could tell just
by talking with her the spirit that she
has. She’s just really a highly spirited
person, and she said these were just
bumps in the road.”
Johnson said the woman’s two-yearold son, who has some heart problems
and needs frequent medical attention,
also struck him.
“She has some tough odds against
her,” he says, “and it was just time to
help her out.”

BRIEFLY …
Nashville resident
Randy
Whitby
joined the Jack
Morris Auto Glass
team in June as a
strategic market account manager …
Randy Whitby Vilma Watson recently
joined
Glasspro in Charleston, S.C., as a bilingual customer service representative. ■
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on the road
calendar of events

D A Y /
November 6-8, 2008
NACE Expo
Sponsored by the
Automotive Service Association.
Mandalay Bay Convention Center.
Las Vegas.
Contact: www.naceexpo.com.
November 5-6, 2008
The International Auto Glass Safety
Conference (the AGRSS Conference)
Sponsored by the Auto Glass Replacement
Safety Standards (AGRSS) Council Inc.
Mandalay Bay Convention Center.
Las Vegas.
Contact: Visit www.agrss.com.
November 6, 2008
Third Annual Walt Gorman Memorial
Windshield Repair Olympics
Co-sponsored by the National Windshield
Repair Association (NWRA) and AGRR magazine.
Mandalay Bay Convention Center.
Las Vegas.
Contact: NWRA at 540/720-7484
or visit www.nwraassn.org.

P L A N N E R

November 7-8, 2008
Fourth Annual Auto Glass Technician Olympics
Co-sponsored by the Independent Glass
Association (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™ ’08
Co-sponsored by AGRR magazine.
Renaissance Schaumburg
Hotel & Convention Center
Schaumburg, Ill.
Contact: AGRR magazine or
visit www.glassexpos.com.

November 7, 2008
National Windshield Repair
Association (NWRA) Annual Conference
Sponsored by the NWRA.
Mandalay Bay Convention Center.
Las Vegas.
Contact: NWRA at 540/720-7484
or visit www.nwrassn.org.

2009
February 18-20, 2009
National Auto Glass Conference
Sponsored by the National
Glass Association (NGA).
Omni Orlando Resort at ChampionsGate.
Orlando, Fla.
Contact: NGA at 866/342-5642.

November 8, 2008
Independent Glass Association
(IGA) Marketing Conference
Sponsored by the IGA and AGRR magazine.
Mandalay Bay Convention Center.
Las Vegas.
Contact: IGA at 540/720-7484
or visit www.iga.org.

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

Subscribe to

■

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:________________________
Sign your name: ______________________________________________________ Date: _______________________
Company: ______________________________ Phone: ______________________ Fax: ________________________
Address: _________________________________City: ________________________State:__________Zip: __________
E-Mail Address: __________________________
1. Please check the ONE category that BEST describes the business activity of your company:
1

J

2

J

3

J

7

J

Retailer/dealer of auto glass &/or related
4 J Manufacturer/fabricator of AGR glass &/or related
products(repair &/or replacement).
products. (repair &/or replacement)
Distributor/wholesaler of auto glass
5 J Manufacturer/fabricator of both OE & AGR glass
&/or related products (repair &/or
&/or related products.
replacement).
6 J Other AGR-related companies such as auto body,
Manufacturer/fabricator of OE auto glass
collision repair, fleet management or insurance
&/or related products.
companies.
Others allied to the field (please specify): ___________________________

2. Please check the ONE below that best describes your title and function:
A J Owner, president or other managers
B J Repair technicians/Auto glass installer
C J Technical engineers
D J Claims adjuster, agent or other insurance official
E J Others allied to the field (please specify): __________________________
3. Number of employees:
A J 1-4 B J 5-9 C

J 10-19

D

J 20-49

E

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

B J NWRA

C J NGA

J 50-99 F J 100+

MY BUSINESS IS ENGAGED IN THE AUTO GLASS
REPAIR, REPLACEMENT OR OEM INDUSTRY.

J YES J NO

J

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

I WOULD LIKE TO RECEIVE MY SUBSCRIPTION IN
THE FORM OF: (CHECK ONE)

J PRINT J DIGITAL

D J None

Subscriptions are free to all qualified recipients at U.S. addresses. Addresses outside the U.S. please add $65 per year.
By checking yes and signing this form, I also agree to allow publisher to contact me via fax and/or telephone in the future.

PLEASE COMPLETE THIS ENTIRE FORM AND FAX IT TO 630/482-3003
www.agrrmag.com

November/December 2008 AGRR

57

SEEK AND FIND
classifieds

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

YOUR AD COULD BE HERE!

To place a classified ad please contact Janeen Mulligan at
540/720-5584, ext. 112, or e-mail jmulligan@glass.com.
The deadline for the January/February 2009 issue is December 26.

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

Glazex
P.O. Box 2180
Orem, UT 84059
800/545-2770 (phone)
800/226-6464 (fax)
www.glazex.com
NATIONAL GLASS
BROKERS, LLC
3115 Fry Rd., Suite #401
Katy, TX 77449
281/599-1550 (phone)
281/599-8158 (fax)
www.nationalglassbrokers.com
sales@nationalglassbrokers.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.
Suite 116
Stafford, VA 22554
540/720-7484 (phone)
540/720-3470 (fax)
www.iga.org
PUBLICATIONS
AGRR MAGAZINE
Key Communications, Inc.
385 Garrisonville Rd.
Suite 116
Stafford, VA 22554
540/720-5584 (phone)
540/720-5687 (fax)
www.agrrmag.com

SAINT-GOBAIN
AUTOVER USA, INC.
6951 Alan Schwartzwalder St.
Columbus, OH 43217
614/409-1901 (phone)
614/409-1906 (fax)
www.autover.us
Dorothy.moorhead@saint-gobain.com

Software

RV Glass
COACH GLASS
98 North Polk
Eugene, OR 97402
800/714-7171 (phone)
888/714-7171 (fax)
rv@coachglass.com

Tools and Supplies
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AGRR

AUTO GLASS-RELATED
GLASSMATE (MITCHELL)
9889 Willow Creek Rd.
San Diego, CA 92131
800/551-4012 (phone)
858/653-5447 (fax)
www.mitchell.com
A.N. DESIGNS INC./
ULTRAWIZ®
30 Norwood Street
Torrington, CT 06790
860/482-2921 (phone)
860/482-8585 (fax)

November/December 2008

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

Windshield
Repair Products
AMERICAN WINDSHIELD
REPAIR SYSTEMS
20936 S.R. 410 East
Bonney Lake, WA 98391
888/860-1518 (phone)
253/891-7294 (fax)
www.rockchipkits.com
DELTA KITS INC.
P.O. Box 26509
Eugene, OR 97402
541/345-8554 (phone)
800/548-8332 (toll free)
541/345-1591 (fax)
sales@deltakits.com
GLASWELD SYSTEMS
29578 Empire Blvd.
Bend, OR 97701
541/388-1156 (phone)
541/388-1157 (fax)
www.glasweld.com

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

GET THE ATTENTION
YOUR BUSINESS NEEDS
To become part of the directory of suppliers,
please contact Janeen Mulligan at
540/720-5584, ext. 112, or e-mail
jmulligan@glass.com.
Listings start at $350. Don’t miss out!
www.agrrmag.com

ADVERTISING INDEX
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Company

Phone

Fax
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A & I Products

800/657-4343

712/476-4236

www.aiproducts.com

62

AEGIS Tools International

888/247-6000

608/274-9395

www.aegistools.com

14

American Auto Glass Alliance

888/274-4814

602/343-5117

www.americanautoglassalliance.com

29

A.N. Designs Inc.

866/482-2921

860/482-8585

www.ultrawiztools.com

10

BTB Auto Glass Tools

888/293-1816

888/293-1896

www.btbtools.com

61

Carlite

734/666-2820

734/542-0303

www.carlite.com

34

Coach Glass

800/714-7171

541/393-5896

www.coachglass.com

17

Creative Extruded Products

800/273-1535

937/667-3647

www.creativeextruded.com

42

C.R. Laurence Co. Inc.

800/421-6144

800/587-7501

www.crlaurence.com

13

Davis Instruments

800/678-3669

510/670-0589

www.carchip.com

55

Delta Kits Inc.

800/548-8332

541/345-1591

www.deltakits.com

9

Dow Automotive

800/453-3779

937/254-3779

www.dowautomotiveaftermarket.com

15

EFTEC Aftermarket

866/596-7772

866/596-7778

www.eftecna.com

3

Equalizer Industries

800/334-1334

512/388-4188

www.equalizer.com

50

Extractor/Crystal Glass

877/628-8837

780/438-5915

www.extractortools.com

45

Glass Doctor

800/280-9858

254/745-5098

www.glassdoctorfranchise.com

35

GlasWeld Systems

800/321-2597

541/388-1157

www.glasweld.com

49

Glazex

800/545-2770

801/802-7770

www.glazex.com

27

Gold Glass Group

800/448-5188

631/981-4299

www.gggcorp.com

44

GTS Services

800/209-2369

503/624-0433

www.gtsservices.com

19

Guardian Industries

800/662-4544

568/757-8329

www.rvglassparts.com

39

IBS Software

800/959-5500

816/471-1939

www.ibssoftware.com

Mainstreet Computers Inc.

800/698-6246

734/697-8228

www.mainstreetcomp.com

23

Mitchell International

800/551-4012

858/653-5447

www.nags.com

5

Mygrant Glass Co.

866/956-5084

510/785-3176

www.mygrantglass.com

55

Night Watchman Co.

800/322-8867

586/498-2301

www.nightwatchman.net

C2

Pilkington

866/377-3647

419/247 3821

www.epremier.net

25

Pittsburgh Glass Works

412/434-2595

412/434-3990

www.pgwglass.com

11

Precision Replacement Parts

800/367-8241

800/545-5083

www.prp.com

7

REHAU Inc.

800/247-9445

703/777-3053

www.rehau.com

1

Shat R Proof Corp.

800/728-1817

952/946-0435

www.shatrproof.com

56

Ultra Bond

800/398-2663

970/256-1786

www.ultrabond.com

51

Unruh Fab Inc.

888/772-8400

316/772-5852

www.unruhfab.com

43

Yih-Tair Industrial Inc.

877/975-5554

210/310-0982

www.flexlinemoldings.com

20-21

www.agrrmag.com
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Avocations

life beyond the auto glass business

Singing My Song
FAST FACTS
Name: Adam Nulton
Day Job: Owner, Northeast Auto Glass
Location: Wilkes-Barr, Pa.
Alter Ego: Singer/Songwriter

W

HEN ADAM NULTON,
owner of Northeast Auto
Glass in Wilkes-Barr, Pa.,
was just 12 years old, he learned of an
opportunity in his hometown. A local
preacher was offering guitar lessons
for just $1 an hour in an effort to support his church. But Nulton found
more than an opportunity—he found
a lifelong hobby.
“I took lessons for about a year, and
ever since then, I’ve continued playing,” he says.
Now, nearly 20 years later, he’s still
playing—and has taken the hobby a
step further, by adding songwriting
into the mix.
In fact, these days, he rarely plays a
cover.
“Pretty much the stuff I do is more
of a rootsy, acoustic type of material,”
Nulton says. “I mainly focus on writing
originals—I don’t usually use other
material.”
Though Nulton has been in several
bands, the one that had the most profound effect on him was one called the
Custom Blend Conspiracy.
“I gathered with a bunch of guys
who were influenced by jazz and blues,
and it completely changed my perspective on music,” he says. “I started
writing material comparable to that of
Dave Matthews, John Mayer and
Rusted Root—more like a Jason Mraz
kind of style.”
Nulton recorded some music with the
band, and later went on to record solo.
“About two years [after leaving the
Custom Blend Conspiracy] I went into a

60

Nulton has played at many local spots, including Murry’s Inn (shown here)
in Wilkes-Barre, Pa.

recording studio and laid down my own
tracks,” he says. “I saw an ad in ‘Rolling
Stone’ and submitted some photos and
literature and a copy of my demo to [the
company in the ad], and they pretty
much played my music on college radio
stations across the country.”
However, things turned a bit sour
when Nulton began to suspect that the
company that recorded the demo was
involved in a type of scam; the moment of truth came when they asked
for $7,000 to record a full album.
“I kind of know the market and how
it operates, so after that, I continued to
play my music and did open mic
nights in the area,” Nulton says.
Just four years ago, he tried his hand
at the “American Idol” auditions in
Boston.
“I said, ‘Why not? What have I got to
lose?’” Nulton reflects.
Though Nulton ultimately didn’t

AGRR November/December 2008

make it through—and endured two
days of waiting both in the rain and in
an auditorium filled with other hopefuls—he says he learned a valuable lesson from the experience.
“If you make it through, it’s by
luck—I guess that’s the business,” he
says. “That’s kind of why I got out of it.”
When he’s not playing, Nulton listens to a variety of music types—including classical, heavy metal, classic
rock, jazz and blues. Though Nulton
mainly plays on his own now, in his
spare time and in the privacy of his
own home, he intends to try his hand
at recording again in the near future.
Nulton founded his company,
Northeast Auto Glass, three years ago.
He previously was with Diamond Auto
Glass in Kingston, Pa., where he spent
six years.
He and his wife, Danielle, have an
18-month-old son, Adam Joseph. ■
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