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Dawn Campbell

W

HEN I WROTE MY COLUMN chance for auto glass breakage.
I don’t know about you, but I’m glad
for May/June 2008 (a year
ago almost to the day that I to hear some optimism for a change,
am writing this) the big question on and am looking forward to the coming
everyone’s mind was, “Are we in a re- months as we watch for the light at the
cession?” Well, shortly after that issue end of what seems to have been a long,
was printed, the answer quickly be- dark tunnel.
I hope this issue contains several
came a resounding “yes.”
As we went through this past fall and stories to give you some optimism as
the winter months, it has seemed that well. On page 32, we feature Auto One,
there has been little good news out a company in Brighton, Mich., which
there. Everyone is struggling, and prides itself on innovation. The company truly is a
everyone, from the
family business
largest corporation
“It means
that keeps up not
to the smallest inonly with the latdependent shop, is
consumers will
feeling the crunch.
h a v e m o r e m o n e y est auto glass
trends—but also
We’ve even reported of large t o s p e n d o n g l a s s . “ the latest trends
in electronic veindustry players
such as Belron US and Pittsburgh Glass hicle systems, detailing and more.
On page 36, we include a special
Works making layoffs in recent months
to react to the downward economy (see look at new (and old) ways to market
repair specifically—including televirelated story on page 14).
But, as I write this today, I actually sion, radio ideas for optimizing your
am starting to feel a little optimistic. online existence as a business.
And finally, you won’t want to miss
Maybe it’s just the spring weather, or
maybe it’s that I’ve heard several good our unique look at shops that have
reports recently. Apparently the hous- made a giant step in recent years and
ing market is starting to level out a bit, are now working independently from
and economists are predicting that if any networks. In July/August, we’ll be
the turnaround hasn’t begun yet, it taking a look at the steps required to
should in the fall. That really isn’t that make this change; if you have experifar away, as we’re already in the fifth ence in this area, please e-mail me at
pstacey@glass.com.
month of the year.
Or, if you’ll be at the Independents’
So, what’s that mean for auto glass?
Well, if the housing market and econ- Days Conference and Spring Auto Glass
omy in general rebound, and the Show™, please track me down there to
credit markets ease up a bit, it means discuss this, just to say hello or to share
consumers will have more money to your own optimistic story with me.
See you there.
■
spend—on needed glass replacement,
repair and even new cars. They’ll be
traveling more and we all know that,
Penny Stacey is the editor of AGRR
the more consumers drive, the more
magazine.
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Making the Sale
by Mike Jones

I

F YOUR BEAUTIFULLY DESIGNED
“A s l o n g a s y o u r p a t h w a y t h r o u g h
website isn’t making sales, it’s not
the site is clearly marked and easy
doing its job.
t o f o l l o w, y o u w o n ’ t l o s e y o u r
You don’t need an online brochure—
you need an online salesperson. A good
customers’ attention.”
salesperson helps customers make the
decision to buy with compelling infor- ket in mind is to speak directly to that places to start. If you’ve heard the quesmarket on your home page.
tion from past customers or potential
mation and a strong call to action.
If your company is trying to reach a ones more than five times, it should be
certain group, make an appeal to that included on that page.
Create a Clear Path
For questions that are more specific
The most important element to re- customer base in a bold box on your
and individualized, make sure your
member for customers browsing on- home page.
customers have an easy way to get hold
line is that they are easily bored and
of you. If you have the resources to
easily frustrated.
Attentive Customers
If they can’t figure out how to find
Customers always will give more at- have someone answer the phone durwhat they’re looking for, they’re liable tention to information, products and ing business hours, that’s fantastic. Anto click away to another website that services that are especially relevant to other good, less time-consuming
option is to have an e-mail address just
isn’t so difficult to figure out—and if their needs and backgrounds.
that’s one of your competitor’s sites,
Once you have the attention of for questions, which you should check
you’ve just lost a sale.
prospects, make sure you don’t lose several times a day.
The call to action is the most essenMake your website easy for them to them. There should be clear, easy-tonavigate. Every single page of your follow links to other products and serv- tial aspect of making a sale. You can
website should have a clear, articulated ices that would especially appeal to have a beautifully laid out website with
access to easy information and the best
reason for the customer to click those prospects.
through to the next page.
When a customer has a question customer service in the world—but if
It often helps to think of navigation about a product or service, it’s very un- you don’t tell the customer to buy, he
as making a path with clear road signs likely they’ll buy until they get an an- has to make that decision on his own.
Every one of us is more likely to do
for your customer. On the home page, swer. Otherwise, they might be getting
something when we’re directed to do it.
you can direct them to a certain offer something they don’t want.
with an attractive graphic and a promWith great online customer service, Make sure you give your customers a
ise of a great deal.
you can make sure they get questions call to action on every single page of
Once they’re on that offer page, you answered promptly, helping them make your website.
If you want them to “get a quote” on
can direct them to “get a quote” or the decision to buy. If you don’t get the
“schedule an appointment” with a big question answered, it’s likely that cus- the page, that’s your call to action. If you
button that indicates purchase. If they tomer will go find someone who will want them to click through to the next
have a question about the service, they answer it—and they’ll wind up buying page, tell the customer to click the link.
It sounds simple, but its simplicity is
should be able to find the directions from that company, not yours.
that connect them to a customer servIn the interest of time, several pre- why many glass services companies
■
ice representative easily.
emptive online customer service tactics neglect to do it.
As long as your pathway through the try to give customers the information
site is clearly marked and easy to follow, they need without the help of a cusMike Jones is the president of GTS Servyou won’t lose your customers’ attention. tomer service person. Clear product inices in Portland, Ore. Mr. Jones’ opinions
One of the best ways to create a formation and a well-researched and are solely his own and not necessarily those
clear path when you have a target mar- carefully organized FAQ page are good of this magazine.
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Customer Service
tips for quality service

tompkins.carl@sikacorp.com

Right is Always Right
b y C a r l To m p k i n s

F

OR THE TIMES IN WHICH WE
live, I believe the above headline
to be of major importance. The
full quote from which it is taken reads,
“Right is not always easy, but right is always right.”
I take no credit for this sentiment,
though; Ms. Betty Claiborne, a chaplain at the East Baton Rouge Parish
prison, originally spoke these words.
In 1963, as a young, African-American woman, Betty violated a state
statute by swimming in a public pool
that allowed only white people. She
was sentenced to 90 days in the state
penitentiary for this crime, but, fortunately, only served 10 days, during
which her father was able to raise the
$100 bail.

and it was then that she revealed this and do the right things. Simply put,
now-quoted phrase: “Right is not al- choose and live the lifestyle of a hero!
ways easy, but right is always right.”

Words of Wisdom
Heroes and Villains
There are heroes and villains in every
walk of life. The heroes live up to this
title by living in accordance with Claiborne’s quote. Heroes, who are right in
what they do, walk a life that matches
the talk they provide their peers. Among
heroes, commitments are kept.
Heroes are those who make sacrifices for the betterment of others. Heroes work hard every day with the aim
to make better people, a better business, a better industry and a better
world in which to live, knowing that the
byproduct of such action is both per-

“Heroes work hard every day with the
a i m t o m a ke b e t t e r p e o p l e, a b e t t e r
business, a better industry and a
b e t t e r wo r l d i n w h i c h t o l i ve. ”
On January 20, 2005, former
Louisiana Gov. Kathleen Blanco stood
at the podium of a small church in
Baton Rouge, with Claiborne at her
side, and granted a full and public pardon to Claiborne for the crime she
committed 42 years earlier. We can
only imagine the emotion felt by everyone there: sadness that our country
could have ever stooped so low to create such harm to a person; tears and
sorrow for the burden that Claiborne
must have carried for such a long period of time; and pride that she never
gave up in her dedication to take the
high road. Claiborne demonstrated the
ultimate in integrity and ethic. During
the ceremony, she was asked to speak,

8
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The most powerful advice that I can
give falls under two distinct directives.
First, choose and commit to living a
hero’s lifestyle. Do something good for
yourself from which everyone else also
will benefit.
Next, list these attributes in an abbreviated format on an index card,
look at them every day and grade your
performance. The great thing about
grading your own performance is that
your heart will not allow you to cheat.
You may struggle at first, but you’ll feel
grateful for daily improvement.
Secondly, take a stand! It is so sad to
see how people suffer from their
wishy-washy approach to serious industry-related subjects; they’re in
today but out tomorrow.
Even worse than this habit are the
causes of people’s uncertainty. Usually,
they lack the facts or change their
minds based on changing emotions.
Though you’ll find many easy reasons
to quit or give up, doing so is the wrong
thing to do.
Prove that you are on board;
choose to be a hero and always live
the Betty Claiborne motto. In closing,
do you know what I would like? Pick
up the phone and call me at 509/9946478 to let me know that I can count
on you being a hero. I would find
nothing more rewarding!
■

sonal and corporate success. Heroes
are great problem-solvers who do so
quickly through fair and complete
communications with all parties involved; they refuse to participate or
perpetuate gossip and destructive
measures.
Of course, sometimes there seems
to be a lack of heroes—particularly in
the national news. We certainly all feel
the pain that occurs when Wall Street,
many of our financial institutions and
other major industries lack heroes.
How about our own industry? We are
Carl Tompkins is the Western states area
certainly not immune to the suffering
manager for Sika Corp. in Madison
that occurs when things are not going Heights, Mich. He is based in Spokane, Wash.
well. The silver lining of such times is Mr. Tompkins’ opinions are solely his own and
that they beckon everyone to step up not necessarily those of this magazine.
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Independent’s Day
an iga viewpoint

davez@autooneinc.com

State Farm in the Spotlight
by David Zoldowski

M

UCH OF MY TIME DURING
the month of April was spent
dealing with member concerns over the recent correspondence
from State Farm Insurance concerning
its Offer and Acceptance Program (see
related story on page 10) .
As soon as the Independent Glass Association (IGA) received word of this
change it took immediate action. The
IGA officers have been in contact with
State Farm officials from the start and
have prepared the following questions
for State Farm to address at our May Independents’ Days conference.
1. What is State Farm’s definition of
“pre-loss condition”?
2. The O&A requires use of the least
expensive glass regardless of whether
or not logos and insignias are an issue.
Was it State Farm’s intent to tell O&A
participants they must use the cheapest glass regardless of quality issues?
3. What’s next? Will State Farm next
be requiring the use of the cheapest
moulding and/or adhesives available?
4. Under a strict interpretation of the
O&A, the least expensive glass parts typically would come from a salvage yard,
yet industry standards preclude the use
of salvage yard glass in most cases. Will
State Farm clarify that it is referring to
new glass and not salvage glass?
5. Section V(B) of the O&A agreement
states that the “Glass company agrees
that it will (B) perform quality glass services using methods and materials that
meet or exceed the vehicle manufacturer’s original structural integrity and
retention characteristics. Perform quality glass services in a workmanlike manner using parts that serve to return the
vehicle to its pre-loss condition.” A customer’s agreement to allow non-insignia

10
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“ Wa s i t S t a t e F a r m ’ s i n t e n t t o t e l l O & A
participants they must use the cheapest
glass regardless of quality issues?”
glass does not relieve the O&A signer
from his obligation under the above.
How will State Farm reconcile this?
6. Section VI (L) of the O&A says that
a participant may “not under any circumstances submit invoices for any jobs
that may be fraudulent or in violation of
any law.” Would billing for a NAGS part
(when we all know NAGS does not make
parts) and installing a different part constitute insurance fraud?
7. Likewise, State Farm’s O&A agreements specifically say that you cannot
charge the customer an additional fee.
Though State Farm is saying that can
now be done in this case, it is not included in the actual agreement. How
will State Farm remedy this?
8. State Farm suggests that if a customer wants logo glass, the customer
may be billed directly for the difference
in price, therefore the prices for which
State Farm reimburses and the company’s records will actually be distorted
by this fact. What mechanism is State
Farm putting in place to include these
up-charges when it determines the
self-determined “usual and customary”
pricing it reimburses glass shops?
9. In some cases, the dealer part,
though more expensive, includes
mouldings and other attachments
while the part reflected in the NAGS
List Price does not. How is such a scenario being handled?
10. Will participating shops be held
harmless by both State Farm and its
policyholders for installing what they
as professionals believe are inferior
glass parts because they will not be re-

>I

imbursed for non-inferior parts?
11. State Farm’s FAQ sheet says that
“LYNX Services, in consultation with
State Farm, will exclusively maintain a
list of NAGS part numbers for which
there are documented, confirmed and
current deficiencies in form.” How is
that information being collected and
maintained? How quickly is it disseminated? How will shops gain access to
it? What happens to glass shops that
find inferior quality parts delivered?
And while this policy may have the
greatest implications for O&A participants, it will also affect non-participants as well. State Farm suggests that
questions on individual customer issues be directed to the program administrator. The experience of many
IGA members is that the often leads to
an attempt by the administrator to
steer the job elsewhere.
As I indicated previously, IGA is presenting these and other questions to
State Farm officials at our annual conference. Based on their response, IGA
will determine its next steps in providing members tools to help educate
their customers, car dealerships, consumer groups and other insurance policyholders to these changes as well.
Rest assured, we will take whatever action, public and private, we can to protect
the best interests of independents. ■

◗

David Zoldowski is the president of Auto
One in Brighton, Mich., and president of
the Independent Glass Association (IGA). Mr.
Zoldowski’s opinions are his own and not necessarily those of this magazine.
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It’s the urethane designed

For Installers, By Installers.™

For more information call us at 1-800-728-1817
or check us online at www.shatrproof.com
SRP, Shat-R-Proof and For Installers, By Installers are registered trademarks of TCG International Inc.
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The Law
legal notes

chuck@livgard.com

A Lesson from an Unlikely Place
by Chuck Lloyd

F

UNNY
THING
ABOUT
lawyers—particularly lawyers
who try lawsuits for a living; we
don’t like to talk very much about our
losses. I suppose it is because it can be
seen as bad for business. Just as no one
is likely to sign up for a surgeon who
loses her patients during surgery,
clients are not so likely to sign up with
a lawyer who loses at trial.
That being said, I want to share with
you a loss that I recently suffered and
the commentary about it by another
attorney who is, when all is said and
done, both a wise man and my professional hero.
As some of you may know, in addition
to representing glass companies, I have
had the honor and privilege of representing a man who spent 14 years in solitary confinement on death row at the
Louisiana State Penitentiary at Angola
for a double-homicide he did not commit. The greatest day of my adult life was
January 2, 2001, when we escorted him
from death row and out to freedom.
Less than a year later, we started a
civil lawsuit against the people and
agencies we believed were responsible
for his wrongful conviction. For more
than seven years, we fought and struggled to keep the case alive against incredible odds. Last April, we finally had
a pretrial conference and were given a
trial date, March 4, 2009.
We started trial that day in Alexandria, La., as scheduled and for the next
three weeks, battled with attorneys for
the district attorneys and sheriffs, who
were, in our opinion, responsible for a
grave injustice. We demonstrated that
one or more deputies had lied about
evidence; an assistant district attorney
had failed to disclose evidence, which

12
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“The giants have not always been slain,
but we must not give up the fight.”
tended to show that my client was not
guilty of the murders; and a jailhouse
snitch had lied about my client and
that the authorities knew it but had
used him as a witness anyway.
We further presented testimony
about life on death row and about how
my client had had custody of his 5year-old son in 1986 when he was arrested and how he never saw him while
in prison. We explained how his son
had since changed his name and my
client now doesn’t even know where he
is. We showed the jury the death warrant scheduling my client’s execution
in 1996 and the order that stayed that
execution just 17 days before it was to
occur. A psychiatrist who does work for
the State of Louisiana testified that my
client suffered from post-traumatic
stress disorder. It should have been
enough to convince the jury of four
men and four women that the district
attorneys and the sheriffs were liable
and to award my client substantial, actually astronomical, damages.
But it wasn’t.

The Verdict
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for this man were reduced to tears and
left to ponder the question “where can
we find justice?”

Throwing Rocks
My friend, and my hero, Nick Trenticosta, an attorney from New Orleans
who has devoted his entire career to
representing the condemned, trying to
save the lives of those sentenced to
death, sent an e-mail to our legal
team. He concluded it with this statement: “Against the greatest odds, y’all
forged ahead because it was the right
thing to do. I trust that we all will continue to throw the rocks because every
now and again, despite the law, we slay
the giant.” I think that same thing can
be said of the glass industry and those
who struggle to address steering and
unjust reimbursements. Whether it was
the Texas anti-trust plaintiffs or Diamond-Triumph or the Independent
Glass Association (IGA) or Jerry Mattison, a Minnesota shop owner who refuses to go quietly into the wilderness
when insurers short-pay him or any
number of other people who, over the
years, have fought the system, the
causes they have pursued have been
just. The giants have not always been
slain, but we must not give up the
fight—notwithstanding our setbacks.
Fighting for fairness and justice is always the right thing to do.
■

The jury returned a verdict in favor
of the sheriffs and in favor of the district attorneys on all claims. My client
gets nothing from the civil trial. No
professional experience compares to
the pain that I felt on behalf of my destitute client that afternoon.
We don’t know why the jury found as
Chuck Lloyd is a partner in the Minit did. The court rules prohibited us
neapolis law firm of Livgard & Lloyd
from talking to them after the trial. PLLP. Mr. Lloyd’s opinions are solely his own
Those who worked so long and so hard and not necessarily those of this magazine.
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breaking news
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LEADING NEWS

PGW Makes Layoffs; Restructures
Manufacturing Operations

P

ITTSBURGH GLASS WORKS
(PGW) laid off a number of employees at the beginning of
April, and restructured its manufacturing operations. Though the company
would not provide specific numbers on
how many were laid off, several senior
managers were among these, includ-

ing Jim Latch, senior vice president of
commercial business; Lee St. John, vice
president of distribution and customer
service; Bob Rossey, manager of
sundry products; and Dick Heilman,
vice president of marketing and research and development.
The company attributed the layoffs

to several goals, including an elimination of redundancy in the company.
“These decisions were taken with
three objectives in mind: First, to improve efficiency, speed and decision
making; to get key management decicontinued on page 16

COMPANY NEWS
Former Diamond Store Manager Returns from Iraq But His Job is Gone
When Eric Justice, former store manager for Diamond Glass in Louisville, Ky.,
was deployed to Iraq with the National
Guard in January 2008, he probably didn’t expect his company to file for bankruptcy and be sold to Belron US while he
was gone. He also probably didn’t expect
to return home to find he no longer had
a job. But that’s exactly what he says
happened.
“I returned on February 15 and my store
was one of the stores that closed,” Justice
says. “I went into the Louisville, Ky., Safelite store to obtain my job and was told by
Todd Hoffman, the general manager for
Louisville, that I had no job there.”
Justice adds, “They kept everyone else
from my store except me. I was told that
they did not need me.”
Belron US spokesperson Jenny Cain
says the company’s policy is to grant a
leave of absence to any associate who is
called to active military duty.
“We follow the Uniform Services Employment and Rights Reemployment Act
(USERRA) and even go beyond that when
we can to ensure that our associates that
leave work to serve our country are
treated fairly,” says Cain.
However, Cain says that in Justice’s
case, his job was eliminated during the
Diamond consolidation.
“In this case it was unfortunate that

14
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the associate’s job was eliminated while he was on military leave and the location
where he was employed was
closed as part of the store
consolidation after Belron US
acquired Diamond Glass,” says
Cain. “Upon his return, the
store where he was previously
a store manager no longer existed and, unfortunately, there Justice was in Iraq for 15 months—during
were not any open store man- which Diamond was sold to Belron US.
ager or technician positions in
make such re-employment impossible
the market.”
Cain says that what happened to Jus- or unreasonable.”
Justice is now working to open his
tice was unfortunate, but is not the norm.
“We make every effort to care for the own business, Auto Glass Solutions
military men and women that work for LLC, in Louisville. During his 15 months
us and this is evident by the nomination in Iraq, his unit, the 223rd Military Powe received in 2008 for the Secretary of lice Co., helped to train local Iraqi poDefense Employer Support Freedom lice and to secure their area of
Award, the highest recognition given by operation. He was stationed in Baghthe U.S. Government to employers for dad at Camp Liberty.
Within days of a story about Justice
their outstanding support of their employees who serve in the National Guard appearing on AGRR’s online news service,
glassBYTEs.com™, he received numerous
and Reserve,” she says.
USERRA, the law designed to pro- offers from industry associates offering to
vide protection for those whose ab- help him with his new business. Both GTS
sence from their jobs is caused by call Services and NAGS offered him a software
to active duty in the military, says that system, and Auto One in Brighton, Mich.,
the employer is not required to re-em- offered to waive the franchise fees for
ploy a person if “the employer’s cir- him to set up his own Auto One franchise
cumstances have so changed as to (see related story on page 32).
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AGRReports
continued

sion makers engaged closer to where
the work is being done by flattening
the organization with greater spans of
control; and finally, to eliminate redundant layers of management, bureaucracy and waste,” said James D.
Wiggins, chairman and chief executive
officer.
Management in the areas of finance,
human resources and systems; manufacturing operations and engineering
under the company’s chief operating
officer; and leaders responsible for the
company’s automotive-OEM, automotive replacement glass (ARG) and services businesses now will report directly
to Wiggins.
In addition, the company made
several promotions as part of the reorganization. Gary Eilers was promoted to vice president and general
manager of the company’s services

business; he will now handle LYNX
Services, the Prostars Alliance Network
and the GTS/Glaxis operations. Marc
Talbert now serves as vice president
and general manager of PGW’s ARG
business unit with responsibility for all
aftermarket glass operations. Jim
Shepherd was appointed vice president and general manager of the company’s automotive-OEM business with
responsibility for sales, marketing, design, program management and advanced product development.
PGW’s separate staff marketing
function also was eliminated, and various business unit leaders are now be
responsible for the advanced development and marketing of their products
and services, according to the company’s statement.
At the manufacturing level, each of
the company’s four satellite opera-

tions managers will report to the
plant manager of the fabrication
plant responsible for the majority of
product flowing through the satellite
to the customer. The company’s separate satellite management structure
was eliminated.
PGW’s automotive replacement
glass (ARG) business also was restructured and it combined the U.S. and
Canadian branch operations and
Chillicothe operations. Branch managers now will report to regional
managers, who in turn will report directly to the vice president and general manager of ARG. Regional and
branch managers will be responsible
for developing business in their respective regions.
The company previously had laid off
150 employees throughout the company in December 2008.
■
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AGRSS News
the latest in safety

™

AGRSS Board of Directors Visits
Insurance Institute for Highway Safety

T

The board of directors
of the AGRSS Council
Inc. poses with the
2009 Ford Focus they
saw crash-tested at
the IIHS. From left to
right: Gene Nichols of
Guardian Industries;
Dan Mock of Glass
Doctor; Joel Timmons
of Proﬁtable Glass
Solutions;
David
Rohlﬁng of Glass
America; Jeff Bull of
J. Bull Associates;
Bob Birkhauser of
AEGIS Tools International; Jean Pero of
Mygrant Glass; Debra
Levy of AGRR magazine; Bob Beranek of
Automotive
Glass
Consultants;
and
Cindy Ketcherside of
JC’s Glass.

AGRSS Board of Directors Elects New Officers
The Auto Glass Replacement Safety Standards Council (AGRSS) Inc.’s board of directors elected new officers during its annual meeting on March 10 in Charlottesville, Va.
Debra Levy, publisher of AGRR magazine, was elected president of the board;
David Rohlfing, president and chief executive officer of Glass America, was elected
vice president; Jean Pero of Mygrant Glass was elected treasurer; and Joel Timmons, founder and president of Profitable Glass Solutions, was elected secretary.

Debra
Levy

18

David
Rohlfing
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Jean
Pero

Joel
Timmons

HE BOARD OF DIRECTORS OF
the Auto Glass Replacement
Safety Standards (AGRSS) Council Inc. visited the Insurance Institute
for Highway Safety (IIHS) in March to
tour the Vehicle Research Center, located in Ruckersville, Va., and to meet
with officials to observe a crash test of
a 2009 Ford Focus coupe. The IIHS is
an independent, nonprofit, organization dedicated to reducing the deaths,
injuries and property damage on the
nation’s highways via research and
analysis.
Joseph Nolan, senior vice president
for the vehicle research center operations, led the tour and explained the
work that the organization does, as it is
funded entirely by various insurers
across the country.
“We get the claims data for roughly
80 percent of insurers,” he said. He explained that the group uses that information to analyze how it can reduce the
costs of claims across the nation. The
crash testing conducted at IIHS allows
insurers to refine their actuarial
processes—the processes used to figure
out policy premiums, levels of risk, etc.
“There’s a race to fine-tune the actuarial,” he said.
Likewise, IIHS is working to refine
its process for crash-testing. For example, the organization has designed an
“offset crash,” which it hopes is a close
simulation of most vehicle crashes—
rather than a straight head-on crash
into a concrete wall.
“It’s much more representative,”
Nolan said.
IIHS does other simulations as well,
such as side-impact crash simulations—and in these instances, uses two
vehicles at a time for the crash-testing.
IIHS purchases all of its vehicles from
local dealerships. One thing it has
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learned from side-impact testing is
that there’s more to protection than
just side impact airbags.
“[In an accident] Momentum needs
to be conserved,” Nolan said. “ …. You
want to push these guys as cocoons.”
Nolan pointed out that if the entire
body moves together as a cocoon,
there’s less chance of severe injury or
fatality.
Roof crush is yet another area in
which IIHS has done testing, and the
group continually evaluates the automotive industry for the latest safety
mechanisms to watch.
“We’ve got guys who monitor the in-
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dustry,” Nolan said.
This was one of the many reasons
the AGRSS directors were in attendance at the facility—to take the time
to meet with Nolan and his associate,
Sean O’Malley, to explain the importance of a windshield to a vehicle’s
safety structure.
Nolan noted, though, that the areas
IIHS focuses on tend to deal with societal changes.
“On the vehicle side, we focus on serious injuries and fatalities,” he said. “It
kind of depends on the hot-button societal issues.”
For example, IIHS currently is sur-
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veying customers who’ve purchased
vehicles with crash avoidance systems
to see whether they find them helpful.
“This stuff’s going to be pouring
out and we’re trying to evaluate it,”
Nolan said.
Outgoing AGRSS Council president
Cindy Ketcherside took the lead in informing Nolan and O’Malley about
the AGRSS Standard and the industry
at large. Other board members also
spoke.
The board also held its annual
meeting in Charlottesville, Va., on the
day before the crash test (see related
story at left).
■

SEE US AT THE IGA SHOW, MAY 13-14, 2009 IN FLORIDA
May/June 2009 AGRR

19

I<
Contents

© 2009 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Search

Archives

E-Mail

<

>

Subscribe

Legislation
legal updates

House Bill Would Remove
Anti-Trust Exemption From Insurers

U

.S. CONGRESSMAN GENE
Taylor (D-Miss.) and Peter
DeFazio (D-Ore.) have introduced a bill that would remove the
federal anti-trust exemption from the
insurance industry. The act, called the
Insurance Industry Competition Act
of 2009, would amend the McCarranFerguson Act.
It would change the following language in the current law, to add the

following phrase: “the Federal Trade
Commission Act, as it relates to areas
other than unfair methods of competition, shall be applicable to the business of insurance to the extent that
such business is not regulated by State
law.”
The Insurance Industry Competition Act also would give the Department of Justice and the Federal Trade
Commission the authority to apply

Massachusetts House Bill Designed to Limit Glass
Company Ownership of Third-Party Administrators
The Massachusetts House of Representatives currently is considering a bill
that would prohibit third-party billers for insurance companies from providing
auto glass repair and/or replacement services for the same insurance company.
The bill defines a third-party biller as “as any company who processes pays and
monitors the payment of auto glass claims on behalf of an insurance carrier or
insurance producer.”
“Such third-party biller shall not be related to any glass replacement repair services in any way,” reads H.B. 3680, which would be an amendment to Section 100A
of the Massachusetts General Laws. “This includes stock ownership or such ownership by any direct family relative.”
If passed, violators (including both insurance companies and third-party administrators) would be fined $1,000 per incident.
The bill, sponsored by Rep. Joyce Spiliotis, also would require that third-party
administrators file statements of ownership every year with the Office of the Insurance Commissioner. If enacted, failure to file the statement of ownership would
result in a fine of $5,000 per incident.
In addition, the bill includes a provision that would amend the state’s current anti-steering law (which prohibits third-party administrators and insurance companies from restricting auto glass company choice), by adding the
following clause: “provided that this shall not prevent an insured from specifically requesting information about a particular glass shop and its location.”
A spokesperson in Rep. Spiliotis’ office advised that the bill came about as a result of the work of a lobbyist named Pat Scanlan of J. McGlynn Law, who is working with an auto glass client. At press time, Scanlan had not responded to calls or
e-mails regarding the bill, and the House spokesperson was unable to identify the
auto glass company involved.
This is one of two bills dealing with insurer involvement in auto glass claims
being reviewed by the Massachusetts House during this session. Rep. Ron Mariano
introduced a similarly worded bill, H.B. 952, earlier this year, which would add a
section 100B to the commonwealth’s General Laws, which also would deal with
consumer choice of auto glass shops.

20
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the antitrust laws to anticompetitive
behavior by insurance companies,
while leaving state laws regulating insurance intact.
Taylor says the legislation is particularly important in light of the bailout of
AIG Insurance.
“The fact that the insurance industry is exempt from federal anti-trust
laws is outrageous,” Taylor says.

Alabama House
Committee Favors Auto
Glass Deductible Bill
The Alabama’s house committee
on banking and insurance has made
a favorable recommendation on a bill
that would make it so that deductibles do not apply to windshield
damage in the state. The bill was read
in the House committee for the second time since the session opened in
mid-March.
If passed, the bill would provide
that “the deductible provisions in any
motor vehicle insurance policy issued
in this state by an authorized insurer
providing comprehensive coverage or
combined additional coverage shall
not be applicable to damage to the
windshield of any motor vehicle covered under such a policy.”
The bill was pre-filed by Rep.
Thomas Jackson on January 28.
One auto glass shop owner in Fultondale, Ala., points out that the bill
likely won’t affect business much either way, as waiving deductibles
tends to be a common practice in his
area.
“I think it will still be the same
problem, but maybe not as bad,” says
Rick Bradberry of Bradberry Auto
Glass. “Business has gotten so slow,
though, people are doing what they
have to do.”
■

www.agrrmag.com

I<
© 2009 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Contents

Search

Archives

One kit. One day. Eight windshields.

Introducing the BETASEAL™ 0°ne CLEAR EZ Kit. Everything you need for a
good day’s work. Save money, time and headaches with a
field-tested kit proven and optimized through technician field trials:
• BETASEAL 0°ne, the FMVSS 212 crash-proven adhesive with safe
one-hour drive away in temperatures as low as 0°F (-17.8°C).
• New BETAPRIME™ CLEAR One-step Glass/Frit Primer in the stick applicators you asked for. Easy application. Color-coded heads.
• BETACLEAN™ GC-800 Glass Cleaner, BETAPRIME 5404A Pinchweld
and Encapsulation Primer, precut and uncut nozzles, daubers,
installation guide and lot number stickers.
With common expiration dates and a single lot number,
the new BETASEAL 0˚ne CLEAR EZ Kit makes a good day’s work a whole
lot easier. And your customers a whole lot happier.

Call 1-800-453-3779 or visit w w w. d o w a u t o m o t i v e a f t e r m a r k e t . c o m
®™Trademark of The Dow Chemical Company
Dow Automotive is a business unit of The Dow Chemical Company and its subsidiaries.
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Insurance
talk
policy briefs

State Farm Changes Policy Regarding
Insignia and Logo Glass

S

TATE FARM RECENTLY REVISED
its auto insurance policy to now
read: “You agree that replacement
glass need not have any insignia, logo,
trademark, etching, or other marking
that was on the replaced glass.”
However, company spokesperson
Jeff McCollum, corporate public relations, says this is not saying that glass
shops should not use dealer glass.
“We’re not asking the glass shops to

put in the cheapest piece of glass they
can find,” he says. “We’re not asking
them to compromise on quality or
safety. We’re not saying do or don’t use
the piece of glass with a logo or insignia. We say use the most acceptable,
competitively priced piece that returns
the vehicle to pre-loss condition.”
With regard to the definition of preloss condition as it relates to auto glass,
he adds, “My understanding of pre-loss

condition refers to whether the glass
might have had an internal antenna,
defrosters, special tinting or another
feature that would take it beyond your
standard plain hunk of glass. So even by
requesting the most competitively
priced piece of glass, it would first need
to contain the same fit and function as
it had before the loss.”
State Farm lists three exceptions to
the insignia/logo change, specifically.

Florida Glass Company Employees
Arrested; Employer Says Be Vigilant

F

OUR EMPLOYEES OF LEE AND

Cates Glass in the Jacksonville,
Fla., area, recently were arrested
for their alleged involvement in an insurance fraud scheme. According to reports from the Florida Department of
Financial Services’ Division of Insurance
Fraud (DIF), the four allegedly billed numerous insurance companies for dealer
glass parts, while installing cheaper, aftermarket versions of the parts—
amounting to $775,000 in fraudulent
claims spread across 15 different insurance companies. The DIF believes nearly
1,000 such claims were filed by Timothy
Kimball, 31; Alamo Talley, 29; Cliff Davis,
50, and Susan Davis, 51, all of whom
have been charged with vary degrees of
scheming to defraud and presenting false
information or misleading statements in
order to deceive and obtain property. If
convicted, the suspects could face possible sentences ranging from 25 to 65
years behind bars.
Tom Lee Jr., president of the company,
told AGRR magazine/glassBYTEs.com™
that he wasn’t aware of what was happening until he received notification
from a major insurance company.
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“We were notified by State Farm in
September of last year that our company
was under investigation for fraud,” says
Lee. “They met with us once and told us
they had found an anomaly in the billing
practices at two of our locations.”
“We launched our own investigation
immediately and found that some employees at two of our shop locations had
manipulated our software to allow customers to be billed for dealer items as
opposed to NAGS pricing,” he said.
“Those individuals were fired and we cooperated full in the investigation.”
Lee says the state’s department of financial services (which includes insurance
oversight) also began an investigation.
Local news reports cited a bonus plan
for employees as a motive for the fraud.
“All glass companies have incentive programs for their employees, and ours is no
different,” says Lee. “Our employees were
bonused [based] on the profit of their location. We did not anticipate what dishonest employees would do to
manipulate the program. Once we found
out, we ended the incentive program. It’s
done. We are regrouping and will announce a new program in the future.”

>I

Lee says his negotiations with State
Farm are not over yet either. “If you read
State Farm’s O&A you’ll see that it allows
them a $1,000 penalty fee for each and
every fraudulent claim. Not a lot of glass
shop owners know this. And that’s what
State Farm wants. We are still negotiating with them now. The penalties are
vastly higher than the amount of fraud
that took place.”
“We are an 83-year-old company
founded on strong principles. This has just
been a horrible thing to go through and I
am really kicking myself that it happened.
You do a lot of second-guessing on what
you could do differently or better to keep
it from occurring,” he adds, stating that
one of the employees involved is a 30year veteran of the company.
When asked if he had any suggestions
for other glass shop owners, Lee offered
some. “Sadly, you have to look at everything, every little thing and you can’t assume honesty. ‘Trust but verify’ is the
best advice I have. Multiple location
companies bring special challenges for
management and require a lot of controls. Don’t ever think it can’t happen to
you, because it can.”
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AUTO GLASS ADHESIVES,
SEALANTS, AND CLEANERS
MANUFACTURED BY C.R. LAURENCE COMPANY

COMPLETE URETHANE ADHESIVE SYSTEM
They are cases in which:
• State Farm’s glass claims services
have “documented, confirmed and
current deficiencies in the form, fit
or function of the NAGS parts available in the market;”
• The dealer list price is equal to or
less than State Farm Glass Program
price for the equivalent NAGS part;
and
• There is no equivalent NAGS part or
the equivalent NAGS part does not
have a published list price effective
as of the date of the dispatch.
Currently, the changes only apply to
glass parts.

Connecticut Insurance
Department Levies Fines
on Liberty Mutual

The CRL43 AUTOMOTIVE
CATALOG 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.
VIEW or DOWNLOAD CRL43
ONLINE at crlaurence.com

The Connecticut Department of Insurance has imposed fines of nearly $1
million on the Massachusetts-based Liberty Mutual Insurance Companies after
the completion of a market conduct examination of the corporation. The company was ordered to pay $296,000 in
crlaurence.com
fines, plus $632,042 in restitution to approximately 3,600 policyholders.
Automotive Products Manufacturing Division
According to the Connecticut De (800) 421-6144 #! 7780 • # (800) 587-7501
partment of Insurance, the examina  
tion of the company’s market conduct
revealed several violations to state law,
SEE US AT THE IGA SHOW, MAY 13-14, 2009 IN FLORIDA
related to incorrect auto and commer“It is imperative that consumers able to identify these violations, work
cial ratings; licensing/appointments
of agents; licensing of adjusters/ap- are treated fairly,” says Connecticut with the company to provide restitupraisers; and instances of improper insurance commissioner Thomas Sul- tion, and make a difference for
■
livan. “I am pleased that my staff was policyholders.”
claim settlements.
In addition, the study found that
3,595 policyholders were overcharged
for premiums on their auto insurance Liberty Mutual Fines
policies, and seven policyholders Company
Fine
Restitution
were incorrectly charged a surcharge Liberty Mutual Fire Insurance Company, Wisconsin
$158,500
$573,397
on their auto policies, according to a Liberty Mutual Insurance Company, Massachusetts
$10,000
N/A
statement issued by the state office, Liberty Insurance Company, Illinois
$118,500
$22,332
resulting in the restitution charges.
First Liberty Insurance Company, Iowa
$ 9,000
$ 36,313

C.R. LAURENCE COMPANY
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Crossing Over
A Look at Shops That Have Left Networks Behind
by Les Shaver
hen Harmon Glass launched its network in the
early 1990s, Donna Guiel, owner of Guiel Auto
Glass, in East Hartford, Conn., decided to give it
a go. Really, what was this the downside? Here
was a new entity that could divvy out business to her shop.
And, the best part? She didn’t need to reach into her marketing budget.
Those good feelings didn’t last long. “When Harmon
came on, we signed up,” Guiel says. “We didn’t stay on long
because we weren’t getting any business. It’s been very little. The discounts kept getting deeper and deeper.”
Other shop owners like Neil Duffy, owner of Auto Glass
Menders in San Jose Calif., and Mark Rizzi, owner of ACR
Glass in Alliance, Neb., have come to similar conclusions
over the years. The erosion of pricing power and autonomy,
combined with what they say is a non-existent flow of
work, are the main reasons many shops have abandoned
networks. But with some a deeper discontent has fermented. They challenge the legitimacy of the networks to
provide them with jobs and abhor
the notion that
they have to
negotiate

W

prices with Safelite Solutions, part of the Belron US umbrella. Safelite AutoGlass chain, another member of the Belron family, happens to be their stiffest rival in many markets.
Still, abandoning networks is a challenge. “I think it’s
like heroin,” Duffy says. “I think you get addicted to that
free insurance work.”
Kicking that habit isn’t easy, but these shops say it can
be done.

The Cost Benefit Analysis
For most glass shops, like Gueil, who’ve decided to abandon networks, the process starts with a simple costs benefit analysis. They’ve decided the cost, especially when the
narrow margins and loss of control to what’s often a competitor, wasn’t worth the reward. Often, that’s because many
of these shop owners who have abandoned networks say
there is no reward.
“I view all networks as my competitors,” Rizzi says. “They
have member shops. Their job is to enforce compliance by
the insurance companies. The compliance is to get them to
the member shops.”
Duffy thinks steering problems are especially magnified
with jobs from Safelite. “I wouldn’t hear from Safelite unless the job [was] 100 miles from a Safelite center and inconvenient for them to get to,” he says. “There’s nothing
that comes unsolicited from the network.”
Even shops who are on networks see this. “I don’t think
we’ve ever gotten a call from Safelite,” says Rich Lutton,
owner of Metro Glass in Omaha, Neb. “They pretty much
own that world.”
Because of that situation, the shops interviewed for this
story said they stayed off of the Safelite network. Some still
participated in LYNX Services, which is a part of Pittsburgh
Glass Works in Pittsburgh. But even that doesn’t offer a
steady flow of work, says one multi-state glass shop owner
who refuses to participate on Safelite’s network.
“With LYNX, we think there’s a conflict of interest because PPG sells glass,” says a multi-state glass shop owner
who didn’t want to be identified for this story. “But we don’t
see the blatant directing of work. If Joe Schmo wants to use
XX glass company, we don’t see them directing at all.”
Editor’s Note: This is Part I of of a two-part series about
shops who’ve chosen not to work on networks. Part II is
scheduled to appear in the July/August issue of AGRR.
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“I think it’s like heroin. I
think you get addicted to that
free insurance work.”
— N e i l D u f f y, A u t o G l a s s M e n d e r s

That said, the shop owner still isn’t totally satisfied. “We
don’t get a fair amount of work,” he says. “We’re on a as a
part of doing business.”
That’s what Rizzi sees. “Even if you’re on them [networks], you shouldn’t rely on them for work,” he says. “If
you do rely on them for work, I think it’s a big mistake.”
So, many of the network holdouts claim there’s little benefit to trying to stay on the insurance rotation.
But, still, does a job here and there make it worthwhile? Not if you ask Guiel.
By agreeing to be on network, she was obligated to
abide by network pricing—even on jobs she generates.
And, to top it off, she contends that pricing is getting progressively worse.
“Not only did they want more for discounts, but I had
to honor that price no matter who the job was with,”
Guiel says. “So I stopped being a member. As time goes
on, they want more and more. It’s very difficult to stay afloat.”
Even if you originally agreed to pricing that
worked for you, market factors could change. That scares
the multi-state shop owner. “Let’s say your auditors find some
mistakes,” he says. “You can’t go back if you sign that contract.
If you sign that contract and 30 days later you make a big mistake, you can’t recover.”

On a Mission
It would be easy to say people like Guiel and Rizzi just
stay off networks because they’re hemorrhaging money
every time they do an insurance job or they aren’t getting
enough work. But that’s not the whole story.
For those shops that have been in the industry for awhile,
the decision to stay off networks goes beyond a set rate for
labor or the price of a sidelite. Those shops, many of whom
have been in the industry in halcyon years before the networks originated, almost look at them as a thief who comes
into their shop, opens the cash drawer and pulls out a wad of
cash and takes off. And when that perceived thief is your competitor, it makes things even worse.
To these shops, glass companies that own networks
demonstrate a clear conflict of interest. “Is there any other
industry where a company is required to notify a company in
advance, sign a price agreement with the company and then
be paid by the competitor?,” the multi-state shop owner asks.
He’s even more inflamed when the subject of audits

www.agrrmag.com
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comes up. As the multi-state owner points out, glass
shops on networks aren’t only at the mercy of their competitor’s pricing. In certain instances, they’re at the
mercy of their auditors.
“When system is controlled by your competitor, what’s
the sense of obligating yourself to stipulations that your
competitor can walk into your place of business and audit
your records?,” the multi-state shop owner asks.
But these shops have an equally pressing question
about the legitimacy of networks and even insurers handing them business.
“Insurance companies don’t contract any glass company to repair or replace auto glass,” the multi-state shop
owner says. “The insurance companies don’t actually
contract anybody to do it.”
So, basically, their argument is the networks don’t have
the right to send them jobs. Rizzi says networks want to
create the impression they’re divvying up jobs, but that’s
not really the case.
“Neither insurer nor the network is contracting for anything,” he says. “They are not hiring the shop to make repairs on the car. The customer hires the shop.”
continued on page 26
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Crossing Over
continued from page 25

Rizzi would rather avoid the network and go to whom
he sees as the real customer.
“I know who my customer is,” Rizzi says. “Once you
figure out who the customer is, the rest of it falls into
place. You choose to deal the car owner. Every other business in the country works this way. This is my customer.
I’m not going to choose to focus on these people over
here because they didn’t hire me to repair the car.”
And, ultimately, the fact that the customer makes the
final decision is a good thing to Rizzi. That’s because he
sees them as ultimately more loyal. “I don’t see the point
in chasing the fickle business,” he says. “I would rather
chase the car owner. That’s where the customer loyalty is.
Those are good, quality customers. Those are loyal customers. They want good service at a good price.”

Living Outside the Network
Though there are some compelling arguments to avoid
networks, living outside them still isn’t particularly easy.
“Is life easy off the network? No,” Rizzi says. “But you don’t
have to be on the network. There are at least as many if
not more people that are on them because they feel they
have no choice. There’s a misconception in this industry
that life only exists for a network member.”
Life doesn’t just exist for a network member. But, the
shops that have left networks say life is harder off net-

works. For one thing, there’s no chance of getting a network job without being on their rotation. So, without that
shot, shops have to ensure the customers come to them
before calling that 800 network number their insurer
gives them. “We generate our own business,” says the
multi-state shop owner.
Generating your own business starts with marketing
and cementing customers through word of mouth. Rizzi
pins his success on getting out in front of customers. “We
advertise,” he says. “It’s essential. Everybody has to advertise.”
But, for others, finding the money in this difficult economy to reach customers before they get to networks is an
uphill battle. “We don’t go on these big marketing campaigns,” says Guiel, who keeps track of where each of her
customers came from. “We tried radio advertising, but
Guiel Auto Glass isn’t a name to remember. Radio and television advertising is big bucks. We tried that, and it didn’t work for us. We do yellow pages. It’s not doing as well
as I thought, but we have to have our name out there.”
Fortunately, Guiel has been in business a lot of years
and satisfied a lot of customers. Without that, shops without networks would be in trouble. Because, if there isn’t
advertising, word of mouth is the only way they’re getting
work. “Our best advertising is word of mouth,” she says.
“We have a good name.”

“A s t i m e g o e s o n , t h e y w a n t
m o re a n d m o re. I t ’s ve r y
difficult to stay afloat.”
—Donna Guiel, Guiel Auto Glass
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Rizzi follows a similar tact. “Your best form of advertising is still word of mouth,” he says. “You never
want to change that. You do everything you can for
market awareness.
But even that doesn’t mean they’ll pass the networks when they need to make that call (even if
they’ve been to your shop first). And, when a customer requests a non-network shop, glass shop professionals claim that their customers must dart past
any number of obstacles from networks (including
steering) to get to the shop of their choice.
“You have to deal with the steering,” Rizzi says. “We
deal with steering every day in one way form or another.”
So, Rizzi deals with it by going back to the customer. “We inform the customer before they have broken glass,” he says. “You give them basic facts about
what their choices are and what their rights are.”
Even after non-network shops hold the job, the battle isn’t over, though. If they get the job, the network
will often send them the bills, discounts and all, that
they send their member shops. “I will do the job and
will not approve pricing,” Guiel says. “It really throws
the network off. They will tell us, ‘this is our discount’
and I will say ‘this is my price.’”
When Duffy does take insurance jobs, he’s careful not
to cash the check—unless the price is right. “I’m too
small,” he says. “I can’t afford to not get paid for work
four to five months later, if I do four or five claims. If you
take a check from them and cash it, it means you’ve accepted their pricing. I have to hold the check. I don’t
want to have any kind of money tied in this.”
When it’s time to fight that bill, Guiel doesn’t go to
the network. She’s goes to the insurer. “I charge list
price and I bill the insurer directly. I don’t deal with
network unless I have to,” she says.
And, she won’t stop until she gets results. “Be persistent and don’t give up and talk to the powers that
be at the insurance companies,” she says. “Don’t talk
to the network. They won’t help you. I want to be a
pain in the butt. I want my money and won’t give up.
I’ll fax my paperwork to every fax number I have at
an insurance company.”
But sometimes, even if it’s a customer that requests his
shop, Duffy still won’t do a job through a network. “If I can
get as much or more as a cash job, I’ll accept the job,” he
says. “There are other times I just won’t accept the job.”
Spoken like someone who truly would rather
avoid networks.
■

◗

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

Les Shaver is a contributing editor for AGRR magazine.
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Blast
Off
Many New Products to
Launch at the Spring
Auto Glass Show™
his year’s Spring Auto Glass Show™ will feature many new products—from glass, to software, to tools and more. Following
is a sneak preview of the products that will be on display and the companies exhibiting them. The Spring Auto Glass Show
is held in conjunction with the Independents’ Days Conference May 12-14 in Fort Myers, Fla. It is sponsored by the Independent Glass Association. (For more information, visit www.iga.org.)

T

system. GT says the Blue Wave system
ensures proper cross linking and cross
hatching, resulting in a strong cure
Catch the Blue Wave™
Glass Technology (GT) will show- and bond, according to the company.
case its advanced Blue Wave high-in- The high-intensity light-emitting
tensity ultraviolet (UV ) curing diodes are positioned to surround the
damage that is being
repaired completely,
producing the correct UV wavelength
needed to cause
resin molecule stimulation and curing.
The system was
developed so that
the technician can
maintain complete
physical and visual
contact with the re-

TOOLS

pair area. It also provides the technician with control as to when to cure
the repair without removing the injector and exposing the repair to air.
Since the Blue Wave is integrated
with the injector and bridge, removal
is not required during the curing
process. The injector can be used
during the curing process to produce
pressure to hold the resin into the repair while it is being cured, the company notes.
The Blue Wave curing system requires no external power source and is
completely portable. According to
Glass Technology, it will cure up to
15,000 repairs before UV light maintenance is needed.
❙❙➤ www.gtglass.com

Speed Up with QuikSilver
STANDARDS
Learn about Validation
Representatives of the Auto Glass Replacement
Safety Standards (AGRSS) Council will be available
to talk to attendees about the upcoming third-party validation program. In
addition to a seminar on this topic held during the conference, attendees can
speak one on one with AGRSS Council members to learn about what this process
will entail and tips for preparing for it.
❙❙➤ www.agrss.com
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The new QuikSilver Technology™
from AEGIS Tools International is designed so that technicians can complete windshield repairs in as little as
five minutes, according to its manufacturer. The system uses a dry vacuum to remove moisture and debris
from a break, along with a gauged
pump so that the technician can verify when an adequate vacuum is
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Quest to Focus on Software, Claims Handling

achieved. When the injector is lowered into position, air is unable to reenter the break, so it fills quickly and
completely with repair resin.
❙❙➤ www.aegistools.com

Take Along a Lilbuddy
Lilbuddy will demonstrate its windshield removal tool, the Lilbuddy Pro
1, and its new Lilbuddy Junior cups
during the event. The Lilbuddy Pro 1

is designed so that it can be mounted
on either the passenger’s side or the
driver’s side of the vehicle. It also includes a heavy-duty sliding rod to
handle the weight of a heavy RV or
semi windshield.
In addition, the system is designed
so that it can be lowered into the ure-
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Quest Software will be at this year’s Spring Auto Glass Show™ to promote its
software solutions, along with its newest offering, the
GlassQuest Enterprise software.
The new system is designed to allow glass shop
owners and operators to receive instant glass
pricing and ordering capabilities automatically.
Likewise, it’s designed to prevent technicians
from having to call a service center, or visit
multiple websites, to price glass parts.
The system includes the ability to retrieve
quotes and order parts from Pilkington North
America, Mygrant, Pittsburgh Glass Works and all
suppliers working on a Glaxis platform.
“The software will query as many or as few suppliers as
you set up and trade with,” says Rob Rust, national sales manager for the company. “It will also grab your lowest cost supplier and mark your product up from
cost, saving you from calling a service center or opening multiple web browsers
and searching for the correct parts and costs. It will order the correct glass, generate purchase orders and also schedule the job.”
While Quest will be displaying its software, officials also will be talking with
attendees about one of its lesser known offerings—its third-party administration arm. Rust notes that the company has something in common with attendees at the conference.
“Quest Software Inc. truly is an independent third-party administrator,” he
says.
The company provides glass claims administration for several insurance companies, but does not operate its own network.
“We do not own a network for glass,” says Terry Miller, president of the St.
Johns, Mich.-based company. “When we take on a client, we actually create a
network for that client that is specific to their needs.”
Miller also stresses that the company, aside from its software solutions, also
is independent of the auto glass industry—making the possibility of steering a
non-issue.
“Steering is not an issue at all with Quest,” he says. “We don’t care who gets
the work.”
❙❙➤ www.questsoftware.com
thane without the need for removal of ceeds U.S. Federal Motor Vehicle Safety
either suction cup from the glass.
Standards,” says Gary Byrum, product
❙❙➤ www.lilbuddypro.com
manager.
Byrum says the urethane is tack-free
and
offers a safe drive away time of one
ADHESIVES
hour after only 10 minutes at temperatures as low as zero degrees Fahrenheit.
C.R. Laurence to
The
adhesive
Exhibit POWR Bond
must
C.R. Laurence Co. Inc. will display its
POWR Bond one-hour urethane at the upcoming
Spring Auto Glass
Show™.
be used with
the company’s CRL OneStep Primer and is packaged in metal
“Our new POWR Bond one-hour cartridges with wide-mouth nozzles.
urethane windshield adhesive is a ❙❙➤ www.crlaurence.com
high-viscosity, non-conductive, superfast-curing adhesive that meets or excontinued on page 30
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Need More Info?

Blast
Off
continued from page 29

Take Advantage
BETASeal Advantage from Dow Automotive is warm-applied adhesive
that is heated for extrusion only, yet
doesn’t need activation. The cartridges
also can be quickly reheated, so a par-

tially used cartridge doesn’t have to be
thrown away. And, the adhesive can be
kept warm for 24 hours, so a cartridge
opened one day can be used the next.
The adhesive requires heat of 15
minutes in a standard cartridge oven,

If you’re looking for more information on the Independents’ Days Conference and Spring Auto Glass
Show™, visit www.iga.org/independentsdays.php for a full schedule and
exhibitor list.

and provides a safe drive-away time of
60 minutes in any temperature above
0 degrees Fahrenheit, and in any humidity (including jobs involving cars
with dual air bags).
❙❙➤ www.dowautomotiveaftermarket.com

GLASS
Saint-Gobain to Advance
Quality Commitment

WEBSITES
SIKA Corp. to Showcase New
“No Shortcuts to Safety” Website
SIKA Corp. will display both its AGR
and flat glass products and systems.
Company officials say they are exhibiting at this year’s show because they
value independent glass shops and desire to work with them to “raise their
bar” of performance with both auto
and flat glass installations, through
continual training and value-added
marketing programs.
SIKA also will showcase its new “No
Shortcuts
to
Safety”
website,
www.noshortcutstosafety.com, which
features two brothers, brothers, Mike and David, and their journey to replace
Mike’s broken windshield—and the lesson they learn about safety along the way.
❙❙➤ www.noshortcutstosafety.com

Mainstreet Promotes
News Software Package, Web Hosting
Officials from Mainstreet Computers
will be at the show to talk with attendees about its newest software offering—Glas-Avenue 8.0. The latest
package includes system hosting, database backups and data updates and is
available via the web, so it can be accessed anywhere there is Internet access.
In addition, the company has a web
development arm, which designs, hosts
and optimizes websites. Mainstreet also
can include an online quoting feature in
the sites it develops.
❙❙➤ www.mainstreetcomp.com
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Saint-Gobain Autover, an auto
glass manufacturer and distributor
with North American headquarters in
Columbus, Ohio, is a first-time exhibitor at this year’s Spring Auto
Glass Show.

“We have a couple of main objectives,” says sales director Dennis Warlick.
“Our first is to make sure the installer
community knows there is a company
whose primary focus is quality still offering glass to the market, and then secondly to acquaint everyone with some of
the technology and innovations SaintGobain has developed over the years.”
The company has warehouses and
distribution facilities around the world.
❙❙➤ www.autover.com

Get Industrial
A&I Products offers an assortment of
specialty glass parts for agricultural and
light industrial equipment, including
tractors, combines, backhoes, excavators and more. The company says the
parts are manufactured to OEM standards and are packaged carefully to ensure they’re delivered in good condition.
A&I also provides next-day delivery to
the majority of its customers in the
United States and Canada.
❙❙➤ www.aiproducts.com
■
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A One-Stop Shop
A Look at a Company That Has Excelled at Diversification and Training
by Penny Stacey
uto One owners David Zoldowski and Ron Overbeck have a common saying: “We’re going to eat
change for breakfast and serve it up with every
meal.” And that’s just what the two have done since they
purchased the company (which also is a franchisor) in
2003. They’ve developed training programs for employees
and franchisees; have added a number of new products and
services; and have grown the business to four stores and 12
franchises in just six years. They’ve also accomplished this
by placing an emphasis on windshield repair.
“Our job is to re-invent ourselves every day,” says
Overbeck.

A

Early Start
But it wasn’t always this way at Auto One, a 30-year-old
franchising company.
“Auto One really got started as a result of the deterioration of automobiles back in the 1960s and 1970s,” says
Zoldowski. “The cars would rust away as you drove them
from the showroom.”
The developers of Auto One partnered with a chemical
manufacturer named Polyoleum, which had developed a
chemical process for protecting automobile from corrosion,
and the company got its start selling the rust-proofing process
to consumers.
“A natural progression occurred and we eventually
added auto glass,” says Zoldowski. Over the years, the company added auto and detailing services and automotive
electronics as well. It also changed hands several times.
It was the early 1990s and Zoldowski had been in upper
management with Zerox Corp. for 24 years. Ready for some-
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thing new, he took a company buyout and then decided to
purchase his own franchise. Sun Country specialized in automotive detailing and accessories. Zoldowski was a loyal
franchisee until 1991, when Auto One purchased Sun Country—and Zoldowski made the switch.
In 2003, Overbeck, a lifelong friend and business partner
of Zoldowski, joined him and the two purchased Auto One
from its previous owners. At that time, the company had
only 10 franchises. (Today, it has four corporate stores and
12 franchises. Though the company does manage both corporate stores and franchises—they’ve kept both arms under
one umbrella company, Auto One.)
Auto One is made up of 45 percent auto glass work; 35
percent electronics; 10 percent appearance and protection
services; and 10 percent auto and truck accessories.
“Those percentages will vary among our four stores depending on our locality and marketplace,” Overbeck says.
“We’re a neighborhood business, but it really varies depending on the market and demographics.”
It also varies based on the time of year you look at the
business.
“For example, auto glass and detailing services flourish
in the spring,” says Zoldowski.
Despite the strength of its four core areas, the Auto One
owners continually look for additions to the business.
“We consider ourselves the innovators on the electronics
side,” Overbeck says. “We’ll be the first ones putting something on a car. We have to work continually to develop
what’s new and appealing to us.”
Auto One offers detailing, remote starters and alarms,
sunroofs and other innovations.
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“If you can put us on an even
playing field, we can compete
with anyone and win any
business.”

—Ron Overbeck

Windshield Repair

“Our four legs allow us to do a lot of cross-marketing,”
he
says. “Every glass customer is a potential electronics
Glass repair also has become an important part of the
customer. We’ve got a one-stop place for them to come.”
company’s repertoire over the years.
“At first, we played at repair,” says Zoldowski. “But after
buying the company in 2003, we got very serious about re- Employee Importance
pair at about the same time as I joined the [Repair of LamBoth Zoldowski’s son, Mitch, and Ron’s son, Ron Jr., also
inated Auto Glass Standards] Committee and we saw the have taken roles in the company—and assist in the effort
added value of repair.”
to look for additional products as well.
The company uses windshield repair strategically as a
Ron Overbeck Jr. serves as operations manager and hanmarketing tool. Auto One sets up mobile repair locations dles the company’s certifications efforts; Mitch Zoldowski
around the area to promote this service.
serves as sales and personnel manager and handles people
“By the proper use and marketing of strategically placed development and sales target attainment.
events in your area of marketing dominance, a company
Currently, the company employs 24 among its headcan improve its sales, expand its relationship with insur- quarters and four corporate locations.
ance agents, and reduce those fly-by-night operators,”
Zoldowski says. “When repair is the better alternative to recontinued on page 34
placement, make the consumer aware of this.”
The mobile option also draws people who normally Franchise Options
might have put off the service.
Though much of Auto One’s business deals with its four
“We’ve done an informal survey of people asking why they corporate-owned stores, the company also sells franchises of
are getting a repair,” he adds. “In most cases, it is an impulse the business. They currently have 12 franchisees that have
decision that is made because they see us there. It’s conven- made the leap.
ient and a time saver for them. It takes a lot of shoe leather,
Co-owner David Zoldowski points out that the franchisers
but it can be very profitable.”
not only gain a business model and training from the comThe company normally targets areas such as charity pany, but also a strong process-oriented partner with access
fundraisers, local big-box stores such as Home Depot and to such things as our online quote module, job costing proCostco, and other high-traffic locations.
gram, assistance with insurance network issues and reduced
This, in turn, leads to an increase in sales in other areas, material costs through co-op purchasing.
Zoldowski says.
“Our franchisees become very strong partners with us in
“You increase sales through customer awareness, you purchasing,” he says.
promote your other products and services, you capture
Ron Overbeck, co-owner, adds, “Through our system of
customers for other products and services in the future, buying, it allows us to be extremely competitive with those
you build brand identity within the community and with who make glass.”
the customer, you build relationships with the insurance
As franchisees work to set up their businesses, Zoldowski,
agents, and you reduce insurance agents’ loss ratios,” he Overbeck and their team assist them with site selection; adadds.
vertising; personnel training; and development. They also asAnd, when it comes to other services, Overbeck stresses sist with the development of everyday operations.
that the company really is a one-stop shop.
❙❙➤ www.autooneinc.com/franchiseinfo.html
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A One-Stop Shop
continued from page 33
Inside the Business

“ We ’ r e v e r y p a s s i o n a t e
about the things that are
h a p p e n i n g t o o u r i n d u s t r y. ”
—David Zoldowski
“Most of our employees are multi-faceted,” Overbeck
says. “You ask what’s unique between us and another glass
shop—our associates are stakeholders. We believe in training people, so if we find individuals with good energy and
drive, keep them.”
Auto One does random drug-testing of employees and
provides bonuses based on incentives.
In order to get it done, the company’s owners have made
sure there are plenty of training opportunities for the Auto
One staff. The company recently had the Molloy Group, a
New Jersey-based training company, conduct a CSR training course for its employees.
“We not only trained CSRs, but also technicians, which
we call part-time CSRs because they also interface with the
customer,” says Overbeck.
After that course, the owners took all the participating
employees out to dinner to discuss the training, and to
brainstorm other areas of needed training.
“Everyone created a wish list and later we prioritized it,
because you can kill people with too much training,” Overbeck says. “That’s when we went to work to and built the
management course.”
The company developed this course with the Molloy
Group, and after that, created another course about handling difficult conversations.
But the training doesn’t stop there. Auto One’s owners
also tries to spot employees who have particular areas in
which there skills can be improved and seeks out training
for them. The company has sent five of its employees
through the popular Dale Carnegie Training seminars.
Technical training also is a part of this. The company has
long been registered with the Auto Glass Replacement
Safety Standards (AGRSS) Council Inc. and has installers in
each of its locations that are certified by the Independent
Glass Association (IGA). In addition, Zoldowski serves as
president of the IGA and Ron Overbeck Jr. serves on the association’s certification committee.
Despite Auto One’s strong presence in the Midwest,
Zoldowski has become involved with the IGA due to many
concerns he has for the industry and especially for other independent shop owners.
“We’re very passionate about the things that are happening to our industry,” he says. “We believe very strongly
that you shouldn’t be able to manufacturer auto glass, sell
auto glass, install auto glass and answer the phones for an
insurance company.”

34

AGRR May/June 2009

As the industry and training technicians have changed
over the years, so has the way the company does business—
particularly in how it markets itself. In recent years, the
company has worked to grow its online presence—and cut
down on its Yellow Pages ads.
“In 2003 we were operating two stores and our marketing budget for the Yellow Pages was $180,000 for our
stores,” says Zoldowski. “We’ve now cut that to about
$20,000 a year—for all four stores—and that money has
been shipped into Internet development. Now, our company operates a very strong presence on the Internet
for our key operating areas in our areas of marketing
dominance.”
The company achieves an average of $10 million in sales
each year (including both its franchise and corporate sales).
Each of its corporate stores averages between $400,000 and
$500,000 in sales each year.

Challenges
Despite Auto One’s success—at both in business and in
training employees—that doesn’t mean it hasn’t had its
share of challenges. And, though it has four corporate stores
and several franchisees, the challenges Auto One sees are
much like those of the average auto glass shop.
“We see continual margin shrinkage from the insurance
companies,” Overbeck says.
He adds, “The other big one is we have a lot of non-qualified competitors—those that work out of a pick-up truck or
whatever that aren’t governed by the same personal qualifications or requirements that we put ourselves under because
we’re here for the long haul. If you can put us on an even playing field, we can compete with anyone and win any business.”
Zoldowski also notes that the structure of the insurance
arena also is a concern.
“We believe very strongly that you shouldn’t be able to
manufacture auto glass, sell auto glass, install auto glass
and answer the phones for an insurance company,” he says.
Despite these challenges, Zoldowski and Overbeck continue to look to the future for growth. And its franchise operations are an important part of this growth.
“Our franchisees become very strong partners with us in
purchasing,” says Zoldowski.
But the company is careful in how it grows.
“You’ve got to be careful not to overgrow your ability to
support, so we’re being very careful, but we still work hard
and we continue to revisit our franchise and product system,” says Overbeck.
And both look to the future with optimism.
“We’ve got a wide-open field to continue the work of
growing,” says Overbeck.
■
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Penny Stacey is the editor of AGRR magazine. She also edits
AGRR’s online news service, www.glassBYTEs.com.™
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To the Market

f ocus

on

REPAIR

by Penny Stacey

W

hen it comes to marketing,
these days the possibilities
are endless. There’s the web,
television, radio advertising and more.
But which of these methods works best?
Well, it seems to vary from repair business to repair business. It depends not
only on your market, but also on your
bank account and what you’re able to
invest—both of your time and money.

Only Online
When it comes to a service like auto
glass repair, these days, most consumers—unless they already have a
company in mind—turn to the web
first. Whether they go to Google™,
Yahoo!® or any of the other endless
search engines available, are they
going to find your company?
Gene Henderson, owner of Crack
Doctor in San Diego, Calif., recently
contracted a company to optimize his
website. He’d been online several
years, but consumers weren’t necessarily finding his site.
“It took about three weeks to get my
site on the front page [of the searches],
but once it got there, my business doubled,” he says.
Henderson was
able to work
with a company that is
located
next
to
him
in
the office
complex
with his
shop.
He
had the company modify
his site so
that
it
would come
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up easily via searches for keywords
such as “windshield repair,” “auto glass
repair,” and more. He also utilizes associations he has, such as working with
his local Better Business Bureau.
“If a consumer were to look up ‘Better Business Bureau windshield repair
San Diego,’ [my company would] come
up,” Henderson says.
Before he had the site optimized,
Henderson says he was doing three to
five repairs a day.
“Now I’m doing 10 to 12 repairs a
day, and that depends on the day, actually,” he says. “Sometimes I’ll have 20
a day, sometimes seven, some days
three, but if you average it out, you’ll
get 10 to 12.”
Alan Geiger, owner of Glass Aid in
Oklahoma City, has had his website up
for about three years.
“We’ve used the Yellow Pages a little,
but I’ve leaned more and more on the
Internet,” he says.
Geiger has found that those customers that find his site online are
more apt to book a job than those who
find him via the Yellow Pages.
“With the Yellow Pages, you’ve got a
chunk of [customers] who still don’t
know what repair is,” he says. “When
you’ve got them on the website, you’ve
got a more informed customer right off
the bat. It cuts down on phone calls
with people price-shopping.”
Geiger developed his own website
using information from the company
that hosts his site.
“I sat down and played with it,” he recalls. In addition, Geiger has a mobile
site, www.glassaid.mobi, designed for
viewing on portable devices, and a .tel
domain, where he can list all of his
other sites/associations in one short
format.
Geiger also recently discovered

>I

Twitter—and he’s using it in ways he
never dreamed of.
“I originally set it up so that I could
use my cell phone out in the field to tell
people that I have an opening,” Geiger
says. “We’re now seeing opportunities
to be able to market through Twitter.”

On the Tube
When
consumers aren’t
Tw i t t e r i n g ,
working or
online,
many are
still watching television. And
for
Gerald
Zwart, known
as Dr. Chip in
his hometown
of
Sioux
City,
Iowa, that’s a good thing. He’s been advertising on television for several
years—and with much success.
Though he also uses radio ads, he’s
found the best success with TV.
“If you can afford television, that’s
the better way to go,” Zwart says. “Anytime you can put a picture with words,
it has more punch.”
Zwart started his television ads several years ago, and he learned quickly
it’s best to sign up for a year at a time.
“It saves you time—it’s a done deal,”
he says. Plus, it’s cheaper that way.
He also warns, it takes time for the ads
to become effective.
“Do not, do not, try it for 30 days and
see if it works,” Zwart says. “If you cannot sign an annual contract, don’t do it.”
To create his commercials, Zwart
usually thinks of the concept and, because he’s on contract for his ads, the
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Innovative Ways Companies
Promote Their Services

television stations with which he works MS walk in Oklausually produce them and edit them homa City, and also
offers customers the
free of charge.
option of completing a
special authorization
Word of Mouth
Of course, if you can’t afford televi- form allowing the
sion advertising or aren’t yet prepared company to donate
for the investment, free marketing is an- 10 percent of the cost of their inother optimal way to go—and Hender- voice to the Oklahoma MS Chapter.
“We get a lot of positive feedback on
son has discovered a free and
convenient way to gain some additional this,” says Geiger. And, he finds that
sometimes customers who’ve been afbusiness: referrals.
Henderson has teamed up with two fected by the disease—or have had
local replacement shops to offer someone in their life be affected by it—
seek him out specifically because of his
“trade-offs.”
“They send me repair customers and dedication to the cause.
Henderson has chosen to take his
I send them replacement customers,”
he says. Originally, Henderson just par- opportunity to give back in a different
ticipated in this agreement with one direction. Once or twice a year, he visother local company, but recently he its local high schools that offer auto
added another—and has also sent out shop classes and does demonstrations
letters to various shops in his area of- for them.
“I’ll contact the auto shop teacher
fering the same type of agreement.
“This has improved business con- and tell them what I do, and I offer to
do a demo for one of their classes,” he
siderably,” he says.
says. “And if one of the students has a
parent with a chip in their car windGiving Something Back
There’s another kind of trade-off shield, I’ll do the repair for free [as part
available in the market too; it comes in of the demo], and then the other students go home and tell their
the form of providing donations
parents about it.”
and service to good
While there, he ofcauses. Geiger has
fers pens, fliers
achieved particular
and coupons, so
success—and has
that the stubenefited others
dents can share
too—by working
with them with
with the National
their parents.
Multiple Sclero“Even [the stusis Society.
dents] who don’t
“I knew somecare still pick up
one who was afsome of the informafected by multiple
tion and tell their parsclerosis (MS),” says
ents,” Henderson
Geiger.
says.
He now leads
Finally,
many
a team in the annual

www.agrrmag.com

shops are also
finding that
marketing the
environmental
friendliness
of
windshield repair is
proving beneficial.
Zwart, who also does replacement,
said he’s seen a particular upswing in
his customers’ concern for the environment recently.
“In the last couple of weeks, it’s
amazing how many people have asked,
“What are you doing with the old
windshield?”
David Casey, president of Superglass Windshield Repair in Orlando,
Fla., actually gives his repair customers
a certificate for their dedication to
helping the environment by having
their windshields repaired.
“One of the things I’m doing in my
company is recognizing the actual carbon emissions that every windshield
repaired saves,” he says. “We show customers how many pounds of glass they
kept out of the landfill. And, for every
windshield, there’s about 50 pounds of
carbon emissions.”
Casey notes that in Europe, citizens are actually recognized for reducing carbon emissions and cutting
down on pollution—and he hopes
someday the same will be true in the
United States.
“We’re trying to show customers at
least that we recognize them for this,”
he says. “The certificate does nothing
at this time but at least it shows they’ve
reduced some carbon emissions, and
who knows? Eventually it may turn
into a credit.”
■
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Penny Stacey is the editor of AGRR
magazine/glassBYTEs.com™.
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helpful hints

Repair Versus Replacements

f oc us

on

REPAIR

by Gayle Good

I

STILL HAVE CUSTOMERS WHO
ask if they should just replace,
rather than repair, their windshields. If they have actual cash value
coverage or a low deductible on their
policy, why fix it?
For years, the repair industry has
pushed customer education about repair. The issues of saving time, money
and keeping the original seal in tact have
always been emphasized.
From a technician’s view, the
change in body styles and the technology being integrated with the glass

also makes repair an easier option.
For example, today’s technician
doesn’t simply just cut the glass out
and stick a new one in anymore; more
and more parts of the vehicle need to
be taken apart to do a replacement,
many of which are plastic and easily
breakable.
Newer vehicles have the glass
mounted flush to the body, leaving
little clearance when cutting the glass
out. The possibility that paint will be
scratched can result in rust if not
treated properly. A repair eliminates

the potential rust factor.
The old standbys of saving time,
money and the environment will always hold true. But with the changes
in the shapes and features of the
glass, there are more reasons now
than ever before to promote windshield repair.
■

◗

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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doesn’t require a contract.
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overnight, weekends
and holidays.
&XVWRPHU6HUYLFH
Representatives trained
to answer calls and
questions for your shop.

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

(888) 274-4814
www.AmericanAutoGlassAlliance.com
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way calls and schedule jobs
no matter how customers
choose to pay.
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allows you to adjust your
shop profile for your pricing
and any incentives.
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can monitor the quality and
listen to each conversation.
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Price Points
competitive pricing and stats

2008 Mazda 3
(4-door sedan)

F

OR ITS RECURRING PRICE
Points department, AGRR surveyed five major cities in the
United States for the windshield replacement on a 2008 Mazda 3 (4door sedan). 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 below. In some cases, shops
were not willing to provide the breakdown—or would only include a portion of it—and this is noted
accordingly.
■

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

www.agrrmag.com

NAGS Part No. FW02461 • NAGS Part Price:$261.20
Atlanta, Ga.
Total Price Glass Price
Labor Moulding Urethane
Sales Percentage
Tax off NAGS*
Shop #1
$200.00
$135.00 $65.00
N/A
N/A
N/A
-48.3 %
Shop #2
$240.00
$155.00 $85.00
N/A
N/A
N/A
-40.7 %
Shop #3
$245.00
$165.00 $80.00
N/A
N/A
N/A
-30.6 %
Shop #4
$340.88
$261.20 $40.00
N/A
$20.00 $19.68
0%
Average* $256.47 $179.05 $67.50
N/A
N/A
N/A -31.5 %
Median
$242.50 $160.00 $72.50
N/A
N/A
N/A -38.7 %
Chicago, Ill.
Total Price Glass Price
Labor Moulding Urethane
Sales Percentage
Tax off NAGS*
Shop #1
$200.00
N/A
N/A
N/A
N/A
N/A
N/A
Shop #2
$150.00
$80.00 $70.00
N/A
$10.25
N/A
-69.4 %
Shop #3
$160.00
$120.00 $40.00
N/A
N/A
N/A
-54.1 %
Shop #4
$285.00
$200.00 $85.00
N/A
N/A
N/A
-23.4 %
Average
$198.75 $133.33 $65.00
N/A
N/A
N/A -49.0 %
Median
$180.00 $120.00 $70.00
N/A
N/A
N/A -54.1 %
Las Vegas, Nev.
Total Price Glass Price
Labor Moulding Urethane
Sales Percentage
Tax off NAGS*
Shop #1
$198.91
$95.00 $75.00
$20.00
N/A
N/A
-63.6 %
Shop #2
$175.00
$115.00 $60.00
N/A
N/A
N/A
-56.0 %
Shop #3
$175.00
$140.00 $35.00
N/A
N/A
N/A
-46.4 %
Shop #4
$175.00
$120.00 $40.00
N/A
$15.00
N/A
-54.1 %
Average
$180.98 $117.50 $52.50
N/A
N/A
N/A -55.0 %
Median
$180.98 $117.50 $50.00
N/A
N/A
N/A -55.0 %
New York, N.Y.
Total Price Glass Price
Labor Moulding Urethane
Sales Percentage
Tax off NAGS*
Shop #1
$223.55
$119.60 $85.00
N/A
$18.95
N/A
-54.2 %
Shop #2
$200.00
N/A
N/A
N/A
N/A
N/A
N/A
Shop #3
$237.00
$200.00 $37.00
N/A
N/A
N/A
-23.4 %
Shop #4
$250.00
$175.00 $75.00
N/A
N/A
N/A
-33.0 %
Average
$227.64 $164.87 $65.67
N/A
N/A
N/A -36.9 %
Median
$230.28 $175.00 $75.00
N/A
N/A
N/A -33.0 %
Seattle, Wash.
Total Price Glass Price
Labor Moulding Urethane
Sales Percentage
Tax off NAGS*
Shop #1
$229.00
$154.00 $65.00
N/A
N/A
N/A
-41.0 %
Shop #2
$275.00
$145.00 $110.00
N/A
N/A
N/A
-44.5 %
Shop #3
$200.00
$85.00 $85.00
$10.00
$30.00
N/A
-67.5 %
Shop #4
$225.00
$100.00 $125.00
N/A
N/A
N/A
-61.7 %
Average
$232.25 $121.00 $96.25
N/A
N/A
N/A -53.7 %
Median
$227.00 $122.50 $97.50
N/A
N/A
N/A -53.1 %
*Figures calculated based on glass only.
** For columns with N/As included, only the data available was averaged.

Total Price
Nat’l Average
$219.22
Nat’l Median
$211.78
*of glass price – does not include labor

Glass Price
$142.52
$137.50

Percentage Off NAGS*
-45.4 %
-47.4 %
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WGR Reports
repair news

ASSOCIATION NEWS

f oc us

on

REPAIR

Casey Appointed to NWRA Board

S

UPERGLASS
WINDSHIELD
Repair president David
Casey has been appointed
to the National Windshield Repair Association’s (NWRA) board
of directors. He takes the seat of
Wade Schlichenmayer, formerly
of Delta Kits Inc., who recently
left the company to pursue sales David
in a related industry (see related
story in March-April AGRR, page 52).
Casey has several items in mind he
hopes to tackle while on the board.
“I think the [Repair of Laminated
Auto Glass Standard] is important to
monitor and be involved with, because
it’s starting to see some changes that

could be restrictive to NWRA members,”
says Casey. “Other than that, [I
plan] to continue to support
the NWRA membership.”
The NWRA’s green initiative
also is of importance to him.
“One of the things I’m
doing in my company is recCasey ognizing the actual carbon
emissions that every windshield replaced saves,” Casey says. “We
show customers how many pounds of
glass they kept out of the landfill.
“I’d like to make customers more
aware of the environmental impact of
glass and allow the members of the
NWRA to receive credit for helping

with that issue,” he adds.
Casey has been in the industry since
1981. He started SuperGlass in 1992,
and the company just opened its 267th
franchise recently. Casey is based in
Orlando, Fla.

PRODUCTS
Glass Pro Launches
Annihilator

PEOPLE NEWS
WRO Silver Medalist Named
Person of the Year for Windshield Repair
Brian Fenner of Safe Glass Technologies in Easton, Pa., recently was named
“Windshield Repair Person of the Year”
at the Mobile Tech Expo in Orlando, Fla.
Fenner, 39, has been in the industry for
six years and competed for the first time
in the Walt Gorman Memorial Windshield
Repair Olympics (WRO) in 2008.
“Brian’s professionalism is amazing,” says Brent Deines, president of
Delta Kits Inc., who nominated Fenner
for this year’s award. “He’s bar-none, Fenner, who took second place in
head and shoulders above anybody the 2008 WRO, was recognized
else that I’ve ever seen and that’s one during the 2009 Mobile Tech Expo.
of the reasons I nominated him.”
He adds, “He’s also extremely helpful to people getting started out.”
“From what I understand, the ‘person of the year’ awards recognize individuals with the various automotive recon groups for there accomplishments, commitment to continued education and desire to help others in their respective
fields as well as promote a positive and professional industry image,” Fenner says.
Winners are chosen via a nomination process.
Fenner and his wife, Kelly, have one son, Noah. In Fenner’s spare time, he enjoys scuba diving, snowboarding and fishing.
The Mobile Tech Expo was held January 16-17 in Orlando, Fla.
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Glass Pro Systems’ new Annihilator
works like its Super Cinch tool, except
it is made of Delrin™, which company officials say resists chemicals.
The Annihilator is designed to suspend resin off of the glass, allowing
the break to relieve air pressure and
to allow moisture to be removed.
Resin then is injected directly into a
vacuum pocket without ever breaking
the vacuum. However, the company
notes that the system verifies that a
vacuum is positively in place before
lowering the resin to the glass.
❙❙➤ www.glassprosystems.com

COMPANY NEWS
Calling Repair
Companies
Has your company recently added
new personnel? Or have you been making news in other ways? Please e-mail
pstacey@glass.com.
■
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on the road
calendar of events

D A Y /

P L A N N E R

May 31-June 2, 2009
Automechanika Middle East
Sponsored by Messe Frankfurt.
Dubai International Convention
and Exhibition Centre.
Dubai, United Arab Emirates.
Contact: Messe Frankfurt at
+7 495 721–1057/-58/-59 or visit
http://www.messefrankfurtme.com/
automechanika/site/index.php.
November 4-5, 2009
International Auto Glass
Safety (AGRSS) Conference
Sponsored by the Auto Glass Replacement
Safety Standards (AGRSS) Council Inc.
Mandalay Bay Convention Center.
Las Vegas.
Contact: AGRSS at 630/942-6597 or
visit www.agrss.com.
November 5, 2009
Fourth Annual Walt Gorman Memorial
Windshield Repair Olympics
Co-sponsored by AGRR magazine and the
National Windshield Repair Association.
Mandalay Bay Convention Center.
Las Vegas.
Contact: AGRR at 540/720-5584 or visit
www.windshieldrepairolympics.com.
November 5-7, 2009
NACE Expo
Sponsored by the
Automotive Service Association.
Mandalay Bay Convention Center.
Las Vegas.
Contact: ASA at 800/272-7467 or
visit www.naceexpo.com.
November 6, 2009
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.nwraassn.org.
November 6-7, 2009
Fifth Annual Auto Glass Technician Olympics
Co-sponsored by AGRR magazine and the
Independent Glass Association.
Mandalay Bay Convention Center.
Las Vegas.
Contact: AGRR at 540/720-5584 or visit
www.autoglassolympics.com.
November 7, 2009
Independent Glass Association (IGA) Fall
Marketing Conference
Sponsored by the IGA.
Mandalay Bay Convention Center.
Las Vegas.
Contact: IGA at 540/720-7484 or
visit www.iga.org.
■
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NEW

HYBRID

W I N D S H I E L D R E PA I R
Patent Pending

NEW STONE DAMAGE HYBRID
• No shrinkage
• No ring around the pit
• No curing under pressure
• Moisture resistant

NEW “ CLEAR PIT” PIT FILLER
• Fill the pit, level it and cure it
• No mylar film tab
• No scraping
• No polishing

NEW CRACK REPAIR EPOXY AND HYBRID
• Inject the crack and cure it
• Cuts repair time in half
• Eliminates film tabs
• Eliminates curing the point under pressure i.e. multiple cures
• Can use one resin in a floater crack
• Can use one resin in an edge cracks 12-inches and under
• Eliminates scrapping the cured resin under the film tabs
• Eliminates cleaning and buying film tabs and razor blades

NEW MYLAR IN A BOTTLE
• Use instead of mylar film tabs - place a bead on top of the crack,
cure it and slice it off.

NO MORE:
• Shrinkage
• Curing under pressure
• Ring around the pit

>I

• Multiple viscosities
• Runners
• Toxicity

Hybrid Windshield Repair, LLC 1-800-398-2663

Glass Expo Midwest™ Moves to the Spring
Glass Expo Midwest™ will be moving to the Spring next year, starting
March 16-17, 2010. The two-day event, complete with educational seminars regarding auto glass as well as general business management, trade
show floor and networking opportunities, has been providing this service
and education to the region for more than 15 years.
The new dates were selected to accommodate those requests from industry members who felt the Spring was a more convenient time to attend
the event and educate their staff.
Glass Expo Midwest will be held at the Renaissance Schaumburg Hotel
& Convention Center located in Chicago (Schaumburg), Ill.
❙❙➤ www.glassexpomidwest.com
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showroom

new products

REPLACEMENT TOOLS
Extractor Releases 110-Volt Version
The new 110-volt EXT-PROE from Crystal Glass/The Extractor is designed to be lightweight and fast—at a speed of

2,800
strokes per minute. Company officials say the
tool is also
sturdy. It is
equipped
with an 11amp motor and variable-speed trigger. The tool does not require any batteries and runs via an electric cord.
❙❙➤ www.extractortools.com

Quick as a StingRay™

lows all the power of the StingRay to be pushed directly
to the blade.
The tool is ergonomically designed to give the operator
a comfortable, natural grip. The low profile of the handle
gives the user clearance from any direction. The StingRay
also is equipped with a rotating speed control that provides
a wide range of speeds from 500 to 3000 strokes per minute.
❙❙➤ www.equalizer.com

SIKA Introduces Sika® Cleaner S
SIKA Corp. has a new organic solventbased cleaning agent for treating heavily
soiled surfaces that cannot be cleaned sufficiently using standard cleaning methods.
SIKA Cleaner S is a universal treatment designed specifically to remove non-traditional
contaminants on auto glass replacement
glass parts.
❙❙➤ www.sikaindustry.com

Equalizer Industries new StingRay has high torque, fast A D H E S I V E S
acceleration and a top end speed faster than any of the
company’s other Express®, according to its maker.
Bond it with POWR
A the plunger floats on a series of ball bearings and the
CRL POWR BOND hi-viscosity urethane adhesive is a
blade is driven by a floating pin bearing system. This al- fast-curing adhesive that is tack-free in only 50 ±10 minutes, and offers safe drive away time in as little as 1 1⁄2 hours
when used on vehicles without a passenger side air bag,
and 3 hours with passenger air bag at 73 degrees Fahrenheit (23 degrees Celsius) and 45 percent relative humidity,
according to Gary Byrum, product manager.
The adhesive comes in metal cartridges; a package includes six 4-1⁄2-inch (114-mm) long screw-on cone nozzles
and six V-cut nozzles. Cartridges are packed in twelve 10.5fl.-oz. (310-ml) cartridges per case.
❙❙➤ www.crlaurence.com

Aftermarket Adhesive
with an OEM Heritage
GLASS CLEANERS
Anything But Ordinary
Officials from EFTEC North America
describes its newest glass cleaner,
DINITROL® 582, as “anything but ordinary,” and touts its ability to penetrate all glass contaminants,
including oils and release agents. The
company says the solution also is
fast-drying and provides a clean, contaminant-free bonding area for primer
applications (when used correctly).
❙❙➤ www.eftecna.com
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The manufacturers of the
OETech line of adhesives describe it as being formulated for
today’s toughest aftermarket
environments while maintaining an OEM heritage. OETech
offers a broad range of products
to meet varying needs, including: OETech1, a high-moduluslow-conductive
one-hour
urethane; OETech2, a threehour high-viscosity urethane;
and OETech3+ and OETechh+,
both of which are six-hour medium-viscosity urethanes.
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Glazex
OETech1 and OETech2 are packaged in PROkits; including 24 tubes or sausages of urethane, one bottle of combo
primer, urethane nozzles and batch stickers. OETech3+
and OETechh+ are available in cases of 12; they come with
nozzles and batch stickers with primers and activators sold
separately. OETech3+ is available in sausages and cartridges, while OETechh+ is available in cartridges.
❙❙➤ www.oetech.biz

Back to O°ne
Dow Automotive’s BETASEAL 0°ne adhesive is formulated to work in virtually every application, according to the
company. It works at any temperature above zero degrees
Fahrenheit (-17.8 degrees Celsius) and has a one-hour safedrive-away time.
BETASEAL 0°ne also is nonconductive for preventing interference with radio and integrated cell phone and navigation systems. Company officials add that its
high-modulus properties provide torsional stiffness to
meet vehicle structural requirements.
❙❙➤ www.dowautomotiveaftermarket.com
■
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industry insiders
people in the news

COMINGS AND GOINGS
Guardian Names New
Board of Directors
A team put together prior to his
death by the late William Davidson,
president and chief executive officer of
Guardian Industries, met in early April
to create a five-member Board of Directors for the company. Those selected are as follows:
• Russell J. Ebeid,
president,
Guardian Glass Group;

• Duane
Faulkner,
president,
Guardian Building Products Group;
• Robert Gorlin, vice president,
Guardian Industries;
• Jeffrey Knight, chief financial officer, Guardian Industries; and
• Peter Walters, group vice president,
Guardian Industries.
The new board elected Ebeid as its
chairperson and reaffirmed the appointment of the four presidents of
Guardian’s operating business groups.
These are Ebeid; Faulkner; James Davis,

Belron Hires New VP, Promotes Several
Belron US has added a new senior vice president, Steve Miggo,
and has promoted several of its employees. Miggo will serve as
senior vice president of human resources and leadership development. Jenny Cain has been promoted to director of communications, Shawn McClain has been promoted
to group warehouse manager and Eric Poderys
to general manager.
Steve Miggo
In addition, Safelite Solutions, the claims
administration division of Belron US, has
promoted Mark Hatfield, an area sales manager for Safelite Solutions in Fredericksburg,
Va.,
and Bev Rook, a regional sales manager
Jenny Cain
based in Kansas City, Mo., to national account managers.
Miggo joins Belron US from Limited Brands, Eric Poderys
where he served for the last three years as associate vice president of human resources.
Cain, who joined Safelite in 1999, will supervise both the company’s internal communications and external public relations activities.
Shawn
She previously served as internal communicaMcClain
tions specialist where she was responsible for
benefits communications, associate recognition Mark Hatfield
and company-wide leadership meetings.
McClain previously worked as general manager in Columbus,
Ohio. In his new position as group warehouse manager, McClain
will focus on adding four new warehouses to the company’s operations in the northeastern part of the country. McClain also will
assume
operational responsibility for a to-be-determined number
Bev Rook
of warehouses in the Northeast.
Poderys began working for Safelite as a store manager in Columbus in 1990 and
then left the company to work for Diamond Triumph Glass. When Belron US acquired Diamond Glass earlier this year, Poderys became an area operations manager.
Hatfield and Rook will be responsible for developing new accounts and building
relationships with insurance companies that have existing vehicle glass programs
with Safelite Solutions. Hatfield will be responsible for the eastern United States
while Rook will handle the western United States.
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president of Guardian
Automotive
Glass
Group; and Kevin
Baird, president of SRG
Global, a Guardian
company that manufactures automotive
trim. The executives Russell Ebeid
will continue to exercise day-to-day operational responsibilities in their respective groups, reporting
to the board of directors, which has responsibility for setting overall direction
and overseeing the ongoing operation of
the company, according to a statement
from Guardian.
Davidson passed away on March 13
(see related story in Spring 2009 AGRR
Extra, page 29).

C.R. Laurence
Co. Inc. Announces
Four Promotions
C.R. Laurence Co.
Inc. (CRL) has promoted four within the
company.
Tina Olivares has
been promoted to
manager of the customer services depart- Tina Olivares
ment. Prior to this
promotion, she served
as online support manager. Olivares has been
with CRL for 17 years,
and has more than 21
years of experience in
the glass industry.
Yolanda Cabadas
Yolanda
has
been named manCabadas
ager of CRL’s online
support department. Most recently,
Cabadas served as assistant to the online
support manager. She
has been with CRL for
10 years, and has held
positions in both sales
and customer service.
Joe Finamore has
been appointed pur- Joe Finamore
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chasing agent for international purchasing.
Finamore
has worked in CRL’s
purchasing department in several areas,
including manufacturing and Canadian
vendor accounts. He’s
been with CRL for
nearly
four years.
Francisco
Francisco
Ruelas is
Ruelas
now the assistant
branch manager of CRL’s branch in
Elgin, Ill. Ruelas has been with the
company for five years, and has extensive experience in the warehouse and
with customer service and order entry.

KUDOS
Dick Inman Receives
Len Stolk Award
Richard D. (Dick) Inman recently
received the 2008 Len Stolk Memorial
Special Achievement Award from the
National Glass Association during its
recent auto glass conference.
Inman started his career with Harmon Glass and was promoted to ultimately serve as executive vice
president and chief operating officer
during his 18 years there. He and his
family moved to Seattle in 1993 when
he became executive vice president
for Trans America Glass and was instrumental in the acquisition of
Novus Windshield Repair by TAG. He
remained in Seattle until retiring and
moving to Florida where he began his
second act. He now owns and operates Bob’s Glass in Longwood, Fla.
He was the first president of the
Florida Glass Dealers Association
and served on the association’s
board of directors from 1980 to 1988.
He has also chaired a varied of committees there.
The award is named after Stolk, Carlite’s education and training manager
in the 1990s, who died suddenly of a
serious illness at a relatively young age
earlier this decade.
■
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No Gimmicks
No Hype
No Bull

Free
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Professional Windshield Repair Products

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

Information Sources

Windshield Removal Tool

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

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

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

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

INDEPENDENT GLASS
ASSOCIATION
385 Garrisonville Rd.
Suite 116
Stafford, VA 22554
540/720-7484 (phone)
540/720-3470 (fax)
www.iga.org

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

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

Software

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

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

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

GET THE ATTENTION
YOUR BUSINESS NEEDS

Windshield
Repair Products
DELTA KITS INC.
P.O. Box 26509
Eugene, OR 97402
541/345-8554 (phone)
800/548-8332 (toll free)
541/345-1591 (fax)
sales@deltakits.com
GLASS MECHANIX
4881 W. Hacienda Ave., Ste. 6
Las Vegas, NV 89118
702/932-1281 (phone)
702/932-1287 (fax)
www.glassmechanix.com
GLASS PRO SYSTEMS
1116 Deanna Dr.
Rockford, IL 61103
815/713-4480 (phone)
815/713-2030 (fax)
www.glassprosystems.com
GLASS TECHNOLOGY, INC.
434 Turner Drive
Durango, CO 81303
800/441-4527 (toll free)
974/247-9374 (phone)
974/247-9375 (fax)
www.gtglass.com
rory@gtglass.com

GLASWELD SYSTEMS
20578 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)
■

SEEK AND FIND
classifieds
Employment/Help Wanted

To become part of the directory
of suppliers or classifieds,
please contact Janeen Mulligan at
540/720-5584, ext. 112, or
e-mail jmulligan@glass.com.
Listings start at $350. Don’t miss out!
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Hiring Experienced Techs in SC
Privately owned, Glasspro Inc., of South Carolina, hiring
technicians for Bluffton, Walterboro, and Charleston.
Apply online: www.glasspro.net Glasspro, Inc. is Home
of Randy Chadwick, 2008 AGRR Auto Glass Olympics
Gold Medalist, and Jeff Olive, 2008 NGA World
Champion Master Fitter. Call Jeff personally! 843/4783628. $500.00 Sign-On Bonus After 90 Days
www.agrrmag.com
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ADVERTISING INDEX

Company
AEGIS Tools International
American Auto Glass Alliance
A.N. Designs Inc.
Coach Glass
C.R. Laurence Co. Inc.
Creative Extruded Products
Delta Kits Inc.
Dow Automotive
EFTEC Aftermarket
Equalizer Industries
Extractor/Crystal Glass
Glass Mechanix
Glass Technology
GlasWeld Systems
Glazex
Gold Glass Group
GTS Services
Independent Glass Association
Lil Buddy
Mainstreet Computers Inc.
Night Watchman Co.
Pilkington North America
Precision Replacement Parts
Shat R Proof
Sika Corp.
Ultrabond

Phone
888/247-6000
888/274-4814
866/482-2921
800/714-7171
800/421-6144
800/273-1535
800/548-8332
800/453-3779
866/596-7772
800/334-1334
877/628-8837
800/826-8523
800/441-4527
800/321-2597
800/545-2770
800/448-5188
800/209-2369
540/720-7484
414/698-4900
800/698-6246
800/322-8867
866/377-3647
800/367-8241
800/728-1817
800/688-7452
800/398-2663

Fax
608/274-9395
602/343-5117
860/482-8585
541/393-5896
800/587-7501
937/667-3647
541/345-1591
937/254-3779
866/596-7778
512/388-4188
780/463-7190
541/388-1157
970/385-5529
541/388-1157
801/802-7770
631/981-4299
503/624-0433
540/720-3470
262/820-3710
734/697-8228
586/498-2301
419/247-3821
800/545-5083
952/946-0461
248/577-0810
970/256-1786

Subscribe to

Web Address
www.aegistools.com
www.americanautoglassalliance.com
www.ultrawiztools.com
www.coachglass.com
www.crlaurence.com
www.creativeextruded.com
www.deltakits.com
www.dowautomotiveaftermarket.com
www.eftecna.com
www.equalizer.com
www.extractortools.com
www.glassmechanix.com
www.gtglass.com
www.glasweld.com/g-ray
www.glazex.com
www.gggcorp.com
www.gtsservices.com
www.iga.org
www.lilbuddypro.com
www.mainstreetcomp.com
www.nightwatchman.net
www.epremier.net
www.prp.com
www.shatrproof.com
www.sikaindustry.com
www.ultrabond.com

for FREE

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

Print your name: ___________________________ Signature: _____________________________ Date: _________
Company: _____________________________________________ Title: ____________________________________
Address: ________________________________________________________________________________________
City: _________________________________________ State: __________________Zip: ________________________
Phone: ______________________ Fax: __________________ Email: ______________________________________
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

May/June 2009 AGRR

47

I<
Contents

© 2009 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Search

Archives

E-Mail

<

>

Subscribe

Avocations
life beyond the auto glass business

Road Trip
Techna Glass Owner is Harley Davidson Enthusiast

N

OT MANY PEOPLE DISCOVER
their lifelong hobby at an age
as young as 8, but Troy Mason
did. The president and founder of
Techna Glass in Sandy, Utah, was lucky
enough to discover at that young age a
love for bike-riding—just not on your
average bike, however.
“[My parents] never really rode, but
we had an acre’s worth of land behind
us, so a bunch of us in the area had
motorcyles and rode together in that area,” says
Mason. “Then we’d go camping and would take our dirt
bikes with us.”
At the age of 15, he got a
Yamaha Endura 125 on/offroad motorcycle, and today,
he sports a 100-yearanniversary Harley Davidson
Roadking Classic, which he
purchased in 2003. And
when it’s warm outside, he’s
rarely seen without it.
“During the summer, I’ll ride 75 percent of the time,” says Mason. “There
was one time last year when I went two
weeks without driving my car.”
Though Mason has long been interested in motorcycles, it was only with
the purchase of this particular bike
that he became a Harley enthusiast.
“I had a really nice Yamaha V-Star
1100, which was not a bad motorcycle,
but it doesn’t even compare to how the
Harley rides,” he says. “They’re just
better machines. It just rides so much
more solidly, so much smoother. There
really is a difference in a Harley.”
And he’s not the only one at Techna
Glass that shares a passion for
motorcycles.
“There are probably eight of us at
the corporate office who have Harleys
or motorcycles, so during the summer
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FAST FACTS
Name: Troy Mason
Day Job: president and owner, Techna Glass
Location: Sandy, Utah
Alter Ego: Harley Davidson enthusiast
it’s common to see five or six motorcycles parked out here,” he says. “For the
last three years we’ve organized our
own little rides and we take as many in
the company who can participate as
possible.”
Last year, the group did a 2,481mile, six-day trip up the coast of California and back to Utah by way of
Oregon and Idaho. The group biked an
average of 12 hours a day.
He adds, “We rode through the
Napa Valley, went into San Francisco,
and took the Coastal Highway all the
way up through California, through the

>I

“There really is
a difference in
a H a r l e y. ”

Redwood Forest. In about the middle
of Oregon, we turned inland.”
And they’re hoping to take a similar
trip in 2009.
“This year, we’re trying to get [a trip]
planned that takes us through Yellowstone National Park, Jackson Hole and
up through Glacier National Park in
Montana,” he says.
Mason founded Techna Glass in
1991, just a year after he entered the industry as an installer for another company. Today, the company has 17
locations in Utah and Nevada.
Obviously, it’s been quite a ride. ■
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Competence

Professionalism

Show your

IGA Certification
IGA Auto Glass
Technician
Certification
385 Garrisonville Rd, Ste 116,
Stafford, VA 22554
540/720-7484 info@iga.org

Pride
New Low Price!

www.igacertification.org

Coming Summer 2009.

IGA Certification
training now includes

“The Perfect Install.”
Video training of proper auto
glass installation techniques.

540/720-7484

www.igacertification.org
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Think Bigger.

Throughout operations in 25 countries on four continents, Pilkington glass is
designed to meet and exceed the most stringent OEM requirements.
No matter where in the world your Pilkington glass is manufactured, it is produced
with the same exacting OEM standards you have come to rely on.

SEE US AT THE IGA SHOW, MAY 13-14, 2009 IN FLORIDA
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NEED TOOLS?
Think AEGIS® for Great Products, Service & Value
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SEE US AT THE IGA SHOW, MAY 13-14, 2009 IN FLORIDA

The Choice of Glass Professionals Worldwide!
View product demonstrations at www.aegistools.com
1-888-247-6000 toll-free in U.S. and Canada
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