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Serviceability
by Pe n ny S t a c ey

IRECENTLY HAD THE PLEASURE
of interviewing an engineer for Gen-
eral Motors who worked on the de-

velopment of the Chevrolet Volt, and,
more specifically, the glass that was used
within the vehicle. As we were talking,
ChevroletVolt glass engineerTom Hagen
made the following comment: “I fre-
quently remove and replace glass in our
vehicles just to prove to myself that our
criteria for serviceability is being met.”

This comment struck me and I’m
sure it will you, too.We often hear about
particularly difficult installations, some
of the new vehicles with small working
areas and tight spaces for reaching the
glass, and many of the other technolo-
gies—from heads-up displays to rain
sensors—that make auto glass techni-
cians’ jobs a little harder every day. But
personally I found it refreshing to learn
that at least one vehicle manufacturer
has an engineer who cares about what
happens when that vehicle hits the road
and ends up with a broken windshield.

Hagen also revealed many of the de-
tails of the glass and how it was chosen
and more. I hope you’ll be sure to read
this inside look at the Volt on page 28.

The industry is changing, as you’ll

also see on page 30 in our exclusive in-
terview with Guardian Automotive’s new
president, Mike Morrison. Technology is
going to be the keyword in the coming
months and years. Morrison says he’s not
only seeing changes in windshields, but
also in sunroofs and more (not to men-
tion the growing numbers of laminated
sidelites being used in the field).

Obviously, as Hagen mentioned, no
matter how technology changes,
there’s always going to be glass break-
age. So, I’m wondering, how are you
handling these changes? What tips do
you have for other readers trying to
survive in not only a tough market—
but also a changing one?

Please e-mail me at
pstacey@glass.com.

P.S. We’re coming upon two major
industry events—the International
Auto Glass Safety Conference October
27-28 in suburban Chicago (see page
38) and the Walt Gorman Memorial
Windshield Repair Olympics October
11-12 (see page 40). We look forward to
seeing you at both of these. ■

◗
Penny Stacey is the editor of AGRR
magazine.

f r o m t h e e d i t o r

“I found it refreshing to learn that at
least one vehicle manufacturer
has an engineer who cares
about what happens
when that vehicle
hits the road
and ends up
with a broken
windshield.”
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Get more customers safely back on the road faster than ever with BETASEAL™

glass bonding systems from Dow Automotive Systems. Our industry-leading 

BETASEAL U-400HV and U-418HV adhesives can now cut your safe drive-away 

times by 25 to 50 percent or more, depending on conditions. Join us on the road 

to greater productivity and profitability.

®™Trademark of The Dow Chemical Company (“Dow”) or an affi liated company of Dow

From Miami to Manitoba, 
BETASEAL™ Adhesives Move Fast

Let our experience work for you. www.dowautomot iveaf te rmarket .com
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customers back on the road at 
www.dowautomotiveaftermarket.com/safedrivetime

Made with pride in the U.S.A.
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C u s t o m e r S e r v i c e

tompkins.carl@sikacorp.com

The Art of Confrontation
by C a r l To m p k i n s

EVERYONE LIKES THINGS TO
go smoothly and easily. No one
likes having problems. In busi-

ness, everyone welcomes all the suc-
cess and prosperity possible as long as
nothing has to change and that no
challenges occur. Probably the best
summary of our nature as people
comes is a quote from the book, “Win-
ning is a Choice,” written by PGA leg-
end Gary Player Jim Hiskey. The quote
reads as follows, “Our bodies resist the
difficult and crave the comfortable.”

No Change, No Challenges?
One of the biggest reasons—if not

the most common—for business fail-
ures is the human nature of craving
comfort, which results in having no
problems, no need for change, no diffi-
cult tasks and no challenges. No busi-
ness is going to survive in this desired
state of utopia, even though it would be
nice. So, it is safe to say that the subject
of “confrontation” is going to come into
play somewhere along the line for
everyone, considering that the term
equates to facing people or situations
head-on, in a bold manner.

The bad news is that confrontation
is a must in business. The good news is
that there is a proper and effective
manner to incorporate confrontation
within daily business habits. And, this
leads to better business results while
making the task more palatable, too.

First and foremost, it’s important to
recognize that all people appreciate
proper authority, responsibilities and
accountability. When management rec-
ognizes the need for each of these three
elements and properly incorporates
each, the foundation is set for good
things to happen. This fact should help

establish the right mindset to proceed
in the use of confrontation.

The first step of the confrontation
meeting is to define the desired out-
come and then focus on the desired re-
sults. This helps eliminate the risk that
people will feel they are being attacked
personally or are being singled out as
the source of the problem. If you follow
this method, you can share any subject
or concern with little risk.

The second step is to take a basic
vote to find out if those involved feel
the same urgency you do. Now, you
don’t need to be too structured here,
but you should ask questions of each
individual to ascertain their level of
buy-in. If anyone fails to join in on the
merit of the topic, a motivational
speech is in order. Those involved must
be with you prior to proceeding; if not,
you’re wasting time.

The third step of effective con-
frontation is to gather opinions and
recommendations on the subject from
those involved. This helps establish
the attitudes and beliefs of those in-
volved and, in turn, will help shape
management’s best approach at
reaching the targeted outcome. This
step demonstrates to the participants
that their involvement is important
and that management is not working
in a vacuum. Furthermore, manage-
ment can learn a lot by asking such
questions, which follows a valuable
management tip: Management sets
the destination and employees tell you
how best to get there.

The fourth step is to deliver infor-
mation as the lead management per-
son (or the one who is taking on the
lead role of confrontation). Make all
recommendations futuristic in format;
i.e., define the way things should be
rather than defining what went wrong.
In addition, use the term, “we,” rather
than “you,” which again supports the
element of teamwork rather than per-
sonal fault.

The fifth and final step is to attain
agreement from everyone involved. If
more than one person is involved, have
each individual discuss how they felt
the meeting went. It’s also important to
leave each person with a vote of confi-
dence in their abilities and your appre-
ciation of their involvement.

Eliminating Fear
If you follow these five steps, your

fear of confrontation should be elimi-
nated. Confrontation is a necessity.
There is a way to do it that best pro-
tects personal feelings from coming
into play, so that those involved will
not feel threatened by the process but
will be being ecstatic about the results.
And, keep in mind that this process
also works well with customers, family
and friends. ■

◗
Carl Tompkins is the global marketing
resources manager for SIKA Corp. in

Madison Heights, Mich. He is based in
Spokane, Wash. Mr. Tompkins’ opinions are
solely his own and not necessarily those
of this magazine.

t i p s f o r q u a l i t y s e r v i c e

“ T h e re i s a p ro p e r a n d e f f e c t i ve
m a n n e r t o i n c o r p o ra t e c o n f ro n t a t i o n

w i t h i n d a i l y bu s i n e s s h a b i t s . ”
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T h e L a w

hcohen@cohenbattisti.com

Want to Get Paid?
by H a r vey C o h e n

IT HAPPENS EVERYDAY, THOU-
sand and thousands of times a day.
You do a windshield replacement

job using the best products and
the utmost care. You and your
staff have been trained to al-
ways think of safety first and
you comply with the Auto Glass
Replacement Safety Standard
(AGRSS). You bill the insurance
company in accordance with
pricing suggested by National
Auto Glass Specifications Inter-
national (NAGS).

And then, lo and behold, the
insurance company sends you
a check for only 60 percent of
the amount you billed. What
do you do now? What are your
rights?

The answer depends on
whether or not you used an as-
signment or work authorization.

Using an AOB
A large percentage of work

by auto glass businesses is
billed to insurance compa-
nies, and if you want to own
these claims, you must utilize an in-
surance assignment of benefits
(AOB). An assignment allows you to
step into the shoes of the insured.
Now the insurance claim is yours to
pursue. You own the rights and bene-
fits under the contract. Remember,
there is a difference between assign-
ing an insurance policy and an insur-
ance claim. Generally, insurance
policies are not assignable. For exam-

ple, if you buy my house or my car, I
cannot “assign” you the insurance
policy on that property. You must pur-

chase your own policy. However, in
most states, you can assign your
rights and benefits under a policy.
This includes the right to be paid di-
rectly by the insurance company and
the right to sue if the insurance com-
pany does not pay you in full.

Some states, including Florida,
have a “fee-shifting” statute. That
means that if you have a claim and
you are forced to hire an attorney to

collect from the insurance company
and you win, the insurance company
has to pay your claim in full, plus in-

terest when applicable, and
all your reasonable attorney
fees and costs. It is a win-win
for the auto glass industry.

Effective
Assignments

For an assignment to be ef-
fective, it must be signed by
the policyholder or an author-
ized representative. The as-
signment must assign all rights
and benefits under the policy.
There is no specific language
required, but the assignor
must make some clear state-
ment of intent to assign clearly
identified contractual rights to
the assignee.

It is a two-step process.
First you get the assignment
of benefits and then, if you
win your dispute with the in-
surance company, the insur-
ance company must pay
your claim, plus interest

(when applicable) and reasonable at-
torney’s fees.

What does this mean to you? It
means huge profits to your bottom
lines. For example, if your billings are
$1,000,000 per year and the average in-
surance company deduction is 25 per-
cent off NAGS, you could make an
additional $250,000 for doing the same
amount of work. ■

◗
Harvey Cohen is a partner in the law
firm of Cohen Battiste in Winter Park,

Fla. Mr. Cohen’s opinions are solely his own
and not necessarily those of this magazine.

l e g a l n o t e s
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“A n a s s i g n m e n t a l l ows
yo u t o s t e p i n t o t h e

s h o e s o f t h e i n s u re d . ”

Need an Assignment of Benefits?
Visit www.agrrmag.com to download a complimentary sample Assignment

of Benefits prepared by Harvey Cohen.
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UltraWiz® a product  
of A.N. Designs, Inc.
www.ultrawiztools.com

866-482-2921
Available From Your Local Distributor

MADE IN THE USA

10 per pack

5204-M
1½"

5202-M
1"

5201-M
¾"

UltraWiz® Reverse Bend Blades
The 5200 Series

NEW

Our patented lever action design allows for unlimited 
adjustments and easy blade changes without the use of 
tools. The UltraWiz® Lever Knives are ergonomically 
shaped to provide comfort and gripping power. We’ve 
added a heavy-duty steel eyelet at the end of the Pull 
Cable for added strength. The In-line Pull Cable attach-
ment keeps the knife from twisting in your hand. The 
durable foam-covered handle offers comfort, while the 
vinyl-coat protects paint. There are two sizes to choose 
from for a comfortable fit. Patent No. 7,596,871.

UltraWiz®

Reverse Bend Blades
The 5200 Series

UltraWiz® Quick Release Long Knives
The 4400 Series

An Industry First!!! The 
UltraWiz® Quick Release Long
Knives allow you to change  
blades without tools; no more
worn out screws or bent caps! 
Just a smooth maneuver of  
rolling your thumb back over the safety catch while pushing
down on the release lever allows for a quick release of the 
blade. Techs say they are more inclined to flip the blade to 
the sharp side because it can be done so easily.

UltraWiz®
Quick Release
4418-Q
Select the 18" 4018-L to extend
your cutting reach below the dashboard

UltraWiz®
Quick Release
4424-Q
Select the 24" 4024-L, our longest knife,
to extend your cutting reach below the
deepest dashboard

UltraWiz®
Quick Release
4413-Q
Select the 13" 4013-L for hard
to reach adhesive in tight interior areas

UltraWiz®
Quick Release
4408-Q
Use this 8" short “long knife” for trimming  
urethane from the pinch weld. The short length allows  
for added control of the cutting blade

NEW
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I n d e p e n d e n t ’ s D a y

southernglass@att.net

Wanted: A Free Marketplace
by A l a n E p l ey

THE BASIC UNDERLYING
principles of the auto glass re-
pair and replacement (AGRR)

industry should be no different than
any other service industry operating in
the United States. Capitalists undertake
unknown risks and invest their capital
in a business venture to provide auto
glass repair and replacement services
to fill a need in the marketplace. These
entrepreneurs open their doors and
begin to provide a service, and, on the
very basis of the service that they pro-
vide and the price that they charge,
should either succeed or fail.

The Same But Different?
Though the auto glass business

should be much like any other, the
fact is that it is not. Any shop owner
will be the first to attest that access to
the marketplace is riddled with barri-
ers to access and that the service they
provide is subject to price controls. In
the AGRR industry, the market forces
that were taught in Economics 101—
supply and demand, free and fair
competition—are not present at all.
Rather, the marketplace is controlled
and dominated by the presence of an-
other industry, the insurance industry,
which has been allowed to portray
that it knows what is best for its cus-
tomers. In many of the business trans-
actions taking place at the shop, the
customer contracting the shop’s serv-
ices also is a customer of the paying
insurer. The fact that many con-
sumers use proceeds from an insur-
ance policy to pay for the services
changes the entire landscape of the
industry.

In the early 1990s, the insurance
industry determined that it would be

in the best interests of its operations
to spin off the administration of auto
glass claims to third parties that could
execute this part of their business on
a more-cost effective basis.

So the third-party administrator
(TPA) was introduced into the auto
glass repair and replacement industry
and signified the beginning of the end
of shop owners having free access to
the marketplace. A new force, the TPA,
was introduced into the realm of tradi-
tional economic market forces that
were supposed to make the free mar-
ket system work. As the leverage of the
TPAs has evolved, basic business prac-
tices like marketing campaigns and the
underlying theme of free competition
(i.e., “you get what you pay for”) have
transitioned into a one-size-fits-all
philosophy.

Today’s Market
Customers paying with cash have

the right to shop around. Customers
using their insurance policies to pay
for services are subjected to sway
points by the insurers themselves or
their TPA partners trying to get them
to use their preferred shops. The mo-
tivation to do so is based purely on
cost. And, taking it one step further,
customers believing that they have in-
surance coverage—only to discover
that they either have a high deductible
or no coverage at all—are being di-

verted to shops other than the ones
they intended to use before making
the call.

The Right to Choose
Free market forces were intended

for a purpose. Every customer should
have the ability to have his/her car
serviced at a shop of his/her choice
and it should not matter how he/she
is paying the bill for those services.
Independent shop owners/operators
are not looking for any new laws or fa-
vors to tip the scales to their benefit.
Unfortunately, shop owners are con-
fronted with the challenge to have ex-
isting laws enforced in order to
ensure equal access to the market and
the uninhibited ability to serve every
customer who chooses to contract
our services.

Every entrepreneur participating
in this industry should have every op-
portunity to succeed or fail on his/her
own merit. There is no place for artifi-
cial barriers in any industry or any
market—especially when those same
barriers place have the potential to
compromise consumer safety. ■

◗
Alan Epley is president of the Inde-
pendent Glass Association (IGA). He

also serves as president of Southern Glass and
Plastic in Columbia, S.C. Mr. Epley’s opinions
are solely his own and not necessarily those
of this magazine.

a n i g a v i e w p o i n t
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“ B a s i c bu s i n e s s p ra c t i c e s l i ke
m a r ke t i n g c a m p a i g n s a n d t h e

u n d e r l y i n g t h e m e of f re e c o m p e t i t i o n
h a ve t r a n s i t i o n e d i n t o a

o n e - s i z e - f i t s - a l l p h i l o s o p hy. ”
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GETTING STARTED:
For vehicle and glass prepara-

tion, please refer to the Auto
Glass Replacement Safety
Standard (AGRSS) (ANSI 002-

2002) as well as your adhesive manu-
facturer’s recommendations. Inspect
the windshield for any defects or con-
tamination that may compromise the
adhesive safely bonding to the glass.
Open the hood and remove the wipers
by taking the cap covers off of the
wiper nuts and remove the wiper nuts.

Use a suitable wiper puller to remove
the wiper arms, so as not to damage the
wiper drive assembly. Set the wipers and
parts aside, noting that the left and right
wiper are different. Next, remove the air
inlet grille (cowl panel) by removing the
rubber seal from the front of the cowl.
Remove the three screws on the passen-
ger’s side and then press down and slide
it away from the driver’s side to dislodge
it from the clips that secure it to the dri-
ver’s side. Next remove the screw and re-
tainer nut from the driver’s side and

remove the cowl assembly.
The next step is to remove the

rearview mirror, being careful not to
damage the mirror. To do this, remove
the rain sensor cover and the wire cover
and disconnect the wire connector.
Next, loosen the set screw and slide the
assembly up and off. Please note—do
not turn the key back to the on position
with the mirror unplugged. Remove the
left and right A-pillar covers and set
them aside.

REMOVING THE
WINDSHIELD:

The windshield can now
be removed with the tools

with which the technician
feels the most comfortable and that
allow for a safe removal. If your adhe-

sive manufacturer does not have a cut-
out lubricant, General Motors (GM)
only approves water to be used. Also
take note to protect the back wall of the
pinchweld area as this area is very easy
to scratch during removal.

PREPARING FOR THE
NEW WINDSHIELD:

Trim the existing ure-
thane bead down to be-

tween 1 and 2 millimeters.
Use your adhesive manufacturer’s
pinchweld primer to cover any
scratches and inspect the entire area
for conditions that may compromise
the installation. Make sure you follow
proper shaking and drying times as
instructed by your adhesive manufac-
turer. The only method approved by
GM and the AGRSS Standard is the
full-cut method. Using the close or
shortcut method can have severe
consequences and catastrophic fail-
ure of the windshield in a collision or
roll-over.

PLACEMENT OF THE NEW
WINDSHIELD:

Dry-fit and mark the
new windshield to ensure

correct placement. Prepare
the glass according to your adhesive
manufacturer’s recommendations and
apply the adhesive. Make sure the deck
height is correct and align the marks
made earlier to set the glass in the cor-
rect position.

T h e C u t t i n g E d g e
new ca r i n s t a l l a t i on s

REPORTS FROM THE FIELD:
Always wear eye, hand and wrist protection while working on the vehicle. In-

form the vehicle owner of the cure time and any other additional precautions be-
fore installation. Always return the vehicle to manufacturer’s specifications.
Protect all interior and exterior portions of the vehicle to prevent any damage.

2010 Cadillac CTS
by J a m i e B row n i n g
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2010 Cadillac CTS
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FINISHING TOUCHES:
Install the A-pillar cov-

ers. GM recommends re-
placing the tether clip at

the top of the A-pillar covers
every time you remove them. Make
sure you plug in the wiring harness
and install any covers for the mirror.
Tighten the set screw to the mirror to
16 inch pounds (1.8 Newton meters
(Nm)). Next install the cowl panel on
the driver’s side. Install the nut and
screw and tighten the screw to 27
pound inches (3 Nm). Slide the pas-

senger’s side cowl into the passenger’s
side and install the three screws to 27
pound inches (3 Nm).

Install the rubber hood seal and
press firmly to ensure it will not come
off. Next, install the wipers, noting the
small orange circle for correct align-
ment of the wipers. Hold the wiper
arms into position while you tighten
the wiper nuts to 24 foot pounds (32
nm). Operate the wipers and any elec-
tronic device on the mirror assembly
to ensure correct operation.

Lastly, check for any leaks and in-

form your customer of the safe drive-
away time. Record all information in-
cluding (but not limited to) the DOT
number, adhesive and primer lot num-
bers and VIN number. ■

◗
Jamie Browning, the winner of the
2009 Pilkington Classic Auto Glass

Technician Olympics, is the owner of Brown-
ing Auto Glass in Daniel Island, S.C. He has
more than 17 years’ experience in the in-
dustry. Mr. Browning’s opinions are solely
his own and not necessarily those of this
magazine.

What EVERYONE should know about Auto Glass Crash Testing 
and Safe-Drive-Away-Time (SDAT).

Visit www.noshortcutstosafety.com to learn what Mike & his brother David 
discovered when Mike needed to have his damaged windshield replaced.
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A G R R e p o r t s
break i ng news

powe r ed by

Xinyi to Increase Annual Production
Capacity by 1.2 Million Units of Auto Glass

HONG KONG-BASED XINYI
Glass Holdings Ltd. has an-
nounced that it will increase

its annual aftermarket auto glass pro-
duction capacity by 1.2 million units
later this year. The company attributes
its decision to increase production to
“the strong surge in market demand.”

“As the automobile glass market
continues to show strong momentum
in the third quarter this year, export
price and sales volume of automobile
glass continue a noticeable growth
uptrend,” writes the company in a
statement. “Pushed up by robust
market demand, the [Xinyi] Group’s
order backlog is at its record high
level of [more than] three months.”

The company plans to open a new
aftermarket auto glass line to open in
Shenzhen, China, later this year, with
an annual production capacity of

800,000 units. The line is scheduled to
begin production during the fourth
quarter. In addition, Xinyi officials say
an additional production line with an
annual capacity of 1.2 million units of
glass is scheduled to be put into place
in the first quarter of 2011.

Once these are both into place,
Xinyi officials say it will have a total
annual aftermarket automobile glass
production capacity of 13.5 million
units of glass.

In other news at Xinyi, the com-
pany announced in early August that
it had entered into a Memorandum of
Understanding with Pittsburgh Glass
Works to explore “a potential forma-
tion of a joint venture or other coop-
erative effort to manufacture
automobile glass products and to
manage sales and service parts of au-
tomobile glass to OEM customers

in China and export to global OEM
customers.”

The companies say the joint task
force will study the possibility “with the
intent of concluding preparatory work
regarding the possible venture on or
before December 31, 2010.”

“The effort could result in the man-
ufacture of automotive glass products
to serve automotive manufacturers in
China and for the export of such prod-
ucts from China to global OEM mar-
kets,” reads a press release from the
two companies.

PGW spokesperson Robert McCul-
lough says the two companies have
worked together in the past.

“Well, there has been a commercial
relationship with the two organizations
for a period of time and it looks like a
natural evolution,” says McCullough. “I
think that’s why the next three or four
months we’ve decided to work together
to see where this is going to pan out.”

McCullough was unable to com-
ment on exactly what the joint venture
might entail.

“That’s exactly what we’re going to
be figuring out,” he said. “We’re going
to have to sort that out.”

In a busy month for the Hong Kong-
based company, Xinyi also has reached
a settlement with Saint-Gobain in the
ongoing patent infringement suit;
under the terms of the settlement, all
proceedings were terminated “without
admission of any infringement liability
on either side,” and the companies
also “have entered into license agree-
ments on other patents of Saint-Gob-
ain for the use by the Group for its
production and sales purposes” (see re-
lated story in January-February 2010
AGRR, page 12).

C O M P A N Y N E W S

I N F O R M A T I O N

AGRSS Council Inc. Launches Re-Designed Website
The Auto Glass Replacement

Safety Standards (AGRSS) Council
Inc. has re-designed its website,
www.agrss.org. The new website
highlights the Council’s latest
news, includes safety news up-
dates and a variety of user-
friendly features for its users.

The new site also features ac-
cess to AGRSS-related docu-
ments, from the Standard to the
Code of Ethics to adhesive manu-
facturers’ instructions; a variety of
informative videos and webinars;
and the ability for AGRSS-regis-
tered companies to download the
AGRSS-registered logo via password access.
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G L O B A L

Belron Reports Total
Number of Jobs is Up 17
Percent for First Half of 2010

Belron parent company D’Ieteren
reported recently that its total number
of repair and replacement jobs is up 17
percent for the first half of the year—
for a total of 6.3 million, up from 5.4
million in the first half of 2009.

The company also reported a 19.8
percent increased in sales, which totaled
$1,884.5 million U.S. dollars (1,484. mil-
lion Euros), up from $1,572.8 million
U.S. dollars (1,239 million Euros) in 2009.
The sales consisted of 11 percent organic
increases, a 3 percent trading days ad-
justment, 2 percent acquisitions and 4
percent currency translations.

Belron reported an operating result
for the first half of 2010 of $172.2 mil-
lion U.S. dollars (135.4 million Euros),
up 14.7 percent from the first half of
2009, during which the company’s
total operating result was $150.0 mil-
lion U.S. dollars (118 million Euros).

In Europe, Belron experienced 20 per-
cent sales growth for the first half of the
year, made up of 14 percent organic
growth, 3 percent trading days adjust-
ment, 2 percent acquired growth (due to
acquisitions in Turkey and France) and a
positive currency impact of 1 percent due
to the stronger British pound, according
to the D’Ieteren report.Though the com-
pany also cites favorable weather in Eu-
rope as a benefit to its half-year results,
other factors are noted as well.

In addition, as part of the report, the
company announced that Belron is
“initiating” the opening of a new oper-
ation in Russia. Further details have not
been released about the opening. ■
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Visit www.ultrabond.com to go
Beyond Your Repair Repertoire and Income

What Is All That

Stuff?

LET OUR TEAM SHOW
WHAT YOUR INDUSTRY IS DOING.

Monthly Newscast

Visit www.glassBYTEs.com and look for the video
icon� Or sign up for the daily newsletter and receive

the Special Alert when the newscast is first delivered.

AGRR MAGZINE PRESENTS THE

IT’SFREE!
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p o l i c y b r i e f s

I n s uu r a n c e
t a l k

Industry Sees Several 
Insurance Fraud Cases Arise 

IN RECENT MONTHS THE AUTO
glass industry has seen several in-
surance fraud cases arise, resulting

in both guilty pleas and even prison
sentences for some.

In March, Glass Emporium owner
Mehrdad Hakimian was found guilty of
wire fraud, conspiracy to commit wire
fraud and obstruction of justice. In July,
he was sentenced to serve 3 ½ years in
prison, along with the payment of a
$150,000 fine (see related story in
May/June AGRR, page 10). At press
time, Hakimian was scheduled to

begin serving his prison sentence on
September 3.

The day before the sentencing,
Hakimian also stepped down as pres-

ident of his Oakland, Calif.-based
company. 

Hakimian’s attorney, William Os-
terhoudt, issued the following

16 AGRR September/October 2010 www.agrrmag.com 

“ We ’ r e  d i s a p p o i n t e d  t h a t  h e  
s u s t a i n e d  t h e s e  c o n v i c t i o n s  b e c a u s e  h e

m a i n t a i n s  a  c o m p a ny  t h a t  e m p l oys  
ve r y  m a ny  p e o p l e  a n d  h a s  s e r ve d  h i s

c u s t o m e rs  we l l  f o r  m a ny  ye a r s . ”
— W i l l i a m  O s t e r h o u d t ,  

r e p re s e n t i n g  M e h rd a d  H a k i m i a n
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statement to AGRR magazine re-
garding the sentencing and the fu-
ture of the company.

“We’re disappointed that he sus-
tained these convictions because he
maintains a company that employs
very many people and has served his
customers well for many years,” says
Osterhoudt. “The problems that gave
rise to the trial happened years ago
and they ended in 2006. Since then
he’s done everything he can to make
sure that money was restored to any-
one who was undercharged whether
intentionally or fraudulently or inten-
tionally or innocently and he’s insti-
tuted real reforms at his company to
make sure those things don’t happen
in the future and he’s been successful
in that regard.”

The Latest Cases
In May, Cascade Auto Glass, based

in Vancouver, Wash., pleaded guilty to
attempted insurance fraud for at-
tempting to bill Farmers Insurance
from a non-existent office that actually
was just a storage unit located in a
rural area, according to the Washing-
ton State Insurance Commissioner’s
office. The commissioner’s office had
filed a complaint against Cascade in
King County (Wash.) Superior Court,
leading to the guilty plea.

According to Rich Roesler, a
spokesperson for the Washington State
Insurance Commissioner, Safelite So-
lutions, in its role as glass claims ad-
ministrator for Farmers, discovered the
irregularity.

“Safelite is the one who contacted
the insurer to raise the issue,” Roesler
told AGRR magazine.

Roesler said the state reviewed 3,031

claims filed between June 1, 2000, and
November 17, 2008; however, he said
he didn’t have a breakdown of how
many of those were fraudulent.

Roesler said the corporation itself
pled guilty to the attempted fraud
charge as part of a plea bargain—and
therefore weren’t charged with actual
fraud. The company will pay a $1,000
fine, $500 victim penalty assessment
and $200 in court costs.

Officials from Cascade Auto Glass
advised that the charges were the re-
sult of “a long-running dispute with an
insurance carrier over pricing and
billing practices.”

“Cascade originally filed a claim
against the carrier for the underpay-
ment of invoices,” writes the company
in a statement provided to AGRR mag-
azine. “For quite some time, Cascade
and this carrier disagreed with one an-
other about the amounts that should be
billed and paid for automobile glass re-
placement. After many years of litiga-
tion, Cascade and the carrier were able
to amicably resolve their dispute and
conclude the lawsuit that was pending
in Clark County Superior Court.”

However, company officials say dur-
ing the course of the suit, the complaint
from the insurance commissioner’s of-
fice arose.

“Although Cascade and the carrier
settled the dispute outside of court, the
insurance commissioner charged Cas-
cade with a misdemeanor relating to the
billing dispute,” writes the company.
“While we at Cascade firmly believe that
we did nothing illegal, we have chosen
to plead guilty to the charge in order to
put this matter behind us. There is no

continued on page 18
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need for either company to undergo
that expense nor is there a need for the
taxpayers ofWashington to have their fi-
nancial resources expended in a trial
over these issues.”

In late-July, Michael Alan Perkins,
who owns Autoglass Express Inc. and
Premier Auto Glass, both of which are
based in his home in Burien, Wash.,
also was charged with three counts of
first-degree theft for allegedly billing
State Farm Insurance, MetLife and All-
state a total of approximately $1.5 mil-
lion between September 2005 and
December 2009, according to Roesler.

Prosecutors allege that he installed
non-OE glass in approximately 4,800
cases, but charged the insurers for
OEM product.

“We’ve been investigating them for
months and from what we could tell
from going through the records is that
they overbilled State Farm, Metlife and
Allstate collectively in literally thou-
sands of cases,” Roesler told AGRR
magazine. “We found more than 4,800
cases [in which] we believe they in-
stalled aftermarket glass or generic
glass but charged for OEM glass, and
the price can be dramatically different.”

Through its investigation of Perkins’
business, which he co-owns with his
wife, Trena, Roesler says the insurance
commissioner’s office found numer-
ous cases of overbilling. For example,
investigators say they found a record of
a 1991 Subaru Legacy in which an in-
surer was billed $191.95 for a front
sidelite, “and [the business] had in-
stalled glass from a wrecking yard for
$65,” Roesler says.

Roesler also cited a case related to a
1999 Lexus R200. “[The business] re-
placed the windshield and billed
$1,167 for it but actually paid—this is a
real number—$56 for the glass, a huge
markup,” he says.

Roesler says a third-party administra-
tor brought concerns about the com-
pany’s billing practices to the insurance
commissioner’s office, which an-
nounced earlier this year that an investi-

I n s u r a n c e t a l k
c o n t i n u e d

every car
sold in America.

We carry windshields for almost

Get out your NAGS book and try us.

Just call 800-243-6546.
We’re a family-owned business, we answer the  
phone right away and we can save you up to 25%.
Our legendary service has kept us in business for over 65 years, making us one of  
the oldest glass distributors in the USA. AutoBusGlassDistributors.com
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gation had been launched. The TPA in-
volved in this case has not been named.

Is Fraud Up?
Amidst these recent industry fraud

cases, the National Insurance Crime
Bureau (NICB) recently reported that it
has found that “questionable” auto
glass claims are up 527 percent for the
first half of 2010, compared with the
same period last year. The finding was
released as part of NICB’S annual ques-
tionable referral reason analysis, which
looks at a variety of types of claims
from its insurance company members.

During the first half of 2009, NICB
had 239 questionable auto glass claims
referred to it, compared with 1,498 for
the first half of 2010—up 527 percent
by 1,259 claims. Last year, the insur-
ance group had reported that “suspi-
cious” auto glass claims were up 76
percent over the previous year.

“We’re seeing concern from our
members about criminal rings that are
deliberately damaging vehicle wind-
shields in order to file an insurance
claim, and in some cases are not doing
satisfactory repairs or replacements,”
says Joe Wehrle, NICB president and
chief executive officer.

Though questionable auto glass
claims may be up, NICB spokesperson
Frank Scifaldi says fraudulent claims
may not necessarily be. According to
information from NICB, these are
claims that NICB member insurance
companies refer to NICB for closer re-
view and investigation based on one or
more indicators of possible fraud.

“These are not definitive fraud cases
at all,” Scifaldi told AGRR magazine.
“These are cases that the member
companies—of which there are more
than 1,000—have the option of refer-
ring … as questionable to us.”

Ameriprise Fined $71,100 for Offering Deductible
Discounts as Incentive to Use DRP Shops

The Colorado Division of Insurance (CDI) has levied a fine of $71,100 against
Ameriprise Auto & Home Insurance Co. for steering by offering discounts on de-
ductibles for utilizing direct-repair program (DRP) auto repair shops, according to
a report from the CDI.

According to the report, Ameriprise offered an incentive program between
September 2006 and January 2010 in which customers received a $100 dis-
count off their collision deductibles for using one of the insurer’s DRP facili-
ties. A total of 711 consumers participated in the program during that period,
and Ameriprise’s $71,100 fine is comprised of $100 for every consumer that
received the discount in return for using one of its shops. In addition, the
company has been ordered to pay a 10 percent surcharge of $7,100 directly to
the CDI.

CDI initially received a complaint in January 2010 from an Ameriprise customer
who said that he/she was offered the $100 discount for selecting a repair facility
on the insurer’s Direct-Repair Program (DRP), and an investigation was launched
shortly after, according to the final order.

“The Division alleges that … the deductible reduction is considered an induce-
ment by incentive to utilize a repair facility participating in the DRP,” writes CDI
in its official report.

In addition to the fine, Ameriprise was ordered to cease use of the incentive
immediately.

“While the repair shops contracted with Ameriprise may have done good work,
the anti-steering law ensures that consumers, not insurance carriers, are in the dri-
ver’s seat to decide where they want repairs done,” says Marcy Morrison, Colorado
insurance commissioner. ■
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What HaveWe Learned So Far?
by D a l e M a l c o l m

V A L I D A T I O N N E W S

Editor’s Note: The following update
on the Auto Glass Replacement Safety
Standards Council Inc.’s (AGRSS) vali-
dation reviews was provided by AGRSS
education committee chair Dale Mal-
colm, technical services manager for
Dow Automotive in Dayton, Ohio.

EARLIER THIS YEAR JEFF OLIVE
from Glasspro and I were asked
to look at the results from the first

seven clusters of the Auto Glass Re-
placement Safety Standards (AGRSS)
Council Inc.’s validation reviews. Jeff is

a member of the panel of industry ex-
perts that review validation nonconfor-
mance items found by the AGRSS
validators, and Jeff and I both see our-
selves primarily as trainers and our cat-
egorization of the items reviewed is
based on that perspective. Jeff brings a
retail perspective and I have an adhe-
sive manufacturer’s perspective and re-
tail experience.While other people may
see the issues differently, we felt we had
to start the analysis from our common
viewpoints. The goal was to group items
to identify the most common issues to

assist shops in prioritizing the areas on
which they need to focus.

The AGRSS validations checked a
total of hundreds of thousands of items
across companies and technicians.
There were a total of 68 non-conform-
ing items in the first seven clusters of
validations (though it should be noted
that this was 68 total—for example,
one particular business may have ex-
perienced a number of these, while
others may have not had any of these
occur). The items were each given a
primary reason and a secondary rea-
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son. A good example might be that in
some cases the technician did not
record the DOT number of a piece of
glass installed; in these instances, the
primary reason for the nonconfor-
mance would be poor record manage-
ment by the technician and the
secondary reason would be one of
shop commitment for not better mon-
itoring of the records being submitted
after each job. Out of the total 68 non-
conformance items, 76 percent were in
the top ten most common categories.

Common Items
The top ten non-conformance

items were:
1. The shop was missing some or all

historic NAGS and/or DOT Num-
bers (seven occurrences);

2. An incorrect safe drive-way time was
quoted and/or used by technician;

3. The technician lacked current adhe-
sive system manufacturers instruc-
tions (six occurrences);

4. The shop was missing some or all
historic adhesive system lot number
records (six occurrences);

5. The technician did not use the ad-
hesive system manufacturer’s re-
quired form (five occurrences);

6. The technician did not use the ad-
hesive system manufacturer’s in-
structions regarding marking time
on urethane when placing in heater
(five occurrences);

7. The primed area was touched by
technician during installation (not
allowed by adhesive system manu-
facturer) (five occurrences);

8. The technician said he would use ure-
thane to seal leaks in gasket/sealant
system (four occurrences);

9. The technician did not shake primer

as long as required by the adhesive
system manufacturer (four occur-
rences); and

10.The primer dry time was not known
or was misquoted/misused by tech-
nician (three occurrences).
Other items included, but were not

limited to technicians who:
• used expired products;
• did not clean the glass correctly;
• used an improper bead height;
• did not do a leak test;
• did not have means to determine

temperature/humidity;
• were unfamiliar with Section 6.2 of

the AGRSS Standard, which says
that the open life on opened prod-
uct must be marked/recorded; and

• did not have records of having com-
pleted the required training.

Lessons Learned
While much can be learned from

these items, several key areas of em-
phasis can be found. Training is criti-
cal, and many technicians interviewed
have barely even read the Standard, let
alone have a thorough understanding
of all its requirements. Companies
need to communicate the importance
of adherence to the Standard to all em-
ployees. If it isn’t important to your
company, why would it be important
to your employees?

Keep good records, and monitor
them to ensure accuracy and consis-
tency. Contact your adhesive system
manufacturers for current technical in-
formation and training.

We intend to update the observa-
tions and trends and present them at
the annual International Auto Glass
Safety (AGRSS) Conference in October
(see related story on page 38). ■

“ T ra i n i n g i s c r i t i c a l , a n d
m a ny t e c h n i c i a n s i n t e r v i ewe d h a ve
b a re l y eve n re a d t h e S t a n d a rd , l e t

a l o n e h a ve a t h o ro u g h u n d e r s t a n d i n g
o f a l l i t s r e q u i re m e n t s . ”
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A D H E S I V E S

SRP® Announces New
SRP Edge™ Adhesive

Shat R Proof Corp. has a
new adhesive, the SRP
Edge. The adhesive has a
high viscosity, quality deck-
ing and a universal modulus
rating for use with vehicles
that require a high-modulus
adhesive, according to the
company. The SRP Edge of-
fers safe drive-away times of
as little as three hours at 70
degrees Fahrenheit on vehi-
cles with dual airbags.

“The SRP Edge is a prod-
uct we are all very excited
about,” says Paul Schulte,
vice president of Sales for
SRP. “It allows us to partici-

pate in certain segments of the auto glass
market that we haven’t been able to in
the past … The other built-in advantage
is if you don’t scratch the pinchweld or
run into any other complications, you
don’t need to use any primer when fol-
lowing SRP’s written comprehensive in-
structions. It can be used completely
primerless in many instances.”

SRP Edge is available in both 310-ml
cartridges and 600-ml sausage packs.
❙❙➤ www.shatrproof.com

A D H E S I V E T O O L S

Dow Automotive
Offers Safety Decals

Dow Automotive Systems of
Auburn Hills, Mich., is providing free
promotional window decals and
magnets to aftermarket glass shops
that have completed the Fixed Glass

Training Pro-
gram and use
Dow Automo-
tive Systems
adhesives exclusively.

Dow Automotive Systems customers
interested in the free window decals
and van magnets should contact their
local sales representatives. Glass shops
interested in more marketing support
from Dow Automotive Systems can opt
to participate in the BETAPRO Program,
which includes reinforcing support
with yellow page ads, radio advertising
and other promotional venues.
❙❙➤ www.dowautomotive.com

new produ c t s
t h e s h o w r o o m
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Booth G527:
Gain Some Velocity®

The new Velocity windshield repair sys-
tem from Equalizer is designed to be both
robust and flexible, utilizing a remotely op-
erated combination vacuum and pressure
pump. This allows allows the technician to
alternate between vacuum and pressure cy-
cles while inside the vehicle, so that the
repair process can be observed easily.

The system’s stainless steel injector fea-
tures a “straight-through bore,” allowing
the technician to remove the quick-release
hose coupler and then press down directly
on the break to aid the wicking process of
the resin. The bridge also is durable and
easy to keep clean and the pump action at-
tachment cup keeps the assembly on the
windshield, according to the company.
❙❙➤ www.equalizer.com

Booth G516: OETECH™
Available in All Sizes

OETech is displaying its line of mould-
ings, which are available in both single
application and universal sizes. The com-
pany says the universal mouldings meet
OEM specifications for fit and finish; con-
tain no lead fillers; have a stabilizer bar
for added support; are PVC-based; and re-
sist shrinking or fading. In addition, all
the universal mouldings are available in
100-feet rolls. OETech also offers a full
line of fitted moldings in aftermarket and
OEM versions.

OETech also will feature its line of ad-
hesives, which company officials describe

as being “formulated for today’s toughest
aftermarket environments while main-
taining an OEM heritage.”
❙❙➤ www.oetech.biz

Booth G629: Delta Kits
Introduces New Pit Resin

Delta Kits of Eugene,
Ore., has released a new
windshield repair pit resin,
144-14 Premium Pit Plus.
The new pit resin utilizes
technology that minimizes
air bubbles at the bottle
tip, making it easy, ac-
cording to the company.
It’s also designed to resist
weathering and yellowing.
❙❙➤ www.deltakits.com

Booth N852:
Blast That Backlite

The Inductor® Glass Blaster from In-
duction Innovations was designed to re-
move a backlite in less than 10 minutes
without collateral damage. The company,
which produces high-performance induc-
tion heat systems, offers the system in the
form of a U-series Glass Blaster attach-
ment to be used with the company’s
flameless heat systems.

The tool also can be used to remove
spray-on bedliners, SMC panels and metal
bond adhesives. The Glass Blaster is
molded in impact- and flame-resistant
epoxy polymers and also features beveled
tapered edges allowing the magnetic
fields to get close to the pinchweld on
wider glass mouldings.
❙❙➤ www.theinductor.com ■

T H E A U T O G L A S S P A V I L I O N A T N A C E

A number of auto glass-related manufacturers and suppliers are introducing new
products at the NACE Show, October 11-13 at the Mandalay Bay Convention Center in
Las Vegas. Following is an overview of these.

Search Archives E-Mail Subscribe

I<      <      >      >I

Contents© 2010 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Zoom   Fit     +   –

http://www.equalizer.com
http://www.oetech.biz
http://www.deltakits.com
http://www.theinductor.com
http://www.agrrmag.com
www.agrrmag.com
http://www.agrrmag.com/digital
http://www.cdsreportnow.com/renew/now?ARR


F
ive years ago, Steve Pierick was
working for Binswanger Glass
(part of Vitro America) from his
home in Madison, Wis. He was

traveling non-stop, and, though he had
been working in the auto glass indus-
try for 21 years (he originally was with
the former Auto Glass Specialists), he
decided he needed a change.

“I was traveling 100 percent of the
time,” he says. “I actually lived in Madi-
son, Wis. … but my office was in Mem-
phis, Tenn.”

But Pierick, who once was a member
of the Auto Glass Replacement Safety
Standards (AGRSS) Council Inc.’s Stan-
dards Committee, wasn’t sure exactly
what to do next; he knew he wanted to

branch out and own his own business,
though—that was a must.

“I considered [opening] a glass shop
just very briefly, and really felt it was
time for a change,” he says.

And that change came in the form of
a major industry switch—Pierick de-
cided to become an agent for State
Farm, for whom he still works today. Pi-
erick recently took the time to offer the
following tips for auto glass businesses
working with insurance agents during
an interview with AGRR magazine.

1.Set your company
apart from others.

“Find ways to differentiate your-
self,” says Pierick. “Every glass shop

pretty much looks the same unless
there is a service problem. Be cre-
ative. Come up with ways to serve the
public better and differently than
anyone else.”

And, he says, it’s important to “think
outside the box.”

“Start with wild, crazy, expensive,
never-could-possibly-do features, ad-
vantages or benefits,” advises Pierick.
“Then strategize and massage the
ideas, and find a way they can actu-
ally work, and that would get the con-
sumer, the insurance company and
the agent to say ‘wow!’”

He adds, “Differentiation, in any
business, is crucial to sustained growth
and profitability in my opinion.”

Seven Tips for Working
with Insurance Agents

by Penny Stacey

Inside Tips from an Insurance Agent
—and Former Auto Glass Business Rep

Ring, Ring
A Look at the Agent’s Glass Claim Process

In addition to providing tips for auto glass shops who work with agents, State Farm
agent Steve Pierick also offered some insight as to what happens when a consumer

calls his/her insurance agent in need of an auto glass repair or replace-
ment. However, he points out that there really is no standard practice.

“The way the agents handle it is probably all over the board,” he says.
“I know some agents give a network number, and others tell [customers]

to go the yellow pages.”
In Pierick’s own business, his first step is to ask whether the
customer has chosen a shop. If not, he moves on to Plan B.

“If they don’t know, I give them three choices,” he says.
Once the consumer has chosen one of these, Pierick calls

the shop directly, and has the shop contact the consumer.
“To me, that looks like I’m providing the good serv-

ice,” he says. “I always thought if I was sitting in the
consumer’s chair, and one agent said, ‘look in the yellow

pages,’ and another said, ‘don’t worry about it, I’ll have
the glass shop give you a call,’ they’d see that as

great service.”
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2.Develop relationships
with insurance agents.

Though there often are legal limi-
tations on how involved an agent and
an auto glass shop might be, whether
incentives are acceptable, etc., Pierick
suggests using creative ways to de-
velop relationships with them and to
catch their attention—and help them
as well.

“For example, you might send arti-
cles about a particular subject of in-
terest sent to their offices,” he says.

If you’re going to send trinkets or
keepsakes to agents (and if this is ac-
ceptable in your state), Pierick suggests
being creative with these as well.

“Lose the scratch pads,” he jokes.

3.Provide your
own referrals.

If you are looking to develop a rela-
tionship with an agent, you can try to
help them out in less direct ways than
offering a trinket, too. Sometimes, that
might mean sending your customers
their way.

“You also can refer business to an
agent,” Pierick suggests.

4.Inform,
inform, inform.

If you’re not ready to take the
plunge of offering referrals, even sup-
plying information can prove helpful.

“Provide information that would
be helpful to an agent in marketing
their various lines of insurance,” says
Pierick.

Many in the industry hold contin-
uing education classes for insurance
agents to not only help them de-
velop their knowledge of why a
proper auto glass installation is im-

portant, but also to gain continuing
education credits to maintain their
agent licenses.

5.Update your marketing
plan continually.

Even if you develop a good system
for working with and marketing to in-
surance agents, it’s important to con-
tinually re-evaluate the methods
you’re using.

“I see many glass shops stuck in their
ways,” says Pierick. “They’ve managed
sales, service and marketing the same
old way for years. No one really stands
out for any particular reason.”

6.Keep your marketing
plan above-ground.

No matter what avenue you choose,
Pierick encourages auto glass businesses
to make sure that whatever they’re doing
to get insurance agents’ attention is in
compliance with the law.“Stay way from
under-the-table rebates to team mem-
bers, free ‘whatevers’ for a glass claim,”
he says. “Take the high road, and main-
tain your professionalism.”

7.Remember that
consumer choice rules.

Though many auto glass business
owners attempt to attract agents’ at-
tention or develop relationships with
them, Pierick stresses that, in the end,
it’s most important that you try to
reach the consumer, even those who
utilize agents. “Most agents and com-
panies are giving the consumer the
choice,” he says. “Find ways to make
sure you are that choice.” ■

◗
Penny Stacey is the editor of AGRR
magazine.
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“ E ve r y g l a s s s h o p p re t t y m u c h
l o o ks t h e s a m e u n l e s s t h e re i s
a s e r v i c e p ro b l e m . B e c re a t i ve .
C o m e u p w i t h wa ys t o s e r ve t h e

p u b l i c b e t t e r a n d d i f f e re n t l y
t h a n a nyo n e e l s e . ”

— S t eve P i e r i c k , S t a t e Fa r m
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he all-electric Chevrolet Volt has been
one of the most anticipated vehicle

launches in recent years, and, though hybrid
vehicles have become more mainstream

than in years past, the Volt actually isn’t a hybrid at all. It uses electricity as its pri-
mary power source and gasoline as its secondary source to power the vehicle.

Based on its ground-breaking capabilities, it’s no surprise that every single com-
ponent of the vehicle is engineered to the highest specifications—including the
glass. According to Tom Hagen, Chevrolet Volt glass en-
gineer, the company started researching what
glass would be used, who would supply it,
and more, early in the design process.

Pilkington was chosen to supply the
glass, based on “quality,
cost, service and tech-
nical knowledge,” ac-
cording to Hagen.

Inside the Glass Used in Chevy’s New E-CarVolt
by Penny Stacey

Chevrolet estimates that

the Volt will save its

owners about 500

gallons of gasoline based

on 40 miles of daily

driving and 15,000

miles annually.
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o
©
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.

Photo © GM Corp.

The Volt is not ahybrid. Hybridvehicles require bothan engine and abattery to provide fullvehicle performancecapability, accordingto GM.

Photo © GM Corp.
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Glass Stats
The vehicle utilizes solar-resistant glass in all

facets—from the windshield to sidelites and
backlites—in an effort to not only keep the vehi-
cle cool but also to reduce the load on the vehi-
cle’s air conditioner and reduce carbon dioxide
emissions. And Hagen expects we’ll be seeing
more of this on vehicles in the future.

“There is an industry and an [Environmen-
tal Protection Agency] trend toward achieving

solar control in vehicles,” says Hagen.
In addition, the vehicle has an acoustic windshield to reduce the

amount of noise that is transmitted through the glass.While acoustic glass is grow-
ing in popularity, the Volt had a special need for this due to its electronic design.

“A non-internal combustion vehicle creates a different noise signature than
a standard internal combustion vehicle, and, because of that noise signature,
we applied these technologies in order to improve the customer experience in
the vehicle,” says Hagen.

Hagen says glass has a consistent density per mass of unit, but the thickness
does vary—and for the Volt this was no different.

“The only things you can change are the size of the glass and the thickness
of the glass. The thickness was optimized for the Volt as we do for all vehicles,”
he says.

Aerodynamics also was a key factor in
the vehicle’s design.

“The windshield is what we would call a
‘fast rake’ windshield … A more traditional
sedan would have a more vertical wind-
shield,” Hagen says. “This one is a little
more horizontal and that is done for the
aerodynamics of the vehicle.”

This is standard for most fuel-efficient
vehicles.

“You’ll find that they’re all very similar,”
says Hagen. “In the case of the back win-
dow, the installation angle is extremely
low—between 14 and 15 degrees; this has
been designed this way for aerodynamics.
That compares to a sedan, which would be
in the 35- to 45-degree angle range.”

As a baseline

comparison, Chevrole
t

estimates that the cost

per mile to operate the

Chevrole
t Volt is

approxi
mately two

cents per mile

electrica
lly.
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The Aftermarket
So what happens when the Volt’s

windshield needs to be replaced?
Hagen says the process should be
somewhat conventional.

“We cannot ignore in our designs
that the windshield of the vehicle will
be replaced in the life of the vehicle,”
he says. “I frequently remove and re-
place the glass in our vehicles just to
prove to myself that our criteria for
serviceability is being met.”

Repair should be standard as well,
according to Hagen.

And, though the backlite’s defroster
is optimized to minimize power con-
sumption and maximize performance,
Hagen says it utilizes “similar technol-
ogy as other vehicles, so from a service
standpoint, it’s very similar.” ■

◗
Penny Stacey is the editor of AGRR
magazine.

Search Archives E-Mail Subscribe

I<      <      >      >I

Contents© 2010 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Zoom   Fit     +   –

http://www.agrrmag.com
www.agrrmag.com
http://www.agrrmag.com/digital
http://www.cdsreportnow.com/renew/now?ARR


30 AGRR September/October 2010 www.agrrmag.com

G
uardian Industries began as
a small windshield manu-
facturer in 1932, and, until
recently, the aftermarket

has been a quiet part of its overall Au-
tomotive Glass Group, which includes
both OE and aftermarket manufactur-
ing and distribution, along with several
retail locations.

Enter a brand-new automotive divi-
sion president, Mike Morrison, who’s
been with the company for the last 23
years in its flat glass division and has
big plans for the automotive glass side
of the business.

Morrison has been heavily involved
in recent years with the automotive
group working on solar projects using
Guardian EcoGuard glass, mirrors and
automotive laminating and bending
technologies, and places a strong em-
phasis on the people at Guardian that
have grown it to what it is today. Mor-
rison recently spoke with AGRR maga-

zine about the company’s past, future,
the industry’s challenges and issues
and more.
AGRR: How do you think your knowl-
edge of the flat glass side of the busi-
ness will transfer to Guardian’s auto
glass division?
MM: For me it’s not so much that I’ve
been with the flat glass side, it’s that
I’ve been with Guardian for [more
than] 20 years. So really it’s bringing
that overall Guardian philosophy that
we drive our businesses with our peo-
ple. We don’t allow bureaucracy to
occur in our business, and we really
drive to be a profitable business, but
you have to have the right manufac-
turing, the right people in our manu-
facturing and the right customer base.
I think pulling all those items together
is key. That’s what I’ve found in the flat
glass side, and that’s what I’m looking
at on the automotive side. I’m a little
new to comment as to whether all

those things exist today. I can just tell
you that it is going to be a key philoso-
phy on our automotive side that we’re
driven by our people, we’re driven for
profit and we’ll make an outstanding
product that the industry not only
wants but will need.
AGRR: As the new president of the au-
tomotive business,what will your focus
be? Are there any particular areas you
plan to address first?
MM:Like any good businessperson I’m
focused on making a profit just like our
customers expect their businesses to
be profitable. I think it means provid-
ing products and solutions to meet our
customers’ needs and expectations
and really focusing on things that
maybe they don’t know yet. We’re
bringing some new technologies to the
market, and I’m looking at our own in-
ternal operations to make sure we have
highly efficient manufacturing and all
the right people to make the quality

The
Man
with
the
Plan
NewGuardian President MikeMorrison Discusses the Company’s
Automotive Business, New OEMAccounts andWhat’s on the Horizon
by Penny Stacey
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that the product needs today and in
the future.
AGRR: What are the new technologies
you’re looking at?
MM: Obviously there are some prod-
ucts that are used today in Europe, for
example IR [infrared-reflective] and
also HUD glass for the windshields
that we’re looking to produce, assum-
ing that the industry wants that in the
U.S. We’re looking at some laminated
product, both laminated and acoustic
laminated, for sidelites. And we’re
looking at sunroofs—it used to be a
product that just let the air in and now
you have anything from solar panels to
switchable glass to
lamination for
safety, so [there
are] a lot of new
things on the hori-
zon. Hopefully
we’re looking a lit-
tle bit ahead of it.
AGRR: There have
been some rumors
floating around
that Guardian
might sell the auto glass retail portion
of its business; other rumors say it
might expand that part—can you com-
ment on the future of this business and
how important it is to Guardian as a
whole?
MM: I think it’s never a good policy to
comment on rumors … but I think I
said earlier really our focus is to make
the business profitable. It’s a key for
Guardian, and it’s been that way for
the 20-some-odd years that I’ve been
within Guardian. For me, I look at
Guardian and say that Mr. Davidson
[recently deceased owner William
Davidson] started Guardian in the au-
tomotive business and it’s key for me
to make it profitable and an impor-
tant part of the business both in the
near term and in the long term.
AGRR: Do you see any challenges in
serving the industry as both a supplier
and a retailer, as far as the competition
with your customers?

MM: Having both suppliers and com-
petitors is not really unique or new to
an industry. It’s a model we have and
we’ve had for a long time. As long as we
offer the right products to our cus-
tomer base—whether it be the end-
consumer or the people who supply
the consumer—I think things will be
fine.
AGRR: I’ve been hearing from readers
that there are a lot of supply and de-
mand issues in the industry—particu-
larly a shortage or difficulty finding
common parts. Are you seeing that at
all?
MM:We’re not seeing it. Whether that’s

coming from some of our competitors
in the U.S. or offshore, I can’t say. I will
say I haven’t heard that complaint, at
least from my customer base.
AGRR:As far as NAGS® pricing,how rel-
evant do you find this is to your busi-
ness, both in retail and on the
manufacturing/distribution side?
MM: We’re all well aware that NAGS
has been around for a long time. I
think as long as NAGS fairly represents
all parties, it’s been a system that peo-
ple have used for a long time—espe-
cially the insurance industry—and I
think it can be used in the future … as
long as everybody looks at the whole
industry and not just one portion of
the industry.
AGRR: Has Guardian taken any steps
on the automotive side to combat the
current economic conditions in the
United States?
MM: I think on the Guardian side as a
whole we’ve always looked at our busi-

ness whether it’s in good times or bad
times and really try to focus on the busi-
ness.We know that being lean and chal-
lenging ourselves, work[ing] smarter,
more efficiently and look[ing] at fresh
ways of doing things is the way we
should run our business in good times
or bad times. And I think for us we look
to get our people involved—the key for
Guardian is our people—and we em-
power them to make decisions and
those decisions have really helped us in
the long run. And, really, it’s to cut out
the bureaucracy and the process and
overall I think we’ll continue to do that.
Obviously there’s more pressure when

times are even
tighter, but I think
we’ve done that for
a long time and it
will be my goal to
push that in the fu-
ture in good times
or bad times.
AGRR: What do
you think are the
auto glass indus-
try’s biggest chal-

lenges as we head into the future?
MM: Well, if we look on the OEM side, I
think it’s offering highly technical prod-
ucts with extremely tight tolerances.
We’ve seen some new windshields come
out that have far, far more measurement
points than we’ve ever seen before. If
you go back to the past, people had a
laminated windshield, they had mono-
lithic door glass, backglass and sunroofs.
Today a lot of our customers request
HUD, IR, and HUD and IR for the wind-
shields. And for door glass we’re looking
at the standards being set for lamina-
tion, and not only traditional lamination
but acoustic lamination, and I think you
get to some products which are fairly
creative on the sunroof side. Where be-
fore you’d just let the air flow in your ve-
hicle with the sunroof or get a little light
in, today we have solar panels for cool-
ing and to keep your car’s temperature

continued on page 32
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down. We have looked at switchable
glass so you can have privacy or not
have privacy and there can be added
lamination for safety issues. So there’s
just a lot of new things that the industry
is pushing. Guardian likes the challenge
and that’s why we’re in this business—
we think we can meet the challenges
[with solutions] that the industry is ask-
ing us to provide.
AGRR: In the past it seems that
Guardian had stepped back somewhat
from some OEwork.What led you back
into that area recently?
MM:No doubt in the past Guardian has
always looked at our business and said
“we need to make
a profit” and I
think in previous
years we looked
and said, “Is that
profit there?” and
it was a little more
of a struggle. We’re
starting to see that
the OEM industry
is beginning to realize they can’t just
push price, price, price with their sup-
pliers because no supplier would be
around. I think it has to be really a team
effort in order to grow and I think we’ve
seen a strength in our relationship with
the U.S. as well as foreign auto suppli-
ers and I think we’ll grow not only today
but in the long run.
AGRR: Are there any specific manufac-
turers you’re nowworkingwith that you
hadn’t in the past?
MM: I’ll just say we’re opening our re-
lationship up to lots of people, and
we now have a Volkswagen contract
for one of their vehicles in the U.S. We
didn’t have that business before. We’re
continuing to strengthen our rela-
tionship with BMW, with whom we’ve
had multiple parts. So again we’re
looking at a diverse customer base,
making sure we supply them the
product and the technology they
need, and I think vice versa. We’re
seeing businesses come back to
Guardian knowing we’ve been in the

business for a long time saying, “I be-
lieve you can supply our needs and
let’s begin to talk.”
AGRR: How does a U.S. manufac-
turer of windshields compete against all
the offshore imports?
MM: Anytime competition is out
there it’s a challenge, which I think is
good for the industry. The industry as
a whole should be pushed and if you
can step up and be a world-class sup-
plier for your customers not only in
the product you offer, but the service
you offer and the innovation you
bring to the product, I think you can
step up and rise above the rest. Im-

ports will be here—they’ll be here for
the long term, but it’s really offering
all the variety to our market, and
being able to say “This is why we’re a
world-class supplier. This is why you
need to come to Guardian.” There
will always be someone out there
who might be a little cheaper, but I
think you have to look at the bigger
picture.
AGRR:Retailers and installers are com-
plaining of quality issues inwindshield
manufacturing now like never before.
Why do you think there are such quality
issues?
MM: I don’t think this is a new prob-
lem. I kind of think in this industry
you’ve seen this before. It goes back to
this—we talk about price and quality,
right? If you look at the toy industry,
you just wanted cheap toys, and then
all of a sudden this lead issue came
up. I think in our industry we really
need to focus on the fact that we need
to look at the supplier of the product,
and say, “Are they giving me the qual-

ity? Are they giving me the service?”
Obviously price is one of those items,
but price can’t be the only driver. And
sometimes with price you may be
paying for quality.
AGRR: Do you think the Auto Glass Re-
placement Safety Standards (AGRSS)
Council’s third-party validation review
program is positive for the industry as a
whole?
MM: For me, I can say yes. We’ve had
four of our locations audited. They all
passed with flying colors, so that’s
great. It’s really good for the industry
if people say they’re doing something,
then they should have no fear that

someone comes
in and audits
them and says
“you are following
the right proce-
dures.” It’s the
people who just
want to go out
and get a label
that says, you

know, “we’re part of this team, we’re
following the standards” and then
don’t follow the standards. I think in
any industry you try to avoid players
that don’t follow the standard, be-
cause they’re the ones who give the
industry a bad name.
AGRR: Has anything surprised
you about the auto glass side of the
business?
MM: I think it’s that when I meet indi-
viduals in my manufacturing plants,
even after a tough couple of years
they’re pretty upbeat. They’re looking
to the future. People I’ve talked to both
in the management side and people
on the manufacturing floor are saying,
“Look, we know we can meet the qual-
ity and the price the industry wants.
Let’s just get a chance and get out
there and we’ll show them that
Guardian is one of the key suppliers
for the industry.” ■

◗
Penny Stacey is the editor of AGRR
magazine.

continued from page 31

“ We ’ r e s t a r t i n g t o s e e t h a t t h e O E M
i n d u s t r y i s b e g i n n i n g t o re a l i z e t h ey

c a n ’ t j u s t p u s h p r i c e , p r i c e , p r i c e
w i t h t h e i r s u p p l i e r s b e c a u s e n o

s u p p l i e r wo u l d b e a ro u n d . ”
– M i ke M o r r i s o n , G u a rd i a n Au t o m o t i ve

TheMan with the Plan

Search Archives E-Mail Subscribe

I<      <      >      >I

Contents© 2010 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Zoom   Fit     +   –

http://www.agrrmag.com
www.agrrmag.com
http://www.agrrmag.com/digital
http://www.cdsreportnow.com/renew/now?ARR


bonding

coating

sealing

The

Spe
cial

ist
in the Automotive Aftermarket

The

Spe
cial

ist

Search Archives E-Mail Subscribe

I<      <      >      >I

Contents© 2010 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Zoom   Fit     +   –

www.agrrmag.com
http://www.agrrmag.com/digital
http://www.cdsreportnow.com/renew/now?ARR


34 AGRR September/October 2010 www.agrrmag.com

Nearly Perfect: Jamie
Browning, First Place, 2009

If you reflect just one year back
you will recall Jamie Browning’s
nearly perfect score at last
year’s competition. Browning,
who at the time was a techni-
cian for Glasspro in Daniel Is-
land, S.C., wowed spectators
by finishing with a score
of 249 out of 255.

“I knew I had a
great chance [to
win] with all the
work I put into
it, but when
you are putting
that many tal-
ented glass
guys in one
room anything can
happen,” he says.

Browning origi-
nally came to the
AGTO as a specta-
tor. “The first time I
was told about the
event [in 2006] I
kind of laughed and

said, ‘Auto Glass Olympics? That’s
funny!’ I was living

in Las Vegas at the
time and decided

to go see what it
was all about.”
When he arrived at

the competition, he
found out that it was

quite serious.
“The first thing

that came through
my mind when I
walked in was ‘this
is a serious event,’”

he says. “I was
very impressed

with the event and
how professional

things were run and
what a great job [AGRR
event coordinator] Holly
Biller did.”

Browning, impressed
with the event, decided to
enter the event as a com-
petitor the following year.

“[In 2006] I finished
tenth and decided I would

take things a lot more seriously and
come back,” he says. “In 2008 I prac-
ticed more and studied the AGRSS
Standard and came in sixth-place.”

But he still wasn’t ready to quit.
“Not being one to just walk away

happy with a sixth-place finish, I was
determined to do better in 2009,” he
says. “I did a lot of studying and end-
less hours of practice and reached my
goal of winning it all in 2009.”

Browning left Vegas with a new out-
look on his job and the auto glass re-
placement industry.

“In early 2009 I was really thinking
about getting out of the auto glass in-
dustry,” he says. “It seemed like the in-
dustry as a whole was being run by the
lowest bidder and seeing all the unsafe
installs going on had me considering a
new career. After seeing that there are
installers, vendors and organizations
like AGRSS doing everything they can
to change the auto glass industry, I
have a new outlook and look forward
to doing my part to help change
things.”

Browning recently opened his own
auto glass business in Charleston, S.C.,

Where
Are They

Now
THEYGLEEFULLY ACCEPTED their giant checks and posed for pictures. They were interviewed by AGRR maga-

zine and saw their own faces displayed on glassBYTEs.com™. They gracefully accepted industry praise and ad-
miration, and then they flew home from Las Vegas with their medals. So what happened afterwards? What have

the winners been up to and what are their reflections on the competition?
With interest peaking about the return of the Pilkington Classic Auto Glass Technician Olympics (AGTO) in 2011,

AGRR magazine has tracked down some of the past winners to find out what they’ve been doing since the competition.

by Katie Hodge
Catch Up with Champs from the Last Five Years’
Pilkington Classic Auto Glass Technician Olympics

Jamie Browning of Browning
Auto Glass finished with an
almost perfect score in the
2009 AGTO.
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“A Simple GlassMan:”Randy
Chadwick, First Place, 2008

When Randy Chadwick, the 2008
winner of the AGTO, arrived in Las
Vegas for the first in 2005, he was in
awe of both the competition and the
city itself.

“The one thing that sticks with me
is being in Las Vegas,” says Chadwick, a
technician for Glasspro in Mt. Pleas-
ant, S.C. “I had never been there before
and it’s a pretty exciting place.”

Chadwick took home the bronze
medal his first time competing—be-
fore grabbing the gold in 2008.

“The first time I competed it
changed me. It helped me to realize a
lot about the industry and get to know
more people and know that there were
that many people that were that in-
volved and working to install a wind-
shield correctly,” Chadwick says.

After that, Chadwick took a few
years off to prepare before returning in
2008.

“I did expect to win. I learned a lot
in 2005 and prepared myself more,” he
says. “If you look at it like any athlete
would—you have to train and practice

for it to prepare yourself. I put a lot into
it and did my very best.”

Chadwick says all of his preparation
paid off when he took the gold in 2008,
and finished the competition ex-
hausted—but happy.

Since being crowned a champion,
Chadwick, who’s been with Glasspro
for eight years, has returned to what he
does best—installing auto glass.

“I’m doing the same thing as I’ve al-
ways done,” says Chadwick.

Chadwick says his time with
Glasspro also has given him the oppor-
tunity to pass on his knowledge and
skill to a new generation of installers.

“They have always looked to me for
guidance with young guys and train-
ing,” says Chadwick. “Not a lot has
changed. If I wanted it to, I probably
could have pursued different areas, but
I am just a simple glass man.”

and now authors “The Cutting Edge”
for AGRR magazine (see page 12). And
he also has some other plans he’s work-
ing on behind the scenes.

“I am also working on some projects
that I think will make a huge difference
in the industry and should be coming
out with those early next year,” he says.

Overall, Browning says competing
in the AGTO has given him many
opportunities.

“I feel like [winning] has opened

doors for me to do things and reach
some goals that would have been
pretty hard to reach otherwise,” he
says. “I look forward to helping change
the industry and making a difference.”

Browning says the way he deals with
customers on an everyday basis also
was changed for the better by the com-
petition.

“I have a lot more pride and confi-
dence when I talk to customers and
people in the industry now,” he says.

When reflecting on his experiences
Browning is glad he has stayed work-
ing within the auto glass industry.

“I have had a lot of ups and downs
in the auto glass business over the last
19 years, but when I walked off the
stage with the medal and trophy it all
kind of seemed worth it,” says Brown-
ing. “I still try to maintain the same
work ethics and values I have always
had, but I do tend to show off my tro-
phy from time to time.”

www.agrrmag.com September/October 2010 AGRR 35

continued on page 36

“After seeing that there are installers, vendors and organizations like
AGRSS doing everything they can to change the auto glass industry I have
a new outlook and look forward to doing my part to help change things.”

—Jamie Browning, Browning Auto Glass

Randy Chadwick of Glasspro finished first in the 2008 competition—after
a three-year break in competing since the 2005 AGTO.
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Joining theWinner’s
Circle: Travis Crebs,
Third Place, 2009

Some technicians have already
begun preparing for the 2011 AGTO.
One such competitor is Travis Crebs of
Techna Glass in Taylorsville, Utah, who
joined the winner’s circle when he was
awarded the bronze last year at the
AGTO. This most recent competition in
2009 was Crebs’ third time competing
in the AGTO.

Crebs has had the opportunity to
compete against many top technicians
and appreciates the skill and knowl-
edge of his competitors.

“It’s really exciting,” says Crebs. “The
bar is set so high by the level of the
competition. The top competitors have
so much confidence and they always
maintain their composure throughout
the entire process.”

Crebs, who scored the overall high-
est score in the first round of his com-

petition, is humble—but proud—of his
achievement.

“To have the overall high score in
the first round was remarkable and,
honestly, I was happy to finish on time
during the final round. I really felt like
I’d performed well following both in-
stallations,” says Crebs. “Competing in
the final round and winning the

bronze medal last year was a huge lift
for me. It was my first appearance in a
final round and I really take a lot of
pride in finishing third and putting
Techna Glass on the podium.”

After heading home to Utah, Crebs
says he has continued to work on his
skill and already has his eye on the
prize for 2011.

Changing Businesses
Behind every technician, often there

is a company owner who has been will-
ing to dedicate not only the resources
but also the time to prepare and send
technicians to the Auto Glass Technician
Olympics to compete. Why do they
choose to do this?

For Troy Mason, owner and president
of Techna Glass in Sandy, Utah, he’s
found that the competition helps his en-
tire staff push constantly to improve.

“I think it raises the bar company-
wide, even though it’s only a couple of
people who end up competing in the na-
tional Olympics,” says Mason. “We have
all of our employees from accounting to
the call center to other technicians from
the stores come watch how it should be
done. It raises the bar and the expecta-
tion on every installation.”

Mt. Pleasant, S.C.-based Glasspro
president Paul Heinauer has seen a sim-
ilar affect on his employees.

“I think it’s given everybody some-
thing to live up to,” he says. “We know
there are people coming to us because
they perceive us to deliver quality. It’s
something that we want to make sure we
live up to.”

Heinauer also has been able to use
the competition to help market his busi-
ness externally.

“It has helped us from a marketing
standpoint … probably because we are
very proud and have publicized our peo-
ple winning. They are shown on ads. The
number-one thing it has done is that it
has made us a better auto glass installa-
tion company,” says Heinauer.

Heinauer also promotes his company’s
success in the competition to local in-
surance agents.

“When we are teaching continuing ed-
ucation classes we are showing the arti-
cles as well as having [our winners] be a
part of the classes, especially when a
particular installation is involved,” he

says. “ … In the spring we had an in-
surance agent come to the class and
both Jeff [Olive] and Randy [Chadwick]
were there. I was talking about [the
competition] and [the agent] wanted to
get a picture of them with her in the
middle. She ended up making a picture
for both the guys, saying how much she
enjoyed being a part of greatness. She
sent a copy to each one with her signa-
ture on it.”

Mason has invited other companies,
such as insurance company and large
account representatives for Techna
Glass, to view their feeder competition
as a way to market their commitment
to quality installations.

“We invite people from outside the
company to watch the competition, and
it raises the bar in front of other people
we do business with and they can see
how much we care about quality of in-
stallation and proper installation tech-
niques,” says Mason.

Where
Are They

Now

“I think it’s given everybody something to live up to,”
—Paul Heinauer, Glasspro

Bronze medalist Travis Crebs will be competing in the 2011 AGTO after a
first place win at the Techna Glass feeder competition.
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“Competing in the final round this
year has really motivated me to get bet-
ter and improve on last year’s perform-
ance,” says Crebs. “I have also put a lot
of effort into educating all of our techni-
cians company-wide to prepare them
for our own Techna Glass Technician
Olympics (TGTO), a qualifying event for
the national competition. It’s very grati-
fying to see all of the guys who have
stepped up and taken on the challenge.”

AGTO enthusiasts can plan to watch
Crebs compete again as he recently
took first place in the company
competition.

From Competitor to Judge:
Jeff Olive, First Place, 2005

When Jeff Olive of Glasspro traveled
to Las Vegas to compete in the first-
ever AGTO competition in 2005, he
probably had no idea what was in store
for him—and that in the years follow-
ing he’d become a judge for the event.
But that doesn’t mean that Olive, who
now serves as director of quality con-
trol for Glasspro in Mt. Pleasant, S.C.,
wasn’t confident.

“It took months of training and prac-
tice, but I did have the confidence that I
would leave a winner,” says Olive. “I
knew I was good and, when the chance
came to prove to myself that I could
hold up against the best in the country,
I set out to become the winner.”

And becoming a judge wasn’t the
only opportunity to arise from winning
the gold.

“Winning the gold has created many
opportunities for my career,” he says. “I
have joined many committees within
our industry, including the Auto Glass
Replacement Safety Standards (AGRSS)
Council’s Standards Committee.”

Olive now trains all of the technicians
at Glasspro and teaches insurance
agents continuing education courses
for the company company. After win-
ning, Olive was promoted to directer of
quality control as well as maintaining
his management duties. Currently, he is
Glasspro’s training manager.

“Competing in the AGTO was an op-

portunity of a lifetime,” he says. “ …
Everyone involved has the same goal of
safe auto glass installation. Each tech-
nician has the same mindset—do a

top-notch job and come out a winner.”

◗
Katie Hodge is the assistant editor of
AGRR magazine.

Cindy Rowe Auto Glass: Producer of Champions
Cindy Rowe Auto Glass in Harrisburg,

Pa., which is now owned by Belron US,
produced two winners of the Pilkington
Classic Auto Glass Technician Olympics
during the competition’s first five years.
The company’s Rob Grace took first place
in the 2006 competition, fourth place in
2007 and second place in 2008. In 2007,
Grace also received an innovation award.

Likewise, fellow technician Jason
Horne took first place in 2007 and third
place in 2006.

However, 2008 was the last time for
the two to compete, as their company
was purchased by Belron US in Decem-
ber of that year when company owners
Dave Taylor and Cindy Rowe-Taylor de-
cided to retire. The company now operates as part of Belron US (also known as the
Safelite Group), which holds its own internal competition.

Attempts to reach Grace and Horne were referred to Safelite’s corporate of-
fices. “Because we do our own competition, we think it might not be the best
idea to comment on anyone else’s competition,” Safelite spokesperson Melina
Metzger told AGRR magazine. ■

Jason Horne

“Everyone involved has the same goal of safe
auto glass installation. Each technician has the

same mindset—do a top-notch job and come
out a winner.”

—Jeff Olive, Glasspro

Rob Grace
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A win in the 2005 AGTO paved the way for Glasspro’s Jeff Olive to take on
the role of judge in recent years.
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L
ooking for new ways to pro-
mote safety to customers? Or,
for additional safety services
you can offer in your business

to let your current customers know
how important their safety is to you? If
so, mark your calendar for October 27-
28, the dates of this year’s International
Auto Glass Safety (AGRSS) Conference.

For the first time, this year, the event
will be held in suburban Chicago, at
the Drury Lane Conference Center in
Oakbrook Terrace, Ill. In addition, this
year’s event is being co-located with a
special AGRSS Consumer Awareness
Program (CAP) event to be held on Oc-
tober 28 at Drury Lane as well.

“A Unique Opportunity”
“This is a unique opportunity for

everyone interested in auto glass safety
to attend both the conference and the
CAP,” says AGRSS Council Inc. presi-
dent Debra Levy. “Attendees at the con-
ference can stay for the Consumer
Awareness Program on the second day
at no additional charge. They can see
what’s involved with a CAP and evalu-
ate whether or not they’d like to bring
one to their community.”

The first day of the conference, Oc-
tober 27, will kick off with updates
from the AGRSS council committee
chairs, who will speak about their work
since last year’s conference.

This will include updates about the
Standards Committee from Bob Be-
ranek of Auto Glass Consultants in Sun
Prairie, Wis.; the Membership Commit-
tee from Jeff Bull of J. Bull Associates in
Dayton, Ohio; the Insurance Commit-
tee from Nik Frye with Glass America in
New Hampton, N.H.; the Education
Committee from Dale Malcolm of Dow

Automotive in Dayton, Ohio; the Ac-
creditation Committee from Jean Pero
of Mygrant Glass in Denver, Colo.; and
the Fundraising Committee from David
Rohlfing of Glass America in Chicago.

Following the updates, several
renowned auto safety groups, includ-
ing CellSafetyInc., KidsandCars.org,
Mothers Against Drunk Driving and
Safe Kids USA will offer their insights
into working toward total automotive
safety in a variety of arenas, from child
safety to texting and driving.

Education chair Malcolm will follow
with an update on this year’s third-
party validation reviews. He will be ac-
companied by Pero, along with Jeff
Olive of Glasspro in Charleston, S.C.,
Penny Ouellette of Orion Registrar Inc.
in Arvada, Colo. The four will discuss
some of the strengths and weaknesses
that have been discovered through the
recent third-party validations and will
offer some tips.

Popular automotive safety expert
Ben Kelley of the Center for Auto Safety
in Washington, D.C., will follow with a
look at auto safety through the years,
from collision fatality statistics to au-
tomotive design to a windshield’s role
in the vehicle’s structural stability.

Those who expect to undergo third-
party validation reviews in the future—
or those who are just curious about what
they really involve—won’t want to miss
the next session, a panel of auto glass

business owners and representatives
whose companies have been in the thick
of the validations.They’ll talk about what
surprised them, dealing with the valida-
tors and more. The panel will include
Gene Nichols from Guardian Auto Glass,
which at press time had had four loca-
tions validated; Michael Paley of Free-
dom Glass in Richmond,Va.—one of the
first companies ever to complete a vali-
dation review; and Ron Overbeck of Auto
One in Brighton, Mich.

Marketing Innovations
The panel following will include

representatives from some of the in-
dustry’s most innovative marketers of
safety in the auto glass business. The
discussion will be led by both Frye and
Dan Mock of Glass Doctor. They will
discuss how to promote safety to con-
sumers and how a company can utilize
its status as an AGRSS-registered com-
pany to help bring in sales.

The day will end with the AGRSS
Council Inc.’s annual charity auction
(see sidebar for details).

On the second day of the event, at-
tendees will have the chance to see
first-hand what goes on during an
AGRSS consumer awareness program
(CAP), and to decide if they want to
bring one to their own cities. The CAP
event is designed to bring together in-
surance industry executives, local offi-
cials, community members and others

Safety Sessions in the Spotlight
A Preview of the International Auto
Glass Safety (AGRSS) Conference 2010
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to learn about the importance of
proper windshield installations done
in accordance with the AGRSS Stan-
dard. In addition, it gives auto glass in-
dustry representatives a chance to talk
with insurance agents and others and
to learn from one another.

The day will start with a question-
and-answer breakfast featuring Jon
Fransway of Eden Prairie, Minn.
Though Fransway now works as an
insurance agent and often deals with
customers seeking auto glass work,
he also knows first-hand the impor-
tance of a proper windshield installa-
tion. He learned this in an awful way
when his younger sister, Jeanne, was
killed in an accident in 1999 in a vehi-
cle in which the windshield hadn’t
been replaced properly.

The next session will offer continu-
ing education credits to insurance
agents as they learn about the AGRSS
Standard and why it’s important—and
also will give shop owners and techni-
cians a chance to find out what agents
know already and how they can help
educate agents in their own areas.
Frye also will lead this session, along
with Joel Timmons of Profitable Glass
Solutions in Dayton, Ohio.

The AGRSS Council will debut a
brand-new film it has produced that is
designed to educate the insurance in-
dustry during the next session. The in-
famous 20/20 special that features

Fransway’s sister, Jeanne, also will be
discussed. In addition, Fransway will
be on-hand to discuss how his own life
has been impacted by a technician
who didn’t take the proper steps to en-
sure his sister’s safety.

A lunch, giving industry representa-
tives a chance to network with the
agents, local dignitaries and legislators
in attendance, will follow.

After lunch, attendees will have the
opportunity to see an airbag deploy-

ment first-hand—and to see what hap-
pens in a vehicle rollover accident in a
demonstration offered by the Illinois
Highway Patrol.

To register for the event or to learn
more, visit www.agrss.org/conference.
Hotel rooms are available adjacent to
the Drury Lane Conference Center at
the Hilton Garden Suites, Oakbrook Ter-
race.When calling to reserve your room,
you should advise the hotel you are with
the AGRSS Conference. ■

Silent Charity Auction Scheduled for October 27;
Signed Dick Butkus Jersey to be Featured

As in years’ past, the Auto Glass Replacement Safety Standards (AGRSS)
Council Inc. will hold its annual silent charity auction during the Interna-
tional Auto Glass Safety (AGRSS) conference. This year, the auction and cock-
tail party will be held on October 27 from 5:30 to 7 p.m.

A signed, authentic Dick Butkus jersey is one of the prized items up for
grabs. The Chicago Bears jersey comes with a certificate of authenticity and
was donated by Chicago-based Glass America.

In addition, other items for auction include tickets to any Chicago Cubs
game in 2011 (except for opening or closing day) and tickets to see the
Chicago Blackhawks, donated by AGRR magazine/glassBYTEs.com™.

SIKA Corp. global AGR marketing resource manager Carl Tompkins also will
again be donating one of the most prized “items” of past auctions-a fishing
trip in his hometown of Spokane, Wash.

“The auction is a great chance to pick up some fun items and relax with
industry associates who value auto glass safety and learn from one another,”
says AGRSS auction chair Jean Pero.

Schedule at a Glance
(at Drury Lane Conference Center unless otherwise noted)
Tuesday, October 26, 2010

8:00 a.m. - 12:00 p.m. . . . Committee meetings*
1:00 p.m. - 4:00 p.m.. . . . Standards committee meeting
4:00 p.m. - 6:00 p.m.. . . . Board meeting
*Committee members should check with committee chairs to see if meetings are
to be held. Most committees will meet at the Hilton, which is located adjacent
to the conference center.

Wednesday, October 27, 2010
8:00 a.m. - 5:00 p.m.. . . . Registration open
9:00 a.m. - 10:00 a.m. . . . Opening and committee updates
10:00 a.m. - 12:30 p.m. . . . Seminars
12:30 p.m. - 2:00 p.m.. . . . Lunch on your own
2:00 p.m. - 5:30 p.m.. . . . Seminars
5:30 p.m. - 7:00 p.m.. . . . AGRSS silent auction and cocktail party

(takes place at the Hilton)
Thursday, October 28, 2010

7:30 a.m. - 2:00 p.m.. . . . Registration open
8:00 a.m. - 9:00 a.m.. . . . Breakfast
9:30 a.m. - 11:30 a.m. . . . Seminars
11:30 a.m. - 12:00 p.m. . . . AGRSS video premiere
12:00 p.m. - 1:00 p.m.. . . . Lunch
1:00 p.m. - 3:00 p.m.. . . . Demos and seminars

Schedule is tentative and subject to change. Please visit www.agrss.org for the latest updates.
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2
009 Walt Gorman Memorial Windshield Repair
Olympics (WRO) winner Brian Fenner of Safe
Glass Technologies in Easton, Pa., started his auto
glass repair business with a couple of clicks and a

curious mind. Fenner was working for Continental Air-
lines and, in his spare time, tried to find a way to fix a
paint chip on his car.

“In 2001, I was working midnights at the airport and I
was researching how to fix paint chips on my vehicle when
I stumbled onto some websites about windshield repair,”

he says. “I started digging into it … I’ve always been a real
driven kind of individual.”

Fenner runs his business as a “one-and-a-half-man” op-
eration. His father, Joseph Brue, works a day or two a week
with his own accounts, but Fenner handles his own business.

To say that he has a busy schedule would be an under-
statement. This champion has a full-time career as an air-
craft maintenance supervisor for Continental Airlines as
well as his own windshield repair business.

“I have a full-time career in aviation in addition to my

Repair Olympics Returns to Las Vegas
The world’s best repair technicians again are gathering in Las Vegas this fall

to compete in the 2010 Walt Gorman Memorial Windshield Repair Olympics. The
competition, which is now in its fifth year, will be held October 11-12 at the Man-
dalay Bay Convention Center in Las Vegas in conjunction with the NACE Expo.

For more information, visit www.agrrmag.com/repairolympics or contact
Holly Biller at hbiller@glass.com.

Monday, October 11, 2010
7:30 a.m. – 5:00 p.m. . . . .Registration Open
10:00 a.m. – 11:00 a.m. . . .Mandatory Contestant Meeting
1:00 p.m. – 5:00 p.m. . . . .Windshield Repair Olympics

Tuesday, October 12, 2010
7:00 a.m. – 5:00 p.m. . . . .Registration Open
10:00 a.m. – 12:00 p.m. . . .Windshield Repair Olympics Finals
12:00 p.m. – 12:30 p.m. . . .Awards Announced

Schedule at a Glance*
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Reigning Repairman
An Inside Look at 2009 Windshield
Repair Olympics Champion Brian Fenner
by Ka t i e H o d g e

*Schedule is tentative and subject to change. Check online for updates at agrrmag.com/repairolympics.
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windshield repair business, being a husband and father, so
growth is slow by choice,” he says. “With a limited weekly
time frame in which to work in, I have been trying to focus
on areas that will maximize time, profit potential and
schedule flexibility. “

He adds, “As an independent and a sole proprietor, I’m
limited in how fast I can grow. I like things at a slower pace
so I can keep a level of management where I don’t lose the
integrity of my service, business and reputation.”

While growth might be slower than it is for larger repair
shops, Fenner is pleased with his client base, which in-
cludes a large number of dealerships.

“I’ve had longstanding accounts with most of my dealer-
ships and have been with most of them since the beginning,”
says Fenner.“They’re all basically local within a 30-mile radius.”

WRO Champion
Despite all the demands on his time, Fenner still has

taken some time out to compete
in the WRO. He competed for
the first time in 2008 and took
second place—and returned in
2009, and took the gold. But he
says winning wasn’t the only
benefit of competing.

“Competing allows competi-
tors to self-evaluate, make ad-
justments, set new benchmarks
and rejuvenate the entrepre-
neurial fire that comes from
learning and sharing with
other industry leaders,” says
Fenner. “Each time I have com-
peted it was a positive experi-
ence. I was able to meet other
like-minded professionals
striving for excellence in all as-
pects of owning a windshield repair business in a friendly,
but competitive, environment.”

Fenner brought his support system with him to Vegas
and one of his biggest fans was his wife.

“[My wife] was instrumental in my preparation so she
knew that all the hard work I put into it and determination
that I have would produce a favorable outcome,” says Fen-
ner. “She was so happy and proud, but at the same time re-

lieved that it was over for me so I could relax.”
Fenner says he’s changed little about his business.
“…Winning did not really change the way I work. After

all, it is the way I work that helped me to win. What it did
provide was renewed entrepreneurial enthusiasm and re-
juvenation,” says Fenner.

While Fenner runs his business the same, he does use his
big win as a sales tool.

“I do use it when selling to new accounts and customers.
I also share it with my existing accounts,” adds Fenner.

And the future is wide open.
“The wheels are always turning so I have ideas for the fu-

ture that keep me moving forward,” he says. “ … Who knows
what the future may bring for Safe Glass Technologies?” ■

◗
Katie Hodge is the assistant editor of AGRR magazine.

“ … W i n n i n g d i d n o t
re a l l y c h a n g e t h e wa y
I wo r k . A f t e r a l l , i t

i s t h e wa y I wo r k t h a t
h e l p e d m e t o w i n .

W h a t i t d i d prov ide
wa s re n ewe d

e n t re p re n e u r i a l
e n t h u s i a s m a n d
re j u ve n a t i o n . ”

— B r i a n Fe n n e r,
S a f e G l a s s

Te c h n o l o g i e s
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P r i c e P o i n t s
compe t i t i v e p r i c i ng and s t a t s

FOR ITS RECURRING PRICE
Points department, AGRR sur-
veyed five major cities in the

United States for the windshield re-
placement on a 2008 Scion XB (four-
door utility). As usual, the companies

were told that insurance will not be in-
volved 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.

2008 Scion XB
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Chicago, Ill.
Total Price Glass Price Labor Urethane Kit Glass % off NAGS % off NAGS Total

Shop #1 $207.84 $100.00 N/A N/A -67.6% -51.8%
Shop #2 $244.75 $150.00 $75.00 $19.75 -49.9% -42.3%
Shop #3 $219.80 N/A N/A N/A N/A -49.1%
Shop #4 $180.89 N/A $80.00 N/A N/A -58.1%
Average $213.32 $125.00 $77.50 $19.75 -58.8% -50.3%
Median $213.82 N/A N/A N/A N/A -50.5%

Jacksonville, Fla.
Total Price Glass Price Labor Urethane Kit Glass % off NAGS % off NAGS Total

Shop #1 $194.80 N/A N/A N/A N/A -54.9%
Shop #2 $193.76 N/A N/A N/A N/A -55.1%
Shop #3 $244.75 $125.00 $100.00 $19.75 -58.3% -42.8%
Shop #4 $215.75 N/A N/A N/A N/A -50.0%
Average $212.27 $125.00 $100.00 $19.75 -58.3% -50.7%
Median $205.28 N/A N/A N/A N/A -52.5%

Phoenix, Ariz.
Total Price Glass Price Labor Urethane Kit Glass % off NAGS % off NAGS Total

Shop #1 $274.65 $160.65 $114.00 N/A -46.4% -36.3%
Shop #2 $184.75 N/A N/A N/A N/A -57.2%
Shop #3 $218.80 $120.00 $98.80 N/A -59.9% -49.3%
Shop #4 $269.75 $150.00 $100.00 $19.75 -49.9% -37.5%
Average $236.99 $143.55 $104.27 $19.75 -51.9% -47.1%
Median $244.26 $150.00 $100.00 N/A -49.9% -43.4%

Raleigh, N.C.
Total Price Glass Price Labor Urethane Kit Glass % off NAGS % off NAGS Total

Shop #1 $194.88 N/A N/A N/A N/A -54.8%
Shop #2 $200.00 $175.00 N/A $25.00 -41.6% -53.7%
Shop #3 $204.75 $120.75 $65.00 $20.00 -59.7% -52.5%
Shop #4 $180.00 N/A N/A N/A N/A -58.3%
Average $194.91 $147.88 $65 $22.50 -50.7% -54.8%
Median $197.44 N/A N/A N/A N/A -54.3%

Seattle, Wash.
Total Price Glass Price Labor Urethane Kit Glass % off NAGS % off NAGS Total

Shop #1 $239.75 $139.75 $100.00 N/A -53.3% -44.4%
Shop #2 $279.70 $135.20 $130.00 $14.50 -54.8% -35.2%
Shop #3 $259.96 N/A N/A N/A N/A -39.8%
Shop #4 $270.28 $150.28 $120.00 N/A -49.8% -37.4%
Average $262.42 $141.74 $116.67 $14.50 -52.6% -39.2%
Median $265.12 $139.75 $120.00 N/A -53.3% -38.6%

Replacement Rates

Glass Price Total Price Glass-Only % Off NAGS % off NAGS Total
Nat’l Average $138.78 $204.74 -53.7% -52.6%
Nat’l Median $139.75 $217.28 -53.3% -49.6%

NAGS Part No. FW02849
3.3 Labor Hours (calculated at $40 per hour)

NAGS Part Price: $299.50
NAGS Total: $431.50
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Chicago, Ill.
Windshield

Repair Price
Shop #1 $49.95
Shop #2 $59.95
Shop #3 $55.00
Shop #4 $65.00
Average $57.48
Median $55.48

Phoenix, Ariz.
Windshield

Repair Price
Shop #1 $50.00
Shop #2 $50.00
Shop #3 $65.00
Shop #4 $75.00
Average $66.25
Median $65.00

Seattle, Wash.
Windshield

Repair Price
Shop #1 $50.00
Shop #2 $40.00
Shop #3 $65.00
Shop #4 $50.00
Average $51.25
Median $50.00

Jacksonville, Fla.
Windshield

Repair Price
Shop #1 $75.00
Shop #2 $60.00
Shop #3 $50.00
Shop #4 $62.37
Average $61.84
Median $61.19

Raleigh, N.C.
Windshield

Repair Price
Shop #1 $59.95
Shop #2 $50.00
Shop #3 $45.50
Shop #4 $37.00
Average $48.11
Median $47.75

Repair Rates

National Average
$55.48

National Median
$60.00

Repair Rates

2008 Scion XB

AGRR also surveyed five cities in the
United States for the price of a wind-
shield repair on a 2008 Scion XB (four-
door utility). As usual, the companies
were told that insurance will not be in-
volved and the customer wishes to pay
for the repair out of pocket.

We also advised shops that the dam-
age was a small rock chip on the pas-
senger side of the windshield. ■

Calling All Readers
Is there a car you’d

like to see featured in
Price Points? Please e-mail

pstacey@glass.com.
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The Floater Crack–Is ItWorth It?
by R i c h a rd C a m pf i e l d

WHEN A FLOATER CRACK
comes into our shop, one
technician may pretend to

be busy so the other one has to do it. As
for me, I think I just remembered I
have a dentist appointment …

The floater crack is the most time-
consuming windshield repair in the
book; it takes about an hour to fix.

What is a Floater Crack?
The floater crack is a stone break

that was ignored and cracked from
temperature change, usually caused by
the defroster, heat, cold or a carwash.
This crack came from pure negligence
by the vehicle owner who should have
had the stone break repaired.

This crack does not run to the edge
and that is why it is called a floater
crack, because it is floating in the in-
terior of the windshield and is usually
horizontal. This is the most difficult
and time-consuming crack to repair.
The steps can be altered depending
on how many tools you have. In fact,
you may alter the steps after examin-
ing the crack and impact point. This

crack does not have a gap like an edge
crack caused by the outward installa-
tion stress. It is tight from inward
lamination stress and has two points
and an impact break, which means
you are not only going to repair the
crack, but have three stone-
break/chip repair procedures to per-
form (the points and the original
impact) plus the crack. The impact is
almost always a star, beeswing or
combination break. This repair can
take 45 to 60 minutes

How to Repair
a Floater Crack

You’ll need the following tools to
repair a floater crack: crack
opener(s); a sliding holding structure
with an injector that can hold at least
12 drops of resin; a drill; bullseye
taper; a low-viscosity resin; and a
medium crack resin. Please note: a
crack resin is different from a chip
resin. A crack resin does not separate
from the PVB and can withhold stress
without yielding.

Following are the steps for how to

repair a floater crack with two different
tool combinations.

The first uses one repair tool and
one crack opener.

1. Drill in front of the points and
tap a bullseye.

2. Place a drop of low-viscosity,
primer crack resin into the drill hole.

3. Place a tool at the point with a
medium crack resin.

4. Place a crack opener approxi-
mately 1-2 inches from the point.

5. Prepare and mount your sliding
injector tool over the drill hole and
wait for the resin to seep down the
crack then slide along the crack to-
ward the impact point.

6. Stop just before the impact point
so no resin bleeds into the break’s
bullseye.

7. Remove the tools.
8. Cover the injected area with a

resin (more than 2,000 cps) that will
not seep into the original break
through the impact point.

9. Repeat steps 2-7 on the other
side of the crack.

10. Cover the injected area as in
step 8, including the original impact,
which is not injected.

11. Cure the entire crack.
12.You now have the original break

separated and sealed from the top
and sides so that it can be repaired
just like a normal stone break using
vacuum and pressure.

13. Remove the mylar film, but not
the resin. Drill through the resin into
the impact point, and then repair and
cure under pressure.

14. Scrape off and pit-fill the drilled
holes and impact point.

15. Clean up, and the repair is
complete.
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A s k T h e D o c t o r

rich@ultrabond.com

p r o s w h o k n o w
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“ The f l o a t e r c ra c k i s a s t one b re ak
th a t wa s i gno red and c ra c ked f rom

tempe ra t u re change, u sua l l y c au s ed by
the de f ro s t e r, h e a t , c o l d o r a c a rwa sh . ”
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Two Chip Repair Tools,
One Crack Repair Tool
and Two Crack Openers

1. Drill and tap a bullseye at the
points. Place a chip repair tool at the
points; vacuum and pressure.

2. Place a crack opener approxi-
mately 2-3 inches from each of the
points and adjust the pressure bolt.

3. Prepare and place your crack re-
pair tools with medium crack resin
butted up to the tool at the points.

4. Wait for the resin at the point to
reach the crack resin and for the crack
resin to begin to flow past the injector
then start sliding your injector tool
slowly along the crack.

5. Go around the impact break and
do not let any resin bleed into the
break’s bullseye. Medium crack resin
will not bleed.

6.Cover the entire surface and break
area with a resin that does not seep
into the break through the impact
point, and then cure. Do not scrape off.

7. You now have the original break
separated and sealed, so that it is repaired
just like a normal stone-break using low-
viscosity resin, vacuum and pressure.
Drill through the resin into the impact
point, repair and cure under pressure.

8. Scrape off, clean up and you are
done.

You now have the basic instructions
to repair a floater crack. Is it worth it?
That is not your call; it is the consumer’s
call as it is his/her vehicle, OE seal, OE
windshield, safety and money. ■

◗
Richard Campfield is the founder and
president of Ultra Bond Inc. in Grand

Junction, Colo. Mr. Campfield’s opinions are
solely his own and not necessarily those of
this magazine.
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R e p a i r R o u n d - U p

mike@nwrassn.org

In Defense of Our Industry
by M i ke B oy l e

A UTO INSURANCE FRAUD
and aggressive solicitation of
consumers aren’t new con-

cepts but it does appear they are being
reported with greater frequency. The
repair industry is not immune to such
complaints.

On a regular basis, the staff of the
NWRA receives complaints from mem-
bers regarding insurance companies
and their respective third-party ad-
ministrators (TPA). These entities have
been a perceived albatross around the
neck for many in our industry and our
members look to the NWRA to help
them with insurance- and TPA-related
issues on a frequent basis.

The complaints generally heard
from members include reductions in
job referrals from insurance compa-
nies, the designation of shops as “non-
preferred” and incidences of steering.

Competing Against Goliath
So, how is a shop to compete against

these Goliaths?
Many within our industry would

tell you that they have moved away
from relying on insurance referrals
and have taken the fate of their busi-
ness and its marketing efforts into
their own hands. Good word of mouth
can be your best marketing tool. The
ability to perform skilled windshield
repair, while providing excellent cus-
tomer service, is the responsibility of
every repair technician—and with re-
ferrals becoming less frequent—is the
business model you need to live by in
order to survive.

Defrauding insurance companies or
overly aggressive solicitation of cus-
tomers is not acceptable.

Of course, we have all heard of in-

stances of fraud within our industry.
These include individuals involved in
“bait-and-switch” schemes, repairing a
pit on windshield, but reporting it to the
insurance company as a break as well as
technicians performing so-called “stress
tests” on damaged windshields, in
hopes of creating an unrepairable crack.

The Rise of Fraud
In early August, the National Insur-

ance Crime Bureau (NICB) released
its first half of 2010 “questionable
claims referral reason analysis” (QC).
The report examines six referral rea-
son categories of claims—property,
casualty, commercial, workers’ com-
pensation, vehicle and miscella-
neous. Overall there was a 14 percent
increase in QCs in four of the six cat-
egories in 2010 when compared to the
first half of 2009.

Most troubling is the NICB’s report
findings of a 107 percent increase in
questionable hail damage claims and
527 percent increase in questionable
auto glass claims so far this year when
compared to the first half of 2009.

In the organization’s press release
touting the release of the report, Joe
Wehrle, NICB’s president and chief ex-
ecutive officer, states that NICB is
noticing “concern from our members
about criminal rings that are deliber-
ately damaging vehicle windshields in
order to file an insurance claim, and, in
some cases, are not doing satisfactory
repairs or replacements.”

Nevertheless, insurance fraud has

existed ever since the inception of in-
surance itself. Fraudulent claims ac-
count for a significant portion of all
claims received by insurers and cost
billions of dollars annually.

Aside from the financial losses of the
insurer, insurance fraud also affects in-
nocent people—both directly through
accidental or purposeful injury or dam-
age and indirectly as these crimes cause
insurance premiums to be higher.

While there will always be a few bad
apples in any industry, I know the ma-
jority of us do not commit fraud nor
engage in overly aggressive solicitation
of windshield repair. It does still hap-
pen, though.

We’ve all read about the recent alle-
gations concerning aggressive sales
tactics—including door-to-door solic-
itation— by associates working on be-
half of certain auto glass repair
companies.

While the NWRA agrees that direct
solicitation of services may prove ben-
eficial in the marketing of your com-
pany’s services, discretion should be
taken when approaching a potential
customer. And, keep in mind, a permit
or license also may be required.

Bottom line: don’t be overly pushy
and don’t intimidate your potential cus-
tomers with over-the-top sales tactics. ■

◗
Mike Boyle is the president of the
NWRA. He also serves as president of

Glass Mechanix in Bend, Ore. Mr. Boyle’s opin-
ions are solely his own and not necessarily
those of this magazine.
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SuperGlass Windshield Repair Sales
Increase Over Same Period in 2009

C O M P A N Y N E W S

SUPERGLASS WINDSHIELD
Repair, which is based in Or-
lando, Fla., recently announced

that its first-half-year sales for 2010
have exceeded those of the first half
of 2009. Company officials say the in-
creases for its individual franchisees
ranged from a 2.6 percent increase to
a 266 percent surge throughout the

world. They attribute the rises to es-
tablishing more accounts in auto
sales and fleets, and an increase in in-
surance work from the Harmon and
Gerber networks. Specific sales num-
bers have not been disclosed.

The 266 percent increase came from
Larry Teal in Mechanicsburg, Pa., and
the company says, on average, the in-

crease was 101.1 percent per franchisee.
“Overall, the chain showed healthy

growth in the midst of a period where
most businesses are struggling to
maintain sales,” reads a statement from
SuperGlass. “Most of those locations
that lost auto rental work replaced it
with marketing to new accounts.”
❙❙➤ www.superglass.com
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Eight Repairs:
No Reloading

Ultra Bond in Grand Junction, Colo.,
offers several tools designed to make the
repair technician’s job simpler.

The company says its repair tool can
complete eight repairs with no need for
reloading. In addition, the company of-
fers its Star-Flexor, designed to flex the

legs of a crack when they’re difficult to
fill with resin.

Ultra Bond’s innovative X-Phobic is
designed to “break” the Rain-X link to
the glass so that the resin can still bond
to it. The company’s Xtra Bond was de-
veloped to increase the technician’s
bond to the glass for stars near the de-
froster area.

The company also offers Clear Pit pit-
filler, which utilizes no mylar or scrap-
ping and doesn’t require a polish. Ultra
Bond’s Rain-Proof additive also is avail-
able; company officials say just one drop
of this solution placed in your injector
can absorb and dissipate water.
❙❙➤ www.ultrabond.com

Glass Technology
Catches the BluWave™

Glass Technology, located in Durango,
Colo., introduces Diamond BluWave UV
Curing Technology with Diamond Clear
Resins, a high-intensity UV curing
process, which company officials say en-
sures cross linking and cross hatching,
resulting in a strong and fast cure, ac-
cording to the company.

The system uses high-intensity LED
UV technology and allows a windshield
repair technician to cure the resin inside
the break quickly while the windshield
repair equipment is still on the glass.
❙❙➤ www.gtglass.com ■

Detail Plus Introduces Professional
Headlight Restoration System

Detail Plus Car Appearance Systems of Portland, Ore., has added a new service
system to its line of cosmetic car care products. The Professional Headlight
Restoration System will restore polycarbonate and plastic headlights to a like new
condition in less than an hour, according to the company.

The system features a mini-buffing tool onto which the sanding disks and pol-
ishing pads are attached.

Also included are the series of sanding disks in various grits, foam polishing pads
and special polishing compounds/polishes to restore the lens to a like-new finish.
❙❙➤ www.detailplus.com

Before After
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K U D O S

Glass Doctor® of Southeast
WisconsinWins Franchisee
of theYear Award

The Glass Doctor of
Southeast Wisconsin
franchise, owned by
David Kozlowski, was
named the 2009 Glass
Doctor Franchisee of
the Year during the
company’s 2010 Re-
union Conference
held June 20-23 at the
Marriott Hill Country Resort in San
Antonio.

The Franchisee of the Year Award is
presented to the franchisee who has
consistently grown his or her busi-
ness through the Glass Doctor train-
ing system and has achieved a
consistently high level of success
through quality and professional
service.

Kozlowski purchased an existing
franchise based in New Berlin, Wis., in
2007. The next year, he was named the
Glass Doctor Rookie of the Year.

In addition, Glass Doctor recently
named Robert Rice of the Glass Doc-
tor of Columbus franchise the national

outside sales repre-
sentative of the year.
The outside sales rep-
resentative of the year
award is presented to
the outside sales rep-
resentative who has a
reputation for excep-

tional commercial account manage-
ment, customer service and sales per-
formance, according to the company.
Rice was nominated for the award by
Tim Billman, owner of the Glass Doc-
tor of Columbus franchise.

A P P O I N T M E N T S

PGW Names New
Director of Quality

Pittsburgh Glass Works (PGW) LLC
recently hired Richard Corliss as its
new director of quality—a newly cre-
ated position.

In this role, Corliss assumes overall
responsibility of PGW’s global quality
organization. His primary focus will be
collaborating with PGW’s manufactur-
ing and commercial teams to enhance
the company’s quality systems from
end to end to meet PGW’s customers’
needs, according to a statement from
the company.

Corliss has 35 years of management,
quality and operations leadership expe-
rience, and most recently was with Tin-
nerman Palnut Engineered Products,
where he served as director, engineering
and quality, and worked with plant
managers and local quality managers to
root cause and countermeasure internal
product and processing challenges, as
well as optimize quality opportunities as
identified through internal reviews and
cooperative discussion with customers.

Prior to his position with Tinner-
man, Corliss spent 30 years with Alcoa,
where he also managed the company’s
quality and technology functions.

O B I T U A R I E S

Tri-City Glass Founder
Passes Away
Richard (Dick) Bender, the

founder of Tri-City Glass in Appleton,
Wis., passed away in September. Ben-
der, who died at the age of 78,
founded the company in 1960 with
Shirley Bender-Gehrt.

The two originally ran the company
from their home, along with a 2,000-
square-foot warehouse, offering mo-
bile auto glass service only. In 1976, the
business moved to its present location
and added several other services, in-
cluding residential windows, glass,
mirrors and acrylics, along with fur-
nishing glass and glazing products, to
its offerings. A second location was
added in 1986, and the company went
on to open a new division, Valley Door
Sales, in 1991.

In 1992, the Benders transferred the
business to four of their children—
Charles, who now serves as president;
Larry, vice president, Donna Dorn,
vice president and secretary; and
JoAnn, vice president and treasurer.
Since the transfer, the company has
expanded further and in 2004 was re-
named Tri-City Glass & Door.

Long-Time Belron
Executive Ken Reeds
Passes Away
Ken Reeds, who once owned Lad-

daw, a United Kingdom-based auto
glass distribution firm, passed away in
July. He was 77.

Reeds had sold his company to Bel-
ron in 1999, but had stayed on in a pur-
chasing role.

He is survived by his wife, Pat; his
children, John, Glenda, Mark, Julia and
Lynn; and several grandchildren. He
was preceded in death by his son, Neil.

The family asks that, in lieu of flow-
ers, donations be made to the British
Heart Foundation, c/o Arnolds Funeral
Service, 48 Roff Avenue, Bedford, MK41
7TE United Kingdom. ■

i n d u s t r y i n s i d e r s
peop l e i n the news

David
Kozlowski

Robert Rice
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A S S O C I A T I O N N E W S

IGA Board Elects Epley President; Short Joins Board
The Independent Glass Association’s (IGA) board of directors re-

cently elected Alan Epley of Southern Plastics and Glass in Colum-
bia, S.C., as its new president. He succeeds David Zoldowski of Auto
One in Brighton, Mich., who now serves as past-president.

“My sole purpose is to ensure and do everything we possibly can
to level the playing field,” says Epley.

In addition, Jim Short of Klein-Dickert in Madison, Wis., was
elected to the board of directors. Alan Epley
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And now everywhere in between.
Now you can find quality SRP Totalseal auto glass adhesives 
virtually everywhere auto glass is repaired or replaced. Try SRP
Totalseal today and see why glass shops across North America enjoy
the peace of mind that can only come from an OEM adhesive.

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

FROM SEA TO SHINING SEA.

SRP, Shat-R-Proof and For Installers, By Installers are registered trademarks of TCG International Inc.
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Adhesives/Sealants
AUTO GLASS ADHESIVE SYSTEMS

SHAT-R-PROOF CORP.
12800 Hwy. 13, Suite 500
Savage, MN 55378
952/946-0450 (phone)
952/946-0435 (fax)
www.shatrproof.com
info@shatrproof.com

Auto Glass
NATIONAL GLASS
BROKERS, LLC
3115 Fry Rd., Suite #401
Katy, TX 77449
281/599-1550 (phone)
281/599-8158 (fax)
www.nationalglassbrokers.com
sales@nationalglassbrokers.com

SAINT-GOBAIN
AUTOVER USA, INC.
3351 Southwest Blvd.
Grove City, OH 43123
614/801-2290 (phone)
614/801-0303 (fax)
www.autover.us
Dorothy.moorhead@saint-gobain.com

RV GLASS

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

Information Sources
ASSOCIATIONS

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

PUBLICATIONS

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

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

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

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

Windshield
Repair Products
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 PRO SYSTEMS
1116 Deanna Dr.
Rockford, IL 61103
815/713-4480 (phone)
815/713-2030 (fax)
www.glassprosystems.com

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

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

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

REPAIR SYSTEMS & SERVICES

GLASS MEDIC
7177 Northgate Way, Ste. C
Westerville, OH 43082
614/891-9222 (phone)
614/891-9227 (fax)
www.glassmedic.com

AEGIS TOOLS
INTERNATIONAL
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) ■

T H E S H O W C A S E
d i r e c t o r y o f s u p p l i e r s
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To place a listing, call Janeen Mulligan at 540/720-5584,
ext. 112, fax 540/720-5687 or e-mail jmulligan@glass.com.
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1. Please check the ONE category that BEST describes the business activity of your company:

1 � Retailer/dealer of auto glass &/or related products
(repair &/or replacement).

2 � Distributor/wholesaler of auto glass &/or related 
products (repair &/or replacement).

3 � Manufacturer/fabricator of OE auto glass 
&/or related products. 

4 � Manufacturer/fabricator of AGR glass &/or related
products (repair &/or replacement).

2. Please check the ONE below that best describes your title and function:

A � Owner, president or other managers

B � Repair technicians/Auto glass installer

C � Technical engineers

D � Claims adjuster, agent or other insurance official

E � Others allied to the field (please specify): _______________________ 

3. Number of employees:

A � 1-4 B � 5-9 C � 10-19 D � 20-49 E � 50-99 F � 100+

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

A � IGA B � NWRA C � NGA D � None

5 � Manufacturer/fabricator of both OE & AGR glass 
&/or related products.

6 � Other AGR-related companies such as auto body, 
collision repair, fleet management or insurance 
companies.

7 � Others allied to the field (please specify):
____________________________________

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

� YES � NO

� 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)

� PRINT  � DIGITAL

Subscriptions are free to all qualified recipients at U.S. addresses. Addresses outside the U.S. please add $65 per year. Digital edition is free world wide. 
By subscribing and signing this form, I also agree to allow publisher to contact me via fax, e-mail and/or telephone in the future.

PLEASE COMPLETE THIS ENTIRE FORM AND FAX IT TO 630/482-3003

Subscribe to for FREE
or subscribe online at www.glass.com/subcenter.php

I want to start/continue my FREE SUBSCRIPTION to AGRR: � YES � NO
Print your name: ___________________________ Signature: _____________________________ Date: _________

Company: _____________________________________________ Title: ____________________________________

Address: ________________________________________________________________________________________

City: _________________________________________ State: __________________Zip: ________________________

Phone: ______________________ Fax: __________________ Email: ______________________________________

Page Company Phone Fax Web Address

9 A.N. Designs Inc. 866/482-2921 860/482-8585 www.ultrawiztools.com

54 AEGIS Tools International 888/247-6000 608/274-9395 www.aegistools.com

26-27 Auto Glass Week 540/720-5584 540/720-5687 www.autoglassweek.com

45 Coach Glass 800/714-7171 541/393-5896 www.coachglass.com

7 Creative Extruded Products 800/273-1535 937/667-3647 www.creativeextruded.com

18 Curved Glass Distributors 800/243-6546 203/735-3623 www.autobusglassdistributors.com

18 Delta Kits Inc. 800/548-8332 541/345-1591 www.deltakits.com

5 Dow Automotive 800/698-6246 734/697-8228 www.dowautomotiveaftermarket.com

33 EFTEC Aftermarket 866/596-7772 866/596-7778 www.eftecna.com

3 Equalizer Industries 800/334-1334 512/388-4188 www.equalizer.com

20 GlasWeld Systems 800/321-2597 541/388-1157 www.glasweld.com

1 Gold Glass Group 800/448-5188 631/981-4299 www.gggcorp.com

11 Jamak Fabrication 817/737-3703 817/594-8324 www.jamak.com

22 Mainstreet Computers 800/698-6248 734/698-8228 www.mainstreetcomp.com

C2 Pilkington North America 866/377-3647 419/247-3821 www.epremier.net

53 Precision Replacement Parts 800/367-8241 800/545-5083 www.prp.com

16 Reid Manufacturing Co. 800/353-7343 616/997-0030 www.reidmfg.com

49 Shat R Proof Corp. 800/728-1817 952/946-0461 www.shatrproof.com

13 Sika Corp. 800/688-7452 248/577-0810 www.sikaindustry.com

45 Sunroof Express/Night Watchman Co. 800/322-8867 586/498-2301 www.nightwatchman.net

15 Ultrabond 800/398-2663 970/256-1786 www.ultrabond.com
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EVERSINCEDENNYNOREIKAS,
senior account manager for
Dow Automotive, quit playing

the guitar as a child, he knew he
wanted to get back into it. He just did-
n’t know how. Then, one day at a book-
store with his wife, he came across the
book “Country and Blues Harmonica
for the Musically Hopeless” by Jon
Gindick.

“I bought it as a joke,” Noreikas re-
calls. Soon, however, he was playing
campfire songs with the blues har-
monica that came packaged with the
book. He began to purchase addi-
tional self-teaching books and CDs
and attended a few weekend instruc-
tional seminars.

Now 11 years, 52 harmonicas, three
microphones and two amplifiers later,
Noreikas would describe himself as an
intermediate player.

“Everyone has some sort of hidden
talent, and we all need to find out what
that is,” he says.

Noreikas squeezes as much practice
time as possible in throughout the day.

“I keep a harmonica in the glove
box,” Noreikas says. “Sometimes when
my wife and I go to the store, if I don’t
want to go inside, I’ll just play. I also
tend to pull out a harmonica at around
11 o’clock at night when we’re watch-
ing the news.”

He says he plays at least a half hour
to an hour a day, and, because of its

small size, Noreikas says
he always has a har-
monica in his pocket.

“I travel a lot for work, and when I
travel, I’m able to play in my hotel
room until about 10 p.m. when some-
one taps on the wall, saying I’m too
loud,” he jokes.

And Noreikas has found others
who share his passion for the har-
monica. Two and a half years ago, he
began performing with a band called
“The Plunge” at weddings. He also is
an active member of the Dayton
Blues Society. On the second Sunday
of each month, the group holds a
blues jam session, and Noreikas usu-
ally performs.

Once a victim of stage fright, Nor-
eikas says the harmonica has helped

him face a fear.
“I can get up and give a presenta-

tion in front of 200 people for work
and not think anything about it, but
three years ago, the thought of getting
in front of the same group to play the
harmonica would have terrified me,”
he says.

He also tells new players to lessen
the time spent playing using books and
CD training material and encourages
them to simply play along with music.

“Blues is music you can feel,” Nor-
eikas says.

Noreikas has been with Dow Auto-
motive for nine years. He is based in
Dayton, Ohio. ■

FAST FACTS
Name: Denny Noreikas
Day Job: Senior Account

Manager, Dow Automotive
Location: Dayton, Ohio
Alter Ego: Blues Harmonica

Extraordinaire

Feeling the Beat
Denny Noreikas, Dow Automotive

“ E ve r yo n e h a s
s o m e s o r t o f

h i d d e n t a l e n t , a n d
we a l l n e e d t o f i n d
o u t w h a t t h a t i s . ”

A v o c a t i o n s
l i f e be yond the au to g l a s s bu s i n e s s
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