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Sep 4 - Dan Leiner of Cal/OSHA Consultation services at  
   Mijares 
Oct 2 - Oktoberfest Bowling at Montrose Bowl 
 
 

 
Nov 6 - Maylan Newton at Mijares 
Dec ? - Chapter Christmas Party 

UPCOMING MEETINGS & EVENTS 
Aug 7 - Special night at Irwindale Speedway 

President’s Message: 
 

Wow. Summer is here with a vengeance. I can't believe 
how hot it's gotten this year.  

I hope for all of my fellow shop owners it's been a 
good omen, and you have been able to catch all that 
extra work.  

ASCCA has a lot of great events  planned for the rest of the year. Join us this 
Tuesday at Irwindale Raceway for a night of BBQ, Tours, and Service writer 
training. This should be an amazing event and we look forward to everyone be-
ing there.  

Remember to keep checking in with ASCCA email and if you're not on Team 
Talk make sure you sign up. There's lots of stuff happening statewide. Remem-

ber, membership has its privileges and ASCCA is here for you. 

 

 

 
 

 

Darren L. Gilbert 

Gilbert Motor Service 

626-282-0644 

Alhambra, CA  

President ASCCA Chapter 5 

mailto:ascca.05@gmail.com
http://www.ascca5.com/
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Accidents Happen 
Ratchet+Wrench: September 1, 2016, Audra Fordin 

I wish every driver who entered my shop had a great experience. Most of 
them do. But when you’re working with automobiles—complicated machines just 
like people!—accidents happen. Parts malfunction. People mess up. Drivers mis-
understand. Service advisers misspeak. You can’t avoid it. 

I’ve been in the auto industry for over 30 years. Heck, I remember when we used to handwrite the 
invoices. In that time, I’ve lived through all kinds of ways to get it done. I find that if I want quality con-
trol, I must have policies and procedures in place. 

Still, some problems slip through the cracks. For instance, one of my customers needed a new rotor. 

We replaced it and got him back on the road. A few days later, he called with a concern. His car was 
making an unnerving noise. When he drove slowly, there was a scraping sound. I asked him to come 
by the shop so we could do an inspection. Turns out the backing plate was touching. I had the driver 
wait and apologized for the inconvenience. 

Another one of my customers needed brakes and rotors. A few weeks later, he returned with a com-
plaint. At high speeds, hitting the brakes caused a vibration. One of the rotors was defective. He was-
n’t too upset since the manufacturer was at fault. I made sure he understood there wouldn’t be addi-
tional charges for the extra labor. 

Unfortunately, there isn’t always another person to blame. Some accidents occur under your own 
roof. Regardless of the circumstances, it’s best to own the situation. 

A few weeks ago, I “skipped a step.” One of my best friends texted me that her mom’s car (you al-
ready know this is going to be a doozy) broke down on her way to lunch; she was having it towed in, 
and wanted me to get it back to her the same day. A small communication error is all it took to cause 
a huge mess. 

The original repair was a blown hose. That caused the engine to run hot. Simple job (or so I thought). 
We put in the hose, filled her up with coolant and sent her on her way. The next day, she went to her 
car and there was white smoke. Turns out the car needed a head gasket, too. Now, she’s stuck 
again. 

My intentions were good, but skipping one simple step made all those intentions null and void. Since 
then, I have apologized and groveled. And to make matters worse, they have an inspection due on 
their other car and they’re not comfortable bringing it in. Ugh. 

Sometimes a technician is too optimistic about how long a repair will take. An example: “Sure, wheel 
alignment? No problem. Hang out in the lobby. We’ll be done in an hour!” 

Making a promise like that is a bad move if the rack was occupied by another vehicle with a strut job 
on it. 

Two hours passed and the driver got irritated. Three hours passed, he made it known he was irate, 
took his car and left. 

(Continued on page 3) 

https://www.ratchetandwrench.com/articles/4112-accidents-happen?utm_medium=email&utm_source=utm_code
https://www.ratchetandwrench.com/authors/20-audra-fordin
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We have 10-minute meetings every Saturday before we go home. Rest assured the lack of commu-
nication with this customer was the topic. I shared a mantra with them: 
“For happy customers, underpromise and overdeliver!” 

It stinks that we lost a customer, but it was for the greater good since I was able to stress the im-
portance of clear communication. 

Here’s one more case study from a service advisor’s perspective. It illustrates more so why commu-
nication is so important. A driver asked for a “tune up.” (I don’t like that phrase, because it doesn’t 
mean anything. Modern engines are controlled by computers. There isn’t even anything to tune up.) 
Instead of asking follow-up questions to determine why the driver felt he needed a “tune-up,” the 
service advisor instructed my crew to do a general inspection. 

“If my service advisor had started the interaction with open 
follow-up questions, the conversation might have gone com-

pletely different.”  
—Audra Fordin, owner, Great Bear Auto Repair 

One of my technicians found a big problem. Their brakes were in bad shape and needed to be re-
placed. We called the driver to inform them of the problem. They got upset. “All I wanted was a quick 
tune-up. Why are you trying to sell me a $300 brake job?” I asked some questions in an attempt to 
figure out exactly what the driver wanted. It wasn’t successful. They thought it was necessary to get 
a “tune up” every now and then. 

I tried to educate the driver about how much car engines have changed, but he didn’t seem interest-
ed. It’s probably because he already decided we were ripping him off. 

If my service advisor had started the interaction with open follow-up questions, the conversation 
could have gone completely different. He might have been more receptive to it. Who knows? 

You can’t reverse the past. You can only modify your actions so your shop will do a better job in the 
future. Accidents happen. This is unavoidable. Focus on what counts: the speed and quality of your 
reactions. 

Audra Fordin is the fourth-generation owner of Great Bear Auto Repair in Flushing, N.Y., founder of consumer 
advocacy initiative Women Auto Know/Drivers Auto Know (womenautoknow.com), and author of “End Auto 
Anxiety: No Fear Car Repair and Maintenance for Busy Women.” Reach Fordin 
at audra@womenautoknow.com.  

This story was originally published in Ratchet+Wrench in September, 2016. Used with permission. 
 
Ratchet+Wrench is the leading progressive media brand exclusively serving auto care center owners and op-
erators through examining in-depth real world struggles, successes and solutions from the industry. It pro-
vides our readers and users the inspiration, tools and motivation to help them succeed in the auto care center 
industry. 

(Continued from page 2) 

http://www.womenautoknow.com/
mailto:audra@womenautoknow.com
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The Benefits of Industry Affiliations 
Mitch Schneider 

It started informally. A few shop owners getting together in the early ’90s through our local cham-
ber of commerce. Unfortunately, the relationship with the chamber didn’t last all that long. As I re-
call, the breakup had a lot to do with external rules and regulations that most independent shop 
owners don’t generally understand or appreciate. 

I can’t tell you much more about the group than that. Not beyond how much I really enjoyed the 
meetings and being with the other shop owners. Being together felt good. It felt natural, almost 
therapeutic. 

Getting to know each other as small business owners struggling to succeed, not just as competitors 
in a highly competitive market, made it a lot easier to pick up the phone to call for help, borrow a 
piece of equipment or share a bad day. 

I didn’t start the group. I didn’t lead it. I was just a passenger on that train. But, it was a train I really 
enjoyed traveling on and I think it would be safe to say everyone felt that way. 

I’ve written about the importance of this elusive concept of community before. I pointed out the crit-
ical impact hanging out with other shop owners can have on your business. Shop owners who ac-
tively meet with other shop owners to talk about business related problems and opportunities just 
plain do better. They make more money, generally with a lot less effort! 

They overcome obstacles with more confidence that comes from the shared experience of others 
who have overcome the same obstacles. And, they achieve their goals and objectives more quickly 
and with less anxiety, because other members of their community have marked the path. 

They enjoy a better quality of life as well, made better by the active and voluntary contribution of 
the shop owners involved in their community. 

This is not a new and different appreciation of the need to participate with other shop owners. 
Thanks to my father’s example, that commitment has stayed the same throughout my entire career. 

He was a member of his local association of service station operators in New York and one of the 
first things we did after opening our service station in Santa Monica, was join the Automotive Ser-
vice Council of California. We continued our membership in ASC-CA when we opened in Simi Val-
ley, and augmented that state and local involvement with a membership in the Automotive Service 
Association. 

Our involvement in community went beyond that when we started working with a company that 
coaches automotive service businesses like ours and joined a 20 Group. 

So, my commitment to the concept of shop owners working together to elevate the industry and 
their position within it hasn’t changed at all. I’ve just achieved a new and different perspective. The 
same perspective that forces you out from under the hood of the vehicle you’re working on, to 
work on your business instead of just working in it. 

What has changed is the anger I feel looking at an industry in which so few shop owners are willing 

(Continued on page 5) 

https://www.ratchetandwrench.com/articles/6727-the-benefits-of-industry-affiliations
https://www.ratchetandwrench.com/authors/7-mitch-schneider
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to affiliate with or participate in anything. A number that, if increased, would and could change the 
entire landscape of the industry. 

Suspend your current reality and walk with me for a moment. I want you to see this industry 
through my eyes. I want you to see an industry in which shop owners are willing to communicate, 
participate and share. 

There was a group of shop owners that decided it would make more sense to work together than to 
go it alone. They formed a holding company that took on the responsibilities of negotiating for uni-
forms, insurance, tools and equipment. They even managed employment by hiring and then leas-
ing employees back to their individual shops. 

Did working together work? It worked well enough for the holding company to open a sixth shop! 

There was an association of shop owners in another city that purchased shares in a parts ware-
house that resulted in deeper discounts and year-end dividends. 

That’s in addition to the exponentially better financial performance affiliated shops enjoy in contrast 
to non-affiliated shops. 

In each case, I brought those ideas back to my community hoping at least five other shop owners 
consider working together at that level. Unfortunately, it was another instance of “I/me” triumphing 
over “we/us.” 

But, I still ask myself what would have happened had we started a holding company or purchased 
the local parts store up for sale at the time. What could we have accomplished working together 
that escaped each of us working in isolation? 

How far could we move forward as an industry if just half of us affiliated with a state, local or nation-
al association? Where could you be if you joined a coaching consulting company? Where would 
you be if you combined your knowledge and experience with the knowledge and experience of 20 
other shop owners just as committed to their success as you are to yours? 

 

Mitch Schneider is a fourth-generation auto repair professional and the owner of Schneider’s Auto Repair in 
Simi Valley, Calif. He is an industry educator, author, seminar facilitator, and blogger 
at mitchschneidersworld.com. Contact him at mitchs@schneidersauto.net.  

 

Published in Ratchet+Wrench - August 1, 2018  Used with permission 

 

Ratchet+Wrench is the leading progressive media brand exclusively serving auto care center owners and 
operators through examining in-depth real world struggles, successes and solutions from the industry. It 
provides our readers and users the inspiration, tools and motivation to help them succeed in the auto care 
center industry. 

(Continued from page 4) 

http://www.mitchschneidersworld.com/
mailto:mitchs@schneidersauto.net
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Selling On Trust: Established Relationships Beat Selling 
On Safety And Value 

Victor Broski  

Wouldn’t it be nice if cars came into your shop with an ATM machine in the dash? After you fixed what was 
necessary on the car, you put in your shop credit card, punched in the invoice amount and the money due 
came out. I’m hoping to make service writing seem that easy. 

Our technician was finishing with a check engine light diagnosis when he asked, “What does the customer 
want to do?” I thought, “I don’t know, I haven’t told them yet.” Then, I realized that I tell my customers what 
to do. They trust me. 

This trust is built on a relationship I’ve established. We’re friends dealing with friends. I know about them, 
their work issues, their family, vacations, interests, etc. We talk. We become friends. Fixing their car is al-
most secondary. 

I know what is best for them to fix their current problem or scheduled maintenance, the additional mainte-
nance they will need in two or three months, and what can wait until their next service. I let them decide the 
middle ground. They love having the control of that decision, and often say “yes” to the additional mainte-
nance. 

But, this process only comes with a real connection, not a fake smile then a back to your desk type of rela-
tionship. You have to give them time, not squeeze them in. You have to look at them. You have to listen to 
their stories, not tell a better one. 

 
Once you have this relationship, it’s a simple, safe phone call to approve this service. The call is delivered as 
if they’ll say yes, because it’s practically guar-
anteed since you aren’t selling them anything. 

How? Service writers don’t “fix” people; we 
work with their quirks. And we all have quirks. 
We guide them to make the best decision for 
their car, themselves, and their pocketbook. 
And, of course, at a good profit for the shop. 
We can’t do all that without making a profit. 
Customers know that. 

Before dialing the phone, clear your head of 
any issues at the shop. Rehearse your cheer-
ful opening sentence. Then say something 
like: “I’ve got some news on your car. Let’s come up with a plan on what to do. Your car needs this, this and 
this to fix the _______. Here are some things we could do now or in two or three months, and some things to 
do next service.” (Technically the “next service” stuff shouldn’t affect your approval percentage.) 

As a service writer, I am fun and funny, while being informative and taking care of their spending. The goal is 
for them to feel safe, since they trust me. 

Getting customer approval through the “Safety and Value” approach is old school. It borders on high-
pressure sales. Nobody wants to be sold. 

First, let’s look at safety. I did a search on the causes of car crashes. Of the four top 10 causes lists, mainte-
nance was only on one list, and at the bottom. The rest of the top crash causes were due to driver error. So 
what is the safety angle? 

Value? The car is worth (about) the same after a tune up. Or a brake job. Even after four new tires. However, 
yes, their car is worth more, and it will sell easier, with a pile of maintenance records. 

(Continued on page 7) 

http://www.shopownermag.com/selling-on-trust-established-relationships-beat-selling-on-safety-and-value/?cid=95903
http://www.shopownermag.com/selling-on-trust-established-relationships-beat-selling-on-safety-and-value/?cid=95903
http://www.shopownermag.com/author/victor-broski/
http://s19536.pcdn.co/wp-content/uploads/2018/08/trust-2-82600.jpg
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Believe it or not, the customer wants to know the current and future needs of their car. Knowing this infor-
mation can better help them plan for it. Nobody wants financial surprises. They are just hoping your call is 
not bad news. Truth is, none of it is bad news. It’s just news. Oh, and you aren’t the bad guy in the news 
about their car. You are the car detective, discovering the clues of the car. The car is telling you what’s 
wrong with it after the customer drove it for X-thousand miles. 

If you give them the complete list of repairs and press them to do them all, you’ve overlooked human nature; 
you’ve taken away their choice. They need to say “no” to something. You just became a machine: a money 
sucking machine, not a person, not a friend. If I were them, I’d say “no” too. 

The same theory can be applied to the price shopper calling to price a certain repair. Current thought says 
not to quote or diagnose over the phone, but to get them into your shop for an accurate diagnosis. Where’s 
the trust? They have no idea who they are dealing with. This is the time to build a relationship through your 
friendliness, caring, and car knowledge. People buy from whom they know, like and trust. 

While this approach may seem to take longer, the friendship goes a long way in softening or lessening any 
future misunderstanding or comeback issues, saving you out-of-pocket expenses to make it right. 

If you work to build the trust and relationship parts of the interaction, to become their ‘car detective’, and to 
help the customer understand and plan for car needs, you grow more long-term business for your shop. 
Stop focusing on the value and safety slant, move forward from persuasion techniques and start building 
trust. 

SIDEBAR 

Getting into the Right Mindset 

When I first started in this biz, the shop owner said this about the customers: “They have the money.” It took 
five years to sink in. Don’t let that happen to you. 

What the customers KNOW: 

• They KNOW a shop needs to make money 
They know you need money to stay in business, to buy new tools, new scanners, update existing scanners, 
insurance, retirement, etc. It’s as if they expect your other customers to pay their way. Or, for you to pay for 
part of it. Don’t let that happen to you. Don’t let them grind you. Do you want to put your customer’s daugh-
ter through college or your daughter? 

• They KNOW their car needs maintenance 
I had a customer say this to me as he was paying his high bill: “It’s part of owning a car.” I thought, “Wow! I 
should have been saying that to him, not the other way around.” 

• They KNOW cars sometimes break – and need fixing 
Vehicles wear out, just like everything else. 

• They KNOW nobody asks them to take a smaller paycheck 
“Hey, we put on a sale this week. Can we write you a smaller paycheck?” Can you imagine?! 

They work to get paid – you work to get paid. That’s fair. 

 

Used with permission of Babcox Publications and ShopOwnerMag.com 

(Continued from page 6) 
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Five-Star Mediocrity: If You’re Not Creating Positively  
Memorable Experiences, You’re Not Creating True Customers 

Steve Ferrante  

Specializing in training for independent tire/auto service businesses, I normally steer clear of new 
vehicle dealerships for tires or service work for my personal vehicles. The exception to this rule oc-
curred recently when I brought in my 2016 Chrysler 300, a company car I lease through my busi-
ness, into my local Jeep-Chrysler dealership in response to a safety recall notice. 

The issue was to replace the front driveshaft bolts, a situation that could lead to the bolts loosening 
and allowing the front driveshaft to disconnect. Yikes! 

To best understand my experience, let’s borrow a principle from Stephen Covey’s 7 Habits of Highly 
Effective People and begin with the end in mind. At the end, when I was picking up my car and pay-
ing my bill, the associate said, “You’re going to receive a survey from Chrysler regarding your expe-
rience. Anything graded less than a 10 is considered a failure. Bill (pointing to his service manager) 
really wants a 10.” I told the associate (who never bothered to introduce himself), “Of course, every-
one wants a 10. Out of curiosity, what do you think was perfect about my experience?” 

Looking completely bewildered by my question he responded, “Was there a problem?” 

“No, no problem, but since Bill really wants a 10, I’m just wondering if you think my experience was 
as good as it gets, or as good as it could have been?” 

“I’m sure we could do better.” 

“Exactly,” I replied as we parted ways. 

So what did they do? Well, if their objective was simply to get the job done, then mission accom-
plished. However, if their objective was to provide an extraordinary experience worthy of that desired 
10 rating, then they came up short. 

Not even close. 

Not having been to this dealership for service before, I expected that they would roll out the red car-
pet and with balloons, confetti and a 10-foot banner that read, “Welcome Steve Ferrante! We’re so 
happy to have you as a new customer today!” 

Actually, I wasn’t expecting that at all. But a “Hi, my name is Bob. Welcome to our dealership,” would 
have been nice. Instead, I got no welcome at all. Just an unceremonious, “What can I help ya with?” 
similar to the reception from your average supermarket deli-counter worker. Seeing as the job was 
going to require several hours, I inquired if they would be offering a loaner vehicle. “Nope, we don’t 
do loaners,” I was told. Courtesy shuttle? Again, nope, followed by, “We rent vehicles if you need 
one.” 

With no transportation, and not wanting to spend the better part of the day at the dealership, I went 
ahead and paid the $35 for one of their rentals, a Ram truck with an interior that reeked so badly of 
cigarette smoke that I also reeked after the 10-plus minute drive back to my office. A couple of 
weeks later, I did indeed receive that survey from the dealership. As suspected, the language on the 
survey made it clear of their intent; to service my vehicle — nothing more, nothing less. 

To satisfy or not satisfy is not the question. 

On the surface, it may seem that simply satisfying the customer’s vehicle needs is the goal. I needed 
my vehicle repaired; they repaired it. What’s wrong with that? 

If their plan was “one and done,” then they did so splendidly because I’m certain I won’t be returning 

http://www.shopownermag.com/five-star-mediocrity-if-youre-not-creating-positively-memorable-experiences-youre-not-creating-true-customers/?cid=95903
http://www.shopownermag.com/five-star-mediocrity-if-youre-not-creating-positively-memorable-experiences-youre-not-creating-true-customers/?cid=95903
http://www.shopownermag.com/author/ferrantebabcox-com/
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in the future. 

Of course, not all new vehicle dealerships are like this. Lexus and Mercedes typically provide out-
standing customer experiences and I feature their exemplary service models in my Pinnacle Per-
formance Training. 

Are Your Customers Really Your Customers? 

As the Pinnacle team and I have evaluated more than 60,000 incoming sales calls (a number grow-
ing daily) between employees and actual potential customers (not mystery shoppers), I’m well 
aware of the fact that most shop owners don’t even take into consideration that a very large per-
centage of customers aren’t really theirs. They’re shoppers. They call around for and often buy be-
cause of price. Although they may have been a previous customer, now that they’re back in the 
market for vehicle service, you are now just one of several shops they call, once again, to make 
their decision based on price. They typically end phone interactions with “Okay, thanks for the in-
formation; I’ll let you know.” 

These aren’t real customers. They’re transient customers — here today, gone tomorrow. A true 
customer is one who, when they need vehicle service, calls you. Period. And when a family mem-
ber or friend needs vehicle service, they recommend and refer you. Anything less than that, then 
you simply do not have a truecustomer. 

Now, I’d be willing to bet you do, indeed, have customers like this. You just need more of them. If 
you’re like all the shop owners I’ve met, then you agree, but you’re probably focusing your market-
ing efforts on getting more traffic in your stores, upping car count and all that jazz. 

As you may have heard, it costs five to six times more to generate a new customer, compared to 
keeping the one you already have. And, if you do that successfully, the value of that loyal customer 
is typically 10-20 times whatever they spend today. And that’s before they go ahead and refer their 
family members and friends! 

The solution to this is true customer engagement. That does not come from merely satisfying the 
needs of customers or providing the lowest price. It comes from providing a positively memorable 
experience. 

In a nutshell, poor customer experiences are a bad memory. Average customer experiences are 
forgettable. But, the best customer experiences are positively memorable. This cute quote is true; 
the difference between ordinary and extraordinary is that little “extra.” 

If all you do is satisfy customers’ needs, then you will lose them as soon as they find a business that 
does just that — plus that little extra. If you sell a job for the lowest price, but with lousy service, not 
only will the customer not come back, but you also have likely lost more than just their business as 
they share their story of dissatisfaction with their friends and family. If you provide a fair price with 
average service the customer will be merely satisfied. In this case, you will have made a sale today, 
but not a true customer. 

On the other hand, if a customer needs a particular repair and you provide it for a fair price with 
superior service, the customer will be beyond satisfied. 

Unlike the merely satisfied customer who forgets their average experience and shops around next 
time, the beyond-satisfied customer remembers how they felt and this emotional connection cre-
ates a bond with the business and loyalty to the brand. 

(Continued from page 8) 

(Continued on page 10) 
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The Automotive Service Councils of California, their officers, board members, employees, members 
and affiliates in no way warrant the quality, competency, or merchantability of any goods or services 
advertised in this publication. In connection with this disclaimer, the Automotive Service Councils of 
California in no way warrant or insure the goods or services described herein, and each and every 
individual contracting with these manufacturers shall do so at their own risk. Furthermore, individu-
als utilizing these services are forewarned that the Automotive Service Councils of California have 

conducted no investigation into any representations made in any advertising, literature, or ad distrib-
uted by the advertisers in this or any other publication. Additionally, please be advised that the opin-

ions and comments expressed by the contributors to this periodical are those of the contributors 
alone and do not necessarily reflect the opinions of the Automotive Service Councils of California, or 

ASCCA Chapter 5, or their officers, directors, members or staff. 

Be Remarkable or Be Irrelevant 

Unless you have a one-of-a-kind product and/or no competition in your market, then being remarka-
ble matters. As consumers, we are flooded with advertising and marketing messages. Precious few 
of those messages make it through the noise and stand out in our minds. They’re unremarkable. 

As I wrote about in a previous “How to Fail” article, as potential customers shop around with very 
little to distinguish one repair shop from the next, they naturally default to the cheapest price for the 
product or service they’re seeking. 

While every independent repair shop is capable of being remarkable, only a small minority ever ac-
tually achieves it. The majority plays it safe, sticks to the norm, and delivers ordinary, unremarkable 
customer experiences. 

Always remember — you can’t be extraordinary by doing ordinary things! 

So ask yourself: Are we truly remarkable? Do we stand out in a positive way and make people take 
notice? Or, do we simply blend in and fade away as just another repair shop in our market? At the 
end of the day, a business’ success is largely determined by its ability to stand out from its competi-
tors and attract more customers. 

Being “unremarkable” just won’t cut it. 

An avid auto enthusiast with a fondness for American muscle cars, Steve Ferrante literally grew up in and 
around his family's auto service business in Massachusetts. Today, he is the CEO and Trainer of Champions 
of Sale Away LLC. Steve has over 25 years of successful sales, sales management and sales training experi-
ence. He was featured in Tire Review's January 2010 cover story, "Deliver World-Beating Customer Service" 
and has been a featured speaker for numerous tire and automotive industry events across North America. As 
producer and host of Pinnacle Performance Training, “The Best Reviewed Sales/Customer Service Training 
Program in the Tire/Auto Service Industry,” Steve has received national acclaim for teaching independent tire 
and auto service businesses how to improve customer relations, produce greater sales results and build a 
"winning team" corporate culture. To learn more about the program, visit 
www.pinnacleperformancetraining.biz. Ferrante can be reached directly at 603-681-0787 or via e-mail 
at steve@saleawayllc.com.  

Used with permission of Babcox Publications and ShopOwnerMag.com 

(Continued from page 9) 
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ASCCA Foothill Chapter 5 Member Benefits 
In addition to the State-wide benefits shown in the “ASCCA Advantage,” these are additional 

benefits available to Chapter 5 members.  

1. A VERY LOUD POLITICAL VOICE. Individually, there isn't much we can do to shape legislation which will affect our industry, 
but collectively, our united voices are STRONG, LOUD AND FOCUSED. Politicians and elected officials in state, county and city 
governments listen to ASCCA when we talk, because we represent hundreds of members (& thousands of voters!) statewide. Of-
ten, the Bureau of Automotive Repair discusses with ASCCA rules and regulations under consideration to see how they will fit in 

the real world of automotive repair. 

2. SHOP TO SHOP NETWORKING. Our members don’t see each other as competition but as comrades in the industry, helping 
each other to succeed. If you have a problem you can’t figure out, call one of our members who specializes in that area. They’ll  be 

glad to help you out. 

3. INFORMATIVE MEETINGS. We hold Dinner Meetings on the first Tuesday evening of each month. Our meetings offer great 
speakers, camaraderie, valuable information, and the latest news on what’s happening in the automotive repair industry. You also 
get to network with other shop owners and exchange ideas, tips, techniques and short cuts. The monthly meal is included in your 
dues, plus we have a long-standing special where you can bring your spouse or business partner at no charge! Our Chapter Board 
of Directors schedules our programs and welcomes any suggestions you have on good speakers! Contact the chapter office with 

your suggestions. For the location and current speaker, look on the last page of this newsletter. 

4. CHAPTER SEMINARS. The Foothill Chapter Board of Directors and our Seminar Committee Chair, Raul Salgado of Raul’s 
Auto Repair in Azusa and Covina, keeps us informed on seminars on business management and technical subjects for our shop 
owner members and their technicians. Cost is minimal and sometimes free. This is a tremendous member benefit for you and your 

employees! Give Raul your ideas and suggestions for seminars & we will try to schedule the seminars you want. (626) 339-7566 

5. MONTHLY & QUARTERLY NEWSLETTERS. We send out an environmentally-friendly monthly email newsletter with helpful 
and informative articles, tech tips, contact lists and information, upcoming events, reports on recent events and vendor ads & infor-

mation. Once a quarter you’ll receive the newsletter from the State Association Office. 

6. THE FOOTHILL CHAPTER WEBSITE. This Foothill Chapter website at http://www.asc5.com/ lists members by city. It also lists 
upcoming seminars and meetings. Contact Joseph Appler at ascca.05@gmail.com  with questions or suggestions for the chapter 

web site. 

7. CHAPTER JOB BANK. The Foothill Chapter has established is own Job Bank Network for member shops. If you have a quali-
fied applicant you can’t use, or if you need to hire someone, send a summary email to ascca.05@gmail.com & your information will 

be forwarded to the entire Chapter 5 membership.  

8. CHAPTER ASE LENDING LIBRARY Call Darren Gilbert at (626-282-0644) or email him at gilbertmotors@yahoo.com for more 

information.   

9. CHAPTER SOCIALS. Our Socials Chairman, Jack Scrafield (818) 769-2334, arranges outstanding social events for us through-
out the year. We've visited JPL, the J. Paul Getty Museum, had many “Day at the Races” at Santa Anita Race Track, toured the 
Autry Museum of Western Heritage, taken a murder mystery train ride including a delicious dinner, attended the races at Irwindale 
Speedway, had bowling dinner parties at Montrose Bowl, had several excellent parties, and toured the J. P. Nethercutt Collection 

of beautiful classic automobiles. Jack would like to hear from you with your suggestions for future social events.  

10. ASCCA NET PRESENCE. ASCCA has established a home page at http://www.ascca.com/  The ASC web page has three 
target audiences: 1) ASC members now have a quick, easy reference on their computer to keep them abreast of what is occurring 
in the state association and within the automotive repair industry; 2) California shops that are not ASC members can learn more 
about the advantages of being an ASC member; and 3) California consumers looking for honest, reputable repair facilities can find 
a list of ASC members quickly and easily on the ASC web pages. All ASC members statewide are listed. Soon, your shop website 

will be able to have a link on the State site. 

11. FREE CPA CONSULTS. All ASCCA Chapter 5 members are entitled to a half-hour of free telephone consultation each month 
from chapter member Norm Blieden, CPA. The service is not limited to shop business though Norm has extensive experience in 

shop-related matters. This member benefit can save you a ton of money and a lot of headaches. Call Norm at 626-440-9511. 

Why try to succeed alone, and re-invent the wheel? Partner with others on the same path and learn from them, as well as 
teach them what you have learned. If you have questions about how to access these benefits, contact the Chapter 5  

office at ascca.05@gmail.com. or 626-296-6961. 

http://www.asc5.com/
mailto:ascca.05@gmail.com
mailto:ascca.05@gmail.com
mailto:gilbertmotors@yahoo.com
http://www.ascca.com/
mailto:ascca.05@gmail.com
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How ASCCA Dues work in Chapter 5 
Membership in ASCCA is on an annual basis.  

 Regular membership dues in ASCCA Chapter 5 are $800/yr. Associate membership dues are $895/yr. 
 $400 goes to the Chapter 
 The remaining portion goes to the State Association 

 When memberships are held in multiple chapters, only the original membership pays the full State Associ-
ation dues. Additional members pay reduced State dues of $250/yr. All memberships pay full chapter dues. 

 Annual payment is due in the Sacramento office on January 1 of each year. 

 Payment plans are available upon approval by the Chapter & State Association. With all payment plans, 
automatic credit card payments or ACH are now required. There is a $2.00 transaction fee for these pay-
ments. (Chapter 5 will cover the transaction fees for our members.) 
 Semi-annually:  Due: January 1 & July 1 
 Quarterly: Due: January 1, April 1, July 1, October 1 
 Monthly: Due the first of each month 

 If payment is not received according to the agreed-upon schedule, dues immediately become delinquent. 

 If a member reaches 90 days delinquent,  their ASCCA membership may be cancelled. 

What do you get for your dues? (This is the “short” list. See the ASCCA Advantage flyer for the full list.) 

 Amazing connection with your peers in the automotive industry.  
 Older shop owners who have gone ahead & you can benefit from what they’ve learned. 
 Newer shop owners who need to learn from what you’ve experienced. 

 A loud voice to the legislators who are passing laws which have a direct effect on how you can operate 
your business. 

 Opportunities to meet the legislators with power in numbers. (They will listen better.) 

 Great discounts from endorsed vendors (see the ASCCA Advantage flyer) which will more than make up 
for your dues costs. 

 Timely communications regarding what’s going on in the industry. 

 Access to seminars & classes at an ASCCA discounted rate. 

 Monthly dinner meetings with special speakers who know our industry. Dinner at the regular meetings for 
you and your spouse or business partner is included in your chapter dues. ($600/yr. value.) 

 Monthly e-newsletters with important, educational, & sometimes entertaining information that is designed 
to improve your bottom line. 

 30 minutes a month of free legal counsel. 

 30 minutes a month of free accounting counsel. 

What happens when you don’t pay your dues on time? 

 Association resources have to be spent to collect your outstanding dues. 

 Association activities & effectiveness are reduced. 

 The Association loses a valuable voice. 

 (This is why we recommend  automatic payments on all payment plans.) 
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Chapter 5 Associate Members 

BG Products Abe Chavira 805-857-5065  abec@petrospecsbg.com 

Dorman Products Frank Alviso 951-206-7023 falviso@dormanproducts.com 

Frederick Blum Insurance Fred Blum 626-401-1300 blum4@pacbell.net 

Hanson Distributing Company, Inc Dan Hanson 626-448-4683 hansonmrktg@aol.com 

Hawley Insurance Services Bruce Hawley 714-865-2907 bruce@hawleyinsuranceservices.com 

Highpoint Distributing / Justice Brothers Tim Huddleston 805-584-0030 huddle5@sbcglobal.net 

Jasper Engines & Transmissions Randy Lewis 909-717-9950 rlewis@jasperengines.com 

Jeff Chin Diagnostics Jeff Chin 818-929-9444 jchin.autologic@gmail.com 

Mark Christopher Auto Center Steve Johnson 909-975-3919 sjohnson@markchristopher.com 

Management Success! Robert Spitz 818-500-9631 rspitz@managementsuccess.com 

Mitchell 1 Software Frank Joel 818-326-0602 fjoel@ix.netcom.com 

Norm Blieden CPA Norm Blieden 626-440-9511 norm@bliedencpa.com  

SC Fuels & Lubes Dennis Giardina 310-722-3357 giardinad@scfuels.com 

Van de Pol Oil Wes Powell 562-236-1000 wpowell@ineedoil.com 

Be sure to use the Anyvite electronic invitation to RSVP. 
If you didn’t receive it, contact the Chapter 5 office at 

ascca.05@gmail.com 

mailto:elvisc@petrospecsbg.com
mailto:falviso@dormanproducts.com
mailto:blum4@pacbell.net
mailto:hansonmrktg@aol.com
mailto:bruce@hawleyinsuranceservices.com
mailto:huddle5@sbcglobal.net
mailto:rlewis@jasperengines.com
mailto:jchin.autologic@gmail.com
mailto:sjohnson@markchristopher.com
mailto:rspitz@managementsuccess.com
mailto:fjoel@ix.netcom.com
mailto:norm@bliedencpa.com
mailto:dennis.giardina@generalpetroleum.com
mailto:wpowell@ineedoil.com
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Advertise In The ASCCA 

Chapter 5 Monthly  

e-Newsletter, and Let 

Shop Owners Know How 

You Can Improve Their 

Business! 
 

Full-color Ad Prices for photo-ready ads  
(Set-up extra, at reasonable costs) 

 

      (Pd. Qtrly / Pd. Annually) 
Full page   $300/$900  
Half Page   $160/$480  
Quarter Page  $75/$225  
Business Card $40/$120  

 

Call: 626-296-6961 or email: 
ascca.05@gmail.com to get started 

Get the Word Out!                                
ASCCA is  

“The Sign you can Trust!” 
Your Association has produced a  

marketing tool that you can implement  
immediately. The goal is to make ASCCA  

synonymous with “TRUST”. 

The sign will fit perfectly under or over the 
ASCCA sign.  If you haven’t upgraded your old 
ASC sign, it’s time to do so.  We want people to 

recognize who we are at a glance.  
You can keep the old sign on your shop wall 

somewhere for old time’s sake.                                                                
But don’t remain in the past – get the current 

sign and help build brand  identification.                                                                   

ASCCA Shops ARE the BEST! 
Add-on signs are $15 each.  

Complete new signs are $35 each. 

A small investment for Brand Identification! 

Call Joseph at 626-296-6961 or  

email to ascca.05@gmail.com 

 for your sign.  

mailto:ascca.05@gmail.com
mailto:ascca.05@gmail.com


Foothill 5 Forum  18 

 

Chapter 5 Lending Library 
(Another Benefit of Membership in ASCCA5) 

To use this free service, call Darren Gilbert at (626) 282-0644 or email him at gilbertmotors@yahoo.com and tell him 
which study guides you would like to check out.  He will bring the books to the next General Meeting for you to pick up, 

and you then leave your credit card information as a guarantee.  You are responsible for any damage or loss of the 
study guide. The guides must be returned to Darren at the next General Meeting or by mail. It’s that simple! 

C 1 -  Automotive Consultant 
A 1 -  Automotive Engine Repair 
A 2 -  Automotive Trans/Trans Axle 
A 4 -  Automotive Drivetrain 
A 4 -  Automotive Suspension/Steering 
A 5 -  Automotive Brakes 
A 6 -  Automotive Electrical/Electronic 
A 7 -  Automotive Heating/Air Conditioning 
A 8 - Automotive Engine Performance 
A9 -  Diesel  
 

L 1 -  Advanced Engine Performance 
L 2 -  Med/H.D Truck Electronic Diesel 
 

P 1 -  Parts Specialist Med/H.D Truck Dealership 
P 2 -  Parts Specialist Automobile 
P 3 -  Parts Specialist Truck Brakes 
P 4 -  Parts Specialist General Motors 
 

P 9 -  Med/H.D. Truck Suspension & Steering 
 

X 1 -  Car/Light Duty Truck Exhaust Systems 
 

B 2 -  Auto body Collision Repair -  Painting/Refinishing 
B 3 -  Auto body Collision -  Non Structural Analysis 
B 4 -  Auto Body Collision -  Structural Analysis 

B 5 -  Auto Body Collision -  Mech/Electrical Components 
B 6 -  Auto Body Collision -  Damage Analysis/ Estimating 
  
F 1 -  Alternate Fuels -  Light Vehicle Compressed Natural Gas 
 

M.M. - Engine Machinist Series 
 

E 2 -  Truck Equipment -  Electrical/Electronic Systems 
 

S 1 -  School Bus -  Body/ Special Equipment 
S 2 -  School Bus -  Diesel Engine 
S 3 -  School Bus -  Drivetrain 
S 4 -  School Bus -  Brakes 
S 5 -  School Bus -  Suspension/Steering  
S 6 -  School Bus -  Electrical/ Electronic 
S 7 -  School Bus -  Air Conditioning 
 

T 1 -  Med/H.D. Truck -   Gasoline Engines 
T 2 -  Med/H.D. Truck -  Diesel Engines 
T 3 -  Med/H.D. Truck -  Drive Train 
T 4 -  Med/H.D. Truck -  Brakes 
T 5 -  Med/H.D. Truck -  Suspension/ Steering 
T 6 -  Med/H.D. Truck -  Electrical/Electronic Systems 
T 7 -  Med/H.D. Truck -  Heating/ A.C. Systems 
T 8 -  Med/H. D. Truck -  Preventive Maintenance 

ASCCA CODE OF ETHICS 

1. To promote good will between the motorist and the automotive industry. 

2. To have a sense of  personal obligation to each individual customer. 

3. To perform high quality service at a fair and just price. 

4. To employ the best skilled personnel obtainable. 

5. To use only proven merchandise of  high quality, distributed by reputable 

firms. 

6. To itemize all parts and adjustments in the price charged for services  

rendered. 

7. To retain all parts replaced for customer inspection, if  so requested. 

8. To uphold the high standards of  our profession and always seek to correct 

any and all abuses within the automotive industry. 

9. To uphold the integrity of  all members. 

10. To refrain from advertisement which is false or misleading or likely to  

confuse or deceive the customer. 

mailto:gilbertmotors@yahoo.com
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ASCCA State Contacts 

State Office in Sacramento……………….....……….….(800) 810-4272 
 
President  
 “Rocky” Khamenian………………….……...…....   (949) 642-1410 
 
Executive Director 
 Gloria Peterson...(800) 810-4272 x104 or    GPeterson@amgroup.us 
 
Deputy Executive Director 
 Matthew Peralta....(800) 810-4272 x131 or    MPeralta@amgroup.us 
 
Manager Digital and Social Media 
 Sarah Austin….....(800) 810-4272 x110 or    SSpencer@amgroup.us 
 
Membership Services  
 Mary Putterman.(800) 810-4272 x133 or MPutterman@amgroup.us 
 
Accounting Executive 
 Nito Goolan…….....(800) 810-4272 x103 or NGoolan@amgroup.us 
 
Events Manager 
 Rachel Hickerson.(800) 810-4272 x109 or  rhickerson@amgroup.us  
 
Communications Manager 
 Ryan King……...........(800) 810-4272 x122 or RKing@amgroup.us 
 
Team Weekend Event Planner 
 Lauren Stoddard…(800) 810-4272 x131 or LStoddard@amgroup.us 
 
Vendor Relations Manager 
 Stacy Siqueiros.…(800) 810-4272 x114 or SSiqueiros@amgroup.us 
 
ASCCA Attorney  
 Jack Molodanof  ....................…(916) 447-0313 or Jack@mgrco.org 
 

 
President Donald Trump.………………………………………….( R ) 
 Phone ………………………………………………(202) 456-1111 
 Fax………………………………………………….. (202) 445-4633 
 

Governor Jerry Brown…………………………………...………. ( D ) 
 Phone ………………………………………………(916) 445-2841 
 Web…………………………………..…..http://www.govmail.ca.gov 

Government Offices/Contacts 

 
 
US Senator Kamala Harris………………………………………. ( D ) 

 Phone …………………………………………… (916) 448 - 2787  
 Email …………………………………..senator@harris.senate.gov 
US Senator Dianne Feinstein…………………………………….. ( D ) 
 Phone …………………………………………….. (310) 914-7300 
 Email ………………………………senator@feinstein.senate.gov 
US Rep Judy Chu………………………………………..……….. (D-27) 
 Phone …………………………………………….. (626) 304-0110 
US Rep Adam Schiff……………………………………..….. (D-28) 
 Phone …………………………………………….. (818) 450-2900 
CA Senator Connie M. Leyva.………………………………...…. (D-20) 
 Phone ………………………………………………(909) 888-5360  
CA Senator Ed Hernandez….………………………………...…. (D-22) 
 Phone ………………………………………………(626) 430-2499 
CA Senator Kevin de Leon………………………………………. (D-24) 
 Phone ………………………………………………(213) 483-9300 
CA Senator Anthony J. Portantino……………………...…. (D-25) 
 Phone ………………………………………………(818) 409-0400 
CA Senator Josh Newman…………………………………………(R-29) 
 Phone ………………………………………………(714) 671-9474 
CA Assembly Raul Bocanegra……………………………………(D-39) 
 Phone ………………………………………………(818) 365-2464  
 Email …………….Assemblymember.Bocanegra@assembly.ca.gov 
CA Assembly Chris Holden………………………………………..(D-41) 
 Phone ………………………………………………(626) 351-1917 
 Email ……………….Assemblymember.Holden@assembly.ca.gov 
CA Assembly Laura Friedman..……………………………...……..(D-43) 
 Phone ………………………………………….……(818) 558-3043 
 Email …………….Assemblymember.Friedman@assembly.ca.gov 
CA Assembly Matthew  Dababneh..……………….……..…..…….(D-45) 
 Phone ………………………………………………(818) 904-3840 
 Email…….……….......Assemblymember.Dababneh@assembly.ca.gov 
CA Assembly Adrin Nazarian..……………………….……..……….(D-46) 
 Phone ………………………………………………(818) 376-4246 
 Email…….…….…….....Assemblymember.Nazarian@assembly.ca.gov 
CA Assembly Blanca E. Rubio...………………………...….………..(D-48) 
 Phone ……………………………………………….(626) 940-4457 
 Email……………….….Assemblymember.Rubio@assembly.ca.gov 
CA Assembly Ed Chau….………………………………...….………..(D-49) 
 Phone ……………………………………………….(323) 264-4949  
 Email…………………...….Assemblymember.Chau@assembly.ca.gov 
 

 

Executive Board 

2016 

 President……………….. Darren Gilbert  
 Phone……………………. (626) 282-0644 
 Email…………. gilbertmotors@yahoo.com 
 
 

 Vice President…...…………Kirk Haslam 
 Phone……………………. (626) 793-5656 
 Email…...advancemuffler1234@gmail.com 

  
 Secretary…………………..Craig Johnson 
 Phone ……………….. (626) 810-2281 
 Email……...……...…...cjauto@verizon.net 
 
 
 Treasurer…………...………...Jim Ward   
 Phone……………….……. (626) 357-8080  
 Email………..……..jim@wardservice.com 
 
 
    

  

 

Board of Directors 
  
 Randy Lewis…………..…....(909) 717-9950 
 Gene Morrill…………..……(626) 963-0814 
 Raul Salgado…………..……(626) 339-7566 
 Dave Label………..…….…..(626) 963-1211 
 Jack Scrafield ……..……..….(818)769-2334 
  

Chapter Rep 
Jack Scrafield ……...……..….(818)769-2334 

 
Committee Chairs 

Seminars…….. Raul Salgado…...(626) 339-7566  
Socials……….. Jack Scrafield…..(818) 769-2334 
Programs…….. Jack Scrafield…..(818) 769-2334 

 

Associate Member Board Rep. 

Randy Lewis………………(909) 717-9950 

 

 

 

Chapter Staff 

 
Membership & Administration…..Joseph Appler 
Phone…….…………….……..…(626) 296-6961 
Text………………………………(818)482-0590 
Email…..…………….....….ascca.05@gmail.com 
 

 

ASCCA Chapter 5 2018 Board of Directors 

Chapter Contact Information 
Mailing Address: 

1443 E. Washington Blvd. #653 
Pasadena, CA 91104-2650 

 

Phone: (626)296-6961 
Text: (818)482-0590 

email: ascca.05@gmail.com 
Website: http://www.asc5.com 

Government Offices/Contacts 

mailto:GPeterson@amgroup.us
mailto:SSpencer@amgroup.us
mailto:SSpencer@amgroup.us
mailto:MPutterman@amgroup.us
mailto:NGoolan@amgroup.us
mailto:rhickerson@amgroup.us
mailto:PBoerner@amgroup.us
mailto:LStoddard@amgroup.us
mailto:LStoddard@amgroup.us
mailto:jack@mgrco.org
http://www.govmail.ca.gov
tel:1-916-448-2787
mailto:senator@boxer.senate.gov
mailto:senator@feinstein.senate.gov
mailto:Assemblymember.Bocanegra@assembly.ca.gov
mailto:Assemblymember.Holden@assembly.ca.gov
mailto:Assemblymember.Gatto@assembly.ca.gov
mailto:Assemblymember.Blumenfield@assembly.ca.gov
mailto:Assemblymember.Nazarian@assembly.ca.gov
mailto:Assemblymember.Hernandez@assembly.ca.gov
mailto:Assemblymember.Chau@assembly.ca.gov
mailto:gilbertmotors@yahoo.com
mailto:advancemuffler1234@gmail.com
mailto:cjauto@verizon.net
mailto:jim@wardservice.com
mailto:adminascca5@gmail.com
mailto:ascca.05@gmail.com
http://www.asc5.com/
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Sep 4 - Dan Leiner of Cal/OSHA Consultation services at  
   Mijares 
Oct 2 - Oktoberfest Bowling at Montrose Bowl 
 

 
Nov 6 - Maylan Newton at Mijares 
Dec ? - Chapter Christmas Party 

UPCOMING MEETINGS & EVENTS 

Join us for our August 7 
Meeting at Irwindale 

Speedway!!!  
 

Service Advisor Training 
Justice Brother Products Education 

BBQ - Speedway & Racecar Shop Tours 
Everyone gets free tickets for Irwindale  

Raceway Event 
5 “Racing Experience” Raffle Prizes 

And Much More… 
All courtesy of Tim Huddleston and Highpoint 

Dist./Justice Brothers 
 

Irwindale Speedway 
500 Speedway Drive 

Irwindale, California 91706 
 

Park in the main lot and follow the signs 

ASCCA 

Foothill Chapter 5  
August 2018 


