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Hello members, 
 
Here we are coming into September and looking forward to fall, as we 
suffer through one of the worst heat waves we've had in the last few 
years.  
 
As we look down the road in the coming months, one thing that is always on a shop owner’s mind is the 
competition. It used to be easily identifiable: the shop down the road, or the dealer up the street. They were 
manageable competition and we knew what to expect.  
 
But things have changed now that we have to compete with the internet and the DIY at home who thinks he 
knows as much as we do.  
 
On Tuesday, September 5th, Maylan Newton will be presenting a discussion on how to convert those inter-
net price shoppers into real clients.  Bring your service writers so they can add a few new tools to there rep-
ertoire.   
 
I look forward to seeing you there. 

 
 

 
Darren L. Gilbert 

Gilbert Motor Service 

626-282-0644 

Alhambra, CA  

President ASCCA Chapter 5 

 
Sept 9 & 10– Team Weekend at Gustafson  
      Brothers in Huntington Beach 
Oct 3 - Oktoberfest Bowling 
 

 
Nov 7 - Mitch Schneider   
Dec 2 - Christmas Party at Oak Tree Lounge 

UPCOMING MEETINGS & EVENTS 
Sep 5 -  Maylan Newton 

mailto:ascca.05@gmail.com
http://www.asc5.com/
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DAVID FISCHER OF CALIFORNIA EMPLOYER’S 
SERVICES GAVE US A DOSE OF REALITY WHEN 

IT COMES TO AVOIDING ISSUES WITH OSHA 

Shop Drawing  
 

Dorman Products was 
drawn in our Shop Draw-

ing, but was not present to 
collect the $200 prize!  

In September, the prize in-
creases to $220. 

Remember, you must be 
present to win! 
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Remember, as a member of ASCCA, you pay only $95 instead of the regular price of $149.95 per class. To register with your discount, click 
HERE, click on the class you are registering for and enter promo code ASCCAESI for your member discount. As a Chapter 5 member, you also 

qualify for a $50 rebate after you complete the class, making your final cost only $45! The next class is September 30, so register now! 

http://www.ascca.com/esi-discounted-course-offerings
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TAX AND BUSINESS TIPS FROM NORM BLIEDEN, CPA 
 

Tax Filing Reminders 
September 15 –  

Third quarter installment of 2017 individual and corporation estimated income tax is due. 

S corporations: Filing deadline for 2016 tax returns for S corporations that requested/received a 
six-month extension. 

Partnerships: Filing deadline for 2016 tax returns for partnerships that requested/received an 
automatic six-month extension. 

October 16 – Filing deadline for 2016 individual tax returns that requested/received a six-month 
extension. Pay taxes due by this date. 

Say Goodbye to the College Tuition Deduction 
Congress decided not to extend this $4,000 deduction for 2017, leaving many parents worried that college will 
now be more expensive. However, Congress left in place two popular education credits that may offer a more 
valuable tax break: 

• The AOTC. The American Opportunity Tax Credit (AOTC) is a credit of up to $2,500 per student per 
year for qualified undergraduate tuition, fees and course materials. The deduction phases out at higher income 
levels, and is eliminated altogether for married couples with a modified adjusted gross income of $180,000 
($90,000 for singles). 

Lifetime Learning Credit. The Lifetime Learning Credit provides an annual credit of 20 percent on the first 
$10,000 of tuition and fees, for either undergraduate or graduate level classes. There is no lifetime limit on the 
credit, but only couples making less than $130,000 per year (or singles making $65,000) qualify. Unlike the 
AOTC, this deduction is per tax return, not per student. 

So who is affected by the loss of the tuition and fees deduction? If you are paying for your student’s gradu-
ate-level courses and are making too much to qualify for the Lifetime Learning Credit, the tuition and fees de-
duction is generally the only means you have to reduce your tax bill. 

Thankfully, there are many other tax benefits that help reduce the cost of education. There are breaks for em-
ployer-provided tuition assistance, deductions for student loan interest, tax-beneficial college savings options, 
and many other tax-planning alternatives. 

Avoid These Common Tax Mistakes 
There are nearly 1,000 different tax forms used by the IRS to report tax obligations. It’s no wonder the IRS 
faces thousands of tax returns with errors each year. Here are some of the most common: 

Wrong names and Social Security numbers. Taxpayers regularly make mistakes by entering incorrect infor-
mation for their spouses and dependents. If you recently married or divorced but haven’t yet changed your name 
with the Social Security Administration, you’ll need to file under your old name. 

Errors in age and birthdate. Much of the tax code is based on age. Without the correct birthdate, your eligi-
bility for tax benefits could be cast in doubt. 

Incorrect bank account numbers. If you’re expecting a refund and want to have it direct deposited into your 
account, double-check your routing and account numbers. The IRS may catch most errors, but many are often 
missed. Once your refund is deposited in the wrong bank account, it’s very difficult to get it fixed. 

Overlooking online donations. Many people forget about emailed receipts at tax time. Catch missing deduc-
tions by searching your email inbox for keywords such as “gift” or “donation” before you file. 

Missing forms. Taxpayers can miss dividend, interest and brokerage forms (Form 1099s) they get from their 
banks and investment accounts. These potential missing forms now also include Form 1095, proof of health 
insurance. If a form is missing, it may cost you extra tax, penalties and interest. 

Not signing the return. Don’t forget to sign your return if you did not file electronically ! The IRS won’t ac-

(Continued on page 6) 
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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. 

cept an unsigned return, and many people forget this last step. An unsigned tax return is the same thing as 
not filing in the eyes of the IRS. You not only face penalties and fines, but your tax return is open for audit 
indefinitely. 

Contractor or Employee? Knowing the difference is important 
Is a worker an independent contractor or an employee? As an employer, getting this wrong could land you 
with an IRS audit and cost you plenty in many other ways. Here’s what you should know: 

As the worker: If the worker is a contractor and not considered an employee, he/she must: 

• Pay self-employment taxes (Social Security and Medicare-related taxes). 

• Make estimated federal and state tax payments. 

• Handle his/her own benefits, insurance and bookkeeping. 

Contractor should have a business license and a written contract that is signed. 

As the employer: You must ensure your employee versus independent contractor determination is correct. 
Getting this wrong in the eyes of the IRS can lead to: 

• Payment and penalties related to Social Security and Medicare taxes. 

• Payment of possible overtime, including penalties for a contractor reclassified as an employee. 

A legal obligation to pay for benefits. 

When the IRS recharacterizes an independent contractor as an employee, they look at the business relation-
ship between the employer and the worker. The IRS considers if the employer has the right to control the 
work (when, how and where the work is done) and the financial relationship (i.e., a contractor has a contract 
and customers, and invoices the company). 

The more reasonable your basis for classification and the more consistently it is applied, the more likely an 
independent contractor classification will not be challenged. 

 

This article provides business, financial, and tax information to clients and friends of our firm. This general 
information should not be acted upon without first determining its application to your specific situation. For 
further details on any article, please contact Norm Blieden, CPA (626) 440-9511. 

(Continued from page 5) 
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  (MORE) TAX AND BUSINESS TIPS FROM NORM BLIEDEN, CPA 
 

 
Your HSA as a retirement tool – the facts 
 
Health Savings Accounts (HSAs) are a great way to pay for medical expenses, and since unused funds roll 
over from year to year, the account can also provide a source of retirement funds in addition to other plans like 
401(k)s or IRAs. But be aware of how HSAs compare to other retirement investment tools. 
 

• HSAs work best when they are used to pay for qualified medical expenses. Neither your original contribu-

tions to an HSA nor your investment earnings are taxed when used this way. 

• There is no required minimum distribution after you reach age 70½, like there is with 401(k)s and IRAs. 

• You can only contribute to an HSA if you have a high deductible health insurance plan. The downside of 

these plans is that you pay more out of pocket each year when you need to use health services. 

• Annual contributions to HSAs are limited to $3,400 a year for individuals and $6,750 a year for families 

(add $1,000 for people aged 55 or older). 

• HSAs typically have fewer investment options compared with other investment tools including 401(k)s and 

IRAs. They also often have high management and administrative fees. 

• Before you reach age 65, non-medical withdrawals from HSAs come with a whopping 20 percent penalty, 

plus they are taxed as income. 
Even after age 65, both contributions and earnings are taxed when they are withdrawn for non-medical expens-
es. In this way, HSAs compare unfavorably with 401(k)s and IRAs, which end their early withdrawal period 
earlier, at age 59½. They also have lower early withdrawal penalties of just 10 percent. 
 
HSAs are a powerful tool to help manage the ever-rising costs of health care. Knowing the rules and the costs 
associated with them can help you position an HSA with your other retirement options.  

 
 
Learn from the ‘best places to work’ 

Google, Facebook, and Southwest Airlines are among the top five companies on job search site Indeed’s “Best 
Places to Work 2017” list. You may not have the resources of these large companies, but you can incorporate 
some of their ideas into your company’s culture.  
 
Respect. The best companies cultivate a culture of respect, according to a poll conducted by the Society for 
Human Resource Management. Employees say they feel valued by their leaders and their coworkers regardless 
of their background, ethnicity, religion, sexual orientation, or gender.  
 
Opportunities for growth. Leaders at the best companies evaluate staff regularly and look for ways to chal-
lenge them in new areas.  
 
Communication is key. At the best companies, leaders and staff talk constantly. The organization regularly 
seeks feedback about its culture, practices, and operational challenges. Leaders are accessible and open to dis-
cussion about business problems and successes.  
 
Clear goals. The best companies openly state well-defined objectives and the steps required to achieve them, 
according to Fortune magazine.  
 
Accountability. The best companies make sure workers are confident they’ll be rewarded for performance and 
held responsible for achieving their objectives. 
 

(Continued on page 8) 
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Don’t forget to utilize your member benefits, such as Shop-Ware Inc., an innovative company that delivers cutting-edge 
shop management software. The shop management software promotes business wellness and maximizes productivi-
ty by casting traditional best practices in paperless, cloud-based applications. Founder Carolyn Coquillette, an 
ASCCA member and owner of Luscious Garage in San Francisco, is assisted by Chip Keen, former owner of Hansville 
Repair and founder/developer of Garage Operator. 

Check out their shop management software that meets cutting-edge web technology by visiting www.shop-ware.com. As 
a member benefit, all ASCCA members would receive their PRO plan at the SMS price for the first 6 months, 
saving you $900! Don't let this special offer pass you by. 

ASCCA Chapter 48 representative Rocky Khamenian had this to say about Shop-Ware: "Carolyn is a fellow shop owner 
and industry advocate. Her venture into software brings overdue, cutting-edge technology to day-to-day shop operations 
that make our jobs easier. Our industry is in the midst of a major consolidation, and we need all the help we can get to 
stay competitive and profitable. Shop-Ware is the solution we deserve, and the industry game-changer we've been wait-
ing for." 

Shop-Ware understands the demands of real world repair shops and meets those needs with powerful, thoughtfully de-
signed features. The paperless workflow boosts staff productivity by eliminating clipboards and duplicated entries. 
Repair orders can also be shared directly with customers, online, for them to review inspection results, approve 
work, and communicate back to the shop. Its intuitive web design is mobile friendly with unlimited access points and 
device-training takes an average of three hours.  Data migration is also available from 100 different legacy SMS. Shop-
Ware's integrations include MOTOR Information Systems (estimating); QuickBooks (bookkeeping); and WHI NexPart 
and PartsTech (web based parts ordering). 

For more information, contact info@shop-ware.com. 

Member Benefit - Shop-Ware 

Bottom line: When you treat your employees with respect and keep challenging them, they’re less likely to 
leave for greener pastures.  
 

Have adult children? Take steps to avoid medical access denial 

Imagine your college-aged daughter has an accident while away at school and ends up in the emergency room. 
When you call the hospital, you are denied information about her care because you do not have the proper forms 
signed. Under the Health Insurance Portability and Accountability Act (HIPAA), you do not have legal access to 
your child’s health information after they reach age 18, even if your child is still your dependent and their health 
insurance coverage is in your name. To avoid this administrative nightmare, take the following steps.   
 
Make sure your health insurance coverage will cover your child at his or her new campus home.  

Have your son or daughter sign a HIPAA authorization form allowing you access to their medical information.  

Create a multipurpose medical power of attorney authorization, which will not only give you authorization to 
help make medical decisions, it can also include an advance directive or living will.  

Scan two copies of these documents – one for you and one for your child – and keep them in a secure place 
along with a copy of your student’s insurance card.  

 
 

This newsletter provides business, financial, and tax information to clients and friends of our firm. This gen-
eral information should not be acted upon without first determining its application to your specific situation. 
For further details on any article, please contact Norm Blieden, CPA tel (626) 440-9511 

(Continued from page 7) 

http://r20.rs6.net/tn.jsp?f=001lDmEnF6FhLeyEhRPk5BtfYBvlCTk36gMM3eLlFl0qDANfBjpW4HPwCwQiog-zOHzEKSS88L2AybcuJDxahqrzM2BfWxAouyXlNwylZ-jA6H9i8gN83fhXALSrl16OMiyItTzpuyvZ8xtemcwslKKGcli2mDxmTxQnI87BGN0Ohk=&c=YEnpvQLJ0OPRXYPVTKePkdVVvKhWh483iXMK8rqOGdu-PByzDIsst
mailto:info@shop-ware.com
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Leveraging Your Shop’s Uniqueness To Stand Apart From 
The Competition 

By Dave Crawford  
 
In the automotive service industry, we all need to accept the fact that we’re going to have competition. With 
competition comes consumer choice. And, as we all know, when customers are lured away by a competitor, 

we may not get their business back very easily. 

Businesses that don’t understand this will struggle to survive. Just look at some 
of the household names that have gone by the wayside: American Motors, Mont-
gomery Ward, Blockbuster, Woolworth’s, A&P and Circuit City, to name a few. 
All of these companies lost touch with their customers, and, in essence, failed to 
recognize that their businesses did not offer customers a compelling reason to 

buy from them. Nor did they put enough effort into setting their business apart from the competition. 

We all get caught up in the daily routine and, to a degree, have become complacent. Independent businesses 
need to offer customers something more in order to effectively compete and increase their potential for suc-
cess. It all comes down to differentiation, innovation and expertise. 

Over the past decade, we’ve all seen the large retailers continue to grow through acquisition and organic 
growth. They have large advertising budgets focused on building their business and stealing customers from 
the smaller independent businesses. Their brands have become more dominant and have provided customers 
with a host of reasons to buy from them, including price (or the perception of a great price). 

What do the following industries all have in common? 

Appliance-Hardware-Pharmacy-Furniture-Supermarkets-Fast food restaurants-Clothing retailers 
 
The answer is, large or national retailers dominate them all. In many ways, the smaller independents have 
fallen by the wayside in these industries. 

Before effective marketing strategies, advertising, direct mail, websites, social media or reminder programs 
can have any real impact on growing your business, you need to let consumers know how your business is 
different from every other business, and communicate why that should be important to them. 

The Power of Differentiation 
Like it or not, basic services have become a commodity. Everyone seems to offer them, so the only differen-
tiator for the consumer is price. You have got to get out of the commodity business. You need to stake your 
claim on a simple idea or position in the mind of your prospective customers. Basically, determine what you 
do in your shop that no other competitor does and how does it benefit the custom-
er. 

This may take some soul-searching. My suggestion is to sit down with your team 
and get everyone’s input. The key question you need to ask yourself is what I call 
the “so-what test,” meaning, does the consumer think “so-what” when they hear 
your message? This helps strengthen the outcome. 

Here are some ideas to create a unique point of differentiation for your shop: 

• Product. Can you offer a product that is unique or even trendy? Or, can you offer a valuable 
service to make the product more useful to the customer? 

(Continued on page 10) 

http://www.shopownermag.com/leveraging-your-shops-uniqueness-to-stand-apart-from-the-competition/?cid=95903
http://www.shopownermag.com/leveraging-your-shops-uniqueness-to-stand-apart-from-the-competition/?cid=95903
http://www.shopownermag.com/author/dcrawfordbabcox-com/?cid=95903
http://19536-presscdn-0-61.pagely.netdna-cdn.com/wp-content/uploads/2017/08/iStock-532520587-1.jpg
http://19536-presscdn-0-61.pagely.netdna-cdn.com/wp-content/uploads/2017/08/apples.jpg
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• Service. Do you specialize in diagnostics, install lift kits or install custom exhaust? Many shops 
will claim to be able to provide these services, but attach a tech’s name 
to the service to make it more personable and believable, for example 
“custom exhaust by Greg.” If you sell tires and can provide a guarantee 
of say “29 minutes or less” for a four-tire install, that tells customers 
that you know their time is valuable. A nice bonus to this approach is 
you can sometimes raise your prices when you specialize in a particular 
service. 

• Offer. Can you become known by an offer you make? Large retailers flood the airways with re-
bates and buy-3-get-1-free offers, but you have to wonder if customers know that there will be an-
other offer next month and don’t feel the need to buy now. 

• Message of Value. Many times, there are things that you fail to communicate, such as extras 
you provide or services you think should be included. Your positioning might just rest on more 
effectively communicating what you already do. Are you conducting car care clinics, working with 
the next generation to prepare them for driving or sending newsletters with driving tips? Promote 
the value of the things you already provide. 

• Guarantee or Warranty. Can you offer a guarantee or warranty so strong that no one else in 
the market would dream of doing it? This one frightens many shop owners, but you probably 
stand behind your work anyway — you just don’t say so. Come out and boldly announce that you 
guarantee/warranty results and watch what happens! 

• Customer Service. Specialty retailer Nordstrom is known for its above-and-beyond customer 
service. Create your own above-and-beyond program. Word-of-mouth advertising and social me-
dia will make it a hit. A great way to kick this off is to over deliver on your customer’s first experi-
ence. Give them something more than they expected, like a gift or related service for free. 

• Something Unique. Do you provide something in your business that competition does not? 
This is your “secret sauce.” This might include loaner vehicles, shuttle service or in-store credit. 
Think about the community and how you might serve its needs. If it’s a commuter market, ex-
tended hours might make it easier to get a vehicle serviced, or people might appreciate having 
their vehicle washed when it’s there for the day. Think outside of the box for ways to offer value to 
your customers. 

• Look at the Competition. Sometimes you can create a niche by looking for holes in the offer-
ings of your competitors. If everyone in the market fails to address a certain problem, boldly grab 
onto solving that problem and use your competition as the point of difference. This might be tell-
ing customers that you specialize in vehicle diagnostics, or that you can service their hybrid vehi-
cle. 

Look at Your Current Customers. What common elements exist among 
your best customers? Take the time to talk to your best customers and ask why 
they chose your business, why they stay and why they refer others. Look at 
your competitors more closely. What do they do that you could do better? 
What don’t they offer that you could? How do they position themselves? 

Once you find or develop a strategy to differentiate your business, all of your advertis-
ing and promotional efforts should be centered on proclaiming that difference. 

This is your competitive advantage. Commit to it, stay focused on it and resist the temptation to wander off in 
the next new direction. Make sure your entire team believes in it. This is about building your brand, and it 
takes time and patience. 

The reward is a sustainable business, which ultimately is what differentiates the winners from the losers. 
 

Used with permission of ShopOwnerMag.com and Babcox Publications 

(Continued from page 9) 

http://19536-presscdn-0-61.pagely.netdna-cdn.com/wp-content/uploads/2017/08/Stand-Out.jpg
http://19536-presscdn-0-61.pagely.netdna-cdn.com/wp-content/uploads/2017/08/Fish.jpg


Foothill 5 Forum  11 

 

Words of wisdom. Not new but always current… 
  

"Never Squat With Your Spurs On!"  -  Will Rogers 

 

Will Rogers, who died in a 1935 plane crash in Alaska with bush pilot Wiley Post, was one of the 

greatest political/country/cowboy sages this country has ever known. Here are some of his sayings: 

 

 Never slap a man who's chewing tobacco. 

 Never kick a cow chip on a hot day. 

 There are two theories to arguing with a woman. Neither works. 

 Never miss a good chance to shut up. 

 Always drink upstream from the herd.  

 If you find yourself in a hole, stop digging. 

 The quickest way to double your money is to fold it and put it back into your pocket 

 There are three kinds of men:   

 The ones that learn by reading. 

      The few who learn by observation. 

      The rest of them have to pee on the electric fence and find out for themselves. 

 Good judgment comes from experience, and a lot of that comes from bad judgment. 

 If you're riding' ahead of the herd, take a look back every now and then to make sure it’s still 

      there. 

 Lettin' the cat outta the bag is a whole lot easier'n than puttin' it back in. 

 After eating an entire bull, a mountain lion felt so good he started roaring.  He kept it up until a 

      hunter came along and shot him. 

    The moral:  When you're full of bull, keep your mouth shut. 

  

ABOUT GROWING OLDER … 

 Eventually you will reach a point when you stop lying about your age and start bragging about it   

 The older we get, the fewer things seem worth waiting in line for. 

 Some people try to turn back their odometers.  Not me.  I want people to know 'why' I look this  

    way.  I've traveled a long way, and some of the roads weren't paved. 

 When you are dissatisfied and would like to go back to your youth, think of algebra …  

 You know you are getting old when everything either dries up or leaks. 

 I don't know how I got over the hill without getting to the top.   

 One of the many things no one tells you about ageing is that it’s such a nice change from being  

    young. 

 One must wait until evening to see how splendid the day has been. 

 Being young is beautiful, but being old is comfortable and relaxed. 

 Long ago, when men cursed and beat the ground with sticks, it was called witchcraft.  Today  

      it's called golf. 

And, finally  

 If you don't learn to laugh at trouble, you won't have anything to laugh at when you're old. 

 
Submitted by Kirk Haslam 
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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 

NAPA Pasadena Store 039 
Tony Diaz 

Gerry Santillan 

626-798-1151 

323-712-8133 

Antonio_Diaz@napastore.com 

Gerry_Santillan@napasalesteam.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:Antonio_Diaz@napastore.com
mailto:Gerry_Santillan@napasalesteam.com
mailto:norm@bliedencpa.com
mailto:dennis.giardina@generalpetroleum.com
mailto:wpowell@ineedoil.com


Foothill 5 Forum  17 

 

 

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
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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  
 David Kusa….………………………….……...….   (408) 866-5140   
 
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 2016-17 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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Join us for our September 5 Dinner Program at 

Mijares Mexican Restaurant 
 

Maylan Newton of ESi 
What do you say to the customer who online-price-shopped the cost  

of  labor and parts before calling you?  

How do you present the ADDED VALUE of  your shop? 
 
Menu:  

Taco/Tostada Buffet 
Soda & Coffee  
Beer & wine available 

Where: 
Mijares Mexican Restaurant 
145 Palmetto Drive 
Pasadena, CA 91105 
Phone: (626) 792-2763  

When: 
Tuesday, Sept. 5, 2017 
6:30 PM – Social/Networking/Dinner 
7:00 PM – Program 
9:00 PM – Finish 

Cost: 
• No Charge to Regular or Associate  

Chapter Member, Business Partner, Spouse  
or Significant Other (max 2 per member) 

• No Charge for Potential Members 
• $25/ea. for all others 

Directions 

From the 210 & 134 Junction in Pasadena: Go South on the 210/710 
Spur towards California/Del Mar/110; Exit on California, turn left; Left 

again at the first light; Pass Palmetto (the first street on the right) & turn 
in to the Mijares parking lot; If the lot is full, there is more parking in the 
marked spaces across the alley or in an additional lot at the north end 

of the alley. You can also park on the street. 

ASCCA 

Foothill Chapter 5  
September, 2017 

 
Sept 9 & 10– Team Weekend at Gustafson  
      Brothers in Huntington Beach 
Oct 3 - Oktoberfest Bowling 
 

 
Nov 7 - Mitch Schneider   
Dec 2 - Christmas Party at Oak Tree Lounge 

UPCOMING MEETINGS & EVENTS 
September 5 -  Maylan Newton 


