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ASCCA Foothill Chapter 5 - 1443 E. Washington Blvd. #653; Pasadena, CA 91104-2650 
Phone (626)296-6961; email ascca.05@gmail.com; www.ascca5.com 

Aug 4 - BAR Chief, Pat Dorais on Zoom 
Sep 1 - TBA (Mijares or Zoom) 

Oct 6 - “Shop Night” at Gilbert Motors (pending) 

UPCOMING MEETINGS & EVENTS 
 

July 7 - Chapter Meeting via Zoom featuring Cecil Bullard 
 

ASCCA 

Foothill Chapter 5  
July 2020 

 

Join us on ZOOM for our ASCCA Chapter 5  
meeting with special guest speaker, Cecil Bullard.  

"Creating Accountability and Managing Staff" 
We will cover: 

• Learning to successfully manage others 

• Creating a game you can win 

• Improving results and working less 
 

At the end of the meeting we will draw 4 numbers for our "Shop Drawing." 
The winners will have a choice of a $50 cash card or  

$100 Chapter Dues credit. Your choice! 
You must be a member in good standing and present for the full meeting to qualify. 

Our program begins at 7:00, but you can join earlier if you want to hang out and 
touch base with other chapter members. We will be available from 6:45 on. The 

password is ASCCA5. 

https://us02web.zoom.us/j/82681564204 
 

Or launch your zoom app and enter this meeting I.D. 
Meeting ID: 826 8156 4204; Password is ASCCA5 

We will continue with our monthly Zoom calls until we have the 
green light to resume our meetings at Mijares Mexican Restaurant. 

mailto:ascca.05@gmail.com
http://www.ascca5.com/
https://us02web.zoom.us/j/82681564204
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 Tax & Business Tips from Norm Blieden, CPA 

Small Business Owners Get Good News on PPP Loan Forgiveness 

Small business owners, self-employed workers and freelancers received some wel-
come news when Congress recently passed the Paycheck Protection Flexibility Act. 
This new law clarifies how businesses can qualify to have all or a portion of its 
Paycheck Protection Program (PPP) loan forgiven. 

Here is what you need to know: 

December 31, 2020 is the new deadline to spend loan proceeds. When the PPP 
program was rolled out this spring, businesses were given 8 weeks after loan fund-
ing to use the loan’s proceeds if they wanted to qualify for loan forgiveness. That 
timeline has now moved to 24 weeks. Due to the extended stay-at-home orders 
and further assessment of the pandemic, the new deadline is now effectively De-
cember 31, 2020. 

More loan proceeds can be used for non-payroll expenses. The original law re-
quired 75% of loan proceeds to be spent on payroll. For businesses with high cost 
of goods sold or who had trouble convincing furloughed workers to return to work, 
hitting this 75% threshold was problematic. The new law reduces the amount of 
loan proceeds required to be spent on payroll to 60%. 

More flexibility in fully restoring workforce. Borrowers now have through De-
cember 31, 2020 to restore their workforce levels and wages to the pre-pandemic 
levels required for full forgiveness. There are three exceptions allowed for not hav-
ing a fully-restored workforce by Dec. 31. Borrowers can adjust their loan for-
giveness calculations because of: 

• Employees who turned down good faith offers to be re-hired at the same hours 
and wages as before the pandemic; 

• Difficulty finding qualified employees; 

COVID-19 related operating restrictions 

Loan terms extended. For loans that do not qualify for forgiveness, borrowers now 
have up to five years to repay the loan instead of two. The interest rate remains at 
1%. Since your bank has 60 days to process your loan forgiveness application and 
the SBA has 90 days to process the request, your initial payment is now effectively 
five to six months after your forgiveness application. 

 As always, should you have any questions or concerns regarding your tax situation 

please feel free to call Norm Blieden, CPA tel (626) 440-9511. 
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SEASONAL VEHICLE MAINTENANCE  
OPPORTUNITIES EMERGE 
By Mary DellaValle  
 
While the road to reopening America in the era of coronavirus has been unpredictable, concerns about how 
long it will take to get the economy moving in the right direction hinge heavily on consumer confidence and 
spending. 
 
Even while our industry is considered essential, moving the needle on vehicle maintenance has not been an 
easy task, with many consumers deeming most repairs and services non-essential during this time. 

In our industry’s favor are lower gas prices, the upcoming summer driving season and consumers’ recent aver-
sion to flying—all of which bode well to help boost the need for necessary vehicle repairs and increase miles 
driven, which have been stifled the past two months as most of the world took precautions to mitigate the ef-
fects of COVID-19. 

Dealerships that are innovating to meet the new demands of doing business during the coronavirus outbreak 
are the ones who will come out on top. Finding new ways to address new habits and changing customer buying 
behaviors, and managing those expectations, will be the key elements of success as they stay top of mind with 
customers.   

MOVING THE MAINTENANCE NEEDLE 
As state governors relax restrictions and give the green light for non-essential businesses to open up, the hope 
is it will set the economic recovery wheels in motion and give all businesses a much-needed boost. But, how 
much pent up demand will exist for tire replacement and automotive repairs? 

“I don’t think anybody has any idea when the selling season is going to start,” says Bud Luppino, owner 
of Bud’s Tire Pros with three locations in southern California. “This morning [April 24], we opened at eight 
o’clock, and we had six people standing in line. It’s very dynamic, and it changes almost every day. We don’t 
know what we’re up against. We just open the doors and deal with it.” 
 
Luppino adds that he thinks traffic in his area is down 90%. “There’s one big intersection that I go through first 
thing in the morning on my way to one of my stores. Generally, there are maybe 200 cars at the intersection, 
and if there’s six there now, it might be a lot.” Combined, his three locations are down about 16%. So, for now, 
he is bridging the service gap by targeting first responders. “We have a promotion we’ve done on social media 
for first responders—nurses, doctors, firemen and police officers. They get a special discount—10% off on all 
parts and 20% off on labor. If they buy four tires, they get another $40 off the installation,” he explains. 

Martin Michel, vice president of retail sales at Chabill’s Tire & Auto Service with 18 locations in Louisiana, is 
also feeling the pinch of the coronavirus on the dealership’s business to the tune of about 25-30% down across 
the board. “Units are down, services are down, but it hasn’t changed the heartbeat of the business,” he says. 
“We’re just trying to help people and be who we are. We believe in being helpful, considerate and taking care 
of folks who are in need of anything …. Chabill’s keeps you rolling. That’s our slogan. So, we do that and let 
the rest take care of itself. The profitability follows that mentality.” 

Dan Ronda of Ronda Auto Centers, with locations in Grand Rapids and Lowell, Michigan, says that most deal-
ers in his area have reduced both store hours and staff, and some are reporting a decline in sales of 50% or 
more. Ronda notes that both his stores are down only 10-15%. 

However, Ronda points to a silver lining regarding stay-at-home orders. He says that with extra time on their 
hands, several customers are bringing their cars in to have the snow tires swapped out to their summer tires. 
“We’re also picking up some maintenance schedule work because they can drop their vehicle off and leave it 
for a couple of days.” 

https://www.shopownermag.com/seasonal-vehicle-maintenance-opportunities-emerge/?cid=95903
https://www.shopownermag.com/seasonal-vehicle-maintenance-opportunities-emerge/?cid=95903
https://www.shopownermag.com/author/mdellavallebabcox-com/?cid=95903
https://www.tirereview.com/finalist-as-north-americas-best-tire-dealer-buds-tire-pros/
https://www.tirereview.com/chabills-tire-auto-service-50th-anniversary-new-store-baton-rouge/
https://www.rondaautocenters.com/
https://www.shopownermag.com/?cid=95903
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SEASONAL SERVICE POTENTIAL 
As consumer spending recovers, what type of rebound in delayed vehicle maintenance services will dealer-
ships see?  

For Luppino, there is a seasonal maintenance play based on the weather, where his approach in radio advertis-
ing is very targeted. For example, looking ahead to a weather forecast and finding out it’s going to rain for a 
few days during a particular week, he tailors his advertising accordingly. Two days ahead of the rain, Luppino 
says a typical message would be “buy four tires, get a free set of windshield wipers,” along with details of var-
ious rebates on tire purchases. Timing is everything, he says, because a day or two into the rain, “people were 
slipping and sliding and had to buy tires.” Similarly, knowing it is going to be 100 degrees on a given day, he 
puts out an email blast promoting A/C system checks for $19.95.  

Michel is hopeful he’ll see a boost in oil changes, mileage-based services and tire checks and replacements, as 
other businesses start to reopen and consumers begin driving more regularly. As people try to get back to a 
normal life, “the car maintenance follows because all the house maintenance is done, right?” he says with a 
smile. “So, I would suspect that we’ll get a bit of an uptick. I’m just not so sure how much. I thought that the 
downside would be further down than it is. So, anything is going to be good.” 

Beyond mileage-based services that get neglected when vehicles sit idle, Luppino says he sees suspension up-
grades and shock/strut and ride control replacements also being areas to focus on—through customer educa-
tion and thorough vehicle inspections.  

“Every car that comes into our store gets a 28-point safety check, even if it’s there for a flat repair,” explains 
Luppino. “We check the tire pressure and, even when we’re not doing an oil change, we top off all the fluids to 
give them just a little comfort and understanding that ‘You’re okay for now.’” 

Ronda adds that replacing and rotating his customers’ tires provides the opportunity to inspect the undercar 
area to spot issues with brakes and suspension components. Most of his customers have been working at home, 
and with stimulus check money in hand, he says they are willing to authorize needed repairs. He’s anticipating 
an uptick in service and tire work when Michigan’s governor relaxes stay-at-home orders.  
 
Follow-up is key in turning those inspections into service appointments, says Luppino, whose CRM system 
sends automatic reminders to customers with service recommendations that go out 31 days after the customer’s 
last appointment. If they schedule an appointment, Luppino said they get additional reminders leading up to 
the appointment, even two hours prior to it, to ensure they don’t forget to show up.  

TARGETED MARKETING 
During this time of uncertainty, Michel says that the dealership’s 18 locations have also stepped up the amount 
of communication with customers. “We’ve begun calling every single customer to make sure that their experi-
ence was good. All of it falls right back down to ‘how did we make them feel.’ Nothing else really matters. 
The dollars follow that, referrals follow that.” 

The overarching theme of Luppino’s merchandising and marketing—“We’re essential, we’re open and we’re 
local”—can be seen on the dealership’s website, as well as in its social media pushes. A heavy user of radio 
advertising, Luppino believes in the frequency and consistency of his messaging for optimal results. Some-
times, it’s an ad on a talk radio station promoting an offer of 50% off any alignment if a customer mentions the 
ad. “One thing we haven’t done is decrease our advertising budget; we are probably spending more now than 
we have at any one time,” he says, noting that it’s not uncommon for him to run 200 or 300 radio ads per 
month. 
 
Michel focuses on putting customers at ease and staying top of mind with them. “We’re noticing that people 

(Continued from page 5) 

(Continued on page 7) 
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are obviously very apprehensive. That kind of changes the way that you do things,” says Michel. “We’ve never 
been a ‘hard-core, throw it at you and really sell hard’ kind of company. It’s really about being considerate of 
everybody, employees as well. Everyone’s just walking on pins and needles as you know. Everything right now 
is geared toward pickup, delivery, disinfecting, social spacing. We’re open and here for you.” 

Ronda is focusing on boosting customer convenience and safety—especially as it relates to vehicle drop-off and 
pickup. His shop has a night-time drop box and a separate pick-up box that uses a digital code for someone to 
be able to get their keys out. “We can lock up the car and they can punch in their code and get their keys out, 
which has been really helpful,” he says.  

CUSTOMER EDUCATION  
When a customer comes into Chabill’s Tire & Auto Service with a vehicle maintenance issue, the first step is 
explaining the inspection/repair process that’s going to take place, says Michel. “We’re going to change their 
oil, rotate their tires and, while we’re doing that, we’re going to look at all the fluids and the maintenance 
schedule. We’re going to air-up the tires, check all the bulbs and wipers and if we see something, we’ll certainly 
let them know. It all comes down to how you make customers feel. I’m very, very confident that we’re going to 
make them feel better than anybody else down the street.” 

Ronda says “a picture is worth a thousand words,” so when he can show actual damage or what they need to 
replace, it resonates with customers. “We have a couple of displays here for cabin air filters that show before 
and after, and when you show them theirs, they’ll look to replace it because everybody’s looking at the air 
they’re breathing right now.” 

“We follow up via an email program on ‘declined packages,’” Michel notes, that educates customers about the 
importance of the necessary recommended services and includes 10% off the next service as an incentive.  

Luppino makes a safety play in the videos that are earmarked for his dealerships’ various social media channels 
and has a little fun in the process. He gave the example of a new video he is going to be shooting. “It’s going to 
be me with a car air filter on my face and I’m going to say, ‘Oh, excuse me, wrong mask. This is an air filter for 
your car….to protect your engine. Now see this, this is a cabin air filter, and this protects you while you’re in 
your car. Many cars have these. If you think you have one or don’t know, come in and we’ll check it for you for 
free.’” 

Taking the time to educate your customers on the value of preventive maintenance can pay big dividends for 
them as it relates to vehicle performance, safety and longevity. And, in these uncertain times, every effort you 
make to provide value and confidence can help move the needle on your dealership’s automotive maintenance 
services and tire replacements. 

EXPERIMENT WITH GEOFENCING 
Thinking outside of the traditional advertising box, Bud Luppino says he has dedicated some of his ad budget to 
geofencing*, a location-based service that targets places like grocery stores and big food suppliers like Sysco 
Foods and McLane Foods that are within a certain radius of his stores. “Sysco has 700 employees, and they’re 
just a block away from here. So, we geofence their building, as well as McLane Foods that sells foods to fast-
food chains,” he explains. “We [also] did Amazon’s warehouse and the UPS delivery warehouse. They have 
around 2,000 employees, and the minute they hit their driveways to go to work, we’ve got them. We also did 
Costco, Sam’s Club and all the Walmart stores.” 

*Geofencing is like putting a virtual perimeter around a specific location. When a mobile device or RFID tag 
enters this invisible border, a pre-programmed action, like loading a specific advertisement on that device’s 
web browser, is triggered. 

Article Courtesy of Tire Review. 

(Continued from page 6) 

https://www.tirereview.com/
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Shops Get Creative with Service,  
Processes During Pandemic 
 Kelly Beaton  This story was originally published in Ratchet+Wrench on June 26, 2020 

Necessity is the mother of invention.  

And the COVID-19 pandemic has necessitated some creativity from business owners like those that run inde-
pendent auto repair facilities.  

In order to gauge all of the extra, creative measures shops have taken throughout America during the pandem-
ic, Ratchet+Wrench recently asked shop operators in a survey what new processes they've implemented during 
the lingering pandemic. Here's a look at what shop owners are doing according to our survey and interviews 
that have been conducted.  

For many shops, the "new normal" during the COVID-19 crisis has included implementing the following new 
processes:  

• increased cleaning of vehicle interiors  

• utilizing plastic covers for steering wheels and shifters  

• closed lobby area  

• utilized "sneeze shields"  

• touchless vehicle dropoffs  

• using partitions to separate employee work areas 

• increased usage of protective equipment  
 
Additionally, here's some of the new services that repair facilities have started offering during the COVID-19 
crisis:  

• photo estimates  

• text to pay 

• bedliner work  

• detailing 

• PDR 

• wheels, tire and tint 

• vehicle disinfecting  

• pick-up and delivery  

• touchless service  

• zero-percent financing  

• free use of shuttle service  

• ozone treatment to kill virus and bacteria  
  

Shop owners also stepped up to do their part to give back. Some went so far as to offer to grocery shop or fill 
vehicles up with gas for their customers that did not feel safe. Other shops gave away hospital-grade disinfect-
ant. 

Many shops focused on community outreach and reached out to local businesses and purchased meals for 
their team to support them, or bought meals for medical workers.  

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. 

https://www.ratchetandwrench.com/authors/31-kelly-beaton
https://www.ratchetandwrench.com/
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Make it Your Own 
 Alayna Baggenstoss  This story was originally published in Ratchet+Wrench on June 22, 2020 

When Ratchet+Wrench last wrote about Garry Plimmer’s namesake shop in Boise, Idaho, he had just finished 
finding ways to maximize the efficiency of his 45,000-square-foot facility after quickly outgrowing what was 
once his “dream shop.”  

Plimmer opened Garry’s Automotive in 1997 in Boise, Idaho, with a staff of just three: one technician; Plim-
mer acting as owner, service writer and part-time tech; and his wife, Jerilyn, as the bookkeeper. 

By 2005, the shop had reached annual sales of $460,000 and an annual car count of 1,900. Tired of renting 
different properties, Plimmer purchased a lot on a busy road and worked with an architect to build a facility 
that encompassed everything he was looking for in a shop.  

After implementing those processes, sales continued to rise by $150,000 every year to $2 million with an av-
erage monthly car count of 350.  

“We grew rapidly because we figured out how to make everything flow,” Plimmer said at the time. “[The staff] 
knows how it works and they become very efficient. We’re always trying to improve. We’re not locked into an-
ything. If there’s a better way to do things, let’s take a look at it.” 

But a couple years later, Plimmer was ready to retire, and hand over his business to two of his employees, 
Jared Scofield and John Bryant.  

The Backstory 

After getting his associate’s degree in 2003 in Wyoming, Jared Scofield returned to Boise to begin working in 
the industry. It wasn’t until 2005 that he landed at Garry’s Automotive as a tech.  

As Plimmer grew the shop and began looking to the future, he knew that he wanted to keep the business 
within the company, Scofield says. He also knew that taking on a business is no easy task; you have to have 
all of your finances and knowledge in order before handing it over. Scofield says that this is why Plimmer 
started working toward his retirement eight years ahead of time. 

The Problem  

Coming up with something eight years before it happens is a tremendous feat. Plimmer knew that his succes-
sion plan couldn’t be a one-size-fits-all operation; he had to tailor it to his situation, Scofield says. He knew 
that taking on a business comes with a pretty heavy cost, and that’s not something you can arrange over-
night.  

Garry’s Automotive has always had a customer-first attitude, which Scofield says is why Plimmer wanted to 
keep the business within itself. He didn’t want to sell to somebody outside of the organization that wasn’t driv-
en by the same values that the company has. According to Scofield, the thought behind that was that it would 
be a better way of life for everyone involved.  

Scofield now shares 50 percent business ownership with John Bryant, another tech, and on January 26, 
2017, they finished their first day as business owners. 

Scofield and Bryant were now tasked with taking the inspiration of Plimmer’s “customer-first attitude,” and 
making it their own. 

The Solution 

Plimmer’s ideal remains a large influence on how Scofield and Bryant run the business today, Scofield says, 
and was the inspiration behind his implementation of a three-tiered goal program.  

At the beginning of each calendar year, Scofield, Bryant and their team all sit down to figure out what some 
achievable goals for the year. They think of these goals in three levels, each of which has a reward attached 
to it. If the team reaches level one’s goal, Scofield and Bryant buy lunch for the whole team. If they reach the 
second level goal, the two owners will pay for a steak and lobster meal, which is a goal they’ve already hit 
twice as of April 2019. The reward for the final level, Scofield says, is that each team member will get a $100 
bill, which has already been reached once this year.  

The inspiration behind this lies in the peer mentoring meetings that Scofield attends.  

“You don’t achieve anything if you don’t set out to achieve it,” Scofield says.  
(Continued on page 10) 

https://www.ratchetandwrench.com/articles/8497-make-it-your-own/?cid=95903
https://www.ratchetandwrench.com/authors/48-alayna-baggenstoss/?cid=95903
https://www.ratchetandwrench.com/
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DISCLAIMER 
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 connec-
tion 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. Fur-

thermore, individuals utilizing these services are forewarned that the Automotive Service Councils of California have con-
ducted no investigation into any representations made in any advertising, literature, or ad distributed by the advertisers in 
this or any other publication. Additionally, please be advised that the opinions and comments expressed by the contribu-

tors to this periodical are those of the contributors alone and do not necessarily reflect the opinions of the Automotive Ser-
vice Councils of California, or ASCCA Chapter 5, or their officers, directors, members or staff. 

After this meeting, he came back to Garry’s ready to sit down with his team and get to work.  

These goals aren’t just in his employees business lives, but in their personal lives as well.  

“Setting goals encourages everyone to strive for excellence,” Scofield says. 

If they want to break their end of year goal of bringing in more than $2 million in revenue, then everyone has 
to move in the same direction.  

Scofield says the reason that Bryant and himself push for this goal and reward system is because employ-
ees are the greatest asset to the company. Whether they have success or failure, the family-like culture 
means that they share it together. At the end of the day, Scofield says that they aren’t going to let each oth-
er fall, if there’s a problem, they’re going to help each other to solve it.  

Another practice that Scofield and Bryant now make a point to do, is to give back. They are able to help 
3,000 to 4,000 people in their community each year with the goal in mind “... to be a lasting aspect of our 
community. A lasting cornerstone that supports families and people,” Scofield says.  

Even though they already serve that many people, Scofield says they have a reach that’s even farther than 
that. They try to help anyone that comes knocking on their door. Just some of the causes they help are the 
local Boys and Girls Club of America, the local police force, and Skills USA. 

They also give free oil changes to veterans on Veterans Day and support an organization called Boise Res-
cue Mission, which provides meals and shelter to those in need. They donate as much as they can to as 
many causes as they can.  

The Aftermath 

Since Scofield and Bryant have teamed up, they’ve seen an increase of 5 percent revenue each year 
they’ve been in charge. But that hasn’t come without extra effort, Scofield says. They have had to hire addi-
tional staff, lease more space to increase productivity, and improve their equipment.  

Scofield also started attending a peer mentoring group. This group has discussions that focus on the best 
business practices for their industry and strategies to increase productivity and grow their companies. The 
first meeting that Scofield attended after moving into ownership focused on goal setting, which, ironically, 
was one of his biggest plans for the company.  

The Takeaway 

The feedback that Bryant and Scofield have gotten from this system has been extremely positive. Scofield 
says that they’re helping their team to achieve goals they’ve never done before. The rewards aren’t terribly 
costly for the shop, but they go over well with the staff and always feel like special occasions, Scofield says. 
At the end of the day, Scofield says that he wants to help each and every person in any way that he can. 

Ratchet+Wrench is the leading progressive media brand exclusively serving auto care center owners and operators through exam-
ining 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 9) 



Foothill 5 Forum  11 

 

ASCCA Foothill Chapter 5 Member Benefits 



Foothill 5 Forum  12 

 

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 a lso 
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, Tim Chakarian of Bimmer 
PhD, keeps us informed on seminars on business management and technical subjects for our shop owner members and their 
technicians. Cost is minimal and often free. This is a tremendous member benefit for you and your employees! Give Tim your 

ideas and suggestions for seminars & we will try to schedule the seminars you want. (626) 792-9222. 

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 Petrospecs Abe Chavira 805-857-5065  abec@petrospecsbg.com 

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

DRIVE! Carolyn Gray 818-863-1077 cgray@driveshops.com 

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 Tim Huddleston 805-584-0030 huddle5@sbcglobal.net 

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

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

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

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

RKM Insurance Agency Ernie Arciniega 818-243-2651 ernie@rkmins.com 

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

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

Be sure to use the evite 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:cgray@driveshops.com
mailto:hansonmrktg@aol.com
mailto:bruce@hawleyinsuranceservices.com
mailto:huddle5@sbcglobal.net
mailto:rlewis@jasperengines.com
mailto:sjohnson@markchristopher.com
mailto:fjoel@ix.netcom.com
mailto:norm@bliedencpa.com
mailto:ernie@rkmins.com
mailto:dennis.giardina@generalpetroleum.com
mailto:wpowell@ineedoil.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  
 John Eppstein………………………...……...…....   (619) 280-9315  
 
Executive Director 
 Gloria Peterson...(800) 810-4272 x104 or     GPeterson@amgroup.us 
 
Deputy Executive Director 
 Anne Mullinax…..(800) 810-4272 x116 or  AMullinax@amgroup.us 
 
Membership Services  
 Benjamin Ichimaru.(800) 810-4272 x137 or   BIchimaru@amgroup.us 
 
Accounting Executive 
 Nito Goolan…….....(800) 810-4272 x103 or  NGoolan@amgroup.us 
 
Manager Digital and Social Media 
 Sarah Austin….....(800) 810-4272 x110 or    SAustin@amgroup.us 
 
Events Manager 
 Becky McGuire…..(800) 810-4272 x118 or   BMcguire@amgroup.us  
 
Communications Manager 
 Ryan King……........(800) 810-4272 x122 or RKing@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 Gavin Newsom…………………………………...………. ( 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 Susan Rubio….………………………………...…. (D-22) 
 Phone ………………………………………………(626) 430-2499 
CA Senator Maria Elena Durazo...………….…………………. (D-24) 
 Phone ………………………………………………(213) 483-9300 
CA Senator Anthony J. Portantino……………………...…. (D-25) 
 Phone ………………………………………………(818) 409-0400 
CA Senator Ling Ling Chang……………..………………………(R-29) 
 Phone ………………………………………………(714) 671-9474 
CA Assembly Luz Rivas……...……………………………………(D-39) 
 Phone ………………………………………………(818) 504-3911  
 Email …………..…….Assemblymember.Rivas@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 Jessie Gabriel………...……………….……..…..…….(D-45) 
 Phone ………………………………………………(818) 904-3840 
 Email…….…….…….......Assemblymember.Gabriel@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………...…………Kirk Haslam 
 Phone……………………. (626) 793-5656 
 Email…...advancemuffler1234@gmail.com  

  
 Vice-President………….Tim Chakarian  
 Phone……………………. (626) 792-9222 
 Email…….…………….tim@bmwphd.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 
 Darren Gilbert………...……. (626) 282-0644
 Johanna Reichert…………… (626) 792-9222 
 Mike Bedrossian………..….. (626) 765-6190 
 Dave Label………..…….….. (626) 963-1211 
  

Chapter Rep 
Tim Chakarian ……...……..….(626)792-9222 

 

Committee Chairs 
Seminars & Programs 
   Tim Chakarian….(626) 792-9222 
  
Government Affairs 
   Gene Morrill…….626) 963-0814 
 
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 2020 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.ascca5.com 

Government Offices/Contacts 

mailto:GPeterson@amgroup.us
mailto:AMullinax@amgroup.us
mailto:kgroff@amgroup.us
mailto:bichimaru@amgroup.us
mailto:NGoolan@amgroup.us
mailto:saustin@amgroup.us
mailto:BMcguire@amgroup.us
mailto:rhickerson@amgroup.us
mailto:PBoerner@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:advancemuffler1234@gmail.com
mailto:tim@bmwphd.com
mailto:cjauto@verizon.net
mailto:jim@wardservice.com
mailto:adminascca5@gmail.com
mailto:ascca.05@gmail.com
http://www.ascca5.com/
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We had 22 online at our June 2 Zoom meeting with 

John Eppstein. He brought us up to date with 
ASCCA from the State President perspective. He 
answered questions and helped us learn what’s  

going on State-wide in ASCCA. 
 

 
Don’t miss our July 7 meeting with Cecil Bullard! 

 

 
We will continue with our monthly Zoom calls until we have the 

green light to resume our meetings at Mijares Mexican Restaurant. 


