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It's May already and Spring has sprung.   

ASCCA Chapter 5 has been putting on a bunch 
of classes for all of our members, and this 
month we are helping to host a huge shop night 
at Hanson Distributing.  

There will be an open house, with tons of  
vendors, tons of food, and tons of prizes for everyone.    

This is a great opportunity for you to bring your entire shop, and your neighbor-
ing shop.  This is a great night to Showcase what ASCCA can do for the shops in 
your neighborhood.  

I look forward to seeing everyone there, I hope everyone is doing well. 

 
 

 

 

Darren L. Gilbert 

Gilbert Motor Service 

626-282-0644 

Alhambra, CA 

President ASCCA Chapter 5 

Jun 6 - Pat Dorais of BAR 
Jul 11– TBA (NOTE DATE CHANGE) 
Aug-Sep - TBA 
 
 

Oct 3 - Oktoberfest Bowling 
Nov 7 - Maylan Newton 
Dec 2 - Christmas Party at Oak Tree Lounge 

UPCOMING MEETINGS & EVENTS 
May 2 - Shop Night at Hanson Distributing  

mailto:ascca.05@gmail.com
http://www.asc5.com/
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SHANNON DEVERY OF DFG WAS A WEALTH OF  

INFORMATION REGARDING CREDIT CARD  
PROCESSING. WE WERE ALSO SURPRISED BY A  

VISIT FROM STATE VP ROCKY KHAMENIAN 

Diego’s Auto Repair 
was drawn in our Shop 
Drawing, and was not 
present to collect the 

$200 prize!  
In May, the prize  
increases to $220. 

Remember, you must 
be present to win! 

Welcome new Chapter member Bavarian  
Garage in Glendora 

Craig and Gene kept us up to date on legislation 
that  impacts our businesses 
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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. The next class is June 3, so register now! 

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

 

Schedule your midyear tax planning session 
Most people don’t include tax planning on their summertime agenda, but maybe they should. The problem 
with waiting until the end of the year is that you reduce the time for planning strategies to take effect. If you 
take the time now to schedule a midyear tax planning review, you’ll still have eight months for your actions to 
make a difference on your 2017 tax return. In addition, proposed tax reform could be cause for additional 
changes to your tax plan. Planning now for 2017 taxes not only helps reduce your tax burden, but it can help 
you gain control of your entire financial situation. Give us a call to set up an appointment today. 
 

IRS is now using collection agencies 
The IRS is now using outside collection agencies to collect unpaid tax obligations. This new program will start 
slowly with only a few hundred taxpayers receiving mailings. The number will grow into the thousands later in 
the spring and into summer. Taxpayers who are contacted will first receive several collection notices from the 
IRS before their accounts are turned over to the private collection agencies. The agency will then send its own 
letter to the taxpayer informing them that the IRS has transferred the account to the agency. These agencies 
are required to identify themselves as working with the IRS in all communications. 
 
Unfortunately, a change like this can often lead to confusion among taxpayers, which gives scammers a new 
opportunity to steal taxpayer dollars. The IRS is aware of the potential fraud problems and plans to continue to 
help taxpayers avoid confusion. The IRS reminds taxpayers that private collection companies, like the IRS, 
will never approach taxpayers in a threatening way; pressure taxpayers for immediate payment; request credit 
card information; or request payments in gift cards, prepaid debit cards, or a wire transfer. A legitimate letter 
from a collection agency associated with the IRS will instruct taxpayers to write a check directly to the 
IRS. 
 

What to do if you are selected for a correspondence audit 
The IRS is now handling many routine audit reviews through form letters called correspondence audits. These 
letters come from the IRS and ask for clarification and justification of specific deductions on your tax return. 
Common issues that trigger a correspondence audit are large charitable deductions, withdrawals from retire-
ment accounts and education savings plans, excess miscellaneous deductions, and small business expenses. 
 
Don’t panic if you get one of these audit form letters. The IRS often uses computer programs to compare indi-
vidual return deductions with the averages for a person’s income level or profession. If you’ve received a let-
ter, you may have simply fallen outside the averages. As long as you respond promptly, thoroughly, and with 
good documentation, it won’t necessarily become a contentious issue. The key is to keep proper, well-
organized documentation under the assumption you may need it to support your deductions. If you do this 
right, the correspondence audit will end with a “no change” letter from the IRS, acknowledging you’ve ad-
dressed their concerns. Give us a call if you receive one of these letters from the IRS. We’re here to help. 
 

Everyone knows someone who missed the boat 
This year’s April 18 tax deadline has come and gone, but not everyone has filed a 2016 tax return. While many 
have filed an extension and intend on getting their return in order, too many taxpayers who should file, simply 
do not. Common culprits are older, retired parents and young adults who are new to tax filing requirements.  
 
Here are some of the reasons why it will help them to file a tax return. 
 

(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. 

 
Get withholdings. People who work but earn less than the required filing threshold should file a tax return so 
they can get back any withholdings their employer may have taken out of their paycheck.  
 
This happens because many taxpayers focus on the income threshold required to file a tax return and forget to 
look at their W-2 to see if money was taken out of their paycheck. The single individual filing threshold for 
2016 is $10,350 and the married filing jointly threshold is $20,700.  
 
Get refundable credits. There are a number of refundable or partially refundable tax credits, such as the 
earned income tax credit and the additional child tax credit, that are only available if you file a tax return. Re-
fundable credits are special because they come off the top of your tax bill and can even reduce it below zero. 
In that case you’d get the amount of the credit back in a refund check from the IRS.  
 
Help apply for loans or financial aid. Many banks or colleges will ask to see your tax return information to 
help you qualify for loans or financial aid. Filing a tax return, even if you’re not required to, will help support 
your application. 
 
Protect yourself. There’s a disturbing trend of identity thieves filing false returns to try to collect illicit re-
funds from the IRS. They often target people who may not usually file a return. By filing even a simple re-
turn, you can shut down this attempt at fraud by identity thieves. 
 
You may know someone who hasn’t filed and who needs help doing so. If so, feel free to pass on this article 
and suggest they get in touch for a consultation. 
 
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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THREE LOCAL MARKETING HACKS THAT WILL PUT YOU 
AHEAD OF THE COMPETITION  

 

by JON EYRE  

 

Turning awareness into sales is a complicated riddle that many brick and mortar business owners 
are trying to solve. You can throw a lot of money at traditional marketing and advertising, but if you 
have a bad online reputation, it’s unlikely that you will see a return on your investment. Because of 
this, we’ve compiled three local marketing hacks that will not only help you combat negative reviews, 
but build trust, and drive sales. 

WHY LOCAL MARKETING 

The way consumers find businesses has changed drastically in recent years. According to Pew Re-
search, 72 percent of adults in the US own a smartphone and they aren’t just using them to play 
Clash of Clans. Many consumers are using them to make their lives easier, asking their phones 
questions like “what is the safest minivan” or “Honda Odysseys near me.” 

Google refers to these times when people want to go, want to know, or want to buy as micro-
moments and they are quickly becoming the norm for many consumers. Because of this, businesses 
need to make sure their online presence is optimized so they can be there for these moments. 

SUCCEED WITH MICRO-MOMENTS 

A post on Think With Google highlights some key opportunities for capturing customer mindshare 
during micro-moments, including: 

Identify the top mobile searches in your area. As mentioned previously, mobile device usage is 
on the rise. More and more consumers are conducting searches on the go and those searches 
result in increased foot traffic and increased sales. In fact, 50 percent of mobile searches result in 
an in-store visit within 24 hours with 18 percent of those visits ending in a sale within a day. 
Knowing what those top mobile searches are can help ensure that your business is the one cap-
turing those customers. 

• Know the frequently asked questions related to your business. If you know what consumers 
are asking about your business you can create content tailored specifically to answer those 
questions. For example, if you were a dentist you might want to optimize for questions like “how 
often should I floss?” or “do I need braces?” Helping to educate your community about issues im-
portant to them can help you build trust. 

• Know how customers find your business. Finally, it’s important to find out how customers are 
getting to your business. Map your customer journey and identify specific moments where cus-
tomers might have questions. Doing so can help inform your local marketing strategy to ensure 
your messaging helps push them from consideration to purchase. 

Now that you have a better understanding of how micro-moments affect your business, let’s dig a 
little deeper with these local marketing hacks. 

HACK #1: LASER-FOCUSED TARGETING  

1 Marketing has long been data-driven. We are constantly collecting information about our custom-
ers and audience and using that to tweak messaging, calls to action, the timing of emails, and every-
thing in between. But there is one area I think we can do any better and that’s by using this data to 
get even more focused with our messages. 

2 Social media is one avenue where you can score quick wins with this tactic. Facebook, Twitter, 
and Instagram and other social media platforms are becoming an integral part of your customers’ 

(Continued on page 8) 

https://blog.podium.com/2017/02/16/3-local-marketing-hacks/
https://blog.podium.com/2017/02/16/3-local-marketing-hacks/
https://blog.podium.com/author/jon/
http://www.pewglobal.org/2016/02/22/smartphone-ownership-and-internet-usage-continues-to-climb-in-emerging-economies/
https://www.thinkwithgoogle.com/articles/identify-micro-moments-brand-consumer-insights.html
http://www.business2community.com/infographics/local-seo-statistics-must-know-infographics-01557523%23aADARsEW6XYfO5Lz.97
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lives. They are the perfect channel to reach consumers at the right place, at the right time, and with 
the right message to increase conversions. 

3 In a recent blog post, we highlighted a number of best practices to improve local marketing with 
Instagram. One of which was targeting your posts to specific demographics or geographic areas. 
Doing so should increase engagement because it ensures your message is hitting the right people. 

4 You should also look for opportunities to personalize messaging. Businesses can no longer af-
ford to take a spray and pray approach to their local marketing. Technology has made it easy to col-
lect mountains of information about customers and potential customers. You can use that info to per-
sonalize calls-to-action to make them more appealing. According to HubSpot, personalized CTAs 
converted 42 percent better than CTAs that aren’t personalized. 

HACK #2: OPTIMIZE YOUR DIRECTORIES FOR LOCAL SEO 

One way to ensure that your business is there when your customers need you the most is optimizing 
your directories for local SEO. Doing so will give your business a better chance to show up in Goog-
le’s Map Pack and near the top of local search engine results pages. 

There are a number of simple things businesses can do to optimize for local search, but for whatev-
er reason, they neglect to do so. They include: 

1. Claiming all relevant business directories 

2. Consistent contact info across all listings and on your site 

3. Upload high-res photos to increase attractiveness of your listing 

4. Use your blog to drive links back to your site 

5. Collect and manage online reviews 

HACK #3: BUILD AN ONLINE REVIEW PRESENCE 

Online reviews play a pivotal role in every aspect of the customer journey. They help increase visibil-
ity because they impact local search rank. They quickly move businesses into the consideration set 
because a vast majority of consumers trust online reviews as much as personal recommendations 
from family and friends. Finally, they can help your business get chosen because online reviews 
have a strong influence on purchase decisions. 

If online reviews are so valuable, why do many businesses let them happen organically? If you don’t 
have the right processes or tools in place, collecting online reviews can be difficult. In the past, the 
process was long and cumbersome, so many customers didn’t follow through with leaving a review 
even though they were willing to do so. 

The key for a successful online review program is to make it as easy as possible. You can do this 
by focusing on which review sites customers already use and then delivering invites via your cus-
tomers’ preferred communications channel. Doing those two things should result in a significant up-
tick in your invitation conversions. 

BONUS HACK: LET PODIUM HELP YOU WITH REVIEWS 

Request a demo to see how Podium’s cloud-based solution can help you use text messages to in-
vite all of your customers to review your business. Podium’s efficient, mobile process can help your 
business build a strong online presence on the sites that matter most. This will, in turn, improve local 
SEO and ultimately boost revenues. 

(Continued from page 7) 

https://blog.podium.com/2016/12/20/local-marketing-with-instagram/
https://blog.hubspot.com/marketing/personalized-calls-to-action-convert-better-data%23sm.00000s5wjafb9lddjqseow6qwjwrj
https://moz.com/local-search-ranking-factors
https://blog.hubspot.com/blog/tabid/6307/bid/10322/the-ultimate-list-50-local-business-directories.aspx%23sm.00000s5wjafb9lddjqseow6qwjwrj
https://blog.podium.com/2017/01/05/local-seo-tips-best-way-format-nap/
https://support.google.com/business/answer/3038063?p=why_verify&rd=1
http://searchengineland.com/make-blog-local-destination-win-local-search-215354
https://www.brightlocal.com/learn/local-consumer-review-survey/
http://marketingland.com/survey-customers-more-frustrated-by-how-long-it-takes-to-resolve-a-customer-service-issue-than-the-resolution-38756
http://learn.podium.com/demo
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Study Says 25 Percent Of Miles Driven By 2030 In The 
U.S. Could Be In Shared Self-Driving Electric Cars 

 
 
By 2030, around a quarter of all miles driven in the U.S. could be in shared autonomous electric vehicles, 
which will offer consumers in large cities the lowest-cost, most convenient form of transportation, according 
to new research by The Boston Consulting Group (BCG). 

BCG’s key insight is that the convergence of three trends – ridesharing (services such as Uber and Lyft), au-
tonomous driving and vehicle electrification – create a far more compelling economic case than any of these 
forces alone. Due to their ability to cut travel costs by 60 percent, shared autonomous electric vehicles 
(SAEVs) could shift about 25 percent of miles traveled from private automobiles, creating enormous benefits 
for consumers as well as causing major disruption to the automotive industry. While total vehicle demand will 
only be affected slightly, by 2030 more than 5 million conventional cars per year could be replaced by a com-
bination of fully autonomous electric vehicles for urban fleets and partially autonomous cars for personal use. 
Cities will benefit from less congestion and cleaner air, but could be disadvantaged by falling ridership on 
public transit, fear of which could result in some cities proactively trying to regulate the number of SAEVs on 
the road. 

“Such an evolution in mobility is no longer a fantasy. The technology exists and our research shows that 
many consumers will embrace it,” said Brian Collie, a Chicago-based partner who leads BCG’s automotive 
practice in North America. “Yet few players are taking the bold steps needed to position themselves to thrive 
in this not-too-distant future. The time to act is now.” 

SAEV is an apt acronym for these vehicles, as fleets would save time, money and lives, according to the 
study. By using SAEVs, a typical Chicagoan who owns a car and drives 10,000 miles a year could cut the cost 
of travel from around $1.20 per mile to around 50 cents per mile. Over the course of a year, that could put 
more than $7,000 in that driver’s pocket – effectively doubling consumer discretionary income. 

Unlike most industry studies, which look at trends such as autonomous driving and powertrain electrification 
in isolation, BCG’s research aims to provide an integrated view of the future of mobility in the U.S. The con-
sultants combine insights from a variety of sources – including a proprietary survey of more than 6,000 U.S. 
consumers; detailed modeling and analysis of traffic patterns and population density in more than 100 cities of 
varying sizes; economic forecasting; past BCG studies; and interviews with a wide range of industry experts. 
The results focus on implications for automobile and parts manufacturers, car dealers, service providers and 
city governments, as well as other key stakeholders, such as energy and insurance companies. 

Radical Shift Will Be Concentrated in Large Cities 

BCG’s conservative estimate is that 23 to 26 percent of miles driven in the United States, or about 800 billion 
to 925 billion miles, could be traveled in SAEVs by 2030. The shift to SAEVs, which would be gradual and 
would begin by the early 2020s, would likely occur in cities with more than 1 million people, where there is 
sufficient demand to keep fleet utilization high and there are significant pain points associated with private 
vehicle ownership (expensive insurance, difficulty finding parking, and congestion). 

Adoption could be even faster and more widespread if innovations in technology and pricing models reduce 
costs further for consumers. Innovations could include radically different vehicle designs (such as driverless 
pods), new tailored services (such as pooled ridesharing) and new revenue streams (such as in-vehicle adver-
tising). At a lower price point, SAEV service might be attractive in more mid-size cities (with populations of 
500,000 to 1 million). 

Nonetheless, significant hurdles remain. Major technical and infrastructure challenges must be solved. For 

(Continued on page 10) 

http://www.shopownermag.com/miles-driven-shared-self-driving-electric-cars/?cid=95903
http://www.shopownermag.com/miles-driven-shared-self-driving-electric-cars/?cid=95903
http://www.bcg.com/
https://www.bcg.com/expertise/industries/automotive/default.aspx
https://www.bcg.com/expertise/industries/automotive/default.aspx
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example, BCG concludes that SAEVs are unlikely to be economically viable in small cities and rural areas. 
And even in larger cities, the survey findings suggest that many consumers remain skeptical of the technology 
or are unwilling to give up the many conveniences and benefits of private vehicle ownership. 

Shift Will Have Massive Impact 
Moving up to a quarter of all miles driven would have massive impact, not only on household economics and 
lifestyles, but also on society as a whole, urban planning, the automotive industry and key supporting indus-
tries such as energy, finance and insurance, says BCG. Some of the impacts outlined in the study include: 

• Automakers and parts suppliers would face the most profound challenge to their business models in a cen-
tury. While total vehicle demand isn’t likely to change materially, the types of cars required will be vastly 
different. BCG estimates that in 2030, a total of 4.7 million autonomous electric vehicles will replace 5.1 
million conventional autos sold in the U.S. This shift undermines the current industry business model, with 
its focus on engine technology and its long product cycles, and opens the market to a range of new compet-
itors. Hundreds of billions of dollars worth of industry assets could turn into liabilities, according to the 
study, and dealers will be less relevant as fleets make up a much bigger portion of sales. Current aftermar-
ket businesses will take a hit because SAEVs will require less maintenance and have fewer accidents. But 
at the same time, whole new businesses will develop to manage large urban fleets and service them daily. 

• The new model also would have important implications for cities. In addition to benefits such as less con-
gestion, fewer traffic deaths, cleaner air and reduced need for parking space, cities also may face financial 
hardship because of the impact on public transit. The economics of shared autonomous electric vehicles 
makes them competitive with public transportation for short trips and more convenient (no schedules, door
-to-door service). According to BCG analysis of traffic patterns and “pain points” of mass transit riders in 
Chicago, as many as 20 percent of public transit miles could shift to the new transportation mode. This 
could leave cities in the position of maintaining aging transit infrastructure with reduced ridership and fare 
income. However, cities can plan for the loss of transit income by finding other sources of tax revenue, 
such as fees on SAEV fleets and trips. They could even consider investing in publicly owned fleets. 

• Additional effects would include a sharp drop in fuel demand, an impact looked at in depth in an upcoming 
comprehensive powertrain study by BCG. The sharp reduction of traffic accidents and related injuries from 
autonomous and semi-autonomous vehicles also could reshape the auto insurance business. Tech compa-
nies, data providers and electric utilities would benefit. 

 

The Next Car You Own May Be Your Last 
“The age of shared autonomous electric vehicles is upon us and now is the time for automakers, suppliers and 
cities to begin taking the bold steps necessary to thrive in this rapidly changing world,” said Justin Rose, a 
Chicago-based partner who leads BCG’s digital efforts for industrial goods companies. “Companies need to 
deconstruct and rebuild business models, develop new capabilities, create new sources of sustainable ad-
vantage and shift assets and talent to new purposes – or risk becoming irrelevant. As with any great disruption, 
this transition will be risky and extremely challenging, particularly in the face of near-term investor expecta-
tions of customer demands.” 

To help navigate this turbulent period of transition and uncertainty, the authors have developed a roadmap to 
guide automakers, cities and regulators in preparing for this profound change, with a set of recommended ac-
tions for each. 

“The automotive industry is on the brink of a major transformation, and it’ll be here faster than people real-
ize,” said Rose. “For millions of Americans living in large cities, the next vehicle they purchase may be the 
last car they ever own.” 

A formal report with further details on the study – the first in a multi-part series on the reinvention of the auto-
motive industry – will be published in the coming weeks on bcg.com. 

(Continued from page 9) 

https://www.bcg.com/
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SEMA Virtual Career Fair Aims To Make It 
Easier For Job Seekers And Employers To 
Connect 

 
 

Filling a job opening and finding a job in the $39 billion automotive specialty equipment market is 
about to get easier with the introduction of the SEMA Virtual Career Fair, taking place from noon 
to 5 p.m. EST on June 1. 

Following SEMA Career Day, held during the 2016 SEMA Show in Las Vegas, organizers say 
they are expanding the program and making it “virtual” so that participants can join in convenient-
ly and easily from anywhere in the world. 

“We’re excited to bring the SEMA Virtual Career Fair to the automotive aftermarket industry,” 
said SEMA Education Senior Director Zane Clark. “Using this online platform makes it easy for 
companies looking to hire to meet with job candidates without worrying about transportation and 
overhead costs normally associated with on-site events.” 

The SEMA Virtual Career Fair will enable employers to interact with job seekers in a private chat 
room with the option to conduct video interviews. Employers get to meet qualified job candidates 
from all over the world and receive unlimited access to all registered candidates’ information, in-
cluding electronic résumés. 

“Virtual recruitment events are gaining prominence and becoming the preferred college recruit-
ment tool because of their low cost to participants and ease of use,” said SEMA Manager of Career 
Services Amelia Zwecher. “It allows job seekers to connect with many companies from a remote 
location and at a dedicated time.” 

The SEMA Virtual Career Fair is the next step in SEMA’s Career Paths initiative and its efforts to 
help further develop the talent pipeline for the automotive aftermarket industry. 

“The SEMA Show Career Day was an easy way to introduce our company to future graduates who 
have experience and interests that are in good alignment with our industry’s needs,” said Tim Mar-
tin, K&N Engineering vice president. 

Early registration for the SEMA Virtual Career Fair ends April 28 and is $75 per employer (a $50 
savings). For more information or to register, visit sema.org/virtualcareerfair or contact Amelia 
Zwecher at ameliaz@sema.org. 
 

Used with permission from Babcox Publications and Shopownermag.com 

http://www.shopownermag.com/sema-virtual-career-fair/?cit=95903
http://www.shopownermag.com/sema-virtual-career-fair/?cit=95903
http://www.shopownermag.com/sema-virtual-career-fair/?cit=95903
http://www.sema.org/virtualcareerfair
mailto:ameliaz@sema.org
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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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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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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
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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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ASCCA 

Foothill Chapter 5  

Jun 6 - Pat Dorais of BAR 
Jul 11– TBA (NOTE DATE CHANGE) 
Aug-Sep - TBA 
 
 

Oct 3 - Oktoberfest Bowling 
Nov 7 - Maylan Newton 
Dec 2 - Christmas Party at Oak Tree Lounge 

UPCOMING MEETINGS & EVENTS 
May 2 - Shop Night at Hanson Distributing 

Exit the 210 at Irwindale 
Drive North to W. Foothill Blvd. 

Turn Right to N. Coney Ave. 
Turn Left to W. 8th St. 

Turn Right to #975 

Check out the flyer on 
page 2 for details 


