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ASCCA 

Foothill Chapter 5  
December 2019 

Jan 7 - Maylan Newton at Mijares 
Jan 25/26 - Team Weekend in Sacramento 
Feb 4 - C3 Marketing at Mijares 
Mar 3 - TBA at Mijares 

Apr 7 - TBA  at Mijares 
Apr 28 - Automotive Aftermarket Industry  
   Legislative Fly-In Day (“Leg Day”) 
May 5 - Shop Night (Location TBA) 

UPCOMING MEETINGS & EVENTS 
Dec 7 - Chapter Holiday Party at the Monrovian. 

President’s Message: 
Happy Holidays and MERRY CHRISTMAS! 
 
We hope all is well and you are having a great time with your families over the hol-
idays. The Christmas party is here; don't forget to buy your tickets early. See the 
flyer on page 2. 

We will be giving donations to House of Ruth, so they can have a much deserved 
Merry Christmas also. Please donate or buy casino chips to play at our party. 

Your winnings will be cashed in for tickets for many great donated prizes. Much 
thanks to those who have given or donated already 

This is a good time to look back on our lives and freedoms and really thank those who have helped us along 
the way. 

For those who missed last meeting, another great member who has done a lot for our chapter, Jack 
Scrafield, is retiring. (What, no jokes?) Anyone who would like to be more involved, we will be looking for 
another board member. The board meets on the second Thursday of the month. 

Many thanks to the Board members and all those who are involved in our chapter and ASCCA. 

We are planning out our programs and seminars for 2020. If there’s anything you would like, let us know! 

 
 
 
 
 

Kirk Haslam 
President, ASCCA Chapter 5 
Advance Muffler 
1234 E. Walnut St. 
Pasadena CA 91106 

mailto:ascca.05@gmail.com
http://www.ascca5.com/
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ASCCA Chapter 5  
2019 Casino Night  

Christmas Fundraiser 

All Proceeds go to support  
House of Ruth  

Assisting Families Victimized by Domestic Violence 

Saturday, December 7 at 6 pm 

Location: 

The Monrovian  
534 S Myrtle Ave 

Monrovia, CA 91016 

Individual Tickets are 

$40 EACH (ctl-click to register & purchase) 

 OR, BUY THREE TICKETS, GET ONE FREE 

FOUR FOR $120 (ctl-click to register & purchase) 

Includes, dinner, drinks, and casino night fun! 

Sponsored by: 

Hawley Insurance Services  
& DRIVE  

This Event Is Open To Chapter 5 Members, 
Friends, Family, Clients and Staff 

Make It Your Company Holiday Party! 

Contact ascca.05@gmail.com with questions  
or to register and pay by check 

https://www.paypal.com/cgi-bin/webscr?cmd=_s-xclick&hosted_button_id=LJ7UHNRKET58Y
https://www.paypal.com/cgi-bin/webscr?cmd=_s-xclick&hosted_button_id=BYYJPAMWN4W96
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Hawley Insurance Services is a full  
service brokerage offering a wide  
variety of  insurance products for  

businesses and individuals.    
Please let us know how we can better 

assist you with liability insurance,  
workers’ compensation insurance,  

personal insurance, group/individual 
health insurance, and/or  

Covered California medical coverage. 

 

A Special, “Thank you!” to Hawley  
Insurance Services for sponsoring our 

annual “Casino Night” Fundraiser 
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TAKE YOUR SHOP 

TO THE NEXT LEVEL 

With An In-Depth Analysis of Your: 

• Website • Finances • Sales 

• Social Media • Marketing • Production • Recruiting 

ALL FOR $395* 

The Shop Business Analysis (SBA) will help you identify the strengths and weaknesses in 
your shop. In this complete analysis, we will walk you through every area of your business, 
from marketing and sales to production and profitability. You will also receive an in-depth 
visual inspection of your facility through the use of video clips and photographs. All of this 

information, including your marketing and your  
online presence, will be reviewed with DRIVE’s top team members. This service will leave 

you with a thorough understanding of your shop’s current condition and provide you with a 
plan to help take your business to the next level. 

For more information visit 

www.DRIVEShops.com/shopbusinessanalysis or call us at (818)863-1077 
*Cost is tax deductible 

A Special, “Thank you!” to DRIVE for sponsor-
ing our annual “Casino Night” Fundraiser 



Foothill 5 Forum  5 

 

Sell the Benefit 
Joe Marconi - This story was originally published in Ratchet+Wrench on Nov 1, 2019 

A few years back, my service advisor, Tony, was trying to sell a customer a new battery. Let’s call this cus-
tomer Ed Jones. Here’s how the conversation unfolded; “Mr. Jones, my technician completed our 21-point 
inspection on your vehicle and everything checks out fine. However, I do want to discuss the battery. Your 
battery was tested with our Midtronics digital battery diagnostic tool, which is a very accurate piece of equip-
ment. Your battery is rated at 575 cold cranking amps, and your battery tested at 300.  Would you like me to 
replace the battery today?” Ed Jones looked at Tony, and three seconds later said, “Thank you for the infor-
mation. Let me think about it.” 

I know Ed very well. The car we were servicing that day was his daughter’s car, who was home from college 
for the Christmas holiday. Ed’s daughter is in her first year at Plattsburgh University in upstate New York, 
which is about a five hour drive and near the Canadian border.   

I could see the frustration on Tony’s face, so I gave him a little advice; “Tony, ask Mr. Jones who drives the 
car. After he answers you, ask him what the car is used for. Listen to his answers and then use that infor-
mation to sell safety and peace of mind, not a battery.” 

Five minutes later, Tony reported back to me excited and amazed; “Joe, great advice!  He authorized the bat-
tery! I guess you knew he would buy the battery with the right questions?” I replied, “You were trying to sell 
Ed Jones a battery by pointing out the technical process we use to determine the health of the battery. What 
you need to do is reach the customer on an emotional level. The questions I recommended you ask made 
him realize that it’s the welfare of his daughter he was really buying, not a battery.”  

Now, let’s clarify something. Tony didn’t say anything wrong with his sales presentation. But he got the pro-
cess backwards. He was leading with logic. If you’re trying to sell something by using logic alone, you are go-
ing to struggle. People make buying decisions based on emotions. To make a sale, you need to connect with 
the part of the brain where emotions reside, and then back it up with logic.    

Bombarding the customer first with facts and features tends to confuse the brain as it tries to make sense out 
what you are saying. That can be difficult because the technical information is usually not fully understood by 
the customer and the confusion usually results in the customer saying, “No.”   

Let’s review the conversation when Tony asked the right questions; “Mr. Jones, who drives this car?” Ed re-
plied, “My Daughter.” Tony continued, “And what does she use the car for?”  Ed replied, “She uses it to go 
college at Plattsburgh. She’s home for the holidays and goes back to school on Monday.” At that point, Tony 
realized why I urged him to ask those questions, and continued with, “So, your daughter drives this car back 
to college, and leaves on Monday. She goes to Plattsburgh, which is near the Canadian border.  Mr. Jones, 
it’s wintertime and that’s a long, lonely drive. Her battery tested weak and may fail without warning. For peace 
of mind and your daughter’s safety, wouldn’t it be in her best interest to replace the battery before she 
leaves?” Ed now makes the emotional decision, “Yes.”  

Here’s the bottom line. First, know your customer. Build rapport during the write up process and find out all 
the details of why the car was brought in for service. Second, tone down the technical side of what you do. 
That’s not to say it’s not important. But, before you give the technical facts, reach your client on an emotional 
level. Ask questions to find out as much as you can about the customer, and then direct the conversation to 
the reasons why what you are trying to sell will benefit the well-being of the customer and/or the customer’s 
family.   

Remember, decisions are easier to make when it has meaning to them or a family member. In Ed’s case, not 
replacing the battery would have been unsettling to him. Tony’s recommendation to replace the battery is per-
ceived as the right decision because it promotes the safety and well-being of his daughter. 

Humans are driven by feelings and make emotional decisions, then justify it with logic. Next time you are try-
ing to sell anything to a customer, ask yourself, “Why should the customer buy what I am trying to sell?” The 
answer may surprise you.  

Ratchet+Wrench is the leading progressive media brand exclusively serving auto care center owners and operators through examin-
ing 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/
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Stick to Your Guns 
Rissy Sutherland - This story was originally published in Ratchet+Wrench on Nov. 25, 2019  

Every now and then, I like to look back on lessons that I’ve learned from the best in the industry. One power-
ful lesson that I’ve learned is about rules and why they’re there in the first place. 

I have always struggled with wanting to say ‘yes’ to everything and everyone. I want to say ‘yes’ to our em-
ployees, to our customers and to our vendors. I want everyone to be happy all of the time, which, of course, is 
impossible and I have learned will kill your business. There comes a time when you realize that saying ‘yes’ to 
some things hurts your business, employees, team and your ability to manage it all.  

I learned this lesson from one of the most successful large automotive chain company executives in the U.S., 
who, for the purpose of this article, we’ll call John (he wishes to remain anonymous). John told me that every-
day, a new warranty job question will come up. For example, “Can we do this job for free because this cus-
tomer is two days out of warranty?” 

Everyone around you will want you to pay the technicians, pay for the parts if you can’t return them for refund, 
continue to warranty the car… The list of one offs and what if’s goes on and on. John told me you have to 
make the rule that if it’s out of warranty, it’s out of warranty. It doesn’t matter if it’s by one day, five days or two 
months. The reason is, once you start to make exceptions, then when does it end? Does holding true to a rule 
make you bad at customer service or business? No—it’s just the rule. So, follow it or else you will have these 
little bends that come up everyday. These little bends are what suck up all your time and make you question if 
you did the right thing. I can promise you that if I call up my parts vendor and it’s one day out of warranty, they 
won’t give it away for free. I may not like it that day, but it’s not unfair.  

Following the rules comes into play in other areas of the business as well. Here’s an example: We have a lot 
of employees and say, for instance, one of them comes in and asks for a day off because of XYZ. Maybe they 
didn’t take a lunch last week or they have another reason that you believe is valid enough to warrant a day 
off. You feel bad and let that one employee have the day off. Then, of course, another employee finds out and 
if you don’t also give them the day off, you turn into the bad guy. You bend the rules for one and the word 
gets out and if you don’t do it for the next employee they could both end up leaving.   

Another example is when you do someone a favor, explains John. John gives the example of a customer 
leaving their car at one of the shops for over a month because they couldn’t afford an engine repair. The man-
ager then chooses to give the engine at cost and doesn’t charge labor. One year later, the engine fails. The 
customer is now angry and demands you pay for all labor, the entire new engine and extend the warranty for 
another period because they “paid” for an engine one year ago (at cost).  

The point of all of this is really simple. Just follow the rules that you lay out as the owner and you will never 
have to second guess yourself and your employees won’t come and question you about their options be-
cause they will know your stance. This will result in happier employees because you won’t disappoint anyone 
- they know the rules. You also won’t have the added stress of someone asking you to bend our own rules. 
You won’t have to worry about losing respect from others because you bent a rule. 

At the end of the day, we all have to make decisions that are ethical, practical and what is best for our fami-
lies, customers, employees and companies. However, always remember if you made a rule, it was for a good 
reason. So, if you choose to break it, make sure the reason is just as good or maybe it wasn’t a good rule to 
begin with. 

I’ll leave you with one basic tenet: Bending the rules is a slippery slope. Once a person starts bending the 
rules, then it becomes easier and easier to break the next one. The fact is that bending the rules - even once 
- can get a person in trouble. 

Ratchet+Wrench is the leading progressive media brand exclusively serving auto care center owners and operators through examin-
ing 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. 

Rissy Sutherland is an auto care industry lifer, having grown up in her family’s automotive franchise business and later implementing 
the training and operational systems for all 300 auto repair franchise locations for Moran Industries—the automotive giant that pur-
chased her family’s shops. She has opened more than 400 shops in her career as the executive for nearly a dozen automotive 

brands. She is one of the industry’s foremost experts in shop operations.  

https://www.ratchetandwrench.com/
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Trends In Online Customer Reviews: Dramatic 
Shifts In Online Visibility Impact Repair Shops 

Roger McManus - ShopOwnerMag.com November 2019 

Over the last couple of years, some significant changes in consumer behavior regarding research-
ing retail sources of everything – including auto service – have left some repair shops behind be-
cause they were not paying attention. Luckily, it is easy to catch up. 

When Amazon started this review craze a dozen years ago, they encouraged people who read 
books they bought on Amazon to critique them. A few loquacious readers, and perhaps wannabe 
writers, would craft long and involved essays about the books they had read regardless of the 
reader’s experience. Amazon did not need lots of reviews or professional reviewers to make their 
strategy work. The gambit drove book sales. 

Roll the clock forward and two types of consumer opinion websites developed: sites created spe-
cifically for reviews like Yelp and TripAdvisor, and sites created for social expression like Facebook 
and eventually Google. But because Facebook and Google are almost universally ensconced in 
consumers’ lives, the last couple of years have allowed them to dominate the market for consumer 
opinions. 

Google’s Dramatic Growth 

While we all knew Google was growing in importance, the growth was even more dramatic in pub-
lishing consumer reviews than we thought. Since 2015, Google’s share of the reviews “market” has 
grown by over 200% from about 16% in 2015 to 58% in 2017. During that time, Facebook stayed 
at about 20% share with all of Google’s growth cannibalized from the other players.  

The reason for this dramatic shift comes down to simple convenience. A huge percentage of the 
population has accounts with Google and Facebook. Google predominates because they have so 
many free, useful tools and services, and you must have a Google account to use them. If you own 
an Android phone you must have a Google account. Facebook holds its own because “everyone” 
is on Facebook and millions of people have decided that to be “in the know” they have to partici-
pate.  

A vast majority of businesses now have a Google My Business page and a Facebook business 
page. Additionally, because each site makes it so easy to leave reviews, consumers are more in-
clined to do so. 

Google is far and above the No. 1 place people go to research products and services they buy 
(63% vs. 37% for all other sources combined). Because Google started including reviews in the 
search results with the other information delivered about the company, it is easy to see why it has 
exploded in its predominance in delivering consumer reviews. Further, because Google delivers 
reviews in the search results, it tends to preempt people even going to other sites to read reviews. 

This is of significant importance to repair shops. Google has moved into such a dominant position 
that to be anything less than fully optimized on Google is a huge wasted opportunity. For tips on 
how to do this, see the sidebar on the adjacent page. 

Is it a Two-Way Street? 

As consumers have gained greater access to systems designed to solicit their opinions, they have 
acquired a tendency to want to be acknowledged. According to a recent survey by ReviewTrack-
ers, over half (54%) expect to have some sort of response from a business about which they have 
written online. This is even more prevalent when the review is critical of the business. Despite their 
expectations, 64% say they have never gotten a response from any review they have left, good or 
bad.  

(Continued on page 8) 

https://www.shopownermag.com/trends-in-online-customer-reviews-dramatic-shifts-in-online-visibility-impact-repair-shops/?oly_enc_id=3803F6435578F7X/?cid=95903
https://www.shopownermag.com/trends-in-online-customer-reviews-dramatic-shifts-in-online-visibility-impact-repair-shops/?oly_enc_id=3803F6435578F7X/?cid=95903
https://www.shopownermag.com/?cid=95903
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This would suggest an opportunity for tire dealers to break out of the retailer pack and give cus-
tomers what they expect, but rarely get — engagement. It takes very little time but demonstrates a 
lot of awareness. There is a subset of people who intentionally look for reviews with one star to 
see what could possibly go wrong. 

There is a subset of people who intentionally look for reviews with one star to see what could pos-
sibly go wrong. 

Stars Matter 

People avoid trouble. Over 94% of people say they will not do business with a company that has 
credible negative reviews. Yet, they are forgiving. Nearly half (45%) will change their mind if the 
negative review is accompanied by a response from the business further explaining the circum-
stances, expressing a sincere interest in doing the right thing and encouraging the disgruntled cus-
tomer to have further dialogue with them. 

On the other side of that coin, there is a subset of people who intentionally look for reviews with 
one star to see what could possibly go wrong. They also look to see how a business owner re-
sponded, if at all.  

Other Significant Trends 

Reviews are getting more positive. Even though negative experiences will stimulate a review 20% 
more often than a positive experience, this number has shrunk over the past few years.  Reviews 
have generally shifted more to the positive as the whole review phenomenon has matured. In 
2010, the average star rating for all businesses was 3.8. By 2017, the average star rating had 
moved up to 4.2. 

Reviews are getting shorter. People are making their points more succinctly. In 2010, the average 
review used about 600 characters. In 2017, the number had shrunk by two-thirds to fewer than 
200 characters. This phenomenon is more a function of where people leave reviews than anything 
else. Earlier reviews were left on desktop computers where time and space encouraged more 
prose. Today, many reviews are left on a cell phone, making the process of keying in long sen-
tences and multiple paragraphs less convenient. 

Consumer opinions used to be limited to the number of people with whom a business could come 
into contact. Today, one person can speak to thousands instantly. This can be of great benefit to 
those who understand the game and play it actively. It can also spell disaster for those who ignore 
the reality that every customer experience is a story, and every consumer can publish. 

Used with permission of ShopOwnerMag.com and Babcox Publications 

Columnist and contributor Roger McManus is the author of “Entrepreneurial Insanity in the Tire Industry” (Amazon) di-
rected at the owners of tire and auto service businesses who are trapped as the hub of their business wheel. The book 

can be ordered at www.TheTireBusiness.biz. He can be contacted via email at mail@rogermcmanus.com. 

(Continued from page 7) 

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. 
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Shop Drawing  
 

RM Automotive was drawn in 
the Shop Drawing, and was 
not present to win the $220 

prize.  
The prize will increase to $240 

for our January meeting. 
Remember, you must be  

present to win! 

At our November meeting we awarded an-
niversary pins and bowling trophies as well 
as learned about the evolution of coolants. 

5 years of membership for Bimmer 
PhD and Lex Mastertech! 

15 years of membership for Randy 
Lewis and Jasper Engines 

We presented 
some of our 

bowling trophies 
from last 
month’s  

Oktoberfest! 

Toxguard sponsored 
our dinner and 

helped us under-
stand the evolution 

of coolants and what 
is available today. 
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Attracting the Next Generation 
Abby Patterson - This story was originally published in Ratchet+Wrench on October 8, 2019 

A new generation is starting to get out into the “real world.” Generation Z, or those born between 1997 and 2010, are becoming the 
new millennials—a generation growing up in the prime of the digital age, and whose lifestyles much of older society does not under-

stand. 

“Gen Z is unlike any other consumer segment before them,” Mark Beal, Rutgers University professor of public relations, says. “They 

are the most diverse cohort and have had technology in hand since they were infants.” 

Instead of complaining about this new generation, Beal decided to investigate what makes Gen Z tick. He conducted his own re-

search and utilized surveys to see what drives Gen Z in the workplace and beyond, which resulted in writing “Decoding Gen Z.”  

Not only does his book dive into Gen Z’s workforce habits, but it also touches on their habits as consumers. As consumers, Gen Z 

has some major power. From his research, Beal estimates the generation has the spending power of about $150 billion. 

“This year, Generation Z has become the largest group of consumers—they are not a small piece of the pie,” he says. 

And because of their spending power, Gen Z can either make or break your business. So, where should we go from here? Beal 

goes over his findings and gives tips on how to adapt your marketing tactics to attract the next generation. 

What did your findings say about Gen Z? 
There’s a quote that the chief marketing officer of MTV said in a conference a couple of months ago that I use all the time: “They are 
the first generation that learned to swipe before they could wipe.” That always gets a couple of chuckles, but the idea is that they 

have had technology in their hands since the age of 1. 

As far as attracting Gen Z, they do not consume traditional media at all. Instagram is by far their favorite social media channel—not 
even close to others—and that is primarily due to the fact that they love Instagram stories. More than 20 percent of Gen Z is tuning 
in to Instagram Stories every one to two hours. Above all, 60 percent of my participants said their preferred social media channel 

was Instagram.  

They also love YouTube; more importantly, they love DIY videos on YouTube for tutorial videos. 87 percent of Gen Z is consuming 

YouTube channels weekly for content.  

They don’t use the “F word,” meaning they don’t use Facebook. They might have an account, but it is the lowest-ranking social me-

dia channel. Of all the Gen Z-ers I surveyed, less than 5 percent would say that Facebook is their preferred social media channel. 

Breaking Down Gen Z Preference 
What is your preferred social media platform?    60% - Instagram;   20% - Snapchat;   17% - Twitter;   3% - Facebook 

Why is it important to pay attention to consumers of this generation? 
The oldest Gen Z-ers are now making decisions on their own—leasing or buying a car; earning a steady paycheck to go and get 
that car repaired; and are turning to friends and family for advice on where to go to get the repairs. Over the next 15 years or so, 
personally, they will make or break a company with their influence. Those that understand them will succeed and those that refuse 

to pay attention will be out of business. 

What is the best way to attract Gen Z to your shop? 
The first thing I tell every company I speak to is to not make the mistake to market to Gen Z. Again, they do not consume traditional 
media. Actually invite them and engage them into your business to create a Gen Z “incubator.” From a survey I conducted, 61 per-
cent of respondents said, “give me a unique experience that I can immerse myself in, respond to, and share on social media.” For 

auto repair shops, give them hands-on experience, let them try something out. It’s the idea of participating and sharing. 

If I’m the owner of an auto repair shop, I’m not going to be an expert on marketing, especially to a generation that I don’t belong to. 

Don’t try to market to them using old media tactics. 

First, identify Gen Z-ers in your neighborhood who like cars and/or repair, invite them in and collaborate. Have them be a part of a 

social group and pick their brains, asking, “What would you do to market your generation?” 

And because Instagram is Gen Z’s platform of choice, brands can even start to sponsor and have content on their Instagram stories. 

Produce branded video content through social media and YouTube that is engaging. 

To order a copy of Beal’s findings, visit the link here.  

 
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. 

https://www.ratchetandwrench.com/
https://www.amazon.com/Decoding-Gen-Generation-Corporate-Marketers/dp/1724080881/ref=sr_1_4?keywords=Mark+Beal&qid=1568992069&sr=8-4
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Take a few minutes and listen to other professionals in the Automotive  
Aftermarket Industry on the “Remarkable Results Radio.”  
(Ctrl/Click on the photo below.) 

– Recommended by Gene Morrill 

Hi Aftermarketers: Carm Capriotto here. 

I'm the founder and host of Remarkable Results Radio, the only podcast, 
or occasionally called 'On Demand Audio', that interviews today’s most 
inspiring and successful automotive aftermarket professionals. 

Entrepreneurs from the service sector share their continuing journey to 
remarkable results.  Industry trainers share their perspective on the 
steep learning curve we have. Business coaches provide their insights 
on what challenges there are to leading a profitable business. Industry thought leaders share 
their vision for the current state and future of the industry. 

There are always great take-a-ways from each podcast and so worthy of your time invested to 
learn all you can about the service professional. Our podcast theme is to "Listen To Learn Just 
One Thing". If something you learn inspires a new idea or thought and you implement or be-
come a better leader then you are better for having listened each week. 

My purpose is to bring like-minded people together that want knowledge in a way that is easy 
to digest in their day to day life. I'm connecting people that care about building a stronger 
aftermarket and I'm fundamentally changing the behavior of how aftermarket professionals 
get their information, insights, training and strategies. 

Click Here for complete bio. 

https://remarkableresults.biz/
https://remarkableresults.biz/about-carm/
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Applications are currently being accepted for the Automotive Service Councils Educa-
tional Foundation (ASCEF) 2020 scholarships! Each year, the ASCEF awards 18 
scholarships ranging from $500 - $1,000. These scholarships provide assistance to 
current under-graduates who are in the automotive service field. 
  
Overall Qualifications: You must be planning to seek employment in the California af-
ter-market/independent repair industry and be a: 
  

California high school senior who plans to enroll in post high school technical and 
academic training or 

California college under-graduate in the automotive service field. 
  
Applications must be submitted by March 31, 2020. 
  
To apply online visit: 

 https://www.automotivescholarships.com/scholarshiptype.cfm?type=39   

  
The ASCEF is a nonprofit corporation dedicated to supporting and advancing the en-
tire automotive industry through technical education and training, scholarships, and 
other industry inspired programs. 
  
To learn more about the ASCEF, visit www.asc-ef.org. 

  
Questions? Contact Kate Peyser at 916-290-5828 or kpeyser@amgroup.us. 

2020 Scholarship Application Now Open for 
the ASC Educational Foundation! 

http://r20.rs6.net/tn.jsp?f=001nSL2vdBPFK-mVXCXfSvTUcbcQ7W5Kljij0vnvgMLj3t2xvyZm19rWDpKvU_ksbzjju5JKIvEvL_mDMWmucuxNRFXMeDT_KmOxX1Lc13T2C5liIuHD1sIHkTwkfQW9HoAqpzsVvo7q0TKEshiPioIgcOTHBaXElhLWbLg_3-S2qZx7boLCnL7ZXNLbvnhfwh__ZBhiSA0uZk=&c=e7KfupJyBNyQ0Xf0PBuW0
http://r20.rs6.net/tn.jsp?f=001nSL2vdBPFK-mVXCXfSvTUcbcQ7W5Kljij0vnvgMLj3t2xvyZm19rWDpKvU_ksbzjwT6Zz_Gf_6Le0Vgx78QV1r84t0EZwhVvqONf4bK_ITqYxr3Vi-lDeWk0vDmqZV4HTwZglHh8xJ4=&c=e7KfupJyBNyQ0Xf0PBuW0oA1KajMiD34DGslpdWwAu0L5REZGpQEBg==&ch=fiVsS7zp32svPbMuJTrfXxTVt
mailto:kpeyser@amgroup.us
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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, 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


Foothill 5 Forum  14 

 

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.) 

 



Foothill 5 Forum  15 

 



Foothill 5 Forum  16 

 



Foothill 5 Forum  17 

 



Foothill 5 Forum  18 

 

Chapter 5 Associate Members 

BG Petrospecs 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 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:blum4@pacbell.net
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 
 Karissa Groff…..(800) 810-4272 x116 or  KGoff@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 
 Jack Scrafield ……..…….…. (818) 769-2334 
 Mike Bedrossian………..….. (626) 765-6190 
 Dave Label………..…….….. (626) 963-1211 
  

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

 

Committee Chairs 
Seminars…….. Tim Chakarian….(626) 792-9222 
Socials……….. Jack Scrafield…..(818) 769-2334 
Programs…….. Tim Chakarian….(626) 792-9222 

 

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 2019 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: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/

