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Join us for our monthly Chapter 5 meeting  
October 6 at 6:30 pm via ZOOM. 

We need the strength of our Association now more than ever!!! 
Due to the COVID-19 restrictions, we continue to meet virtually via our  

computers, tablets, and smart phones. 
We will begin with Chapter updates, then turn the meeting over to  

Bob Cooper of Elite Worldwide, Inc. for his presentation on 
“The 5 Steps Every Shop Owner Needs to Take to Become an Effective Leader.”  

 

 

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

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

The easiest way to join the ZOOM meeting is to click HERE between 6:15 and 6:30 pm.  
 

The details of the meeting are below: 
 
 

https://us02web.zoom.us/j/82773324590 
 
Meeting ID: 827 7332 4590 

 
If you have questions, email us at ascca.05@gmail.com or call 626-296-6961 

ASCCA 

Foothills Chapter 5  

October, 2020 

During these uncertain times, now more than ever before you’ll need to follow through on your responsibili-
ties of leadership. Your employees, your customers, your family members and the industry is depending on 
you doing so.  
It’s during these uncertain times your employees can easily lose their focus, as well as their passion in what 
they do. Being an effective leader isn’t difficult, as long as you know what you’ll need to do and how to do it. 
Join us at this powerful and inspirational session and Bob Cooper will share with you the 5 easy steps you ’ll 
need to take in order to bring out the best in yourself as a leader, and take your company right to the top.  

 

Bob Cooper -  

• Has owned and operated some of the most successful shops in America 

• Has grown Elite from a startup company to an organization that now helps shop owners worldwide 

• Has presented over 500 seminars through North America and Europe 

• Has been a member of the prestigious National Speakers Association for over 20 years 
Has spoken worldwide to Fortune 100 companies, universities, and to the United States Army 
 

We are pleased to also say industry polls show that 97% of his course attendees rank his sessions as “Excellent.”  We are confident this is based in 
good part on all of Bob’s messaging being based on the principle of ethics and transparency in all that we do.   
 

To learn more about Elite, and how they can help you reach your goals, call (800) 204-3548 or visit us online at EliteWorldwide.com  

mailto:ascca.05@gmail.com
http://www.ascca5.com/
https://us02web.zoom.us/j/82773324590
https://us02web.zoom.us/j/82773324590
mailto:ascca.05@gmail.com
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ASCCA Chapter 5 Believes 

 
 
 
 
 
 
 
 

Check us out: 
 

We are offering you FREE dues for the rest of 2020 
 

When you join now, and pay your dues for 2021, we will give you the remainder of 2020 for 
free and deduct an additional $100.00 from your 2021 dues. That’s only $700 for the remain-
der of 2020 and all of 2021. 
 

Our Member shops have increased profits by 5% without breaking a sweat, others have in-
creased by 25% by getting involved. 

 

How can you afford not to at least check us out? 
 

Ask yourself these questions: 

 DO you want to be the best? 

 DO you want more profit? 

 DO you want less stress? 

 DO you want friends in the auto industry to share your thoughts and to network with? 

 DO you want more car count? 

 DO you want your company to grow? 

 DO you want free and low-cost training? 

 DO you want more free time with the family? 
 

If yes, ASCCA is the path to success. 
 

Call today to get connected with a successful and profitable shop owner who was in your shoes before they 
joined ASCCA. 
626-296-6961 

Recruit a new member and get a $175 reward! 
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ASCCA Chapter 5 Business Owner’s Checklist for Success 
 

Our chapter has many resources to ensure top shop success 

If you have some or all of these concerns, Chapter 5 membership can help you  

We have many shops that applied this checklist to there business and are rock stars 

Time and commitment is required by the owner and the staff to travel the road to a healthy, happy and  profita-
ble business you will be proud of. 

 Have goals for the company (financial, technician hour production, gross and net profit) 

 Have a mission statement, Motto and culture for your shop and share with all employees weekly at 
your shop meeting 

 Have a budget 

 Build a financial and staff model to be profitable 

 Have policies and procedures for all tasks in your shop (example might be a check list for opening/
closing the shop, test drive route, when to pull wheels to check brakes or how to inspect every car) 

 Have a mentor shop or shops or a business coach 

 Have monthly P&L’s and financials 

 Read and understand your financials monthly 

 Build an customer avatar (meaning the perfect customer and year, make , model of cars, as well as the 
type of services you want to work on) 

 Market to your existing data base every 3 months 

 Call existing customers to get feedback on how you and your staff is doing 

 Make at least 10% net profit (take home dollars for you) 20% should be goal 

 Have weekly shop meetings 

 Raise labor rate every month (at least $00.25 per hour) absolutely should and could be more)  

 Review and audit your RO’s and technician inspections 

 Charge testing time for everything 

 Advertise for staff when you don’t need them to have a bull pen to go to if and when you need it 

 Owner should not work on cars, if you choose to, find a superstar manager to watch the business 

 Train, train, train every person in your company, especially yourself 

 

Biggest mistakes that are performed by many business owners 

 Leading by fear 

 Not praising staff 

 Hiring and keeping the wrong staff 

 Lack of training (especially the owner) 

 Poor financial understanding of the company 

 Blaming your customers for your business issues 

 Worse, blaming your staff for your business issues 

 Not charging enough (usually due to the wrong customers, staff and type of cars in the shop) 

 Not charging for inspections  

You, the owner, can make a difference. You just have to want to. 

Submitted by Gene Morrill 
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Average Age of U.S.  
Vehicles Rises as  
Pandemic Forces  
Americans to Hang  
on to Their Cars 
 

Published in Market Watch,  July 28, 2020  

 

The average age of U.S. car increased by a month this year. 

Drivers are holding on to cars and trucks longer during the coronavirus pandemic. 

The average age of a vehicle on U.S. roads rose by a month this year to a record 
11.9 years. 

The IHS Markit consulting firm says the pandemic has caused consumers to put the 
brakes on spending and hold onto their current vehicles for a longer period. As a re-
sult, fewer new vehicles are coming onto the roads, pushing up the average age. 

IHS said Tuesday that it expects the shift will create opportunities for repair shops 
and parts sellers because older vehicles need more service. It “anticipates significant 
upward pressure on average age in 2020 and subsequent years as consumers work 
toward a new normal both economically and in how they use personal vehicles in a 
post-COVID-19 era,” said Todd Campau, IHS associate director of aftermarket solu-
tions. 

Before the pandemic, U.S. new vehicle sales were expected to be a little under 17 
million in 2020, short of the record 17.55 million in 2016, but still at a healthy level. 
Now most analysts are expecting sales to be around 14 million for the full year. 

The average vehicle age has been inching toward 12 years for several years now, 
and the pandemic is likely to raise it by four to six months in the coming years, IHS 
said. A decade ago, the average age was 10.6 years. 

IHS says that new vehicle sales were trending down even before the pandemic. New 
vehicles accounted for 6.1% of the vehicles in use last year, compared with 6.7% in 
2016. This year, IHS Markit expects the percentage to fall to 5% or less. “Declining 
new vehicle share in the overall population means fewer younger vehicles to temper 
average age growth,” the company said in a statement. 

There are about 280 million vehicles registered in the U.S., up 1% from 2019.  

Article submitted by Kirk Haslam of Advance Muffler 

https://www.marketwatch.com/story/average-age-of-us-vehicles-rises-as-pandemic-forces-americans-to-hang-on-to-their-cars-2020-07-28
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The Big Picture 
By Joe Marconi This story was originally published in Ratchet+Wrench on June 18, 2019 

Roughly a month ago, two events happened on the same day that reminded me that there are things that are 
so precious, you cannot put a price on them. Those events also reminded me that some of the things we 
stress over, really aren’t as important as we think. And in the end, it all comes down to the importance of life 
itself.   

I got a call that day from Paul, the person who picks up our scrap metal. He asked if he could speak to me in 
private. Now, being a seasoned business owner, that’s usually not a good sign. But, this had nothing to do 
with business. I met Paul in my office a few hours later. He appeared very uncomfortable and upset. After ex-
changing a few words about business and the weather, he told me that his brother died last year. He was one 
of three other brothers that died within the past five years. He went on to tell me that none of his brothers had 
any savings or insurance, so it was up to him to take care of all the burial expenses for all the brothers. As 
Paul spoke, I could see that he was emotionally drained. Then he said to me, “Joe, I really hate to ask you 
this. I am tapped out. I cannot support all my financial obligations at this time. Would it be possible to lend me 
the money to purchase the gravestone for my brother? You can make the check out directly to the gravestone 
company, not to me.” 

I have known Paul a long time. He’s one of those hard-working, tough-talking guys that you would never im-
agine asking for a handout. I didn’t hesitate and wrote out the check and handed it to him. He held back the 
tears as he shook my hand and told me, “Joe, I will never forget this, and I will pay you back.” 

About an hour later, the owner of a local tow company walked into my office manager’s office to pick up a 
check we owed him for last month’s tows. I wasn’t paying much attention until I overheard my office manager 
say, “Oh, my God, I am sorry, Dave. I didn’t even know you were sick.” Dave is 42 years old, married with 
kids, and has brain cancer that is not responding to treatment. 

Dave has a great attitude, but understands the reality of his illness. He’s doing his best while on the treat-
ment, but admitted that, some days, he finds it hard to function. He told us how he started his tow company 
right out of high school and has worked hard his entire life. As he was leaving, I told him to reach out to us if 
he needs anything. He told me prayer might help. I told him I would do that. 

Before the two events that day, I was dealing with a few business problems. And I need to be honest: I was 
not in the best of moods. After speaking to Paul and Dave, those issues that seemed so daunting before, did-
n’t seem all that important anymore. I sat back in my chair, looked over at a photo of my grandkids on my 
desk, and told myself that I need to do a better job at arranging life’s priorities. 

As shop owners, we get caught up in the day-to-day struggles of running a business—sometimes at a cost to 
our families, friends and ourselves. We anguish over bad online reviews, disgruntled employees, slow days 
and declining car counts. We sometimes find it hard to sleep at night, reflecting over and over again in our 
minds, the problems of the day. And we repeat this cycle over and over, year after year. Let me tell you, no 
business issue is ever all that serious that it cannot be overcome. But, when life throws you a curveball, as in 
the case with Paul and Dave, those problems are not so easily overcome. 

There are many reasons why each of us go into business. For many of us, it’s the passion for the work we do. 
For others, it’s the burning desire to improve the automotive industry. While I cannot say that we are in perfect 
alignment in every area of business, I do know one thing with certainty: We all need to stop and reflect from 
time to time on all the things that have nothing to do with business, but everything to do with life itself. Those 
are the things that no amount of money can ever buy. Those are the things that are priceless. 
 
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/
https://www.ratchetandwrench.com/authors/9-joe-marconi
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Tax and Business Tips from Norm Blieden, CPA 
 

October 15  - Extension deadline for individual and C corporation tax returns 
 

Is a Tax Trap Lurking in Your Paycheck? 
Does your paycheck look a little higher than normal? If so, it could be a tax trap. 

The Problem 
A payroll tax holiday effective September 1 was recently signed via a presidential executive order. Payroll tax holidays 
typically provide forgiveness of Social Security and Medicare taxes that are normally withheld from your paycheck. 

This year’s tax holiday, however, is NOT necessarily a forgiveness of Social Security and Medicare taxes because the 
order is not yet supported by an underlying legislative action. So even if your employer removes your Social Security and 
Medicare tax from recent paychecks, there is a possibility you will need to pay it back at a later date. That could mean a 
pretty large tax bill for you in early 2021! 

What you need to do 

• Compare paychecks. Get your last paycheck from August and your first paycheck from September. Compare the 
amount of Social Security and Medicare taxes withheld from your August paycheck to your September paycheck. If the 
amounts are the same, then your Social Security and Medicare taxes are still being withheld. If you notice that the 
amounts are different, or that no Social Security or Medicare taxes are withheld from your September paycheck, then 
that’s a signal you may have a tax repayment bill in early 2021. 

• Remember to keep checking each paycheck. Companies are struggling to figure out if they are required to com-
ply with the presidential executive order, payroll providers are trying to figure out how to comply, and everyone is won-
dering whether the tax obligation will be permanently forgiven. 

• Be prepared to pay it back. If no Social Security or Medicare taxes have been withheld from your paycheck 
through the end of 2020, be prepared to write Uncle Sam a check to pay these taxes in early 2021. If possible, open a 
savings account to set aside the Social Security and Medicare taxes that were not withheld from your paychecks. When 
it comes time to pay your taxes, the money will be ready to go. 

• Check back here for updates. There’s a chance Congress passes a law that forgives the Social Security and Medi-
care taxes not withheld from your paychecks. If this happens, you will have a nice start on an emergency savings fund 
should you need it. 

Don't Make These Business Website Mistakes 
Your company’s online presence leaves a lasting impression—positive or negative. When people check out your homep-
age, will they stick around? Will they buy? Will they return? Make your website easy to use and current, and new orders 
may be just a click away. Annoy visitors and they’ll flee to a competitor. 

Steer clear of the following website mistakes: 

Designing the website for you—not the customer. Studies have shown that online visitors form an opinion of a com-
pany’s brand in about three seconds. If your home page is well designed, they may stick around for another ten to twenty 
seconds. Don’t waste these precious moments spouting details about the firm’s stellar history and the owner’s creden-
tials. Consumers are visiting your website to get answers. Provide these answers quickly or they’ll click elsewhere. 

Heavy graphics, poor load time. Many consumers are surfing the web from smart phones and tablets. Don’t make 
them waste valuable time waiting for a fancy webpage to load. Consider projecting a professional image with text-based 
content that answers the most pressing questions about your products and services. Graphics can work well, but only if 
size and load times are fully vetted to ensure a seamless load experience. 

Unfriendly navigation. If your homepage looks cluttered, potential customers will become frustrated. Make it easy for 
users to navigate your site from home page to supplemental pages and back again. Use a handful of clearly labeled tabs 
in a top level menu. Deliberately design each page to have the same look and feel. 

Stale data. When you visit a webpage and note that it was last updated five years ago, do you sense a vibrant, cutting-
edge enterprise? Keep your site up to date. Consider subscribing to content services that will keep your information 
fresh. Remember, developing a web presence is not an event, it is an ongoing journey. Your site must display current 
prices, merchandise that's available right now, with up-to-date details about new product offerings. 

Sloppy content. A website riddled with typos, grammatical mistakes and industry jargon will turn customers away. Visi-
tors may ask themselves if your business doesn’t care about the quality of its website, how can they trust your products 
and services? 

A carefully crafted website can draw customers in, enhance their buying experience and leave a lasting impression of 
professionalism and quality. 
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Generate Business Buzz With a Press Release 
When crafting your business's marketing strategy, don't forget about developing a relationship with the press. Although 
newspapers and magazine circulation has drastically decreased over the past 20 years, the demand for content still ex-
ists via online platforms. 

Here are several suggestions for crafting a press release to tell your business's story and how to best connect with local, 
regional or national reporters. 

Forget the hard sell. Think like a reporter with a deadline. Pitch a story, not your company. Ask yourself why would this 
publication's readers care about your story. Your press release must deliver actual news or interesting information. It 
should read like a news story with a catchy headline. 

Do your homework. Read the publication that you'd like to see your story appear in to learn about its writing style and 
what types of stories it prefers to publish. Focus on articles that overlap with your company’s offerings. Identify the com-
mon interests of the publication’s readers and tailor your press release to their needs. Consider how your idea might ex-
tend the subject matter further or offer an alternative solution to a problem. 

Send story ideas to the right person. Larger publications and broadcasting outlets often have various departments, 
each of which may be inundated with press releases from governments, businesses and non-profit organizations. So it’s 
important to identify the reporter or editor who normally handles stories related to your industry, and send your press 
release to that specific person. 

Follow a standard news story outline. For most newspaper, magazine or internet venues, you’ll want to follow a tried-
and-true story format. Start with a catchy headline followed by an introductory paragraph that answers who, what, when, 
where and so what. Follow-up with paragraphs that include quotations from interesting people, statistics, a brief compa-
ny history or newsworthy trends. 

Keep it short and simple. A standard press release typically runs 400 to 500 words, just enough to grab the reader ’s 
interest. Don’t include exaggerations or claims that can’t be readily supported or make readers reach for a dictionary with 
complicated jargon. 

Follow up. After you’ve sent the press release, reach out to the reporter or editor to see if they have any questions. If 
your story is picked for publication, a reporter will reach out to you for additional information. 

How to Build Your Emergency Fund - When You Have No Money 
This year’s pandemic highlights the importance of having enough money set aside in an emergency fund to cover six to 
nine months of key expenses should you lose your job. 

But how do you build an emergency fund if you don’t have any extra money? The easiest way to accomplish this is by 
reducing your expenses. Here are some creative ways to increase your cash flow by cutting your spending. 

How much you need 
First, determine how much of an emergency fund you need. Identify the essential monthly bills and multiply by the num-
ber of months of funds you'll need. At minimum include the following: 

Food, Housing costs, including rent or mortgage payments  
Medical insurance, Transportation, Phone service and other utilities 

Ideas to fund your emergency account 

• Temporarily suspend nonessential monthly expenses. Ditch your $150 cable bill for a $20 streaming service. 
Cook your meals from scratch instead of purchasing pre-packaged food. Eliminate or re-think your entertainment spend-
ing. Until you get your emergency fund fully funded, consider less expensive alternatives for items you normally pur-
chase. 

• Radical cutbacks for a set period of time. Can your family live with one car instead of two? Instead of downsizing 
from cable to a streaming service, what about getting rid of television subscription fees altogether? Consider if there are 
areas you’d be willing to make a radical (and temporary) change to free up some cash. 

• Track your spending. When you go on a diet, nutritionists often recommend counting calories. When going on a 
spending diet, consider tracking your purchases. You will quickly see items that are not essential. Spending at coffee 
shops, paying for multiple streaming services and paying for extra cell phone services are just a few examples. You may 
discover problem areas you didn’t know about once you start writing down your spending in a notebook or on a spread-
sheet. 

Stick to a shopping list. Avoid impulse purchases by making a list of items you need to purchase, then sticking to the 
list. At the beginning of every month, write down the household items you need to purchase that month and do your best 
not to deviate from it. You can use this strategy with both in-person and online shopping. Remember, merchants are sci-
entists when it comes to tempting you with impulse purchases. 

You may need to get creative with your approach, but finding the money to build your emergency fund is essential, now 
more than ever. 

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

 please feel free to call Norm Blieden, CPA at (626) 440-9511. 

(Continued from page 7) 
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5 TIPS FOR SELLING PREVENTIVE  
MAINTENANCE 
By Vic Tarasik on Sep 22, 2020 
 

Here’s 5 ways to improve the effectiveness of selling preventive 
maintenance.  

 

Ben Franklin wrote, “An ounce of prevention is worth a pound of cure.” Though he was refer-
ring to fire safety at the time, this same axiom applies to the needs of our customer today.   

Imagine the following scenario: It’s family vacation time, the car is all packed up, with mom, 
the kids, the dog and every essential need to have a wonderful time creating family memories 
crammed inside. Those memories that will last a lifetime, should not start with dreaded break-
down in the middle of Nowhere, USA . 

You can almost picture it, the summer sun beating down on a hot, non-functioning car loaded 
tothe roof.  “But we just had the car in for an oil change? Shouldn’t the tech have seen some-
thing was wrong?”  

Of course, the repair industry has changed a lot of over the last few years. Reliability has sky-
rocketed, service intervals are extended and we have seen a huge technological shift in the way 
shops do business. There can still be opportunities to do better.  

Here are five ways you can improve the effectiveness of selling preventive maintenance and 
help your customers avoid uncomfortable roadside situations. 

DIGITAL VEHICLE INSPECTIONS  
The advent of DVI has been a huge game-changer. A well-performed inspection with good pic-
tures and annotations can assist the customer by showing them exactly what your technician is 
seeing. A quality picture is worth a thousand words! You should treat your inspection process 
like any other fundamental process, one that needs to be trained, monitored for effectiveness, 
and always seeking to improve efficiency and adding value. 

Keep in mind that the shops that are most successful in implementing digital inspection have 
the process built into their culture. If you or the leaders in your shop value and understand the 
impact the process will have, then the team will naturally follow your lead.  

USING VISUAL AIDS 
Using a color-coded brake pad thickness gauge or fluid comparison charts/trays in photos or 
live video can help the customer make better-informed decisions. You can find fluid testing re-
port cards for vital fluids and I know of a number of shops who are on this program to show 
their customer the state of the fluid based on science. Using objective (measurable) data gives 
both the advisor and customers solid ground to base their recommendations and subsequent 
buying decisions.  

(Continued on page 10) 

https://www.shopownermag.com/author/vicvicsprecision-com/
https://www.shopownermag.com/?cid=95903
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WALK AROUND 
We train the customers we coach to add a walk-around inspection as a part of their vehicle in-
take process. Though it isn’t always possible when the customer is present, a walk-around in-
spection can be especially impactful. Not only can you look at the car together you also have an 
opportunity to hear directly from the customer any concerns they have.  

You can gain additional insight about how the vehicle will be used in the coming months and 
with that information the service advisor can set up a plan to ensure the vehicle is in peak run-
ning condition based on the customer’s driving habits. 

ASK FOR THE SALE! 
It might seem too simple but asking for the sale is one of the most important parts of the sales 
process. I have reviewed too many phone calls where the service advisor reports the techni-
cian’s findings to the customer and then just stops. No estimate, no request to have the shop 
perform the required work, just dead air on the phone line.  

The bewildered customer might ask a couple of clarifying questions but in most cases the only 
question the customer will ask is “When can I pick up my car?” All the effort that you, the own-
er, put into the shop process, the technician’s careful examination of the car and the advisor’s 
time putting the details in the work order has been for nothing. Listening to your incoming and 
outgoing phone calls will go a long way to closing the loop in the sales process, along with 
training and on-going role-play exercises. 

You’re The Professional 
Consider your shop to be the expert. You have made a commitment to information systems and 
training to stay current on what is required to service and maintain the complex vehicles that hit 
your doors. Your customers come to you because of this knowledge and skill – they’re looking 
for you to recommend the best course of action regarding maintenance processes and intervals. 
Don’t be afraid to let them know what they need, and trust and expect them to say yes! 

Here is the bottom line: your customers come to you because you are a professional, and they 
trust you to take care of their automotive needs. They rely on you and your team to provide the 
best service value and experience, and that includes the reliability and longevity of their vehicle. 
By reviewing and putting these simple tips into practice, you and your customers will benefit. 

Vic Tarasik has been an independent auto repair professional for more than three decades and 
is the former owner of Vic’s Precision Automotive in The Woodlands, Texas. He is the founder 
of Shop Owner Coach, a coaching and training organization that is committed to helping inde-
pendent repair shop owners achieve their dreams through the intentional application of best 
business practices. Vic can be reached at vic@ShopOwnerCoach.com.  

(Continued from page 9) 
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DISCLAIMER 
The Automotive Service Councils of California, their officers, board members, employees, members and affiliates in no 

way warrant the quality, competency, or merchantability of any goods or services advertised in this publication. In connec-
tion with this disclaimer, the Automotive Service Councils of California in no way warrant or insure the goods or services 
described herein, and each and every individual contracting with these manufacturers shall do so at their own risk. Fur-

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

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

 

“DFG rebates back to 
me almost half my 

ASCCA annual dues.” 
Gene, Certified  

Automotive Specialists 
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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 a lso 
get to network with other shop owners and exchange ideas, tips, techniques and short cuts. The monthly meal is included in your 
dues, plus we have a long-standing special where you can bring your spouse or business partner at no charge! Our Chapter Board 
of Directors schedules our programs and welcomes any suggestions you have on good speakers! Contact the chapter office with 

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

4. CHAPTER SEMINARS. The Foothill Chapter Board of Directors and our Seminar Committee Chair, Tim Chakarian of Bimmer 
PhD, keeps us informed on seminars on business management and technical subjects for our shop owner members and their 
technicians. Cost is minimal and often free. This is a tremendous member benefit for you and your employees! Give Tim your 

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

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

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

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

web site. 

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

be forwarded to the entire Chapter 5 membership.  

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

information.   

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

 Access to seminars & classes at an ASCCA discounted rate. 

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

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

 30 minutes a month of free legal counsel. 

 30 minutes a month of free accounting counsel. 

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

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

 Association activities & effectiveness are reduced. 

 The Association loses a valuable voice. 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

ascca.05@gmail.com 

mailto:elvisc@petrospecsbg.com
mailto:falviso@dormanproducts.com
mailto:cgray@driveshops.com
mailto:hansonmrktg@aol.com
mailto:bruce@hawleyinsuranceservices.com
mailto:huddle5@sbcglobal.net
mailto:rlewis@jasperengines.com
mailto:sjohnson@markchristopher.com
mailto:fjoel@ix.netcom.com
mailto:norm@bliedencpa.com
mailto:ernie@rkmins.com
mailto:dennis.giardina@generalpetroleum.com
mailto:wpowell@ineedoil.com
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Chapter 5 Lending Library 
(Another Benefit of Membership in ASCCA5) 

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

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

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

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

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

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

X 1 -  Car/Light Duty Truck Exhaust Systems 
 

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

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

M.M. - Engine Machinist Series 
 

E 2 -  Truck Equipment -  Electrical/Electronic Systems 
 

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

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

ASCCA CODE OF ETHICS 

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

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

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

4. To employ the best skilled personnel obtainable. 

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

firms. 

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

rendered. 

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

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

any and all abuses within the automotive industry. 

9. To uphold the integrity of  all members. 

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

confuse or deceive the customer. 

mailto:gilbertmotors@yahoo.com
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ASCCA State Contacts 

State Office in Sacramento……………….....……….….(800) 810-4272 
 
President  
 John Eppstein………………………...……...…....   (619) 280-9315  
 
Executive Director 
 Gloria Peterson...(800) 810-4272 x104 or     GPeterson@amgroup.us 
 
Deputy Executive Director 
 Anne Mullinax…..(800) 810-4272 x116 or  AMullinax@amgroup.us 
 
Membership Services  
 Benjamin Ichimaru.(800) 810-4272 x137 or   BIchimaru@amgroup.us 
 
Accounting Executive 
 Nito Goolan…….....(800) 810-4272 x103 or  NGoolan@amgroup.us 
 
Manager Digital and Social Media 
 Sarah Austin….....(800) 810-4272 x110 or    SAustin@amgroup.us 
 
Events Manager 
 Becky McGuire…..(800) 810-4272 x118 or   BMcguire@amgroup.us  
 
Communications Manager 
 Ryan King……........(800) 810-4272 x122 or RKing@amgroup.us 
 
ASCCA Attorney  
 Jack Molodanof  ....................…(916) 447-0313 or Jack@mgrco.org 
 
 
 
 
 
 
 

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

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

Government Offices/Contacts 

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

 Phone …………………………………………… (916) 448 - 2787  
 Email …………………………………..senator@harris.senate.gov 
US Senator Dianne Feinstein…………………………………….. ( D ) 
 Phone …………………………………………….. (310) 914-7300 
 Email ………………………………senator@feinstein.senate.gov 
US Rep Judy Chu………………………………………..……….. (D-27) 
 Phone …………………………………………….. (626) 304-0110 
US Rep Adam Schiff……………………………………..….. (D-28) 
 Phone …………………………………………….. (818) 450-2900 
CA Senator Connie M. Leyva.………………………………...…. (D-20) 
 Phone ………………………………………………(909) 888-5360  
CA Senator Susan Rubio….………………………………...…. (D-22) 
 Phone ………………………………………………(626) 430-2499 
CA Senator Maria Elena Durazo...………….…………………. (D-24) 
 Phone ………………………………………………(213) 483-9300 
CA Senator Anthony J. Portantino……………………...…. (D-25) 
 Phone ………………………………………………(818) 409-0400 
CA Senator Ling Ling Chang……………..………………………(R-29) 
 Phone ………………………………………………(714) 671-9474 
CA Assembly Luz Rivas……...……………………………………(D-39) 
 Phone ………………………………………………(818) 504-3911  
 Email …………..…….Assemblymember.Rivas@assembly.ca.gov 
CA Assembly Chris Holden………………………………………..(D-41) 
 Phone ………………………………………………(626) 351-1917 
 Email ……………….Assemblymember.Holden@assembly.ca.gov 
CA Assembly Laura Friedman..……………………………...……..(D-43) 
 Phone ………………………………………….……(818) 558-3043 
 Email …………….Assemblymember.Friedman@assembly.ca.gov 
CA Assembly Jessie Gabriel………...……………….……..…..…….(D-45) 
 Phone ………………………………………………(818) 904-3840 
 Email…….…….…….......Assemblymember.Gabriel@assembly.ca.gov 
CA Assembly Adrin Nazarian..……………………….……..……….(D-46) 
 Phone ………………………………………………(818) 376-4246 
 Email…….…….…….....Assemblymember.Nazarian@assembly.ca.gov 
CA Assembly Blanca E. Rubio...………………………...….………..(D-48) 
 Phone ……………………………………………….(626) 940-4457 
 Email……………….….Assemblymember.Rubio@assembly.ca.gov 
CA Assembly Ed Chau….………………………………...….………..(D-49) 
 Phone ……………………………………………….(323) 264-4949  
 Email…………………...….Assemblymember.Chau@assembly.ca.gov 
 

 

Executive Board 

2016 

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

  
 Vice-President………….Tim Chakarian  
 Phone……………………. (626) 792-9222 
 Email…….…………….tim@bmwphd.com 
 
 

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

  

 
Board of Directors 

  
 Randy Lewis…………..….... (909) 717-9950 
 Gene Morrill…………..…… (626) 963-0814 
 Darren Gilbert………...……. (626) 282-0644
 Johanna Reichert…………… (626) 792-9222 
 Mike Bedrossian………..….. (626) 765-6190 
 Dave Label………..…….….. (626) 963-1211 
  

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

 

Committee Chairs 
Seminars & Programs 
   Tim Chakarian….(626) 792-9222 
  
Government Affairs 
   Gene Morrill…….626) 963-0814 
 
Associate Member Board Rep. 
   Randy Lewis……(909) 717-9950 

 

 

Chapter Staff 

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

 

ASCCA Chapter 5 2020 Board of Directors 

Chapter Contact Information 
Mailing Address: 

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

 

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

email: ascca.05@gmail.com 
Website: http://www.ascca5.com 

Government Offices/Contacts 

mailto:GPeterson@amgroup.us
mailto:AMullinax@amgroup.us
mailto:kgroff@amgroup.us
mailto:bichimaru@amgroup.us
mailto:NGoolan@amgroup.us
mailto:saustin@amgroup.us
mailto:BMcguire@amgroup.us
mailto:rhickerson@amgroup.us
mailto:PBoerner@amgroup.us
mailto:jack@mgrco.org
http://www.govmail.ca.gov
tel:1-916-448-2787
mailto:senator@boxer.senate.gov
mailto:senator@feinstein.senate.gov
mailto:Assemblymember.Bocanegra@assembly.ca.gov
mailto:Assemblymember.Holden@assembly.ca.gov
mailto:Assemblymember.Gatto@assembly.ca.gov
mailto:Assemblymember.Blumenfield@assembly.ca.gov
mailto:Assemblymember.Nazarian@assembly.ca.gov
mailto:Assemblymember.Hernandez@assembly.ca.gov
mailto:Assemblymember.Chau@assembly.ca.gov
mailto:advancemuffler1234@gmail.com
mailto:tim@bmwphd.com
mailto:cjauto@verizon.net
mailto:jim@wardservice.com
mailto:adminascca5@gmail.com
mailto:ascca.05@gmail.com
http://www.ascca5.com/
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We had 24 online at our September 1 Zoom meeting with 
Maylan Newton. His presentation was “Don’t just sit there. 

Do something!” 
 

All the knowledge in the world cannot make it happen. You must get up and take the 1st step, write the 1st 
word drive the 1st nail. Our world is paralyzed by great ideas but not the discipline to implement them. 

Knowledge is not the power we seek, implementation of the knowledge we already have is the key to success. 
The most successful business owners have had the discipline to take the 1st step. 

 

 

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

Four shops were drawn to win $50 cash or $100 Chapter dues credit.  
However, none were present to win!!! 

In October, four more shops will be drawn.  
You must be present and in good standing to win! 

Join us on October 6 for our ASCCA Chapter 5  meeting with 
special guest speaker, Bob Cooper of Elite! 


