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November ASA of Houston Meeting
Tuesday November 12, 2013

SPECIAL LOCATION

M&D Distributors
6950 North Shepherd

Houston, TX 77091

6:30 pm - Dinner
catered by Pappas BBQ

Take a guided tour of the 4 M&D shops:
• Drive-In Service Shop
• VP44 (Cummins Injection Pump)
• Common Rail Injection (state of the art)
• Traditional Diesel Fuel Injection Shop
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October Recap
submitted by Chiuck Stasny
Special thanks to The Wahlberg McCeary for sponsoring a great speaker for our October meeting: Charlie 

Polston with BG Products.  Charlie has been working with BG Products since 1982.  Currently, he is the Profi tabil-
ity & Customer Retention Consultant and has taught hundreds of workshops and seminars across the United States 
and Canada.  

Charlie began by noting some of the differences between younger and older generations.  Although money is 
important, the newer generation believes they can make a difference.  He went on to describe a generation that has 
never been to a service station, only a gas station.  Younger generations may know very little about their vehicle’s 
operation except that it needs gas and a periodic oil change.

Charlie painted a very positive outlook for the automotive repair industry.  He called it the perfect storm, where 
we have gained 47 million vehicles in the last 10 years.  The number of cars per bay has climbed from 164 cars / 
service bay to 211 cars.  With 50% of the vehicles on the road being over 11 years old, there is a lot of maintenance 
work to be had.  

Charlie spent much of his time explaining why fl uid fl ushes are not only necessary to keep a vehicle running 
properly, but that we owed our customers the very best in maintenance services.  Charlie explains, “As automotive 
advisors we have a sacred trust to make 100% of our customers aware of 100% of their maintenance needs 100% of 
the time.”  We must educate the customer, offer maintenance solutions and then ask the customer to buy.

Although Charlie presented the services of fl ushing old fl uid from vehicles as the best way to increase life of 
the vehicle and all its components, he selected the transmission, brake fl uid, and diesel services to detail reasons a 
customer should need and want these services. 

The transmission fl ush service removes suspended gums and varnish from valve body, torque converter, and 
other internal lubricated components.  Exchanging the transmission fl uid is the best way to remove the unwanted 
debris that is concentrated in the fl uid.

The brake fl uid service is the best way to keep corrosion and contamination to a minimum.  Moisture and copper 
corrosion are best kept at bay by regular fl uid replacement.

The diesel injection system is now plagued by a new problem that allows the hydrocarbons to drop out to the 
fuel and caught by the fi lter.  When combined with new regulations that allow up to 10% of bio diesel to be blended 
into diesel, this system requires special care to maintain dependable service.

For more information on BG Products and services, visit http://www.bgprod.com/home.html

Saturday, Dec. 7, 2013

Crowne Plaza Houston Galleria

Associates & Spouse
Members & entire staff

spouses and dates welcome!
SAVE THE DATE!!!

2013 CHRISTMAS PARTY
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President’s Corner
Greetings Fellow Shop Owners and Associates!

Woah! Great turn out last month for our speaker, Charlie Polston. Charlie 
highlighted the ways our industry is changing in regards to more service 
versus repair work, but more importantly the shifting of attitude. We are au-
tomotive service professionals and each day consumers come into our stores 
for our expertise and advice. 

At times, we are all guilty on focusing too much on the technical aspects 
we forget the personal aspect of the business--our customers. Of course cus-
tomer loyalty is built upon knowledge and getting the job right the fi rst time. 
But more importantly, we fi ll the trust void of a wary consumer based upon 
our ability to properly communicate a problem and proposing solution(s). 

Today, people are not looking just to get their car fi xed they are look-
ing for someone to be a consultant and guide them to prevent breakdowns 
by providing many trouble free miles of driving. Building value instead of 
providing cheap, impersonal service. 

So how are our competitors changing in response to consumer demands? 
Pushing their companies to make meaning. Creating a viable business 
includes making a profi t; however, if you set out to make meaning and you 
truly provide value then your business will prosper.  

One of my professors, Ralph D’Onofrio, during my time at the Wolff 
Center for Entrepreneurship has a saying which I read almost daily; the pur-
pose of life is not to be “happy”. I believe the purpose of life is to be useful, 
responsible, honorable and compassionate. Life is about growing, to mat-
ter, to count for something, to stand for something, to give, to help, to have 
made some difference that you lived at all.  

How are you and your business making a difference?

See you November 12th at M&D!

Karolena Serratos
ASA Houston Chapter President

Advanced Auto Parts Buys Car 
Quest and World Pac 

With these additions Advanced has become the largest auto parts re-
tailer in the country. Advanced began with 3 stores purchased from Pep 
Boys in 1932 and now claims more than 4000 store around the country.

It is still too early to tell what impact the Advanced purchase of these 
two major suppliers to the professional independent shops will have.  
Advanced has been around a long time but is fairly new to our market 
area. 

The Auto repair industry continues to change and this is just another 
episode in our ongoing challenge to fi nd profi t in the new economy. 
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ASA Houston Want Ads
Got something to sell or need good used 
equipment?  Let us know your needs.

FOR SALE
Viper AF3200 for $500.00
Jay Meir, Excel Automotive
713-864-6868

Thank you Associates!
Raffl e Items for 10/08/13 Meeting

Wahlberg-McCreary 50 Caps
AAA of Texas    8 Nascar tickets
A-Line Auto  5 caps
Chastang Ford  4 Power Stroke Diesel caps
    2 Power Stroke Diesel mugs
Main Auto Parts  Woody Model truck
    51 Ford Model car
Motor Age   G1 Study Guide
O’Reilly Auto Parts   8 ADRL Drag Race Tickets
Snap-On   3 specialty tee shirts
XL Parts   Motorcraft Class, Oct. 15

Reception for Helena Brown
submitted by Kathryn van der Pol
Early in October, ASA members held 

a successful fundraising reception for 
Council Member Helena Brown who 
is running for re-election to District A.  
There are four contenders in that race.

The event was held at Hedleys 
Sports Bar & Grill. The restaurant own-
ers are also strong supporters of Council 
member Brown and donated the food.

Over 25 people attended. Most 
were ASA members but there were 
also attendees from other automotive 
associations.  Donors contributed over 
$5000.00 to Council Member Brown’s 
re-election campaign.

Council member Brown gave a 
speech and discussed all the issues that 
are facing the City of Houston from 
budget shortfalls to wasteful govern-
ment spending. She recounted the issues 
regarding Chapter 8-22 and how we 
were successful in having the issue 
referred back to the administration.  
She predicted, however, that if Mayor 
Parker was re-elected, there would be 
a possibility that the mayor would put 
Chapter 8 back on the agenda.  She 
vowed that if this happened, she would 
work with Council and our association 
to defeat it.  She urged everyone to be 
involved in the city election process.  
She is hoping to win re-election without 
a run-off.

Council member Brown was in-
strumental in helping the automotive 
industry when the City of Houston was 
considering regulations that would have 
tightly controlled our industry.

ASA members for the fi rst time in 
its history endorsed a limited number 
of candidates and incumbents run-
ning for City Council.  A committee 
appointed by the ASA board met with 
nearly all the candidates and researched 
their backgrounds.  Those endorsed 
were selected for their support of small 
business, their demonstration of inde-
pendent thinking and their previous 
support to our industry. Members of the 
committee included John Miler,  Mario 
Rodriguez, Kathryn & Sybren van der 
Pol. 
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“Ask”
submitted by Johbn Miller
“Ask”, a small word with big results! We often joke about the some of 

the people in our business who only last week were asking, “Do you want 
fries with that?” Maybe we can learn something from them.  

At home every time I get up to go into the kitchen I ask my wife “Is there 
anything you need while I’m up?” Why don’t I ask all of my customers 
something like that, “While you’re here is there anything else we can do for 
you, oil change, inspection (fi ll in the blank)?” I’m sure somebody has the 
statistics about what percentage of customers will buy something else at this 
point but even if it is only 1 in 10 it cost me nothing to get that extra work, 
no mail out, no TV ad, no follow up, just one quick question. 

In our shop we have a quick inspection sheet that is supposed to be done 
on every car we service. It consists of only visual inspection items and 
doesn’t require the tech to pull wheels or anything like that. I have to re-
member to ask the tech if he has done it. Armed with a real need I can call 
the customer and ask them if they would like to have it done while we have 

their car here.  Even if the work he 
fi nds isn’t going to be sold today it 
give us a legitimate reason to reach 
out to that customer again with 
something that may be important to 
them. 

When the car is complete and 
we are standing at the counter with 
the customer I need to ask another 
question. “If you are happy with our 
service would you refer a friend or 
coworker?”  This puts the customer 
in a position where he now owes 
you a referral. Most people will feel 
some level of commitment and at the 
fi rst opportunity relieve this subcon-
scious obligation by referring you 
to a friend. What does that cost me; 
nothing! If only half of my custom-
ers gave a referral after each visit 
business would really grow.

I often fi nd myself looking for the 
“magic bullet” to build a success-
ful shop and seldom look to myself 
as the best tool I have. I know I am 
not unique, I get busy being busy 
and let good habits slip, both in 
myself and the staff. I lose focus on 
management and start to live in the 
operational part of the business. I 
think that because my shop is small 
and all the staff is close knit I tend to 
get lax, not wanting to be the mean 
boss. I forget that every time a ser-
vice advisor doesn’t ask for the extra 
sale it cost the tech possible income. 
Every time the tech skips a check 
sheet it chips away at the service 
writer’s incentive bonus. Every time 
we don’t ask for a referral it cost us 
a possible new customer. 

 There is one more question I 
need to ask each day, and of myself, 
“What have I done today to make 
the business better?’
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HISTORY OF THE CAR RADIO
Seems like cars have always had radios, but they didn’t. Here’s the story:
One evening, in 1929, two young men named William Lear and Elmer Wavering drove their girlfriends to a lookout point high above 

the Mississippi River town of Quincy , Illinois, to watch the sunset. It was a romantic night to be sure, but one of the women observed that 
it would be even nicer if they could listen to music in the car.

Lear and Wavering liked the idea. Both men had tinkered with radios (Lear had served as a radio operator in the U.S. Navy during 
World War I) and it wasn’t long before they were taking apart a home radio and trying to get it to work in a car.  But it wasn’t easy: auto-
mobiles have ignition switches, generators, spark plugs, and other electrical equipment that generate noisy static interference, making it 
nearly impossible to listen to the radio when the engine was running.

One by one, Lear and Wavering identifi ed and eliminated each source of electrical interference.  When they fi nally got their radio to 
work, they took it to a radio convention in Chicago .  There they met Paul Galvin, owner of Galvin Manufacturing Corporation.

He made a product called a “battery eliminator” a device that allowed battery-powered radios to run on household AC current. But as 
more homes were wired for electricity more radio manufacturers made AC-powered radios. Galvin needed a new product to manufacture.

When he met Lear and Wavering at the radio convention, he found it.  He believed that mass-produced, affordable car radios had the 
potential to become a huge business. Lear and Wavering set up shop in Galvin’s factory, and when they perfected their fi rst radio, they 
installed it in his Studebaker.

Then Galvin went to a local banker to apply for a loan. Thinking it might sweeten the deal, he had his men install a radio in the 
banker’s Packard. Good idea, but it didn’t work -- Half an hour after the installation, the banker’s Packard caught on fi re. (They didn’t get 
the loan.)

Galvin didn’t give up. He drove his Studebaker nearly 800 miles to Atlantic City to show off the radio at the 1930 Radio Manufacturers 
Association convention. Too broke to afford a booth, he parked the car outside the convention hall and cranked up the radio so that passing 
conventioneers could hear it.

That idea worked -- He got enough orders to put the radio into production.
WHAT’S IN A NAME

That fi rst production model was called the 5T71. Galvin decided he needed to come up with something a little catchier. In those days 
many companies in the phonograph and radio businesses used the suffi x “ola” for their names - Radiola, Columbiola, and Victrola were 
three of the biggest. Galvin decided to do the same thing, and since his radio was intended for use in a motor vehicle, he decided to call it 
the Motorola.

continued on Page 7
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But even with the name change, the radio still had problems: 
When Motorola went on sale in 1930, it cost about $110 uninstalled, at a time when you 

could buy a brand-new car for $650, and the country was sliding into the Great Depression.  
(By that measure, a radio for a new car would cost about $3,000 today.)  In 1930 it took 
two men several days to put in a car radio. The dashboard had to be taken apart so that the 
receiver and a single speaker could be installed, and the ceiling had to be cut open to install 
the antenna.

These early radios ran on their own batteries, not on the car battery, so holes had to be 
cut into the fl oorboard to accommodate them. The installation manual had eight complete 
diagrams and 28 pages of instructions.

 Selling complicated car radios that cost 20 percent of the price of a brand-new car 
wouldn’t have been easy in the best of times, let alone during the Great Depression -- 

Galvin lost money in 1930 and struggled for a couple of years after that.
But things picked up in 1933 when Ford began offering Motorola’s pre-installed at the 

factory. In 1934 they got another boost when Galvin struck a deal with B.F. Goodrich tire 
company to sell and install them in its chain of tire stores. By then the price of the radio, 
installation included, had dropped to $55. The Motorola car radio was off and running.

(The name of the company would be offi cially changed from Galvin Manufacturing to 
“Motorola” in 1947.)

  In the meantime, Galvin continued to 
develop new uses for car radios. In 1936, 
the same year that it introduced push-button 
tuning, it also introduced the Motorola 
Police Cruiser, a standard car radio that was 
factory preset to a single frequency to pick 
up police broadcasts.

In 1940 he developed with the fi rst 
handheld two-way radio -- The Handy-
Talkie -- for the U. S. Army.

A lot of the communications technolo-
gies that we take for granted today were 
born in Motorola labs in the years that fol-
lowed World War II.

In 1947 they came out with the fi rst 
television for under $200.

In 1956 the company introduced the 
world’s fi rst pager;

In 1969 came the radio and television 
equipment that was used to televise Neil 
Armstrong’s fi rst steps on the Moon.

In 1973 it invented the world’s fi rst 
handheld cellular phone.

Today Motorola is one of the largest cell 
phone manufacturer in the world --

And it all started with the car radio.

WHATEVER HAPPENED TO... 
The two men who installed the 

fi rst radio in Paul Galvin’s car, Elmer 
Wavering and William Lear, ended 
up taking very different paths in life. 
Wavering stayed with Motorola. In the 
1950’s he helped change the automobile 
experience again when he developed the 
fi rst automotive alternator, replacing in-
effi cient and unreliable generators. The 
invention lead to such luxuries as power 
windows, power seats, and, eventually, 
air-conditioning.

Lear also continued inventing.
He holds more than 150 patents. 

Remember eight-track tape players? 
Lear invented that. But what he’s really 
famous for are his contributions to the 
fi eld of aviation.

He invented radio direction fi nders 
for planes, aided in the invention of the 
autopilot, designed the fi rst fully auto-
matic aircraft landing system, and in 
1963 introduced his most famous inven-
tion of all, the Lear Jet, the world’s fi rst 
mass-produced, affordable business jet. 
(Not bad for a guy who dropped out of 
school after the eighth grade.)
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The Psychology of the Phone Shopper
by George Zeeks, ATI

The Automotive Industry is fi lled with contradictions.  We spend thousands of dollars and untold man hours of 
effort to make the phone ring but many of us fail to understand how to make the most of the call when it comes.   A 
potential customer, calling and asking for prices on services, is often viewed as a “price shopping bottom feeder” 
whose only concern is the cheapest price.  When you understand that the call concerning the question of price is the 
most natural and predictable question of all, then you are on your way to having more customers walk through your 
door.

The mind of the phone shopper, what is going on?
Many times, if a customer is calling a shop and have never been there before, their motivation could be that they 

have already been to another shop and did not make the purchase (this could be due to a lack of trust, the amount of 
the purchase, maybe they just didn’t like them) or perhaps they do not have a shop to call “Home”.  The resulting 
calls are at the least, an inconvenience, and for a good many people it can be almost painful to sit down and make 
all those calls and talk to all of those people.  Remember that the customer, many times, is as uncomfortable asking 
the question as you are trying to answer the question.  

Why do they make the call?
It is clear that when customers are calling you, someone else has “Failed” at the sale.  They either did not build 

the Relationship or establish the proper Value for the service.  We all understand Relationship, or think we do, but 
people will not buy from you unless they feel comfortable with you.  The higher the ticket price the more comfort-
able they need to feel.  Another major sales hurdle is to establish the Value of the service.  This simply means that 
the amount of money you are asking for the service matches the perceived worth of the service.  Telling someone 
that they need brakes is not enough.  You have to paint a vivid picture and explain the process of the repair or ser-
vice so they can see that “Value”.  If you fail in either area, you will probably not make the sale.

Why do they ask about price?
Most potential customers do not really know what they are asking about.  They do not have the same technical 

background that we have so they ask about the one thing they do know: “How much does it cost?”  The trick is that 
this is not what caused the problem in the fi rst place.   It is not really the answer they are looking for.  If the fi rst 
shop failed to establish a Relationship, then that is what the customer is really looking for.  Giving a price, even a 
low one, without building a relationship on the phone will not get you that new customer.  If they failed to establish 
Value, then things become a bit more diffi cult and must be handled the proper way.  We must agree that is very hard 
to quote any type of accurate price without knowing all of the details.  Even if you quoted a price the customer will 
probably not come to you since there is always someone who is willing to quote something less just to get them in 
the door.  The Value you have to establish is all about you and your shop.  Show them the Value of dealing with a 
professional shop and the Value of the appointment and they will come in to see you.

If you keep in mind what is going on inside the head of the customers that are calling, you will increase the cap-
ture rate of those calls.  You will have more people coming through your door.  Invest the time to create a script and 
process that will increase your capture rate and measure it so you know how well you are doing.  The phone is one 
of our most valuable tools; learn how to maximize its potential!  

~George Zeeks is a management coach for ATI, the Automotive Training Institute.  For more information and to 
see ATI’s event calendar, check out www.autotraining.net or connect with ATI on Facebook and YouTube.~
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DEDICATED TO  
THE PROFESSIONAL

PRO PRICE
ASSURANCE

$
SERVICE 
CENTER

PROGRAMS
ONLINE

STOCK
MANAGER

• Professional  
on-line ordering

• Receive earnbacks

• See our inventory  
and pricing

• Shop management available  

• Consistent discounts

• Overall savings commitment

• No minimum purchase  
to qualify

• Nationwide warranty

• Roadside assistance

• Shop management training

  
 *See your sales representative  

 for qualifications.

ADV 511

REPAIR & 
DIAGNOSTICS

FCO.FIRSTCALLONLINE.COM PRO PRICE ASSURANCE SERVICE CENTER PROGRAMS*

• Eliminate obsolete inventory from sitting  
on your shelves

• Monthly discount for online stock orders

• Electronic tracking of your inventory

• Training is an investment in your future!

• Offering the latest repair and  
diagnostic topics

• Shop management training

STOCK MANAGER REAL WORLD TRAINING

Training Classes 

BG Products Webinars: 

1. November 13:  BGU #950 
Topic:  The Telephone:  The Most Valuable Tool 
in Your Shop.  Turning phone calls into service 
driven appointments. 

2.  December 11: BGU #951 
Topic:  Automatic Transmission Trends. 
How to sell automatic transmission fluid 
exchange services. 

O’Reilly’s Professional Technician 
Series:

Wednesday, November 20: Spanish Class 

Dinner 5:30pm, Class 6 - 10:00pm 

Location:
Houston Tech Center 
8601 Tavenor 
Houston 77075 

Contact: Rubin Herrera, 832-221-0980

Tuition Fee applies 

These are the final training classes for the year 2013.
New schedules will be published in December and 
January Shop Talk issues.

VOTE Nov. 5
ASA of Houston Endorsements

Mayor:  Ben Hall
City Council Members:
District A  Helena Brown
District B  Jerry Davis
District D  Georgia Provost
District E  Dave Martin
District G  Oliver Pennington
District I  Leticia Ablaza
At Large 1  Andrew Burks
At Large 3  Michael Kubosh
At Large 4  Brad Bradford
At Large 5  Jack Christie

Your voice is heard 
with your vote!
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A Business Partner
I can trust

My customers rely on me for quality repairs, so I need an auto parts supplier that I can count 
on for premium parts at a reasonable price. As Houston’s largest wholesale-only domestic and 
import parts distributor, XL Parts is a business partner I can trust. Their quality brand 
name replacement parts and experienced personnel allow me to provide my clients with superior 
customer service. 

XL Parts is dedicated to the professional automotive service installer, which is why I trust no 

a business partner you can rely on for convenient coverage of all your auto part needs.

We want to be more than just your auto parts 
supplier, we want to be your business partner.

15701 Northwest Freeway | Houston, Texas 77040
P: 713-983-1100 | F: 713-983-1195

www.xlparts.com

EXPERIENCE THE XL PARTS COMPETITIVE ADVANTAGE
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Houston ASA Associate Members
Contact your local ASA Houston Associate Members for products and services

Ask about ASA Member only discounts available from these Associate Members

A+ Transmissions Corp, Offi ce (*)
Dennis Bloching
6830 N. Eldridge Pkwy, #105
Houston, TX 77041
713-849-5800

AAA Texas
Steve van Winkle
8508 Hwy 6 North
Houston, TX 77095
713-284-6650

Admiral Linen Uniform
Barry Kelley
713-630-0303

A-Line Auto Parts
Bobby Fulmer
7720 Blankenship
Houston, TX 77055
713-695-5355

AGVS/ Safeguard
Mike Ratchford
301 Wells Fargo Drive, #11
Houston, TX 77090
281-537-8074 

Automotive Training Institute (*)
Jim Silverman
888-471-5800x9140
jsilverman@autotraining.net

BAP-GEON
Tim Nuber
713-227-1544 

BG Products
Lubrication Specialist
Dan Butler
713-686-2400

CarQuest Auto Parts
David Lara 
505-452-6798

Certifi ed Business Brokers
Doug Ashby
832-239-9262

Chastang Ford
6200 N. Loop East
Houston, TX  77026
Ismael Sanchez
713-678-5070
isanchez@chastangford.com

Christian Brothers (*)
David Eschbach
281-870-8900
David.eschbach@cbac.com

CNG America
Stuart Mayper
888-661-6063

Demandforce, Inc. (*)
Todd Westerlund
415-904-8181
twesterlund@demandforce.com

Driven Auto Service Insurance
23102 Seven Meadows Parkway
Katy, TX 77494
Alan Doyle
281-644-0768
aland@DrivenIns.com

Great American Business Products
Julie Byer
713-744-7823

HCC - Automotive Technology
Carl Clark
713-718-8110

High Tech Equipment
4828B North Shepherd
Houston, TX 77018
Millie Jones
713-694-2922
www.hightechequipment.com

J.A.M. Distributing
Myrl Artac
7010 Mykawa Road
Houston, TX 77033
713-539-0633 

Jasper Engines & Transmissions (*)
Ed Nesbitt   
6618 Petro Park Drive
Houston, TX 77041
800-827-7455 

M&D (Magneto & Diesel)
Engine Parts-Fuel Injection-Turbochargers
Jim Garner
6931 Navigation Blvd.
Houston, TX 77011
713-928-5686

Main Auto Parts
Tyler Sheffi eld
2500 Center Street
Houston, TX 77007
713-869-7918

Meadowbrook Insurance (*)
Dan Tharp
800-449-1723

Mitchell 1(*)
Monnie Fuentes
281-352-1323

MTF Equipment
Jim Keeny
713-225-3262

NAPA Auto Parts
Wayne Truax
281-999-8700

National Transmission
Rudy Ramkissoon
4420 Grigg Road
Houston, TX 77021
713-741-5344
rudynational@gmail.com

O’Reilly Auto Parts
Jeremy Reimer
Ken Allison
713-991-9259

Performance Radiator (*)
Amie Alvarado, Joe Alamia
4555 Airline Dr., Ste. 135
Houston, TX 77022
713-694-3042

San Jacinto College
Mark Deschner and John P. Goins
281-476-1865

Shop Management Services
Scooter Owens
888-242-5025x101
scooter@smsrowriter.com

Snap-On Tools
Russell Jarrell
281-796-7213
Russell.e.jarrell@snapon.com

TransAct Merchant Solutions, Inc.
Joe Cherry
5819 Hwy 6 South, Ste 255
Missouri City, TX 77459
832-539-6000
jcherry@transactms.com

UYL Color Supply
Yen Hoang
281-879-9600
Yen.hoang@uylauto.com

Wahlberg-McCreary, Inc.
Al Lindell, Randy Harlan, Rick Daily
3810 Dacoma
Houston, TX 77092
713-686-9321

XL Parts
Mike Cooper
832-360-5680
Mike.cooper@xlparts.com

Zurich Insurance (*)
Woody Casasent
713-703-8193

(*) National Member
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