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As I accepted the role as President of the Automotive Recyclers Association at the 
74th Annual Convention & Expo in Dallas, Texas – following in the footsteps of 

strong industry leaders before me -- I have come to the realization that this next step in 
my career has been long in the making.

In 1993, while enrolled at Carleton University in Ottawa, I came home for the sum-
mer to work in our facility, not uncommon as I made the four-hour drive each weekend 
because I was addicted to the work of auto recycling. One night, my parents and I had a 
rigorous discussion about my career path between my journalism and law studies, and 
automotive recycling. My dad, in his fl avorful style, made it clear automotive recycling 
was the correct choice. My mother, in a panic, said, “The kid needs something to fall 
back on,” and pleaded that I “go back to school and forget about this nonsense!” 

They were surprised to learn that I had already applied for a transfer to University of To-
ronto, fi ve minutes up the road from the yard, to fi nish school and also be at the business 
every day. This was my plan all along – to make sure I made a career of doing what I loved.  

I enjoy putting my heart and soul into something and doing it well, with conviction, 
passion, and seeing the fruit it bares at the end of the day.  

As an industry, it is obvious we are in transition. But we are also resilient.
If you can remember the 80’s and 90’s, we were all anxious about ABS systems, air 

bags, and how much of a disruption new technologies would pose. Vehicles were al-
ready becoming computers on wheels. But, as time proved, we learned from industry 
events, experts, predictors, trade publications, and business groups on how to over-
come the obstacles to get where we are today.

My belief is that we will prevail in the current and future automotive recycling en-
vironment. We need to be unifi ed and take advantage of opportunities for collective 
conversations, and be open to new ideas, technology, and processes.

ARA is a necessary advocate for automotive recycling, working to protect our in-
terests on all levels. The staff and volunteer teams are strong and effective. The ARA 
Executive Committee, available and accessible to listen to your feedback, is comprised 
of a diverse group of individuals that have great respect for one another and a desire 
to be effective leaders, with the association’s best interests at heart. 

Whether your business is small, medium, large, extra-large, or you are a consolidator, 
we are all in this together. No one group is more important than the other and there is 
no right or wrong business model. ARA needs all automotive recyclers to be involved, 
and we hope you will invite colleagues you know to join us this year.

The one topic that is at the top of our  agenda is our continued fi ght for OEM data. 
In addition, strengthening strategic industry and cross-industry partnerships is a prior-
ity to me. We have the brightest minds available to our industry. We need to collaborate 
going forward to advance our industry.

What we do as auto recyclers is important – we should be very proud of the products 
and services we offer.   

I would like to thank my family, my team, my auto recycling friends and even my 
academic educators, for their support and contributions that made this distinguished 
opportunity for me to give back and represent our industry possible.
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Blockchain is the new buzz in technol-
ogy. For those unaware, blockchain 

is, in a nutshell, just a new form of decen-
tralized database. It’s a real-time ledger 
of anything that can be recorded such 
as financial transactions, contracts, phys-
ical assets, supply chain information, but 
there is no one individual or organization 
in charge of the entire chain. Blockchain 
technology enables the creation of trans-
actional records that cannot be edited or 
erased – only appended. These records 
are shared with multiple participants in 
the network and is typically managed by 
a peer-to-peer network all adhering to a 
protocol for validating new blocks. 

In the complex automotive industry 
with multiple stakeholders involved in 
the design, production, distribution, 
marketing, selling, financing and servic-
ing of vehicles, blockchain technology is 
on the brink of fundamentally changing 
the way companies conduct business. 
Within the industry, blockchain provides 
a path for network participants to record 
the complete history of a motor vehicle. 

The lifecycle of a vehicle would pro-
vide tremendous opportunities to posi-
tively address analytics, safety, and quality 
control issues within the entire automo-
tive supply chain. Under an all-inclusive 
blockchain system, automotive manufac-
turers, suppliers, independent operators, 
parts distributors and other stakeholders 
would provide needed trust, accountabil-
ity and transparency to important data 
tied to a motor vehicle’s specific Vehicle 
Identification Number (VIN). 

Consumers, manufacturers, insurance 
companies and parts suppliers could 
have access to the history of a motor ve-
hicle stored in a blockchain. Purchases, 
accidents, maintenance and repairs are 
all recorded -- which parts, which man-
ufacturer, company/individual who re-
placed and when this activity occurred.

This new technology could not be time-

lier as media and stakeholder scrutiny of 
weaknesses in the United States automo-
tive safety recall system have increased. 
Under an efficient and inexpensive 
blockchain-based system, motor vehicle 
manufacturers would be empowered to 
uniquely identify every single part on 
their vehicles from their production or-
igin. This would enhance consumer safe-
ty and save significant time and financial 
resources in the event of future vehicle 
or equipment safety recalls. Armed with 
blockchain technology, automakers 
would have the information available to 
know which defective part was installed 
on each specific vehicle. Automotive 
manufacturers can then issue specific ve-
hicle and equipment safety recalls tied to 
specific VIN numbers instead of issuing 
blanket recalls for make, model and year, 
which drives up costs and unnecessarily 
disrupts the lives of millions of consum-
ers. Utilizing blockchain, the auto man-
ufacturer will be able to address the truly 
defective vehicles at a far lower total cost.

Additionally, the technology could even 
address the rampant issue of counterfeit 
automotive parts. In September, Chinese 
e-commerce platform giant Alibaba ex-
panded their 2014 airbag sale ban to in-
clude the listing of airbag components, 
citing safety concerns and to prevent the 
sale of counterfeits. According to media 
accounts, 22,000 online listings from 700 
vendors had already been removed with-
in the first month, and measures are in 
place to block future listings.

The issue of counterfeit parts contin-
ues to be a serious concern for the pro-
fessional automotive recycling industry 
because ARA members also sell genu-
ine OEM parts. With other e-commerce 
platforms implementing policies similar 
to Alibaba, the recycled, OEM parts mar-
ketplace is being unfairly and dramati-
cally disrupted and damaged.

Each day over 500,000 recycled OEM 

parts that were designed and built to 
meet the automakers original require-
ments for fit, finish, durability and safety 
are sold directly to consumers as well as 
to automotive repairs shops. The pres-
ence of counterfeit parts is harmful to 
auto recyclers and reputable parts suppli-
ers. A blockchain system connected with 
sensors and smart devices would enable 
all parties to know the origin of the parts 
through every step in the supply chain.

Like safety recalls, food recalls occur in 
today’s complex distribution networks. 
Due to the need to address them quick-
ly and efficiently, last year, Walmart an-
nounced its food quality collaboration 
with IBM to develop blockchain-pow-
ered solutions which will enable con-
sumers to scan quick-response codes on 
food products with their smart phones, 
and determine the origins of products in 
their stores. In May, Walmart successfully 
validated the technology’s effectiveness 
by successfully following pork products 
from one farm owned by Chinese meat 
producer Jinluo, to a Walmart distribu-
tion center in Beijing. The results from 
the pilot project like this demonstrate 
that blockchain technology can be a very 
valuable feature in identifying contami-
nated products and provide rapid prod-
uct recalls -- reducing consumers’ expo-
sure to tainted goods, with transparency 
and accountability.

As this new technology advances in the 
automotive industry, ARA will continue 
to urge parts suppliers, manufactur-
ers, government regulators, consumer 
groups and others to all work together 
to pool collective resources to promote 
consumer safety while supporting a vi-
brant and quality parts market. 

Email Michael Wilson at michael@a-r-a.org 
with your thoughts on this topic and other 
ideas pertaining to the advancement of 
professional automotive recycling. Your letter 
could be published in an upcoming Industry 
Letters column.

6 November-December 2017  •  AUTOMOTIVE RECYCLING

On the Horizon
 By ARA CEO Michael E. Wilson 

Blockchain – Technology The Automotive Industry  
Should Embrace Today





There is a running theme in most ev-
ery article in this issue. The “M” word 

is found probably a hundred times. And 
the “M” word came up at the recent ARA 
74th Annual Convention & Expo in Dal-
las, Nov. 1-4, in almost every session. This 
word is, of course, millennial!

While the industry boomers and gen 
Xers are scratching their heads wonder-
ing what to do with the largest workforce 
and consumer base in history, the gen-
eration itself isn’t confused about their 
identity. All it takes, in their minds, is to 
ask them directly (which means in a text 
message) what they want. They are not 
shy to tell you and on page 28, they start 
the conversation.

In my own research, I found that, ac-
cording to the Case Foundation’s 2017 

report on what drives this generation, 
“The millennial generation is a tech sav-
vy, entrepreneurial, educated and inde-
pendent-minded cohort that is driven 
to ‘do good.’” They also highlight that 
“more than 80 million millennials world-
wide represent a collective $170 billion 
in purchase power,” and that “millenni-
als want to create a positive impact on 
their community and the world through 
their work.” They sound like great can-
didates for employees and consumers of 
automotive recycling.

In fact, millennials will make up rough-
ly 50% of the U.S. workforce in 2020 and 
75% of the global workforce by 2030. It 
is time to begin adjusting the workplace 
atmosphere and sales techniques to em-
brace these smart and caring people.

One of those interviewed for the study 
said, “I expect a company that helps out 
the community to be more compassion-
ate, trustworthy and ethical. A job is a 
place where I spend an obscene amount 
of time outside of my family life. It is im-
portant that the time I spend working is 
for a cause or business that does some 
good in the world.” 

Motivated by social causes, social me-
dia and 24/7 connectivity, they expect 
high levels of integrity at the workplace. 
They are vocal with their expectations 
about their work, either to you or to their 
thousands of Instagram friends.

Also, make sure to check out the “10 
Things” to do to improve 2018 on page 
38. Leaders in the industry gave perspec-
tive to your new year’s resolutions list. 
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ARA at the Wheel
 Latest News and Reports from ARA

ARA Responds to Faulty Media 
Reporting of Defective Takata 
Airbag Accident 

While over 46 million defective 
Takata airbag inflators have been 

recalled, only about 40 percent of those 
have been replaced according to the Na-
tional Highway Traffic Safety Administra-
tion (NHTSA). Media reports continue 
to cover the March vehicle crash in Ne-
vada in which a teen driver was hurt by 
an allegedly salvaged airbag. ARA contin-
ues to monitor and address the reports 
for erroneous statements. Regrettably, 
a KSAT-Houston (TX) broadcast stated 
in their coverage recently that “it is not 
legal to sell recycled parts taken out of 
wrecked cars.” Given the blatant factual 
error, ARA requested that KSAT retract 
the inaccurate statement made about re-
cycled OEM parts in this broadcast.

ARA Calls On Automakers to Publicly Release the VINs of  
All Vehicles with Takata Airbags along with the Serial Number  
of Every Takata Airbag Installed in Their Vehicles 

In response to news that the woman injured by a defective Takata airbag in Las Vegas 
earlier this year has sued several entities, including a salvage facility, ARA issued a 

statement calling on all automakers to publicly release a comprehensive list of vehicle 
identification numbers (VINs) and their airbag serial numbers for all vehicles with 
Takata airbags. 

According to the lawsuit, a salvage facility is one of five defendants and is alleged 
to have “...fail[ed] to advise or warn that the driver’s airbag assembly was subject to a 
recall, further failing to advise or warn of the risks that said driver’s airbag assembly 
posed to vehicle occupants.” The suspect airbag was allegedly “obtained” from a sal-
vage vehicle by repair facility defendants. The lawsuit states that the salvage facility “...
knew or should have known about the dangerous nature of Takata airbag assemblies 
and the recall pertaining thereto.” 

As members are well aware, the professional automotive recycling industry has 
sought original equipment manufacturer (OEM) part numbers from automakers 
for decades to unequivocally identify automotive parts from total loss and end-of-life 
vehicles. Regrettably, the automakers have been unwilling to voluntarily provide this 
important safety information to the professional automotive recycling industry and 
others - unlike Europe where the automakers are mandated to do so. 

As in previous years, ARA members 
were well represented at the annual 

International Roundtable on Automo-
tive Recycling (IRT) this year, which was 
held in Niagara Falls, Ontario, Canada. 
Association CEO Michael E. Wilson as 
well as the entire ARA Executive Com-
mittee were on hand to meet with au-
tomotive recycling representatives from 
around the globe. ARA Past President 
Ed MacDonald, incoming President Da-
vid Gold, as well as other ARA members 
from the international community were 
in attendance. 

The IRT is an international event 
which is held every 18 months by one of 
the national associations of the Global 
Automotive Recyclers Alliance. In 2013 
ARA was proud to host the IRT in con-
junction with the Association’s 70th An-
nual Convention & Expo in Phoenix, 
Arizona. Many ARA members took ad-

vantage of having the meeting on home 
soil and participated in the event. 

In Niagara Falls, Wilson presented on 
two separate topics to attendees: The 
country report for the United States and 
a report addressing circular  economy is-
sues. Overall the event drew widespread 
attendance from Canadian, U.S. and 
international auto recycling representa-
tives. Discussion focused on global au-
tomotive recycling issues, international 
standards and policy for automotive re-
cycling. 

Important NMVTIS  
Reporting Reminder for 
Flood-Damaged Vehicles 
Resulting from Hurricane 
Harvey and Hurricane Irma 

At the request of the U.S. Depart-
ment of Justice (DOJ), ARA 

distributed a letter to all U.S.-based 
members regarding the expected 
influx of flood-damaged vehicles 
resulting from Hurricanes Harvey 
and Irma. As a result of the floods, 
thousands of vehicles sustained se-
vere water damage and the DOJ is 
asking that all reporting entities take 
all available steps to ensure that flood 
damaged vehicles are properly iden-
tified as damaged and reported to 
NMVTIS. ARA urges all members 
to remain vigilant in following all re-
porting requirements for these flood 
damaged vehicles. 

ARA Well Represented at the 10th International Roundtable  
on Automotive Recycling Conference





As we look toward the end of the year, 
this is the Scrap Metal, Commodi-

ties, Recycling and Economic Report.
U.S. STEEL production remains nicely 

ahead of last year and similar to the rate 
of two years ago, as the U.S. economy re-
mains in a slow growth mode.

The price of scrap steel from shred-
ded car bodies, while down in the 3rd 
quarter of 2017, remains well above 
last year on good demand from steel 
mills especially due to solid demand 
from commercial construction and 
good, but not great demand from au-
tomotive production.

OIL prices have had a slight trend up 
in recent months, but remain near about 
$50/barrel, bringing fairly low diesel fuel 
and low gasoline prices. OPEC contin-
ues to work hard to reduce production 
to get prices up, but with countries like 
the U.S. and Iran increasing produc-
tion prices remain subdued.

COPPER prices hit new multiyear 
highs as the 4th quarter started.  Many 
call copper “Dr. Metal.” The price of 
copper is an indication of the health 
of the economy. October copper prices 
are at a three year high.

While it is true that the ECONOMY

should be able to grow faster, the fact is 
that many companies are seeing record 
profi ts and U.S. roads, airports and 
bridges are not great, but they are pret-
ty good. It is very easy to see why these 
are facts. The Federal government this 
year alone spent $666 billion more 
than “we” (the U.S. Fed) took in. We 
now owe about $20 trillion, which is the 
equivalent of about $250,000 for every 
family of four. As Americans, the Feder-
al government has spent the equivalent 
of a free $250,000 home on every fami-
ly’s behalf. All borrowed.

AUTOMOTIVE SALES, which slip-
ped for much of 2017, rebounded 
strongly in October mainly due to the 
more than 500,000 vehicles that were 
destroyed during the hurricanes that 
hit Texas and Florida. Overall sales are 
okay, which is good for the economy.

WALL STREET has spent most of 
2017, and in reality the past eight years, 

on an upward path. This has created 
major wealth around the world. Wall 
Street’s growth will be reduced in the 
coming years, but proposed tax cuts 
taking “Pass Through” income at the 
top level from 39.6 to 25%, will contin-
ue to support economic growth in the 
years to come. While there will be some 
type of Wall Street correction, the huge 
wealth remains a big positive.

Overall, we have been in a slow growth 
mode for years. All indications are this 
should continue and could actually ac-
celerate with proposed tax cuts. 
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Heavy Metal
 By Greg Brown

End of Year Scrap Report

This year alone, the Federal government spent 
$666 billion more than “we” (the U.S. Fed) took in. 

Greg Brown can be reached at 
(734) 740-9514 or greg.brown@
benlee.com if there are questions 
or comments. Receive his free 
weekly commodities video news, 
“Scrap Metal and Commodities 

Recycling Report,” by e-mail, or watch it on 
YouTube.com or www.benlee.com.





Too often, we create solutions for 
problems that don’t exist or that 

are not material. You know how you 
hate that one clause in your loan 
agreement with the bank or that one 
stupid rule that you encounter in your 
favorite store? You are not the only 
one irritated because someone de-
cided to solve a problem that wasn’t 
really a problem, and did so without 
considering how a new rule would ir-
ritate customers or prospects.

From this example we learn that put-
ting in unnecessary rules is a great way 
to lose customers. When I go to lunch, 
I often order ahead to save time. Not 
far from my office is a very good Mex-
ican restaurant. I am a lunchtime reg-
ular. Or, at least I was, until the owner 
decided he would no longer take call-
in orders for patrons dining in. The 
hostess insisted she couldn’t take an 
order until I was there in person.

I asked her why the restaurant had 
changed its policies. She said, “Some-
times the person who calls ahead nev-
er shows up.” Although I can appre-
ciate the frustration of a no-show, the 
restaurant owner is solving a problem 
that really isn’t significant. 

The no-show was probably one 
among many paying customers who 
order ahead. For sure, he or she was 
only one of the hundreds or thou-
sands of patrons the restaurants 
serves every month. The restaurant 
also began to require prepayment on 
all to-go orders. The one customer 
out of a thousand that had stiffed the 
restaurant owner caused his response 
to inconvenience a great many of his 
remaining customers to prevent a 
potentially small loss. Did the owner 
make the decision with statistics and 
profit/loss data, or from an emotional 
or irritated feeling? 

For the restaurant, of course, the 

most likely real result I can assume is 
that some patrons decide to take their 
business elsewhere, and the new rules 
cost the business many times more 
than just accepting the rare no-shows.

Whenever you contemplate adding 
a new rule in your business, especially 
ones that impact the way your custom-
er does business with you, ask yourself 
whether the problem you are solving 
warrants the rule. Does the new rule 
solve a significant problem, or one 
that is just irritating you at the mo-
ment. Before you add a rule, consider 
whether it makes you easier or hard-
er to do business with, and what the 
change may cost you.

Years ago, I used to compete against 
some auto recyclers who would not 
take credit cards or checks because 
they were afraid of not getting paid for 
parts. In my service area, I took credit 
cards and was one of the first yards to 
take checks (I know, I am dating myself 
to the Stone Age). Yes, I occasionally got 
burned, but the extra business I did by 
being easier to do business with, more 
than made up for the tiny losses from 
very rare bad checks. 

Of course, nowadays every yard will 
take credit cards and more people pay 
using their phones than pay by check, 
but you get the point. As business 
owners, we need to stay focused on 
the customer experience and stay fo-
cused solving the problems that really 
influence results. Pick your battles. 

When you are facing a problem, 
think about whether it is really worth 
adding a rule or rethinking a process 

to prevent something that happens 
rarely and isn’t significant. Don’t cre-
ate rules that make it harder to do 
business in reaction of  problems that 
really aren’t problems at all. 
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That’s My Opinion
 By Ron Sturgeon

Don’t Create a Solution for a Problem that Doesn’t Exist 

As business owners, we need to stay focused  
on the customer experience and stay focused solving  
the problems that really influence results.  
Pick your battles. 

Ron Sturgeon shares his expertise 
in strategic planning, capitalization, 
growing market share, and more 
in his signature plainspoken style, 
providing field-proven, and high-
profit best practices well ahead of 

the business news curve. He is the author of 
nine books, including How to Salvage More 
Millions from Your Small Business. He can be 
reached at (817) 834-3625, ext. 232 or email 
RonS@MrMissionPossible.com. 
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Smarter vehicles brings with it smart 
new business opportunities. These 

include this new business model that will 
only morph and grow, becoming more 
prevalent in the future. We currently 
know the companies as Uber and Lyft, 
offering the consumer ride-hailing and 
vehicle sharing options. 

But as these services expand, they are 
likely to be owned and operated by man-
ufacturers like Ford & GM or by compa-
nies like Google and Amazon, or new 
companies we don’t yet know. They may 
assemble the vehicle. They may create 
fleets that they will own and maintain. 
This space will become extremely com-
petitive.

Uber’s Rise
“Five years ago, a company called 

UberCab made a splash in San Francisco 
by letting you hail a car with your smart-
phone. Since then, the company, now 
known as Uber, has spread like wildfire 
across the globe. Uber currently oper-
ates in 58 countries and is valued at over 

$60 billion,” with an estimated 160,000 
drivers reported by Businessinsider.com 
on September 12, 2015. The Washington 
Post today values the company at close to 
$70 billion, but there are no hard num-
bers on the workforce.

One fulltime Uber driver, Harry Camp-
bell is a blogger, who is well-endorsed 
by the main media. In his November 3, 
2017 blog titled “How Many Uber Driv-
ers Are There?,” The Rideshare Guy says, 
“Earlier this year, Uber co-founder Gar-
rett Camp piqued our interest by men-
tioning casually that Uber provides ‘flex-
ible work options’ to 2 million drivers. 
And in the post, he also mentions 65 
million riders.

“These are worldwide numbers for 
Uber and they’re the latest ‘public num-
bers’ we’ve seen from the company as of 
June 2017. But that still doesn’t answer 
the question of how many Uber drivers 
there are in the U.S.

“The U.S. is one of Uber’s biggest 
markets, since Uber was taken over by 
Didi in China. Uber is in another large 

market, India, and had 
400,000 drivers in 29 cit-
ies as of December 2016. 
In addition, many drivers 
in India also drive for the 
larger competitor, Ola.

“In 2014, Uber an-
nounced that they had 
over 160,000 active driv-
ers in the United States, 
and that number dou-
bled in 2015 to 327,000 
drivers. Assuming Uber 
continued doubling ev-
ery year, by the end of 
2017, Uber should have 
around 1.3 million driv-
ers in the U.S.

“And if we extrapolate 
the worldwide figure of 2 
million drivers from June 

of 2017, we can assume that Uber is near-
ing 3 million drivers worldwide right now.”

That is a lot of cars on the road in the 
name of Uber.

Driver vs. Driverless
It is widely known that most drivers 

are not full time, and for ride-hailing ser-
vices, the biggest challenge is getting and 
keeping drivers. Therefore, it is likely that 
Uber’s management will adopt self-driv-
ing vehicles into their business model as 
quickly as they are available. 

In 2016, Uber launched its first 
self-driving vehicles in Pittsburgh as a 
part of its research efforts. They also are 
testing in Arizona. Their partnership 
with Volvo and its XC90 model indicate 
that human riders will soon begin the 
next era of the ride-hailing industry. 

The driverless-fleet investment for a 
company like Uber would be substantial, 
but it would also help solve their biggest 
problem of getting and keeping drivers, 
eliminate all the costs of maintaining 
contractor workforces, like quality, train-
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Dashboard
 By Robert Counts and Chad Counts

Part 3: A Game Changer – The Ride-Hailing Industry
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Counts Business 
Consulting provides  
sales management 
services to the 
automotive recycling 
industry, such as sales 

force training. We have the expertise and 
experience to increase your company’s sales 
performance. Reach Chad Counts at 512-963-
4626 or crcounts@countsbusinessconsulting.
com and Robert Counts at 512-653-6915, 
robert@countsbusinessconsulting.com or visit 
www.countsbusinessconsulting.com. 

ing and liability. But, Uber would inherit 
other costs such as fuel, maintenance, 
and a different kind of liability exposure.  

Predictions
I expect Uber, Lyft and others to even-

tually replace most of their independent 
contractors with self-driving vehicles, 
and therefore, own and operate their 
own maintenance repair facilities, much 
like car rental companies do today. 

In addition, ride hailing services may 
become part of the vehicle manufactur-
ers core business; will need less and less 
humans at the wheel; and may be the 
largest purchaser of vehicles – equal to 
or surpassing individual ownership.

The ride-hailing industry may switch to 
vehicles that can be fueled by one source 
to increase the life span of the vehicle, 
such as electrical and/or the hybrid, es-
pecially in the urban market.

In recent years, the number of miles 
driven overall has decreased. I think that 
trend for privately-owned vehicles will 
continue, but this decrease will continue 
as people using ride-hailing increases. 
With decreased mileage on personal 
vehicles, there will be a decrease in colli-
sions and mechanical repair.

With more vehicles being owned by 
the ride-hailing companies, they will con-
trol vehicle repair and parts repair pro-
curement; vehicles will receive increased 

maintenance from the ride-hailing com-
panies resulting in less mechanical parts 
failure and higher mileage achieved for 
engine and transmissions; and finally, 
traffic laws, traffic patterns will change 
with less route decisions being made by 
people.  



Why does your organization exist, 
and why should anyone care? Or-

ganizations exist to perform – period. 
They all exist to do something, make a 
product or supply a service. 

Today, many employers say they’re hav-
ing trouble retaining their younger em-
ployees – specifically millennials. At 80+ 
million strong, millennials are the work-
force of the future. Studies have shown 
they want to work where they can make a 
difference and contribute to something 
bigger than themselves. 

It’s imperative to realize that the peo-
ple in your organization – especially 
young people –  are the fuel to your long-
term success, and the one person who af-
fects that outcome more than any other 
is the frontline manager. Here are five 
defined pillars of success that managers 
can rely on to help them succeed in their 
aim to boost employee retention.  

1. Engage employees with a compelling 
vision of what is expected, and provide 
the mission to achieve that vision. What 
incentive is there for the employee to 
want to achieve for you? People respond 
when they are doing or contributing to 
something bigger than themselves. When 
national crises such as earthquakes or hur-
ricanes occur, people are driven to volun-
teer not because they have to, but because 
they want to. Your vision and the culture 
you create are the reasons you exist.  

Tell your people that without them 
doing what they do you wouldn’t achieve 
the results that you desire. The way em-
ployees view a job and its role in their life 
is evolving. They seek purpose beyond a 
paycheck; an opportunity to do what they 
do best every day, and to lead a life they 
desire for their families and themselves. 

2. Make decisions based on productiv-
ity. By keeping your eye on the goal and 
having your people similarly focused, 
everyone will understand why certain 
decisions are made and can buy in. If 

disagreements occur in discussions they 
are welcomed because they are focused 
on achieving a better outcome toward 
the end objective. When disagreements 
occur, ask what the ultimate goal is. 

3. Motivate every team member to 
take action. People are more likely to 
take action if they know what is expected 
of them. When expectations are clearly 
defined, employees are less likely to dis-
appoint their manager or their peers. 
Employees will work together without 
your direction or approval when they all 
know what is expected and have bought 
into achieving the desired results. Most 
people are going to live up or down to 
their perception of the expectations of 
them. If they don’t know what is expect-
ed, don’t be surprised by what you get.

4. Have the assertiveness to drive 
outcomes. Are you more concerned 
with the process or the outcome? Man-
agers are in place to strive for positive 
outcomes. Employees may find ways to 
produce an outcome that the manager 
never thought of. Provide employees the 
freedom to experiment and try new ways 
of doing things. Keep progress results in 
front of the employees. If they do not see 
the progress they are making as a team, 
they will lose interest over time and pro-
ductivity will wain. 

When your staff see that their work is 
making a difference, they will continue 
to contribute. If you avoid providing 
appropriate feedback on your employ-
ees’ progress, you’ll immediately notice 
a decline in the contributions of team 
members. Remember, feedback is the 
breakfast of champions. Be generous 
with your thoughts and expectations.

5. Create a culture that you want. Cul-
ture impacts every aspect of how you get 

things done, from hiring and developing 
the talents of the employees to customer 
service. Define your desired culture and 
then take it from words to actions. If you 
don’t like the culture you currently have 
or the results that you are currently ob-
taining, you are the only person who can 
change it. Your actions have to mirror 
what you desire. Do you allow the neg-
ative behavior to go unchallenged? Re-
alize negative behavior brings down all 
your good employees. Your employees 
are watching and if they see you doing 
nothing, your lack of action has sent a 
powerful message. You don’t care! 

Employees are not going to care if the 
manager doesn’t care. When employees 
know that the manager truly cares about 
them, they will walk through fire for the 
manager. This caring gets to the heart of 
employee engagement. When people 
believe the manager doesn’t care, they 
will let the manager walk off a cliff.  

By creating a workplace where people 
want to come to work, instead because 
they have to come to work, managers 
will see positive changes. Most people 
don’t wake up in the morning and say, 
“I think I will do a bad job today.” Help 
them achieve the results necessary for 
the organization, but in a way that each 
and every employee’s contribution is rec-
ognized and appreciated. 
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Coach’s Corner
 By Jan Makela

Five Pillars to Success as a Manager

Jan Makela is an executive coach, 
highly-sought after speaker, and 
best-selling author of Cracking 
the Code to Success and Be the 
Manager People Won’t Leave. Jan 
has a long and successful history 

of working with companies to ensure quality 
hiring and training practices. His specialty 
revolves around strength-based leadership 
development, with a particular focus on 
working with senior and mid-level executives, 
business owners, and professionals.  
Visit www.StrengthBasedLeadership.net.

Most people are going to live up or down to their  
perception of the expectations of them.
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Green Scene
 By Sue Schauls

Safe Removal of Gasoline in Auto Salvage

The ARA Certified Automotive Rec-
cyler (CAR) Program members dis-

tinguish themselves as professional re-
cyclers who are committed to meeting 
the highest compliance standards set by 
the industry. The CAR Environmental 
Standards cover a wide array of rules and 
best management practices, such as spill 
cleanup, fluid management, parts clean-
ing and stormwater permitting.  

The CAR Program has recently clar-
ified the standard for the safe removal 
of gasoline. Here are the changes in the 
standard.

Right Person, Right Place
Fuel removal should only be carried 

out by a competent person (someone 
with the necessary skills, knowledge and 
experience to do the work), who has 
been shown how to use the equipment 
and understands the hazards of the op-
eration. 

Even when using a fuel recovery 
pump or fuel retriever, the best man-
agement practice is fuel removal only 
in a well-ventilated area, from which all 
ignition sources are removed, preferably 
in open-air and away from floor pits or 
other openings in the ground.

Best Management Practices
•  Do remove all ignition sources prior 

to removing fuel from a vehicle.
•  Do remove fuel via the filler tube 

where possible. 
•  Do use fuel retriever equipment 

wherever possible, following the 
manufacturer’s instructions on va-
por recovery and use of grounding 
straps.

•  Do drain fuel outdoors or in a 
well-ventilated area. 

•  Do disconnect the vehicle battery  
before draining fuel. 

•  Do remove all combustible materials 
from the work area. 

•  Do keep a foam or dry powder extin-
guisher nearby. 

•  Do use grounding straps between  
the vehicle chassis and the metal con-
tainer to eliminate static electricity. 

•  Do warn others verbally and/or by 
warning signs that fuel draining is in 
progress. 

•  Do use metal containers with secure 
caps for holding drained fuel. 

•  Do use containers large enough to 
hold the contents of the fuel tank and 
make sure that the containers cannot 
easily be knocked over during filling.

•  Do soak up any spills immediately 
using absorbent granules or similar 
material. 

•  Do mark fuel containers with hazard 
labels to show their contents. 

•  Do follow the same precautions when 
transferring fuel from one container 
to another.

Spills Happen
Fires and explosions caused by han-

dling of gasoline during fluid evacuation 
occur all too easily. Even small leaks and 
spills of fuel have the potential to esca-
late into a major incident. Gasoline fires 
are usually serious and often result in 
fatalities or major injuries, either to the 
person doing the work or to other em-
ployees and even customers who may be 
nearby. There is often major property 
damage as well. 

Gasoline is a highly flammable liquid 
and any spillage will evaporate to form a 
flammable, heavier-than-air vapor that is 
easily ignited, even at low temperatures. 

Common ignition sources are: 
•  smoking and lighted matches;
•  welding and cutting equipment;
•  heaters, water heaters; 
•  all types of electrical equipment, un-

less these are designed as suitable 
for use in a flammable atmosphere. 
Even low-voltage inspection lamps, if 
damaged, can ignite gasoline vapor. 

As well as the sources listed, draining 
gas into a container can generate static 
electricity which, if not controlled, can 
result in a spark. When thinking about 
sources of ignition, remember that fuel 
vapor does not disperse easily but may 
spread over a wide area. It tends to sink 
to a low level and may collect in tanks, 
cavities, drains, pits or areas where there 
is little air movement. 

The complete CAR Standards and pro-
gram application, along with the full Pro-
gram Guide, can be downloaded at a-r-a.org/
best-practices/programs/car-gold-seal/. 

Strictly adhering to CAR Standard proce-

dures prevents a fire like this one in a disman-

tling bay that was triggered by spilled gas and 

a dismantler’s tools. 
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The best place to start a conversation 
about business interruption insur-

ance (also known as loss of business in-
come insurance) is to understand what 
it is. It insures against loss of income in 
an amount sufficient to cover continu-
ing expenses and lost profits, if any. If 
your business is operating successfully, 
it is earning enough to cover expenses 
and generate a profit. If you have a fire 
which forces your operations to cease, 
some of your expenses will cease or will 
be reduced. 

For example, you may have a reduc-
tion in power or fuel consumption, 
which will reduce your op-
erating costs. Business inter-
ruption insurance does not 
cover those non-continuing 
expenses. However, it will cov-
er those expenses that you 
will be required to pay wheth-
er your business is operating 
or not – such as loans, taxes, 
mortgages, etc. Also note that 
you do not have to be making 
a profit to benefit from busi-
ness interruption insurance. 
In fact, non-profit organiza-
tions frequently purchase busi-
ness interruption insurance just to cover 
on-going expenses, including salaries of 
key personnel. So do not consider this 
coverage only as insurance against lost 
profits. 

Of course, not every shutdown of your 
business will trigger coverage. Before 
you can even think about recovering a 
loss under a business interruption pol-
icy, there must first be direct physical 
damage from an insured peril to your 
premises – during the term of the policy 
– that causes an interruption of normal 
operations and a loss of earnings. The 
policy will pay for the loss of earnings 
during the time required to restore the 
business to normal operating conditions  

or until the limit of business interrup-
tion insurance is exhausted.

The place to start when determining 
the appropriate amount of business in-
come insurance is with your accounting 
records. Ideally, the entries in your ac-
counting journal, the record of accounts 
in your general ledger, and your income 
statement will provide the basic informa-
tion you need to calculate the correct 
amount of business interruption insur-
ance needed. Each insurance company 
in the marketplace has a business income 
worksheet form you can use to calculate 
the correct amount as well. Most of these 

worksheets will take you through an ex-
ercise that will help you to come up with 
an estimated length of time it will take 
you to get back to “pre-claim” business 
operations. Once you know this, and the 
amount of monthly earnings and net 
profits, it is relatively simple to calculate 
how much coverage to buy.

The final question you need to answer 
before buying this coverage is whether or 
not you should cover “ordinary” payroll. 
When you suffer a severe claim and your 
business is going to be shut down for an 
extended period of time(such as 6 to 9 
months), you will most likely not be able 
to afford to pay your ordinary (as com-
pared to key) employees if you have no 

revenue coming in. If you went to them 
and advised them that they were out 
of a job until your business operations 
resume 6 to 9 months down the road, 
would most of them simply go home and 
wait 6 to 9 months without a paycheck 
until you called them back to work? 

Or would many of them be forced to 
take a job elsewhere in which case you 
may not ever get them back once you 
are ready to resume operations. Many 
businesses have a lot of “ordinary pay-
roll” employees that are really “key” to 
the success of your operation that you 
would not want to jeopardize losing in 

the event you could not pay 
them for an extended period. 
Therefore, you may want to 
include “ordinary payroll” in 
your business interruption cal-
culation. That way, you would 
be able to pay them their wag-
es and benefits during the 
period of re-construction and 
retain them going forward.

In summary, the key to busi-
ness interruption insurance 
lies in understanding what the 
potential for a business inter-
ruption loss is – future earning, 

length of the shut-down and additional 
expenses incurred, including covering 
ordinary payroll. Business Interruption 
insurance is the only insurance available 
to “insure your income statement.” If 
you feel it is critical to have your income 
statement guaranteed, you may want to 
seriously consider this coverage, which 
can be purchased as part of your property  
insurance. 

Insure This
 By Bill Velin

Why Business Interruption Insurance?

Bill Velin is Vice President with 
Assured Insurance Group/Lee 
F. Murphy Insurance, one of the 
largest insurance agencies in the 
country, representing a variety 
of carriers. To benefit from ARA’s 

national Insurance Program, contact Bill at 
(651) 294-0705 or billv@leefmurphy.com. 
Visit www.leefmurphy.com.
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The Virginia Tech Transportation Insti-
tute has received a contract from the 

National Highway Traffic Safety Admin-
istration (NHTSA) to lead a multidisci-
plinary project that develops technical 
translations to existing Federal Motor 
Vehicle Safety Standards and related test-
ing procedure approaches for emerging 
innovative and non-traditional vehicle 
designs, reported in November 2017 by 
the Virginia Tech Media Relations.

“Driver-related factors such as impair-
ment and distraction are present in over 
90 percent of crashes, so automated driv-
ing systems have the potential to save tens 
of thousands of lives per year,” said Tom 
Dingus, director of the Transportation 
Institute. “Our entire team realizes the 
importance of building collaboration be-
tween leaders in industry, government, 
and academia to help ensure automated 
driving systems are deployed safely and 
efficiently.”

The project will be conducted by a 
core team comprised of Fed-
eral Motor Vehicle Safety 
Standards experts; industry 
team members General Mo-
tors and Nissan; testing facil-
ities Dynamic Research, Inc., 
MGA Research Corporation; 
research institutions Booz Al-
len Hamilton and the South-
west Research Institute in 
concert with stakeholder and 
peer review groups.

Myra Blanco, director of 
the Center for Public Policy, 
Partnerships, and Outreach, 
will lead the team.

“It is an honor and a priv-
ilege to assist with this key 
step to ensure safety and 
eliminate barriers to safely 
deploying automated driving 
systems in the United States. 
We are tasked with develop-

ing technical translation and candidate 
test procedure approaches to the Feder-
al Motor Vehicle Safety Standards. This 
is a cornerstone for automated driving 
systems safety research and is instrumen-
tal for vehicle deployment,” said Blanco. 
“Our goal is to conduct research that 
provides data-driven options for consid-
eration regarding the testing of innova-
tive new vehicle designs — for instance, 
those with novel seating configurations.”

With this goal in mind, the team will 
examine the current Federal Motor 
Vehicle Safety Standards, particularly 
crashworthiness, crash avoidance, and 
low-speed standards. Many of the Feder-
al Motor Vehicle Safety Standards were 
created with the underlying assumption 
that vehicles would include standard 
equipment like steering wheels, brake 
pedals, and driver’s seats.

However, auto manufacturers are be-
ginning to envision new and innovative 
vehicle designs tailored for higher levels 

of automated driving systems. Accord-
ing to many of these concepts, vehicles 
may not necessarily need physical steer-
ing wheels or brake pedals to operate 
safely. Instead, the interior of such a 
vehicle could resemble a living room—
equipped, for instance, with entertain-
ment screens and seats that may face 
each other.

The project will aim to develop alter-
native approaches to manufacturers to 
certify the vehicles and for the NHTSA 
to verify these designs. 

Congress is considering legislation to 
address these issues. In September, the 
U.S. House of Representatives passed 
a bill with bipartisan support called the 
“Safely Ensuring Lives Future Deploy-
ment and Research In Vehicle Evolution 
Act,” or the SELF-DRIVE Act. It is the 
first major U.S. legislation to outline reg-
ulatory policies for self-driving cars and 
advocates for updated safety standards to 
account for vehicles without traditional 

design features. 
The Senate Commerce, 

Science and Transportation 
Committee advanced a com- 
panion bill in October call- 
ed the “American Vision 
for Safer Transportation 
through Advancement of 
Revolutionary Technologies 
Act,” or the AV START Act 
that calls for a complemen-
tary language shift.

As discussions about ad-
vanced vehicles continue to 
unfold, the work conduct-
ed by the Transportation 
Institute and its partners 
will pave the way for the 
testing and eventual deploy-
ment of innovative vehicles 
equipped with automated 
driving systems into the U.S. 
transportation network.  

Vehicle Revolution 
 News Reports & Industry Views on the Future of Cars

NHTSA Federal Contract to Study Alternative Vehicle Designs
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Mitchell, a leading provider of technology, connectivity and information solutions to the Property & Casualty (P&C) claims and 
Collision Repair industries, released its Industry Trends Report (ITR) for the third quarter in mid-September 2017. The ITR 

included statistics of types of parts used in insurance and collision repair industries. Here are the statistics as they report about parts 
type usage. 
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Trending
 Recycled Parts Usage and Industry 

Mitchell Industry Trends Report

Editors note: It is commonly 

understood within the col-

lision repair and insurance 

industries that a very large 

number of recycled “parts” 

are actually “parts-assem-

blies” (such as doors, which, 

in fact, include numerous 

attached parts and pieces). 

Thus, attempting to make 

discrete comparisons 

between the average 

number of recycled and any 

other parts types used per 

estimate may be diffi cult 

and inaccurate.
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WORKFORCE

Us poor millennials. 
We’re a generation 
screwed – by school 
debt, the economy, 
in politics, and by 
our boomer and 
gen X bosses. We’ve 
become a sort of 
inconvenient reality 

inside the system of the working world. 
     Job-hoppers, narcissists, attention/
trophy seekers, needy over-sharers – we’ve 
been called them all. Not a day goes by 
without another article in mainstream me-
dia over-analyzing us, trying to make sense 
of us, prescribing the perks to attract us, be-
wailing our rise to majority working demo-
graphic by 2020. A cottage industry exists 
just for us, marketed to companies who seek 
consulting on how to deal with us, attract us, 
keep us, coax us every way, and so on.

Well, here we are. The time of reckoning is here. 
It’s time to set the record straight. What do we want 
from work?

As a millennial myself who’s worked in law and fi -
nance, tech and healthcare – both for large corpora-
tions and small startups – I’ve seen the spectrum from 
great to awful in a company’s approach to attracting, 
managing and retaining its millennial talent. Aside 
from Google, Facebook, Apple and a couple dozen 
giants, large corporations typically are slow and tone-
deaf to adjust incentives and benefi ts to attract top tal-
ent. Too many startups and small companies simply 
chase the latest perks without much thought to long-
term practices that keep the best employees in.

What is it that we want from work, in short?
According to Harvard Business Review, in descend-

ing order of importance, we want to have our work 
mean something; to solve problems with the environ-
ment and society; to interact with cool and interesting 
people; to fi nd prestige in the company we work for 
and do work we’re passionate about; to become an 

Attracting, hiring and 
retaining millennials into 
automotive career paths 
can seem like a mystery. 
Yet empowering these 
high-impact, yet elusive, 
contributors to this busi-
ness is as easy as asking 
them directly. 

By Yuri Kruman

generation
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expert; to maintain work-life balance; to progress in 
our careers; to achieve financial security; and to start 
our own businesses.

As it turns out, this is quite similar to all the other 
generations before us, with some variation.

There’s more to actuality than surveys can appreci-
ate, however. There’s the experience of life and the 
value of coaching.

A culture of “gigs,” not jobs, and sharing vs. own-
ing as the norm have seeped into the ethos of this 
generation. Those unpaid internships and portfolio 
careers are normal; loyalty, an artifact. Changing ca-
reers is common and has never been so easy. Just hire 
a coach, and make the move in weeks.

Perhaps the difference between millennials and 
past generations is the speed of change, not under-
lying motivations or desires. Everyone wants a dream 
job, but we millennials expect it. Because we are so 
quick to move, we want our job performance feed-
back now, or else. We treasure openness, transparen-
cy, ethics and social impact.

These are the lofty standards we hold our employers 
to. While there is ever greater progress by employers 
(and our laws) to tackle ills of yesteryear (like the gen-
der wage gap and the spectrum of discrimination), 
reality is all too often incompatible with vision.

As always, there’s inherent tension between duty to 
the company and self. Not all the work we do can pos-
sibly be interesting each day, each week. Yet clearly, 
there is consciousness among HR professionals that 
something different must be done to keep, not just 
attract, millennials.

The Zappos companies of the world attempt a flat 
hierarchy, while the Gravity Payments standardize 
their salaries. Valiant, but largely fruitless efforts, all, 
in my opinion.

What’s worked and what has flopped? Let’s take a 
look.

One startup trend is unlimited vacation, but who 
can take advantage of this when nobody wants to be 
the first to fly? What can free snacks do for your future 
aside from making you fat? The foosball tables will Ph
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How do automotive companies stack up for 

hiring millennials? It helps to clear away the 

common myths about millennials and autos in 

general. From these you may glean trends to help you. 

According to a 2017 Digital Dealer report, 

millennials use a car 80% of the time for primary 

transportation and are 72% more likely to drive than 

boomers and 18% more likely than gen X. 

The demand for millennials in the auto/aero/

transport industry is high and growing. There is 

also an increase of 5% millennials moving into auto/

aero/transport fields over the 12 months ending in 

July 2017. According to Mostafa Mohatarem, Chief 

Economist for General Motors, GM’s millennial sales 

rose to 19 percent of company sales in 2016. Far from 

the fears stoked earlier in this decade about dropping 

car ownership by millennials and losses to ridesharing 

platforms, millennials love customizing, buying and 

using cars.

As for employment, there was a net gain of 5% of 

all millennials switching careers from elsewhere to 

auto/aero/transport in the 12 months ended in July 

2017 [Linkedin report]. Retention is an issue, but it 

always is with us millennials.

So what must automotive companies do to 

compete for millennial talent? Let’s look at 

insights from the values treasured by millennials 

concerning ridesharing (Uber, Lyft, GoGet): 

simplification, convenience and positive impact. 

Simply put, marketing and PR, cheesy sales tactics 

and arm-twisting for a trip to the dealership are no 

longer enough to relate to and attract millennials – 

customers or employees. 

In order to create brand ambassadors out of their 

millennial (and other) employees and customers – 

and to connect to them on a gut level – automotive 

companies must actually espouse and demonstrate 

the values and the language that matter to millennials. 

Technology is key, both in the buying process 

and in ownership. Apps that inspire and give the 

full experience of ownership (and give a depth of 

information) are all helpful. The customer experience 

must mirror that of brands millennials adore (Uber 

and Airbnb, plus Tesla come to mind), embracing 

trends such as digital and virtual reality test drives, 

social buying, and ownership experiences, plus offering 

autonomous driving options with their cars. 

Regarding auto repair career data for millennials, 

there isn’t any specific published research, but there 

are several good clues about trends in the following 

links (see below). Some clues are:

“Before self-driving cars take over and AI mechanics 

work on them, millennials will keep returning to repair 

their cars at higher levels and variety than boomer 

parents or gen Xers. Whether it’s due to a lack of 

tinkering in childhood or another factor, mechanics will 

have business from millennials.”(4) 

And when it comes to hiring and retaining us, there’s 

a pipeline from STEM education that fits neatly into 

the automotive industry. The key to recruiting STEM 

students is to explain that a career in auto repair means 

“using high-tech equipment and critical thinking to 

diagnose complex technology and problems. And that 

the automotive field offers a career path with ample 

opportunities for growth,” says Al Wheeler, senior 

vice president of commercial business at Advance 

Auto Parts.” As part of its recruiting efforts, Advance 

Auto Parts offers students “interactive training tools 

including Virtual Vehicle 3D animations, online repair 

simulator challenges and demos of MotoLOGIC 

Repair & Diagnostics advanced search technology,” as 

well as “quality training among their employees, from 

week-long on-boarding events for new technicians to 

highly specialized master tech training.” (6)

Where automotive executives may see dollar signs 

flashing to pay for all the bells and whistles to attract 

“commitment-phobic, spoiled” millennials, it is clear our 

demographic trend and spending power have arrived.

Read it for Yourself!
1.   www.ratchetandwrench.com/articles/5378-aapex-

closing-keynote-discusses-industrys-changing-landscape
2.   https://lendedu.com/blog/millennials-cars/
3.  www.v12data.com/blog/a-look-at-trends-and-statistics-

in-the-automotive-aftermarket-industry-2017/
4.  www.ratchetandwrench.com/articles/4763-selling-

maintenance-to-millennials
5.  http://info.carcareconnect.com/how-to-train-and-

retain-millennial-mechanics (very general information)
6.  www.ratchetandwrench.com/articles/4501-advance-

partners-with-technician-recruitment-campaign

WORKFORCE

By Yuri KrumanMillennials and the Automobile
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just stand there without use. Those open floor plans? 
A nuisance to real productivity.

More effective perks and benefits include free 
healthcare and proactive management thereof, em-
ployer student loan repayment and tuition reimburse-
ment, 401(k) matches from day one, regular feedback 
on performance, and quarterly company retreats and 
monthly town halls to get all employees to hear how 
things are going, what is being done, and the strategy 
and tactics of each function and effort. Tech budgets 
for each newbie, dedicated time for outside projects, 
plus internal hackathons – all this builds trust, loyalty 
and new ideas that can grow into streams of revenue.

Not every perk or benefit is scalable or economical-
ly tenable for every company. While health and mon-
ey management are key, each company must look 
beyond the obvious to keep its best. But transparency 
on company and personal performance is essential. 
Commitment to good health (financial as much as 
physical), a smarter, wiser team, great technologies, 
sustained career development and coaching, plus fair 
compensation – these are the start of thoughtful and 
effective human capital management for millennials. 
Some companies have even started to encourage tak-
ing jobs outside to gain a different perspective, only to 
hire such employees back in.

In such a paradigm, “skin in the game” exists and all 
the big incentives are aligned.

Like us or not, millennials are here to stay. The com-
panies that lure us in must do a better job of keeping 
us by asking each of us directly (not the “experts”) 
what we really want and need from work, learning 
about the values we espouse, leaving us room to do 
things our way, giving us the resources and leverage to 
let us do our life’s best work.

Those that succeed will reap not only breakneck 
innovation but cross-pollination between industries, 
worldviews, cultures and technologies – plus new ways 
of doing business. Everyone wins this way. The ones 
that fail to “get us” will not keep us and will fall behind 
and ultimately fail.

And in the end, worker millennials are also con-
sumers – and we know we’re king.

Entitled? Maybe. Crazy? Like a fox. 

Yuri Kruman is a trusted executive, career 
and life coach and professional strategist for 
millennials based in New York. As Member of 
the Forbes Career Council and CEO/Founder 
of Master The Talk Career Consulting, he has 

helped clients of all career stages, industries and job mar-
kets around the world (and all around the U.S.) to chart a 
clear path on their careers, building confidence and under-
standing along the way. He is an Advisory Board member of 
the Customer Experience (CX) Program at the Rutgers Uni-
versity Center for Innovation Education. He’s been featured 
on Forbes, Huffington Post, Inc., Fast Company, Mashable, 
BBC, Time, PBS and other top sites. 
Adapted from the Forbes article: www.forbes.com/sites/forbescoachescouncil/2016/ 
12/01/how-to-attract-and-retain-millennials-and-get-them-to-do-their-lifes-best- 
work-for-you/#58930ff14e70
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For the most part, they accepted the idea that it 
was normal to feel ignorant and unskilled in the fi rst 
weeks or months on a new job. They expected to 
“learn the ropes” by making mistakes. 

When it came to promotions, most boomers were 
equally willing to proceed by trial and error. Nobody 
told them, “Here is just what you need to do to get 
ahead in our company ... here is the next position 
we’ll be considering you for.” One day in the hazy fu-
ture, they hoped that their bosses would call them in 
and say, “We just gave you a promotion ... you may 
leave early and take the family to dinner to celebrate.” 

Was there feedback? Of course, there was. There 
were quarterly, semiannual, or yearly job reviews that 
usually followed the script, “Here’s what you’ve been 
doing wrong, here’s where you need to improve – so 
do it, session over.”

In short, many baby boomers were happy to toil 
away in black boxes, learning jobs and building ca-
reers in a loose way that would seem absurd to the 
members of today’s younger millennial workforce. 

Why this means 
a lot to millennials.
By Evan Hackel

When baby 
boomers took 
their fi rst “real” 
jobs upon enter-
ing the workforce, 
their demands 
and expectations 

were ridiculously low by today’s standards. 
On their fi rst day on the job they got an 
employee handbook that they took home 
and scanned while eating dinner or watch-
ing TV. Company training, if there was any, 
was minimal. 

WORKFORCE
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Millennials Different Expectations & Needs
Boy, have things changed. Today, most millennial 

workers would object strenuously to the same kind 
of conditions that baby boomers (and members of 
the generation that preceded them) thought were 
normal. If today’s millennials start new jobs and dis-
cover conditions like those in a new workplace, they 
are going to start looking for new jobs in a matter 
of hours. 

Ample research documents that millennial atti-
tudes are different. One major study from Gallup, 
“How Millennials Want to Work and Live,” reports 
these findings:

•  60 percent of millennials say that the opportunity 
to learn and grow on the job is extremely import-
ant. In contrast, only 40 percent of baby boomers 
feel the same way.

•  50 percent of millennials strongly agree that they 
plan to remain in their jobs for at least the next 
year. That might sound like a big percentage, but 
60 percent of members of all other groups plan 

to stay in place for at least a year. Baby boomers 
and others are planning on sticking around, while 
millennials are weighing their options. 

Learning & Training Retain Millennials
Findings like this – and you can easily find more – 

document that millennials are more likely to be en-
gaged and to stay on their jobs if they have opportuni-
ties to plan their career paths and learn. 

Here are the trends:
• Millennials like to feel capable and confident in their 

jobs. Millennials do not like to feel like rookies. Many 
think of themselves as leaders – or as leaders who are 
waiting to be discovered. They want to look good, and 
thrive on being able to confidently contribute from 
the first day they arrive on the job. The right kind of 
training – both for new and current millennial em-
ployees – makes that happen.

• Millennials are usually skilled students. They like to 
apply the learning skills they built while they were in 
school. To them, learning feels as natural as eating 
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Evan Hackel is CEO of Tortal Training, a firm 
that specializes in developing and implement-
ing interactive training solutions for companies 
in all sectors. Evan created the concept of In-
gaged Leadership and is Principal and Founder 
of Ingage Consulting, a consulting firm head-

quartered in Woburn, Massachusetts. To learn more about 
Ingage Consulting and Evan’s book Ingaging Leadership, 
visit Ingage.net.  

three meals a day. As the Gallup study found, they are 
eager to learn. In contrast, getting baby boomers to 
believe in training can be a harder sell. They tend to 
view training as a burden, something they have to en-
dure. Millennials say, “Wow, when can I start?”

• Millennials are tech-friendly. Most of them love to be 
trained on their mobile phones and tablets, which are 
the most powerful training options available to many 
companies today. The result is better knowledge trans-
fer, even to groups of employees who work in multiple 
or far-flung locations. Baby boomers, in contrast, are 
more tech-resistant. They are likely to freeze and resist 
when they hear they are going to be taking company 
training on their smartphones. 

Training Is the Place to Build Millennial 
Productivity & Retention

A lot of training focuses on teaching needed skills. It 
should. But training can accomplish a lot more than 
that, if you use it to establish some of the following 
things that many millennials are looking for:

• Mentoring relationships with their supervisors. Gal-
lup found that 60 percent of millennials feel that the 
quality of the people who manage them is extremely 
important. With that in mind, your training for new 
employees can set up mentoring – not reporting – 
relationships between them and their managers. Ex-
plain how often check-ins and job reviews with their 
managers will happen, and what they will cover. And 
schedule frequent check-ins rather than “on the cal-
endar” pro-forma reviews that both managers and the 
people they manage find boring, or worse. 

• A sense of belonging to an energized and innovative 
team. This is a bit of a contradiction, but at the same 
time millennials think of themselves as individualist 
entrepreneurs, they also expect to be part of an in-
teresting team. Letting millennials get to know their 
teammates during training, and fostering a sense of 
team/group identity, can help convince them that 
they have joined the right organization. 

• A well-defined career path. Consider creating a 
personalized career development plan for all new 
employees (the exception being seasonal or other 
short-term workers who will probably not remain with 
your company for long). Another idea? Enroll new 
employees in management training programs from 
their first days on the job. In sales, for example, you 
can enroll them in training that will enable them to 
manage their own accounts, teams, or other sales-re-
lated responsibilities. Millennials like to know their 
next steps as they build their careers, and training is a 
fine place to explain them. 

Yes, training is important to millennials. They are 
the most energized, skilled and capable generation 
ever to enter the workforce. Train them well and they 
will become your organization’s brightest future. 

WORKFORCE
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REIGNING WITH TRAINING 
 From Ginny Whelan 

Why is training necessary? There are many reasons 
people require training in the workplace. Every 

year most organizations budget money for training 
– over 100 billion dollars in the United States alone. 
The volume of money and effort suggest that corpora-
tions believe training is important. What do they know 
about training that justifi es this much investment? 

For starters, training plays an important force in 
developing a productive workforce and fi nely tun-
ing processes to increase profi ts. Training also helps 
people and organizations manage change. Because 
organizations are continuously changing techniques, 
goals, equipment, people, and locations, all mem-
ber of a workforce require training to support these 
changes. 

There are four critical aspects of a coordinated 
comprehensive training approach. In the most ef-
fi cient auto recycling organizations, these four are 
aligned toward the same business goals. 

1. There is a business need or requirement. For example, 
business needs include increasing customer satisfac-
tion, increasing market share and improving quality 
of processes and procedures.

2. There is a need to improve or change performance. Per-
formance is tied to a specifi c job and a task or set of 

SET FOR SUCCESS

G
oing into a new 
year, we sometimes 
make a list of all the 
ways we’ve gone off 
the path to success, 
or at least what we 
think has caused 

the unwanted detours. Then we create a 
checklist of all the ways we are going to 
change behaviors to get back on track. 
Then we fi le the list, and forget where we 
put it! Usually on the list are ways to sell 
more parts, get more exposure in your 
local markets, or decrease expenses. But 
protecting your business with fundamen-
tal actionable items is just as important as 
a grand outward gestures on the to-do list. 
     This year, we are going to save you 
some time on your list. We’ve asked the 
experts to chime in on one thing they 
think you can do to protect your business. 
Add them to your plan for 2018!

TO PROTECT YOUR BUSINESS IN 2018
10THINGS

TO DO
There is a time to work on your business, a time to work in your business, 

but some neglect the time to work on behalf of your business – 
behind the scenes initiatives that create clearer paths for prosperity.

Compiled by Caryn Smith
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tasks within that job. For example, each employee 
must know what process to use to ensure delivery of a 
part or service.

3. There is a need to gain knowledge or to learn new skills. 
This learning may take the form of coaching, class-
room training, online training, on-the-job training 
and self-study.

4. There is a need for change in the environment. For ex-
ample, if an organization’s goal is to improve quality, 
there will be little change if the reward system focuses 
on quantity, not quality.

What do businesses expect to accomplish by invest-
ing in training? They desire change in performance 
of the employee in order to:

• Reduce employee turnover
• Maintain current customer
• Create new customers
• Increase customer satisfaction
• Reduce errors
• Reduce expenses
• Save time
• Add dollars to the bottom line
There is at least one thing on this list that resonates 

with your company objectives for the new year, so take 
time to invest in starting, improving or increasing 
your training programs.

– Ginny Whelan is the Executive Director of the ARA 
Educational Foundation and ARAUniversity.org.

CREATE A SUCCESSION PLAN
 From Ron Sturgeon 

Do you have a succession plan? Well over half of my 
consulting assignments end up being about suc-

cession. It’s always the same story, the business isn’t 
doing as well as it used to, the leaders, many times the 
father, are getting older, and haven’t made enough 
transitional business changes, and are waiting for 
things in the industry (and marketplace) to return to 
the way that “they used to be.”

Business owners, again, mostly men, almost never 
sell at the top of their business success (ego usually 
prevents them from doing so). This leads the business 
to have only one way to go: down. Slowly but surely. 

Many who consider selling usually have unrealistic 
expectations about what the business is worth. It is 
human nature to value your hard work higher than 
market worth. 

If you own a business, when should you start talking 
about succession? In my opinion, you should at least 
put thoughts on paper about ten years before you ex-
pect to turn the business over to your successor. But, 
in harsh reality, you should always have a plan in place 
as a business owner, written down and legally solid, 
because you never know what the future holds.

When I get a call for consulting about succession, 
usually, it is at a critical time. The business is headed  
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downward and the older owners have figured out that 
they don’t have a succession plan. If there are kids, the 
parents are convinced their kids aren’t ready to run 
the business. This is why I recommend having a talk 
about succession long before you think you need to. 
With a decade ahead, you can do quite a bit to mentor 
those succeeding to ensure that they will be prepared. 
Of course, successors are going to make mistakes. But, 
a mature business insulates them more from failure 
than you were insulated when you started from scratch. 

So, what does a perfect succession look like for a 
current owner? Write a succession plan at 50. Prepare 
the next generation for a decade. Sell it when you 
are 60. Get a 20-year note that provides income and 
a comfortable standard of living for you in retirement 
and that offers your children an opportunity to carry 
on your legacy through the business that you started.

Another way that can work well is selling the busi-
ness first, on a shorter note, and renting your succes-
sors the land with an option to buy the real estate lat-
er, with little or no down payment and financing over 
a longer term. You may want to add a modest salary 
for staying around and doing whatever needs to be 
done (administrative tasks, helping with banking and 
community relations, etc.) during times when you are 
not out traveling and enjoying life.

No matter where you are on the journey in succes-
sion planning, it is also wise to have more than one 
source of income. Don’t rely solely on your business. 
Before you get to 60, make sure you are investing 
some of your profits in rental property or other as-
sets that will produce income for you after you sell the 
business. Put your eggs in a few different baskets. That 
will also make it easier to pass the business on, when 
the right time comes. 

– Ron Sturgeon is a longterm industry entrepreneur, au-
thor of many books, speaker, coach and automotive recycling  
advocate, as well as President at MrMissionPossible.com.

GET CLARITY TO MAKE GOOD DECISIONS 
 From Amy Schulz

Get out of your own way! Clean out those cobwebs! 
Take a step back! Are you showing up in life every 

morning and hitting repeat? If you push play every 
day and never pause to question the decisions in your 
personal life or business, you will get bogged down in 
repetition of what’s comfortable and familiar.

Do you know what energizes your brain? I know 
some people who find fishing is where they can con-
nect with themselves and what’s happening in their 
life. For others it may be reading, quiet time in front 
of the fireplace, but for myself the energy I put into 
taking care of myself and my family gives me great 
energy. Whether it is exercise, grocery shopping or 
eating a yummy nutritious meal it sets my mind in 
motion. I have found that once I feel good about tak-
ing care of myself, that I can look outside at how I can 
grow what is around me. Making everything better be-
comes a mindset as I look critically at what I can do to 
help make our companies grow or how I can help my 
children become even more successful.

When people put value in themselves first, includ-
ing their physical mobility and overall health, they 
have the capacity to serve others which includes their 
own business. Where is your business now? Are you 
changing with the industry? How can you serve your 
changing customers? Building and maintaining a 
business is exhausting. Light a fire in yourself and 
watch it spread, as when you are happy others will 
want to be happy too! Most of us cringe at a fire, but 
this is a fire to celebrate!
– Amy Schulz is owner of AAA Auto Parts & U Pull R Parts, 

and a Health Coach for Intentional Living. 

GET BUSY IN YOUR NATIONAL  
AND STATE ASSOCIATION

 From Sandy Blalock 

If I had to narrow it down to the top five reasons you 
should be a part of your state and national associ-

ations, the following would be my top five. Being an 
ARA Past President and active ARA member before I 
sold my business, I have since been working in states 
with no local association representation. It has been 
my goal to get them to see the value of organizing, 
participating and expanding grassroots, state-wide 
and national support of industry initiatives.

Networking – We are all in this together. Find your al-
lies and support them by joining forces. It may mean 
the difference between survival and extinction. More 
importantly, find your voice and let it be heard. Great 
things can happen for you, your business and your in-

SET FOR SUCCESS
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dustry because you dared to challenge issues and of-
fer better solutions. You will never know what impact 
you can have unless you try.

Inspiration – Some of your fellow recyclers have 
some great ideas and are not afraid to share them 
with you. United we stand! Despite the size of our fa-
cilities or the ownership status, we cannot afford to let 
outside influences divide the industry. If we allow this, 
they will create change for their advantage, not ours, 
and the weakest of us will fall first. 

Strength in Numbers – You are not in this alone. To-
gether we are stronger and more influential. Some of 
you have heard me say (a lot) to get out of your office, 
attend your state and national association meetings 
and get up to speed with what is happening. Don’t just 
pay your dues. Get active and make your voice heard 
and be part of the solution. The few professional auto 
recyclers out there fighting on your behalf deserve to 
know that they are have strength of numbers behind 
our industry. Look at the faces of those fighting on 
your behalf – they are just like you. 

Education – Our associations are geared towards 
keeping members informed and updated on the lat-
est changes in business, technology, design etc. We 
are also vested in helping to develop leadership skills 
for future leaders of our industry.

Political Connection – Groups of your peers have a 
stronger influence in the political arena. ARA and 
your state recycling associations are valuable resourc-
es for the information you need to help educate pol-
icymakers and community leaders about our incred-
ible industry. 

Bottom line is get outside your facility into your 
state activism. Get outside your state and join ARA, to 
preserve your hard earned marketshare!

– Sandy Blalock is an automotive recycling industry 
consultant, working to grow state associations where  

there is need and also is an past ARA president.



ADAPT TO MULTI-GENERATIONS  
IN THE WORKPLACE 

  From Amanda Zmolek &  
Amanda Matlock Moncrieff

These are exciting times! I’m not just saying that be-
cause I’m an overly-optimistic millennial – I say 

that because many of us go to work each day with 
three or four different generations of workers, all with 
different perspectives and lessons we can teach each 
other. So how can we adapt the workplace to keep all 
generations working together effectively and happily?

At Copart, we have two company values that every-
one seems to appreciate, no matter what generation 
they’re a part of. One is “Be an Owner.” This means 
that everyone, in every position and seniority level, is 
welcome to speak up when they have an idea to make 
things better. This creates a culture of mutual respect 
and open communications.

Another important value is “Celebrate our People.” 
Much has been said about how younger generations 
need rewards in order to feel satisfied in their work. 
But I think it’s safe to say that people of all ages like 
to be appreciated and told when they’ve done a good 
job. The trick is to find out how each individual likes 
to be rewarded. Some people enjoy being the center 
of attention, while others may prefer a simple “thank 
you” note. Bringing in breakfast or allowing a little 
flexibility in schedules (where possible) are tech-
niques that can also work well.

Values like these show everyone that they matter, 
they’re respected and we’re all part of the same team. 
When we win, we win together, and that’s something 
that every generation can appreciate. 

– Amanda Zmolek is an Industry Relations Analyst at  
Copart, an online auto auction with over  

125,000 vehicles for sale each day. 

With advancements in technol-
ogy and just different up-

bringings, there has been a divide 
created for different age groups 
in the work place. On one hand, 
you have the hard working baby 
boomers who like to have job se-
curity and believe in raises that 
are based on tenure. On the oth-

er hand you have millennials who like change and 
new challenges, and a faster pay track. Then you 
have generation X in between, striving for the work-
life balance and like a lot of feedback, especially from 
the boss, and value time off over money. Now how do 
we get all of these to work together. The biggest key is 
acceptance to change. However, the kicker is how to 
communicate these changes. 

While at the 74th Annual ARA Convention & 
Expo, I had the opportunity to sit down and talk to 
Mike Meyers from PAM’s Auto Inc. and Erin Koepp 
Johnson from Morrison’s Auto Inc. They both shared 
insight on how to talk to other generations from a 
millennial point of view. One thing they recommend-
ed we millennials do is to learn to slow down, some-
times, and just talk about the other person’s day. As 
a millennial, we think we know everything about ev-
eryone through Facebook, so we sometimes just cut 
to the chase instead of cultivating conversation that 
other generations thrive on.

Boomers like to feel needed and prefer to commu-
nicate in person. Gen Xers are independent workers 
with low levels of communication. To millennials, the 
ideal communication is through technology. To us, 
it is how you survive in business. I do feel a sense of 
obligation and responsibility to encourage and train 
the older generations to adapt. This is hard. From 
what I have learned, the best thing to do is to write 
processes down and use pictures. Technology has 
started a whole new jargon. We will find that once the 
older generations learn, they will become adapters 
like us. Completing a transition for my delivery driv-
ers to switch to tablets for keeping track of deliveries, 
they have gone from “how do I turn this thing on,” to 
now engaging in social media and sharing different 
posts on Facebook. 

To learn about technology, boomers and Xers must 
first want to learn and also trust us to teach them a 
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Boomers like to feel 
needed and prefer  
to communicate  
in person. 
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few things. I bet Herb Lieberman did not expect 20 
years ago to be sharing images with captions to en-
gage with Future Automotive Recycler Leaders Face-
book group. However, from what I can see, I think he 
does enjoy this new technological change. I also bet 
that Scott Vatcher’s parents of Vatcher’s Used Auto 
Parts at one point in time thought that Yellowpage 
ads would always be worthwhile and not that their 
son would be creating client profiles to set targeted 
ads to potential new customer’s on Facebook. Both 
of these examples accepted change and have added 
more success to their work lives.

While we love our technology, millennials do enjoy 
talking. We really don’t mind boomers approaching 
them in their comfort zone of face to face communi-
cation. You have wisdom that we need. But with Xers 
having a “need to know” mentality about communi-
cation, a millennial might need to work a bit harder 
by asking them questions to engage conversation. 

Because millennials go to technology first, ap-
proaching people in conversation can feel awkward, 
and small talk and meeting new people can be in-
timidating. Just come talk to us even if we have a 
phone in hand. We appreciate the gesture.

If we all learn how to communicate we will be able 
to create a huge success with the wisdom of boom-
ers, the life balance of gen X and the technology of 
millennials. Can you imagine what we can accom-
plish together?

– Amanda Matlock Moncreiff is the HR Manager at 
Matlock’s Used Car and Parts Inc., her family’s business 

and serves as Chair of the ARA Gold Seal committee.

GET LEGISLATIVE KNOWLEDGE
 From Norm Wright

I have been in the auto recycling industry for over 46 years. 
I have witnessed many issues that were critical to our 

business due to legislation or regulations. Many of 
these required extensive changes and investment into 
our infrastructure. I have also witnessed proposed leg-
islation and regulations that had the potential to put 
us out of business.

My motto has been, “If you are not at the table you 
probably will be on the menu!” For instance, the Den-
ver City Council had proposed an ordinance to make 
our industry illegal in our area. A group of auto recy-
cler’s attended the committee meetings. After inviting 
several of the Council members to tour our facility, we 
now have a special license, “Automotive Recycling Fa-
cilities,” and use by right in industrial zones. 

As Chairman of ARA’s Governmental Affairs Com-
mittee, I have witnessed significant ways ARA has 
changed legislation and regulations. If not for ARA’s 

involvement with Cash for Clunkers, all those vehicles 
would have been sent directly to the scrap processors, 
leaving us out of the process. NMVTIS legislation was 
supported by ARA, who was directly involved in its for-
mation and operations. We were involved in the Clean 
Water Act having input on how the program works for 
our industry. More recently, the FAST Act that passed 
during the Obama administration, contained a pro-
vision to force OE’s to provide information on recall 
parts. A current bill in Congress, if passed, will force 
the OE’s to give us build parts data. The list goes on 
and on, both nationally and locally.

Can you imagine doing business if auto recyclers 
were not involved in legislation and regulations? Get 
involved in your state and national association’s legis-
lative efforts. Every voice in our industry matters, and 
your business needs to be at the table.

– Norm Wright is CEO of Stadium Auto Parts, and is 
the Chair of the ARA Governmental Affairs Committee.

Can you imagine doing business  
if auto recyclers were not involved 
in legislation and regulations?



MARKET YOUR BUSINESS WITH   
ARA’S NEW CAMPAIGN INITIATIVE

 From Jim Davis 

Take advantage of the new ARA Marketing Campaign! 
If you didn’t attend the 74th Annual ARA Conven-

tion & Expo, you may not know that ARA launched 
a new advertising campaign that is customizable for 
your business. As you know, advertising is a surefire 
way to raise awareness for your business. 

The ARA, in conjunction with the Automotive Re-
cyclers of Massachusetts, has just unveiled the new 
advertising campaign aimed at millennials (ages 18 to 
30). The campaign shows young adults explaining the 
benefits of choosing recycled auto parts. 

Why millennials? According to JD Powers, by 
2020, millennials will make up 40 percent of the 
buying public and it’s a market you can’t afford to 
ignore. The language used in the campaign is spot-
on because it was developed with the input from 
millennials themselves, so it’s sure to resonate with 
these potential customers. 

The campaign consists of three television commer-
cials, three radio spots, six print ads, and six billboards 
– all of which can be customized with your yard’s 
logo and contact info. The effort also includes a new 
ARA-branded website, ChooseRecycledParts.com, that 
you can use to link to your social media and as a re-
source on your website. 
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The strategy behind the entire campaign is to gen-
erate awareness and curiosity in the minds of these car 
and truck owners with a simple message and a positive 
payoff. In essence, we are asking them to be part of this 
nationwide movement – Choose Recycled Parts – to 
save money and help the environment. 

Not able to afford running television or radio spots 
in your market? Then use them digitally on your web-
site or your social media sites. Once it goes viral it will 
be your facility’s name that is associated with this pow-
erful message. And the best thing is, the campaign’s 
complete creative materials are free! To request the 
marketing materials and to answer your questions, 
contact Kelly@a-r-a.org at ARA today and begin to 
raise awareness for your business and the industry.

– Jim Davis is the owner/creative director of  
Mind Spark Creative, Inc., and worked to develop the new  

ARA/Massachusetts collaborative campaign.

BACK UP YOUR DATA
 From Luis Canisalez

Backing up your data is essential to protecting your busi-
ness. None of us like to consider that we may be 

the victims of a disaster – but fire, flood, theft, and 
computer problems happen to businesses every day. 
If something happens that destroys your computer, 
it is vital that you have a second copy of your busi-
ness data saved somewhere else. Think about how 
much information you have saved in your manage-
ment system. You have invested years of work inven-
torying parts, taking photos, and creating customer 
records. Your system has information saved about 
your customers, sales history, current orders, and ac-
counts with outstanding balances. What would you 
do if you lost all of that with no warning? You would 
really struggle to get back on your feet and get back 
to selling parts!

The good news is that it’s fast and easy to get in the 
habit of backing up your computer every day. With a 
solid backup routine in place, you will have a copy of 
your data on something like a flash drive or a DVD. If 
disaster strikes, you will have everything saved and you 
will quickly be able to get back to business as usual. If 
you’re not sure how to make a copy or backup of your 
data, the best thing to do is to contact your support 
rep for your inventory management system. They can 
tell you everything you need to know about saving and 
protecting your data.

– Luis Canisalez is the Director of Systems and  
Information Security at Car-Part.com, a software company 

that provides recyclers with the fully-integrated Checkmate 
inventory management system and that hosts recycled parts 

marketplaces serving $5 billion in part searches per month.

SET FOR SUCCESS

The campaign 
consists of 
three television 
commercials, 
three radio spots, 
six print ads, and 
six billboards – all 
of which can be 
customized with 
your yard’s logo 
and contact info.
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CHECK YOUR INSURANCE COVERAGE 
 From Bill Velin 

No matter how much you spend on safety and security 
management for your business these days, none of 

this equipment can prevent certain things from hap-
pening – lightning strikes, fires, tornadoes, wind and 
hail, cyber attacks, etc. Additionally, you are subject to 
claims caused by other people such as employees in-
jured on the job, your drivers being hit by other driv-
ers, etc. A severe claim can and will result in huge dol-
lars having to be spent to repair the damages, replace 
key employees, legal expenses, and loss of business in-
come loss if your business is unable to operate due to 
the claim. The only reasonable method for handling 
these situations is to purchase insurance. 

What you purchase and from whom are the two 
most important items you need to think about when it 
comes to buying insurance. Nowhere in your business 
is there more of a lethal combination of both oppor-
tunity to save money on the front end when purchas-
ing insurance and the cost of uncovered expenses on 
the back-end after the claim occurs. This combina-
tion of paying too much for the wrong insurance ini-
tially, and then not having the proper insurance (or 

no insurance) on the back end can and does result in 
financial ruin for many businesses.

The very competitive nature of the insurance mar-
ketplace today has led insurers to offer coverages that 
were not generally offered in the past. However, it has 
also led to additional exclusions and limitations that 
remove coverages you may have thought you had! The 
smart insurance buyer knows what his or her policy 
contains and where to look for coverages he or she 
knows are needed to protect the business.

The policies written for today’s automotive recycling 
exposures are particularly tricky to construct and read 
due to the myriad of exposures found in a typical recy-
cling operation. These exposures can range from the 
common dismantling and recycling of cars and trucks 
to the sale of used and new parts to the sale of used 
cars and trucks – not to mention self-service yards and 

What you purchase and  
from whom are the two most  
important items you need to  
think about when it comes  
to buying insurance. 
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the crushing and recycling of scrap metal. The cover-
ages for these exposures all have idiosyncrasies that, 
if not written properly, could mean the difference 
between a claim being paid or denied outright.

Additionally, each of these exposures require dif-
ferent coverages including but not limited to Prop-
erty, General Liability, Auto, and Workers Compen-
sation. Due to the number of coverages you are 
exposed to, if they are all not covered properly, you 
need to make a decision whether you want to try to 
learn everything you can yourself about insurance 
or use the services of a professional agent that spe-
cializes in insuring your type of exposures. 

Either way, you are becoming a “smarter” buyer 
which will save you money when you purchase the 
coverage as well as maximize your coverage when you 
do have a claim. This may be the difference between 
your business surviving a catastrophe or not.

– Bill Velin is Vice President at Insured Insurance Group/
Lee F. Murphy Insurance, one of the largest  

insurance companies in the country.

OFFER UNIQUE EMPLOYEE INCENTIVES
 From Caryn Smith

Thinking outside the box on how to incentivize em-
ployees can be difficult because the line of think-

ing can be “this is the way we’ve always done it,” as well 
as “what will it cost the business.” But sometimes add-
ed incentives are the very things you can do to inspire 
loyalty. In the age of job hopping millennials and in-
dependent generation Xers, attracting and retaining 
top talent is a priority.

One idea I came across was to offer equity to all 
employees, not based on their tenure with the com-

pany but based on the company’s performance. As 
in sports, winning is a team effort. The higher the 
company is valued, employee agreements include 
increased equity and bonuses. This also keeps em-
ployees accountable to each other, rather than a top-
down structure of management.

Another interesting perk was encouraging mean-
ingful “time off.” The idea of offering a certain 
amount of paid time off for employees to do volun-
teer service in the community or take a class in an 
interest they have, not necessarily work related, in-
spires them to be well-rounded people. It also shows 
that the employer is more concerned with their 
character than their performance. Occasionally, do-
ing community service as a team, possibly quarterly, 
also offers team building aspects.

Providing some extra-curricular activities at the 
workplace could be an added-value your team would 
enjoy. Allowing employees a daily “blow off steam” 
break to get a quick game of pickup basketball in, 
or putting in a small gym with a shower on premises 
could allow them the brain break they need to be 
more productive. 

Another idea I think is a winner is offering an 
“idea bounty,” where you encourage employees to 
bring good/creative ideas to team meetings. Ideas 
could be anything from a new process, a new piece 
of equipment needed to suggesting a team outing. If 
the idea is embraced and implemented by the team 
(by voting), they get cash, like $20, on the spot.

If you like these ideas, but they are not the right 
ones for you, simply Google “creative employee in-
centives,” and you can find hundreds of ideas that 
won’t break the bank but are invaluable to improving 
moral and creating loyalty for employee longevity!  

– Caryn Smith is editor of Automotive Recycling and 
an entrepreneur with several family-run businesses. 

SET FOR SUCCESS
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FACES OF THE ARA

ARA’s Leaders & Learners  
Converge in Dallas: A Photo Spread

The 74th Annual ARA Convention & Expo in Dallas held 
Nov. 1-4 brought together a motivated group of profession-
al automotive recyclers seeking guidance and innovative 
ideas from industry vendors, experts and international asso-
ciation leaders who contributed their ideas at the Recyclers 
Roundtable, in educational sessions, and on the Expo show 
floor. Topics like OEM Data, new vehicle technology design,  
hiring and training the next generation were a few buzz 
topics heard around the busy halls. Check out our January- 
February 2018 issue for the full report on the convention!  
Photo highlights by Caryn Smith.
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FACES OF THE ARA

AUTOMOTIVE RECYCLERS ASSOCIATION
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Recent months have seen one 
extreme weather event af-
ter another, each seeming to 
trump the previous. When the 
next natural disaster occurs, 
the media moves on, and we 
hear little about the aftermath 
of the previous events. In late 

August Hurricane Harvey lingered over south Tex-
as, resulting in over 40 inches of rain in some areas, 
causing massive fl ooding. Two weeks later, Hurricane 
Irma came right up the Florida peninsula prompt-
ing a historic evacuation of 
people fl eeing the coming 
storm. Half of the Florida 
Keys were severely dam-
aged, and parts of Florida 
experienced 15 hours of 
hurricane force winds and 
rain. Then, a short time lat-
er, Puerto Rico was devas-
tated by Hurricane Maria.

I wanted to share what 
we know is happening as 

a result of the aftermath of these devastating storms. 
In Texas, most of the attention is on Houston, where 
parts of the city were greatly affected by storm waters. 
Tow companies and insurance companies have made 
arrangements to store all the fl ooded vehicles. Doz-
ens of vast fi elds, airports, and raceways have been 
setup as holding lots for the estimated one million 
vehicles fl ooded as a result of Hurricane Harvey. 

Insurance companies and the Texas Department of 
Motor Vehicles are being diligent in making sure that 
fl ooded vehicles are properly branded, but because of 
the large volume of vehicles involved, it may take until 

the end of February 2018 
for all the vehicles to be pro-
cessed. At the 74th Annual 
ARA Convention in Dallas, 
it was mentioned that Insur-
ance Auto Auctions will be 
selling 1,500 fl ood vehicles 
from Houston every day, 
including Sundays, until all 
the vehicles are sold. It is 
important to note that most 
of the Texas fl ood vehicles 

Coming Flood         
END-OF-LIFE VEHICLES

For some cars, end-of-life comes at the hands of a natural disaster. 
In September and October, three historic storms took out 

almost a million cars from their normal life cycle. 
Get ready for another fl ood. By Jay Svendsen
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will be freshwater fl oods, but that many vehicles were 
in the water for several days, or even weeks.

In Florida, Hurricane Irma created the largest 
evacuation of residents in recorded history with an 
estimated 6 million people leaving their homes to 
avoid the storm. Hurricane Irma was stronger in 
force than Harvey, but it moved more quickly. It is 
estimated that insurance companies will process 
about 250,000 fl ood vehicles in Florida. Many of the 
Florida fl ood vehicles will be saltwater fl oods, which 
are the least desirable vehicles for professional auto-
motive recyclers. This storm created a unique event 
in that when residents evacuated, many only took 
their “good” car when they left, leaving the older 
cars, motorcycles, and other “toys” behind. In many 
cases, the other vehicles might not be covered by 
insurance (only having liability insurance), leaving 
the owners to deal with the fi nancial responsibility 
of any damage that occurred to vehicle. Since the 
storm created more damage to homes and business-
es in Florida, even though the number is smaller, it 
will likely be February before all the fl ood vehicles 
are processed in Florida, as well.

According to recyclers I have spoken with, most 
don’t want anything to do with fl ood vehicles. For 
those who operate in the metal recycling/process-
ing space, there will be many vehicles available at 
greatly reduced pricing since metal values are cur-
rently low and have been decreasing for the last few 

months. On the upside, as people are paid for their 
insurance claims, there has been and will continue 
to be a short spike in auto sales. There will likely be 
a corresponding increase in parts sales as people re-
pair their owner-retained fl ood vehicles.

From what I can see, many of the Texas and Flor-
ida Flood vehicles will be reported to NMVTIS, as 
both the state DMVs and insurance companies are 
being diligent in reporting them correctly. There 
will still be issues with vehicles that are not processed 
through insurance companies, but recyclers can use 
NMVTIS inquiry reports to help identify potential 
fl ood-damaged vehicles. The major salvage auctions 
are very good at reporting vehicles to NMVTIS and 
they generally report daily, so the data is timely. 

A NMVTIS inquiry will show the last state of title 
plus previous states of title. Both Florida and Texas 
are real-time with NMVTIS, meaning auto recyclers 
can use the reports to identify vehicles that were pre-
viously titled in either Florida or Texas before Sep-
tember 10th, then were re-titled in another state at a 
later date. If this is the case, there is a high likelihood 
that the vehicle was involved in the fl ooding and 
should be physically inspected or priced accordingly. 

Verifying a vehicle’s NMVTIS title record can be a 
very good investment when looking at higher dollar 
vehicles. 

Jay Svendsen is the National Sales Manager with Auto Data 
Direct.

Texas World Speedway is currently being used as a staging area for the vehicles aff ected by Hurricane Harvey. Once the cars are 
cleared out, a new subdivision will be built here. 
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UNITED 
 WE STAND

Robertson’s, a family-owned and operated 24-
acre salvage yard started in 1970, has survived and 
prospered through multiple recessions, oil and gas 
crisis, the Clean Water Act and other legislation, de-
pressed scrap prices, and more. Founded by Scott’s 
father, uncle – both whom still are involved in the 
business – and grandfather, who passed away in the 
late 1980s, Robertson’s is a lesson in sustainability. 
Being a family operation, Scott’s brother David is 
also in the business managing operations.

Originally established to supply parts to the fam-
ily’s gas and repair station in Boston, Robertson’s 
transitioned totally to the salvage business when the 
oil company reclaimed ownership of the gas station. 
Over the 48 years, Robertson’s has sold repairable 
wrecks; established, participated in, and eventually 
closed a salvage pool; launched a GMC dealership 
that continues today and opened and subsequently 

MEMBERSHIP

S cott Robertson is a man on the move for the 
benefit of the industry. 

As a recycler growing up in the family busi-
ness and now as President of Robertson’s 
Auto Salvage, Wareham, Mass., Scott has a 
clear vision of how things should be in the 

industry. He is bringing that to the Executive Committee 
as incoming Secretary for 2017-18.

closed two additional salvage yards. They currently 
supply repair shops, body shops, insurance compa-
nies and other wholesale customers in New England 
and nationally.

Robertson’s has maintained its ARA membership 
for four decades and is a CAR and Gold Seal facility. 
Many industry long-timers may recall his father and 
uncle as ARA movers and shakers in the 1980s. 

Continuing the family tradition of industry involve-
ment, Scott is following suit. He has served on the 
Board of Directors of the Automotive Recyclers of 
Massachusetts (ARM) for 10 years and is a member 
of the Hollander Strategic Advisory Council. He just 
finished a three-year term as a regional director, serv-
ing also as the Chair of the committee. He received 
the “Regional Director of the Year” from ARA at the 
recent 74th Annual Convention & Expo, as well.

It was also announced at the convention that Rob-

Interview by Caryn Smith

Scott Robertson joins the ARA Executive Committee as Secretary  
with a vision for industry sustainability: One for all and all for one! 
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ertson would be the newest member of the 
association’s Executive Committee, joining 
David Gold, President; Jonathan Morrow, 
First Vice President; and, Chad Counsel-
man, second vice president.

Also announced at the ARA 74th Annual 
Convention & Expo is a new ARA initiative 
project, “Choose Recycled Parts,” that he 
masterminded within the ARM, with the 
help of marketing experts. This effort pro-
vides professional auto recyclers with print 
and radio advertising and marketing adver-
tisements aimed to educate millennials, the 
soccer mom, and others about the choice of 
recycled parts in their repair. (Visit Choose 
RecycledParts.com for more on that effort.)

In an effort to learn more about what mo-
tivates Scott, we asked him about his efforts.

Automotive Recycling magazine: What inspired 
the creation of “Choose Recycled Parts” media campaign?

Robertson: We do our share of advertising and 
marketing our individual yards, but it was easy to see 
our industry has an identity problem that needed to 
be addressed with the public perception. Even my 
friends don’t even understand what I do. We felt it 
was time to address it with a campaign, and initiated 
a committee of recyclers and marketing pros to mas-
termind this campaign, the first of many we hope. 
The materials are free to auto recyclers and can be 
customized with their contact information.

AR: You are coming into the Executive Committee with 
some ideas. What is your overall goal? What is the one thing 
you hope the industry does to help itself succeed as a collective 
industry and individual auto recyclers?

Robertson: I believe it is time for everybody to join 
forces. It is US verses THEM, with them being the 
OEMs or anyone trying to suppress our industry. US 
of course is all professional automotive recyclers and 

support companies. We all need to share ideas, share 
data and help each other. If we don’t do that, and 
the OEMs had their way, we wouldn’t be selling used 
parts.

In the future, we need to partner with the OEMs. 
There are 300 million cars to process out there and it 
will take time to process them. Over time, our work-
ing models will change and we will change with the 
demand. We will continue to process end of life vehi-
cles and sell salvage parts, even if it is in other interna-
tional markets one day. Under-developed countries 
won’t adapt to these new technology cars right away 
and cars will need parts in those countries. We have 
always been an industry that has been able to evolve 
and rise up to challenges.

Gone are the days where there was massive com-
petition and division between yards. I see us being 
more cooperative and uniting to defend our industry 
against companies or movements that limit our abil-
ity to operate.
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AR: What is the biggest positive change in the industry 
and its workings that you have witnessed in your career?

Robertson: The biggest positive change in the auto-
motive recycling industry that I have witnessed is the 
computer and the integration of a yard management 
system. Prior to the computer, the most modern type 
of inventory was the card system. A person would 
write down the vehicle’s parts on a preprinted layout 
8 ½ x 11-inch card and attach Polaroid photographs 
of the vehicle. In some cases, motors, transmissions, 
transfer cases and rear ends would have a separate/
smaller card inventory system that salesmen could flip 
through to see inventoried parts.  

When a part was sold, it was the salesman’s re-
sponsibility to remove the corresponding small card 
and line out the sold part on the larger inventory 
card. Most yards did not have an inventory system 
and sold parts from memory. Naturally, all invoices 
were hand written. Accounts receivables and pay-
ables were all manually sent out and reconciled.

 
AR: What is the goal of the Regional Director commit-

tee, and why should members and non-members take note 
of your activities?

Robertson: The goal of the Regional Directors is to 
be the eyes and ears of ARA. We meet each month 
for an hour to discuss each directors’ region. Often, 
there is a representative from the Executive Commit-
tee on the call. Individual members of the regional di-
rectors each have a vote on ARA’s Board. We are each 
region’s vote. I have often asked questions during 
Board meetings on how my region will be affected by 
a vote and then voice what action they should take. 

AR: How can one get involved in your efforts to make the 
most impact for your agenda items?

Robertson: The way to get involved in my Region-
al Directors efforts is to communicate. Read our 
newsletters, emails and publications. Respond to 
our surveys and requests for information.  Notify 

us of there is a problem or issue that needs to be 
addressed. Attend the conventions and become 
involved with ARA. 

AR: What are the goals of your current efforts within the 
ARA on your many volunteer activities? 

Robertson: My current ARA involvement goals 
are to launch the awareness campaign. We as yard 
owners or employees take for granted that every-
one knows the option of repairing a vehicle with 
recycled parts. We need to educate the public of 
the benefits of recycled parts. If an ARA member 
needs the materials, they should reach out to the 
ARA office and we will get them into their hands.

Meet Steve Holland 
President 

Brandon Auto Salvage
Co-Chair, Events Advisory Committee

Steve Holland is President of Brandon Auto Ser-
vices, Inc. dba Brandon Auto Salvage in Valrico, 

Florida. 
Since 1971, Steve Holland and Ken Anderson have 

taken pride in building Brandon Auto Salvage into 
a most progressive and organized salvage operation. 
The company is an active community supporter, par-
ticipating in numerous civic organizations and spon-
soring youth activities. 

Brandon Auto Salvage is an authorized Barely 
Used Auto Parts Dealer. They maintain a large in-
ventory of late model used parts for both foreign 
and domestic cars, SUV’s, and light trucks. Parts 
such as motors, transmissions, transfer cases, rear-
end assemblies, doors, computers, bumpers, start-
ers, alternators, radios, and more. 

Steve has been an ARA member for over 40 years, 
and has been chair of the Events Advisory Commit-
tee as well as an active part of the committee. We 
caught up with Steve to ask about his work on the 
Events Advisory Committee.

Automotive Recycling magazine: What is the biggest 
positive change in the industry and its workings that you 
have witnessed in your career? 

Steve Holland: I believe it is the unifying of the  
Automotive Recyclers Association membership to be 
effective on legislative issues. In the past several years,  

HEART 
  INDUSTRY

of the

MEMBERSHIP
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Robertson’s  
Auto Salvage, 
Wareham, Mass.
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I have seen more ARA mem-
bers working together on pos-
itive legislation for our industry 
and banding together to sup-
port positive legislation or to 
defeat threatening legislation. 

AR: What is the goal of your 
committee, and why should members and non-mem-
bers take note of your activities? 

Holland: Our goal is to have a convention 
that educates every attendee while helping 
them build industry relationships in a fun at-
mosphere.

AR: What is the one thing you hope the industry 
does to help itself succeed as a collective industry and individ-
ual auto recyclers? 

Holland: I hope that we find a way to sell more qual-
ity parts from a vehicle and help the recycler to profit 
more from the purchase of the vehicle.

AR: How can one get involved in your efforts to make the 
most impact for your committees’ goals? 

Holland:  Most people attend 
a convention to be educated 
with the newest processes and 
equipment to create better 
productivity. I like our commit-
tee members to have attended 
conventions and have a feeling 
of what sessions and speak-

ers would enhance our convention. It helps 
to have a feeling of what would attract more 
attendees to attend our convention. We are 
always open to ARA member’s suggestions as 
well.

AR: What are the goals of your current efforts 
within the ARA on your many volunteer activities?  

Holland: My goal as a co-chair of the Events Advi-
sor Committee is to help select cities that are inter-
esting, convenient for travel, and would attract more 
attendees. I concentrate on having interesting speak-
ers and knowledgeable sessions to educate everyone 
that attends. An event that promotes the building of 
relationships with the membership, exhibitors and in-
dustry experts. 

Our goal is to have a  
convention that educates  

every attendee while  
helping them build  

industry relationships.
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SPOTLIGHT ON

Allied Auto Wrecking is located in beautiful 
Weare, New Hampshire. The facility is a 
proud Gold Seal recycler member of the  
Automotive Recyclers Association, and the  
Auto and Truck Recyclers Association of  
New Hampshire (ATRA). Owner and Presi-
dent David Wilusz and Operations Manager  
Samantha Walton take pride in running  
an impeccable automotive recycling facility. 

Allied Auto Wrecking

Interview by Caryn Smith
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“We are a full-service yard, a three-bay garage with a 
10-acre yard and nine employees,” says Samantha Wal-
ton. “We specialize in southern rust-free parts that Dave 
Wilusz picks up down south on a monthly basis. We also 
have a plethora of late model vehicles for parts.”

For Allied Auto Wrecking, spe-
cializing in “rust-free southern 
parts means they keep track of 
trends and customer requests for 
parts that are ruined by the win-
ter salt of treated New Hampshire 
roads. Wilusz has several yards 
between TN, GA, AL, SC, FL, 
KY, AR and even in CO, NM, TX 
& AZ, with whom he has made 
connections based on their geo-
graphic location and also their 
reputations, and where he has 
standing orders for certain items, 
such as doors, truck beds, frames, 
k-frames, gas tanks, tailgates, and bumpers etc. 

As the sales team and Wilusz obtains these hard to 
find parts for their customers, and once a load is put 
together, it is time for a southern pick-up run. (When 
parts come from out west, Wilusz will either travel to 
get the parts or arrange freight.) Wilusz also keeps a 
warehouse in GA to stock pile these parts so when there 
is demand he can pick them up on his next visit south.

Automotive Recycling magazine caught up with the 
duo to ask them more about their operation.

Automotive Recycling magazine: Tell us about your 
history – how did your facility get its start? 

Samantha Walton: The company was started in 1973 
by William (Bill) Wilusz and family with a small col-
lection of antique collectible cars. It has been fam-
ily-owned and operated since then. In 1996 David 
Wilusz, the son of Bill Wilusz, purchased the business 
from his father and has continued to run and grow 
the business to where it is today.

AR: When did you become involved the business? 
Walton: I became involved in the business in 1987 

when I was just 13. I assisted David’s mother, Cherie 
Wilusz, dismantling cars, putting inventory away, tag-
ging and marking parts, answering phones, pulling 
parts and assisting both Bill and Cherie with many proj-
ects they had. We even built and maintained their five 
apartment houses.

AR: What is a brief history of early years? 
Walton: William and Cherie owned a gas station in 

Manchester, NH and in 1972 they bought a then-junk 
yard in Goffstown, NH. Unfortunately, the property 
they acquired could not be used for a salvage facility, 
and they acquired the Weare/New Boston property.

The facility began with 50 acres of virgin land. As 
stock slowly increased, an acre of land was cleared 
and cleaned up to store the increase of inventory. 
Bill and Cherie also built one apartment house and 
their home on the 50 acres. As time went on and the 

business grew, they moved from 
the home they built and turned 
it into a four-family apartment 
house and built themselves a new 
home next to the salvage yard. 

Eventually, Bill and Cherie built 
three more four-family apartment 
houses on the 50 acres. Bill also 
built a building across the street 
from the salvage yard to use to 
work on his classic cars. He still 
uses the garage across the street to 
continue his love of working and 
restoring old classic cars. It was a 
true family business, and everyone 

was expected to work at the yard. 

AR: How has your business progressed to stay cut-
ting-edge throughout the years? 

Walton: Through the years, we have created many 
changes to stay with the times. We have increased our 
yard to a full 10 acres of inventory to meet customers’ 
needs. We keep our staff educated on the new pro-
cesses available to them and we have state-of-the-art 
fluid recovery systems. I also keep myself up-to-date 
on all the modern technologies available, by attend-
ing trade shows and conferences. I believe education 
has been and is the key to our success. 

AR: What recent changes, if any, have you made to 
adapt to rapid changes in the industry?  

Walton: The automotive recycling industry changes 
daily. We must adapt quickly or get left behind. We 
keep informed of the changes by networking with 
our fellow recyclers, working with them and learning 
from them. Another key to our continued success is 
the knowledge of our office staff. Today with social 
media ever-changing and trying to keep up with the 
constant changes of a web-page and internet, we are 
constantly researching new and exciting techniques 
to grow our business.

 
Operations

AR: How many cars do you process a year? 
Walton: We process 300-plus vehicles a year, and 

have 61,649 parts in inventory. 

AR: How important is your online sales to your business 
and how do you market it? 

Walton: Online sales have become increasingly im-

David Wilusz, Owner/President and Samantha 
Walton, Operations Manager.
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portant. The world is changing and we anticipate in 
the next couple years for it to increase even more. 
We market largely on social media and Craigslist, as 
well as use Google and Bing for click ads. We use pro-
grams such as Car-Part, Hotlines, URG and Part Cycle 
and, of course, AlliedAutoWrecking.com to sell our 
goods online.

Our largest demographic of 
customers are local shops, fol-
lowed closely by retail “walk-
ins.”

Gold Seal Certification
AR: How long has your facility 

been Gold Seal? What inspired 
you to pursue Gold Seal designa-
tion?

Walton: We have been Gold 
Seal certified for almost a year 
now. We believe in making 
and maintaining our shop 
and yard to be the best it can 

be. The ARA Gold Seal Certification shows those 
around us we are committed to our processes. We are 
also ARA CAR Certified and NH State Green Yard 
Certified.

Being Gold Seal certified has allowed us to show 
our customers and our community we are serious 
about our yard, customer service and our friendliness 
to the ecosystems. Becoming NH Green Certified 
and receiving the Gold Seal and CAR Certifications 
has helped with local perception.

Others should obtain Gold Seal to provide evidence 
of their commitment to the automotive recycling in-
dustry, customer satisfaction and that they are serious 
about keeping the environment around them clean 
for future generations.

 
Milestones and Success

AR: What milestones have you accomplished that im-
proved your business? 

Walton: The biggest milestones are really all our 
certifications, as they have improved the efficiency of 

our company. Our company has become more orga-
nized and aware of its’ practices. They have helped 
our employees be responsible and aware of the im-
portance of green practices and are proud to be a 
part of our success. They have also improved our re-
sponse to marketing, which has increased our local 
walk-in customer base. 

AR: What were the biggest challenge(s) your facility has 
overcome? 

Walton: Our biggest challenge our facility has and 
still is working to overcome is going from the “old 
school” view of salvage/junk yards to the professional 
recycling center mentality. Educating the public has 
been and continues to be a large obstacle, but

AR: What helps your business most to succeed? 
Walton: Networking with other recyclers to get our 

customers the parts they need in a timely manner has 
been the key to our success. Plus, education, trade 
shows and conventions that we, as management, and 
our employees attend continues to help us all suc-
ceed company as a whole.

AR: What is the biggest obstacle to your success right now? 
Walton: Our biggest and most challenging obstacle 

is finding qualified help. This is a very hard task, as 
no one seems to want to get their hands dirty any-
more. We once had people banging on our doors to 
get a job. Now we must pay incentives for anyone to 
even look at the positions we have open. We also see 
a need for schooling, training, classes for our disman-
tlers and yard specialists. There just is not enough ed-
ucation classes or training within or industry to help 
develop, grow or attract new qualified help.

AR: Any other milestones to share that are noteworthy 
for people to know? 

Walton: Dave and I dedicate, volunteer and donate 
resources to some great local causes. We serve on the 
Board of Directors at the South Weare Improvement 
Society and The Weare Historical Society. Every year 
we donate 20+ turkeys to the Weare Food Pantry. 

SPOTLIGHT ON

I believe education has been and is the key to our success. 
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Also, I raise money and ride my horse, Treyburn, for 
Breast Cancer Awareness and raise money and donate 
my skills as a photographer to Draft Gratitude in Win-
chester, NH to save unwanted Draft Horses. Dave is also 
current president of the ATRANH.

 
Membership

AR: What organizations do you belong? 
Walton: We have been a member of the ARA for over 

5 years now, and also belong to the NH Towing Associa-
tion, ATRANH, Weare Historical Society, South Weare 
Improvement Society, and the Tri-Town Chamber.

AR: At the ARA convention, what is it that most helps 
you from the experience? 

Walton: Seminars at the ARA convention are helpful 
to our staff. There is something for everyone. Meeting 
with and networking with other salvage yards helps us 
to realize we are not alone in some of the problems we 
are facing like hiring and retaining employees, produc-
tion and organization.

AR: Do you volunteer in the industry organizations, and 
if so, in what? 

Walton: I volunteer my time to ATRANH to do their 
social media and to find speakers for the meetings. 
I photograph dedicated events, prepare slideshows 
and talk about upcoming events including our social 
media and web presence. I also served on the ARA’s 
CAR Committee as a volunteer last year.

 
Women in the Industry

AR: How do you view being a woman in the automotive 
recycling industry? 

Walton: Being a woman in the automotive industry 
can be challenging to say the least. Gaining respect 
from “old school” shop owners is not an easy task. I 
have been doing it for so long that it is not an issue so 
much anymore, but I remember those days. I still feel, 
at times, this is a “man’s world,” some are not as recep-
tive to change and technology. They can be hard head-
ed and difficult sometimes when I am trying to explain 
the necessity and need to use these new tools.

AR: How do your employees view you as a leader in the 
company? 

Walton: My employees respect me and the work I 
do. I know they all come to me because I am approach-
able, caring and fair. I always thank them for their work 
and take the time to see how their weekend was or how 
their family is. Taking pride, expressing you care and 
take an interest in your employees daily is extremely 
important. My employees know I care and know I am 
here for them along with my open-door policy helps us 
all respect, care and look out for one another.

AR: What should men 
know about women in 
the industry? 

Walton: Dave and I 
have been together 
for 14 years as a cou-
ple, and I have helped 
him in business run 
Allied Auto Wrecking 
Inc., Look N2 Store 
LLC (self-storage and 
apartment buildings), 
DDS Realty LLC (real 
estate & apartments) and a farm we own together, 
W&W Aurora Farms LLC.

Woman are capable and bring a different touch to 
the business. We are strong, smart and knowledge-
able. Woman are creative and can market this indus-
try in ways men cannot. Men should recognize that 
most woman in the industry have a family and home 
life that must be well-balanced and maintained to 
keep both running well. 

Also, there are many more single moms working in 
the industry today. I think, at times, male managers 
can perceive single moms as disloyal or not dedicated 
when there is a family issue to attend. My definition of 
a single mom is someone that has 50% to 100% cus-
tody of her child/children; usually has no help with 
doctors’ and dentist appointments, school meetings, 
athletic games or practices; cooks all the meals; does 
all the grocery shopping and school clothes shopping; 
stays home when a child is sick and the list goes on. 
In the hustle of business, employers can forget the re-
sponsibilities that moms, and especially single moms, 
have. I speak from experience as a single mom.

Unlike 30+ years ago when the man worked, and 
the women were able to stay home and take care of 
all the above, we are unable to do this today with the 
cost of living. If employers would allow employees, in 
the right positions, to have flexible schedules, and 
even work remotely at times, I believe that they would 
attract highly productive and loyal employees, who 
are single moms, whom quite possibly are blocked 
from currently applying.

AR: What is the most important thing you work to ac-
complish as a woman in the industry? 

Walton: To be heard and to bring positive attitudes 
to work each day. Have big shoulders and try not to 
wear my heart on your sleeve!

AR: Thank you Samantha, this has been very insightful.
Walton: Thank you for the opportunity – it is greatly 

appreciated! Find out more about us at AlliedAuto 
Wrecking.com. 
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Crossword Puzzle
 By Murray Jackson

Across 
1. Autographed souvenir under wiper (7,6)

8. Tireless car plant worker

9. Vespa or Lambretta

10. Marty’s “Back to the Future” car

11. Tradesmen rides, often

13. Mechanic’s ratchet attachment

15. ‘49 Virginian and Vagabond brand

18. Auto-trans shifter selection

19. Shop labor system, sometimes (4,4)

22. Bicycles built for two

23. Vehicles-affected atmosphere layer

24. Disc-brake repair parts (6,3,4)  

Down
1. Holiday old car processions

2. ‘60s AMC mid-size

3. Car shoppers’ info source

4. Item left on pump, perhaps (3,3)

5. Car stereo plug-in

6. Owner-assembled vehicles (3,4)

7. Low profile purchases

12. Drive-thru purchase, often (4,4)

14. ‘70 Dodge with Super Bee variant

16. Refrigerated semi-trailers, slangily

17. “The Last Frontier” plates’ home

18. “Easy Rider” biker Fonda

20. Hawaii plates’ word

21. “Smokey and the Bandit” big-rig cargo 
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2018  
Industry
Calendar Dates
SEND US YOUR DATES!

E-mail Maria@a-r-a.org

Visit www.a-r-a.org to view all  

the industry’s events and meetings. 

To include your event in ARA’s 

calendar of events, e-mail the 

complete listing to maria@a-r-a.org.
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SnapShot
 By Caryn Smith

Wall of Parts

To have your photo in SnapShot, send it to 
ARAEditor@comcast.net as a high resolution 
JPG or PDF format, along with a description 
or identifi cation of the people included. 
     Or, you can post it on Facebook with the 
hashtag #automotiverecyclingsnapshot for 
consideration. Photos will be published at 
the discretion of the editor.

American Auto Salvage (www.americanautosalvage.com) 
of Fort Worth, Texas graciously hosted the Facility Yard 

Tour at the ARA 74th Annual Convention & Expo (search 
#ARAEXPO2017 on Facebook). This photo was one of many 
taken that illustrated their organization and cleanliness. 
Thank you for hosting the ARA!
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