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Resource
Central
Ne e d a ne w
d i s t r i b u t o r ?

W h a t a b o u t a ne w t y p e o f
s o f t w a r e ? Tu r n t o p a ge 1 6
fo r i n f o r ma t i o n o n a l l o f
t he i ndu s t r y ’ s s u p p l i e r s .

Knock, Knock
D i r e c t ma r ke t i ng
t e c h n i q u e s a r e t a k i ng t he
a u t o g l a s s i ndu s t r y b y f u l l
f o r c e i n s o me ma r ke t s .
AG R R ™ ma g a z i ne t a ke s a n
i n s i de l o o k a t ho w t h i s i s
a f f e c t i ng t he i ndu s t r y.

Safety Stands
Many in the indus t r y came
togethe r th i s pas t Octobe r
to s tand up fo r sa fe ty du r ing
the annua l Inte rnat iona l
Auto G las s Sa fe ty (AGRSS)
Confe rence. See what you
missed on page 30 .

A Winning
Combination
L e a r n mo re a b o u t

w h a t w i nd s h i e l d r e p a i r
t e c h n i c i a n R a ndy O l s o n ,

w i n ne r o f t he 2 0 1 0
Wa l t G o r ma n Me mo r i a l
W i nd s h i e l d R e p a i r
O l y m p i c s , b r o u g h t t o
t he c o m p e t i t i o n ,
r e s u l t i ng i n a
w i n n i ng

c o m b i na t i o n .
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Technical Times
by Pe n ny S t a c ey

ONE OF MY FAVORITE
Christmas ornaments of all-
time is not particularly senti-

mental, but is just a little fascinating in
today’s time. It’s a little, plastic figurine
dated “1990” that probably only cost a
dollar, but it depicts Santa Claus working
on www.santa.com and talking on a cell
phone. At the time I received it, it really
wasn’t all that special to me, but each
year as I pull it out to decorate the tree, I
chuckle a little more about how quickly
times are changing. My aunt actually
gave me the ornament, and I’m sure at
the time it was
nothing more to
her than some-
thing cute to
adorn a package.

Fast-forward
20 years, and in
today’s times most of us carry not only
cell phones, but rather “smartphones,”
equipped with everything from cam-
eras to the Internet to an endless vari-
ety of apps.While many of these are fun
(and I’m sure many of us are addicted to
things like Angry Birds and other enter-
taining apps), these devices also have
changed our business endlessly as well.

One reader recently told me that he
utilizes his iPhone on the job daily and
he uses the simple notes application to
track all the quotes he gives out, sched-
ules appointments on the built-in cal-
endar and takes photos of any corrosion
or other issues using the camera func-
tion. And what about getting to jobs?
Simple—many phones, including both
the iPhone and Droid, have Google™
Maps readily available. There’s even an
app called “VIN” that will provide you
the make and model of any vehicle and
the country in which it was built. I can

hardly believe all of the information we
now have at our fingertips.

As of this issue, you’ll see something
new popping out in AGRR™—2D bar
codes that offer readers and viewers
immediate access to additional infor-
mation about a product or service.

In order to utilize the codes seen in
AGRR editorial, visit www.gettag.mobi
on your smartphone to download the
appropriate tag reader (free of
charge). (If you’re an iPhone user like
myself, you can also search for “Tag
Reader” in the app store and down-

load it at no
cost there as
well.) Then,
simply open
the app, point
it at any tag,
and you’ll im-

mediately be taken to enhanced on-
line content.

Another type of code can be seen in
the GlassBot ad on page 12. Simply
download any QR code reader, such as
Redlaser or ScanLife, to view it.

(Many of you may also want to start
considering use of these tags in your
Yellow Page and newspaper ads. Scan
the tag above for a short tutorial created
for AGRR’s sister publication, USGlass.)

We’re seeing new and innovative
technological updates in the industry
everyday (see related story on page 40),
and I look forward to hearing about
some of your favorite applications,
ideas for using smartphones on the job
and more. Please e-mail me at
pstacey@glass.com.

Happy New Year! �

�
Penny Stacey is the editor of AGRR
magazine.

f r o m t h e e d i t o r
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Scan the Microsoft Tag at
right to view a video about
how the tags work.
(Download the free mobile
app at http://gettag.mobi.)
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C u s t o m e r S e r v i c e

tompkins.carl@sikacorp.com

Make Waves, Baby!
by C a r l To m p k i n s

ACONDITION THAT I SEE IN
most all businesses is what I’ve
come to call “complacency with

the given” (CWTG). This condition
causes companies to suffer poor busi-
ness results, and these organizations
must realize two important facts. The
first is that most businesses fail to real-
ize that they’ve contracted this terrible
condition and, the second is that it’s im-
portant to understand how to rid your
business of this condition in order to get
back on the track to profitable growth.

CWTG is defined as “the mindset,
thinking and attitude that the way
things are is the way they will stay,
and that it’s only within this given
state that the business will operate.”

A Bad Condition
Not one person in busi-

ness wants this condition to
exist within his/her organi-
zation. I’ve heard manage-
ment raise their voices and
watched them shake their
fingers at unacceptable results much the
same way an obese person acts while in
front of the mirror. And, just as an over-
weight person claims to be committed to
losing weight, the company wants to im-
prove its business—but neither hap-
pens.The overweight person changes no
activities, thinking that he/she is just
“big-boned;” likewise, the company
continues to bellyache, doing everything
the same way, blaming its misfortunes
on a bad economy.

Even worse than this particular case
of CWTG is the scenario in which the
company and obese person think and
operate under the impression that
everything is fine. They work under the
“it is what it is” mindset, and neither

voices are raised nor fingers pointed.
Neither party has a clue of how things
could be. What makes this second de-
gree of CWTG worse than the opening
first degree of CWTG is that there is no
recognition of the opportunity for im-
provement, creating a lack of motiva-
tion to change.

The Remedy
So what’s the remedy for CWTG?

There’s no set one, but following are a
few possible prescription “pills” you
might consider.

Pill #1: Believe and demonstrate the
attitude that you can and should grow
revenue and profit every year. This
keeps the organization in the right

frame of mind to investigate ways to im-
prove constantly, avoiding complacency
and excuse. And, don’t forget to look
both inside and outside your organiza-
tion when doing your homework.

Pill #2: Establish S.M.A.R.T. goals
aimed to overcome hurdles and meet
growth objectives. Turn your investi-
gations into new goals that are specific,
measureable, agreeable, realistic and
time-bound so that everyone in the or-
ganization has a new destination for
which to strive. Note that there will al-
ways be hurdles, problems or difficul-
ties, but all hurdles can be jumped
successfully; do so without excuse.
Also, make sure everyone involved is
on board and held accountable for at-

taining goals. Effective goal-setting is a
great way to take charge and keep ad-
vancing. This avoids the doom of sim-
ply floating down the river, letting the
current dictate how fast you reach the
falls. Make waves, baby!

Pill #3: Implement new activities or
modify existing activities that will en-
able goal attainment. Setting goals with
out proper activity support is a waste of
time and effort.You must learn what ac-
tivities are required and then put them
into action in an effective manner. Be
reminded—if there is no change in ac-
tivity there will be no change in results.

Discipline
Equals Completion

Lastly, you must be
disciplined toward the
completion of taking
your prescription. At
best, most companies
start good things, but
never finish them, caus-
ing them to do what the

obese person does: standing in front of
the mirror and shaking his/her finger at
who really is to blame. As stark of a
comment as this may be, it’s the truth—
and I would much rather associate with
fit people and wealthy companies that
may have had their feelings hurt along
the way. One thing you can count on
100 percent of the time is how the pain
of getting to a tough destination be-
comes meaningless once you arrive to
enjoy the benefits of a job well done. �

�
Carl Tompkins is the global marketing re-
sources manager for SIKA Corp. in Madi-

son Heights, Mich. He is based in Spokane,
Wash. Mr. Tompkins’ opinions are solely his own
and not necessarily those of this magazine.

t i p s f o r q u a l i t y s e r v i c e

“ J u s t a s a n ove r we i g h t p e r s o n
c l a i m s t o b e c o m m i t t e d t o

l o s i n g we i g h t , t h e c o m p a ny
wa n t s t o i m p rove i t s bu s i n e s s —

bu t n e i t h e r h a p p e n s . ”
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I n d e p e n d e n t ’ s D a y

southernglass@att.net

Windshield Bullies: Just Who Are They?
by A l a n E p l ey

WITHOUT QUESTION, WE
all work in an auto glass re-
pair and replacement indus-

try that is subject to adversity and just
recently became an industry subjected
to name calling. The matter to which I
refer is the phrase “windshield bullies”—
a reference to those individuals that are
directly engaged in the marketing of
windshield repair and replacement
services at places such as car washes,
convenience stores and gas
stations (see related story on
page 22). Before I proceed, let
me say unequivocally that I do
not condone insurance fraud,
by shops, policyholders, insur-
ers or anyone—period. And I
believe that any party that is
convicted of insurance fraud
must be punished to the
fullest extent of the law.

Definitions, Please?
But just what is the definition of a

“windshield bully?” Is it a name that
only pertains to any person who en-
gages in the direct marketing of wind-
shield repair and replacement at car
washes, convenient stores, gas stations,
etc.? In order to make certain that I un-
derstand this correctly, does this name
apply to any legitimate company en-
gaged in the practice that may be ap-
plying high-pressure sales tactics but is
not committing fraud? The real ques-
tion is: is the windshield in question ac-
tually in need of repair or replacement?
But in a recent article written about the
subject, one company was quoted as
saying, “they use aggressive—and in
some cases fraudulent—tactics to so-
licit vehicle glass claims ...” This leads
me to conclude that this company be-

lieves that these folks should be labeled
“bullies” whether they are committing
fraud or not. Respectfully, I disagree.

Therefore, it is worthy to expand this
discussion by examining whether the
name “bully” can be applied elsewhere
in the industry. Are there other operators
in the industry who use high-pressure
tactics to achieve desired results? Do
they use tactics that may not be fraudu-
lent but rather “questionable?” What

brought about these so-called bullies in
the first place, and why is the direct mar-
keting of windshield repair and replace-
ment increasing in popularity?

How about if we begin by scrutinizing
the operations of the third-party admin-
istrators (TPAs)? Is it possible that the
companies engaging in direct marketing
are trying to secure customers before
policyholders report the claim through a
process that is designed to steer as many
claims as possible to shops owned by the
TPAs or preferred by insurers? Does di-
rect marketing of these services enable
legitimate shops to service insurance
claims without having the telephone
hung up on them? Does direct market-
ing of these services enable legitimate
shops to secure business that would oth-
erwise be steered away on the basis of
sales pitches of national warranties or

warnings that the policyholder may
incur out-of-pocket costs? Does direct
marketing of these services ensure that
state and local municipalities are receiv-
ing the proper sales taxes that are repre-
sented on the actual invoice amount
charged by the service providers?

Breeding Windshield Bullies
You get the point. In actuality, the ex-

isting claims reporting process breeds
windshield bullies and, if you
were to dissect the numbers, you
would find more windshield
bullies in the TPA call centers
than in the field.

I would like to thank Bob Sul-
livan of MSNBC.com for intro-
ducing the term “windshield
bullies” to the auto glass indus-
try.The Independent Glass Asso-
ciation has reached out to Mr.
Sullivan in an effort to inform

him that the term can be applied to oth-
ers within the industry applying so-
called bullying tactics to sell services.
Any TPA that raises the issue of direct
marketing should examine its internal
practices, as these practices are prima-
rily responsible for the direct marketing
taking place in the field. The production
of a brochure to warn the industry about
this problem by a company using com-
parable methods to secure business is
the height of hypocrisy. Isn’t there an old
phrase that applies here? Something
about the pot calling the kettle black? �

�
Alan Epley is president of the Inde-
pendent Glass Association (IGA). He

also serves as president of Southern Glass and
Plastic in Columbia, S.C. Mr. Epley’s opinions
are solely his own and not necessarily those
of this magazine.

a n i g a v i e w p o i n t

“ D o e s t h e n a m e w i n d s h i e l d
bu l l y o n l y p e r t a i n t o a

p e r s o n w h o e n g a g e s i n t h e
d i re c t m a r ke t i n g o f

w i n d s h i e l d re p a i r a n d
re p l a c e m e n t a t c a r wa s h e s ,

c o n ve n i e n t s t o re s , g a s
s t a t i o n s , e t c . ? ”
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www.UltraWizTools.comwww.UltraWizTools.com

UltraWiz® a product
of A.N. Designs, Inc.
www.ultrawiztools.com

866-482-2921
Available From Your Local Distributor

MADE IN THE USA

10 per pack

5204-M
1½"

5202-M
1"

5201-M
¾"

UltraWiz® Reverse Bend Blades
The 5200 Series

NEW

Our patented lever action design allows for unlimited
adjustments and easy blade changes without the use of
tools. The UltraWiz® Lever Knives are ergonomically
shaped to provide comfort and gripping power. We’ve
added a heavy-duty steel eyelet at the end of the Pull
Cable for added strength. The In-line Pull Cable attach-
ment keeps the knife from twisting in your hand. The
durable foam-covered handle offers comfort, while the
vinyl-coat protects paint. There are two sizes to choose
from for a comfortable fit. Patent No. 7,596,871.

UltraWiz®

Reverse Bend Blades
The 5200 Series

UltraWiz® Quick Release Long Knives
The 4400 Series

An Industry First!!! The
UltraWiz® Quick Release Long
Knives allow you to change
blades without tools; no more
worn out screws or bent caps!
Just a smooth maneuver of
rolling your thumb back over the safety catch while pushing
down on the release lever allows for a quick release of the
blade. Techs say they are more inclined to flip the blade to
the sharp side because it can be done so easily.

UltraWiz®
Quick Release
4418-Q
Select the 18" 4018-L to extend
your cutting reach below the dashboard

UltraWiz®
Quick Release
4424-Q
Select the 24" 4024-L, our longest knife,
to extend your cutting reach below the
deepest dashboard

UltraWiz®
Quick Release
4413-Q
Select the 13" 4013-L for hard
to reach adhesive in tight interior areas

UltraWiz®
Quick Release
4408-Q
Use this 8" short “long knife” for trimming
urethane from the pinch weld. The short length allows
for added control of the cutting blade

NEW
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A G R R e p o r t s
break i ng news

powe r ed by

Carlite Business Sold to Central Glass Co. Ltd.

JAPAN-BASED CENTRAL GLASS
Co. Ltd. and Zeledyne LLC have
signed a definitive agreement for

“the proposed purchase of certain as-
sets owned by Zeledyne LLC.” Among
the assets included in the proposed
sale are Zeledyne’s Nashville, Tenn.,
plant, which manufactures auto glass
for both the OE and aftermarket seg-
ments; and the Carlite aftermarket re-
placement glass business, according to
statements from both companies.

According to the announcement,
the two companies expect the sale to
close early this year. Terms of the deal
have not been disclosed.

“With the signing of these agree-
ments, Zeledyne and Central Glass
begin the final phase of negotiations
on details associated with the pro-
posed sale,” wrote Zeledyne in its Jan-
uary 2011 statement. “No timetable

has been announced for these confi-
dential negotiations.”

Zeledyne spokesperson Della Dipi-
etro advised the agreement to sell
came as a result of the continued
downturn in the economy.

“Despite aggressive cost-cutting and
operational improvements Zeledyne
has been unable to achieve its per-
formance objectives, in part due to the
severe economic downturn,” Dipietro
told AGRR™ magazine.

The company’s operations in Tulsa,
Okla., and Juarez, Mexico, along with its
Allen Park, Mich., headquarters were
not included in the announcement.

As the sale has not yet been com-
pleted, for now it’s business as usual at
Zeledyne.

“There’s no immediate impact,” said
Dipietro.

Central Glass owns Central Saint-

Gobain Ltd., Japan Tempered and
Laminated Glass and Carlex Glass Co.,
among several other subsidiaries. The
Nashville facility would be Central
Glass’s second in Tennesee, as Carlex is
based in Vonore, Tenn.—just under 200
miles away from Nashville.

Likewise, Carlex, which manufac-
tures OE windshields, sidelites, back-
lites and sunroofs, shares similar
roots with Zeledyne. Carlex was orig-
inally founded as a joint venture be-
tween Central Glass and the Ford
Glass Division, before Central Glass
gained 100 percent ownership, ac-
cording to information from Carlex.
Similarly, Zeledyne was formed in
2008 and purchased Ford’s Automo-
tive Components Holdings (ACH)
glass business, along with its
Nashville and Tulsa plants, its Vidrio-
car subsidiary in Juarez, a warehouse
in Lebanon, Tenn., and the Allen Park
offices.

Central Glass officials declined to
comment, deferring all media in-
quiries to Dipietro.

JN Phillips Launches
GreenShieldSM Windshield
Recycling Program

JN Phillips Auto Glass has launched
a program by which company officials
say it will recycle 100 percent of the
windshields it replaces. Through the
program, which the company is calling
“GreenShield,” the Woburn, Mass.-
based chain collects all of the used
windshields from its multiple locations
at a central facility. The windshields are
then bulk-shipped to a recycling facil-
ity in the Midwest that has developed

10 AGRR January/February 2011 www.agrrmag.com
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Glass Doctor Parent Dwyer Group Inc. to be
Acquired by TZP Capital Partners

The Dwyer Group Inc., the Waco, Texas-based parent company of the Glass
Doctor franchisor, has entered into a definitive agreement to be acquired by an
investor group led by TZP Capital Partners I L.P., a private equity fund based in
New York. At press time, the $150 million deal was expected to close by the end
of this year, according to Dwyer.

Mark Dawson, president of the Glass Doctor, told AGRR magazine that the
new partnership will allow the Glass Doctor franchise to expand further in the
United States and Canada and hinted at further expansion opportunities for the
Dwyer Group as a whole.

“This will allow us to look at other businesses [in the home services segment]
that complement us,” says Dawson, adding that TZP was an attractive partner as
it has a great deal of experience with franchises.

“They bring a lot of expertise to our company and have a lot of experience in
franchising,” he says. “Anytime you bring in a private equity company they bring
in a lot of expertise.”

Dawson adds that he expects a smooth transition.
“The good thing about TZP is they are committed to keeping key management

in place,” he says. “I will remain as president of Glass Doctor. We see no changes
personnel-wise—if anything we see it growing. We’re very excited about it.” continued on page 12
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And now everywhere in between.
Now you can find quality SRP Totalseal auto glass adhesives
virtually everywhere auto glass is repaired or replaced. Try SRP
Totalseal today and see why glass shops across North America enjoy
the peace of mind that can only come from an OEM adhesive.

It’s the urethane designed
For Installers, By Installers.™

For more information call us at 1-800-728-1817
or check us online at www.shatrproof.com

FROM SEA TO SHINING SEA.

SRP, Shat-R-Proof and For Installers, By Installers are registered trademarks of TCG International Inc.

Search Archives E-Mail Subscribe

I<      <      >      >I

Contents© 2011 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Zoom   Fit     +   –

www.agrrmag.com
http://www.agrrmag.com/digital
http://www.cdsreportnow.com/renew/now?ARR


12 AGRR January/February 2011 www.agrrmag.com

A G R R e p o r t s
c o n t i n u e d

a process for pulverizing laminated
auto glass and separating the glass
from the PVB.

Upon final processing, the PVB plas-
tic will be able to be used in various in-
dustrial adhesive applications and the
processed glass material-often called
“glass cullet”—will be available for use
in numerous applications.

“GreenShield is our commitment
to the environment. And while it re-
quires some extra effort and care, we
believe it’s worth the investment,”
says JN Phillips president Bob Rosen-
field. “Customers have been asking
about windshield recycling for some
time and we are very pleased to be
able to offer a solution. It’s the right
thing to do for the environment and
our business. We are pleased by the
initial reception from the insurance
industry and look forward to working

with others in the windshield re-
placement process to help keep as
much glass and plastic as possible out
of landfills.”

The company began researching the
process two years ago and, based on its
average annual replacement volume,
anticipates the GreenShield program
will save approximately five million
pounds of glass and plastic from land-
fills each year.

S A F E T Y N E W S

Service AutoGlass
Employee Ejected
from Vehicle

A 27-year-old delivery person for
the Service AutoGlass distribution fa-
cility in Aurora, Colo., was ejected
from a company vehicle during a col-
lision in October, according to the

Colorado State Patrol.
Trooper Nate Reid advised AGRR

magazine that Edward Humphrey of
Arvada, Colo., was traveling north-
bound on I-25 near Loveland, Colo., on
October 19 when traffic slowed for a
work zone. According to Reid,
Humphrey’s vehicle then rear-ended a
Honda traveling in front of his vehicle,
which forced the Honda into a third ve-
hicle, a tractor-trailer.

“It created an accordion effect,” said
Reid. “[Humphrey’s vehicle] continued
northbound into the median and came
to rest against a cable.”

Reid advised Humphrey was not
wearing his seatbelt and was ejected
from the 2006 Mitsubishi FE85D. Ac-
cording to the police report,
Humphrey was ejected from the vehi-

continued on page 14

Search Archives E-Mail Subscribe

I<      <      >      >I

Contents© 2011 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Zoom   Fit     +   –

http://www.agrrmag.com
www.agrrmag.com
http://www.agrrmag.com/digital
http://www.cdsreportnow.com/renew/now?ARR
http://www.glassbot.net
mailto:sales@glassbot.net


You Can Join the Winning Team Today!
 New & Faster Supply Lines

 Manufacturing time on container loads is approximately 4 - 5 weeks 
 Building new windshield part numbers weekly for our customers

 Competitive Buying Power
 Best prices anywhere with volume buying power
 Direct shipments from the manufacturer

 Increased Knowledge Through Effective
Distributor Communications

 Assisted advertising development
 Assisted inventory management control

 Website ordering

ASK About 
The “Quick
Movers”

Stocking Plan

To Inquire About 
Becoming A 
Successful 

Distributor Call:
866-664-5262

sales@northstarautoglass.com
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cle and “trapped under [his vehicle].”
Humphrey was charged with “careless
driving [that] caused bodily injury.”

While Reid did not have further de-
tails available about how Humphrey
was ejected, a representative of the tow

company that removed the vehicle
from the accident scene says the wind-
shield had separated from the vehicle
in one piece when it was recovered.

“It had the rubber seal around it, but
the glass was completely out,” said a

representative of Johnson’s Corner
Service Center who identified himself
as Tanner but declined to provide his
last name. The Loveland, Colo.-based
company towed the vehicle from the
October 19 accident.

He added, “I think [the accident vic-
tim] pushed the whole windshield out.
We picked it up as a solid piece of
glass.”

The vehicle Humphrey was driving
is owned by Elite Auto Glass, a Safelite
company, according to the official po-
lice report. Humphrey was taken to the
Medical Center of the Rockies with se-
rious injuries, and, according to Safe-
lite spokesperson Melina Metzger, he
has since been released.

Auto Glass Manufacturer
Fined $50,000 for
OSHA Violation, Injured
Worker, at Ontario Plant

Pilkington Glass of Canada Ltd. in
Toronto was fined $50,000 in Novem-
ber 2010 for a March 2009 incident that
violated the Occupational Health and
Safety Act and injured a worker, ac-
cording to information from the On-
tario Ministry of Labor (OML).

According to the OML, a worker was
inspecting windshields on a conveyor
belt at the company’s manufacturing
plant in Collingwood, Ontario, on
March 23, 2009, when he dropped a
roll of stickers under the conveyor belt
and reached to pick them up.

“The worker’s hand was caught and
injured between parts of the conveyor
and a damaged guard,” writes the
OML.

An OML investigation following the
incident found that the guard was
damaged and did not prevent access to
the moving parts of the conveyor, ac-
cording to the recently released report,
and Pilkington of Canada pleaded
guilty “to failing to replace or repair the
damaged guard.”

At press time, company officials
had not responded to requests for
comment. �

800.321.2597
www.glasweld.com/gclear

:: proprietary UV
coating exceeds
OEM standards

:: compatible with
ALL headlamp
restoration systems

:: frequency matched
UV curing lamp
assures long lasting
durability

:: simple, easy
preparation and
application process

headlamp restoration system

introducing
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A
A&I Products
1020 22nd Avenue
Rock Valley, IA 51247
712/476-4132 (P)
712/476-4236 (F)

A.N. Designs Inc.
111 Putter Lane
Torrington, CT 06790-4632
866/482-2921 (P)
866/482-8585 (F)
www.ultrawiztools.com
See our ad on page 9.

AEGIS Tools International
P.O. Box 259688
Madison, WI 53725
608/274-9254 (P)
608/274-9395 (F)
www.aegistools.com
See our ad on page 46.

AGRR™ magazine/glassBYTEs.com™
385 Garrisonville Road, Suite 116
Stafford, VA 22554
540/720-5584 (P)
540/720-5687 (F)
www.agrrmag.com
www.glassBYTEs.com

Auto Glass Replacement Safety
Standards (AGRSS) Council
800 Roosevelt Road
Bldg. C, Suite 312
Glen Ellyn, IL 60137
630/942-6597 (P)
630/790-3095 (F)
www.agrss.org

Auto Glass Week™
385 Garrisonville Road, Suite 116
Stafford, VA 22554
540/720-5584 (P)
540/720-5687 (F)
www.autoglassweek.com
See our ad on page 43.

Applied Surface Technologies
135 W. Madison Street
Waterloo, WI 53594
708/204-2663 (P)
www.astl.com

B
BTB Auto Glass and
Body Shop Tools
1B Wood Street
Bendigo, Victoria 3550 Australia
613/5443-1755 (P)
613/5114-5263 (F)
www.btbtools.com

C
C.R. Laurence Co. Inc.
2503 East Vernon Avenue
Los Angeles, CA 90058-1897
323/588-1281 (P)
800/262-3299 (F)
www.crlaurence.com

Clean Plus Inc./CPI Divisions
138 E. Main Street
West Concord, MN 55985
507/527-2233 (P)
507/527-2308 (F)
www.cpidivisions.com

Coach Glass
90 N. Polk
Eugene, OR 97402
541/684-7868 (P)
888/714-7171 (F)
www.coachglass.com
See our ad on page 41.

Creative Extruded Products
1414 Commerce Park Drive
Tipp City, OH 45371
937/667-4485 (P)
937/667-3647 (F)
www.creativeextruded.com
See our ad on page 7.

Curved Glass Distributors
72 Chapel Street
Derby, Connecticut 06418
800/243-6546 (P)
203/735-3623 (F)
www.curvedglassdist.com

D
DCM Company
P.O. Box 1549
Elkhart, IN 46515-1549
574/294-6989 (P)
574/294-7599 (F)
www.dcmco.com

Delta Kits Inc.
P.O. Box 26509
Eugene, OR 97402
541/345-8554 (P)
541/345-1591 (F)
www.deltakits.com

Digital Business Controls
623 East 2100 South
Salt Lake City, UT 84106
801/413-1836 (P)
801/413-1839 (F)
www.dbcontrols.com

Dow Automotive
555 Gaddis Blvd.
Dayton, OH 45403
800/453-3779 (P)
937/254-5125 (F)
www.dowautomotiveaftermarket.com

E
eDirectGlass
8687 E. Via De Ventura, Suite 311
Scottsdale, AZ 85258
480/993-0915 (P)
480/422-9085 (F)
www.edirectglass.com

EFTEC Aftermarket
2733 Big Sur Drive
Lewis Center, OH 43035
740/548-1656 (P)
740/548-1657 (F)
www.dinitrol.com

Equalizer Industries Inc.
2611 Oakmont Drive
Round Rock, TX 78665
512/388-7715 (P)
512/388-4188 (F)
www.equalizer.com
See our ad on page 3.

Extractor/Crystal Glass
9508 - 45 Avenue
Edmonton, AB T6E 5Y9
780/436-3251 (P)
780/438-5915 (F)
www.extractortools.com

F

Fein Power Tools Inc.
1030 Alcon Street
Pittsburgh, PA 15220
800/441-9878 (P)
412/922-8767 (F)
www.feinus.com
See our ad on page 19.

FlexLine®/Yih-Tair Industrial Inc.
5536 Business Park Drive
San Antonio, TX 78218
877/975-5554 (P)
210/310-0982 (F)
www.flexlinemoldings.com
See our ad on page 39.

G

Glass Bot/Nelson Marketing
5920 McKinley Drive
Garden Valley, CA 95633
530/333-1269 (P)
www.glassbot.net
See our ad on page 12.

Glass Doctor
1020 N. University Parks Drive
Waco, TX 76707
800/280-9858 (P)
254/745-5098 (F)
www.glassdoctorfranchise.com
See our ad on page 5.

Glass Pro Systems
128 Rocks Lane
Newport, NC 28570
815/713-4480 (P)
815/713-2030 (F)
www.glassprosystems.com

Glass Technology Inc.
434 Turner Drive
Durango, CO 81301-3419
970/247-9374 (P)
970/247-9375 (F)
www.gtglass.com

GlasWeld
20578 Empire Avenue
Bend, OR 97701
800/321-2597 (P)
541/388-1157 (F)
www.glasweld.com
See our ad on page 14.

GLAXIS
37 Acrewoods Place
The Woodlands, TX 77382
412/434-2790 (P)
412/434-4080 (F)
www.glaxissolutions.com

™ ™

™
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Search Archives E-Mail Subscribe

I<      <      >      >I

Contents© 2011 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Zoom   Fit     +   –

http://www.ultrawiztools.com
http://www.aegistools.com
http://www.agrrmag.com
http://www.glassBYTEs.com
http://www.agrss.org
http://www.autoglassweek.com
http://www.astl.com
http://www.btbtools.com
http://www.crlaurence.com
http://www.cpidivisions.com
http://www.coachglass.com
http://www.creativeextruded.com
http://www.curvedglassdist.com
http://www.dcmco.com
http://www.deltakits.com
http://www.dbcontrols.com
http://www.dowautomotiveaftermarket.com
http://www.edirectglass.com
http://www.dinitrol.com
http://www.equalizer.com
http://www.extractortools.com
http://www.feinus.com
http://www.flexlinemoldings.com
http://www.glassbot.net
http://www.glassdoctorfranchise.com
http://www.glassprosystems.com
http://www.gtglass.com
http://www.glasweld.com
http://www.glaxissolutions.com
http://www.agrrmag.com
www.agrrmag.com
http://www.agrrmag.com/digital
http://www.cdsreportnow.com/renew/now?ARR


www.agrrmag.com January/February 2011 AGRR 17

The Annual AGRR Buyer’s Guide—The Only
Guide of Its Kind for the Auto Glass Industry

Global Glass
Conservation Alliance
1629 K Street, Suite 300
Washington, DC 20006
540/720-7484 (P)
540/720-3470 (F)
www.glassconservation.org

Gold Glass Group
545-4 Johnson Avenue
Bohemia, NY 11716
631/981-4277 (P)
631/981-4299 (F)
www.gggcorp.com
See our ad on page 1.

GTS
11481 SW Hall Blvd., Suite 100
Portland, OR 97223
800/209-2369 (P)
503/624-0433 (F)
www.gtsservices.com

Guardian Automotive Products
2040 Production Drive
Findlay, OH 45840
800/331-8403 (P)
419/396-3601 (F)
www.guardianaftermarket.com

H
HanitaTEK Window Films
4010 La Reunion, Suite 100
Dallas, TX 75212
800/660-5559 (P)
214/351-5835 (F)
www.hanitatek.com

I
IBS Software
1221 Harrison Street
Kansas City, MO 64106
816/471-0150 (P)
816/423-8670 (F)
www.ibssoftware.com

Independent Glass Association
354 Westlind Road
Syracuse, NY 13219
315/706-9172 (P)
315/487-4055 (F)
www.iga.org

InstaEtch - VIN Etching Systems
624 E. Iris Court
Gilbert, AZ 85296
602/481-9444 (P)
888/854-5534 (F)
www.instaetch.com

J
JAMAK Fabrication USA
1401 N. Bowie Drive
Weatherford, TX 76086
800/543-4747 (P)
817/594-8324 (F)
www.jamak.com

M

Mainstreet Computers Inc.
330 Charles Street
Belleville, MI 48111
800/698-6246 (P)
734/697-8228 (F)
www.mainstreetcomp.com
See our ad on page 21.

Mitchell International/NAGS
9889 Willow Creek Road
San Diego, CA 92131
800/551-4012 (P)
858/653-5447 (F)
www.glass.mitchell.com
See our ad on page 15.

MyGlassTruck.com
200 Acorn Road
Glassboro, NJ 08028
856/863-0900 (P)
856/863-6704 (F)
www.myglasstruck.com

Mygrant Glass
1360 Caldwell Circle
Anaheim, CA 92805
866/956-5084 (P)
714/956-7421 (F)
www.mygrantglass.com

N

National Windshield
Repair Association
P.O. Box 569
Garrisonville, VA 22463
540/720-7484 (P)
540/720-3470 (F)
www.nwraassn.org

Newborn Caulk Guns
8221 Preston Court, Suite D
Jessup, MD 20794
301/604-1500 (P)
301/604-7950 (F)
www.newborncaulkguns.com

Northstar Automotive Glass
1340 N. Mosley
Wichita, KS 67214
888/686-1099 (P)
316/263-0415 (F)
www.northstarautomotiveglass.com
See our ad on page 13.

P
Performance Tools
7640 Commerce Place
Plain City, OH 43064
866/448-6657 (P)
614/873-4899 (F)
www.44tools.com

Pilkington
3440 Centerpoint Drive
Urbancrest, OH 43123
866/377-3647 (P)
614/801-5955 (F)
www.epremier.net
See our ad on page C2.

Pipe Knife Co., The
2155 Tabor Drive
Lakewood, CO 80215
303/232-8788 (P)
303/232-8789 (F)
www.pipeknife.com
See our ad on page 38.

Pittsburgh Glass Works
30 Isabella Street, Suite 500
Pittsburgh, PA 15212
412/995-6500 (P)
www.pgwglass.com

Precision Replacement Parts
4611 Camp Phillips Road
Schofield, WI 54476
800/367-8241 (P)
360/563-0200 (F)
www.prp.com
See our ad on page 45.

Pro Source Glass International
P.O. Box 996
Andover, MA 01810
978/975-5400 (P)
978/975-5300 (F)
www.prosourceglass.com

Q

Quest Software
106 West Tolles Drive
St. Johns, MI 48879
800/541-2593 (P)
989/224-7067 (F)
www.questsoftware.com

R

Reid Manufacturing
130 Mason Drive
Coopersville, MI 49404
800/353-7343 (P)
616/997-0030 (F)
www.reidmfg.com
See our ad on page 32.

S
Service AutoGlass
2400 Farmers Drive, 5th Floor
Columbus, OH 43235
877/630-1389 (P)
614/210-9201 (F)
www.serviceautoglass.com

Saint-Gobain Autover
3351 Southwest Blvd.
Grove City, OH 43123
614/801-2290 (P)
614/801-0303 (F)
www.autover.us

Shat R Proof Corp.
12800 Highway 13, Suite 500
Savage, MN 55378
800/728-1817 (P)
952/946-0481 (F)
www.shatrproof.com
See our ad on page 11.

SIKA Corp.
30800 Stephenson Hwy.
Madison Heights, MI 48071
800/688-7452 (P)
248/577-0810 (F)
www.sikaindustry.com
See our ad on page 33.

Stoner Inc.
1070 Robert Fulton Hwy.
Quarryville, PA 17566
800/227-5538 (P)
717/786-9088 (F)
www.stonersolutions.com

INDEPENDENT
Glass Association
INDEPENDENT
Glass Association

"Lighting the way to a better future."

®

In the following pages
you’ll find the industry’s
only all-encompassing

source for all your supplier
needs.

continued on page 18
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http://www.northstarautomotiveglass.com
http://www.44tools.com
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http://www.pipeknife.com
http://www.pgwglass.com
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http://www.prosourceglass.com
http://www.questsoftware.com
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Adhesive/Sealants
Auto Glass Adhesive Systems
C.R. Laurence Co. Inc.
Dow Automotive
EFTEC Aftermarket
Equalizer Industries Inc.
Mygrant Glass
Pilkington
Shat R Proof Corp.
SIKA Corp.

Sealants, Urethane
BTB Auto Glass and

Body Shop Tools
C.R. Laurence Co. Inc.
Dow Automotive
EFTEC Aftermarket
Mygrant Glass
Pilkington
SIKA Corp.

Tapes, Auto Glass
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions
Equalizer Industries Inc.
Gold Glass Group
Mygrant Glass
Pilkington

Tapes, Mirror-Mounting
C.R. Laurence Co. Inc.
Pilkington

Auto Glass
Bullet-Resistant
Pilkington

Distributors
A&I Products
Guardian Automotive Products
Mygrant Glass
Northstar Automotive Glass
Pilkington
Pittsburgh Glass Works
Saint-Gobain Autover
Xinyi Glass North America Inc.

Foreign
Guardian Automotive Products
Mygrant Glass
Pilkington
Pro Source Glass International
Saint-Gobain Autover
Xinyi Glass North America Inc.
Zeledyne

Franchises
Glass Doctor
SuperGlass Windshield Repair

Hard-to-Find
A&I Products
Coach Glass
Glass Seekers
Mygrant Glass
Pilkington
Pro Source Glass International
Sunroof Express/

Night Watchman Co.
Zeledyne

Laminated Glass
Guardian Automotive Products
Mygrant Glass
Pilkington
Pittsburgh Glass Works
Saint-Gobain Autover
Zeledyne

Mirrors, Rearview
Mygrant Glass
Pilkington

Mirrors, Side-View
Gold Glass Group
Guardian Automotive Products
Mygrant Glass
Pilkington

Rear Sliders, Manual
C.R. Laurence Co. Inc.
Guardian Automotive Products
Mygrant Glass
Pilkington
Saint-Gobain Autover
Zeledyne

Rear Sliders, Power
C.R. Laurence Co. Inc.
Mygrant Glass
Pilkington
Zeledyne

RV Glass
Coach Glass
Guardian Automotive Products
Pilkington

Sunroofs
C.R. Laurence Co. Inc.
Pilkington
Sunroof Express/

Night Watchman Co.
Zeledyne

T-Tops
Sunroof Express/

Night Watchman Co.

Tempered Parts
Mygrant Glass
Pilkington
Pittsburgh Glass Works
Pro Source Glass International
Saint-Gobain Autover
Zeledyne

Van Glass
C.R. Laurence Co. Inc.
Guardian Automotive Products
Pilkington
Zeledyne

Windshield Manufacturers
A&I Products
Guardian Automotive Products
Pilkington
Pittsburgh Glass Works
Safelite
Saint-Gobain Autover
Xinyi Glass North America Inc.
Zeledyne

Auto Glass-Related
Products
Accessories
AEGIS Tools International
BTB Auto Glass and

Body Shop Tools
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions
Equalizer Industries Inc.
Gold Glass Group
InstaEtch - VIN Etching Systems
JAMAK Fabrication USA
Mygrant Glass
Pilkington
Reid Manufacturing
Shat R Proof Corp.
SIKA Corp.

Alarm Systems
InstaEtch - VIN Etching Systems

Automotive Mirror
Guardian Automotive Products
Mygrant Glass
Pilkington
Precision Replacement Parts

Headlight Restoration Systems
Delta Kits Inc.
GlasWeld
Glass Technology Inc.

Mastics for Mirrors
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions

Sunroof Express/
Night Watchman Co.
2696 American Drive
Troy, MI 48083
800/322-8867 (P)
248/654-4011 (F)
www.nightwatchman.net
See our ad on page 41.

SuperGlass Windshield Repair
6101 Chancellor Drive #200
Orlando, FL 32809
866/557-7497 (P)
407/240-3266 (F)
www.superglass.com

T
TVI Wiper Blades
727 South 13th Street
Omaha, NE 68102-3299
888/884-7278 (P)
800/777-4562 (F)

U
Ultra Bond Inc.
2458 I-70 Business Loop #B-1
Grand Junction, CO 81501
800/398-2663 (P)
970/216-1786 (F)
www.ultrabond.com

Unruh Fab Inc.
100 Industrial Drive
Sedgwick, KS 67135
316/772-5400 (P)
316/772-5852 (F)
www.unruhfab.com

W

Wood’s Powr-Grip Co. Inc.
P.O. Box 368
Laurel, MT 59044
800/548-7341 (P)
406/628-8354 (F)
www.powrgrip.com
See our ad on page 21.

X
Xinyi Glass North America Inc.
3601 Highway 7 East,

Suite 702-704
Markham, ON L3R 0M3
905/947-8801 (P)
905/947-8892 (F)
www.xinyiglass.ca

Z
Zeledyne
17333 Federal Drive, Suite 230
Allen Park, MI 48101
800/331-2607 (P)
313/845-5986 (F)
www.zeledyne.com

CO., INC.

®

Resource Central
Product Categoriescontinued from page 17
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Mouldings
A&I Products
Coach Glass
Creative Extruded Products
Equalizer Industries Inc.
Gold Glass Group
Guardian Automotive Products
Mygrant Glass
Pilkington
Precision Replacement Parts
Pro Source Glass International
FlexLine®/Yih-Tair

Industrial Inc.

Glass Handling and
Transportation
General
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions
Glass Doctor
Pilkington
Wood’s Powr-Grip Co. Inc.

Glass Hauler Bodies
Unruh Fab Inc.

Handling Equipment
AEGIS Tools International

BTB Auto Glass and
Body Shop Tools

C.R. Laurence Co. Inc.
Pilkington
Pipe Knife Co., The
Unruh Fab Inc.
Wood’s Powr-Grip Co. Inc.

Packaging
C.R. Laurence Co. Inc.
Pilkington

Rack Pads
C.R. Laurence Co. Inc.
Equalizer Industries Inc.
Unruh Fab Inc.

Rack Trucks
Unruh Fab Inc.

Racks
C.R. Laurence Co. Inc.
Equalizer Industries Inc.
Mygrant Glass
Pilkington
Pipe Knife Co., The
Unruh Fab Inc.

Storage
C.R. Laurence Co. Inc.
Unruh Fab Inc.

Trucks
Glass Doctor
Unruh Fab Inc.

Unloaders
Wood’s Powr-Grip Co. Inc.

Information Sources
Associations
AGRSS Council Inc.
Global Glass Conservation

Alliance
Independent Glass Association
National Windshield

Repair Association

Exhibitions
AGRR Magazine/

glassBYTEs.com™
Auto Glass Week™

Information Resources
AGRR Magazine/

glassBYTEs.com™

Independent Glass Association
National Windshield

Repair Association

Labs, Testing Labs
GlasWeld

Publications
AGRR Magazine/

glassBYTEs.com™

Standards
AGRSS Council Inc.
National Windshield Repair

Association (ROLAGS)

Training
Delta Kits Inc.
Glass Doctor
GlasWeld
GTS
Ultra Bond Inc.

Machinery/Equipment
Screen Printing Machinery
InstaEtch - VIN Etching Systems

continued on page 20
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Plastics and Alternative
Glazing Materials
Polycarbonate
Pilkington

Software
Accounting
Digital Business Controls
eDirectGlass
Glass Doctor
GTS
IBS Software
Mainstreet Computers Inc.

Auto Glass-Related
Digital Business Controls
eDirectGlass
Glass Doctor
GLAXIS
GTS
InstaEtch - VIN Etching Systems
Mainstreet Computers Inc.
Mygrant Glass
Quest Software

EDI
Digital Business Controls
eDirectGlass
GTS
IBS Software
Mainstreet Computers Inc.
Mitchell International
Mygrant Glass
Quest Software

EDI/e-Commerce
Digital Business Controls
eDirectGlass
GLAXIS
GTS
Mainstreet Computers Inc.
Pilkington
Quest Software

Estimating
Digital Business Controls
eDirectGlass
Glass Doctor
GTS
Mainstreet Computers Inc.
Mitchell International

General Business
Digital Business Controls
eDirectGlass
Glass Doctor
GTS
Mainstreet Computers Inc.
Mitchell International
Pilkington
Quest Software

Glass-Cutting
Digital Business Controls

Glass Fabrication-Related
Digital Business Controls
GTS

Optimization
Digital Business Controls
eDirectGlass
InstaEtch - VIN Etching Systems
Mainstreet Computers Inc.

Point of Sale
Digital Business Controls
eDirectGlass
Glass Doctor
GTS
IBS Software
Mainstreet Computers Inc.
Mitchell International
Mygrant Glass
Quest Software

Pricing
Digital Business Controls
eDirectGlass
Glass Doctor
GTS
Mainstreet Computers Inc.
Mitchell International
Quest Software

Quality Control
Digital Business Controls
eDirectGlass
Glass Doctor

Window Film
Digital Business Controls

Windshield Cutting
Digital Business Controls

Windshield Repair
Digital Business Controls
eDirectGlass
GTS
IBS Software
Mainstreet Computers Inc.

Tools and Supplies
Caulking Guns
AEGIS Tools International
BTB Auto Glass and

Body Shop Tools
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions
EFTEC Aftermarket

Equalizer Industries Inc.
Extractor/Crystal Glass
Newborn Caulk Guns
Pilkington
Pipe Knife Co., The
Reid Manufacturing

Cleaner, Glass
AEGIS Tools International
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions
Dow Automotive
Pilkington
Shat R Proof Corp.
SIKA Corp.

Glass Labeling Products
InstaEtch - VIN Etching Systems
Pilkington

Windshield Removal Tools
A.N. Designs Inc.
AEGIS Tools International
BTB Auto Glass Tools
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions
Equalizer Industries Inc.
Extractor/Crystal Glass
Glass Bot/Nelson Marketing
Pilkington
Pipe Knife Co., The
Reid Manufacturing
Wood’s Powr-Grip Co. Inc.

Window Film
and Coatings
Auto Film
C.R. Laurence Co. Inc.
HanitaTEK

Coatings, Water-Repellant
AEGIS Tools International
GlasWeld
Ultra Bond Inc.

Security Film
HanitaTEK
InstaEtch - VIN Etching Systems
Shat R Proof Corp.

Windshield
Repair Products
Burs
AEGIS Tools International
Clean Plus Inc./CPI Divisions
Delta Kits Inc.
Glass Pro Systems

Glass Technology Inc.
Ultra Bond Inc.

Equipment
AEGIS Tools International
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions
Delta Kits Inc.
Glass Pro Systems
Glass Technology Inc.
GlasWeld
InstaEtch - VIN Etching Systems
Shat R Proof Corp.
Ultra Bond Inc.
Wood’s Powr-Grip Co. Inc.

Headlight Protection
AEGIS Tools International
Delta Kits Inc.
Glass Technology Inc.

Moisture Removal Tools
AEGIS Tools International
Delta Kits Inc.
Glass Pro Systems
Glass Technology Inc.
GlasWeld
Ultra Bond Inc.

Resins
AEGIS Tools International
BTB Auto Glass Tools
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions
Delta Kits Inc.
Equalizer Industries Inc.
Glass Pro Systems
Glass Technology Inc.
GlasWeld
Pilkington
Shat R Proof Corp.
Ultra Bond Inc.

Scratch Removal Systems
AEGIS Tools International
C.R. Laurence Co. Inc.
Equalizer Industries Inc.
Glass Technology Inc.
GlasWeld
Shat R Proof Corp.
Ultra Bond Inc.

UV Curing Lamps
AEGIS Tools International
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions
Delta Kits Inc.
Equalizer Industries Inc.

Resource Central
continued from page 19
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Glass Pro Systems
Glass Technology Inc.
GlasWeld
Shat R Proof Corp.
Ultra Bond Inc.

Windshield Repair Systems and Supplies
AEGIS Tools International
BTB Auto Glass and Body Shop Tools
C.R. Laurence Co. Inc.
Clean Plus Inc./CPI Divisions
Delta Kits Inc.
Equalizer Industries Inc.
Glass Pro Systems
Glass Technology Inc.
GlasWeld
Pilkington
Shat R Proof Corp.
Ultra Bond Inc. �
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AVE TIMAVE TIMAVE TIMAVE TIMAVE TIMAVE TIME

800.548.7341 WWW.POWRGRIP.COM

CO., INC.

®

"The design of these vacuum cups is perfect for
every application in and out of my shop! When I

bought my shop 4 years ago, the previous owner
left his Wood’s Powr-Grip vacuum cups for me

to try. I have installed over 4000 windshields and
over 10,000 pieces of glass with my Powr-Grip

cups. Top quality, safe and reliable.
I would never use anything else."

~ Miguel Suazo

Northern Rockies Glass and Detailing
Miguel & Debbie Suazo, owners

AVE TIMAVE TIMAVE TIMAVE TIMAVE TIMAVE TIMAVE TIMAVE TIMAVE TIMAVE TIMAVE TIMAVE TIMEE
"The design of these vacuum cups is perfect for

make money

For details on our complete product line, call or visit us today

Not Listed?
Please e-mail

pstacey@glass.com to be
added to next year’s

Buyer’s Guide.
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D
OOR-TO-DOOR SALES ARE
nothing new. At one time, it
wasn’t uncommon to en-
counter door-to-door pest

control salespeople, those selling vac-
uum cleaners and more. In today’s mar-
ket, items such as roofing, siding and
paving often are sold this way. A sales-
person might knock on a door and say,
“Hey, we just installed this for your
neighbor and think you could use it too.”

During the last few years this type of
sales practice has spilled out into the auto
glass industry and has become quite
popular in certain markets. Some say this
and other direct marketing efforts are af-
fecting the industry in new ways.

At the same time as the use of direct-
marketing methods has grown, the Na-
tional Insurance Crime Bureau (NICB)
has begun releasing reports over the last
two years saying that “questionable”
auto glass claims are on the rise. NICB
says that “questionable” auto glass
claims were up 511 percent for the first
three quarters of 2010, compared with
the same period of 2009.

“These are not definitive fraud cases
at all,” says NICB spokesperson Frank
Scifaldi. “These are cases that the
member companies—of which there
are more than 1,000—have the option
of referring … as questionable to us.”

While some may question the accu-
racy of this data, which is gathered by a
not-for-profit organization funded by
approximately 1,000 property/casualty
insurance companies, the fact that out-
side sources are taking notice of the in-
dustry also could give rise for concern.

The consumer press has taken no-
tice of direct marketing methods as
well. In October 2010, MSNBC’s Bob
Sullivan featured the topic of “wind-
shield bullies” in his “Red Tape Chron-
icles” blog. In the blog, titled
“Windshield Bullies: A Growing Fraud

Problem,” Sullivan writes, “They hover
outside car washes, wander around of-
fice parking lots or sometimes even go
door to door. They find a chip in your
windshield, then launch into a hard
sell for instant replacement.”

How It Works
So, how do door-to-door sales work

in the auto glass industry? In some
cases, teams of salespeople are sent out
to neighborhoods, strip malls and other
locales where they search for vehicles
that need auto glass work. The salespeo-
ple often carry lists of insurance compa-
nies with them, and offer to call the
consumer’s insurance company for
them as a convenience—stating that the
work will be completed “at no cost
to the customer.” The salespeople
themselves sometimes vary in
position—some work directly for
auto glass companies, while oth-
ers work for marketing companies
hired by auto glass businesses.

“The most common places that you
see it happening are car washes, gas
stations and door-to-door,” says one
Southeastern shop owner who asked
not to be identified publicly due to
concerns about how it
might impact his busi-
ness, adding, “I realize
that some people who
might be using some of
these methods are very
honorable companies.”

National Windshield Re-
pair Association president
KerryWanstrath sees a differ-
ence among the methods and
the ramifications of each.

“If people are at an auto
service center of some sort and
they notice you need a repair,
that’s different,” says Wanstrath,
who also serves as president of

Glass Technology in Durango, Colo. “I
would not put [that and door-to-door
sales] in the same category, because
one is obvious harvesting—the other is
taking advantage of the fact that a cus-
tomer is at your facility. One is going
out trying to get a repair that is unso-
licited and possibly not needed. In the
other case, the person is in their place
of business and they’re offering an ad-
ditional service.”

One Gulf Coast auto glass shop
owner actually had a door-to-door
salesperson visit his home and attempt
to encourage his wife to have some pits
in her windshield repaired.

“[The salesperson] told my wife she
needed to replace the windshield

on our 2006 Lincoln Naviga-
tor. He brought her out and
showed her what he called
pits, and he told her be-
cause there were three or

more pits she could get a
whole new wind-

shield for free,”
said the shop
owner, who
wished to

not be identi-
fied in this article

continued
on page 24

“I’m not saying going door-to-door
sales are immoral, but the tactics
some are using are immoral.”

—Southeastern auto glass shop owner
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due to his professional affiliations. “I’m
in the business and I know there’s
nothing wrong with that windshield.”

Kerry Soat, founder and president of
Fas-Break in Phoenix (a locale many
say is a hotbed of car wash activity),
says he’s been approached as well.

“[Some are] very aggressive, even
with me,” he says. “I’ll have Fas-Break
Windshield Repair on my shirt and the
guy says, ‘well, it’s free—it doesn’t cost
you a dime.’”

But Is It Wrong?
So is this practice fraudulent, illegal,

immoral, unethical or none of the
above? The rub seems to occur when
such salespeople allegedly identify
auto glass damage that doesn’t need to
be repaired, or even allegedly create
the damage themselves.

In October 2009, a Florida woman
who was working for a marketing
company doing sales for Coast to
Coast Auto Glass (C2CAG) (see box on
page 26) was arrested for allegedly
damaging the windshields of two ve-
hicles and then offering to have the
windshields repaired “at no cost.” The
alleged damage occurred in the park-
ing lot of a pawn shop in Hernando
County, Fla. The defendant, Jenna
Parslow, had advised
local police that she
made $45 for every
windshield she re-

ferred to the

company, according to police reports.
In some cases, the door-to-door

salespeople have violated local “ped-
dling” laws. In April 2010, two men
were arrested in Fort Myers, Fla., for al-
legedly “peddling” windshield replace-
ment services without a license. The
two, Edward Grano and Justin Herrero,
who were identified as working for a
company called Tag Promotions, told
police they were “selling windshields”
door-to-door, and that they “help peo-
ple call their insurance compan[ies] to
replace their windshields … ” (See box
on page 26.)

These aren’t the only reports of such
practices. In June 2010, the police de-
partment in Charleston, S.C., issued a
warning to local residents to beware
specifically of C2CAG representatives
going door-to-door, explaining that
they didn’t have the proper peddling
permits.

In July 2010, TV station KCRA in Fol-
som, Calif., reported on issues with
“high-pressure sales pitches by some
auto glass repair companies.” The re-
port mentions the company Chipio,
which is based in Phoenix.

Likewise, in mid-January, a Rich-
mond, Va., station featured a story
warning of “windshield bullies.” “In
some cases we’ve heard reports that
[the salespeople] have been at a car
wash and said ‘oh I see your wind-
shield is broken,’” says Va. state
trooper Sgt. J.C. Miers, who was
quoted in the original report.
“We’ve not heard of any specific

reports in Virginia where they’ve gone
through a neighborhood and actually
broken the glass, but [I’ve heard] in
other states they have.”

Harvesting or Just
Good Sales Strategy?

A term almost as familiar to the in-
dustry as “windshield bullies” of late
has been that of “claims harvesting,”
and some would say the practices of
door-to-door sales, car wash market-
ing and parking lot canvassing fall into
this category. “In general, the concept,
just because most of us don’t like it,
isn’t wrong if you do it ethically,” said
the Gulf Coast shop owner. “We’re all
trying to harvest claims. It’s no differ-
ent than Safelite saying in their ads
that [they will] ‘repair your windshield
at no cost to you.’”

Independent Glass Association pres-
ident Alan Epley of Southern Glass and
Plastic Co. in Columbia, S.C., suggests
that perhaps the growth in the use of
direct marketing has been spurred by
the existing auto glass claims structure
(see related story on page 8).

“Is it possible that the companies
engaging in direct marketing are try-
ing to secure customers before policy-
holders report the claim through a
process that is designed to steer as
many claims as possible to shops
owned by the third-party administra-
tors (TPAs) or preferred by insurers?”
he asks.

24 AGRR January/February 2011 www.agrrmag.com

continued on page 26

“[Windshield bullies] are not
reputable vehicle glass businesses,
but rather those who prey on
policyholders, using high-pressure
tactics to coerce them into filing a
vehicle glass claim at gas stations, car
washes or by going door to door.”

—Melina Metzger, Safelite

Knock, Knock
CONTINUED FROM PAGE 23
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THE PARKING LOT SALES PITCH
often starts with a simple introduc-
tion, according to information AGRR

magazine has obtained that outlines one
pitch being used in today’s market.

“Hey, sir/miss, how you doing? … My
name is [blank] … They have us here
doing a safety promotion for all [gas sta-
tion name] customers.”

Salespeople are encouraged to “seem
indifferent” and chat, before pointing out,
“There are tons of people … getting dam-
age to their windshields due to all the con-
struction and road work going on. They
just have us checking everyone out; mak-
ing sure you guys are all driving safe.”

Once the representative looks over the
windshield and develops his/her sales
tactic, he/she is to say, “Hey, what hap-
pened to your windshield? You have a
[insert one: bunch of chips, missing glass
or a huge crack],” in this scenario.

Then the pitch outlines a number of
questions with “yes” answers to be
asked: “You do a lot of highway driving,
right? Rocks hitting your windshield are
annoying, right?”

Then, particularly in no-fault states,
the customer often is advised that his
insurance policy “entitles [him] to a
brand-new windshield at no cost”—fol-
lowed by a question: “Pretty cool,
right?” (These representatives are ad-
vised never to use the term “free”—but
rather the phrase “at no cost to you.”)

“I know all this may look like nothing
now, but with the weather changing, it
can crack out and be very dangerous for
you,” continues the pitch.

The closing consists of asking for the
customer’s insurance provider, making a
joke about the provider’s slogan to keep
the customer comfortable, and then
pulling out a cell phone to make a call.
(Representatives are all equipped with
detailed lists of insurers, their phone
numbers, open hours and important
items to note when calling.)

“You have that policy card on you,
right? It’s probably in your wallet or glove
box,” advises the salesperson. “Great!
Grab that for me real quick, and I will get

the insurance company on the
phone to make sure it’s no cost to
you and get you out of here one-
two-three.”

The sales representative goes
on to prep the customer, advising
that an insurance CSR will be
reading a script and asking lots
of questions—such as the date,
whether anyone got hurt, and
how large the damage is.

“They may try pushing for a
repair,” advises the representa-
tive. “That’s when they drill into
your windshield and fill it up
with glass resin. It’s only a
temporary fix, and a new wind-
shield’s a safe windshield.”

Sales representatives also
are trained to combat any
possible objections to the
service in this particular
pitch. If consumers are con-
cerned about rate increases,
the salesperson is advised
to say this won’t happen.
For those who prefer to call
their agents, the represen-
tatives are to offer to call
for them. And, if a consumer says he is
short on time, the representative is to
advise that waiting could be dangerous,
and that the installer’s schedule might
fill up if the work isn’t booked quickly.

Employee contracts for at least one
company’s independent sales reps (ob-
tained by AGRR magazine) require that
they never represent themselves as em-
ployees of the auto glass company, and
that they never use the word “free.” ”The
proper description to be used is “no cost
to you,” reads this pitch.

Similarly, a different script obtained by

AGRR, designed specifically for neighbor-
hoods, begins by advising the customer
that the person was helping some of the
potential customer’s neighbors, and the
installer will be in the area all week to
complete work for all of them.

Then, the sales representative asks if
the person has any glass damage, who
his provider is, and if he has full cover-
age. Once damage is located, the script
continues similarly to the gas station
script, at the point which damage is
found.

“You have that policy card
on you, right? It’s probably
in your wallet or glove box.”

—sales pitch script

The Sales Pitch

This is an example of one script being used for
door-to-door residential sales.
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WHILE AUTO GLASS COMPANIES
utilizing direct marketing
methods exist under several

names in several different markets,
one of the best known is Coast to
Coast Auto Glass (C2CAG), which is
based in Scottsdale, Ariz., and, ac-
cording to its website, also has oper-
ations in Florida, Kentucky, Minnesota,
New York, Massachusetts and South
Carolina. Not only is this auto glass
company often discussed among read-
ers, it also has made waves in press
outlets across the nation in various
ways.

As early as August 2009, an NBC
News affiliate in Cape Coral, Fla., ran a
report about an alleged windshield re-
placement scam taking place in local
neighborhoods there. In the alleged
scam, associates claiming to be with a
company called Coast to Coast Insur-
ance had been going to door to door in
a neighborhood advising residents they
needed their windshields replaced be-
cause they might not function properly
in an accident.

While there is a Coast to Coast In-
surance in Cape Coral, officials there
denied involvement in the case. A
C2CAG representative advised AGRR
magazine she did not believe the case
to be associated with her company, be-
cause the report noted that the door-
to-door salespeople were collecting

deductibles at the door.
“We do go door-to-door, but we do

not collect money,” said C2CAG official
Rhonda Jacobson at the time of the
story.

Jacobson noted that C2CAG’s policy
is to canvas an area and look for wind-
shield damage.

“[Our independent contractors will]
touch base with customers and then
move on if there’s no windshield dam-
age,” she said.

Jacobson added that if windshield
damage is found, no funds are ex-
changed onsite.

“We do not collect payment of any
kind at the door,” she said.

In October 2009, C2CAG was named
in the case of Jenna Parslow—the
Florida woman arrested for allegedly
damaging the windshields of two vehi-
cles and then offering to have the wind-
shields repaired “at no cost.” The
damage was alleged to have occurred in
the parking lot of a pawn shop in Her-
nando County, Fla. The defendant had
advised local police that she made $45
for every windshield she referred to the
company, according to police reports.
C2CAG spokesperson Jigna Patel advised
AGRR magazine that Parslow was part
of the company’s “independent, third-
party sales force.”

“We utilize a third-party sales force
on an independent contractor basis,”

Soat also questions what can be con-
sidered harvesting.

“Is it claims harvesting when you
merely walk up to someone and say
‘you know, you have a chip in your
windshield?’” he asks. “To the insur-
ance industry, that is claims harvest-
ing, but the fact of the matter is, we’re
saving that consumer’s windshield.”

Others say some so-called “wind-
shield bullies” take what many call
“claims harvesting” a step further—
not only by going door-to-door and
advising consumers that the service
will be completed at no cost to them,
but also by focusing on the elderly,
those who can’t speak English
well, new drivers and other similar
populations.

“They use aggressive—and in some
cases fraudulent—tactics to solicit ve-
hicle glass claims, preying on new driv-
ers, the elderly and folks who do not
speak fluent English,” writes Safelite,
the largest auto glass retailer in the
United States, in a brochure it devel-
oped for distribution to insurance
agents.

“[Windshield bullies] are not rep-
utable vehicle glass businesses, but
rather those who prey on policyholders,
using high-pressure tactics to coerce
them into filing a vehicle glass claim at
gas stations, car washes or by going
door to door,” says Safelite spokesper-
son Melina Metzger. “Their approach is
typically pushy, and … in some cases
their actions are fraudulent.”

But Auto One president David

“Coast to Coast has teamed up
with a leading direct sales
distribution network that
consists of independent
authorized sales distributors and
providers local to each market in
which Coast to Coast operates.”

—C2CAG website

continued on page 28

Listen In
Simply use a

mobile tag
reader to scan
the above 2D
bar code and
gain instant ac-
cess to NICB’s “windshield bully” ad
(see page 4 for more information about
mobile tag readers).

Get the free mobile app at

http:/ /gettag.mobi
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CONTINUED FROM PAGE 24

Inside One Auto Glass Company
Using Direct Marketing Methods
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said Patel. “The individual involved in
the Tampa, Fla., matter is a member of
that independent, third-party sales
force, and not an employee of Coast to
Coast.”

“Coast to Coast Auto Glass does not
and will not tolerate unethical, fraudu-
lent or illegal conduct by any of its
sales representatives or other vendors,”
added Patel. “This is against our com-
pany’s philosophy and core principles,
and is contrary to the code of ethics
that we require of any person providing
sales services on our behalf.”

In another case, two men were ar-
rested in Fort Myers, Fla., for going
door-to-door “peddling” windshield re-
placements. The police report noted
that the two worked for Tag Promo-
tions, a local marketing company. One
of the men, Edward Grano, told AGRR
magazine shortly after the incident that
he was booking work for C2CAG. Grano
said that his main job was to book work
for the company, but that he doesn’t
actually do any repair or replacements.

“We book the jobs, but there are peo-
ple who go get trained [to do the work],”
he said.

Jacobson denied any ties between
C2CAG and Tag Promotions.

“Tag Promotions does not work for
Coast to Coast,” she said during an April
2010 interview.

In June 2010—shortly after the Tag
incident—the Charleston, S.C., police
issued a consumer advisory warning
residents to beware of C2CAG represen-
tatives, advising they did not have the
required “peddlers’ permits.”

Shortly after the advisory, Sgt. Trevor
Shelor told AGRR magazine he’d written
several tickets to C2CAG representatives

and that he’d received questions from
local residents about the company.

How Does the
Company Work?

C2CAG conducts much of its work
through marketing companies, accord-
ing to information from a 2009 lawsuit
in which the company was involved.

“All of Coast to Coast’s marketing is
conducted through independent, unaf-
filiated third-party entities, who sell
sales leads to Coast to Coast by directly
contacting businesses, such as service
stations and individuals, through neigh-
borhood canvassing,” wrote Jeffrey
Chebot of Whiteman, Banks and Chebot
LLC, whose law firm represented the
company in a suit filed by Belron US.
The suit alleged that C2CAG and Eugene
Casole, a former Belron US employee
who went to work for C2CAG, had vio-
lated Casole’s employment agreement
with Belron. The case eventually was re-
solved outside of court.

In October 2009, C2CAG announced
that it had been purchased by TKB Mar-
keting. The C2CAG website explains the
company’s sales network as follows:

“Coast to Coast has teamed up with
a leading direct sales distribution net-
work that consists of independent au-
thorized sales distributors and
providers local to each market in which
Coast to Coast operates,” it says. “This
alliance allows Coast to Coast to reach
customers face-to-face and offer its
top-quality services directly to the cus-
tomer. This unique direct, personalized
marketing and sales approach (com-
bined with our convenient, superior
mobile installation and on-the-spot re-
pair services) make Coast to Coast more

than just a jingle on the radio, or an ad
on TV. Authorized Coast to Coast sales
representatives are your friends and
neighbors that [sic] reside in the com-
munities in which they serve.”

The Company’s Agents
C2CAG is a registered limited liability

corporation organized in the state of
Delaware and was incorporated in Octo-
ber 2008. C2CAG’s website features a
photo of Michael Shimada, chief finan-
cial operator. Kim Enger is listed as the
company’s customer service representa-
tive, and Corey Udkoff as the company’s
insurance company liaison. Jacobson
handles public relations.

The company’s website is registered to
Jimmy McPhillips, whose LinkedIn ac-
count lists him as national installation
manager for the company.

TKB Marketing is referenced in the com-
pany’s corporate filings in Arizona, Con-
necticut and Florida. Shimada is referenced
as the company’s manager and principle
officer, respectively, in C2CAG’s Massachu-
setts and Kentucky corporate filings.

Patel, the company spokesperson to
whom AGRR magazine often has been re-
ferred for comment on various items, also
serves as corporate counsel for a com-
pany called Innovage, according to her
LinkedIn account. Innovage is based in
Foothill Ranch, Calif., where Shimada and
TKB also are based, according to C2CAG’s
various state filings. When seeking com-
ment for this article, Patel advised AGRR
magazine she handles C2CAG’s corporate
structure, but is not involved in its day-
to-day activities.

At press time, C2CAG had not re-
sponded affirmatively to repeated re-
quests for comment for this story.
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“[Our independent contractors will]
touch base with customers and then
move on if there’s no windshield damage.”

—Rhonda Jacobson , C2CAG

Search Archives E-Mail Subscribe

I<      <      >      >I

Contents© 2011 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Zoom   Fit     +   –

http://www.agrrmag.com
www.agrrmag.com
http://www.agrrmag.com/digital
http://www.cdsreportnow.com/renew/now?ARR


28 AGRR January/February 2011 www.agrrmag.com

Zoldowski points out that it’s not just
the tactic used that makes a “wind-
shield bully”—but whether deception
is involved.

“I would consider the bully to be the
person who dives in a person’s glove
box [for his insurance card] or threat-
ens [a potential customer] with safety
issues if there’s a crack going across the
windshield, deceiving the customer
that they have to have a repair, or
somebody that would commit fraud,”
he says. “But I don’t think someone who
cleans your windshield and notices you
have a chip [and offers to repair it] is
necessarily a bully.”

The NICB recently ran a radio ad
(which actually was produced by Safe-
lite) during several national radio pro-
grams about the “windshield bully”
issue. In the ad, the voice of an elderly
woman is heard calling her insurance
company to explain that she thinks
her windshield has been replaced un-
necessarily after an encounter at a gas
station.

“I don’t know for sure when [my
windshield was damaged],” she says.
“They said yesterday, but I don’t know
… I don’t like this. I don’t think I need a
new windshield. I don’t know what
they’re up to. Well, they put it in before
I had a chance to talk to my insurance
company or anything. Boy, I’m not
stopping at this station anymore.”

“NICB has been getting a lot of com-
plaints from our member companies
about all these glass claims,” says Sci-
faldi, who is based in Sacramento. “I
even see it out here, I’ll go up to a gas
station and I’ll see someone offering
free glass repair.”

The Southeastern auto glass shop
owner, who’s seen the elderly being ap-
proached in his area by such salespeo-
ple, questions the potential longevity
of the model.

“You can’t build a company on de-
ceit or practices that are immoral,” he
says. “And I’m not saying door-to-door
sales are immoral, but the tactics that
some of them are using are immoral.”

“A Black Eye”
But what about those who engage in

such practices in reputable ways, and
those who don’t engage in them at all?
Are those businesses affected by this
phenomenon? According to Metzger,
this practice still can create an impact
on the industry at large.

“‘Windshield bullies’ not only hurt
consumers and insurance companies,
they hurt the reputation of all other
vehicle glass shops that work hard
everyday to serve their customers,”
she says.

Independent shop owners echo this
sentiment as well.

“They’ve given a black eye to the in-
dustry,” says the Gulf Coast shop
owner.

“We’ve made such great strides with
[the AGRSS Standard], and then this
just takes us back to prehistoric times,”
adds the Southeastern representative.
“It’s bad for our industry, it’s bad for the
gains we’ve made, and the person it’s
worst for is the consumer.”

Obviously, replacing windshields
that don’t need replacement generally
is considered fraudulent, but are there
other ramifications?

“A lot of these guys are independent
contractors, so continual training isn’t
happening,” says the Southeastern
shop owner. “At our company, training
is a process that never ends. You need
to be talking about it and repeating it
and it never sleeps. It’s a very impor-
tant job and we all know how impor-
tant a proper installation is to a vehicle
… Our industry is hard enough as it is.
You can make a mistake trying to do
everything right, and, when you’re pur-
posefully circumventing the rules, the
consequences are life and death.
There’s really no excuse.”

This particular shop owner actually
hired a former “door-to-door” installer
in early 2010, but says he quickly
learned this was a mistake.

“He only stayed with us for a few
days, because he wasn’t willing to com-
ply with our procedures,” says the shop
owner. “He quit because we were

Knock, Knock
CONTINUED FROM PAGE 26

Is the Arizona Fraud Law All It’s Cracked Up to Be?
Last year, Arizona legislators enacted a law focused on the auto glass industry

that addressed several specific types of fraud. Arizona State Rep. Nancy McLain
said she did so “to try to get rid of some outright fraud that’s going on in the
windshield repair business” and cited having been approached at car washes, etc.,
by auto glass companies. But Fas-Break chief executive officer Kerry Soat, who
worked with legislators in the final wording of the bill, questions whether the law
was really needed.

“The lobbyists from the insurance companies were very adamant about the
‘rampant fraud’ that was going on inside the auto glass industry in Arizona,” says
Soat. “They claimed there were more than 1,000 fraudulent claims in Arizona
alone. When asked to produce these fraud claims they explained this was com-
piled over a 10-year period. A 10-year period, 1,000 fraudulent claims in Ari-
zona—what does that really mean?”

Soat estimates approximately 10,000 auto glass claims are filed monthly in
Arizona.

“This means the fraud rate in Arizona in the auto glass industry is, by the
insurance companies’ own numbers, a whopping 0.0008 percent,” says Soat.
“This isn’t only less than one percent, not even one-tenth of one percent, but
less than one-thousanth of one percent each month—eight questionable claims
per month.”

And the term “rampant fraud” that was used didn’t help any, Soat says.
“Fear is the greatest factor plugged into our society to gain favor for any sub-

ject,” he says. “All the legislators’ needed to hear was ‘rampant fraud’ and the bill
was going to be signed. Of course, they really didn't want to hear from the auto glass
industry, since they assumed we were the ones ‘perpetuating this rampant fraud.’”
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telling him to wait before he set this
windshield or that windshield; he just
didn’t want to change to that extent.”

The Gulf Coast shop also has inter-
viewed several former door-to-door
installers.

“I always ask, ‘how about the wind-
shields you replace?’” he says. “And
they say 25 percent or so do not need
to be replaced, and most of the [tech-
nicians] who have a conscience—and
most people do—couldn’t stomach it.
I try to never judge a company by [its]
ex-employees, but it’s been 100 per-
cent of them that say this and that
they’re really asked to do things that
probably shouldn’t be done. They say,
‘I had to feed my family and I needed
the work.’”

Others have seen safety issues
brought to light by “callbacks.”

“We’ve had more than a few [jobs
brought in for correction],” says the
Southeastern shop owner. “And we’ve
had insurance companies call and say
‘let’s take a look at this.’”

Insurers indeed have taken note of
the issue as well, says the Gulf Coast
shop owner.

“The impact on the industry in my
mind is that it’s given the insurance in-
dustry one more reason to brand all
the glass shops as bad …” he says.

Some insurers even have made
changes related to how they handle
claims in light of the alleged rise in
questionable auto glass claims. Amer-
ican Family, GEICO and USAA all have
announced that they may require pre-
inspections in some cases prior to au-
thorizing windshield work.

“Basically we started this program
because we received feedback from
our members that some of them felt
like they were coerced or pressured to
make glass claims when, in reality,
there may not have been any damage
to their glass,” says USAA spokesper-
son Rebecca Hirsch. “ … We enacted
this to protect our members from any
fraudulent activity.”

Hirsch says that since USAA
launched its pilot inspection program in

December 2010, it has found it benefi-
cial in some cases for preventing fraud.

“We’re going to keep looking at it,”
says Hirsch.“We’ve already heard from a
couple of members that they did not
have to submit a claim after the inspec-
tion process because there was no
damage.”

Though the frequency of completed
inspections may vary, some shop own-
ers have expressed a concern for how
the consumer is impacted.

“Now even the claims process can
extend from what was a 20-minute call
to a two- or three-day process,” says
the Gulf Coast shop owner.

Likewise, Hirsch confirmed that in
the case of USAA, Safelite officials are
completing the “inspections” (and
some have reported concerns that this
may open the doors for steering).

The Solution?
So how does the industry respond

to the ramifications that these prac-
tices sometimes create? Is legislation
the answer?

State officials in Arizona think so.
Last April, the state’s Gov. Jan Brewer
signed a bill addressing several types
of insurance fraud. Though not di-
rectly targeted at door-to-door sales
companies, the law contains several
provisions that spell out prohibitions
against some of the reported activi-
ties these companies undertake, such
as advising a customer that auto glass
work will be paid entirely by his/her
insurer unless the insurance coverage
has been verified “by a person who is
employed by or is a producer con-
tracted with the policyholder’s insurer
or is a third-party administrator con-
tracted with the insurer.”

The law also prohibits companies
from misstating the date when damage
might have occurred on insurance
claims and from misrepresenting the
price of the repairs or replacement
being billed to an insurer. The law fur-
ther prohibits companies from saying
that the insurer has approved the re-
pairs “unless the auto glass repair or re-

placement facility has verified coverage
or obtained authorization directly from
the insurance company or any other
third-party administrator contracted
with the insurance company…”

The bill originally was introduced by
Arizona State Rep. Nancy McLain, who
said she did so “to try to get rid of some
outright fraud that’s going on in the
windshield repair business” and cited
having been approached at car
washes, etc., by auto glass companies.
However, the law was not born without
controversy (see box on page 28).

Some wonder if regulation is the
solution.

“Wow, what is the solution?” asked
the Southeastern glass shop owner in
response to the same question. “I really
don’t know. The one thing I do know is
that this model can’t be sustained.” �

�
Penny Stacey is the editor of AGRR
magazine.

“In general, the
concept of car
washes and going
door to door, just
because most of us
don’t like it, isn’t
wrong if you do it
ethically. We’re all
trying to harvest
claims. It’s no
different than
Safelite saying
[they will] ‘repair
your windshield at
no cost to you.’”

—Gulf Coast
shop owner

Search Archives E-Mail Subscribe

I<      <      >      >I

Contents© 2011 AGRR Magazine. All rights reserved. No reproduction
of any type without expressed written permission.

Zoom   Fit     +   –

http://www.agrrmag.com
www.agrrmag.com
http://www.agrrmag.com/digital
http://www.cdsreportnow.com/renew/now?ARR


Safety
tands

International Auto Glass
Safety (AGRSS) Conference
Brings Together Auto Glass
Safety Professionals, Experts,
Insurers and More

by Penny Stacey

If you attended the 2010 International
Auto Glass Safety (AGRSS) Confer-
ence, held recently in Chicago, you

probably noticed a factor common
among all attendees. Not everyone there
was from an AGRSS-Registered Com-
pany (ARC), not everyone installed auto
glass and not everyone there was in the
insurance or automotive industry. How-
ever, one simple, common tie brought
attendees together—the importance of
safety in all facets and placing the
achievement of safety above all.

Those in attendance included rep-
resentatives of ARCs and others con-
sidering becoming AGRSS-registered,
insurers, various automotive safety or-
ganizations, automotive design experts
and more.

The event was held October 27-28 in
suburban Chicago (Oakbrook Terrace),
Ill., at the Drury Lane Conference Cen-
ter and began with several updates
from committee chairs, a panel of au-
tomotive safety experts and the latest
on the third-party validation program.

Bob Beranek of Automotive Glass
Consultants, who chairs the Standards
Committee, updated the group on sev-

eral possible upcoming changes to the
AGRSS Standard, many of which have
come about as part of the third-party
validation program.

Jeff Bull of J Bull Associates, chair of
the Membership Committee, also pro-
vided an update, noting that ARCs en-
compass 1,100 locations, spanning
every U.S. state (with the exception of
Vermont), Canada and Guam.

“I think everyone is seeing the
value in becoming a registered com-
pany,” said Bull.

And he also stressed that all in-
volved should market that value.

“We need to promote our value—all

of us need to,” Bull added. “It’s very im-
portant to put that logo out there.”

Nik Frye of Glass America, the in-
coming chair of the Marketing Com-
mittee, premiered a new video
designed to be shown to insurers ex-
plaining the value of registration as
well. The video features Jon Fransway,
a Minnesota insurance agent who lost
his sister in 1999 as the result of an im-
properly installed windshield.

“It’s been quite a busy year for the
AGRSS Council,” said Frye, who
pointed out that 150 shops have been
validated to date. In addition, the
Council has re-designed its website,
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www.agrss.org, and the Marketing
Committee is working to develop a
newsletter for insurers and consumers.

“We want to help move this initia-
tive forward for all of us,” Frye added.

A Common Goal
Several automotive safety experts

participated in a panel titled “Safety—
Toward a Common Goal,” during
which they discussed their own per-
sonal commitments to safety in a vari-
ety of aspects dealing with auto safety.

First up was Rowland Day, CEO of
WebSafety, a company that makes a
technological solution for preventing
texting and web-browsing while driv-
ing. Day spoke about distracted driving
and pointed out that whether or not
you utilize a cell phone while driving,
others may be.

“It’s an intrusion whether you have
it or not,” he warned.

Jill Braselton, a registered nurse who
works closely with Safe Kids USA,
spoke about child safety seat safety.

Lessons Learned
Another safety panel followed, but

this one focused specifically on the
early rounds of third-party validations
and lessons that have come from
these. The panel featured Dale Mal-
colm of Dow Automotive, chair of the
AGRSS Education Committee, Jeff
Olive of Glasspro, Penny Ouellette of
Orion Registrar Inc., and Jean Pero of
Mygrant Glass, chair of the AGRSS Ac-
creditation Committee.

Malcolm launched the session by
stressing that a business’s entire envi-
ronment has to be safety-minded in
order for the effort to trickle through-
out the company.

“Technician commitment clearly
comes from the shop,” said Malcolm.
“You can’t tell your people they have to
care about AGRSS if you don’t.”

And Olive pointed out that techni-
cians need to be given the proper tools
to be able to be compliant. “[You
should] provide a timer to that techni-
cian so he can time how long he shakes

that cleaner,” he suggested. “When you
have to time something for a minute or
five minutes, that time is a lot longer
than you think.”

Binders also might be helpful, said
Olive, as one noncompliance that’s
come up is that an improper safe
drive-away time has been given. A
binder, prepared with a technician’s
certifications and all the necessary in-
formation he might need, would be
helpful in this case, said Olive.

Record-Keeping
Record-keeping also has been an

issue in some cases. In others, lot num-
bers have been recorded, but they
haven’t been tracked properly, Mal-
colm said.

“It’s important to ensure that the lot
numbers being recorded are the lot
numbers actually being used,” he added.
“It not about just having a number; it’s
about having the right numbers.”

Ouellette discussed what happens
when a noncompliance is found. “If

Annual Charity Auction Raises $3,800
The AGRSS annual charity auction, held on the first night of the conference,

brought in a total of $3,800 this year. Hot items this year included a signed, au-
thentic Dick Butkus Chicago Bears jersey, which was donated by Chicago-based
Glass America and won by company president David Rohlfing. Ron Overbeck of
Auto One in Brighton, Mich., took home tickets to see the Chicago Blackhawks
play. Tickets were donated by AGRR™ magazine/glassBYTEs.com™.

“We appreciate all who donated to the auction and all those who came and
purchased items,” says auction chair Jean Pero of Mygrant Glass. “And next year’s
auction will be even bigger and better.”

In addition to the above, a popular fishing trip with SIKA Corp.’s Carl Tomp-
kins, hunting binoculars, a digital camera and several pieces of women’s jewelry
also were auctioned off. continued on page 32

“ We n e e d t o p ro m o t e o u r va l u e — a l l o f u s n e e d t o . ”
— J e f f B u l l , J B u l l As s o c i a t e s
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there’s a noncompliance, that doesn’t
mean you have to leave the AGRSS reg-
istration program,” she said. “If there’s
a problem, you work at it you fix it, you
prove you fix it, and you move along.”

Three representatives of auto glass
companies that have been directly in-
volved in validation reviews also dis-
cussed their tips for preparation.

Gene Nichols of Guardian Automo-
tive in Auburn Hills, Mich., echoed
Olive’s suggestion with regard to
preparing technicians. “Be sure techni-
cians know where to reference what
they know or need to know,” he said.

And working closely with technicians
to prepare also is important—along with
providing reassurance to them. “We tell
these guys, ‘it’s complicated, but don’t
get a bellyache over it,’” he said.

Ron Overbeck of Auto One in
Brighton, Mich., advised that he found
during the company’s validation review
that the validators were very knowl-

edgeable, but also calming. A mock
audit—or several—can help as well.

“Do as many practice runs as you
can,” said Overbeck. “It will help with
your technicians and CSRs.”

Mike Paley of Freedom Glass in Rich-
mond, Va., told attendees that following
the instructions provided by the AGRSS
Council for validation preparation is key.
“If you follow those instructions step by
step, it will get you through,” Paley said.

Safety-Savvy:
Marketing with AGRSS

A panel consisting of Nik Frye of Glass
America, Dan Mock (who recently was
named business development director
for the AGRSS Council Inc.) and Mike
Schenian of City Auto Glass provided tips
to attendees on how to market the
AGRSS Standard on a daily basis.

Frye suggested that ARCs and all
those committed to safety market the
Standard even when they don’t realize

they’re doing it. “I think you can find a
way to market AGRSS whether you
have sales reps on the street or not,” he
said. “As an AGRSS-Registered Com-
pany, we promote the Standard every
time we properly install a windshield.”

Offering a safe installation and pro-
moting the Standard goes a long way.
“An agent who has a happy customer is
looking to replicate that job,” he said.

Frye suggested speaking about the
Standard at local events and informing
customers as well. “You become the
expert on auto glass,” he said.

Schenian utilizes the AGRSS logo on all
of his company vans, in his advertising
and more, and encouraged others to do
the same. Notepads are particularly help-
ful, he said. “These are moving bill-
boards,” added Schenian.

Day one of the conference wrapped
up with the annual AGRSS charity auc-
tion (see box on page 31).

The second day of the conference

Safety
tands continued from page 31
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offered attendees the chance to see
what goes on during an AGRSS Con-
sumer Awareness Program (CAP). In-
surance agents and other insurance
professionals from a number of locales
came out to earn continuing education
credits at a two-hour course provided
by Frye and Joel Timmons of Profitable
Glass Solutions. The CAP was co-spon-
sored by two Illinois-based companies,
Glass America of Chicago and Gerber
Collision and Glass of Skokie, Ill.

Attendee Outlooks
Attendees say they left the confer-

ence with new safety information
and more.

“It was good to learn all about the
validations and how we can get our
shops up to speed for a validation,” said
Peter Brown of Tiny and Sons Glass in
North Pembroke, Mass. “It was also
helpful to learn about marketing the
AGRSS Standard for our customers.”

“I really liked the roundtable—the

guys that are up there are blazing the
trail and the lessons that they’ve
learned,” added Ron Maxey of the
Glass Doctor of Northwest Indiana. “

Next year’s conference will be held
as part of Auto Glass Week™, Septem-
ber 15-17, 2011, in Memphis, Tenn.
Visit www.autoglassweek.com for
more information. �

�
Penny Stacey is the editor of AGRR
magazine/glassBYTEs.com™.

All the AGRSS committee chairs provided updates on their respective committees’ work, including (left to
right) Dale Malcolm, Education Committee chair, vice president David Rohlfing, Nik Frye, Marketing Committee
chair, Jean Pero, Accreditation Committee chair, Jeff Bull, Membership Committee chair, and Bob Beranek,
Standards Committee chair.

What EVERYONE should know about Auto Glass Crash Testing
and Safe-Drive-Away-Time (SDAT).

Visit www.noshortcutstosafety.com to learn what Mike & his brother David
discovered when Mike needed to have his damaged windshield replaced.
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view the Olympics not so much as a competition or
an opportunity to beat somebody, but it’s kind of like
your own business—where you just try to do the best

you can, you just prepare the best you can, you use
the best equipment you can, you use the best training, sup-
plies and support. If you’re fortunate enough, all that comes
together in a winning combination.”

These were the words of the 2010 Walt Gorman Memorial
Windshield Repair Olympics (WRO) champion Randy Olson
of Chip Medic in Bend, Ore., who found the winning combi-

nation October 11-12 in Las Vegas.
But Olson, a first-time

competitor, admits it was-
n’t easy.

“Coming into the
competition I witnessed

the first heat,” said
Olson. “I was totally im-
pressed by the caliber and
professionalism of the
guys that competed. It re-
ally made me step up to

the mark.”

Despite his win, Olson remained humble.
“I don’t think I beat anybody, I was just fortunate enough

that everything came together and I did my best,” he said.
Olson was followed by silver medalist Brandon Long of

Novus Glass in Eaton Rapids, Mich.. Long, no stranger to
competition, took third place in the 2009 competition.

“Last year obviously was the first year I came to the com-
petition, and, this year, getting the silver medal—that was
just kind of nice,” said Long.

Judges in this year’s competition reported that the qual-
ity of the repairs among the six competitors was even closer
than in years’ past, and Long echoed that sentiment.

“I know my repairs this year definitely were a notch
above last year’s—that’s for sure,” he said.

Gregory Hamilton of Glasspro in Charleston, S.C., fin-
ished in third place. Hamilton is a former Auto Glass Tech-
nician Olympics silver medalist, but this was his first time
competing in the WRO.

Hamilton also was humble. “A repair is a repair—you can’t
get it perfect,” he said after being awarded the bronze metal.

In addition, Lee Simms, who owns a SuperGlass Wind-
shield Repair franchise in Bedford, Texas, was recognized

with an innovation award for utilizing custom floors
mats in the vehicle and for providing the cus-

tomer with breast cancer awareness materials
in honor of Breast Cancer Awareness month.

“I had specialized floormats made for the
competition,” said Simms, who also has
competed in the past.

The competition’s corporate sponsors in-
cluded platinum sponsor GlasWeld, along
with diamond sponsor HSG, and emerald
sponsors SuperGlass Windshield Repair
and Glass Doctor. The competition also is

Mark Your Calendars!
Next year’s Walt Gorman Memorial Windshield

Repair Olympics will be held in Memphis, Tenn.,
during Auto Glass Week™, September 15-17,

2011, along with the Pilkington Clear Advantage
Auto Glass Technician Olympics and the meetings of

several industry groups, including the Auto Glass Re-
placement Safety Standards Council, the Independent
Glass Association, the National Glass Association and

the National Windshield Repair Association.
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A Winning
Combination

First-Time Competitor Randy Olson Takes
First Place in Windshield Repair Olympics
by Penny Stacey
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sponsored by AGRR magazine and the National Windshield
Repair Association.

“We’re proud to be part of [the competition],” said
GlasWeld president Dennis Garbutt. “GlasWeld’s been in the
business for 28 years now, and we’re happy to see the growth
that we’re seeing. This has been my second year here and the
growing level of professionalism is noticeable in the last year.”

Next year’s WRO will be held in Memphis, Tenn., during
Auto Glass Week™ (see related sidebar on page 34), Septem-
ber 15-17, 2011, along with the Pilkington Clear Advantage
Auto Glass Technician Olympics and the meetings of several
industry groups.

The 2010 competition was held at the Mandalay Bay
Convention Center in conjunction with the NACE Show (see
related sidebar at right).

NACE Auto Glass Pavilion
Sees New Product Launches, Attendees
Looking for Economical Add-Ons

As in recent years, the Walt Gorman Memorial Windshield
Repair Olympics competition was held in conjunction with the
NACE Show at the Mandalay Bay Convention Center.

While competitors went head-to-head for the gold, several
auto glass tool suppliers and manufacturers also were on-hand
at the Auto Glass Pavilion to show their latest wares. NACE,
also known as the International Autobody Congress and Expo-
sition, was co-located with CARS during Automotive Service
and Repair Week.

Equalizer Industries displayed its entire line of Equalizer
removal tools and windshield repair tools and systems. Com-
pany president Eric Asbery said he heard mixed reports from
show attendees.

“I hear a lot of complaints from customers about the econ-
omy, but they end up wanting to buy stuff …” he said. “I think
it’s bouncing back, but I think people are still a little leery of
buying. It’s a natural thing …”

In line with a growing trend of auto body shops that pro-
vide their own auto glass services, Asbery said he talked to
several body shop owners looking to add windshield repair
equipment to their businesses.

“It’s probably time that the body industry is looking for
other things because of the economy,” he said. “I think
they’re looking to other industries that fit into their busi-
nesses, and the windshield repair business is probably easy
on the pocketbook enough that they can afford to try to get
into that kind of thing.”

Crystal Glass/The Extractor displayed its PROV28 Milwaukee
windshield removal tool—an 18-volt tool.

“It’s very powerful for the high-volume installer,” said op-
erations manager Win Parnall (see related story about Parnall’s
pending retirement on page 39).

Glass Doctor was promoting its franchise offerings to
attendees.

Delta Kits launched its new windshield repair pit resin, 144-
14 Premium Pit Plus.

RV glass supplier Duncan Systems also was on-hand, dis-
playing its RV-specific damage estimating software.

Former Auto Glass Technician Olympics gold medalists Jeff
Olive of Glasspro and Jamie Browning of Browning Auto Glass,
along with 2009 bronze medalist Travis Crebs, also provided
auto glass installation demonstrations during the event as part
of an AGTO retrospective.

Next year’s NACE Show will be held October 6-8 in Orlando,
Fla., at the Orange County Convention Center.

Visit www.naceexpo.com for more information. �

Judges pointed out that this year’s WRO was one of the
most competitive yet—with the top competitors scoring
within points of one another. Randy Olson of Chip Medic
(shown at left) emerged ultimately in first place.

“ I d o n ’ t t h i n k I b e a t
a ny b o d y, I wa s j u s t

fo r t u n a t e e n o u g h t h a t
eve r y t h i n g c a m e t o g e t h e r

a n d I d i d my b e s t . ”
— R a n d y O l s o n , C h i p M e d i c

Inside the Olympics with
Platinum Sponsor GlasWeld

The Walt Gorman Memorial Windshield Repair Olympics re-
turns annually thanks to the work of many, and the sponsor-
ship of several key players, particularly that of platinum
sponsor GlasWeld in Bend, Ore. AGRR™ magazine recently
caught up with GlasWeld president Dennis Garbutt and mar-
keting director Lori Patch to discuss their commitment to the
annual event.

“I only have two years under my belt and I felt a dramatic
increase in professionalism this year, not just in the quality
of the repair when they were finished, but in the attitude and
demeanor and temper of the contestants,” said Garbutt, re-
flecting on this year’s competition.

And Garbutt sees a positive impact on the industry as the
competition continues to grow more fierce.

“Every one of the participants—especially the finalists re-
ally—I think there was only a one or two point difference
and every one of them presented a really professional image,
says Garbutt. “The more press we can get behind these kinds
of people making this a career choice the more people will
want to join the repair industry, and the more it will grow.”

“That’s why we continue to support [the WRO] every year,”
says Patch. “We believe in highlighting the professionals and
highlighting the service they provide.”
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R e p a i r R o u n d - U p

kerry@gtglass.com

Should Insurance Cover Your Windshield?
by Ke r r y Wa n s t r a t h

SEEMS LIKE A FAIRLY STRAIGHT
forward question with a simple
answer, doesn’t it? Most con-

sumers think it is a nice benefit, and
perhaps the only benefit, they get from
their insurance companies, barring a
collision with another car. So it seems
nice that our insurance carrier is giving
us something back for all the money
we pay out year after year after year.
For those of us that have never had an
accident, it is their little way of saying
how much they appreciate our busi-
ness over the years—right?

Well, life as we all know it is not that
simple and neither is one’s motive for
doing something that seems nice.

“For every reaction there is an equal
and opposite reaction”—someone
smarter than I said that and I think it ap-
plies to the auto glass repair and replace-
ment industry. How so?Well, what are the
consequences (or the opposite reaction)
of insurers handling a windshield repair
claim? Does your premium as a con-
sumer go up or down as a result of a
claim? Every year, 30 percent of all com-
prehensive claims filed are for auto glass,
so it is logical that auto glass coverage will
increase the cost of all of our policies.

An Idea
So, I am about to suggest the un-

thinkable. Here I go: why don’t insur-
ance companies just stop paying for
windshield repair? That’s right—insur-
ers should just stop paying, let the con-
sumer pay. Perhaps you think I have
lost my mind, but not as it pertains to
this subject. In fact, I’ll take it one step
further; I think they should stop paying
for replacement, too.

Do people stop getting their tires re-
paired when they get a nail or a flat? Of

course they don’t. There is lots of life re-
maining in the tire, so you simply fix the
affected area and you are good to go. I
see no real difference in a windshield.

The Claims Process
Okay, now let’s move to the real meat

of the issue: the claim itself. In part, in-
surers turned to third-party adminis-
trators because the cost of the repairs
might have been close to the cost of
processing the claim by the insurance
company. This opened the door for re-
placement as well, and without getting
into the evolution of the various claims
processors and the creation of net-
works, independents now have the
problems associated with processing
an auto glass claim and complaints and
the claims of steering associated with
glass claims. In fact, even non-insur-
ance claims (those that are not covered
by the carrier and are paid by the con-
sumer) are processed by a network as if
they were claims. What is that about?

Why isn’t the customer being told that
he should just handle the repair or re-
placement on his own and keep the
claim off his record? With the $500 de-
ductible becoming the norm, well more
than half of all repairs and replacements
are already cash jobs that are being
processed as if they were claims.

I truly believe most (if not all) inde-
pendent shops would be better off and
have better market access to the real cus-
tomer (the person who owns the car on
which you are working) if all insurance
companies exited the auto glass repair

and replacement industry. Since State
Farm stopped waiving the deductible for
repairs, have State Farm customers
stopped repairing their windshields?
That has not been our experience.

Imagine competing based upon the
merits of your work, service and a fair
price. I know it is an idea foreign to some
in our industry, especially looking at the
past decade. But the only way to change
the road on which you’re driving is to
turn off and drive down a different road.
The definition of insanity is doing the
same thing over and over again and ex-
pecting a different result. Claims pro-
cessing and steering issues are not going
to change no matter how loud you
scream, because there is no one out
there to hear your complaints.

So, why not encourage insurance
companies to save their money by ex-
iting our business? Perhaps the tire in-
dustry would like them—or the “quick
lube” industry. These are mainte-
nance-related services similar to auto
glass. I would suggest an industry-wide
effort to contact all major auto glass in-
surance companies and encourage
them to save their money by stop pay-
ing for the maintenance of a vehicle
and let the consumer and free markets
take care of the rest. �

�
Kerry Wanstrath is the president of the
National Windshield Repair Association.

In addition, he serves as president of Glass
Technology in Durango, Colo. Mr. Wanstrath’s
opinions are solely his own and not necessar-
ily those of this magazine.
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Wanstrath Elected President of National
Windshield Repair Association

GLASS TECHNOLOGY PRESI-
dent Kerry Wanstrath was
elected president of the Na-

tional Windshield Repair Association
(NWRA) during a meeting of the asso-
ciation’s board of directors in October.

“I believe the NWRA is going to
focus on promoting the successes of
the association and lobbying on behalf
of the small independent glass shops
to allow them to utilize repair to their
benefit and the consumer’s benefit,”
Wanstrath told AGRR magazine in a re-
cent interview.

He also hopes to work more directly
with the association’s membership.

“I would like to see us re-establish a
credible line of communication with our
root base of customers—small shops
and small independents in the repair
and replacement business,” he says. “[I
want to] try to lobby on their behalf.”

Wanstrath succeeds Mike Boyle of
Glass Mechanix.

In addition to Wanstrath’s election as
president, the NWRA held elections for
its board of directors during its annual
meeting on November 30. Keith Bev-

eridge, senior vice president of NOVUS
Inc., and Wes Walker, who owns a Glass
Doctor franchise in Opelousas, La., both
were re-elected to their seats on the
board. Rich Campfield, president of
Ultra Bond in Grand Junction, Colo.,
also was elected to the board.

All were elected by unanimous vote.
See Wanstrath’s first column as

NWRA president in AGRR™ on page 36.

C O M P A N Y N E W S

Delta Kits Inc.
Launches Windshield
Repair and Replacement
Referral Website

Delta Kits Inc. has launched a referral
website at www.windshieldreferral.com.
The site focuses on independent wind-
shield repair businesses.

“Windshield repair technicians,
specifically in-
dependents,
have not had a
good place to
advertise. Our
goal is to pro-
vide Internet
visibility for
windshield re-
pair techni-
cians while
giving their customers a resource for
finding technicians in their local area,”
says company president Brent Deines.

WindshieldReferral.com provides
free listings for windshield repair and
replacement businesses; tools to solicit
customer feedback; customized list-
ings to accurately describe a business;
and a preferential listing for certified
technicians and shops, all in a user-
friendly site design. �
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K U D O S

NOVUS, SuperGlass and Glass Doctor
Named to 2011 Franchise 500 List

Several industry companies have again ranked on the annual Franchise 500 list
for 2011. These include NOVUS Glass, Glass Doctor and SuperGlass.

NOVUS Glass was ranked No. 65 on the list, up from No. 89 on the 2010 list. The
company also was listed as No. 68 for fastest-growing franchises, No. 15 for low-cost
franchises, No. 17 for top home-based franchises and No. 56 for top global franchises.
Novus was founded in 1972 and has been franchising since 1985. The company cur-
rently has 223 U.S. franchisees, 120 Canadian, 1,272 foreign and ten company-owned.

Orlando, Fla.-based SuperGlass Windshield Repair also was on the rise—ranked
No. 161, up from its No. 191 ranking in 2010. SuperGlass also ranked No. 33 for
low-cost franchises, No. 44 for top home-based franchises and No. 127 for Amer-
ica’s top global franchises. Founded in 1992, the company has been franchising
since 1993 and has franchisees throughout the world—including 244 in the
United States, two in Canada and 18 foreign, including locations such as South
Africa, Spain, France and Germany.

Glass Doctor® moved up to No. 167. The company was ranked No. 240 in 2010,
No. 277 in 2009 and No. 312 in 2008. The company also ranked No. 97 among
fastest-growing franchises, and No. 132 among America’s top global franchises.
The Waco, Texas-based company was founded in 1962 and has been franchising
since 1981. It currently has 178 U.S. franchisees and 10 Canadian.

The Franchise 500 list is created based on a number of factors, including fi-
nancial strength and stability, growth rate and size of the company’s franchising
system, according to Entrepreneur. The publication also considers the number of
years a company has been in business, the amount of time that has passed since
it began franchising, start-up costs, litigation, termination percentages and
whether the company offers financing to its franchisees.

W G R R e p o r t s

A S S O C I A T I O N N E W S
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R E T I R E M E N T S

Industry Veteran
Win Parnall of Crystal
Glass/Extractor to Retire

Extractor opera-
tions manager Win
Parnall began his long
career in the auto glass
industry in 1964, with
parent company Crys-
tal Glass. At press time,
Parnall was scheduled
to retire from the Ed-

monton, Alberta-based company on
February 25, 2011.

Parnall has had a range of industry
experience over the years. After getting
his start with Crystal, he went on to
launch his own company-Prestige Alu-
minum Products. In 1995, he sold that
company to Los Angeles-based C.R.
Laurence Co. Inc. (CRL), and, after
working for CRL for six years, he re-
turned to Crystal in 2001.

Meanwhile, Crystal had launched its

Extractor business—a tool division—
in 1998, so in 2005 Parnall took over
management of that part of business,
along with Crystal’s distribution arm.

“It’s been a great five or six years,”
says Parnall.

Parnall and his wife, Carol, plan to
take a month-long vacation to Palm
Springs, Calif., in March.

Don Rietze has been pegged to take
over as operations manager upon Par-
nall’s retirement. �

i n d u s t r y i n s i d e r s
peop l e i n the news

Win Parnall
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K U D O S

Birkhauser Awarded the Annual
Carl F. Tompkins Distinguished Service Award

AEGIS Tools International president
Bob Birkhauser was recognized dur-
ing the recent AGRSS Conference with
the annual Carl F. Tompkins Distin-
guished Service Award (see related
story on page 30). The award is given
annually to someone who has shown
exemplary service to the efforts of the
AGRSS Council Inc.

Birkhauser applauded others in his
acceptance of the award. “AGRSS is an
entity, a living organism that is dy-
namic, and it is the result of the efforts
of people like you,” he said. “It’s been a
battle at times, but an enjoyable one.”

SIKA’s Carl Tompkins (right)
presents the award that bears his
name to AEGIS president Bob
Birkhauser (left).
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S O F T W A R E

Mainstreet
Offers Check-
Processing Module

Mainstreet Computers
now offers a check-
processing module,
the latest addition to
its Glas-Avenue 8.0
software. Utilizing the
module, shops can now process
checks electronically, eliminating the

need for daily trips to the bank and
per-item deposit fees, ac-

cording to the company.
In addition, techs can

quickly determine if
they’ll receive an
insufficient funds
notice from cus-
tomers’ banks.

Mainstreet also
offers credit card

processing and hosted software.
��� www.mainstreetcomp.com

DBC Offers Real-Time
Web Quoting, CSR Alerts

Digital Business Controls (DBC) has
developed a solution that offers real-
time web quoting, CSR instant alerts
and detailed web success analysis for
auto glass companies. In addition, the
company has available real-time
smart-phone applications that can tie
directly in with its ChameleonWare
software, allowing company reps to
enter notes, payment information and
ticket status, as well as report their sta-
tus from on-site to completed.

In addition, the software system
provides real-time text integration with
a company’s point-of-sale system and
schedule texted reports of sales and
key statistics.
��� www.dbcontrols.com

A D H E S I V E S

Go Lower with
BETAPRIME™
5201 Bare Metal Primer

Dow Automotive Systems recently
announced that it has validated the
use of its BETAPRIME™ 5201 bare
metal primer at tempera-
tures as low as 20 degrees
Fahrenheit (-6.7 degrees
Celsius) with the same
performance as at higher
temperatures and at a
drying time of 15 min-
utes. Designed for
windshield-area corro-
sion treatments of a
half-inch square or
larger of bare metal, the
previous minimum
temperature for bond-

new produ c t s
t h e s h o w r o o m
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H A N D L I N G S Y S T E M S

PipeKnife® Adds Side
Buddy Rack to Offerings

The PipeKnife Co. has introduced a
Side Buddy Rack system to allow tech-
nicians to transport tall and oversized
windshields.

The Side Buddy Rack is designed to
fit vans and pick-ups with shells to
carry oversized products such as RV
and bus windshields. The system is
composed of a top body mount and
main carrier system; the main carrier
system can be detached from the top body mount to be loaded with product and
then attached to the vehicle when necessary.

The Side Buddy Rack can transport two windshields at one time and includes
padded framing and tie-downs.
��� www.pipeknife.com

Wood’s Powr-Grip® Offers Vacuum
Cup with Vertical Handle for Windshields

The LJ6VH hand-held vacuum cup
from Wood’s Powr-Grip provides com-
fortable hand placement for technicians
when removing windshields, according
to the company. The large-volume
pump of this hand cup also permits
quick attachment on both curved and
flat glass surfaces.

The cup is equipped with a rigid, ver-
tical handle that provides support for easy glass positioning, while a non-slip grip
holds the glass securely at any angle. A red-line indicator on the pump visually warns
the user in case of vacuum loss, and a special check valve allows re-pumping with-
out the need to reattach the cup. Lift tabs on the vacuum pad provide instant release,
and each cup is supplied with a protective pad cover.
��� www.powrgrip.com
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ing surfaces before applying BE-
TAPRIME 5201 Bare Metal Primer was
40 degrees Fahrenheit.

“This enables glass shops to provide
a necessary service quickly, confidently
and easily in a wide range of operating
temperatures,” says Dale Malcolm,
technical manager, Dow Automotive
Systems, Aftermarket.
��� www.dowautomotive.com

M O U L D I N G S

Precision Goes Universal
Precision Replacement Parts has a

new line of universal mouldings.
“We’ve listened to our customers

and developed a line of mouldings that
performs well in all temperatures and
climates,” says Don Penza,
Precision’s quality manager. “We’ve
had valuable input from technicians
that helped us design a great product
that’s made right here in Wisconsin.”

Precision says that the offering con-
sists of conventional, underside and
cavity-style mouldings in all of the
popular and new generation sizes.
��� www.prp.com

R E P A I R S Y S T E M S

Equalizer® Offers DynaPro®

Windshield Repair Kit
The DynaPro®

windshield repair
kit from Equal-
izer is a quality,
long-lasting kit,
according to the
company. The
stainless steel in-

jector is a self-contained “pull/push”
pressure and vacuum creating device,
which allows technicians to switch
between cycles quickly. The bridge
also was designed to be durable and
easy to keep clean, and the pump ac-
tion attachment cup keeps the as-
sembly on the windshield, according
to the company.
��� www.equalizer.com �
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YOUR AD COULD
B E H E R E !

To place a classified or
Directory of Suppliers ad
please contact Janeen

Mulligan at 540/720-5584,
ext. 112,
or e-mail

jmulligan@glass.com.

Adhesives/Sealants
AUTO GLASS ADHESIVE SYSTEMS
SHAT-R-PROOF CORP.
12800 Hwy. 13, Suite 500
Savage, MN 55378
952/946-0450 (phone)
952/946-0435 (fax)
www.shatrproof.com
info@shatrproof.com

Auto Glass
NATIONAL GLASS
BROKERS, LLC
3115 Fry Rd., Suite #401
Katy, TX 77449
281/599-1550 (phone)
281/599-8158 (fax)
www.nationalglassbrokers.com
sales@nationalglassbrokers.com

SAINT-GOBAIN
AUTOVER USA, INC.
3351 Southwest Blvd.
Grove City, OH 43123
614/801-2290 (phone)
614/801-0303 (fax)
www.autover.us
Dorothy.moorhead@saint-gobain.com

RV GLASS
COACH GLASS
98 North Polk
Eugene, OR 97402
800/714-7171 (phone)
888/714-7171 (fax)
rv@coachglass.com

Information Sources
ASSOCIATIONS
NATIONAL WINDSHIELD
REPAIR ASSOCIATION
P.O. Box 569
Garrisonville, VA 22463
540/720-7484 (phone)
540/720-3470 (fax)
www.nwrassn.org

PUBLICATIONS
AGRR MAGAZINE
Key Communications, Inc.
385 Garrisonville Rd.
Suite 116
Stafford, VA 22554
540/720-5584 (phone)
540/720-5687 (fax)
www.agrrmag.com

Tools and Supplies
A.N. DESIGNS INC./
ULTRAWIZ®
30 Norwood Street
Torrington, CT 06790
860/482-2921 (phone)
860/482-8585 (fax)

EQUALIZER
INDUSTRIES, INC.
2611 Oakmont Drive
Round Rock, TX 78665
512/388-7715 (phone)
512/388-4188 (fax)
www.equalizer.com
sales@equalizer.com

Windshield
Removal Tool
EXTRACTOR/CRYSTAL
GLASS CANADA
9508 - 45 Ave.
Edmonton, AB T6E 5Y9
Canada
877/628-8837 (phone)
780/438-5915 (fax)
www.extractortools.com

Windshield
Repair Products
DELTA KITS INC.
P.O. Box 26509
Eugene, OR 97402
541/345-8554 (phone)
800/548-8332 (toll free)
541/345-1591 (fax)
sales@deltakits.com

GLASS PRO SYSTEMS
1116 Deanna Dr.
Rockford, IL 61103
815/713-4480 (phone)
815/713-2030 (fax)
www.glassprosystems.com

GLASWELD SYSTEMS
20578 Empire Blvd.
Bend, OR 97701
541/388-1156 (phone)
541/388-1157 (fax)
www.glasweld.com

GLAZEX
P.O. Box 2180
Orem, UT 84059
800/545-2770 (phone)
800/226-6464 (fax)
www.glazex.com

LIQUID RESINS/A.C.T.
4295 N. Holly Rd.
Olney, IL 62450
618/392-3590 (phone)
800/458-2098 (toll free)
618/392-3202 (fax)
www.liquidresins.com

WIPE YOUR GLASS/JAMAK
4800 Bryant Irvin Ct.
Fort Worth, TX 76107
817/737-3703

Ext. 27 or 28 (phone)
817/735-1669 (fax)
www.wipeyourglass.com
sales@wipeyourglass.com

REPAIR SYSTEMS & SERVICES

GLASS MEDIC
7177 Northgate Way, Ste. C
Westerville, OH 43082
614/891-9222 (phone)
614/891-9227 (fax)
www.glassmedic.com

AEGIS TOOLS
INTERNATIONAL
P.O. Box 259688
Madison, WI 53725-9688
608/274-9254 (phone)
608/274-9395 (fax)
www.aegistools.com
info@aegistools.com

WINDSHIELD REMOVAL TOOLS

A.N. DESIGNS INC./
ULTRAWIZ®
111 Putter Lane
Torrington, CT 06790
860/482-2921 (phone)
860/482-8585 (fax) �

T H E S H O W C A S E
d i r e c t o r y o f s u p p l i e r s

42 AGRR January/February 2011 www.agrrmag.com

More than 40,000 eyes see the
AGRR Directory of Suppliers. You can be included

in every issue for less than $400 total.

S E E K A N D F I N D
c l a s s i f i e d s

E m p l o y m e n t / H e l p W a n t e d
Glass Claims Field Oper-

ations Mgr. & Call Ctr. Mgr.
Seeking experienced Glass Claims Field
Operations Mgr & a Glass Claims Call
Center Mgr to be a part of a start-up team
to handle all loss notices with insurance
claims, & administration w/auto glass
claims. Experience in glass or property
claims req. TPA & start-up experience pre-
ferred. Positions located in Providence, RI.
Apply online at www.AAA.com or email
Jill at jharris@aaasne.com

B u s i n e s s f o r S a l e

AGRR Business for Sale
Motivated Seller in Colorado moun-
tain resort community. Great place
to live! Leader in the area. Gross
Sales $534,000+. Adj. Profit
$187,000+. Real estate available.
Contact Ron Brasch. 800/395-7653,
www.fbb.com, FBB, Ltd.
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™

All these organizations have agreed
this is their ONLY auto glass event

of the year!
September 15-17, 2011

Memphis Marriott Downtown and
Memphis Cook Convention Center
Memphis, Tenn.
www.autoglassweek.com

Scan the above tag
to view a video about

the event.
Get the free mobile

tag reader at
http://gettag.mobi
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IT’S NO SECRET THAT EVEN THE
easiest day in the auto glass business
can be a stressful one. But new auto

glass business owner Jamie Browning of
Browning Auto Glass in Daniel Island,
S.C., has found his own secret for wind-
ing down on the weekends. The 38-year-
old business owner hits the shooting
range nearly every weekend.

He’s been participating in the sport
since about the age of 9, as it’s a com-
mon hobby in his family.

“Guns have really always been
around in the family as far as hunting
and stuff like that,” says Browning.

Browning enjoys both simple target
practice and what he calls “trick shoot-
ing”—shooting a variety of weapons,
skeets and various types of targets.

Though he once enjoyed hunting
as well—for “pretty much any-
thing”—Browning sticks mainly to
target shooting now.

He shoots every weekend on a piece
of property owned by a close family
member, and says his favorite weapon
to shoot would surprise some.

“My favorite gun to shoot would be
probably one of the less sophisticated
ones—an 1875 Remington Outlaw,”
says Browning. “It’s the same gun that

Frank James of Frank and
Jesse James fame carried.”

In addition to hitting the
range regularly, Browning also enjoys
local gun shows—and seeks out inter-
esting weapons to add to his collection.

“I shoot handguns, rifles, shotguns,
pretty much anything—whether it’s
some kind of modern military weapon
or old, Civil War-type weapon,” he says.

Asked whether it’s tough to find the
time for such a time-consuming hobby
as a new business owner, Browning
replies, “not really, because it’s a great
stress reliever.”

“It’s something that I try to make time
for,” he adds. “It’s nice to get together
with friends and get your guy time in.”

For those who wish to take up
shooting, Browning stresses that, just
like in the auto glass business, safety
should come first.

“I’m definitely a huge advocate for
safety, and making sure that if there
are children in the house that you
have [firearms] locked up,” Browning
says. “Firearms in general get a bad
reputation, but it’s up to the owners to
be responsible—and keeping [them]
away from children is definitely top of
the list.”

Browning has been in the industry
since the age of 18—for 20 years, and
has worked for a variety of companies,
including Harmon, ABRA Autobody
and Glass, Glasspro in nearby Mount
Pleasant, S.C., and Team Acne in Las
Vegas, prior to opening his own com-
pany last year. He also received the
gold medal in the 2009 Auto Glass
Technician Olympics. �

A v o c a t i o n s
l i f e be yond the au to g l a s s bu s i n e s s

Sure Shot
Jamie Browning, Browning Auto Glass
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“ I s h o o t h a n d g u n s ,
r i f l e s , s h o t g u n s ,

p re t t y m u c h
a ny t h i n g — w h e t h e r
i t ’ s s o m e k i n d o f
m o d e r n m i l i t a r y
we a p o n o r o l d ,
C i v i l Wa r - t y p e

we a p o n . ”

Browning is skilled with a
variety of firearms, and
finds time to shoot nearly
every weekend, weather-
permitting.
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The Choice of Glass Professionals Worldwide!
View product demonstrations at www.aegistools.com

1-888-247-6000 toll-free in U.S. and Canada

The Choice of Glass Professionals Worldwide!
View product demonstrations at www.aegistools.com

1-888-247-6000 toll-free in U.S. and Canada

NEED TOOLS?NEED TOOLS?
Think AEGIS® for Great Products, Service & ValueThink AEGIS® for Great Products, Service & Value
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