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I hope the start of 2020 has been good to all our members 
in this great Association. The near record-high Cata-

lytic Converter prices have provided some relief from the 
reduced crushed cars prices we have been getting during 
the year’s 1st quarter. This year, the Virginia weather has 
been mild so far, which makes my wife happy but is not 
ideal for business – or for my kids who really want snow. 

If I have learned anything in my 36 years on this earth 
and growing up in the industry, you cannot expect every-
thing to go the way you had planned. Sometimes the goal 
is to just have one planned thing go your way and mitigate 
the rest of life’s curve balls. Curve balls are normal and an 
expected part of life, and the sooner we get used to that 
idea, the sooner we can move on. 

Such a time as this has led me, as ARA Immediate Past 
President, to once again write the president’s column. 

Your Executive Committee (EC) was thrown a curve 
ball in February of this year. At that time, current Pres-
ident Chad Counselman notified the ARA board and 
the industry that he had sold his interest in Counselman 
Automotive Recycling to his brother and taken a job in 
Australia with the goal of informing and educating auto 
recyclers on the recalled parts epidemic.

While I was four months into my last year on the EC, as 
a result of this situation, my role changed within our team. 
The board decided to allow Scott Robertson Jr., ARA First 
Vice President, and me to co-lead the EC until the ARA 
Convention this November in Reno.

 Let me be crystal clear, Chad had a chance to do what 
so many recyclers hope to do one day and that is mone-
tize the blood, sweat, and tears he and his family poured 
into their operation for many years. This decision was not 
one taken lightly but was bathed in prayer with his entire 
family supporting his decision. Chad knew what this 
would mean for his role in the Association, an Association 
that he helped to build over the last 6 years. The one thing 
I want all of you to understand is that the EC supports 
and stands behind Chad as he continues to dedicate his life 
to promoting the professional automotive recycler around 
the world. And even though I don’t get to serve my final 
EC year with my brother, we are still brothers working 
together to make a better tomorrow for ALL recyclers.  

Chad Counselman, thank you for being willing to help 
everyone you meet and following your heart and convic-
tions into the next adventure of your life. You will always 
and forever be a Past President of ARA. 

During this transition, your 
EC never lost focus on the 
needs of ALL recyclers in this 
ever-changing industry. We held 
firm, locked arms and have adapted to this change. This is 
not the first, and defiantly not the last, curve ball the lead-
ership will encounter, especially while dealing with OEM 
repair procedures, uncertain recalls, and the need for con-
tinual education within our industry.

What is certain is that every recycler will face periodic 
curve balls and how we deal with them can make all the 
difference. Here are some perspectives that have helped me 
navigate my curve balls in the industry and in life:

1) Understand that changes WILL happen: There are 
times when routine goes out the window and reality takes 
on a whole new shape. 

2) Re-evaluate how you used to do things: Some-
times curve balls are actually a blessing in disguise, even if 
it’s hard for us to see during times of uncertainty. 

3) Find new solutions: Curve balls encourage you to 
dig deep into your problem-solving skills and tackle any 
situation, no matter how difficult they may seem. Regard-
less of the circumstance, find a way to get past the obstacle 
– you’ll walk away stronger and better because of it. 

4) Grow from the situation: Rather than give into the 
difficulty of the struggle, work to move past it. 

Finally, there is no greater resource than fellow recyclers 
who can offer sympathy, understanding, and solutions to 
work together through problems. When times get tough, 
the worst thing you can do is isolate yourself. Lean in and 
use the resources that ARA offers to its members – some-
thing it has done for over 76 years through many trials. 

I have the utmost confidence in Scott, Marty, Shan, and 
our wonderful ARA staff. These are some of the hardest 
working, most capable people in the industry and we are 
grateful to have them on our side. 

By Jonathan Morrow • ARA Immediate Past President
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Jonathan Morrow
2019-2020 ARA Immediate Past President

  Very respectfully,





In lieu of my normal column I thought I would share 
some very important guidance regarding the corona-

virus (COVID-19) that should all be at the forefront for 
businesses today. This has the potential to impact our 
economy as well as our businesses as quickly as it can 
spread. Below is information directly from the CDC to 
be utilized as a guide for business owners and employees. 
As an employer you are directly responsible for the health 
and well being of all your employees and add to that in 
turn have a responsibility to your customers as well. 

For more detail I encourage you to visit the CDC site 
and thoroughly review their Interim Guidance for  
Businesses and Employers: https://www.cdc.gov/ 
coronavirus/2019-ncov/community/organizations/ 
businesses-employers.html.

OHSA has also created some guidance documents that 
all employers should familiarize themselves with to assure 
you are meeting the established guidelines according to 
OSHA. You can download OSHA’s Guidance on  

Preparing Workplaces for COVID-19: www.osha.gov/ 
Publications/OSHA3990.pdf.

During outbreaks such as this it is vitally important that 
employers help prevent workplace exposures to acute 
illnesses, including COVID-19. Check the CDC site often 
for all updates so that you can be prepared to act as neces-
sary to protect yourself, your employees and families. 

According to the CDC it is important to prevent stigma 
and discrimination in the workplace, use only the guid-
ance described here to determine risk of COVID-19. Do 

not make determinations of 
risk based on race or country 
of origin and be sure to main-
tain confidentiality of people 
with confirmed COVID-19. There is much more to learn 
about the transmissibility, severity, and other features of 
COVID-19 and investigations are ongoing. Check for 
updates on CDC’s web page at www.cdc.gov/covid19.

Recommended strategies for employers to use now:
n Actively encourage sick employees to stay home: 

Employers should maintain flexible policies that permit 
employees to stay home to care for a sick family member. 
Employers should be aware that more employees may 
need to stay at home to care for sick children or other sick 
family members more than is usual.
n Separate sick employees: CDC recommends that 

employees who appear to have acute respiratory illness 
symptoms (i.e. cough, shortness of breath) upon arrival to 
work or become sick during the day should be separated 
from other employees and be sent home immediately. 
n Emphasize staying home when sick, respiratory 

etiquette and hand hygiene by all employees: Place 
posters that encourage staying home when sick, cough 
and sneeze etiquette, and hand hygiene at the entrance to 
your workplace and in other workplace areas where they 
are likely to be seen.
n Perform routine environmental cleaning: Rou-

tinely clean all frequently touched surfaces in the work-
place, such as workstations, counter tops, and doorknobs. 
Use the cleaning agents that are usually used in these areas 
and follow the directions on the label.
n Advise employees before traveling to take certain 

steps: Check the CDC’s Traveler’s Health Notices for the 
latest guidance and recommendations for any travel. 
n Additional Measures in Response to Currently 

Occurring Sporadic Importations of the COVID-19: 
Employees who are well but who have a sick family 
member at home with COVID-19 should notify their 
supervisor and refer to CDC guidance for how to conduct 
a risk assessment of their potential exposure.

For regular updates, visit www.a-r-a.org/covid-19. 
And rest assured this too shall pass. 

Reach Sandy Blalock at sandy@a-r-a.org. Share your thoughts 

pertaining to the advancement of professional automotive recycling. 

Your letter could be published in an upcoming issue.

By Sandy Blalock • ARA Executive Director

Horizon
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Other Helpful Links 
COVID-19 Fact Sheet  
www.cdc.gov/coronavirus/2019-ncov/downloads/ 
2019-ncov-factsheet.pdf 

Cases of Coronavirus Disease 2019 (COVID-19) in the U.S.  
www.cdc.gov/coronavirus/2019-ncov/cases-in-us.html

Updated Information on How COVID-19 Spreads  
www.cdc.gov/coronavirus/2019-ncov/about/transmission.
html#geographic.

COVID-19 Environmental Cleaning & Disinfection Recommendations  
www.cdc.gov/coronavirus/2019-ncov/community/organizations/
cleaning-disinfection.html

Stay connected to the most up-to-date and reliable information 
www.cdc.gov/COVID19
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“You must gain control over your 
money or the lack of it will forever 

control you.” – Dave Ramsey

This is a classic “dog wagging the tail”  
or “tail wagging the dog” statement and an 
important concept we explore in this issue 
dedicated to the key word in this quote, 
control. But, more on that in a minute.

Another popular quote says that “you 
should do what you love and money 
will follow.” I believe that! We should be 
working at what we love to do because 
we do it for 50-60 hours a week! And as a 
result, money should “follow” (or, really, it’s 
just a hobby ... just sayin’). One-third of our 
time is spent at work, so it should yield a 
substantial measure of pleasure and profit. 

Yet once money “follows,” then what? 
This is where one can get in trouble and 
where control plays a part. 

For you and your work-life, which one 
applies: Is the business controlling you or 
are you controlling the business?  

Even the smartest business people feel 
inadequate or lack of energy to regain 
power over their business at times. Looking 
at the bigger picture or analyzing budget 
line items are tedious and subjective tasks. 
Current workloads might be already over-
whelmed by managing daily crises, such 
as the current COVID-19 pandemic, or 
working to keep the doors open. Yet, failure 
to take a bird’s or worm’s eye view can lead 
to tail-wagging-the-dog efforts, or worse.

In the cash-flow article on page 26,  
the author explores ways to increase the 
productivity of your dollars in ways that 
make sense. One recycler shares, “take 
a hard look at those bills you sign your 
checks for every month,” and you’ll be  
surprised how much could be added  
to the bank account by getting rid of  
“non-necessities.” In this recycler’s case,  
“It wasn’t a huge amount of money,  
but it adds up over time.”

Best Niche Association Magazine

By Caryn Smith • Editor 

Gears
In the article on providing warranties  

to boost sales, p. 34, one recycler says, 
“Warranties are a ‘lot of work,’ but if they’re 
set up correctly, they can be a workhorse for 
your business with few claims and expenses.”

On a similar topic, to succeed or to sell 
your business is an aspect that needs a 
strategy, and should not be considered 
lightly or quickly. The article on page 38 
sheds light on both aspects. An expert says, 
“At the heart of the question of whether to 
pass down the company to the next gen-
eration or sell the company is: What is the 
current culture of the business? How the 
family business owner perceives the cur-
rent culture of his or her business will have 
a direct impact on the decision to sell or 
embrace a succession plan.”

On cutting expenses without cutting 
quality, on page 53, the author notes there 
are several areas where “profit-sucking 
leeches” may exist. “Look for service  
providers that you are paying. What is  
their return-on-investment to your business? 
You may have to do some research to deter-
mine the ROI for the provided service.”

Lastly, it is vital get your business pre-
pared for COVID-19 to come knocking,  
p. 50, because it will. It is best to plan ahead 
than be caught with no employee directives 
or policies. This article gives the basics of 
preparing for a public health crisis.

Automotive Recycling magazine’s 2020 
mandate is to provide very practical infor-
mation in order to offer all auto recyclers 
– big or small – opportunity to improve 
through specific how-to articles and first-
hand experiences of peers and experts.  
This issue brings keen insight and real expe-
rience to the table to improve control over 
the business bottom-line. 

We hope this collection of articles inspires 
you to take initiative, shines some needed 
perspective on your operations, and pro-
vides real practical ideas to implement.  





ANNOUNCEMENT

ARA’S ANNUAL HILL DAY  
CANCELLED DUE TO 
COVID-19 RESTRICTIONS

ARA Executive Director Sandy 
Blalock, along with the ARA  

Executive Committee, announced that 
ARA has cancelled the annual visits 
to Captiol Hill in Washington, D.C. 
scheduled for April due to the ongoing 
restrictions on travel and large gather- 
ings. ARA will announce how ARA 
Members can still participate in the 
legislative process from their work 
locations. Stay tuned for announce-
ments and check the ARA website at 
www.a-r-a.org for more information.

Stay Connected!
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Wheel
News, Trends & Reports from the Automotive Recyclers Association

Lorem ipsum

ARA and the Institute for Scrap Recy-
cling Industries (ISRI) have begun 

discussions to formulate joint strategies and 
activities where applicable on the issue of 
end-of-life and salvage handing of electric 
vehicle (EV) batteries. The issue is emerging 
as critical to both associations’ members 
as the predicted volume of lithium-ion and 
hybrid batteries climbs. Industry challenges 
include safety, identification of all batter- 
ies, handling, storage and transportation 
amongst other issues.

The U.S. Federal government and some 
states are already starting to explore this 
arena. In July, a Senate Committee held a 
hearing to begin discussions on recycling 
challenges and opportunities. Some state 
legislation is likewise being proposed and 
these recycling measures may pose issues 
for the recycling industry. In addition, ARA 
has been in discussions with our Canadian 
counterpart, the Automotive Recyclers of 
Canada (ARC) as they face governmental 
scrutiny and exploratory discussions.

Both ARA and ISRI have been in recent 
discussions with automakers, battery recy-
clers and other industry stakeholders on 
what the future holds for our industries 
and members. The workgroup will explore 
further work with these groups and where 
the two associations can come together to 
protect our industries.

New “Waters of the U.S.” 
Proposed Rule Released

In the continuing controversial story of the 
U.S. Environmental Protection Agency’s 

(EPA) Navigable Waters Protection rule, 
the Administration released another new 
proposal which would shrink the scope of 

the original Obama law overseeing water 
issues around the country. Industry propo-
nents of the new proposal include home 
builders, agriculture and mining interests, 
while environmental groups are once again 
threatening lawsuits. The original rule that 
this measure will attempt to modify greatly 
expanded the scope on what was consid-
ered a “navigable waterway” and required 
permitting “to discharge pollution into 
waterways,” imposed fines and directed the 
MSGP (Multi-Sector General Permit for 
industrial stormwater discharges).

ARA has followed this issue for years and 
has also been a part of the Federal Storm 
Water Association and the Federal Water 
Quality Coalition. ARA will be part of coa-
lition calls and EPA webcasts to learn more, 
which we will share in the future.

Bill Activity Midway Through 
State Legislative Sessions

Thanks to ARA members and industry 
allies, some detrimental legislation has 

stalled or died as the mid-point of many 
state legislative sessions arrives. While it 
is too early to finalize that list, it’s not too 
early to acknowledge the coordinated and 
influential efforts done in state capitols by 
the on-the-ground efforts of recyclers and 
friends. 

Some of the action that ARA and its 
members have been actively involved with 
includes detrimental legislation related to 
OEM Repair Procedures. Bills were intro-
duced in several states to include Con-
necticut, Illinois, Minnesota, New Hamp-
shire, New York and Washington. Success 
was achieved in Washington where the bill 
is dead for the year. Expectations are height-

Joint ARA and ISRI Workgroup on EV Batteries Formed ened for a similar resolution in other states.
Other issues of consequence were in 

Arizona where an EV battery recycling 
program and fee bill was introduced and 
is pending. Solid waste permitting bills 
were recently introduced in Tennessee and 
counterfeit airbag legislation was discussed 
in Hawaii. Salvage threshold and junk 
title fee increases bills were introduced 
and both are pending in Iowa. A Missouri 
bill to ensure that all salvage vehicles are 
branded salvage and removes the age 
restriction was introduced.

ARA members and allies such as the 
Auto Care Association have been be busy 
in state capitols across the country and 
continue to work hard together to protect 
auto recyclers everywhere.
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Message from ARA Executive Committee

ARA leadership and staff would like to notify the membership that effective February 10, 
2020 current ARA President Chad Counselman has stepped down from his leadership 

position on the ARA Executive Committee. Current First Vice President, Scott Robertson,  
will step in to serve the remainder of Mr. Counselman’s term, with co-leader Jonathan 
Morrow in his role as Immediate Past President. Robertson will begin his own Presiden-
tial term as scheduled in November 2020 during the 77th Annual ARA Convention & 
Exposition.

The ARA Board of Directors was notified of this possibility earlier in the month and  
Mr. Counselman would like to share with the membership that he has officially accepted  
a business opportunity in Australia and will be relocating his family to Melbourne.

“I feel strongly that the ARA membership deserves a leader that can devote the necessary 
time and resources to guiding the Association. While my family and I are excited about this 
new opportunity in Australia, due to time zone differences and other logistical reasons, it 
would make it very difficult for me to serve the members to the best of my ability as President. 
As such, I am stepping down and know that incoming President Scott Robertson will do an 
excellent job representing the membership. I look forward to continuing to serve the industry 
and will continue to be actively involved in ARA,” said Counselman.

While Robertson will assume the Presidential role, all other Executive Committee members 
will remain in their current office. 

ON THE MOVE

Blalock Represents  
ARA and the Industry  
at Several Gatherings 

ARA Executive Director Sandy 
Blalock attended the Collision 

Industry Conference meeting in 
mid-January in Palm Springs. Blalock 
represented ARA during several edu-
cational sessions and committee meet-
ings, where topics included counterfeit 
parts, emerging technology, insurer- 
repairer relations, and data privacy. 
She plans to return to other meetings 
throughout the year.

Blalock also visited with members 
of the Auto & Truck Recyclers Associ-
ation of New Hampshire in February, 
where she provided an ARA Update 
during the affiliate chapter’s monthly 
membership meeting and discussed 
top legislative issues impacting the 
industry so far this year.

A1 Auto & Truck Recyclers
Ashley’s U-Pick-A-Part
Brush Auto Salvage LLC

Checker Wrecker and Auto Salvage
Metro Auto Salvage, Inc.  

P&G Auto
Pick-n-Pull – American Canyon

Pick-n-Pull – Sacramento Mather
Riverside Truck and Auto

Toncar Auto Parts
USA Core Supply
W & W Auto Parts

ARA WELCOMES  
NEW MEMBERS

INDUSTRY

Legislation Extending  
California’s Illegal  
Dismantling Task Force 
Moves Forward

Legislation that would extend the 
work of a California multi-agency 
“strike team” tasked with combating 

the state’s underground economy of 
illegal dismantlers moved one step closer 
to final passage recently. First established 
in 2017, the Unlicensed Auto Dismantling 
Industry Strike Team (VDIST) program 
expired on December 30, 2019. Since 
its inception, the program successfully 
raided 824 unlicensed operations. ARA’s 
affiliate state chapters in California are 
leading the charge to extend the Strike 
Team’s mission for another three years, 
and as of January 30th, Assembly Bill 238 
has moved over to the state senate after 
successfully passing through the general 
assembly.

New AAMVA 
Best Practice 
Document for 
Salvage and 
Junk Vehicles

ARA wants to make all recyclers 
aware of a recently published 
resource document from the 

American Association of Motor Vehicle 
Administrators. AAMVA works with 
member jurisdictions to develop Best 
Practice documents and model legislation 
for Chief Driver License Administrators 
and Law Enforcement personnel and staff.

A “Best Practices” document establishes 
the ideal approach for establishing and 
maintaining programs. The guidelines 
provided are recommended and provide 
a jurisdiction with details on optimal 
model programs.  A “Best Practice” is not 
mandated nor monitored for compliance. 
Visit https://www.aamva.org/Salvage 
JunkVehicleBP-December2019 to 
download the guide. 
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Hiring in North America has not been 
this challenging in a very long time. 

The employment rate is at an all-time 
high, and top candidates have been able 
to negotiate great packages for themselves 
as some get multiple offers. As you start 
looking for the next superstar to further 
your company’s goals, deciding how hard 
you can compete for talent is important. 
While there are trends making candidate 
relationship-building easier – such as text 
communication to schedule interviews or 
being able to offer more flexibility to the 
work schedule for some roles – money is 
still a primary driver for candidates. 

An important lesson many learn is that 
salary has traditionally been king. And this 
king is powerful because it compounds 
year over year on your list of expenses. 
Not every company can spend more now, 
but every company wants to attract and 
retain the best talent for their team. This is 
where the candidate experience and your 
employer brand can be a strategic differ-
entiator as you explore your flexibility to 
spend money. 

If we go back to cash being king for a 
moment, it’s important to remember that 
people don’t come to work just for money. 
Everyone wants to feel valued and work 
on interesting things for a great brand. As 
you think about experience, there are a few 
ways to minimize the amount of extra cash 
you need to help candidates consider your 
company over others. 

Understanding one-time costs versus 
compounding costs is a good starting 
point. If you can give someone an upfront, 

one-time cash bonus, it will save your com-
pany money year-over-year compared to 
a larger starting salary. When you get into 
their second year of employment, having to 
raise salary by a percentage compounds the 
cost and can add much more to your oper-
ating costs than a one-time payment. Even 
hourly employees in lower earning roles 
that are in high demand can be swayed 
with a small cash bonus up front to help 
you gain a competitive advantage. 

As you approach your budget and talent 
needs for the next few quarters, you may 
find you have less flexibility to offer bigger 
salaries to help you win the talent war. 

While everything has some cost, there are 
alternative areas you can invest in that cost 
much less and will not steadily rise like a 
salary does. Here are eight of them that 
might help you:

1. Offering flexibility – Whether it is the 
start and end time of the workday, a com-
pressed work week, or the offer to work 
from home at times in certain positions, 
these are all coveted offerings. If the job 
allows for flexibility, it’s worth considering. 

2. Covering perks – There are tons of 
creative offerings that matter to employees 
and are often available at a small cost. A 
few examples of perks are subsidies for 
transportation, extra uniforms included on 
the company, meal services at work, free or 
discounted laundry service, popular gym or 
lifestyle club memberships or discounts. 

3. Job sharing or part time work –  
Many people have their own reasons 
for wanting to work less than full time. 
Offering part time or job-sharing options 

where two people perform what was once 
a full-time job can give you more cov-
erage in talent and attract some amazing 
candidates who wouldn’t otherwise be 
interested.

4. Having good managers – A positive 
workplace culture is a competitive advan-
tage. If you invest in managers who care 
about their teams and prioritize teaching 
and coaching employees, you will be able 
to attract, develop – and importantly –
retain your top talent. It’s been proven 
many times that people work for people, 
not companies, so make sure your man-
agers are good listeners, care about their 
people and can show empathy.  

5. Offering hiring bonus/signing 
bonus – Because these are one-time costs, 
they don’t compound like salary does. A 
bonus can help you counter another offer 
and be equally attractive up front as many 
bonuses can be paid within the first three 
months and can have a condition of repay-
ment if the employee leaves before a set 
amount of time. For hourly workers, a few 
hundred dollars up front can make a big 
difference in whether they decide if they 
want to join your organization.  

6. Starting benefits coverage earlier –  
The traditional model for health care ben-
efits in Canada and the United States has 
been to delay offering benefits for 90 days 
to get through a probation period. If you 
can offer these from day 1, especially in 
the United States where bridging health 
care costs can be very high, this is a great 
employee incentive. A company could also 
offer to reimburse existing health costs or 
pay for the previous employer’s benefits 
until the transition occurs.  

7. Reimbursing education costs – 
Another great non-compounding benefit is 
education subsidies. Skills change quickly 
and the investment in learning benefits 
both the employee and the company in the 
long term. 

Coaching
By Jeremy Eskenazi

8 Ways to Secure Top Talent Without Offering More Salary

It’s important to remember that people don’t come  
to work just for money. ... A few examples of perks are 

extra uniforms, meal services at work, popular gym  
or lifestyle club memberships or discounts. 
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Jeremy Eskenazi is an internationally 

recognized speaker, author of 

RecruitConsult! Leadership, and founder of 

Riviera Advisors, a boutique Recruitment/

Talent Acquisition Management and Optimization 

Consulting Firm. He is not a headhunter, but a 

specialized training and consulting professional, 

helping global HR leaders transform how they 

attract top talent. Visit www.RivieraAdvisors.com.

8. Having modern work tools – This 
one may seem obvious as computers and 
equipment are a standard operating pro-
cedure today, but in a bring-your-own-
tools or devices era, offering a broad range 
to choose from or solid reimbursement 
plans for employees to have the latest and 
greatest is a draw. These are all things that 

attract candidates looking to have a posi-
tive work experience. 

Remember, money does reign as king.  
If you offer 30 percent less salary than your 
competitor, even this list will not help you 
win the talent war. However, if you offer 
30 percent more salary, your balance sheet 
might start to look a little funny and it 
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will be difficult to sustain making above-
market salary offers for many roles. There-
fore with the market as competitive as it is, 
being creative with the advantages you can 
afford will help show candidates you care 
about their experience and that you under-
stand what matters to them from a total 
offering perspective.  



Dashboard
Close the knowledge gap within your 

sales teams! Get your salespeople 
to qualify customers more effectively to 
improve close rates and generate more  
sales revenue.

Having trained hundreds of salespeople 
in the recycling industry, and after listening 
to thousands of hours of recorded sales 
interactions, I’ve encountered a symptom 
that is as prevalent with new salespeople 
as it is with industry veterans: Most sales-
people are not effectively qualifying their 
customer. This lack of qualification is a 
symptom of a larger problem, salespeople 
rarely have an understanding as to why 
they’re qualifying their customer in the  
first place.

As a good sales manager, you’re already 
training your team to be inquisitive and ask 
customer qualification questions – ques-
tions that reveal whether a potential cus-
tomer has the ability, authority, and incli-
nation to make a purchase. The one I hear 
most frequently is, “What kind of miles 
are on your car?” or, “What’s the mileage 
on the vehicle you’re working on?” As an 
exercise, ask your sales team why they ask 
this question. 

My experience is that they simply want 
to narrow down the options in the market-
place or find a part of better quality. They 
aren’t necessarily thinking about whether 
that customer is open to a more cost-effec-
tive option with higher mileage or a more 
expensive option with fewer miles. They 
aren’t necessarily thinking about any of  
the other “buying reasons” their customer 
may have.

Again, a training exercise to do with 
your team is to ask them, “Why would a 
customer buy our part over someone else’s 
part?” In our industry, we can distill our 
customers’ buying reasons to four things: 
price, quality, value, and availability. 

1. PRICE – The salesperson will sell the 
part if the price is right, if the price point 

is at or less than the customer is willing to 
spend. 

2. QUALITY – The salesperson will sell 
the part if the mileage or condition is the 
best available in the marketplace.

3. VALUE – The salesperson will sell the 
part because of any additional “plus” he 
or she is able to offer the customer. This 
could be his charming customer service, the 
facility’s free delivery, the stellar reputation 
of the facility in your area, or an excellent 
warranty coverage. Anything outside of 
the part that you can offer the customer is 
added value.

4. AVAILABILITY – The salesperson will 
sell the part because he or she can have it 
ready to the customer when they need it. 

This could also be an instance of the sales-
person selling the part because they’re the 
only one that can source it.

Once your sales team understands the 
connection between customer qualification 
and discovering their customers’ buying 
reasons, they should be asking things that 
target each of these reasons. We know 
from experience that sales are won and lost 
sometimes by a matter of $50. Price is the 
main factor at play for our customers and 
yet time after time, it’s the factor that sales-
people most frequently leave unaddressed. 

To understand if price is what your cus-
tomers’ buying decision is based on, coach 
your team to ask, “Have you been able 
to price this anywhere else? What prices 
have you seen?” In the event of a wholesale 
customer, questions like, “Do you know 
where you need to be to sell this job?” If 
the customer hasn’t been shopping around, 
asking, “What kind of budget do you 
have in mind?” or “Do you have any idea 

what these go for?” It’s imperative for the 
salesperson to squarely address this most 
important buying reason.

Customer qualification questions to iden-
tify value as a buying reason can be things 
like, “Is this your daily work vehicle,” or 
“Are you planning on keeping this vehicle 
or are you just looking to fix it and sell 
it?” This is a particularly useful strategy to 
include a warranty rolled into your offering 
before mentioning a price with a standard 
warranty.

Questions about availability can be 
phrased as soft closes to help advance 
the sale, “If I could get this to you in four 
business days, would that work for your 
schedule?” This question is more effective 

than, “When do you need this part by?” 
which doesn’t leave the salesperson scram-
bling if the customer must have it before the 
salesperson can source it.

If your sales team is asking customer 
qualification questions without thinking 
about their customers’ buying reasons, they 
could very easily be missing the factors 
that can help them land the sale in the first 
place. Help them make the connection to 
increase close rates and sales revenue. 

Is your team being coached in effective 
and practical techniques? Do they need to 
be pointed in the right direction? Let us 
know, we can help!  

Counts Business Consulting, experts  

on demand, offering consulting services 

to the automotive recycling & tow 

industries. Online all the time with the 

experience needed to increase your company’s 

performance. Contact Chad Counts at (512) 963-

4626 or crcounts@countsbusinessconsulting.com.
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By Chad Counts

The Know-How of Qualifying a Sale

Most salespeople are not effectively qualifying their 
customer ... and rarely have an understanding as to why 

they’re qualifying their customer in the first place.
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If you wanted to set out to visit as many 
auto recycling facilities as you could in 

order to develop one single perfect Stan-
dard Operating Procedure you would fail. 
Because the truth is, after visiting over a 
hundred facilities in the past year, I can tell 
you there is no single standard for how to 
operate a successful auto recycling facility. 

Some facilities inventory 20 parts from a 
vehicle, and some will inventory well over 
100. And that’s not the only difference. 
Almost every aspect of the business affords 
an operator the opportunity to 
do things different. They can 
customize their operation to suit 
their style. 

Some people broker parts, 
some do not. Some people swear 
by eBay, and some rail against 
it. Some people pay their sales-
people commissions, and some 
don’t. Some dismantle pre-sale, 
some only as needed. And the list 
goes on and on.

I recently visited a facility 
where the owner explained that 
they inventory sometimes up 
to 300 parts on a vehicle, and 
80 percent of their business is 
e-commerce. Their returns are 
less than 3 percent. And they 
are doing it with about 400 cars 
a year. They employ a couple 
dozen people. No salespeople. 
No brokering. No delivery 
trucks. No drivers. No commis-
sions. Business is great and they 
are expanding. Amazing story.

Are they doing it wrong?  
Of course not. 

The goal of any business is 
to provide a solution to a need 
while making a sustainable 
profit margin. Any of the models 
mentioned above check those 
boxes. Are some of them leaving 

Pulse
money on the table? 
Maybe. But any operator 
needs to decide for them-
selves when it comes to 
a new or different rev-
enue stream: “Is the juice 
worth the squeeze?” What 
may be a manageable pro-
cess for one is white noise 
for another. So, do these successful facilities 
have anything other than cars and trucks in 
common? Absolutely! 

They know their numbers. Whether 
it’s gross sales, net profit, return ratios, car 
buying, or a hundred other more granular 

measurements, I have yet to meet 
a successful operator that does not 
know their numbers. And although 
there are a few data points that are 
common, the total number of ways 
an operator chose to slice and dice 
or drill down can vary as much as 
the operation styles. They study 
their numbers regularly and under-
stand that a few key matrix will 
tell you as much about the health 
of your business as your blood 
work tells you about your physical 
health. 

They take care of their people. 
I am always impressed when I am 
visiting a recycler and they are 
walking me around  
introducing me to people who 
have been working with them  
for 15, 20, 30 years, or longer.  
I was recently talking with a 
friend who told me that they just 
had an employee retire after 35 
years. I spoke to another operator 
who stated that they fully funded 
their employee’s retirement. Fully 
funded. Let that sink in. If you’re 
thinking you couldn’t afford 
that, I bet he would argue that he 
couldn’t afford not to. Whether 
it’s training, benefits, or empower-
ment within their job, there is little 
doubt that the operator that cares 

By Vince Edivan

SOP’s are Not so Standard

Vince Edivan, right, spent a day on the road with ARA’s Secretary 
 Shan McMillon, left, owner of Cocoa Auto Salvage, to meet and 
greet automotive recyclers and tour their facilities. 

Above, Vince with Jim Butler of Butler’s Auto Recycling, who joined an 
additional location to the ARA and, below, then-ARA President Chad 
Councilman, center, and Auto World’s Bryant Johnson, right.
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about their employees, and communicates 
this through the way they treat them, cre-
ates loyal team members. And a loyal team 
member will feel invested in the business. 
They will pick up a piece of trash because 
they care about your business. They will go 
the extra mile because they take the same 
pride in the name on their shirt as you do. 

Whether you value your 
people a little or a lot, they 
know.

They stand behind their 
product. Stephen Covey 
said that “business moves 
at the speed of trust.” If 
your customers trust you to 
consistently provide a good 
product, treat them fairly, 
and create a positive expe-
rience, they will return. And 

they will tell their neighbors. It is almost 
more important to quickly and efficiently 
fix a wrong than it is to get it right. Owners 
who focus on the quality of their product 
and put checks in place to ensure that a 
standard is consistently met, tend to build 
their brand well. 

While I’m sure that there are additional 

variables that lead to success, I have yet to 
see a thriving facility that did not have all 
three of these. I’ve seen countless ways to 
buy a car, disassemble a car, and sell the 
parts off a car, but the thriving operators, 
the ones who remain students, will always 
have their finger on the pulse of their data, 
will be focused on consistently delivering a 
quality product and a positive buyer expe-
rience, and will be sure their people feel 
valued.  Vince and Chad visited with Ken Cook of ABC Auto Inc., who 

recently joined ARA. 
Vince Edivan is ARA’s Director of 

Member Relations. In his role, he 

represents ARA at state industry 

events, working to connect with current 

and potential members. Since 2006, he has been 

worked in the wholesale auto auctions, vehicle 

remarketing, and the salvage industries.  

Views expressed here are those of the author and do 
not necessarily reflect the opinions or position of the 
Automotive Recyclers Association.
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I heard a true story about a man who had 
died under a bridge where he’d been 

living for a long time. He had died from a 
combination of starvation and exposure. 
But when they took his fingerprints to find 
out who he was, they discovered he was a 
very wealthy man, only he didn’t know it! 
He had inherited millions of dollars from a 
distant relative, but no one had been able to 
locate him. 

It’s a sad story. But, you can say the same 
thing about businesspeople who don’t 
bother to discover the potential they have 
in their hands and how to reap its benefits. 
They hold a fortune in their hands but don’t 
know it. So, they fail. What should you do?

Ask Questions and Acquire the 
Knowledge you Need to Succeed:  
I attended a business seminar a while 
back where the speaker emphasized 
repeatedly the importance of asking 
questions. He said passionately, “You 
don’t know what you don’t know!” 
By asking questions of experienced 
businesspeople, you can avoid serious 
mistakes and move ahead faster with 
fewer problems. He was certainly right  
about that! It is important to ask questions!  

By the way, I know a person who has 
become very wealthy by buying up failing 
companies. He fixes them, makes them 
profitable and resells them. He told me 
the original owners could have done this 
themselves had they known what to do. 
They failed out of ignorance. Most of 
these owners could have learned what they 
needed to know by questioning others in 
the industry who would have been willing 
to help them if only they had asked. 

Utilize Industry Consultants: This 
industry has many consultants available to 
help business owners discover and fix all 
kinds of issues. There are workshops and 
seminars at recycler conventions on every 
topic. Contact the leadership in your state 
associations and ARA for information.

Be Persistent: Don’t quit! Stay on 
the job until you succeed! In his book, 
Think and Grow Rich, 1960, Napoleon 
Hill tells the story about how automobile 
genius Henry Ford came up with the 
revolutionary plan for a new kind of 
engine we know today as the V-8. Ford 
was eager to get his great new idea into 
production. He had some men draw 
up the plans and presented them to the 
engineers. As the engineers studied the 
drawings, one by one they came to the 
same conclusion. Their visionary boss just 
didn’t know much about the fundamental 
principles of engineering. They told him 
gently that his dream was impossible. 

“Produce it anyway,” Ford said. They 
replied, “But it’s impossible.” “Go ahead,” 
Ford commanded, “and stay on the job 
until you succeed, no matter how much 
time is required.” For six months, they 
struggled with drawing after drawing, 
design after design. Nothing. Another six 
months. Nothing. At the end of the year 
Ford checked with his engineers and they 
once again told him that what he wanted 
was impossible. Ford told them to keep 

going. They did. And they discovered how 
to build a V-8 engine.”

 
Abraham Lincoln’s Persistence: 

The value of courage, persistence, and 
perseverance has rarely been illustrated 
more convincingly than in the life story of 
Abraham Lincoln:

n Failed in business – at age 22
n Ran for Legislature  – defeated at age 23
n Again failed in business – at age 24
n Elected to Legislature – at age 25
n Sweetheart died – at age 26
n Had a nervous breakdown – at age 27
n Defeated for Speaker – at age 29
n Defeated for Elector – at age 31
n Defeated for Congress – at age 34
n Elected to Congress – at age 37
n Defeated for Congress – at age 39
n Defeated for Senate – at age 46
n Defeated for Vice President – at age 47
n Defeated for Senate – at age 49
n  Elected President of the United States – 

at age 51
“Nothing in this world can take the place 

of persistence. Talent will not; nothing 
is more common than unsuccessful men 
with talent. Genius will not; unrewarded 
genius is almost a proverb. Education will 
not; the world is full of educated dere-
licts. Persistence and determination alone 
are omnipotent. The slogan ‘press on’ has 
solved and always will solve the problems 
of the human race.” – Calvin Coolidge 

Therefore, work to discover the poten-
tial you already have in your hands. Ask 
questions of successful recyclers. Attend 
recycler conferences and workshops. Hire 
a consultant if necessary. Be persistent and 
stay on the job until you succeed. Finally, 
once you’ve succeeded, share what you’ve 
learned with others!  

Marketing
How to Succeed in the Auto Recycling Business - The Secrets

By Mike French

Mike French, president of Mike French & 

Company, Inc., can be reached toll free 

at 800-238-3934, or visit his company’s 

Web site at www.MikeFrench.com.
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Your company’s most precious cargo 
is its people. Each day that you walk 

into your office, establishment or organiza-
tion, you are responsible for cultivating the 
culture. You are responsible for fostering 
a workplace culture that is one based on 
commitment and trust. As you nurture and 
grow the culture of your workplace, it is 
imperative that you realize that your most 
valuable resource – your most precious 
cargo, as they say in the aviation business – 
are your people.  

As you look to understand what you can 
do each and every day to impact your com-
pany culture, you need to look at the ways 
you can best take care of your teams. The 
foundation of taking care of your people is 
creating and cultivating a culture of trust.  
It is only when you cultivate cultures of 
trust and commitment that you can truly 
begin to support your company’s most 
valuable resource: the people within it. 

A simple way that you can create the 
professional environment that you want 
is to implement a model, the C.A.R.G.O. 
model, designed to create and nurture the 
workplace ecosystem that thrives on com-
mitment and trust.

C: Creativity to address challenges – 
As you look to take care of your people, it 
is essential that opportunities are provided 
that allow for creativity. This creativity 
is useful for many things – primarily in 
addressing the many challenges that present 
themselves constantly in the workplace. 

When you trust and empower your 
people to harness their creativity to address 
and solve problems, it does many things 
across the many levels of your organiza-
tion. Freedom to be creative instills a sense 
of intrinsic trust and helps to reinforce an 
employee’s innate abilities and talents. 

Creativity to address challenges 
strengthens the case as to why you hired 
them to work in your organization in the 
first place. 

A: Access to tools and resources – 
When the right tools and resources are 
provided, people know that they have all 
that they need to succeed. Too often there is 
an expectation of the people in an organiza-
tion that cannot be fulfilled due to a lack of 
resources or support. Effective leaders must 
be prepared to properly equip their teams 
with the right people in addition to the 
right tools and resources to set them up for 
success. Access to the appropriate tools and 
assets is imperative to creating and building 
a company culture that is rooted in trust. 

R: Responsibilities – It is essential that 
team members are empowered to own their 
unique responsibilities in an organization. 
When team members truly own their piece 
of the daily duties, tasks, and projects, it 
reinforces the reality that their work really 
matters.  

When your team is aware of their value 
to the entire operation and that others are 
counting on them, like a combat aircrew, 
they will step up and perform to their best 
abilities. Empowerment of staff, ensuring 
that the training and processes clearly 
define and delineate their responsibilities, 
will lead to an empowered organization. 
This empowered organization will be full 
of team members that know what they are 
responsible for and ready to tackle the tasks 
at hand. 

G: Goals & Objectives – Goals and 
objectives of your team(s) and organization 
have to be plain, clear, and articulated in a 
way that the team members can understand 
and appreciate. The best leaders must share 
the goals and objectives with the team. 
Your team needs to know that its leaders 
are fully invested. In turn, it’s necessary 
for members of your team to share their 

individual goals and objectives with each 
other and the leadership. This ensures that 
everyone holds each other accountable. 

Beyond holding one another accountable, 
knowing the goals and objectives of each 
other allows you to know that everyone is 
committed, in some shape, form, or fashion, 
for the greater good of the organization and 
each other.

O: Opportunities for success – As a 
leader, you must provide the opportunities 
for your people to succeed. These successes 
exist as large and small opportunities. 
When provided with incremental chances 
to succeed and win, team members will stay 
engaged and continue to be committed to 
the organization and the team. Consider 
opportunities for team members to succeed 
in the simplest ways, that lead to team wins, 
that lead to organizational wins. Everyone 
loves to win and be on a winning team!

As you conduct business every day, are 
you and the leadership team equipping 
your people to sustain themselves and your 
organization through the inevitable turbu-
lence that they will encounter en route to 
accomplish their mission? When you pro-
vide your people with the right C.A.R.G.O., 
you will create and cultivate a trusted 
workplace that is bound for success!   

People
By Jason O. Harris

Providing Your Teams the C.A.R.G.O. to Succeed

When your team is aware of their value to the entire 
operation and that others are counting on them,  

they will step up and perform to their best abilities. 

Jason O. Harris is a leadership and 

trust speaker, consultant, and certified 

character coach. As a decorated combat 

veteran, Jason brings unique perspectives 

gained from his battlefield experience to your 

organization. Jason’s No Fail Trust™ methodology 

was crafted from his own harrowing, life-altering 

experiences, and conveys the importance of cross-

generational communication and mutual trust. 

Visit www.jasonOharris.com for more information.  
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As everyone knows, the price of  
catalytic converters has been on an 

upswing the last few months with the 
demand in precious group metals on the 
loom. With that, the cold call knocks and 
phone calls have been increasing with lots 
of core buyers, and people are hopping on 
the band wagon trying to jump into the 
business. Unfortunately, the majority of 
these people are in for a “quick buck” and 
have no knowledge of catalytic converters 
and what is involved with this business.

Belanger Converter Recycling has been 
receiving hundreds of phone calls from 
these, let’s call them pirates, wanting us to 
teach them the ins and outs of buying and/
or give them our app. It should go without 
saying that our app is for our customers 
that are loyal and sell to us on a regular 
basis. When I ask why they are interested 
in getting into the business, most say they 
want to make money.  

Unlike those of us who are business 
owners, they are not interested in the long 
term, nor do they want to deal with the 
“Feast or Famine” – where you thrive 
during the good times, and struggle through 
the bad. It is hard to stay positive while 
struggling to pay bills and looking at your 
employees who need their paychecks.

You, as employers and business owners, 
are like the rest of us, just trying to make a 
living and as much profit as you can. You 
attend ARA conferences and other shows 
and events hoping to learn ways to max-
imize your profits; so why would you sell 
your catalytic converters to some fly-by-
night crew you’re unfamiliar with and don’t 
have any idea how to tell a small foreign or 
a pre-converter from anything else?

They will come in and group your con-
verters together and offer you a price that 
makes it appear you are coming out ahead. 

Then they’ll turn around and show up here 
selling by number and walking away with a 
much bigger payday.

I had one guy come in with 100 con-
verters and had no idea what they came 
off. Four of them were torpedo catalytic 
converters from Ford Vans! He bought 
them for $400 ($100 each) and because we 
purchase by number, he walked away with 
$2,400. You read that right, we paid him 
$600 for each of them. That is a pretty good 
profit considering these guys don’t abide 
by any of the laws legitimate businesses 
have to.  They don’t have a business license, 
their trucks would never get past DOT, and 
safety isn’t even on their radar.  These guys 
will come along and pay you great prices 
on your Hondas, Toyotas, and Priuses, only 
to make up the difference in your midgrade 
and other high-grade converters. 

They know how to make it appear you 
got a good deal, all along knowing what 
kind of turn around they can expect. Some 
will even pay you $15 to $20 for aluminum 
wheels just to be able to buy your con-
verters at the low end.

Don’t be scammed. Sell them the wheels 
at their offer, but refuse their price on the 
converters and they won’t be interested.

I know you are asking, 
“how you can tell the 
pirates from the legitimate 
buyers.” If you watch them 
while they sort your stuff, 
you will see them taking 
pictures and on the phone. 
They will tell you they are 
waiting on a response, but 
what they have done is con-

tacted a legitimate business and are seeing 
what their sell price will be so they can 
decide how low to offer.

A legitimate buyer will look at each indi-
vidual converter and the number and buy 
from that, which is the best way to buy and 
sell. Companies like Belanger’s have their 
own apps and can price on the spot without 
having to “ask.”

I hear horror stories from yard owners all 
the time about how they found out they had 
been misled and lost money. It is very dis-
heartening. I hate to hear how owners and 
managers lose money every day. Make good 
business choices and work only with com-
panies that have credentials, a good repu-
tation, and have been in this business for a 
lengthy amount of time. There is a reason 
why they are still going strong.  

If you need help, please just get in touch 
with us. We respond to phone calls, email, 
and text message and are more than happy 
to help. 
Wayne Belanger is President of Belanger 

Converter Recycling. BCR purchases your catalytic 

converters, aluminum wheels, and batteries.  

You can reach him and his team at (877) 935-0330 

or at www.belangerconverterrecycling.com.  

Check out their ad on the Inside front cover!

Expert
By Wayne Belanger

Be Wise About Leveraging a Hot CAT Market
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Views expressed in a Sponsored Content section are those of the author and do not necessarily reflect the opinions or position of the Automotive Recyclers Association.
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It’s the end of the month when you check the  
calendar and realize payday is looming, your 
sales team didn’t quite make their quota and the 
returns were 1 percent higher this month than 
normal. You had a tax bill come in that had to 
be paid, and your delivery truck broke down 
causing an unexpected repair bill. Looking 
at your bank balance, you get heartburn just 
thinking about what bills you can defer to next 

month to get your employees paid. Just the thought of 
playing catch up gives you anxiety, and you know you’ll 
need to put pressure on everyone to make next month 
produce. It seems like a never-ending battle to keep cash 
in the bank, and you wonder how automotive recyclers 
seemingly do it with ease, which makes you feel worse 
about your cash problems.

Any business owner knows that cash flow is the life-
blood of every business. In fact, according to a recent  
U.S. Bank study, poor cash flow management causes  
82 percent of U.S. business failures. Although seemingly 
counter-intuitive, many experts advise putting cash flow 
management before profits.

While profits are how an automotive recycling busi-
ness survives, a failure to manage the operation’s cash 
flow can mean running into problems that one profitable 
accounting period might not be able to offset. 

Shan McMillon, President of Cocoa Auto Salvage in 
Cocoa, FL, and ARA Executive Secretary, advises, “There 
are cycles in our industry, be prepared.” One way to be 
prepared is cash flow management.

Flexible cash flow is crucial 
for every automotive 
recycling business.  

If you experience the 
frequent cash crunch,  

here are strategies 
to improve cash flow 

efficiencies. 
By Mark E. Battersby

Cash Flow Management 101
In essence, cash flow is nothing more than the move-

ment of money in and out of the automotive recycling 
operation. Cash flows into the business from sales of 
goods, products or services. Money flows out of the busi-
ness for inventory, salaries, overhead and supplies, in the 
normal course of business. Cash flow is also affected by 
unexpected small and large expenditures that arise from 
time to time.

An adequate cash flow means a steady flow of money 
into the business in time to be used to pay those bills.  
How well the automotive recycling operation’s cash flow 
is managed can have a significant impact on the bottom- 
line profits of the business.

However, more often than not, the operation’s cash 
inflow will lag behind its cash outflow, often leaving the 
business short of money and exposed to missed bills, late 
fees, and in extreme cases angry creditors and aggressive 
collections, due to this shortage not being covered by cash 
inflow. Making it a priority to properly manage the recy-
cling operation’s cash flow allows that gap to be narrowed 
or closed completely before it reaches the crises stage.

This can be accomplished by regularly examining 
budget line items and the components in those categories 
that directly impact finances to know where the leaks of 
cash are and to fix them. 

To accomplish this task, it is critical that an automotive 
recycling business have a method of accounting, hope-
fully in a digital program like QuickBooks, that is used  
to track income and expenses. From these records,  
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it is easy to see what is happening when. If a business is 
not tracking every expense nor able to pull a profit and 
loss statement at a moment’s notice, it will be incredibly 
difficult to fix anything. 

Measuring Cash Flow
Ed Milmeister, President of All Auto Parts Co., says 

“You need a minimum of 1/2 of your monthly sales 
volume in cash to cover shortfall between accounts 
receivable charge sales and cash inventory purchases.” 
Milmeister is a long-time auto recycler with a genera-
tional family auto recycling business in operation since 
1941, typical of the industry. 

In theory, cash flow isn’t very complicated – it’s a reflec-
tion of how money moves in and out of the business. 
However, for many automotive recycling professionals 
the simplicity ends there. Calculating a cash flow formula 
is different from accounting for the operation’s income or 
expenses along the way.

McMillon points out that “there are formulas for  
calculating cash flow needs.” One such formula or ratio, 
is the so-called “Operating Cash Flow Ratio,” a measure 
of how well the business can pay off its current liabil-
ities with the cash flow generated from core business 
operations. 

In other words, the operating cash flow ratio shows 
how much the business earns from its operating activities 
per dollar of current liabilities.

Cash Flow Ratio Formula

A ratio of less than one indicates short-term cash flow 
problems, a ratio greater than one indicates good financial 
health with a cash flow more than sufficient to meet short-
term financial obligations.

This, and other cash flow ratios, can provide the answer 
to a number of important questions such as:

•  How much cash does the business have?
•  How much cash does the business need in order to 

operate – and when is it needed?
•  Where does the business get its cash and spend it?
•  How does the operation’s income and expenses affect 

the amount of cash needed to operate the business?

Green is the New Black  
In a perfect world, there would be a cash inflow, usually 

from a sale, every time there is an outflow of cash. Unfor-
tunately, this rarely occurs in the imperfect world of busi-
ness. The obvious alternative is to accelerate cash inflow 
to improve the process. 

After all, the quicker cash can be collected, the faster 
the business can spend it or save it for reserves. Therefore, 
having efficient and timely payment processes and effec-
tive ways to leverage new cash is very important. With 
strategic planning – and not as a knee-jerk reaction to 
a need – how new cash is generated is important and is 
where some auto recyclers could improve their strategies.

The manner in which the auto recycling operation gets 
paid not only affects its profitability but also its cash flow. 
Something as simple as asking customers to switch to elec-
tronic funds transfer (EFT or ACH), can result in faster, 
more secure, and reliable payments.

McMillon also suggests that auto recyclers “quit selling 
those cars when you need fast cash! Instead, get your  
business into a quality assay program if you haven’t  
done so yet. It may be difficult getting over the first cycle 
of waiting 30 days for payment, but you will be glad  
you did when you see the increase in your averages.”

The Automotive Recyclers Association (ARA) has a 
number of quality assay and core program businesses 
as Associate Members. You can find them in the annual 
Automotive Recycling Buyer’s Guide (www.a-r-a.org/
buyers-guide.html.) Contact them to discuss their pro-
gram, and choose the one that works for you. Be wary of 
hit-or-miss companies who knock on your door that only 
operate when prices are good. Choose one that has a track 
record of operations and can help you for the long haul. 
Some general questions to ask are:

• How do I get paid and how often?
• How do you test the product to value my materials?
• How many years have you been operating?
• What are the pick up schedules for my location(s)?
•  What kind of support and/or technology do you offer 

to help make my program efficient?

Outflow Control
An important key to improving the auto recycling oper-

ation’s cash flow can be as simple as delaying all outflows 
of cash as long as possible. Naturally, the operation must 
meet its obligations on time, but delaying outflow makes it 
possible to maximize the benefits of each dollar. 

One way to control outgoing dollars is to “take a hard 
look at those bills you sign checks for every month,” as 
Shan McMillon did and was surprised how much could 
be added back to the bank account by getting rid of 
“non-necessities.” In her case she says, “it wasn’t a huge 
amount of money, but it all adds up over time.” 
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Many times, businesses sign up for services and then let 
them ride for years. Shop around for these services once 
a year to find savings. There are over 30 services in the 
ARA’s Savings4Members marketplace, found at https://
ara.savings4members.com, from payroll services, hazmat 
supplies, office supplies, shipping, marketing, and more. 
The marketplace average savings on expenses is 20  
percent to participating businesses. Also check out  
NASCO-OP (nascoop.com) for special ARA savings  
on needed supplies. 

Another step involves how the operation pays its bills. 
If you still write checks to pay bills, think about going to 

scheduling online payments. In this manner, you can con-
trol the exact date money will draw from your account, 
allowing you to leave it in your account until it is actually 
due. It also saves you from having to purchase expensive 
checks and minimizes check fraud in your business. 

Paying your payroll online also is a time and money 
saver, and most systems can 
automatically download pay-
roll expenses directly into 
accounting software. Doing 
this and also connecting your 
business bank account to your 
accounting software provides 
real-time access to your finan-
cial position.

Lastly, many credit cards 
have a cash-back rebate pro-
gram. Even if the program 
offers only 1% cash back, 
that could equate to a sizable 
monthly amount for many businesses. Of course, because 
credit cards have high interest rates, they should only be 
used if you are diligent to pay the balance monthly in full. 
Otherwise you might end up with another cash flow issue.

Funding Cash Flow
Building profit margins doesn’t equate to cash flow 

because, as mentioned, cash flow and profit are not 
the same. (Remember: Profit is defined as revenue less 
expenses. It may also be referred to as net income. Cash 
flow, on the other hand, refers to the inflows and outflows 
of cash for a particular business.) 

There are many factors that make up cash flow, such 
as inventory, taxes, expenses, accounts payment and 
accounts receivable. Any business, large or small, can 
experience a cash flow gap – it doesn’t necessarily mean 
the business is in financial trouble. 

Having a cash reserve or source can help any automo-
tive recycling business survive the inevitable gaps. 

Applying for a line of credit from your bank is one way 
to build that cash reserve. This should be done when you 

Need a Refresher on Business Finance or  
Other Small Business Management Tools?

The Small Business Administration offers free short self-guided 

courses in their Learning Center (www.sba.gov/learning-center). 

You can find courses that instruct on Finance under the “Manage Your 

Business”category. Look in the course options for  “Introduction to Accounting” 

(www.sba.gov/course/introduction-accounting). If you need a refresher on the 

basics of tracking cashflow and business accounting, this is a great resource.

don’t need it, because when you do need it, you likely 
won’t qualify for it. Once qualified, lenders will grant a 
predetermined low-interest credit limit which can be with-
drawn from when needed, but will need to be repaid.

Another option might be frugality. Aiming to keep the 
business lean, evaluate it with tough questions. Weighing 
the pros and cons of all business needs and wants enables 
the auto recycling operation to retain cash and avoid 

unnecessary expenses. Is the 
purchase of new equipment 
really necessary? Can it be 
bought second-hand? Is hiring 
new employees really cost-effec-
tive? Is there a way to promote 
employees into those positions? 
Can you take on apprentice- 
level employees to do lower- 
level work? 

If you are looking to grow 
your business, but just can’t 
seem to get the funds together 
above existing levels, consider 

a Small Business Administration loan (see box on page 
30). Getting a low-interest loan to grow your business is 
an investment in your future and preserves cash flow. The 
SBA helps to achieve business growth through resources 
to provide advice and free expert help right in your 
community.

Some cash flow gaps are intentionally created to 
leverage other financial results. This is acceptable as long 
as its a pre-determined plan. For instance, a business 
might want to purchase extra inventory to meet antici-
pated needs, take advantage of a quantity or early-pay-
ment discount, or spend extra cash to expand its business. 

These cash flow gaps are often filled by external 
financing sources, like revolving lines of credit, bank 
loans and trade credit.

Cash Flow Loans
Cash flow-based loans, such as accounts receivable 

financing, or “factoring,” rely on the value of the recycling 
operation’s cash flow. If the operation has a strong cash 
flow stream, it can be used to get significant loan amounts 

Many times, businesses  
sign up for services and  

then let them ride for years. 
Shop around for services 

once a year to find savings. 
ARA’s Savings4Members 

average savings on 
expenses is 20 percent.
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Given that politics are always a hot topic, you’ve 

likely heard plenty from both political parties 

about how government at all levels simply 

doesn’t work. That’s not a new complaint, and just about 

everyone can share a story about some government 

nightmare they’ve endured.

But there’s a federal agency that bucks the trend: 

The Small Business Administration. The SBA enjoys 

broad support from all corners of the political 

spectrum – and deservedly so. That’s because the SBA, which dates 

to 1953, fulfills its mandate of helping small businesses.

Don’t believe me? Google it. Sure, you’ll find scattered 

complaints, but the SBA generally gets strong reviews.

That said, the SBA doesn’t always get the credit it deserves and 

there’s a lot of misinformation going around as well, especially 

among entrepreneurs who are missing out on strong financing 

possibilities. 

Let’s talk about three of the biggest myths surrounding the SBA.

Myth 1: The SBA lends money.

Although the SBA can directly lend money in cases of disaster, 

that’s not its main role when it comes to lending. Instead, it serves 

as a government guarantee program for banks and nonbanks.

That means it essentially serves as a backup to lenders who 

might otherwise not be interested in making loans to smaller and/

or unproven businesses — it offers guarantees up to 85 percent for 

loans up to $150,000 and 75 percent for loans bigger than that. 

Because lenders are less likely to endure the full brunt of defaults, 

they’re more likely to make loans to unproven or riskier businesses.

The SBA does set requirements and application process details. 

Applications will require personal background information, a 

business plan, personal and business credit reports, income tax 

returns, bank statements, and a resume, among other things. It’s 

also possible personal or business collateral is required.

One benefit for you, the borrower, is that the loan terms tend to 

be longer (up to 10 years) and require smaller monthly repayments 

because of good interest rates.

Myth 3: The SBA is only for mom-and-pop shops.

Mom-and-pop shops are definitely among the kinds of 

businesses the SBA is looking to help, but they can also work with 

much larger businesses.

Through its flagship 7(a) program, SBA-backed loans can be as 

large as $5 million for needs such as working capital. And through 

its lesser-known 504(b) program, as much as $12.8 million can 

be obtained for businesses seeking to buy real estate or major 

equipment.

A $5 million loan, not to mention a $12.8 million loan, is way 

above what a mom-and-shop needs.
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Securing Funding For Your Small Business
Busting the 3 biggest myths about the Small Business Administration. 

By Ami Kassar

While there’s no one-size-fits-all template for a 

typical SBA loan customer, most are businesses that 

are going to have anywhere between $50,000 and $5 

million in annual revenues and up to 40 employees. 

Those businesses are likely to be cash flow positive and 

are profitable.

Of course, if mom and pop need a loan, small 

amounts are available, too. There are no minimum 

guaranty amounts for any SBA loan program.

Myth 3: My banker didn’t tell me about SBA-backed loans  

or said I’m not qualified, so I’m out.

Not to fear: You’re most likely not “out.”

There are about 2,200 banks and nonbank lenders through 

the United States who write SBA-backed loans. Each one uses the 

program differently and requires varying qualifications.

Thus, even if one lender rejects you, it doesn’t mean that all 

will. It’s always worth trying another lender (or two or three) if you 

get rejected — advice that applies when seeking non-SBA loans as 

well. If you go to a doctor and don’t like what he/she says, you may 

try another physician, so why not do the same here?

In addition, there may be other reasons why your initial lenders 

may not tell you about SBA loans. 

Perhaps they’re ignorant about the program. Or maybe their 

employer doesn’t give them incentives that make them want to 

push SBA loans; remember, your banker is trying to make a living, 

too, and might push you toward more profitable options for his/her 

own pockets. And large banks often aren’t interested in making 

small loans, which can be less profitable and more risky than 

larger loans. 

It might even be something as simple as your banker is lazy: 

Lining up an SBA loan usually does require more documentation 

than a regular loan. So, if you get rejected for an SBA loan by a 

large bank, try a smaller bank, which may well specialize in the 

program and have lenders well-versed in the process.

Hopefully, I’ve cleared up misconceptions about the SBA and 

its lending programs. These programs work, as many business 

owners will attest, and there’s little to no downside in at least 

considering an SBA loan the next time you need funding. Its 

website, sba.gov, is helpful as well, providing further information 

in an easy-to use format. 

Ami Kassar is the founder and chief executive officer of 

Multifunding LLC and author of The Growth Dilemma. He has 

advised the White House, the Treasury Department and the 

Federal Reserve Bank on the state of the financing markets. 

A nationally-recognized expert on business capital, Ami Kassar has 

helped over 1,000 entrepreneurs raise over $400 million of debt for 

their businesses. For more details, please visit www.AmiKassar.com. 
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even if there are few business assets. This type of lending 
allows companies to borrow money based on the pro-
jected future cash flows of the company. Credit ratings are 
also used in this form of lending as an important criterion. 
Although cash flow loans can be expensive, they can play 
a key roll in an expanding business. 

An advantage of cash flow loans is the repayment 
period. These loans are usually designed according to the 
needs of the borrower with repayment period usually 
between five and seven years. And, since cash flow loans 
are different from asset-based loans, rarely does collateral 
have to be put up. 

The disadvantages also need to be factored in. Cash flow 
loans are typically sought by small companies that do not 
have a long credit history, significant assets to back a loan, 
or an established track record of profitability. Because of 
these factors, a lender will command higher interest rates 
on a cash flow loan to compensate it for greater repayment 
risk, although in some cases a blanket lien or personal 
guarantees by the signer(s) of the loan will be required as 
part of the debt agreement. If you need this type of loan 
for some of these reasons, you might want to use the funds 
to improve the financial health of the company.

Positive cash flow is an indication that the liquid assets 
of the automotive recycling operation are increasing, 
enabling it to settle debts, reinvest in its business, return 
money to shareholders, pay expenses and provide a buffer 
against unanticipated financial challenges. 

The impact of a negative cash flow can be profound. 
Operating on thin margins result in frequent lost opportu-
nities that could put a business on the path to closing their 
doors. Fortunately, assessing the amounts, timing and 
uncertainty of cash flow – the basic objective of cash flow 
management – can help every auto recycling professional 
make adjustments to remain profitable. Adopt best prac-
tices in the way you invoice, follow up with customers, 
and monitor outflow. 

Finally, if needed, seek the services of a qualified profes-
sional to best achieve healthy cash flow practices. 

Mark E. Battersby has been successfully selling his 

editorial features, columns and reports for more than 

25 years and, more recently providing “content” for the 

Web. Mr. Battersby routinely explores – and explains 

– basic financing and tax strategies in a manner that is both 

informative and interesting.
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R isk is a four letter word for profes-
sional automotive recyclers. No one 
wants to put profits, which are some-
times marginal at best, on the prover-
bial chopping block. But yet, every 
day, auto recyclers do it. They provide 
warranties on recycled original equip-
ment auto parts with the intention to 

generate income – not lose it. Steve Sper, owner of Sper 
Auto Parts in Falmouth, Ky., knows providing warranties 
can come with risk. But he says don’t let the risk factor 
deter you from offering them.

“Warranties offer peace of mind for your customer, 
especially since they are buying a recycled auto part, and 
they can be very profitable for your business,” Sper says.

How profitable? 
For Sper and others, done right, an auto recycling busi-

ness can easily get a return on investment of anywhere 
between 5 percent to 30 percent of your overall parts 
sales on warranty work. On average, Sper’s warranty 
sales comprise about 10 percent of his overall sales. 
For a store that brings in $75K in sales each month, for 
example, that’s $7.5K per month and $90K per year, 
resulting in a substantial revenue stream.

Like Sper, Jim Watson, co-owner of ABC Auto Parts in 
Blue Island, Ill., and past ARA president, believes war-
ranties bring a peace of mind to the consumer so it only 
makes sense to offer them.

“Our philosophy is, if it’s good enough to sell it [the 
part], we can offer a warranty,” says Watson, whose family 
business is celebrating its 76th year.

ABC Auto Parts currently does about 5 percent in war-
ranty sales per month but Watson would love to provide 
more because they can be lucrative. 

Herb Lieberman is also a past ARA president and 
recently retired from his vibrant career in automotive 
recycling, yet he continues to keep his finger on the pulse 
of the industry. He was owner of Lakenor Auto Salvage 
in southern California for almost 50 years before selling 
it to the LKQ Corporation in 1999. He then worked 
for LKQ for 20 years and was active in industry affairs 
before retiring in last year.

Providing warranties was highly profitable for his busi-
ness as well, but Lieberman cautions that they can’t be 
mistaken for insurance.

“It’s very important, if not critical, for any recycler pro-
viding a warranty, guaranty or extended service contract 
to offer it in a way that is not interpreted or viewed as a 
sale of insurance in any way, shape or form,” he says.

Importance of Proper  
Warranty Documentation

Lieberman recommends that each recycler writing a 
warranty consult a legal adviser. After he wrote his war-
ranty, an attorney reviewed and signed off on it before he 
started using it in his business.

Sper’s business attorney reviewed his warranty as well. 
He worked in the parts industry for almost 25 years so he 
knew his way around providing warranty coverage. That 
background provided a good foundation for when he 
wrote his facility’s warranty. 

Watson handled his warranty documentation a little 

Are ROE parts warranties profitable?  
Here are what several auto recyclers 
recommend on covering your parts.
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Editor’s Note: 

The information 
contained in 
this article is 
provided from 
interviews with 
ARA members 
and should not 
be construed  
as legal advice. 

For any type  
of warranty 
coverage, it is 
recommended 
you consult your  
legal adviser.

Risk or Reward:

Standing By 
Your Part

By Leona Scott
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The key to a successful 
warranty process is to 
sell good, quality parts.

Know the Rules: 
Where to Go for Help in Your State

Have questions about the specifics of your 

warranty? To ensure you’re providing a warranty 

that conforms to state regulations, there are 

several agencies that can help including: 

• Board of Equalization

• Department of Commerce

• Office of the Secretary of State

The IRS also offers a helpful landing page on doing 

business in your state that includes information on 

taxation, links for employers and much more. 

Check it out here: http://bit.ly/IRS_stateresources

TIP

iStockphoto.com/Genestro

differently. He used a warranty model from a dealership 
and wrote it to fit his coverage. “We’ve had different 
versions of the warranty over the years to reflect different 
makes and models of cars,” he says.

Sper says it’s important to provide specific information 
about the warranty on the invoice when you provide it to 
a customer. He lists it on the front and back of invoices 
and tells customers to go to his website for the full terms 
and conditions. As an example, you can view his war-
ranty details at sperautoparts.com. 

“By providing it in every place possible, you are pro-ac-
tively informing the consumer and protecting yourself so 
they can’t come back and say, ‘I didn’t know,’” says Sper.

Types of Warranty Coverage
What type of warranty coverage should you provide? 

The terms and conditions vary by recycler, but everyone 
agrees that you must be as specific as possible. Warranties 
are typically comprised of the following:
k  Parts coverage – 90 days can be standard, and even 

additional coverage up to one, two or three years.
k  Labor coverage – Labor is based on industry labor 

rates such as through ALLDATA and can cover a set 
percentage of labor.

k  Towing – Some recyclers cover towing one way 
within a certain mile radius, some don’t and others 
treat particular scenarios on a case-by-case basis to 
determine towing coverage.

Lieberman said his warranty coverage only included 
labor if a professional mechanic installed the part.

“I only covered 
the cost of labor up 
to 50 percent of the 
posted mechanical 
rate for professional 
installers and not 
if the consumer 
installed the part,” he says.

He also advised to be specific about when the 
warranty begins – at the time the invoice 
was written or from the time the part 
was installed.

In his experience, Sper 
cautioned against 
offering coverage 
on every part sold.

“We provide 
warranties on 
pretty much 
everything, but it’s 
been my experience 
that there are certain 

parts for certain makes and models that have a higher 
failure rate,” he explains. He tracks failure rates in a 
Google spreadsheet and when he sees certain parts con-
sistently performing under par, he doesn’t offer coverage 
on them.



a helpful resource as you train your sales reps and don’t 
have to reinvent the wheel each time,” he says.

In his training model, Sper likes to use these four steps:
Train – Educate them about what your warranty pro-

gram looks like.
Teach – Use a script or a list of questions that a sales 

rep can use as they talk to customers over the phone or 
in person.

Test – Now that they’ve been through the training, ask 
them questions about your warranty coverage and make 
sure that they have a thorough understanding.

Listen – Have the sales rep practice the script and ques-
tions before they ever talk to a customer. 

Other Best Practices  
on Providing Warranties

• Set up a separate bank account 
to handle warranty funds. That 

way, if you need to pay for 
a claim, you have money set 

aside.
• Have dedicated sales represen-

tative(s) offer your warranties and train 
them well. 

• Set monthly goals on your warranties.
• Have monthly staff meetings with your sales reps to 

continue training them, troubleshoot any issues, etc.
• Incentivize your staff and provide a commission.
• Have a monthly contest to help drive competi-

tion among staff and offer a nice prize for the winner. 
“Reward your staff, and they will reward your com-
pany,” advises Sper.

• To promote warranties to your customers, make 
sure to advertise them on your website, your company’s 
on-hold messaging, on social media or any other mar-
keting and communications channels.

Providing warranties can be a win-win for the con-
sumer as well as the recycler. 

Says Watson, “It’s all about taking care of our cus-
tomers and making sure they are satisfied.” Warranties 
can help recyclers do that more effectively. 

For the recycler, warranties provide an additional and 
attractive revenue stream. Typically there are very few 
costs involved other than paying the sales rep so it can 
be a profitable venture and one definitely worth looking 
into.  

Leona Dalavai Scott of JEP Marketing Communications is 

based in the Dallas-Fort Worth, Texas, area. She provides 

content marketing solutions for associations and small 

businesses that drives customers to take a profitable 

action. She can be contacted at leona@jepmarcom.com.
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To Sell Warranties,  
Ask the Right Questions

When he provides warranties, Steve Sper asks 

the customer specific questions to help him 

find out as much information as possible 

before he educates them on the value of a warranty. 

Questions include:

• How long have you had the vehicle? 

• Do you plan to keep the vehicle?

• Is this your main vehicle that you depend on?

“Start building questions that lead up to why they 

need a warranty,” he says. “Talk about it like it’s 

an investment they can’t afford not to have. 

Paint a picture in their mind that with a 

warranty, we’ll be here if anything 

down the road happens 

with your car.”

Setting up Your 
Warranty Program

Now that you understand 
the value of warranties, and also how 
to put your documentation and coverage 
together, it’s time to set up your warranty program.

“The key to a successful warranty process is to sell 
good, quality parts,” says Watson.

Sper admits that warranties are a “lot of work” but if 
they’re set up correctly, they can be a workhorse for your 
business with few claims and expenses.

Both Lieberman and Sper mentioned that if you’re a 
member of the United Recyclers Group, they are cur-
rently testing a warranty coverage program that comes 
with a cost, but they take on the administration for you, 
according to their web site. They are offering an 800 
number for customers to call; customers work with ASE 
Certified staff to process warranty claims; track claims 
and their progress right on the member dashboard; and 
dedicated URG claims software.

Sales Training is Key  
to Selling Warranties

All recyclers mentioned the importance of training your 
sales staff so they know the specifics of what they are 
providing.

“There’s so much training that goes on even before 
anyone gets on the phone,” says Sper. He recommends  
writing a script and using that as part of their training. 

Lieberman said he used a sales manual in training his 
employees on how to provide warranties. “In this posi-
tion, you may have high turnover. A sales manual can be 
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Planning the destiny  
of a family business  

can be tricky. A realistic 
evaluation of the business 
and its players is the most 
effective way to map out  

the plan for the future.
By Maura Keller
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T he family business has long been 
a staple in the American economy. 
According to the Small Business 
Administration, about 80 to 90 
percent of all U.S. businesses are 
family owned or controlled. Ranging 
in size from small ‘mom and pop’ 
shops to Fortune 500 entities, family 

businesses account for 50 percent of U.S. gross domestic 
product, generate 60 percent of the country’s employ-
ment, and account for 78 percent of all new job creation. 
At any given time, many of these businesses are facing 
immediate transfer of ownership issues. While some 
family businesses stay ‘in the family,’ more and more are 
facing non-family succession and exit plan issues. All 
business owners need a plan for how ownership interests 
will be transferred upon retirement, death or disability. 

Issues Surrounding Succession Plans
In automotive recycling industry, the biggest issues faced 

by a family business include the long-term prospects of the 
industry. According to George Metos, owner of GM Con-
sultants, a business brokering agency specializing in repre-
senting owners of full-service and self-service auto recyclers 
and towing companies, even the bigger players with mul-
tiple locations and much higher volume are challenged. 

“All of them have concerns with aftermarket parts, 
car dealer price matching, competing retailers such as 
AutoZone, NAPA and O’Reilly, and unlicensed opera-
tors reducing the available inventory. Technology such 
as online sales is also a threat if the family business is not 
adept at this method of sales,” Metos says. “Any opera-
tors considering passing the business along to the next 
generation also have to consider the goals of that younger 
generation. Do they truly have the passion for this busi-
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After careful consideration, you may decide to 

sell your business. Sound planning can help 

ensure you cover all your bases.

Use business valuation to set a monetary value before 

marketing to prospective buyers. You can do a self-

evaluation and also seek out a qualified business appraiser.

Accurately value all property and real estate tied to your 

small business. This can include intangible assets like 

brand presence, intellectual property, customer information, 

and projection of future revenue.

When you’re figuring out how much your business is 

worth, consider these common valuation methods.

1.   Income approach. Looks at projected revenue and 

accounts for potential risks.

2.   Market approach. Compares your business to other 

similar businesses that have recently sold.

3.   Assets approach. Subtracts total business liabilities 

from the total value of all assets.

Make a Sales Agreement
You must prepare a sales agreement to sell your business 

officially. This document allows for the purchase of assets or 

stock of a corporation. An attorney should review it to make 

sure it’s accurate and comprehensive.

List all inventory in the sale along with names of the 

seller, buyer, and business. Fill in background details. 

Determine how the business will be run prior to close and 

the level of access the buyer will have to your information. 

Note all adjustments, broker fees, and any other aspects 

relevant to the terms of agreement.

Don’t leave out any assets, liabilities or action plans 

required for the sale (such as retention of key personnel, 

acting-CEO transition time period, or non-compete 

agreement), or this can create problems even after the sale 

has been finalized.

Transfer of Ownership Scenarios
Many small business owners will face a time when they 

need to transfer their ownership rights to another person 

or entity. You’ll have a few different options available for 

doing so.

Outright Sale
Liz owns a local clothing boutique that hasn’t performed 

well. With several other businesses on her plate, she can no 

longer afford to continue running it. She needs a quick exit 

and quick cash.

Benefit: By selling a business in full, you will transfer 

ownership immediately and receive payment right away 

once a buyer is secured.

Gradual Sale
Bill owns a market near his home. After the birth of his 

granddaughter, he now spends most of his time at his 

daughter’s home several hours away. After transferring 

business ownership, Bill no longer has to worry about 

running his business but is still receiving a monthly income.

Benefit: This option often benefits individuals that can’t 

afford an outright sale, but instead are able to finance a 

long-term payment plan. A gradual sale is a flexible option 

for transferring a business.

Lease Agreement 
Barbara has decided to take a year-long cruise around 

the world. To take care of her day care center she’s decided 

to transfer ownership to a friend through a lease. 

Benefit: By transferring your business ownership 

through a lease, you’ll commit to a contract that details the 

conditions and payments you’ll receive for the temporary 

rights to the business.

Other Considerations
Transferring ownership of a family business have legal 

impacts, as this may require estate and gift tax obligations.  

A transfer of property would also likely require taxation.

It’s also important to understand how to approach the exit 

strategy based on business type. You may want to consult 

with a lawyer to see which additional rules could apply.

– Information provided by www.sba.gov

Selling Your Business
Create a thorough plan to transfer ownership or sell your business or 
assets. Get qualified advice and know what to do to tie up loose ends.
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ness, or are they just trying to show their appreciation to 
the older generation?”

As Metos points out, a good number of today’s family- 
sized auto salvage companies are just getting by, paying 
salaries, but not a lot more. “If that is satisfactory to the 
next generation, then so be it,” Metos says. “But they need 
to understand that they must be as good or better than the 
prior generation if they intend to survive and even thrive.” 

Some key questions Metos suggestion business owners 
address include: 

• Does the younger generation have the business 
acumen? The older generation has built a clientele over 
the years, and these clients need attention. The younger 
generation needs to understand them and want to service 
them in the ways they’ve grown accustomed. They also 
need to understand the mechanics of running a business, 
and an automotive recycling business.

For those next-generation potential owners positioned 
to take the reigns, there is positive news. In fact, many of 
today’s thriving automotive recycling businesses are the 
result of a next-generation owner making their mark on 
the business and bringing it to higher levels of operation. 
Embracing innovation, technology, ingenuity and knowl-
edge has made the difference.

• What will the business fetch today versus the  
likelihood it can provide for the succeeding generation? 

If the business is doing so well that it could provide cash 
for investment or other businesses, then it should be dis-
sected and evaluated. “If the business is doing so-so, that 
opportunity will not be there, but the younger generation 
has to ask themselves if they want to continue the busi-
ness,” Metos says. “The possibility is there that they can 
change the trajectory for the better.” 

Hidden Factors
Vince Pappalardo, Managing director of BGL’s Metals 

& Metals Processing group, says there are a few things 
that simply aren’t always considered or addressed in 
making decisions on the future of a company.

For instance, is the industry changing such that a tran-
sition is the best thing for the company and the value for 
future generation? “Every industry will need companies 
that fill certain niches and can remain family owned,”  
Pappalardo says. “But sometimes the best thing for the 
company and maintaining value for a family can be the 
sale of the business.”

Also, is the next generation ready to run the business and 
do they have the passion for it? Pappalardo has repeatedly 
seen family businesses that are 50, 60 or even a 100 years 
old being sold because the next generation is not inter-
ested in running the business. “This is very common in ‘old 
world’ economy businesses,” Pappalardo says. “The most 
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sensitive issue we see when a family business considers a 
transition is whether the next generation is capable of run-
ning the business.  Unfortunately, the entrepreneurial spirit 
is not always alive in the next generation.”

Steps to Take
One of the inherent mistakes that many business 

owners make before deciding upon succession plans is 
that most families do not take stock of the value of their 
auto salvage company before making family decisions. 

“This is a missed opportunity,” Metos says. “A full 
analysis of the business value is important. And they must 
get to the truth about the next generation’s intentions, 
and be brutally honest about their abilities.”

As part of this process, it is important to look at the 
value today, objectively, knowing that there are not nearly 
enough buyers of auto salvage companies. Sure, there are 
some other operators who have a handful of yards, but 
they grow slowly, and are not going to buy a yard just 
because it is available. This lack of buyers is frustrating, 
and a phenomenon that is not that common. If you 
wanted to sell a small car dealership or a body shop, there 
are numerous buyers. But auto salvage is different as a 
specialized niche, and that ought to be a warning to us all.

Pappalardo says a family should consider the industry, 
the industry’s future and the position of the company 
within that industry when considering a sale.  

“What common mistakes do families make as it relates 
to deciding what’s best for the future of the family busi-
ness? Well, predominately,” Pappalardo says, “the com-
pany will need to be sold for one of the aforementioned 
reasons and instead of preparing for that sale two to three 
years ahead of time, they will wait until six months before 
the current management is ready to retire.”  

When it comes down to selling to the next generation 
or the business outright, a key element of making this 
decision can come down to timing:

• Is the next generation ready to take the reins? 
•  Who among the next generation will lead the business 

through its next chapter? 
•  When there are multiple families involved, will 

everyone support the chosen next Chief Executive, or 
will it cause dissension among the family members? 

“Answering these questions in the planning process will 
help determine the best path forward for the family,” says 
Keith Dee, president of Osage Advisors, a firm that helps 
business owners and their families of midsize companies 
maximize value through mergers & acquisitions, and cap-
ital transactions.

At the heart of the question of whether to pass down 
the company to the next generation or sell the company 
is: What is the current culture of the business? 

As Dee explains, the existing family culture can be posi-
tive or negative. And sometimes a little of both. 

“The existing culture can have a direct impact on the 
company’s mission, values, leadership, profitability and 
performance,” Dee says. “How the family business owner 
perceives the current culture of his or her business will 
have a direct impact on the decision to sell or embrace a 
succession plan to the next generation.”

And when a family business decides to sell versus tran-
sition internally, one of the major challenges is making 
sure everyone is on the same page, not just regarding the 
value of the business but also what they expect after the 
company is sold. 

“Do they want to exit on the sale? Do they want to stay 
with the business with the new owners? Do they want to 
keep an equity stake in the business and help grow it?” 
says Dees. “In addition, when selling the family business, 
finding the right buyer that appreciates the legacy the 
founders created, understands its culture and provides for 
future opportunities to existing employees are all chal-
lenges that need to be addressed when they decide to sell.”

Mistakes To Avoid
According to Dee, lack of communication among 

family members can have a major impact on the future 
of the family business. Regardless of plans or intentions, 
conversations within families need to be occurring peri-
odically to guage expectations of all parties. For example, 
has the business owner ever directly asked whether the 
next generation is interested in running the company? 

“Family business owners have taken great pride in pro-
viding great opportunities for their children including 
college,” Dee says. “In doing so, this next generation may 
have developed a skillset and dreams that do not align with 
running the business, but are not expressing these  
to their elders. Therefore, asking them if they are interested 
in taking over the family business is a good start.” 

If the answer is yes, then begin to prepare them for the 
role. Failing to properly preparing the next generation to 
assume the helm can have a significant negative impact. 
For instance, immediately promoting a family member to 
a leadership position without the proper training can send 
the wrong message to employees and undercut their cred-
ibility. This can inflict organizational chaos, degrade the 
moral and cause the loss of valuable staff.

“This could have long lasting implications to the long-
term viability and value of the family business,” Dee says. 
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Resources
Guide to Selling and Succession – Download this guide from the 

Small Business Administration to determine whether your business is best 

served by selling or succeeding at https://www.sba.gov/sites/default/files/

files/PARTICIPANT_GUIDE_SELLING_SUCCESSION_PLANNING.pdf 

Selling or Exiting a Business – View this online video training at 

https://www.sba.gov/course/selling-your-business/#course-content

Business Succession Planning Checklist – Download this guide 

that provides step by step things to consider and how to develop a plan 

of action at https://www.sunnet.sunlife.com/files/advisor/english/PDF/

BusinessSuccessionPlanning.pdf
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“Get them properly prepared and make sure they ‘pay their 
dues’ are both essential to the succession planning process.”

A Future Path
For family businesses owners starting the succession 

planning process, one of the biggest issues they face is 
the emotional aspect of the transition process. As Dee 
explains, whether they are the founder that built the 
business from nothing or the next generation that has 
expanded business to where it is today, the culture they 
have created, the legacy they have built and how that 
translates to the next generation are an essential consid-
eration of the planning process. “This is very personal to 
them,” Dee says.

While some operators maintain a family business well 
by keeping expenses down, being very good at sales and 
knowing their customers, Metos believes that most family 
automotive recycling businesses have some significant 
financial challenges to overcome. 

“Competition for vehicle inventory is high, keeping up 
with online technology is not easy, and that’s on top of 
the everyday challenges of running any business,” Metos 
says. “An auto salvage business is more difficult than it 
was in the 80’s, which is a comment I have heard so many 
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Based in Minneapolis, Minnesota, Maura Keller is  

a seasoned writer, editor, and published author, with  

more than 20 years of experience. She frequently  

writes about recycling and business-related topics  

for various regional and national publications.

times from the older generation, but it can be done with 
the right approach.” The “right approach” might be what 
a next-gen owner can bring to the business.

Pappalardo believes that the concept of the family busi-
ness will still remain a solid entity, but it will be more lim-
ited and these family businesses will need to be a larger 
business than in the past.  

“The infrastructure to run a business today is far more 
complex than it was just 10 to 15 years ago,” Pappalardo 
says. It takes expertise in a wide variety of disciplines – 
such as finance, IT, HR, and operations. This is often dif-
ficult to fill with one family and the business will need to 
employ discipline expertise. This also creates the need for a 
larger business that can hire outside the family to fill gaps.

“We believe the future is bright for family busi-
nesses and feel that not only will they survive in today’s 
economy, but will be the leaders for future prosperity and 
growth in tomorrow’s economy.” 
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Running a family business is a work in progress, and sometimes you have  
to ask, ”Is the work being done effectively?” If the answer is no, then what? 
When the Y-Yard Auto & Truck Inc. answered “no,” they set a course to 
reimagine their generational business. Interview by Maura Keller

Y-Yard Auto & Truck, Inc. is a long-
standing entity in Effingham, Ill. for 
more than 50 years – owned and 
operated by Mike Nolan. In recent 
years, Kelly Roepke, President, and 
her sister Erin Swingler, Vice Pres-
ident, took the proverbial reins of 
the family business from their father, 

Mike, who entered semi-retirement. Automotive Recycling 
talked to Roepke about her succession experiences in the 
family business and what they’ve learned along the way. 

Flash Back to 2015
We first discussed this subject with Y-Yard in the  

September-October 2015 issue of Automotive Recycling, 
where Roepke discussed the successes and struggles in the 
transition of leadership at their company: 

“We were very fortunate to be raised by wonderful, 
generous and giving parents and we have a fairly tight 
knit family,” said Roepke. “We have a direction and a 
goal. Family business and family dynamics can be dif-
ficult. It’s not something that can be done overnight or 
with quick decisions. My parents are taking the time to 
do it right and be fair to everyone involved.

She continued: “I think that my advice to make genera-
tional transitions smoother is to discuss intentions before 
getting so invested in the business. I was young and didn’t 
really know what my intentions were when I started. 
At times, I didn’t want to be too persistent or pushy. ... 
Discussing intentions from the beginning with those 
who might possibly take over your business one day and 
keeping conversations going as they learn and grow go a 
long way in contributing to a successful transition.”

Five years later, Y-Yard is completing their transition. 
Let’s check in on their operation.

AR: Can you provide a brief history of your family business? 
What roles do the family members play in the business?   

KR: While Mike Nolan was managing a salvage yard 
in Terre Haute, Indiana, the opportunity of a lifetime 
became available when he was 28-years-old and newly- 
engaged. Sixty acres of property became available in the 
small town of Effingham, IL. Those 60 acres were filled 
with 900 older model cars, a 100-year-old barn, a house 
trailer and a body shop. At that time, the Y-Yard was 
primarily a rebuilder business. Mike had always dreamed 
of owning his own salvage yard with a lot of property. 
So, he and his fiancé, Kathy, took the risk and made the 
purchase on July 1, 1970. Thus began his journey into 
building one of the most organized, 
state-of-the-art, automotive recy-
cling facilities he could dream of. 

Our parents, Mike and Kathy,  
had four daughters: Amy, Kelly, 
Colleen and Erin. While we all  
grew up around the business,  
none of us were ever pressured  
to work there, let alone take over. 
Our parents always told us to go 
get an education and if we wanted 
to work in the business we had to 
interview for what we thought we 
could bring to the table.  

From an early age, we would 
attend salvage auctions with 
Mike. During our summers, we would mow the grass, 
paint the fences, throw out excess inventory but gener-
ally annoy the full-time employees or take more breaks 
than we did work. Of the four daughters, two of them 
returned to the business after college: myself and Erin.  
We were both taught the buying and slowly worked 

Y-Yard on the 
cover in 2015.
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through different departments to learn as many facets of 
the business as possible. 

I joined the business full time in 1999 and Erin in 2004. 
When I had two young children, Erin resumed the buying 
role full time because “back in the day” we would leave 
about 4:00 in the morning to head to the auctions to 
bid live.  I took over more of the day-to-day operations. 
We tried to assign tasks that complimented each other’s 
strengths. Erin has always done a good job handling late 
accounts, sticking to the rules and is content in her office 
behind her computer. I have a short attention span, so 
I enjoy being around people and love to integrate new 
technology.   

AR: When your father stepped out of daily management, 

how was it decided who would succeed him? 

KR: For years, Mike continued to groom us into some 
day taking over the business. After returning from a 
hunting trip in November 2006, Mike did not seem like 
himself. Dazed and confused, he went home not feeling 
well. For several weeks Mike did not make an appearance 
at the Y-Yard, which was very unusual and alarming. 
After multiple doctor appointments and eventually  
a hospitalization, he was told he had a mini-stroke. 

After much thought, Mike called Erin and I and asked 
us to come over to his house on New Year’s Eve because 
he had something he wanted to discuss. It was that day he 
announced that he was going to “semi-retire” under the 
terms and conditions that I would take over as company 
president and Erin as vice president. 

My duties would encompass the day-to-day opera-
tions and Erin would focus on buying and pricing. As 
I say, “semi-retire” – Mike will never retire. As he has 
told many people, the Y-Yard is where he loves to be – 
whether working or not. There are always projects or 
tinkering to be done.  

AR: What issues were you encountering prior to the 
reorganization of your family business?  

KR: When you are the sole-owner or proprietor of a 
business for 36 years, it makes it rather difficult to turn 
over the reins. On December 31, 2006, Mike had great 
intentions of turning over the “keys to the castle” but 
forgot to give us all of the keys. What does that mean? 
Well, many decisions still needed his authorization or 
approval. 

When Mike first started the business there were a total 
of four employees, including himself. He was the primary 
decision maker.  All employees went to see him when 
they needed to know what to do. This was a common 
practice with many small, family-owned businesses. 
Micro-management was his way of keeping control of 
what was happening everyday and in the 70’s and 80’s it 
worked.  However, as the business grew, this created a bit 
of a problem. It created an environment of non-thinkers. 
Employees would ask the owner what to do and often 
were reprimanded for thinking and initiating decisions on 
their own. This was not just a Y-Yard problem. This was 
a common problem for sole-proprietor businesses built 
from the ground up.   

The organization chart at the Y-Yard was also a 
problem. It was never clearly defined.  While Mike, Erin 
and I would help each other out, it created an unhealthy 
environment of overlap in responsibilities and decision- 
making. It was very confusing for the staff as to whom 
they were supposed to go to for answers. Departments and 
managers were not clear cut. An employee may ask me 
something, and then Mike would interject and change that 
decision. Or one of us would make a decision for another 
and not bother to communicate it. Employees were often 
confused as to whom to report to and listen to.  

AR: What issues were you hoping that reorganization would 

help to solve? 

KR: After experiencing an increase in staff turn over, 
I went into Mike’s office one day and said I was tired 
of the hamster wheel. I was tired of banging my head 
against the same wall day in and day out. I told him I 
wanted to reach out to a consultant I had heard speak at 
many local functions and see what insight or direction 
he might suggest. At first he couldn’t understand why, 
but granted permission. So, I made a phone call to John 
Perles, the local consultant, and expressed my concerns. 
I was tired of the constant hiring game.  It was hard to 
grow the company when we were spending more time on 
interviewing, hiring, and training then we could on sus-
taining and growing.  I also spoke to him on role conflict 
and confusion between myself, Mike, and Erin. I wanted 
to determine what our strengths were and how could we 
make sure each of us were wearing the right hat for the 
business. There seemed to be a lot of bickering or differ-
ence of opinions between Mike, Erin, and I. 

After listening and asking a lot of questions, John 
wanted to start with two tasks. First, he wanted to take 
time to interview the staff with a few simple questions 
about how they saw the business. Second, he wanted 
everyone to complete a personality test on each employee, 
starting with the three of us. 

The results were a little hard to swallow but validated 
a lot of concerns. The culture within the Y-Yard was 
weakening. Employees were confused with their roles, 
expectations and chain of command. John outlined a plan 
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After experiencing an increase in staff  
turn over, I went into Mike’s office one day  
and said I was tired of the hamster wheel.  
I wanted to reach out to a consultant to see 
what insight or direction he might suggest. 
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with the action steps to take. He asked simple questions 
that we were not able to answer, such as: Who do cer-
tain employees report to? What is the company’s mission 
statement? What is the company’s vision? What values 
are important in the present staff and the ones you hope 
to hire? How do you measure the success of each depart-
ment? What are the daily metrics and how are those 
measured?  

The three of us knew what we wanted out of the com-
pany, but we realized we really were failing at commu-
nicating that to the rest of the team. We also were not 
including them in the process. As the company continued 
to grow it became a much bigger problem. 

AR: Of what help were the personality tests?

KR: What did the personality test have to do with it? 
A lot! First, the owners reviewed theirs together. It shed 

light on our hard-wired personality strengths, as well as 
our weaknesses. It explained how each communicates and 
how best to communicate back. When looking at each 
employee’s personality test it helped explain performance 
patterns. It allowed us to look at each employee’s role and 
determine if their personality traits were capable of doing 
the task they were hired for. Everyone at some point must 
look at their business and determine if they have all partici-
pants in the right seat to drive it forward.  

AR: What were the next steps in your process?

KR: After reviewing results from John’s visit and  
his proposed plan, we decided to make the investment.   
We pulled up our sleeves and decided the only way to 
improve the culture was to rebuild it from the bottom up. 
We established an executive committee and named the 
players who would help in the reconstruction process. We 
needed employee involvement, participation and opinions. 

Next, we began meeting every week to two weeks  
after hours, with our consultant moderating the meetings. 
The most important lesson in these meetings was that 
we had to make our employees feel like part of the team 
and the decision-making process. It is so much easier to 
hold people accountable when they helped write the rules 
rather than being beat on to enforce them. 

One powerful question John asked the group was how 
we all react when we are told in a forceful way what we 
are to do, rather than be asked our opinion on how it 
would work best. He also asked how likely everyone was 
to participate when they feared being yelled at or told 
how stupid their idea was. We knew right then we had 
to build a safer, more positive environment that encour-
aged employee input. So, we worked on writing our mis-
sion and vision statement. We spent hours changing it, 
thinking about it and then reworking it until all players in 
the room felt it really defined us.

We then spoke about the values. We worked as a group 
to define five values that described what we looked for in 
all employees every day. We had to establish a definition 
for those values and then define what that meant in our 
working environment and what it looked like. We filled  
in a statement of, “By this we mean ...”.  

Next was to lay out the organization chart. Who is 
to report to whom? Who manages what departments?  
Sometimes that is tough when you have employees 
working in multiple departments or cross-categorical 
help. It opened a lot of eyes as to the gaps we left in our 
day-to-day business. 

Once we had the floor plan laid, it was time to roll it 
out to the entire team. We knew we needed this to leave 
a positive impression, build excitement and enthusiasm 
and when they left the meeting we needed their buy-in. 
We had t-shirts made for all employees displaying the 

The Y-Yard team 
following their 
re-organizational 
launch session at 
the lake.
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team name we came up with. We were going to 
be the “Part-Pac.” Mike grilled a steak dinner 
at his lake lot while we gave a presentation on 
the company’s mission, vision, and values. Then 
we broke everyone into teams according to the 
organization chart and did a few icebreaker 

activities that supported each of our values.  
Returning to work, we had a game plan. The managers 

had to help their team memorize the mission, vision and 
values. This was done through weekly department meet-
ings and daily touch points. We did extensive training on 
how to hold a highly effective level-10 meeting. They had a 
weekly template to follow and it was their responsibility to 
hold the employees in their department accountable. With 
Google Docs we were able to centrally locate everything, 
and the employees could access this information at any 
time. This was a major change from the previous culture.  

AR: Did the process bring what you had hoped or expected?

KR: While we are making a lot of positive gains, the 
process continues to be a work in progress. This is not 
an autopilot program. It constantly has to be taught and 
reinforced. Meetings must be consistent. Conversations 
must be daily. Metrics must be monitored and shared daily. 
Goals need to be in front of the team at all times. It is so 
easy to get busy and distracted. When we see a department 
fall short, it is generally because we took our eye off the 
ball and fell short of monitoring our own expectations.   

AR: What was the benefit to have an outside consultant 
provide guidance versus doing this yourself?

KR: It was absolutely helpful to have an outside consul-
tant drive this project for us. First, we all hate to admit it 
but we did not have expertise in this arena. I knew I didn’t, 
but I knew where I wanted us to be. It also allowed me to 
keep my eye on my business responsibilities while he orga-

nized the meetings and agendas for all of the meetings. He 
pushed us and kept us on track. Without him, I may have 
used that excuse that “we are just too busy right now.” 

AR: What results have you seen from the process thus far?

KR: Our culture has improved drastically. Our employees 
feel more content on their job roles and expectations. We 
hear them referring to our values often. They are holding 
their own coworkers accountable in a respectful manner. 
Our goals and metrics are much clearer, and we include 
each team in their own department’s goal setting. They 
help solve problems; they offer suggestions. They feel more 
important because they finally have a say in the plan. We 
have created a safer environment for people to share their 
ideas, their input and their opinions.  

About two months ago, we took the next step of intro-
ducing our thematic goal to the company. It was the first 
time we ever shared a large financial number with our 
team. We were concerned they may not understand it or 
draw the wrong picture. We decided to do this through an 
all-employee dinner. The managers knew that our the-
matic goal is our sales goal. Our concern was that the rest 
of the employees did not understand how they really fit 
into the big picture or the important role they played in 
the company’s thematic goal. We put together a Power- 
Point presentation and we had a very powerful, interac-
tive meeting. I didn’t have to run it. I set the groundwork 
and the employees helped steer us through the meeting. 

When the meeting was over, Mike called me and said, 
“I think that was one of the best meetings I have ever 
seen at the Y-Yard. The employees were involved. They 
spoke, their heads were nodding, they understood it and 
they bought in.”  That was a huge win for us! While Mike 
can still be old school, he finally saw what the last year of 
hard work, meetings, and persistence was doing for the 
company. I think that was a turning point for him. 
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From ideas to 
implementation, 
retooling an 
existing business 
takes time, 
collaboration 
and an openness 
to change from 
management 
and from the 
employees.
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I feel as if he finally saw the direction I was trying to 
take the company and the reason for it. The bigger results 
are that as a company we have hit our biggest milestones 
in every department, and we continue to see improve-
ments month after month.  

AR: Was there any fall-out that made it difficult in the 
process? What were the biggest challenges you faced?

KR: There is always fall out, mostly losing employees 
who don’t buy into the plan. However, the cool thing is 
that after we lost employees in certain departments the 
managers would say to me, “We probably should have 
never hired him/her. They didn’t live up to our values.”  
We learned from it and understood the importance of 
making better hiring decisions moving forward. 

We made some changes to our executive committee.  
We were trying to invest in and groom certain employees 
and the reality was they were not comfortable in those 
roles. That doesn’t make them bad people or employees. 
We made the necessary adjustments and kept them on 
staff, but put them in the seat they were most comfortable 
in. Ironically, when we went back and re-read their per-
sonality tests the signs were right in front of us. 

Other challenges were to shut our mouths and let the 
employees speak. The ideas they came up with or their 
input was amazing. When you’re used to providing the 

answers for years, it is hard to give up that control or to 
quit micro-managing every aspect of the business. Some-
times we also had to let it roll out and watch it fail. But 
that is also how we learned best.  

AR: What advice would you give to other family businesses 
that want to re-tool their business?

KR: Much of our training was based on the combina-
tion of two books: Traction by Gino Wickman and  
The Advantage by Patrick Lencioni. I don’t think I need 
to tell anyone in the next generation of family business 
that trends change when the times change. We cannot run 
a business the same way our parents or grandparents did. 
It has to have a strong culture and foundation in order  
to grow. 

I challenge everyone who doesn’t have a mission or 
vision statement to work on one. Ask yourself if your 
employees all understand what their job is each day but 
more importantly how they are being measured? What 
defines their success?  If the picture isn’t clear, they can’t 
achieve it or exceed it. 

As business managers and owners, we know our num-
bers and we study those numbers but do we share them? 
An artist can’t paint a masterpiece without a canvas or 
brushes. Give your employees the right tools and you’ll be 
amazed and impressed with the results.  
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COVID-19 ON THE JOB
Healthy Workplace, 
Reduced Staff,  
Informed Customers

Businesses face daunting operational 
challenges as the rapid spread of 
Covid-19 causes employees to 
call in sick and customer counts 
to dwindle. Managers can reduce 
workplace disruptions with 
measures such as revisiting sick 
leave policies and allowing some 
employees to work from home. 

Whatever the details of an organization’s response pro-
gram, though, it must begin with the maintenance of a 
virus-free environment.

“An employer’s general duty is to maintain the health 
and safety of the workplace,” says Joseph Deng, an 
employment law partner at Baker & McKenzie in Los 
Angeles. “A business must be free of hazards that are 
likely to cause death or serious physical harm. In light of 
the virus, employers should pay close attention to what 
the national, state and local authorities are advising.” 

At the national level, the Centers for Disease Control 
and Prevention (CDC) continually updates a website 
with advice about reducing the chances of infection. (To 
access the information go to www.cdc.gov and search for 
“Interim Guidance for Businesses and Employers”).

State and local authorities may also provide infor-
mation on their own websites. “Advice at the local level 
is especially important,” says Deng. “It will be directly 
related to what’s happening with the virus in the area 
where a business is located – just as a recommended 
response to a hurricane will depend on the proximity of 
the storm to a business.” 

Much of the guidance from all levels deals with 
the proper sanitation of the work environment. “The 
most significant thing businesses can do is make sure 
employees engage in proper hygiene practices,” says 
Susan Gross Sholinsky, Vice Chair of the Employment, 

Labor & Workforce Management practice of Epstein, 
Becker Green in New York. “They should keep their 
premises clean, disinfecting doorknobs, elevator buttons, 
and community equipment such as printers, and com-
monly used kitchen items such as refrigerator handles.”

Employers are also taking steps such as the following:
n Limit travel. “Most of the companies I am talking to 

are limiting or prohibiting all future international travel,” 
says Sholinsky. “They are also asking employees if they have 
traveled internationally, whether for business or pleasure, 
and are requiring them to stay home if they have visited 
countries with elevated risk. When feasible, audio and video 
conferencing is taking the place of in-person visits.” 
n Restrict outsider visits. “Some companies are lim-

iting third parties who can come into the offices, separate 
and apart from their own employees,” says Sholinsky. 
“Visiting clients and vendors are being asked where they 
have traveled in the last few weeks, and whether they are 
exhibiting any flu-like symptoms.”
n Coordinate with vendors. The CDC website sug-

gests businesses “talk with companies that provide con-
tract or temporary employees about the importance of 
sick employees staying home and encourage them to 
develop non-punitive leave policies.”

Sick Workers
Despite management’s best efforts, some employees 

may fall sick. Anyone who comes down with symptoms 
of the virus (fever, coughing, and shortness of breath) 
should be separated from the workplace and required to 
remain at home. That will protect their coworkers from 
infection, helping to contain the spread of the disease. 

Afflicted individuals should contact their healthcare 
provider, or the state or local health department, for 
advice on what to do next. “Infected individuals should 
not go straight to the doctor’s office or to the hospital 

Staying informed, following regulations, and being prepared are the 
keys to running business during a public health crisis. By Phillip M. Perry
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emergency room, because they are not equipped for infec-
tious disease control,” says Deng. “Instead, they should 
call ahead to determine whether symptoms are consistent 
with a Covid-19 infection. If they are, the individuals will 
be directed to the appropriate testing facility.”

Employees with the relevant symptoms should stay 
away from the workplace even if they have not been 
definitely diagnosed with the coronavirus. “Traditionally 
in our country’s culture people come to work sick,” says 
Brian Baker, Vice President of Hagerty Consulting, an 
emergency management consulting firm based in Evan-
ston, Ill. “But the novel coronavirus is extremely conta-
gious, and we do not have the diagnostics to tell us who 
has the virus and who doesn’t.”

A business may need to change its traditional sick leave 
policies in light of the coronavirus. “Sometimes a liberal 
sick leave policy is tough for employers,” says Baker. “But 
it is much better to lose a portion of your workforce than 
to lose all of them.” 

The employer must decide whether to pay people who 
are out sick. While no national law requires they do so, 
some states and cities have passed legislation touching 
on the matter.  Jurisdictions with some type of sick leave 
laws include California, Washington, Michigan, Vermont, 
San Francisco and New York City.

Even companies which are located outside of such 
protected areas should consider reimbursements for quar-
antine time. “Employers should avoid being penny wise 
and pound foolish,” says Deng. “They should establish 
non-punitive leave policies, and that includes loosening 
requirements that employees provide doctors’ notes to 
prove sickness. Bear in mind that local health workers 
will likely be overwhelmed with live cases and may not  
be able to provide such notes.”

Sick leave reimbursement decisions may be based on 
the circumstances surrounding the event. “In some cases, 
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Plan for Disruption

Every business needs a road map for surviving  

with slimmer staffs when employees stay 

home because of the coronavirus. “The most 

important thing is to have a plan and communicate 

it to employees and customers,” says Brian Baker, 

Vice President of Hagerty Consulting, an emergency 

management consulting firm based in Evanston, 

IL. According to him, the plan should answer two 

questions: 

1 –  What functions does the organization need to 

perform to stay in business? 

2 –  How can those essential functions continue, 

given a possible uptick in employee absenteeism 

and a decrease in the customer base?

Also, employers may consider these steps:

•  Allow teleworking for those employees able  

to perform their duties from home.

•  Establish flexible work hours for employees who 

must stay at home at certain times to care for family 

members.

•  Share best practices with other businesses in the 

region and with the local chamber of commerce.

Additional ideas are available in the document  

“Interim Guidance for Businesses and Employers”  

located at www.cdc.gov.

No plan will work if it remains unheeded. 

“We recommend that employers clearly communicate 

their rules and policies regarding the coronavirus,” 

says Susan Gross Sholinsky, Vice Chair of the 

Employment, Labor & Workforce Management practice 

of Epstein, Becker Green in New York. “Companies 

with intranet sites should link them to all virus-related 

communications and tell employees to check the site 

frequently for updates and guidance.”

Be sure to 
check ARA's 
website at 
a-r-a.org/
covid-19  
for important 
up-to-date 
links to help 
you, your 
business 
and your 
employees  
through the 
COVID-19 
crisis.
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an individual who is out sick for an extended period 
of time because of Covid-19 may be entitled to short 
term disability,” says Sholinsky. “An employee who was 
infected while on business travel to an affected country 
may be eligible for workers compensation.”

Some states have paid family leave laws that mandate 
partial pay for employees who are out of work because 
they are caring for sick family members, says Sholinsky. 
“Some states’ and cities’ sick time laws provide for paid 
sick time when an individual’s workplace – or a child’s 
school or day care center – is shut down due to a declared 
public health emergency.” 

On occasion it is not the employee who becomes sick, 
but a child, parent, or a loved one. Or a child must stay 
home because of the closing of a school or day care center. 
Or an employee may express fear about using public trans-
portation to commute to work. In all such cases employers 
must decide whether to grant paid sick leave. 

Protect Customers
Employees are not the only people subject to health risks 

from workplace infection. Businesses need to also protect 
anyone who comes into contact with staff members.

“To the extent the business is a place of public accom-
modation, employers need to be mindful of the risks to 
customers, vendors and other visitors,” says Sholinsky.  
“If asked what the company is doing to protect against 
the spread of the virus, an employer can inform individ-
uals that the premises are being cleaned and maintained 
consistent with CDC recommendations.”

Strictly from a public relations perspective, employers 
may wish to advise customers if a staff member has 
been diagnosed with the disease. “Customers will likely 
not take kindly to finding out they were at a business 
where an employee had been impacted and they were 
never informed,” says Deng. At the same time, employers 
should be mindful of not identifying which employee 
was affected. “You need to maintain the delicate balance 
between getting the information out in a manner that will 
protect everyone, while also complying with privacy laws 
about disclosing medical information.”

Indeed, concerns of employee privacy should be para-
mount for any business dealing with the coronavirus out-
break. “Generally speaking, if you are asking questions 
about an employee’s life outside of the workplace there 
should be a legitimate, business-related reason for doing 
so,” says Sholinsky. “You need to balance the important 
information needed about someone’s health in light of 
Covid-19 concerns against the individual’s right to pri-
vacy regarding their personal medical situation.” 

There is only a limited number of health-related ques-
tions employers are permitted to ask employees, says 
Sholinsky. “If someone was quarantined after traveling 
to a country with elevated risk, for example, and shortly 
after returning to the office they are out sick, it would be 
appropriate to ask whether they are experiencing flu-like 

symptoms, and if they are whether they have visited a 
doctor or been tested for Covid-19.”

Once obtained, personal medical information should 
be kept safe from dissemination. “If you are requiring 
employees to make declarations about their travels or 
their health conditions, you need to be careful about how 
the information is collected and disclosed,” says Deng. 
“Handle the information with respect to Covid-19 in the 
way you would handle any other personal information.” 
That means restricting information to those with a need 
to know. “If you send someone home with symptoms, the 
only people who should know about it are those individ-
uals who have come into direct contact with the person.”

All actions must conform to state and city employee 
privacy laws, which vary widely. Some Federal laws 
may also apply. “Bear in mind that under the Americans 
with Disabilities Act (ADA), employers are generally not 
allowed to make disability related inquiries about pre- 
existing health conditions or other private medical infor-
mation,” says Deng. The law also prohibits giving a med-
ical exam. “It’s allowable to ask employees if they have a 
cough or fever, or shortness of breath. But you may have 
issues under the ADA, or under state laws, if you take 
their temperature or do any other screening that might be 
construed as a medical exam.”

One exception, says Deng, is if there is a “direct threat” 
to the workplace, such as development of a local pandemic. 
“You are allowed to make medical inquiries and ask about 
disability related matters if there is no other way to get 
information that will protect the workforce. Assessment as 
to what constitutes a direct threat should be based on objec-
tive factors. Be informed about what CDC guidelines and 
what local and state authorities tell you. That will inform 
your duty and level of care with respect to workforce.”

Avoid Discrimination
In carrying out the policies and procedures described in 

this article, businesses must avoid any actions that are dis-
criminatory, consciously or otherwise. “Although it is okay 
to ask employees if they have traveled recently to high risk 
locations, and to tell them to self-quarantine for a two-
week period, you have to apply the policy without refer-
ence to race, ethnicity or national origin,” says Deng.

The need to avoid discrimination speaks to a practical 
issue: The novel coronavirus causing Covid-19 can strike 
any individual regardless of background. “Just because 
people are of a certain race or national origin does not 
mean they have a higher chance of infection with the 
virus,” says Sholinsky. “Companies should be careful  
not make such assumptions.” 

Award-winning journalist Phillip M. Perry has published 

widely in the fields of business management, workplace 

psychology and employment law. A 20-year veteran, 

Perry is syndicated in scores of magazines nationwide.
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Every dollar of expenses 
reduces your Net Profit 
by the same amount.  
Conversely, every dollar 
of expenses that is 
reduced increases  
Net Profits by the same 
amount. Are you strug-

gling to be profitable? Increase profit by 
reducing expenses. How can I reduce my 
expenses without sacrificing quality of ser-
vice to my customers? Let’s dig 
into that question and see what 
can be done.

Recurring Bills
Each of us have recurring 

bills that we simply pay out of 
habit each month. I’m talking 
about bills from your YMS 
provider, a third-party software 
solution, a utility bill, and lease 
payment, and rental agreement, 
etc. – you get the idea. There are 
certain bills that get paid each 
month without reviewing them 
– simply because of who they are from. 

It’s time to review these bills. Look for 
increased fees or increased rates that you 
did not agree to. Pull out the same bill from 
12 months ago – is this year’s bill higher?  
Did you authorize them to charge you a 
higher rate? Spend the time, make a call, 
and ask them to remove any increases that 
you did not authorize. A single phone call 
that may result in a $100 reduction in a 
recurring monthly bill is a $1,200 savings 
per year. If you only account for one year, 
that call may be worth $7,200 an hour  
(a 10-minute call that is worth $1,200).  
You have the time to make $7,200 per  

hour – do it. Make the call, save the money, 
add to your bottom line.  

Leeches
In a similar light, we have bills that we 

pay that are fair for what service is being 
provided, but a better service exists that is 
cheaper – and you are unaware of it. This 
is a little more challenging to identify. You 
almost need ideas from others to find these 
types of savings. 

I was helping a facility the other day and 
the owner asked me about a monthly bill 
from a local third-party for Google admin-
istration that was roughly $700/month.  
The company was not doing anything for 
them that they could not have done by 
themselves after claiming their business on 
Google and adjusting their business settings. 
However, they had been paying this bill for 
10 years. Do you have a bill like this? 

That $700 is another car that you could 
have bought – each month – for 10 years. 
At a conservative 50% Cost of Goods over 
a 10-year period, with reinvestment at 
break-even, that $700 could have increased 

their Gross Sales over that 10-year period 
by $333,200 and increased their Gross 
Profits in that same period by $165,900 
while reducing their expenses by $84,000,  
if it had been invested in additional cars.  

By shifting a $700 monthly expense to 
car-buying money, they could have seen 
an increase in their total net profit of 
$250K over the 10 years – that’s a $25K in 
increased net profit per year by shifting a 
$700 expense to car-buying. The numbers 
are staggering – spend the time now to find 
these ‘leeches’ that are sucking the profit out 
of your business.  

There are several areas where these 
leeches may exist. Look 
for service-providers that 
you are paying. What is the 
return-on-investment for the 
service provider? In the prior 
example, the service-provider 
was not adding sales for the 
yard – it was easy to make the 
decision to stop that service 
and divert those funds to car-
buying. In other cases, it may 
not be quite as easy. You may 
have to do some research to 
determine the ROI for the  
provided service. If your ROI  

is higher for car-buying compared to what 
it is from your service-provider, then discon-
tinue that service. 

Automation
Labor is the highest expense that we have. 

Start looking for ways to reduce labor by 
streamlining your operation (running more 
efficiently) or by automating some pro-
cesses that require a lot of labor.  I recently 
learned of an operation that has three 
full-time employees to handle PartsTrader 
requests. These employees are dedicated 
to simply responding to the requests that 
come in through PartsTrader – they are not 

H.O.W. Practical Business Advice 
for Automotive Recyclers 

HELPING OTHERS WIN

Cutting Expenses without Impacting Quality 
By Chad Counselman
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 Take some time to think through and review  
your expenses, processes, and policies –  
looking for ways to run more efficiently.
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Chad Counselman is a 27-year veteran 

of the automotive recycling industry 

with experience ranging from managing 

a single site to owning a multi-site 

operation with 75 employees. Currently, he 

devotes his time to helping auto recyclers through 

the Wise Counsel Group. He is a past president 

of ARA and the Alabama Automotive Recyclers 

Association. He can be reached at Chad@

WiseCounselGroup.com.
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answering inbound calls – simply focused 
on their computers. 

This particular company was unaware 
of the existing software tools that can 
fully-automate the PartsTrader process for 
yards. By automating this process, the com-
pany could easily reduce the PartsTrader- 
dedicated labor by two-thirds – elimi-
nating 2 of the 3 people that are handling 
PartsTrader requests. Assuming a salary 
of $50k/year for each employee, the com-
pany could save $100k per year on labor 
while increasing their third-party software 
expenses by roughly $3,600. Or, those 
employees could be put into service in a 
more productive or revenue-generating 
way to validate their required salaries.

Again, this is a simple decision. Are you 
doing something like this? 

Final Thoughts
Can you automate a process and elimi-

nate an employee? Do you have duplicate 
processes that could be simplified? Many 
of us are too busy working within our 

10 Simple Ways to  
Cut Business Costs

 1. Reduce supply expenses.

 2. Cut production costs.

 3.  Lower financial 
expenditures.

 4.  Modernize your marketing 
efforts.

 5.  Use efficient time strategies.

 6.  Harness virtual technology.

 7. Narrow your focus.

 8.  Make the most of your 
space.

 9.  Maximize your employees’ 
skills.

 10. Focus on quality.

operations to have time to step back and 
evaluate why we do some of the things that 
we do. However, that time could be much 
more valuable than the value that you are 
adding by inventorying a car, pricing parts, 
or buying a car. Take some time to think 
through and review your expenses, pro-
cesses, and policies – looking for ways to 
run more efficiently. Find a mentor through 
ARA’s Mentorship Program and share 
ideas – each of you will gain insight from 
the effort.

As iron sharpens iron, one man sharpens 
another man.  
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T im Wall, President, TNT Auto Body Repair and Service Centers, 
Glade Hill, Va., may be a new face amongst the ARA membership, 
but he has hit the ground running to gain information and expertise 
on his new venture. He entered the ARA Mentoring Program to learn 
how to build his new automotive recycling business from 
the experts.

“I’ve been in business in a related industry all my life,” 
said Wall at the recent ARA Convention.” In fact, Wall 

served as a convention speaker representing TNT Auto Body Repair for the 
“QC: Expectations from Body Shops” session, along with Jeff Schroder, Car-
Part.com, and Dwight Howard, EZ-Route. He says, “I was given an oppor-
tunity to buy an old salvage yard. Once in the program, visiting my mentor’s 
facility blew me away. We are just getting started in our business. My mentor 
took me to every salvage yard in his area, and I gained a wealth of knowledge. 
This experience saved me at least a decade of errors.”

Here is his journey in his own words to enter the automotive recycling 
industry, along with his experience in the ARA Mentoring Program.

      Recycler to Watch

        Tim Wall

Lloyd Hodges 
and Tim Wall

Lloyd Hodges 
Garage, 1990
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vu
Lloyd Hodges and his wife Virginia established 

Lloyd Hodges Garage in 1948. The business was 
an auto salvage yard, auto service and repair 
shop, and body shop. He did everything automo-
tive. The salvage yard took up approximately 15 
acres on the 100-acre family farm and HomeSite 
established by Lloyd’s grandparents in Glade Hill, 
Virginia. In its prime, Lloyd’s business handled 
parts sales as well as salvage rebuilds through the 
‘70s and ‘80s.

 Lloyd and his wife would “stock the yard” by 
loading their small wrecker on the back of their 
rollback and heading to Baltimore, Maryland 
(about three hours on today’s roads) and pick 
up vehicles. Lloyd said back then that’s what 
you had to do, there were no auctions like today. 
Lloyd would haul two on the rollback and Vir-
ginia would haul one back home on the wrecker.  

After moving to southwest Virginia from western  
New York, my wife Tara and I took over the body shop 
at Lloyd Hodges Garage. We rented the space and estab-
lished TNT Auto Body. Throughout the past 20 years, Mr. 
Hodges has become more like a grandfather to us.  
In 2001, we purchased 3 acres of the salvage yard directly 
across the road from Lloyd Hodges Garage, built and 
expanded what is now TNT Auto Body Repair and  
Service Centers.

Five years ago, Tara and I once again got together with 
Mr. Hodges to establish what we are now calling “TNT 
Auto Salvage at Lloyd Hodges Garage.” Mr. Hodges has 
maintained the salvage license and 
zoning requirements for the business, 
although it has been relatively dormant 
for the last 25 to 30 years. We also 
had some “adjusting” to the zoning to 
make it compliant for us in the future. 
This meant we had to present our case 
to our local zoning board as well as the 
board of supervisors. However, Lloyd 
maintaining the salvage business license 
enabled Tara and me to step into an 
existing salvage yard and a unique situ-
ation … a startup auto salvage business 
that is over 70 years old! 

Another bit of uniqueness is that 
Tara and I do not “go it alone.” Quite often, we have our 
seven kids in tow. We have one daughter married with a 
grandson, a 16-year-old daughter, 14, 10, and 7-year-old 
son, as well as a 7-year-old foster son and 8-year-old foster 
daughter both soon to be adopted. 

We are actually never alone.
We have spent many of our weekends cleaning up the 

old salvage yard with campfires and hot dogs. The kids 
have helped “clean up” the old tires stockpiling them into 
castles and forts. Hubcaps and headlights makeup “totem 

poles” in their corner of the salvage 
yard they call “Wondertown.”

They are always excited to go to 
work with dad while I dream, clean 
and plan. The look on my 7-year-olds 
face when I tell him he can have an 
old truck mirror or piece of stainless 
trim is priceless. Recently, we heard 
the kids screaming from out back, 
when we ran to see what all the 
commotion was. My 10-year-old son 
found a half buried TV and was the 
envy of the whole family. It now sits 
propped up on a tire in “Wonder-

town” as an undefeated trophy. When I think about it all, 
it makes me realize “I’m winning” while others may say I 
have a real mess on my hands. 

vu
Going into the ARA Mentoring experience, I knew  

I needed some updated information. Being in business  
for 20 years I knew I didn’t want to take the “School of  
Hard Knocks” approach I have been so accustomed to. 
Not to mention with a big family in tow, I wanted to make 
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Some of the Wall family and Mr. Hodges at the Zoning Hearing.

Tim Wall, left, and Tara Wall, right, with their children.

Tim (not shown) and Abby tour M&M 
Auto Salvage in Fredericksburg, Va. with 
Jonathan Morrow, Marty Hollingshead  
and Jeff Sowers.
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the salvage business as simple as possible by learning about 
it first and not waste a lot of time. We had a salvage license 
that was somewhat “grandfathered,” but I was definitely 
lacking what it would take to move into the future. I took 
to Google and found the Automotive Recyclers Associa-
tion (ARA). It didn’t take long to find the conference in 
Orlando in 2018. Without knowing what I would find, 
I attended the conference and took advantage of all the 
education I could get a hold of. 

At the end of the conference, I signed up for the inau-
gural ARA Mentorship Program, but I really didn’t know 
what it was about. In an attempt to get on the road sooner, 
I almost left early which would have caused me to miss the 
mentorship session. But, I figured ‘I’m here. I may as well 
check it out.’ I was glad I did, to say the least.

 I met Marty Hollingshead of Northlake Auto Recycling 
and I explained to him that I may be a bit premature in 
signing up for something like this. He answered right back 
and said; “You’re exactly who we are looking for.” This 
began my mentorship journey with Marty and Jeff Sowers 
at M&M Auto Salvage. 

vu
In the mentoring relationship, we began with several 

phone conversations and emails that, alone, were eye 
opening. 

Jeff and I spent a lot of time getting acquainted on the 
phone. He looked over and gave a lot of insight on our 
business plan, profit margin suggestions and plain old best 
practice kind of stuff.

A few months later, 
my 16-year-old daughter 
Abby and I found our-
selves on a road trip to 
Chicago to visit Marty’s 
location. It was immac-
ulate to say the least. It 
was the lean-style culture, 
eliminating waste, that I 
have grown accustomed 
to in the collision field. 
It was state of the art. I 
knew I was in the right 
place and I had the right 
person coaching me.

After spending a good 
portion of the day at his place visiting with his 
staff, I thought I had seen enough but that was 
not Marty’s plan. In three days time, we not only 
had an in-depth visit to Northlake, Marty sched-
uled us to visit six other yards in the 300-mile 
radius around his shop. Marty took three days to 
entertain my daughter and myself and baptized 
us in the auto salvage business. It was honestly 
life changing. P.S.: My daughter Abby now calls 
Marty “Uncle Marty” (I hope that sticks).
Through our relationship with Marty, Abby and 

I also attended Hill Days in 2019 and were able to spend 
time with him there, as well as so many more of the ARA 
family.

As an observation, I don’t think I realized how “global” 
the recycling and salvage industry is. It’s huge! The best 
thing that I have enjoyed through ARA is the family aspect 
to membership – not only in the mentorship program, but 
in general. They are incredible people who are passionate 
about what they do and passionate about helping others 
achieve excellence.

On the way back from Hill Days, Marty and Jeff 
arranged our tour at M&M Auto Salvage in Fredericks-
burg, Va. Again, a state of the art operation with that same 
ARA-family feel. Jeff and Jonathan Morrow, at the time 
President of ARA, both introduced us to their staff and  
we toured their operation.

vu
After lunch, Marty and Jeff hopped in the car for the 

three-hour ride back to our place in Glade Hill, Va. Again 
taking an entire day to help my family and me learn more.

After touring places like Northlake and M&M, it’s  
hard not to be embarrassed by our incredibly humble 
beginnings showing Marty and Jeff around. When I say 
“Wonderland,” I mean seriously? The place hadn’t seen a 
new piece of inventory since the ‘80s and here I am “rolling 
with the big dawgs.” 

So, we toured the [more current] body shop first. During 
the tour, you would not have known by looking at Marty 

The property presents a huge clean 
up challenge, which the Wall family 
is tackling head on.

Tim and Abby at Hill Days 2019.

Wondertown USA.
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9113 Church Street
Manassas, VA 20110
(571) 208-0428
staff@a-r-a.org
www.a-r-a.org

PEER-TO-PEER MENTORING is offered through 
ARA’s newest empowerment program. Monitored by the ARA, 
mentoring is available to any auto recycling facility owner  
or manager who is looking for a fresh perspective on their 
business strategy and daily business operations. 
     Mentors & Mentees are paired based on criteria developed 
to create a successful match.  

BECOME A MENTOR OR BE MENTORED:   Email staff@a-r-a.org to receive more information and to request  
an application. FILL OUT an application to enroll in the year-long program. You will be matched with a Mentor or Mentee.  
It is the responsibility of the paired parties to develop communication systems that work for both parties.  

ENROLL TODAY!

“As an industry, we have to  
get past the idea that we have  
the secret sauce to success.  
There are others who are probably 
doing what you are doing.    
     Sharing your current processes 
and standards gets you to think 
about what you are doing, and 
gives you a chance to look at other 
ways to do it.  
    I am a firm believer that if you 
are the smartest person in the room, 
then you are in the wrong room.”       

    –  Chad Counselman, 
Counselman Auto Recycling

When one rises, we all rise. The most current data that we have shows that automotive recyclers are failing at a rate of  
6 percent per year. ARA is working to do everything possible to slow, stop, or reverse this trend.
ARA is working to identify leading-edge facility owners who want to mentor those who want to advance their skillset, and 
adapt to change. Facility owners who have seen success in recent years bring fresh insight into business practices to others. 
Any owner or general manager interested in being a mentor or mentee should reach out to any member of the ARA Executive 
Committee or email staff@a-r-a.org for more information. 
ARA will pair facilities that are not competitors, yet have similarities as in YMS, buying practices, and other factors to provide the 
best experience possible for both parties.

ARA MENTORS THE INDUSTRY

NOW ACCEPTING MENTEES & MENTORS

and Jeff at the mess they were seeing. We got in my four-
wheel drive truck and in the pouring rain we slopped 
through our jungle-like yard (and I mean jungle; we have 
several cars with trees growing out the hoods) to see little 
inventory from this century. 

Marty and Jeff laughed about some of the old stock, 
and Marty played “guess the hubcap,” but both were very 
encouraging and positive. 

“You can do this if you’re willing to work hard,” Marty 
said. Jeff commented that he couldn’t wait to see what it 
looks like in a couple short years.

vu
So where are we now? 
At the start of 2020, we are not quite established and in 

operation. We’re close but have a few things left to do. Our 
storm water permit is in the process of being written and 
we plan to be up and running full swing by midyear, about 
a year later that my original plan. Without the ARA Men-
torship Program, I’m sure we would have an established 
salvage yard in operation right now, but not on the right 
track. For me, the program enabled me to plan better, to 
see how to succeed in the business and to set ourselves up 
to model after these rock stars of the industry. Lessons in 
the business world are valuable, but again, with six kids in 

the house, we did not want to lose time or money. As far as 
we’re concerned, ARA members are the rock stars of the 
auto salvage industry and we can’t wait to be a part of it. 
I’m sure the mentorship program has saved us a decade of 
hard lessons.

 We have made a lot of great business decisions through 
what we have learned. It has enabled us to slow down 
in order to move faster later and also experience a lot of 
good times as a family cleaning up this old place to make it 
worthy of its former glory. For that I am most grateful. The 
ARA mentorship program has bought me time.

If an organization is willing to impart knowledge to 
those who are trying to better themselves, that organiza-
tion has its vision in the right direction. When an industry 
is willing to work with the next generation, it will ensure 
our place in the future.  

 – Tim Wall

My mentor took me to every salvage 
yard in his area, and I gained a wealth 
of knowledge. This experience saved 
me at least a decade of errors.
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The Automotive Recyclers Association has made it a priority 
to connect and align with other organizations on legislative 

matters of mutual interest and benefit to both organizations. 
Collaborating in this way provides their members a larger voice 
on the issues. One organization ARA is actively working with is 
the Auto Care Association. ACA President & CEO Bill Hanvey, 
MAAP, shares his view on the working relationship and similar 
interests to ARA.

Who do you represent and what are their interests?
The Auto Care Association is a national trade association 

comprised of more than 3,000 member companies and affili-
ates that manufacturer, distribute and sell motor vehicle parts, 
accessories, services, tools, equipment, materials and supplies 
to independent repair shops. There are 4.7 million people 
employed in the $405 billion auto care industry (and growing). 
From the independent repair shops on Main Street to the  
Fortune 500 companies on Wall Street, we represent the  
entire supply chain of the auto industry.

What are some common interests between the members 
of the Automotive Recyclers Association and Auto Care?
•  Real-time and direct access to in-vehicle diagnostic/repair data
•  Access to automotive parts data/embedded software
•   Open and fair commerce/trade
•  Opposition to anticompetitive legislation requiring  

OEM repair procedures
• Consumer choice of auto parts

What are some of the key strategic issues facing  
your members today?

• Access to in-vehicle data know as telematics
•  OE technology aimed at increasing the market  

for OE replacement parts
•  Global supply chain stability in the face of  

trade wars and pandemics
•  Attracting and promoting the next generation  

industry leaders

ARA is a strategic partner with Auto Care on some 
legislative issues. Why is it important that ARA and  
Auto Care work together to benefit of both industries?

ARA and the Auto Care Association are aligned on many 
legislative issues. It is important that our organizations work 
together because our industry has been under assault. From 
legislators who don’t understand the aftermarket/recycling 
industry to the manufacturers who insist on consumers only 
using OEM-branded parts to the franchised dealerships who 
would like to capture all of the pre- and post-warranty repairs. 
Collectively, we are fighting legislative initiatives that would 
limit consumer choice, restrict the use of both aftermarket and 
recycled parts and inhibit access to diagnostic and repair data.

What is the most concerning or alarming trend that you 
see potentially in the future that would negatively impact 
the automotive sector from your members’ perspective?

Our ability to stay ahead of the technology curve and our 
ability to stay in the game itself is being threatened by the OEM’s 
attempts to limit access to diagnostic and repair data trans-
mitted wirelessly through telematics. The good news is you can 
do something about it through our Your Car. Your Data. Your 
Choice.™ initiative. Visit yourcaryourdata.org to get educated 
on the issue, join the movement and take action by signing 
the petition to protect consumers’ and our industry’s access to 
vehicle data.

Any other thoughts?
The legislative and regulatory initiatives under consideration 

by state governments can have a big impact on our members and 
their businesses. Our industry is undergoing substantial trans-
formation and our work at all levels of government to address 
these initiatives can either revolutionize the industry or disrupt 
it. We have been successful in our efforts to preserve and protect 
our industry because we have stood together, fought the battles, 
educated officials and mobilized our members to be effective 
advocates. We have been effective because of our shared mission 
to ultimately defend the consumer’s right to choose – whether it’s 
new, re-manufactured or recycled automotive parts.

Find out more on ACA at www.autocare.org. 

Keeping the Parts Moving  
with the Auto Care Association

Bill Hanvey 
President & CEO
AutoCare Association



60 // March-April 2020 Automotive Recycling

Grid
Across 
1. Speeder’s bane

4. First word, right mirror message

8. Hyundai showroom SUV (5,2)

9. Ford’s fifties folly

10. Muscle car hood opening (3,5)

11. Checker products

13. ‘80s Toyota 4x4 wagon

15. ‘85-’05 GMC midsize van

18. “Goldfinger” Aston Martin driver

19. Mechanics’ click-click tools

22. Avis and Budget rival

23. Lovers’ Lane back-seat business

24. Accident recorder, perhaps (4,3)

25. ‘60s 8-track player button

Down
1. NASCAR race interruption

2. Road trip “Eats” edifice

3. Highway repair gang (4,4)

4. Douglas Fir tags state

5. Sole surviving AMC nameplate

6. Buick convertible with ‘16 debut

7. Showroom transactions

12. Caped Crusader’s three-wheel ride

14. U-Haul trucks

16. Honda hybrid

17. ‘70s and ‘05-’08 Dodge

18. Plymouth or Pontiac

20. Ford and Lotus model

21. Dual Overhead Camshaft code (1,1,1,1)

Answers on page 65.

By Murray Jackson
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Advertise!
Contact Caryn Smith  
and Jay Mason for your  
complimentary Customized 
Marketing Plan to reach  
ARA Member decision- 
maker automotive recyclers 
with your advertising! 

Call (239) 225-6137 or email 
ARAEditor@comcast.net. 

360 Calendar
Send Your Event Info  
to Maria@a-r-a.org!

Visit www.a-r-a.org 
to save the date for  
the industry’s hottest  
must-go-to events! 

Advertiser’s Index
Company .....................................................................Website .............................................Ad Pg. No.
ARA 77th Annual Convention & Expo .............................. a-r-a.org ...................................................................IBC 

ARA Mentors the Industry ................................................... a-r-a.org ....................................................................58 

ARA Hill Day .......................................................................... a-r-a.org .............................................................. 10/61

AutoDrain ............................................................................... autodrain.net ...........................................................49

ATSG ........................................................................................ atsgtechsupport.com .............................................. 37

Belanger ................................................................................. belangerconverterrecycling.com ........................ IFC

Buddy Automotive Innovations .......................................... buddyai.com ...................................................... 32-33

Carolina Wheel Cover .......................................................... ineedahubcap.com ..................................................44

Car-Part.com .......................................................................... car-part.com .......................................................... OBC

Copart ...................................................................................... copart.com/autorecyclers ...................................... 31

CRUSH/S3 Software Solutions, LLC ................................... s3softwaresolutions.com ....................................... 41

Dorman Products, Inc. .......................................................... dormanproducts.com ................................................ 5

ETE Reman ............................................................................. etereman.com ..........................................................43

Kobelco ................................................................................... kobelco-usa.com ....................................................... 9

Lamb Fuels ............................................................................. lambfuels.com ............................................................ 7

MarkingPenDepot.com ......................................................... markingpendepot.com ...........................................44

Moley Magnetics ................................................................... moleymagneticsinc.com ........................................ 15

PGM of Texas ......................................................................... pgmoftexas.com ...................................................... 11

PMR.......................................................................................... pmrcc.com ................................................................ 13

Rebuilders Automotive Supply ........................................... coresupply.com ........................................................23

SAS Forks ................................................................................ sasforks.com .............................................................25

Supershear ............................................................................. supershears.com ..................................................... 19

United Catalyst Corporation ................................................ unitedcatalystcorporation.com .............................54

United Recyclers Group ....................................................... u-r-g.com .................................................................. 21

Vander Haag’s, Inc. ............................................................... vanderhaags.com .................................................... 61

Worldwide Facilities, Inc. (Formerly G.J. Sullivan Co.) .... gjsullivan.com ......................................................... 17

Coming in May

ARA’s  
Automotive  
Recycling  
Products &  

Services  
2020 Buyer’s Guide!

Watch out for this  
vital resource coming 

your way soon!

To ADVERTISE YOUR PRODUCT OR SERVICE, 
contact Caryn Smith or Jay Mason at 

(239) 225-6137 or email 
ARAEditor@comcast.net! 

Spaces are still available! Act now to reserve your spot! 
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SnapSh   t
Sun Down on Salvage

Share your business, people, industry or historical photo!  
Email ARAEditor@comcast.net with your photo(s) as high resolution JPG format, along with a description  

or identification of the people/things included. A good cell phone camera usually takes a great photo.

Working late with a view at Quarno’s Auto Salvage. Check out Quarno’s at www.quarnosalvage.com and www.facebook.com/quarnos. 
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