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s aleader

or ownet,

do you find

yourself

making plans

and setting

goals that no
one else in your business follows
or cares about? [ can relate. As a
young, first-time general man-
ager at Greenleaf Auto in the
mid-2000s, I felt very confused
and disappointed that my team
wasn’t performing as I needed
them to for “our” site to succeed.
I had a boss who gave me my
goals and “marching orders” for
the month, the quarter, and the
year, and I wanted to please and
do a good job.

I'was used to individual success as a
former high-performing salesperson
and sales manager. I thought I knew
how to achieve high performance. Show
up early, work harder than anyone else
in the room, and take control of my own
destiny. Well... as an employee respon-
sible for their own little piece of the
puzzle, that works just fine. As a leader
of a facility with 50 employees, it's a
different story.

Long story short, I struggled. My first
gig as a general manager lasted only 3.5
years. I went back to sales, and it would
be many years later before I realized
and learned from my mistakes how to
lead people and actually get the results
I desired. It did not come from me
getting “tougher” or getting better at

“laying down the law.” That type
of leadership always made me
very uncomfortable. Here's the
rest of the story.

In 2015, I found a new home
with Bessler Auto Parts in
Wilder, KY. My role was to build
a new marketplace and facility
in Northeast Ohio. Here was my
chance to lead and manage people and a
facility, starting from the ground up.

I was excited about the opportunity,
and the Bessler family and I had an
instant connection and a growth mind-
set. We started the journey with a small
warehouse, a delivery driver, and me.

I worked very hard just as I had in
the old days when I was a salesperson.
We were having success, and within
1.5years, I had hired 4 salespeople and

Some of the most important
things we learned in EOS

were how to create clarity
and reinforce our goals with
our teams.

4 delivery drivers, quickly outgrowing
our little hub. We decided to buy a full-
fledged facility. It just so happened to
be the same facility where I started my
career (Greenleaf, OH). I was now build-
ing a dismantling crew, shipping staff,
parts pullers, etc.

I started to feel the old pressure of,
“Holy crap, how do I keep all these
people motivated and getting the job
done? HOW DO I NOT FAIL AGAIN?”

Jer Bantais a seasoned auto parts industry leader with over three decades of experience, having progressed from an entry-level delivery driver to senior
leadership and consulting roles. His career spans privately held companies and consolidators, with notable achievements including building and scaling
adismantling facility in Northeast Ohio and helping position a company for acquisition. Currently with PTC, Jer leverages deep operational expertise,

KPI-driven insight, and a strong passion for people and culture to help recyclers improve performance and develop high-performing teams across North

America and beyond.
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Fortunately for me, the leader
I now worked for, John Bessler,
was a forward-thinking coach
and mentor. He also invested in
his leadership team by sending
us to culture and communication
classes, private leadership coach-
ing, and Vistage business meetings.
John embraced EOS (Entrepreneur-
ial Operating System). This gave us a
roadmap and a structure to unify and
motivate our teams across the business.
Some of the most important things we
learned in EOS were how to create clarity
and reinforce our goals with our teams.
Two of the methods we used were depart-
mental scorecards and daily huddles.

ISTOCKPHOTO/ALONA HORKOVA

Scorecards. What gets measured
improves.

Not only do scorecards measure
important KPIs and focus on the things
that matter, but they also give our
employees clarity on whether we are
winning or losing. Keeping our folks
who do the work motivated to win for
the greater good and health of the com-
pany is key to creating a great place to
work and growing together.

Scorecards help us justify raises,
bonuses, and scaling up (or down
sometimes). I will say that the most
important scorecard is NOT made up of
numbers. It’s a public, well-communi-
cated set of core values and a business
purpose that everyone knows and is
held accountable to. If you can establish
this part of the culture first, all other
scorecards are relatable to the “cause.”

When creating scorecards, it’s
important to find the KPI’s that really
drive results for the team you are
leading. Avoid measuring things just
to measure things. Keep the score-
card easy to understand and concise

to convey your goals. Most
importantly, UPDATE your
scorecard frequently and
share it with the team often to
keep the focus high. Even if it
feels redundant. People like
to win, and if we are not win-
ning, we need to know early
SO we can course correct
NOW instead of waiting for
the results at the end of the month and
wondering why we did not achieve our
goals. Create the goals, share the data,
and most importantly, involve your
team in creating solutions if you are not
on track to hit the goal.

How do we find time to keep
our teams on the same page?
One word, Huddles.

These are mini-meetings, 5-10 min-
utes in length, to update and convey
important messages and areas of focus
on a daily basis.

Daily huddles became the way I kept
my team focused on the most important
tasks. Not only for scorecard items but
also for culture or core value reminders.
On 4 out of 5 days during the week, from
7:50 to 8:00AM, I had a daily huddle
with my sales staff. The 5th day was the
1-hour sales meeting. We used Microsoft
Teams to bring everyone together. My
team could log in from their phones or
computers, no matter where they were.

Obviously, your various production
folks are likely to be working in the
same area, and you can do it live if you

Keeping our folks who do
the work motivated to win
for the greater good and

health of the company is key
to creating a great place to
work and growing together.

prefer. I would spend 5 minutes on the
team numbers, highlighting the wins.
I'would also address any areas we
needed to improve. I would use the time
as well for minor procedural remind-
ers on things that may be slipping a

bit (RMA creations, proper Credit card
procedures, quote call backs, order
follow-ups, the list goes on ...).

I also enjoyed finding short topics
that reinforced our culture and core
values through a story or event that was
current and relevant. All in all, huddles
kept my team on the same page and
often spurred more in-depth commu-
nication afterward with individuals
on how they could improve their own
performance to help the team.

The moral of the story is that we need
to give people clarity about expectations,
and we must convey these messages
frequently so that there is no doubt about
where we are going, why we do it, and
whether we are winning or losing. Score-
cards and Huddles drive consistency
and a high level of awareness within our
business, making your job as the leader
easier in the long run. TB
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he prevalent yet persistent

phrases heard across

the nation are “Where

do you find good help?”

and “It’s so hard to get
and keep quality employees.”

Just recently, at the annual mem-
bership meeting of the Automotive
Recyclers of Massachusetts (ARM),

I was privy to plenty of these wistful
sentiments for the need for good help.
One of the most discussed sidebars was
the yearning for quality and depend-
able employees. This is happening
everywhere, not just pertaining to
auto recyclers, but it is proliferating
throughout the entire workforce.

We are all raising the S.0.S. flag of
desperation, pleading for someone

to “Please send good help!”

So how do we get it, attract it, or
cultivate it> Where do we find it and
how do we keep it? I, too,
find myself with a surplus
of vision, yet am matched
with a greater deficit of dis-
ciples. It is only after some
personal reflection and an
insight from an amazing
interview I recently read
that I believe there is still
a sufficient supply of good
help out there. However, it
is up to each of us to deter-
mine what we are willing to

AUTOMOTIVE RECYCLING
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do, pay, or sacrifice
to getit, and how we
will move forward
to retain these qual-
ity employees.

The interview
I referenced was
recently conducted by ARA
Executive Director Vince Edivan and
featured in January/February’s Auto-
motive Recycling magazine. It featured
Vin Match Pro’s own “Power Couple,”

JC and Holly Cahill. This interview was
sensational. JC Cahill was also on the
new ARA Podcast, “Unscripted.” If you
haven’t checked it out, you can find it on
ARA’s YouTube Channel.

While listening to the couple’s history,
what really resonated with me was how
ridiculously relatable the struggles the
Cahills have faced with their employees.
How many are out there struggling,

- P?

Featured in January/
February’s Automo-
tive Recycling maga-
zine, ARA Executive
Director (right)

Vince Edivan inter-
views Vin Match Pro’s
own “Power Couple,”
JC and Holly Cahill.

constantly battling, and surviving in
this industry?

Whether it’s a company with 5 employ-
ees or one that employs over 50, JC and
Holly’s struggles and challenges resonate
with all of us. From the top down, from
those dismantling vehicles, inventorying
cars, to shipping and delivering parts.
We are all impacted by the attendance,
performance, and quality of the person-
nel around and among us.

Whether we are making the sales,
paying the bills, or managing the team.
If you think about it, everyone who
enters the arena of auto recycling
has the potential to become
“the good help.”

So, what is good help or a quality work-
force? Has that changed in the last decade
or so? I think so. Yet, whatever it is that
each of us seeks in the coveted necessity
of rank and reliable team members, our
leaders must be able to vet, motivate,
and continue to value the work of the
entire team. This means that the metrics
by which we determine and drive an
employee's quality must be deployed and

Brian Bachand is a second generation auto recycler, who helps own and operate Westover Auto Salvage in Belchertown, MA. He is on the Board of Directors
for the Auto Recyclers Association of MA and a proud ARA Member. Brian has a Bachelor’s Degree in Accounting and paired with almost 25 years of auto

recycling experience, will continue to implement ARA Advocacy for being a leader in the auto industry.

SOS: ISTOCKPHOTO/STOCKNICK. WORKERS: ISTOCKPHOTO/STOCK DESIGN. PHOTO: CARYN SMITH
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implemented before we set
and deliver expectations.

We must understand that
each team member is differ-
ent, yet consequences and
rules must be laid down and
adhered to by all. We can no
longer hold back or compro-
mise if we are to elevate our
standards of consistency
and performance. We must
not hold back our company’s
goals, our star players, or,
most certainly, ourselves. In
order to attract, ascertain,
or advance the good help we
seek, one must be willing to
sacrifice and pay the neces-
sary price. We must do what it
takes to make it happen.

I did not need to read the interview
to know that the Cahills are an asset to
the auto recycling industry and most
certainly continue to move forward and
make it happen. However, what I enjoyed
most about the interview was Holly and
JC’s candor and honesty. They did not
hold back. From their debacles to their
departure from New England Auto &
Truck, which is now Fenix Auto Parts in
Winchendon, MA, this couple always has
each other’s back. Their shared guidelines
of remaining in their own lanes while
fully supporting each other have shown
us that, even when the going gets tough,
you can count on the tough to keep going
and ultimately rise and rise again.

However, what caught me off guard was
how they were upfront when asked about
obtaining and maintaining their “good
help.” If you haven’t checked it out yet,
spoiler alert, they paid above their budget
for good help. They consistently overpaid
for a resource that many view as in short
supply. Not only that, but JC and Holly
overpaid people outside the industry.
Think about that. How many times have
we hired salespeople who have talked the
talk but didn’t walk the walk? How many
times have we been burned by self-pro-
moted “professional” loader operators,
inventory specialists, or parts disman-
tlers? Or possibly worse, think of all the
times that coworkers have been brought
on that did not meet expectations and

We must understand that each team
member is different, yet consequences
and rules must be laid down and

adhered to by all.

have caused us more work and hardship
than before they were hired.

The Cahills overpaid for quality
employees, and they were people they
could trust. Whether those people were
in the industry or not. They overpaid
for quality and trust, understanding the
pieces are only as good as the whole.
And with the right pieces in place, the
Cahills were able to take their operations
and dreams to an entirely new level of
success. Bottom line: with expectations
set, they paid and put the right people in
place they could trust.

So, what is trust in the auto recycling
world? Much harder to define, for the
meaning is different for each recycler,

I am sure. My idea of trust is the consis-
tency of behavior, words, and actions
that warrant the support and empower-
ment of the trustee to continue to make
sound decisions and do what is in the
best interest of the shared directive.

In the words of the immortal coach
Bill Belichick, “Do Your Job.” Quality help
comes in each and every day, does their
job consistently at a higher level than
most, with less drama than the rest.

It is 2026, and it may seem a little
crazy that we are asking ourselves this,
but where do we find people who can
do their jobs? How do we find people
we can trust? Because we need to get
past the belly aching of “no one wants to
work” and “no one wants to work hard
anymore.” Payroll is one of our biggest

expenses, but our employees
should always remain our
biggest asset and be seen and
valued that way.

How do we find the best
ROI or even a happy medium?
The Cahills did not succeed
because they overpaid for
people who did not contribute
or failed to show up every
day. It began with them and
their leadership. This means
the good help starts with you.
Pledging yourself, regardless
of your role, to the shared goal
that hopefully the company
and the team have created and
continue to craft. Putting the
right people in place, paying
the right price, and prioritizing our efforts
across our operations, when analyzed,
should give us insight into who we want to
be and where we want to go.

From time to time, many of us feel
undervalued within the yard’s hierarchy.
That should not happen. However, at
the same time, maybe we should all ask
ourselves, are we the “good help” or are
we just doing better than the next person
and putting it on a pedestal? Holding
others and always ourselves accountable
is crucial to moving forward.

Accountability is not negative; it is rec-
ognition, reinforcement, and reward for
responsibility. Are we leading by exam-
ple, or are we sitting back, expecting
those around us to “do their jobs” without
holding up our end? How can we expect
people to be consistent while maintain-
ing a go-above-and-beyond attitude if we
are not embodying this visage? It is not
reasonable.

A quality workforce starts at the top
and must always be led by you. From
there, we can figure out how each person
in each role is to succeed. So every-
one has the ability and opportunity
to become “good help.” The problem
usually lies in what is figured out after we
hire or allow habits to set in.

Again, accountability, we are more
to blame for hiring “subpar help” than
the employee is for not meeting expec-
tations. It is time we know better and do
better. And here is how we do that.



Quality and dependable workers

are out there waiting to be hired.

They are working with us, for us,
and among us right now.

What are we willing to do to attract
and retain quality employees? Are they
worth the price we should pay, or would
we rather save a buck and keep going
down the same road, dealing with poor
performance and all the rest of the
drama that comes with not surrounding
ourselves with good help? Can we take
time out to map out work tracks, job
descriptions, and set expectations? And
can we create a game plan, clearly com-
municate it, and receive feedback as to
how we all plan to succeed together?

To be blunt, are we just not making
enough time, or not making our opera-
tions attractive or sustainable enough to
acquire long-term quality team mem-
bers? Things change all the time in this
industry, and even more so in our own

day-to-day work lives.
We are always making
the moves and the
time to sell the next
part, score the next
car, or serve the next
customer.

Yet how are we to do all this without
quality help? Two steps forward, three
steps back sounds like movement, but
not progress. Be done with the excuses
and the rework, and begin focusing on
how to get the quality assistance you
need to surround yourself with.

Our need for quality help must start
with our own assessment. If we are “the
good help” and lead by example, we can
unlock the potential to spread this by
making time to invest in our expecta-
tions, employees, and our culture. We
have the time if we choose to make it.
Prioritizing how we can attract and keep
good help is an absolute must in today’s
work life. We must motivate ourselves to
invest in our people while holding every-
one, including ourselves, accountable.

8 AUTOMOTIVE RECYCLING

Yes, there are plenty of people who do
not want to work. So do not hire them.
The mental capacity and dynamics of
the current workforce have shifted dra-
matically compared to the bustle of hard
work witnessed by the baby boomer
generation and those since the turn of
the millennium. Quality and depend-
able workers are out there waiting to be
hired. They are working with us, for us,
and among us right now.

We must shift our perspectives to
attract and advance those we hope will
take us to the next level. Value the work
and the efforts of others by reinvesting
in your team and your culture. Take
care of yourself by taking care of those
who take care of you. Whether you
decide to spend above your budget,
loosen the reins, allowing for the
earning and giving of trust, or sacrifice
elsewhere within the logistics of the
business, the good help is out there
ready to deliver you and the rest of the
team to the productive and profitable
used parts promised land. TB
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and What That Level of Investment Could
Do for the Auto Recycling Industry

s someone working in and
around operational assess-
ments in this industry,
you've likely seen firsthand
how much performance

varies location to location. That varia-
tion is rarely about parts availability.
It’s about process discipline.

Few companies in the world are as
operationally consistent as McDonald’s.
Whether you walk into a store in Texas,
Tokyo, or Toronto, the experience is
remarkably similar. That consistency is

not accidental — it is engineered through

one of the most disciplined training sys-
tems in the world.

Estimates vary, but McDonald’s and
its franchisees are widely believed to
invest hundreds of millions of dollars
annually in global training and develop-
ment. When you break that down, the

per-employee training investment is often

estimated between $1,000 and $3,000 per
employee per year, depending on role and
geography. Corporate managers and fran-
chise operators often receive significantly
more through Hamburger University and
advanced leadership programs.

Now compare that to the auto recycling
industry.

Most salvage yards and recycled auto
parts businesses spend a fraction of that
amount — often limited to basic safety
training, forklift certification, and some
point-of-sale system onboarding. Sales-

people frequently learn on the job. Inven-
tory teams develop processes informally.
Managers are promoted because they’ve
“been here the longest.”
The question isn’t whether McDonald’s
spends more. The question is: What
would happen if auto recyclers invested

even half that level of structured training
per employee?

QUALITY AND DEPENDABLE
WORKERS ARE OUT THERE
WAITING TO BE HIRED.

THEY ARE WORKING WITH

US, FOR US, AND AMONG US
RIGHT NOW.

What McDonald’s Actually
Buys with Training

McDonald’s training investment

produces four major outcomes:

1. Process Standardization
2. Speed and Consistency
3. Scalable Leadership
4. Predictable Financial Performance
Every crew member knows exactly
how to assemble a product, handle a

Mike Kunkelis an automotive industry lifer having grown up in his family’s new auto supply, paint body & equipment and machine shop. Following his college
graduation, he entered the salvage industry as an installer for Auto Info. His love of the industry led to a successful career in building a large recycling facility in
Fort Worth, Texas while being instrumentalin the formulation and growth of the Team PRP program. Mike is a frequent speaker at industry events in various

countries. Mike uses a basic and proven platform to analyze businesses. He provides an honest assessment of where a facility is and what steps need to be
taken to grow both sales and profits. Mike is a proven leader who is highly regarded in the automotive industry.
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customer complaint, upsell, manage
waste, and follow safety procedures.
Managers are trained not just in opera-
tions but also in financials, people devel-
opment, and performance metrics.
Training is not a cost center at
McDonald’s—it is an operating system.

The Auto Recycling Industry Today

In many auto recycling businesses:

- Sales processes vary by employee.

« Pricing decisions are inconsistent.

« Inventory descriptions lack uniform

standards.

« Customer service depends heavily

on personality.

« Follow-up discipline is uneven.

« Technology adoption is reactive

rather than strategic.

This is not because recyclers lack
intelligence or work ethic. It’s because
the industry grew up operationally—not
institutionally. Many businesses were
built by strong entrepreneurs who
learned through experience rather than
formal systems.

But as the industry faces increas-
ing pressure — online marketplaces,
electronic procurement, consolidation,
warranty expectations, and customer
speed demands — informal knowledge
becomes a competitive liability.

What Could $1,500 Per Employee Do

Let’s use a conservative benchmark:
$1,500 per employee per year in struc-
tured training.

For a 40-person recycling operation,
that’s a $60,000 annual investment.

To many operators, that sounds like a
big number.

But here’s what it could realistically
produce:

1. Sales Performance Gains

Structured training in:

« Phone skills

* Objection handling

« Value-based selling (warranty, quality
grading)

* Quote follow-up discipline

« Electronic procurement response
speed

If each salesperson increases the clos-
ing rate by just 5% or the average ticket
by $20, the training often pays for itself
within months.

In used auto parts, where margins are
real but inconsistent, small behavioral
improvements compound quickly.

2. Inventory Accuracy and Speed
Training yard and inventory teams on:
« Standardized grading systems
« Photo standards
« Accurate interchange
documentation
+ Dismantling quality control
Better inventory equals:
* Fewer returns
« Higher customer confidence
« Stronger online conversion
* Reduced friction between sales and
operations
McDonald’s doesn’t let individual
stores define their own burger assembly
method. Why do recyclers allow each dis-
mantler to define what “A-grade” means?

3. Management Development

Most recyclers promote their best
operator or salesperson to management.

Few train them to manage.

Structured leadership training could
cover:

« Daily KPI review habits

« Coaching conversations

+ Accountability systems

« Margin analysis

+ Expense control

+ Conflict management

McDonald’s invests heavily in the
development of shift leaders and store
managers because it understands that
frontline leadership drives profitability.

In auto recycling, the difference
between a disciplined manager and a
reactive one can be hundreds of thou-
sands of dollars annually.

4. Cultural Shift Toward
Professionalism
One of McDonald’s greatest strengths
is clarity. Employees know:
« What good looks like
» What the standards are

11

» What advancement requires

In many salvage operations, expecta-
tions are based on tribal knowledge.

Investing in training sends a signal:

“This is a professional industry.

We operate with standards.”

That cultural shift matters as the
industry competes for younger talent
who expect development pathways—
not just a paycheck.

TRAINING IS NOT A COST
CENTER AT MCDONALD’S—
IT IS AN OPERATING SYSTEM.

The Competitive Landscape
Is Changing

Electronic procurement platforms are
compressing response times.

Online marketplaces are increasing
price transparency.

Consolidators are building standard-
ized multi-location operations.

Insurance relationships demand docu-
mentation and consistency.

The industry is no longer competing
yard to yard locally. It is competing
nationally and digitally.

McDonald’s built its training infra-
structure to support scale and consis-
tency. Auto recyclers now face similar
pressures—but many are trying to scale
without institutional systems.

The Return on Training
Is Not Just Financial

Training also reduces:

« Employee turnover

« Workplace accidents

« Customer complaints

« Internal conflict

Turnover alone is expensive. Recruit-
ing, onboarding, and lost productivity
easily exceed several thousand dollars
per employee.

If better training reduces turnover by
even 10-15%, it significantly offsets the
upfront cost.
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The Objection:
“We Can’t Afford That”

The more accurate question may be:

Can we afford not to?

Consider:

+ One misgraded engine return can
cost $1,500-$3,000.

+ One poorly handled insurance rela-
tionship can cost recurring business.

+ One underperforming salesperson
may represent $250,000+ in missed
annual revenue.

Training is rarely the biggest line item
on a P&L. But undertraining silently
erodes every other line.

What Industry-Level Investment
Could Look Like

If the broader auto recycling industry
embraced structured training, we could
see:

- Standardized grading language

across companies

+ Shared sales training models

« Technology adoption training

+ Leadership development programs

« Industry-recognized certifications
beyond compliance

Imagine if every yard operated with
the same clarity McDonald’s brings to
fast food.

The industry’s public perception
would improve.

Insurance carriers would have more
confidence.

Customers would experience
consistency.

Margins would stabilize.

A Mindset Shift

McDonald’s does not see training as
optional.

It sees training as the foundation of
brand value.

Auto recycling has historically been
asset-heavy—land, equipment, and
inventory.

But the future is capability-heavy—
systems, speed, accuracy, and people
development.

As someone working in and around
operational assessments in this

AUTOMOTIVE RECYCLING

industry, you've likely seen firsthand
how much performance varies location
to location. That variation is rarely
about parts availability. It’s about pro-
cess discipline.

And discipline is taught.

Final Thought

McDonald’s sells hamburgers.

Auto recyclers sell complex mechan-
ical assemblies with warranty implica-
tions and logistical challenges.

If a burger chain invests $1,000-$3,000
per employee annually in structured
training, what does that say about an
industry selling engines, transmissions,
and ADAS-equipped components?

The opportunity isn’t to copy
McDonald’s.

The opportunity is to recognize
that world-class execution requires
world-class training.

The companies that treat training
as an operating system—not an
expense—will define the next era
of auto recycling. T8
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Stoic Lessons for
Modern Leaders

€€You have power over your
mind, not outside events.
Realize this, and you will
find strength. 23 _ arcus aureiius

n an age of AI, smartphones, and

24/7 markets, it may seem strange

to look for guidance from philos-

ophers who lived 2,000 years ago.

Yet the principles of Stoicism,
practiced by leaders like Marcus Aure-
lius, Epictetus, and Seneca, remain time-
less. They teach resilience, discipline,
and clarity in the face of chaos.

For entrepreneurs, especially in
industries that demand constant prob-
lem-solving, like automotive recycling or
logistics, Stoic philosophy offers a practi-
cal playbook for leadership. Technology
may change, but human emotions—fear,
anger, uncertainty—remain the same.
And that is exactly where Stoicism pro-
vides its greatest value.

The Core of Stoicism

At its heart, Stoicism teaches one cen-
tral truth: we cannot control events, only
our response to them. Markets crash,
machines break, employees quit—these
are beyond our control. But we can con-
trol our actions, thoughts, and decisions.

Epictetus put it simply: “It’s not what
happens to you, but how you react to it
that matters.”

For a business owner, this principle is
revolutionary. It shifts energy away from
blame or panic and toward constructive
action.

Stoic Lessons for Leaders

1. Control the Controllables. A Stoic
leader focuses on effort, not outcomes.
Instead of stressing over competitor
moves, they ask: What can I do today that
aligns with my values and goals?

2. Practice Negative Visualization.
Seneca encouraged imagining the worst-
case scenario—not to create fear, but to
build resilience. When leaders mentally
rehearse challenges (such as losing a
major client or facing a cash crunch),
they are less shocked and better pre-
pared when adversity strikes.

3. Embrace Discomfort. Marcus
Aurelius ruled during plagues and wars.
He reminded himself: “The impediment
to action advances action. What stands in
the way becomes the way.” Leaders who
embrace obstacles as opportunities for
growth develop grit that competitors lack.

4. Daily Reflection. Stoics practiced
journaling—writing each day about
what they did well and what they failed
at. This self-audit creates humility and
continuous improvement. Modern lead-
ers can do the same with a five-minute
reflection each evening.

Why Stoicism Fits Modern Business
Today’s entrepreneurs live in a con-
stant noise environment: emails, social
media, and market volatility. Stoicism

cuts through the noise by grounding
leaders in what truly matters: clarity,
virtue, and disciplined action.

Ryan Holiday'’s bestselling book
The Obstacle Is the Way has introduced

Carlos Barboza is the owner of Eco Green Auto Parts, Orlando, FL. Their website is
https://ecogautoparts.com and they can be found on Facebook @ecogreenautoparts.

Stoicism to CEOs, athletes, and creatives
alike. He argues that success is not about
avoiding obstacles but transforming
them into fuel.

Who are these two characters you
identify with?

= The Reactive Owner: A yard operator
panicked every time scrap prices fell.
He slashed payroll, cut marketing, and
froze operations. Employees felt unsta-
ble, morale dropped, and the company
spiraled.

= The Stoic Leader: Another owner
faced the same price drops but applied
Stoic calm. He accepted what he could
not control (market prices) and dou-
bled down on what he could (efficiency,
customer service). His team trusted his
steadiness, and his business grew even
in downturns.

The difference wasn't strategy, it was
mindset.

Stoic Practices for Entrepreneurs

1. Morning Reminder. Begin the day
with one Stoic phrase. Example:
“I control only my choices.”

2. Evening Reflection. Journal one
success, one failure, one lesson.

3. Pause Before Reacting. When anger
or fear rises, count to ten and breathe
before responding.

4. Memento Mori. Remember mor-
tality. It sharpens priorities and keeps
leaders humble.

5. Gratitude Exercise. Seneca advised
appreciating what you have as if it might
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be gone tomorrow. Gratitude reduces
envy and boosts resilience.

Stoicism and Mental Health

Stress and burnout are rampant among
entrepreneurs. Stoicism offers relief by
teaching acceptance. When leaders stop
fighting uncontrollable realities, anxiety
decreases.

As Seneca wrote: “We suffer more
often in imagination than in reality.”
Much of stress comes not from events
themselves, but from our exaggerated
fears about them.

This philosophy doesn’t remove stress-
ors; it reframes them, giving leaders
peace of mind.

Consequently, coaching programs are
increasingly drawing on Stoic tools to
help leaders. For example:

» Reframing Setbacks: Coaches
encourage leaders to treat every failure
as alearning opportunity.

= Journaling: Writing daily reflections
builds accountability.

= Control Mapping: In sessions, lead-
ers list everything that worries them,
then divide it into “within control” and
“beyond control.”

These practices create leaders who are
less reactive, more intentional, and ulti-
mately more respected by their teams.

Wisdom from Philosophy
and History

Stoicism doesn'’t exist in isolation; it
overlaps with many modern thinkers:

= Marcus Aurelius: “If it is not right, do
not do it. If it is not true, do not say it.”

= Seneca: “Difficulties strengthen the
mind, as labor does the body.”

= Napoleon Hill, author of Think and
Grow Rich, echoed Stoic perseverance by
teaching that definiteness of purpose is
the first step to wealth.

» Benjamin Graham, in The Intelligent
Investor, reminded us of the importance
of temperament over brilliance—another
Stoic principle of emotional control.

These voices, separated by centuries,
all converge on one truth: inner mastery
isthe greatest edge.

The Cybersecurity Analogy

Ilearned this the hard way when my
business was hacked. The technical side
was stressful, but the hardest decision
wasn't resetting servers; it was admitting
vulnerability and taking bold steps to
rebuild security.

The Stoic lesson was clear: I couldn’t
control the fact that the hack happened,
but I could control my response. Instead
of panic, I chose disciplined rebuilding.
Today, our systems are stronger than
ever.

In summary, Stoicism is not only
about ancient history, but it is also
about modern leadership in its
purest form. In a chaotic world,
leaders who remain calm, dis-
ciplined, and focused become
anchors for their teams.
Marcus Aurelius said,
“The obstacle is the way.”
By embracing Stoic
wisdom, today’s business
owners can lead not just
with strategy, but with
strength of character,
the most endur-
ing competitive
advantage.
Blessings. TB
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Mr./Ms. Reliable

hat if you were

able to bringon a

new hire in your

recycling company,

and all the candi-
dates that applied were so good that you
couldn't decide who to hire? They possess
strong people skills, great character,
are technologically inclined, and have
outstanding attention to detail. Not only
would you hire an individual like that on
the spot, but chances are, you would also
find room in the budget to hire as many
as you could. You might even be willing
to take a pay cut as an owner to bring in
the very best people. If you could find
them, that is.

The book of Matthew, chapter 13, verse
45 says, “Again, the kingdom of heaven is
like a merchant in search of fine pearls,
who, on finding one pearl of great value,
went and sold all that he had and bought
it.” Is that not the way we are, or should
be, as managers and owners? When we
see that salvage vehicle and recognize it
as something special, such as a Cosworth
Vega, or Yenco Camaro, would we not
scrape together all available funds to
make sure and purchase that before the
opportunity is lost? How much more so
should we be that way when we encoun-
ter those who would be entirely great
team members?

It seems you cannot get together with
a group of owners and managers in
any industry without hearing about the
problems companies face when trying
to hire good people. It can be said that it
is difficult to find these great people, but
they are out there; some, if not many,
are looking for a better opportunity
than where they are. Some may even
be unaware of the opportunity. That's
where we come in. It is entirely up to us,

We called him
Mr. Reliable, and that guy
could always be counted
on to get it done when
needed to and stay late
if it was important. These
things are not exceptions;
they are realities.

as owners, to ensure our companies are
irresistible employment options.

We need to ensure the culture in our
company's ecosystem is welcoming, ful-
filling, and financially sound. Not com-
petitive, excellent. If a good employee
is miserable, they may very well take a
pay cut to work at a less stressful place.
If they are happy where they are but
are having trouble making ends meet,
they may feel forced to look elsewhere.
We need to make sure they have it all.
This is not always easy, of course; there
are many factors that work against us.
Money. It's going to take a lot of money.

It is also inevitable that at some point,
there will be contentious people on the
team, and conflict will happen. Unfor-
tunately, we as managers and owners
will have to navigate that. It is not fair
when we have to, but it is one of the costs
of ownership. More and more, we hear
that flexibility and paid time off are big

ISTOCKPHOTO/NATALYA KOSAREVICH

factors. It used to be the good-ole-boy

in the shop wanted forty hours a week,
every week, except for that one week in
the summer when he wanted to take off
on a family road trip. We called him Mr.
Reliable, and that guy could always be
counted on to get it done when needed to
and stay late if it was important.

Not too many people possess that
mindset anymore. They want time off
more frequently and for a huge variety
of reasons. When it comes down to it, it
really doesn't matter why or even how
often they want time off. We need to be
as accommodating as we possibly can be,
as this benefit is one of the things that is
most highly valued by employees. There
are ball games and recitals, family get-
togethers, and veterinary appointments
scheduled at odd times on weekdays. It
is the way our culture is, and if we can
accommodate employees in that, to
most, this will be seen as more valuable
than monetary bonuses. Time is, after
all, something we do not have any more
of, and it is very difficult to buy.

And we, as owners, should understand
this best of all, since that is what we are
attempting to do by having employees
in the first place. Buying time. So if you
are already making sure you have a good
culture at your business, are already
paying very generously, and are getting
people as much flexibility with time
away, then keep up the good work. You
and your work family will be happier,
and I believe profits will be higher as
production improves. If there is room for
improvement, pick something and work
on it. Maybe some outside perspective
would be helpful.

ARA’s Mentor Program is a great way to
do that, by the way, and it costs virtually
nothing as an ARA member. Cheers! TB

Jake Nawrocki, with sister Katy Joles, own and operate Rocki Top Auto Recyclers in Glen Flora, Wisconsin. The company was formed in 1988, and
Jake and Katy took over operations in 2009. Since that time, they have been working both in and on the company, in a region that is economically
challenged. “Our goal is to make Rocki Top Auto a destination.” Contact Jake at 715-322-5774 or rockitopauto.com.
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How Often Do You

Train

ave you ever felt that
you were unprepared
for what happened next
because you didn’t stop
to become appropriately
trained on every aspect of your job?

“How often do you train your team?"
isn’t an I-gotcha question. How you
answer my question will usually show
how successful your business really
is. If you're training because some-
thing happened at your place, then it
is too late to help that situation, but
being trained today can certainly help
your staff going forward, especially if
it happens again. As an industry, we
really don’t want that to happen because
we're all in this business together. The
more we train, the better we can do this
business.

Here’s why training is important.
Training is essential for enhancing
employee productivity, boosting morale,
and fostering company loyalty by
equipping staff members with the skills
needed to perform tasks efficiently.

Proper training also reduces errors,
improves safety, and enables every
business organization to adapt to new
developments, whether they're new
technologies or additional revenue
streams. More importantly, training
boosts profitability. Better yet, well-
trained staff is more productive than
untrained staff.

My Dad was probably glad he had
been trained by that day in 1956 because
his job depended on him being trained
and knowing repair costs. Dad was
always good with figures, and he surely

knew what repairs needed to be made.
Here’s what happened that day in July
of 1956.

The Swedish liner, MS Stockholm,
collided with the Italian luxury liner, SS
Andrea Doria, due to dense fog off the
coast of Nantucket. Unfortunately, 51
people lost their lives that day—46 from
the Andrea Doria and 5 on the Stock-
holm. The severely damaged Andrea
Doria sank the following day, and it was
my dad’s job at Bethlehem Steel to come
as close as possible to the repair costs.

As a Marine estimator with a math-
ematics degree, Dad patiently and
diligently worked until he arrived at
the cost of repairs for Stockholm, as he
saw it. I am proud
to say that my dad
came within $1,000
of the actual repair
cost. Dad was always
great with numbers
and figures, but it
was his training that
helped him do it cor-
rectly. Diligently and
patiently, Dad always

Training for your
team is free with
membership in ARA.

our Team?

had a goal of doing a good job for his
employer or his employees. He had been
to school and was also trained by man-
agement at Bethlehem Steel, which gave
him a solid working career. After Dad
finally retired from Bethlehem Steel,

he was able to get another master’s
degree. The idea here is that Dad never
quit learning and trying other things
because he always wanted to better
himself. Most assuredly, not everything
went his way with damaged ships, but he
always kept trying.

How about you? Have you ever felt
that you were unprepared for what hap-
pened next because you didn’t stop to
become appropriately trained on every
aspect of your job?
Maybe at some point,
you had the wrong
equipment or wished
you had been trained
on what was happen-
ing. At some point, it
happens to all of us.
The good news is we
are part of an indus-
try that wants us to

D.J. Harrington is the President and Chief Executive Officer of Phone Logic, Inc., an international training company based in Atlanta, GA. He serves as a
consultantand trainer to over 1,000 privately-owned businesses throughout the country, training personnel at all levels of the company, from the dispatcher
to the customer service and sales staff. Please visit his website for more information at www.djsays.com.
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invest our time in training so we can be
prepared for whatever happens next.
Furthermore, it’s usually free training—
like what is available at ARAUniversity.
org or at industry shows.

So why not send your people to be
trained by industry professionals? Being
trained can help your bottom line.

Do what my dad did, even though you
might be very busy these days. Take time
out of your schedule to bring your team
for training. Be on the lookout for any
training within the industry because
those who make the money are those
who get trained, especially those who get
trained on something that’s new.

Look at what’s coming up and then
reserve your spot to train from the best
in the industry by attending as many
industry trade shows as you can. All
it takes is time to get the training you
need. Don’t forget to bring your team
with you.

See you on the next podcast. TB
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NOW LIVE ON YOUTUBE!

The 12-video Parts Prep & Shipping

Guidelines training series, developed

with PRP, is officially live on the

ARA YouTube channel.

» Available now—check them out!
https://www.youtube.com/@
AutomotiveRecyclersAssociation

» Parts Preparation & Shipping - Industry Standard Training

This playlist covers the complete Parts Preparation & Shipping Guidelines,
designed to help automotive recyclers deliver the right part, on time, and as
described. Each video walks through industry-standard best practices for inspec-
tion, preparation, cleaning, tagging & identification, and shipping, with part-spe-
cific guidance for common recycled components. Whether you're training
new team members or reinforcing standards across your operation, this series
provides clear, practical instruction to improve consistency, reduce errors, and
protect customer satisfaction.

This training reflects the Automotive Recycling industry-approved standard
as recognized by the Automotive Recyclers Association (ARA), United Recyclers
Group (URG), and Premium Recycled Parts (PRP), ensuring quality, safety, and
regulatory compliance throughout the process.
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Stop
on

fter nearly 40 years of

marketing automotive

recyclers and vendors, and

writing two marketing

books for the industry, I've
come to a clear conclusion: being better
isn’t always better. In fact, in many cases,
it’s the very thing holding businesses
back. Let me explain.

Why “better parts” marketing leads to
price pressure—and what the best recy-
clers do instead

For years, automotive recyclers have
been told to differentiate by being better.
Better recycled OEM parts. Better inven-
tory systems. Better warranties. Better
pricing.

On the surface, that sounds right.

In practice, it creates a problem. The
moment you position yourself as “better,’
you place yourself squarely in the same
category as every other recycler. You
invite direct comparison—yard to yard,
partto part, price to price. And once
buyers start comparing, price becomes
the tiebreaker. Even if your operation

is significantly stronger—cleaner parts,
better grading, faster fulfillment, fewer
returns—the buyer rarely perceives that
full difference. What feels like a major
upgrade to you often looks like a modest
improvement to them.

And modest improvements don’t
justify premium pricing. So margins
shrink. Discounts increase. And sales
teams feel constant pressure to “sharpen
the pencil.” That’s the trap.

}
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Competing

The most successful
recyclers don'’t try to be
better than everyone
else. They reposition
themselves so they’re not
directly comparable at all.

What the Top Performers
Do Differently

The most successful recyclers don’t
try to be better than everyone else.
They reposition themselves so they’re
not directly comparable at all. Instead
of selling parts, they sell outcomes.
Instead of competing on inventory
size or price points, they compete on
what matters most to their customers’
businesses.

For example...

Rather than saying, “We sell high-
quality recycled OEM parts,” they
position themselves as: “We help repair
facilities complete jobs faster, reduce
comebacks, and protect their reputa-
tion.” That’s a fundamentally different
conversation. Now the buyer isn’t eval-
uating condition codes or asking who’s
cheapest. They're thinking about cycle
time. Labor efficiency. Customer satis-
faction. Profit per repair. The recycled
part becomes a means to an end—not the
product itself.

Moving Beyond the
Parts Conversation

Consider how often friction occurs
in the supply chain:

“Better

)

« The wrong part arrives.

« The condition doesn’t match

expectations.

« Delays stall a repair.

« Labor time is wasted.

« Trust erodes between supplier and

shop.

A recycler that positions itself as the
safest, lowest-risk way to source OEM
parts steps out of the commodity game
entirely. Now they’re not competing with
other recyclers. They’re competing with:

+ Losttime

* Rework

« Frustration

+ Comebacks

« Damaged relationships with insurers

and customers

When framed this way, pricing
objections fade. Because the buyer isn’t
weighing cost per part—they’re weighing
the cost of doing it wrong.

From Selling Parts to
Delivering Confidence

The strongest positioning in today’s
automotive recycling market isn’t about
having more parts. It’s about delivering:

* Reliability

* Speed

» Accuracy

+ Confidence

« Peace of mind

When a recycler owns that position,
the conversation shifts dramatically.
Customers aren’t asking, “Can I
get this cheaper somewhere else?”

Mike French is retired after 39 years of business in the automotive recycling industry. He is an author, publisher, consultant, and speaker. Mike is the founder
and executive director of the Christian Auto Recyclers and Vendors Association (CARVA) and will be at upcoming recycler trade shows and events. Mike is
available to speak at your group, conference, or event. He loves to share inspirational stories that demonstrate how the Word of God actively changes lives.
He can be reached at mike@carva.group. Visit www.CARVA.group and/or www.PowerPackedPromises.com.
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They're asking, “Who helps me get this
job done right the first time?” That’s
when price stops being the focus—and
value takes its place. Therefore ...

In a market where many still compete
on “better,” the real opportunity lies in
becoming incomparable. Stop asking
how you can be 10% better than the
recycler down the road. Start asking how
you can be positioned so differently that
comparison doesn’t even make sense.
Clarify the outcome you truly deliver.
Define the risk you remove. Articulate
the problem you solve better than anyone
else. Train your sales team to sell results,
not recycled parts. Align your marketing
around business impact, not inventory
counts. Shift your messaging from price
to performance.

Because the recyclers who thrive in the
next decade won't be the ones who are
slightly better. They’ll be the ones who are
clearly different. And different wins! T8
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Call for Speakers

he 2026 ARA Annual Convention

Educational Programming Committee
is now soliciting educational session proposals
for the 83rd Annual Convention and Exposition
taking place October 14-17, 2026 in Atlanta,
Georgia.

ARA leaders are developing a strong

educational program that appeals to the
many interests and issues facing professional
automotive recyclers. We are interested in
discovering new speakers, sessions that focus
on upcoming trends, market forces, techniques,
best practices, and issues impacting Member
businesses and the recycled parts market.
We look forward to reviewing your proposal!

Bring your team to
ARA’S 83RD ANNUAL
CONVENTION & EXPO
to experience stellar

training from the

industry’s best!

VISIT WWW.A-R-A.ORG
®

Deadline to submit: May 30, 2026, 11:59 PM EDT

Submit your proposal through the link at:
https://www.a-r-a.org/calendar-2/
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THE RETENTION REPORT:
Employee Retention Truths
in Today’s Workplace

he 2026 Retention Reportis an
annual publication by Work
Institute which provides a
comprehensive overview of
trends in employee turnover.
Here is an overview excerpt that pro-
vides a summary from the report. Find
the entire report at https://workinstitute.
com/retention-reports/ or call them at
615-777-6400 to connect with them.

About Work Institute

Established in 2000, Work Institute is
the leader in employee retention pro-
grams, employee engagement strategies
and workplace solutions.

We provide employee research, con-
sulting, action planning, development
courses, and evaluations of organiza-
tions of all sizes including many Fortune
500 clients across multiple industries and
geographies.

Our workplace experts help compa-
nies reduce employee turnover, boost
employee engagement, and develop a
thriving workforce using evidence-based
actionable insights.

Executive Summary

Stability Does Not
Equal Confidence

As organizations
enter 2026, the labor
market appears calmer
than it has been in
years. Quit rates have
declined to pre-pandemic levels. Job
openings have moderated. Headlines
suggest a return to stability.

Yet beneath the surface, the workforce
remains under strain.

Work Institute data reveal a workforce
that is staying put but not necessarily
staying committed. Employees are delay-
ing exits, not abandoning dissatisfaction.

Turnover has slowed faster than con-
fidence has recovered, creating a gap
between perceived stability and underly-
ing risk.

This is not a cooling labor market. It is
a cautious one.

Employees are weighing uncertainty
around career growth, leadership
capability, workload, and job security.
Economic pressure, shifting industry
dynamics, and the rapid adoption of AI
have changed how employees evaluate
risk. Rather than making immediate
moves, many are watching closely and
deciding whether their current employer
is prepared to support them through
what comes next.

These dynamics matters because
delayed decisions do not eliminate turn-
over risk. They concentrate it.

Key Findings from the 2026
Retention Report

Career remains the primary driver of
employee turnover. Career related exits
account for nearly one in five departures,
continuing a pattern that has
persisted for more than a
decade. Employees are not just
seeking promotions. They are
seeking clarity. When develop-
ment pathways, advancement
criteria, and future opportuni-
ties are unclear, dissatisfaction
builds quietly until employees
decide to leave.

Work-Life Balance has
become a baseline expectation.
Flexibility is no longer viewed as a perk
or a pandemic accommodation. Schedul-
ing consistency, workload manageability,
commute impact, and hybrid capability
are now core components of retention.
Organizations that treat Work-Life Bal-
ance as optional face growing risk.

Managers remain the most influential
point of failure and opportunity.

Manager-related exits remain elevated
and highly predictable. While some
indicators suggest stabilization, dis-
satisfaction tied to professional behav-
ior, communication, and expectation
setting continue to rise. Employees do
not separate their experience with their
manager from their perception of the
organization.

Job security concerns are reemerging.

Job security has more than doubled as
a reason for leaving over the past year.
This increase is not driven by widespread
job loss, but by anticipatory anxiety tied
to AI, automation, and economic uncer-
tainty. Employees are not panicking.
They are recalibrating.

Turnover is becoming more expen-
sive, not less. Even as quit rates decline,
the financial exposure tied to each exit
continues to grow. Higher wages, longer
time to productivity, specialized skill
requirements, and downstream disrup-
tion mean that fewer exits do not neces-
sarily translate into lower cost. In many
cases, risk is simply deferred.

What This Means
for Leaders

The defining risk of 2026 is not mass
resignation. It is quiet disengagement.

Employees are staying longer while
reassessing their future. Engagement
may appear stable. Headcount may look
secure.

But when expectations around growth,
leadership, flexibility, and clarity are not
addressed, dissatisfaction accumulates
beneath the surface.

This creates a fragile workforce. When
conditions shift, exits often come faster,
in clusters, and at a higher cost.

At the same time, this moment pres-
ents a rare opportunity.

Organizations now have something
they lacked during the Great Resignation
era. They have time.
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DiscountShopTools.com

M.K. MORSE
DIABLO AUTO DISMANTLING AUTO/FIRE&RESCUE

Diablo Steel Demon Auto
Dismantling reciprocating saw
blades are specifically designed
for maximum performance

in metal cutting applications.

Available in 6", 9", and 12"

we also stock a Carbide Tooth
version of the Diablo blades...
Our prices won't be beat

on these blades!

The M.K. Morse

9" x .050" x 14tpi

Pro Auto/Fire & Rescue
reciprocating saw blades

are an industry favorite. These
blades are specifically designed
not only for auto repair shops,
salvage and parts yards, but also
for first responders in all fire
and rescue applications.

As always, our prices

won't be beat!

Use coupon code TOOLBOX during the checkout
process and get FREE SHIPPING on any size order!

BOSCH 6" EDGE METAL DEMO
RECIPROCATING SAW BLADE

Bosch Edge Reciprocating Saw Blades
start sharp, stay sharp, and with Turbo-
Teeth technology last up to 3X longer

than standard reciprocating saw blades.

Designed for extreme cuts for tough
construction uses, these blades deliver
the best performance for pro cutting
applications. The Edge’s exclusive
Turbo-Teeth design, performance-
optimized blade geometry and
Swiss-made reliability add

up to a line of blades

that deliver results.

MK MORSE MEDIUM METAL

M. K. Morse Heavy Duty Bi-Metal Reciprocating

Saw Blades are some of the best blades in the

world for cutting wood and metal, including steel,

stainless steel, iron, sheet metal and pipe.

HD technology was painstakingly developed in

the Morse Technology Center, where we tested
the many variables affecting blade life,
discovering a unique combination

of features that tripled the life of

standard reciprocating saw blades.

As the longest lasting recips

available, they cut more

smoothly, more accurately

and offer greater value.

Check Out i
Our Improved A .
. HDis
}NeI:ESIte A exclusively
or Easy available from
Ordering! M. K. Morse.

[

OUR STORY: Since 2008 Discount Shop Tools has been offering name brand products at competitive prices
to businesses and end users across the contiguous United States. We strive to not only offer the very best
in tools, tool accessories and shop supplies, but in every case where possible we have listed our prices at

877-314-8034
DISCOUNTSHOPTOOLS.COM

or lower than anyof our online or marketplace competitors. Shop our store, compare our prices, and for sure if you know
of anybody who could take advantage of what we offer then please share our store with them. Thank you very much!
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- Time to strengthen career systems instead of selling career

promises.

« Time to equip managers to lead the workforce they have

today, not the one they remember.

- Time to address Al related uncertainty with clarity rather

than silence.

- Time to close the gap between employee expectations and

organizational reality before turnover accelerates again.

Retention has never been about preventing employees from
leaving at all costs. It has always been about reducing prevent-
able loss.

The message is clear: turnover is not accidental. It is the
result of choices leaders make or avoid.

The organizations that succeed in 2026 will be those that use
this period of relative stability to act intentionally, align expec-
tations, and build trust that endures beyond the next shift in
the labor market. TB
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ARA Recognizes U-Pull-It Auto Parts, Inc. as the
2025 Certified Automotive Recycler of the Year

The secret to their success is to do it right the first time. By Caryn Smith « Photos by Sonja Yearsley

ark Forcum started Certified Automotive Recycler
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Parts and LKQ before he set
out to apply that knowledge to
his own venture. What started out as his
“side hobby” has now become a top-notch
three-location Certified Automotive
Recycler (CAR) operation.

Mark began with one self-service busi-
ness in Yakima, Washington in 2013 to
owning two self-service and one hybrid
location in Yakima, Pasco, and Kenne-
wick, Washington. All are ARA Certified
Automotive Recycler (CAR) facilities.

Not afraid of a construction project,
Mark has extensively renovated and
expanded each location, including a
new production facility in Kennewick to
support the strategic shift toward electric
vehicles (EVs).

In the Beginning

“I started my auto recycling career at
Foster Auto Parts in Portland, Oregon,
in 1980 where I gained experience in
construction and facility development,”
says Forcum. “In 2004, LKQ acquired
Foster Auto Parts, and I worked for LKQ
as a district manager, and then moved
into business development.” He spent
7 years traveling around the country
to locate existing self-service yards for
LKQ to buy or property to develop as
self-service yards from scratch.

In the fall of 2013, while still at LKQ,
Forcum acquired the Yakima location,
an existing auto recycling business
requiring a major remodel. It opened
in 2014 with help from an operating
partner and store manager, while Mark
worked on weekends.

He left LKQ in 2015 and purchased
the Pasco location, also a downtrodden
junkyard. He tore everything down,
regraded the yard, and started from
scratch. The facility was engineered for
stormwater, with a block wall perimeter
fence, new buildings, and equipment.
It opened in March 2016.

Left to Right: Larry Correa (Sales
Manager) Mark Forcum, Mitchell
Forcum, and Edgar Nava (Site
Manager) at U-Pull-It Auto Parts, Inc.

In 2019, the property next to the
Yakima location was purchased to build
new production facility, expanding the
holding pen for incoming cars, and the
customer parking.

In 2022, a scrapyard next to the Pasco
location was purchased, demolished, and
soil remediated. Mark built a brand-new
production facility, a building to house
a car crusher, and laid concrete over the
whole two-acre property as a basis for
hauling and processing.

In September of 2023, the Kennewick
location was purchased as 20 acres of
raw farmland, zoned heavy industrial.

“We built it from the ground up, with
civil engineering for grading and storm-
water,” says Mark. “I built an all-new
facility with 3 new buildings, a large car
crush area for scrap, and a building to
house a car crusher. It opened in May
of 2025. This new location will co-locate
U-Pull-It Auto Parts and Supreme Truck
& Auto Parts [with full-service and EV
dismantling capabilities].”

Yakima is 7 acres total, with 15 employ-
ees and 900 vehicles. Pasco is 8 acres,
with 15 employees and 900 vehicles. Ken-
newick has 900 cars in stock for self-ser-
vice (expanding eventually to 2,000 cars),
is staffed with 25 employees. It also
serves as the corporate headquarters.

Mark is joined by his son Mitchell
Forcum, who been working full-time
at the business for six years; he started
when he was 19. “He’s an owner. He’s a
boss,” says Mark. “We kick ideas around,
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and I like listening to what he has to say.
Sometimes I agree, sometimes I don't,
but it’s just great to run things by each
other. I think it makes us both better.”

Certified Story

Alllocations are ARA CAR, RECALL,
and HVV Certified for electric vehicle
handling. “Housekeeping has always
been very important to our operation,”
says Mark. “Being CAR Certified has
always been my number one goal; it’s
just the way we run our business. We
feel that having a clean facility pro-
motes a better, safer work environment
not only for our customers but also for
our employees. The CAR Certified model
of best practices also prioritizes envi-
ronmental protection and workplace
safety. That’s really the main goal.”

“We’re processing hybrid and electric
vehicles. If we don’t train and want to

have employ-
ees certified
to handle
those cars, we
shouldn’t buy
those vehicles.
We also use
ARA University to train our employees
on all aspects of safety protocol, fork-
lift training, vehicle dismantling, and
proper lifting.

“The RECALL certification is a con-
sumer protection. We should be trained

to know which airbags we should and
shouldn’t pull so the customer won't
receive recalled parts. We have always
focused on mechanical parts, and this
again gives us the opportunity to say yes
more often.” TB
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UNITING THE WEST

BY SANDY BLALOCK

A New Chapter for Western Auto Recyclers

‘ve spent a long time in this industry, first owning and managing

arecycling facility, then working alongside recyclers across

the country, and one thing has always stayed with me, when
recyclers come together, good things happen. That’s not just
something we say, it’s how this industry operates at its best.

Afew of usin the West started talking about what that could
look like on a larger scale, not just within our own states, but
across the entire region. We have recognized an opportunity to
build something more connected, something that strengthens
ourindustry and helps recyclers move forward togetherin a
meaningful way.

At the end of the day, that’s what professional auto recyclers
do best, we share ideas, solve problems, and support each other.
That mindset is what opened the door to a new chapter for
Western auto recyclers.

It also led to the creation of the Western Auto Recyclers
Alliance, WARA, and the launch of ourinaugural event,

Synergy West, Education, Tech & Industry Showcase, which
took place February 19-21, 2026, in Reno, Nevada.

“We didn’t build this to be different; we built it to be useful.”
That statement, shared by Greg Daurio of Daurio Auto Truck and
President of WARA, captures exactly what this effort is about.
This wasn't built to check a box or create something new for the
sake of it. It was built to serve working recyclers, to deliver real
value, and to reflect the way this industry actually operates.

Why a Western Alliance, and Why Now

Over theyears, I've had the opportunity to work closely
with state associations across the country. What became clear,
especially in the West, is that while we have strong individual
state organizations, we have not had a consistent way to connect,
collaborate, and move forward

Why We Built WARA, and What It
Means for the Future of Our Industry

REGIONAL NEWS

experienced people are also stepping away from the business.
These are challenges every recycler is facing, and they do not
stop at state lines.

In the West, we also face a unique set of legislative and
regulatory issues that do not always mirror what is happening
in other parts of the country. Whether itis environmental
requirements, rural logistics, or emerging policies around EVs and
materials handling, our region often operates under a distinct set
of realities. Having a unified group that can focus on those issues,
strengthen advocacy efforts, and ensure our voice is heard is a
critical part of what WARA was built to do.

WARA was intentionally designed to work alongside state
associations, not in place of them, adding strength through
shared resources, stronger advocacy, and greater regional
alignment that benefits every state involved.

WARA was created to bring Western states togetherin a way
that strengthens everyone without replacing anyone. Each state
maintainsits independence, its identity, and its leadership. What
we are doing isimproving communication, aligning efforts where
it makes sense, and creating the ability to share the strengths of
each state across the region so we can move forward together
instead of working in isolation.

A Regional Event Built with Purpose

Synergy West was a direct extension of that vision.

We did not set out to create just another industry event.

The goal was to build something that works for Western recyclers,
something more focused, more practical, and more aligned with
what actually happens in our operations every day.

The event began with an evening at the National Automobile
Museum, which created an opportunity for attendees to
reconnect, build new relationships, and set the tone for a

collaborative and productive

together as a region.

At the same time, our
industry continues to evolve
atarapid pace. Vehicles
are more complex, EVs
are entering our facilities,
regulations are changing,
and technology is reshaping
how we buy, inventory, and
sell parts. Many of our most

WARA is focused on expanding access to
training, improving communication across
states, strengthening vendor relationships,

and supporting recyclers as they navigate
increasingly complex vehicles and
regulations...and creating a stronger, more
unified voice when it comes to advocacy.

few days.

From there, the focus stayed
on value. Friday was dedicated
to hands-on workshops and
user group sessions with the
systems many recyclers rely
on daily, including CRUSH,
URG, Buddy, Car-Part.com,
Solera and eBay, CCC, and
EZ Suite. These were not
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surface-level discussions, they were advocacy, because the challenges we face
working sessions designed to help are larger than any one business or any
recyclers operate more effectively when one state.
they returned to their facilities. The Value of Working Together
Saturday delivered a full day of One of the most important aspects
education centered on real-world of WARA is the opportunity it creates for
challenges, including EV and hybrid connection.
vehicle handling, cybersecurity and Some of the best ideas in this industry
operational efficiency, inventory control do not come from a stage, they come from
and parts yield, e-commerce strategy, conversations between recyclers who are
and the role of artificial intelligence in our dealing with the same challenges. They
industry. The focus throughout was on come from sharing what works, learning
practical application, not theory, and on CRUSH presentation at WARA. from what does not, and supporting each
providing takeaways that could be used otheralong the way.
immediately. By creating more opportunities for those conversations, and
by strengthening the network across the Western region, WARA is
Built for Recyclers, Grounded in Reality helping build a more connected and capable industry.
Everything behind WARA is grounded in real-world experience. “This industry has always been strongest when we work
Thisindustry does not operate in theory, it operates in facilities, together,” said one participant. That principle has guided
in parts rooms, and in day-to-day decisions that impact safety, this effort from the beginning, and it continues to shape what
compliance, and profitability. Thatis why every part of this effort comes next.
is built with a clear purpose, if it does not help recyclers operate
better, it does not belong. Stronger Together
WARA is focused on expanding access to training, improving The message behind WARA is straightforward, the Western
communication across states, strengthening vendor region is stronger when it works together.
relationships, and supporting recyclers as they navigate By aligning state associations, strengthening vendor
increasingly complex vehicles and regulations. It is also about partnerships, and creating meaningful opportunities for
creating a stronger, more unified voice when it comes to education and collaboration, we are building something

Do you often find yourself giving advice to your peers?

Do you have ideas that could help others improve I have so many thoughts

efficiency, reduce costs or boost profitability? on that subject ...
I better write them
in the next ToolBox!

Share Your Expertise in Toolbox!

In Our Next Issue, We Need Articles About:
Mastering Technology & Modernization
The Modern Recycling Yard (Al, Tech, Data)

« Master Class: Practical Al Tools for Recyclers

« How to Use Data to Improve Purchasing & Sales

+ Digital Marketing for Auto Recyclers 5 D \
+ Building a Modern Website That Actually Converts

« Preparing for the Future: EVs, Hybrids & Changing Part Please send an email to Caryn Smith with
Mixes your interest to write before submitting!

HURRY, DEADLINE IS NEAR! Email Toolbox@a-r-a.org today!

Space s limited per issue. Please email Caryn Smith prior to submitting for topic approval. Submitted content is subject to editorial approval, and
could be edited for length or grammar. Ideal Word Count is 600-900 words. Longer format is 1200 if it is worth the subject matter.
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that supports the long-term future of the automotive recycling
industry across the West. Our inaugural event, Synergy West, Save the Date'
was the first step, and it demonstrated what is possible when °
recyclers come together with a shared purpose. We have laid

the groundwork, and with a Board of Directors representing Western Canada

multiple Western states, WARA is positioned to continue driving Auto Recycling Show:

collaboration, advocacy, and progress across the region. Calgary AB September
Atits core, WARA is about empowering recyclers for the future 25-26,2026

of this industry. We are committed to fostering collaboration
and knowledge-sharing that improves efficiency, sustainability,
and profitability, while strengthening advocacy to ensure our Hosted by the Alberta Automotive Recyclers & Dismantlers
industry has a voice in the policies and regulations that shape
our future.

Through education, networking, and coordinated advocacy,
WARA is creating new opportunities, supporting responsible
environmental practices, and helping professional auto recyclers

Association with the BC Auto Recyclers, Saskatchewan
Auto Recyclers Association, Automotive Recyclers of
Manitoba and the Automotive Recyclers of Canada (ARC).

stay ahead of evolving vehicles, technologies, and market Trade Show Callfor presentations and
demands. Facility Tours training will be issued soon!
WARA is about building something that lasts, something Industry Roundtable Do you have an idea that
that supports recyclers not just today, but wellinto the future. Panels & Presentations you would like to present
If you are an automotive recyclerin the West and believe in Industry Training ortrainon. Let us know!
strengthening this industry through collaboration, advocacy, Networking Reception
and shared experience, then you are already part of what WARA Contact Steve Fletcher
represents. Sponsorship for More Details
Because when Western auto recyclers move forward together, Opportunities Too! 519-281-2767

we don’t just keep up with change, we help lead it. TB
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