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The Suffering American Work Ethic

Most auto recycling facilities are facing similar 
problems, and the one that might be the hardest 

to overcome is our understaffed businesses. “Lean and 
mean,” “getting more done with less,” “cutting the 
fat,” and “increased productivity” are all catch phrases 
when looking to maximize your bottom line. But what 
happens when your bottom line suffers from the lack 
of employees? Take a look at your facility. How many 
processes are not getting accomplished because of the 
understaffed workplace? It’s not just our industry, virtu-
ally all businesses today are struggling with the lack of 
employees. How did we get here? And better yet, how do 
we fix the problem?

Economists will be writing books on how governments 
around the word adapted to COVID-19 in order to keep 
their economies from depression. Here in the U.S., we 
gave extra money to those on unemployment, allowed 
many to forgo paying rent and mortgage payments, and 
gave money directly to those who earned under a certain 
yearly threshold. It didn’t stop there, the U.S. also gave 
money directly to businesses under the PPP program.  
Initially this started out as a loan, but quickly turned into 
free money that was not even taxed. I believe that these 
actions saved our economy… but with every action there 
are reactions or ramifications that result. 

“Inflation” is an ugly word, and it’s one that everyone 
in Washington, D.C. will not utter. One of the classic 
causes of inflation is the increased supply of money, either 
by printing it or giving it directly away. Banana republic 
counties like Venezuela printed money to pay off debt, 
thus devaluating their currency and causing inflation. 
The dollar has not been overly devalued, but our cost of 
goods (products we buy) have soared through the roof.  
Material costs go up from two factors, it costs companies 
more to make their product, or demand outstrips supply.  
Both of these exist today in our economy. In the past our 
industry has thrived in these conditions. 

I wonder when the government is going to stop paying 
people to stay out of work. If you do something too long, 
it becomes expected and becomes rooted in society. I hope 
this doesn’t happen, as there are lots of job openings in 
the U.S. and too many able-bodied Americans who are 

getting comfortable living on the government handout. 
Many people under these conditions look at employ-
ment this way… why would I work at a job 40 hours a 
week for the difference of what I’m already getting from 
the government for sitting at home? In many cases, the 
difference is only under $200. The entitlement attitude 
in today’s society is poisoning the work ethic of many 
Americans. How do we take away what is now usual and 
customary?

I’m sure that many have read and heard the phrase 
“America was built by immigrants.” Do we turn our 
focus to immigrants to fill the employee void? Most have 
a desire to work and earn money, but do they have the 
skill set required for not only our industry, but for the 
country’s needs. Maybe Americans will break away from 
their “zombie” handout state of mind and actively seek 
employment. Maybe we will just need to adapt our busi-
ness models to the level of employees in our facilities. It’s 
going to be an interesting couple of years; what happens 
along the line and where it finally ends is just a guess. 

My advice is to wake up early and go to work.   





By Sandy Blalock • ARA Executive Director
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Support Those Who Support Us! It Just Makes Sense

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.

As we get nearer to having our in-person events,  
I realized something that to me is so important:  

Professional auto recyclers should do business with those 
vendors and suppliers who support our industry. Many of 
our industry partners believed in ARA so much they did 
not waver to support our virtual event. We have vendors 
in just about every segment of the industry that – without 
hesitation – support their state and national associations 
by exhibiting, sponsoring, advertising, and training. It 
makes absolutely no sense to me why we would give our 
hard-earned money to those who only show up at our 
doors when they need us.  

Most state associations and ARA do their due diligence 
to assure that strategic industry partners bring value and 
savings to our members. As specific areas of both the 
supplier and buyer businesses work together, this trusting 
relationship allows both parties to better understand the 
inner workings of the other. In some cases, both parties 
will be able to adapt their own business practices and 
operations to better accommodate the other, and that can 
lead to further efficiencies, operational advantages and 
savings.

The consolidation of the supply chain may allow buyers 
and sellers to reduce the number of suppliers they buy or 
purchase from – streamlining the buying and selling pro-
cess and making budgeting and accounting a far simpler 
task. A successful supplier relationship program will often 
create a trusting partnership between a buyer and a sup-
plier. I think this is key in today’s modern auto recycling 
facility.

As an established supplier relationship develops, com-
munication improves. Suppliers gain a more complete 
understanding of the businesses they serve, allowing them 
to meet the recyclers’ needs more effectively. Delays in the 
supply chain will decrease, and the flow of operations will 
greatly improve. And when issues in the ordering process 
do arise, the healthy working relationship between sup-
plier and buyer will make such issues easier to resolve.

A huge problem has grown exponentially with the 
value of catalytic converters and an enormous uptick in 
catalytic converter theft that has not left our industry 
untouched. Everywhere you look someone is buying  

and/or selling catalytic converters. I often wonder with 
all the awesome vendors buying catalytic converters, why 
recyclers would continue to do business with third-party 
buyers that do not support our industry. I know that for 
many the attraction of being paid cash for your cores and 
cats is often hard to pass up, but remember this person 
buying from you today is going to be selling to someone 
and making money that rightfully belongs to you, not to 
mention they may also be buying from those who have 
illegally obtained the converters, thus promoting theft.

Another issue is that ARA tracked more than 40 bills 
in states related to catalytic converter theft as well as who 
can sell and buy them. Some of those bills have passed 
and, in some states, it may now be illegal for you to sell 
catalytic converters to anyone who does not have a brick-
and-mortar business and/or permit to buy cores and cats.  

ARA has always and will continue to support law 
enforcement and their efforts to successfully prosecute 
catalytic converter theft. As an industry, we do not want 
to support an underground business just because they 
offer that attractive quick cash payment. It really is our 
duty to support the companies that care enough to show 
up, sponsor and give back to recyclers, including many 
who so generously donated thousands of dollars to our 
Recycler COVID-19 Relief Fund that directly benefitted 
ARA members, as well as our state affiliates in 2020.

Do you need help finding a vendor who supports and 
gives back? Please visit the Automotive Recycling Online 
Buyers Guide at https://autorecyclingbuyersguide.com 
or you can also see the many supporters in the ARA’s offi-
cial publication Automotive Recycling™, Auto Recycler’s 
Toolbox® and your state association newsletters. I hope 
that each of you reading this will wisely choose to work 
with companies that give back to the industry we all love. 

Stay safe and don’t forget to mark your calendars for 
ARA’s 78th Annual Convention and Expo in Dallas, 
Texas on November 10-13th. Hope to see y’all there!  
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I recently took my 2011 Toyota Sienna 
with 215,000 miles to my service shop 

to get its regular oil change and some new 
tires. With used and new car prices rising, 
along with everything else, my goal is to 
get 300,000 miles out of this vehicle. I was 
able to drive my last minivan to 200,000 
miles. Ever since I got taken advantage of 
by a car sales guy in my twenties because 
I was an inexperienced car buyer, I have 
always driven my vehicles to at least 
200,000 miles. I want to get every ounce of 
value I can from them. It is my “there, take 
that” to car dealers. From that situation 
on, I swore I would never be a dumb car 
buyer again. In fact, most car sales people 
don’t like working with me. I have learned 
to negotiate. (Insert laughing emoji here.)

Now, I buy good cars with five star 
safety reviews and then keep them up with 
maintenance and parts from my auto recy-
cler friends. But I digress. 

Here is what I really want to share.  
I was sitting in the waiting area while they 
worked on my minivan and, surprisingly, 
an argument erupted! I pretended I didn’t 
hear anything. But, listening in, one of the 
service techs came into the back office and 
started yelling at the boss (who is a friend 
of mine), then slammed the door going 
back out to the garage. He then threw 
some tools. The boss followed and there 
was more yelling back and forth. (I peeked 
to make sure my vehicle was up on the lift, 
out of the way of the flying tools.)

The gist: The worker was feeling over-
worked, taken advantage of, and under- 
appreciated. “You don’t care,” “you don’t 
understand,” “things are crazy around 
here,” and other judgments about the insen-
sitive boss were thrown around the shop 
floor like the flying tools. 

After a few minutes, things calmed down 
but you could cut the tension with a knife. 
The boss came back to his desk, and they 

By Caryn Smith • Editor 

continued to service the cars in the bay.  
I found this encounter timely, because this 
issue is about workforce development. 

I wondered: Did my friend, the boss, 
know that his employees were feeling 
stressed? Did he know they felt under- 
appreciated? What could he have done  
differently to avoid the confrontation?

Furthermore, how many shop owners 
and managers – and auto recyclers –  
think their people feel cared for and under-
stood, yet are caught off guard by a hostile 
encounter like the one I witnessed? Or, 
how many are presented with an employee’s 
resignation, and then bother to ask, “why” 
– where the answer to that question,  
if known and fixed earlier, would have 
saved that employee from leaving at all.

In this issue, we look into all this!
On page 38, there is a great article by 

Maura Keller on Talent Magnetism –  
what it takes to attract workers. 

On page 42, you will love the discussion 
on The Great [Pay] Debate. Top recyclers 
share their views on pay for performance 
pros and cons, which are wildly opposing. 

On page 48, Phillip Perry delves into the 
legalities of employee poaching – hey, it 
happens more than you think! 

On page 52, I interview Clint Pulver,  
author of I Love It Here!, a book on why 
people love or hate their jobs. He spills 
secrets he found as an “undercover millen-
nial,” interviewing over 10,000 workers 
to uncover why people stay at jobs, why 
people leave, and why managers and 
owners are responsible for both outcomes! 

I know times are very busy and workers 
are in short supply. Yet I urge you to take 
care of the employees you have, whether 
they meet all your expectations or not. We 
have just lived through the most stressful 
year and a half in history. It costs you 
nothing to show some empathy. And, read 
this issue, it will be worth your time.   

Workplace Diligence or Drama – It’s All on You
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Wheel
News, Trends & Reports from the Automotive Recyclers Association

Lorem ipsum

ARC Welcomes a New Chairman - Dalbert Livingstone

A t a recent Board of 
Directors  meeting 

of the Automotive Recy-
clers of Canada (ARC), 
long-time Chairman 
Wally Dingman from 
Caughill Auto Wreckers 
in Niagara-on-the-Lake, 
Ontario announced he 
was stepping down as 
Chairman.

“I have been on the 
ARC Board since 2008, 
and in the Chair position 
since 2011,” said Wally.  
“I thought it was time  
I moved on and let some 
of the younger Board 
Members take over.  
But I definitely still 
wanted to be involved in providing what-
ever guidance I can and assist in the transi-
tion to a new Chair. There are a lot of very 
interesting and challenging issues that ARC 
has taken on, and we need to make sure 
those keep rolling along.”

The Board immediately appointed  
Dalbert Livingstone from Island Auto 
Supply in Charlottetown PEI.

“Wally and I have been speaking over 
the past few months about his transition 
out of the Chair position, and he asked 
if I was ready to take over,” said Dalbert. 
“While you never think you are ready to 
take over guidance of a national industry 
association, with Wally agreeing to stay on 
the Board and mentor my transition, it was 
an honor I could not pass up.”

Dalbert, while youthful in the industry, 
has a long history of service. He purchased 

Island Auto Supply in 
2013 from his grandfa-
ther Harvey Livingstone. 
He joined the Board of 
Directors of the ARC 
Atlantic affiliate, the 
Automotive Recyclers 
Association of Atlantic 
Canada (ARAAC) in 
2012 to start his educa-
tion of working within 
industry associations. 
This was an especially 
sweet election, as Harvey 
was one of the founders 
of the Maritime Auto 
Wreckers Association in 
1972 – the precursor to 
the present day ARAAC. 
Dalbert eventually 

worked his way up to President of that 
association and is now the Treasurer. 

In addition, Dalbert spent four years on 
the Board of Directors of the Automotive 
Recyclers Association (ARA) as the  
Canadian representative. He joined the 
ARC Board in 2017.

“I am incredibly honored to be the  
Chair, and I would like to help Canadian 
auto recyclers with any regulatory changes 
in their respective provinces, especially with 
the rapid deployment of high-voltage cars 
coming to market. ARC needs to be on the 
forefront of training, safety, and proper 
recycling of these EVs and their batteries.  
I would also like to help Canadian recyclers 
with the burden of time and money spent 
acquiring salvage and work to find ways  
to ease tension with the auction companies. 
Most of all, I would like to see ARC  
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WELCOME NEW AND 
RETURNING MEMBERS

Cash Car Buyers

Central Avenue Auto Parts

CMR Auto & Metal Recycling

49 Hopkins Auto Parts

Eccomelt, LLC.

Southern Metals Recycling  
dba Coastal U Pull It

continue as the driver for positive change 
in the industry, raising awareness of pro-
fessional auto recycling in all corners of the 
country and on the international scene as 
well.”

Auto recyclers from across Canada wel-
come Dalbert to the position, and thank 
Wally for his many years of service.

See the story on page 57 for more on 
Dalbert Livingstone and his business, 
Island Auto Supply.

Dalbert 
Livingstone, 
above, steps  
into the ARC  
chair, after  
Wally Dingman, 
left, steps away 
after 13 years in 
service to ARC.

"With Wally agreeing 
to stay on the Board and 

mentor my transition, 
it was an honor I could  

not pass up.”
–Dalbert Livingstone
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ARA representatives participated in both U.S.-based and international 
industry meetings in late spring. Association staff joined many ARA 

members online for the virtual ISRI Conference in late April, attending 
educational sessions on topics important to both the automotive and scrap 
recycling industries, such as commodities market spotlights, projections for 
the 117th Congress, safety, and catalytic converter theft. Executive Director 
Sandy Blalock and Second Vice President Shan McMillon attended the 
in-person and virtual Collision Industry Conference (CIC) meeting on 
April 21-22, one of the first industry meetings to resume at least some por-
tion of the event in-person. The meeting included sessions on topics such as 
industry disruptions, data security and privacy.

Blalock then presented virtually to a diverse audience of automotive 
recyclers, suppliers, and other stakeholders during the India International 
Vehicle Recycling Summit on April 27. ARA’s presentation focused on 
automotive recycling around the globe and was entitled “Reuse Then 
Recycle” to emphasize the industry’s vital role in the life cycle of a vehicle 
at the end of its roadworthy life. Blalock also touched on recent trends in 
industry technology, operations, safety and training resources available, 
and the need for auto recyclers to take advantage of new opportunities that 
arise with the advanced technology in electric and self-driving vehicles.  

Professional Automotive Recycler Jason Cross  
Recognized as 2021 ABP Industry Influencer

The Automotive Recyclers Association 
(ARA) is proud to announce that 

Board member Jason Cross was recog-
nized on the 2021 Industry Influencers List 
published by U.K. publication Autobody 
Professionals Club Limited (ABP). Cross, 
Client Relationship Director for Synetiq, 
was one of only 15 suppliers to achieve the 
distinction.

“On behalf of the ARA membership 
and staff, I am delighted to congratulate 
Jason on this honor,” said ARA Executive 
Director, Sandy Blalock. “Jason has been 
an active Association volunteer for many 
years and currently serves on the ARA 
Board of Directors. We are pleased that his 
peers in the U.K. have recognized the many 
attributes and experience that Jason brings 
to the table.”

The annual ABP Industry Influencers List 
is comprised of individuals selected by the 
organization as “having the greatest influ-
ence on our industry and are recognized by 
the body shops as having an effect – direct 
or indirect – on their business.” 

ABP represents over 2,500 members, 
including body shops, automobile manu-
facturers, insurers, suppliers, and distribu-

tors. “As a long-time member of the ABP 
Club I am honored to be included in this 
year’s ABP 2021 Bodyshop Industry Influ-
encers List,” said Cross. “I have been for-
tunate enough to attend almost every ARA 
convention in the last 10 years and what I 
have learned from fellow global industry 
colleagues (and now friends) during those 
trips has been invaluable.”

Representing ARA Members at a  
National and Global Industry Level

Individuals selected have 
“the greatest influence 
on our industry and are 
recognized by the body 

shops as having an effect 
on their business.”

ARA Testifies Against Discriminatory 
Parts Utilization Bill in Rhode Island

On May 20th ARA Executive Director Sandy Blalock, 
ARA President Scott Robertson, several members of 

affiliate chapter the Automotive Recyclers Association of 
Rhode Island, as well as ARA associate members LKQ 
and Advanced Remarketing Services testified in opposi-
tion to Rhode Island House Bill 6325, which would place 
severe limitations on the utilization of ROE parts in the 
state.  The bill proposes six limitations on the utilization 
of used parts that are not only punitive to the automotive 
recycling industry but are anticompetitive and misleading 
to Rhode Island consumers.  Among the limitations is a 
requirement that used parts must be sourced within 50 
miles, a point which ARA argued is a violation of the dor-
mant commerce clause prohibiting state legislation that 
discriminates against interstate commerce.  ARA’s written 
testimony as well as Ms. Blalock’s verbal remarks focused 
on the discriminatory nature of the legislation and a lack of 
understanding about the sophistication of today’s electronic 
replacement parts marketplace.  A hearing on the Senate 
companion bill, SB 869 is expected to take place in late 
May and automotive recyclers will continue to vigorously 
oppose the legislation.
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Active State Legislative Season Wraps Up

T he majority of state legislatures have 
now adjourned for the year, marking 

the end of a frenetic first half of 2021 with 
many elected officials determined to make 
up for time lost last year, when many states 
shut down completely due to COVID-19. 
Despite the challenges of virtual com-
mittee hearings, limited ability to interact 
in person with legislators, and a focus on 
budgetary measures that dominated many 
statehouses, automotive recyclers across the 
country were able to make an impact on 
behalf of their businesses and the recycled 
parts market. 

As expected, legislation seeking to man-
date adherence to original equipment 

manufacturer (OEM) repair procedures 
was introduced in several states, including 
New Hampshire, Washington, Arizona, 
Texas, Nebraska, and Illinois. This has been 
a recurring issue that stakeholders across 
the replacement parts market have fought 
as OEM repair procedures, specifications, 
directives, processes and other documenta-
tion often outright prohibit the utilization 
of anything other than new OEM parts.  
At the time that this publication is printed, 
legislation is still pending in Texas and 
Illinois.

Catalytic converter theft has been a 
serious problem for many ARA members, 
other businesses and vehicle owners as the 

price of commodities has skyrocketed.  
Legislation seeking to deter catalytic con-
verter theft was introduced in nearly every 
state this year. ARA focused its resources 
and political capital on simultaneously pro-
tecting recyclers’ ability to sell detached cat-
alytic converters as a repair part while also 
equipping local law enforcement with the 
tools needed to effectively deter and punish 
catalytic converter theft. ARA is also active 
in industry groups focused on the problem.

Other issue areas that were a focus of 
ARA activity during the months of May 
and June include potential state working 
groups on lithium-ion batteries, illegal 
dismantling, stormwater, automotive parts 
taxes, access to vehicle data and telematics, 
and detitling. 

A RA is proud to announce that it has 
been working with the International 

Association of Auto Theft Investigators 
(IAATI) to craft national policy on catalytic 
converter theft. IAATI is an international 
Law Enforcement organization whose 
purpose is to improve communication and 
coordination among professional auto 
theft investigators throughout the world. 
IAATI has approximately 3,000 members 
representing 58 countries and 
its membership includes law 
enforcement agencies as well as 
stakeholders in the automotive 
industry. ARA was recently 
accepted as a member of IAATI 
and was invited to sit on its 
Subcommittee on Catalytic 
Converter Thefts. 

IAATI’s Subcommittee 
on Catalytic Converter Thefts has been 
working to develop national policy and 
legislation aimed at effectively combating 
rampant catalytic converter thefts. As a 
member of IAATI’s Subcommittee on Cat-

alytic Converter Thefts, ARA has been 
able to provide national law enforcement 
with expertise and knowledge on end-of-
life vehicles and the automotive recycling 
industry. The input provided to the Sub-
committee on Catalytic Converter Thefts 
by ARA has contributed to IAATI adopting 
a resolution to Raise Awareness and Pro-
mote Measures to Reduce the Theft of 
Catalytic Converters. As a part of the res-

olution, IAATI has identified 
six policy points necessary for 
effective catalytic converter 
anti-theft legislation. One 
of the six points protects an 
automotive recycler’s ability to 
resell used OEM catalytic con-
verters as motor vehicle repair 
parts. The six policy points are 
as follows:

1. Identify with certainty the person 
selling the Catalytic Converter;

2. Identify with certainty the vehicle 
from which the Catalytic Converter was 
removed;

3. Require a traceable payment and pro-
hibit cash transactions;

4. Require records of Catalytic Con-
verter transactions be maintained and made 
accessible to law enforcement upon request;

5. The penalty for not meeting the above 
requirements needs to be a sufficient 
deterrent.

6. The Environmental Protection Agency 
(or an equivalent official entity with appro-
priate jurisdiction) governs what specific 
Catalytic Converters can be sold in that 
market. If requirements 1-4 above are satis-
fied, theft is not considered an issue.

Furthermore, as a part of the Subcom-
mittee on Catalytic Converter Thefts’ work, 
the Institute of Scrap Metal Recycling 
Industries (ISRI) issued a joint press release 
with IAATI calling for vehicle owners to 
engrave, mark, or label catalytic converters. 
By engraving, marking, and/or labeling 
catalytic converters, the IAATI resolution’s 
second policy point of needing to “identify 
with certainty the vehicle from which the 
catalytic converter was removed” is met.

ARA Invited to work with the International Association of Auto Theft Investigators (IAATI)  
to Combat Catalytic Converter Theft 
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Government Affairs Committee

Co-Chair: RD Hopper (Sonny’s Auto Salvage, Jacksonville, AR)

Co-Chair: Slater Shroyer (Shroyer’s Auto Parts, Lansing, MI)

Norman Wright (Stadium Auto & Truck Parts, Inc., Denver, CO)

Christine Phillips (Schnitzer Steel/Pick-n-Pull, Rancho Cordova, CA)

Gary Lindros (Ace Pick A Part, Jacksonville Beach, FL)

Lance Thomas (BYOT Auto Parts, Elm Mott, TX)

George Sapir (Intercity Auto Wrecking Co., Bedford, OH)

Mike Swift (Swift’s Trails End Auto Recycling, Des Moines, IA)

Kelley Gossett (LKQ Corp., Washington, DC)

John Bianculli (U-Pull-&-Pay, Orlando, FL)

Ricky Young (Young’s Auto Center & Salvage, Benson, NC)

Ron Mathews (Auto Recyclers Association of Rhode Island)

Steve Levetan (Pull-a-Part, Atlanta, GA)

Technical Advisory Committee

Chair: Emily Yancey (Yancey Auto Salvage, Perry, MO)

International Committee

Chair: Steve Fletcher (Automotive Recyclers of Canada, London, ON)

Affiliate Chapters Committee

Chair: Ron Matthews (Auto Recyclers Association of Rhode Island)

Certification Committee

Chair: Shannon Nordstrom (Nordstrom’s Automotive, Garretson, SD)

Dalbert Livingstone (Island Auto Supply, Winsloe, PEI)

Linda Pitman (Lifetime Honorary Member)

Fran Reitman (Reitman Auto Parts & Sales, Inc., Melbourne, KY)

Eric Schulz (AAA Auto Salvage, Inc., Rosemount, MN) 

Slater Shroyer (Shroyer’s Auto Parts, Lansing, MI)

Amanda Matlock (Matlock’s Used Cars & Parts, Inc., Claremont, NC)

Dean Yancey (Yancey Auto Salvage, Perry, MO)

Mike Swift (Swift’s Trails End Auto Recycling, Des Moines, IA)

Pat Huesers (Pam’s Auto, Inc., St. Cloud, MN)

Annual Convention Educational Programming Committee

Chair: Natalie Miller (Miller’s Auto Recycling, Ltd., Fort Erie, ON)

Brian Collins (Commercial Forms, Brighton, MI)

Becky Berube (United Catalyst Corporation, Fountain Inn, SC)

Greg Condon (Condon’s Auto Parts, Westminster, MD)

Greg Daurio (Daurio Auto – Truck, Inc., Pueblo, CO)

Kirk Monger (Hollander, a Solera Company, Minneapolis, MN)

Roger Schroder (Foreign Auto Salvage; Car-Part.com, Fort Wright, KY)

Ron Mathews (Auto Recyclers Association of Rhode Island)

Steve Fletcher (Automotive Recyclers of Canada, London, ON)

Steve Holland (Brandon Auto Services, Inc., Valrico, FL)

Terry Charlton (Charlton Recycled Autoparts, Ltd., Cambridge, 

Cambridge)

WHY I SERVE – Mike Swift
“Government affairs has always interested me. I enjoy speaking to politicians in Iowa and also  
at the nation’s Capitol about how many wrongs are done to this industry. We are the voice – 
the only voice – since 1943. Without ARA, I can’t imagine what would have happened to our 
industry and the auto recyclers’ rights to sell ROE–Recycled Original Parts®.  I do believe one day 
the OEMs will realize our value. What a great time to be an auto recycler – living the dream!”

WELL-ROUNDED PERSPECTIVE – Natalie Miller
Natalie Miller is a third-generation auto recycler with Miller’s Auto Recycling, a company founded by her grand- 
father in 1952 in Fort Erie, Ontario, Canada. Prior to joining the business, Natalie was a physician’s assistant for  
an Orthopedic group in Amherst, New York. In her 10 years with Miller’s, Natalie’s role has included human resources, 
finance, marketing, sales and strategic planning. She is the chair of the ARA Annual Convention Educational Pro- 
gramming Committee, a newly appointed member of the ARA Board of Directors as the Canadian Representative  
and remains on the OARA (Ontario Auto Recyclers Association) Board of Directors. 

ARA COMMITTEES & MEMBERS
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LIFE OF INDUSTRY SERVICE – Norman Wright
Norman Wright, owner of Stadium Auto Parts, purchased the facility from his father in 1971. Today, Stadium is one of 
the top auto recycling facilities in Colorado, with two locations and over 30 employees. It celebrated 75 years of busi-
ness in 2020. Stadium is a longstanding member of the ARA and Colorado Auto Recyclers Association (CAR), to name 
a few. It is an ARA CAR Certified and ARA Gold Seal facility, as well as a member of United Recycler’s Group (URG) 
and Premium Recycled Parts (PRP). Norman serves as a past president of both the CAR and the ARA. He served on 
ARA’s Board of Directors and has chaired numerous ARA committees including insurance, membership, and most 
notably as longstanding chair of the ARA Government Affairs and State Regulations Committees. He continues on 
to serve on the CAR Board of Directors and the ARA Governmental Affairs Committee. 

DEDICATED TO PROGRESS – Brian Collins
Brian Collins has worked with automotive recyclers for over 35 years, when he came into the industry in 1984 as a 
field installer and, later, VP of Sales for AutoInfo. While working with the new Yard Management Computer Systems, 
he discovered the lack of and need for a centralized source for the computerized forms, tags and industry-specific 
consumable supplies. In 1988 he founded Commercial Forms, for which he is President, to serve these needs of auto-
motive recyclers. He has been an ARA associate member and annual convention attendee since 1990.  

PULLING HIS WEIGHT – Gary Lindros
Gary Lindros has been involved in the car industry for most of his life. He was first exposed to the industry while spending 
time at his family’s used car lots, washing and detailing cars. He later spent summers helping out at the family’s transmission 
shops. After college and several years working in both the paper and telecommunications industries, Gary returned to the 
car business. He began working for the family’s u-pull-it facility, Ace Pick A Part, located in Jacksonville, Florida in 1996 as 
a cashier and inventory clerk. He ascended to Vice President and is in charge of daily operations at Ace’s 30-acre facility. He 
also serves the current president of the Florida Auto Dismantlers & Recyclers Association (FADRA).
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People
By Jen Wilson

Food for Thought

When sitting down to write for  
Automotive Recycling magazine,  

I find myself thinking of multiple topics 
that relate to workplace development and 
of course to me this means training, which 
is my jam!

However, I don’t want to talk about 
training or workplaces, but rather people. 
Our industry is filled with some of the most 
diverse and interesting characters you will 
ever meet. We have highly educated individ-
uals out in fields pulling parts, non-degreed 
but life-educated owners and between the 
diversity in experience, education, life skills 
and more, we are one big family.

We laugh, fight and banter like we are 
all not only old friends but family – our 
conferences are like family reunions. They 
create and solidify the shared bonds we 
have for one another and for our place 
in the world. The love of vehicles, prob-
lem-solving, money and friendship sustain 
and build the workplaces and companies 
we are all apart of; changing it one conver-
sation at a time.

As owners, peers, partners, and man-
agers we all need to take a moment and 
listen. Listen to what makes each other 
tick, find what gets to the heart of why 
any of us are here. We are all not just here 
to have “work,” but to have a place of 
belonging, shared experiences and a place 
to grow. Too often we don’t stop to listen 
to the people we surround ourselves with 
at work. We hire, vet and get into routines 
but sometimes we need to stop and listen to 
the ideas and thoughts of our team and of 
our counterparts. What is going well? What 
is flawed? What needs to be changed? 
What could be improved? If you answer 
“nothing” and “it’s good” – be the mirror 
you need and ask – “Is it really”? There is 
truly nothing we couldn’t do better or are 
we picking at the wrong things?

Technology supports our businesses  
and our efforts to make it more efficient. 

We invest money in third-party add-ons 
and tools that perhaps only a few people 
know how to use. We don’t always share 
knowledge amongst our teams with 
co-sharing roles and responsibilities. We 
lean on those token individuals and tech-
nology to make it all work but what hap-
pens if they are no longer around? What if 
their situation changes?

This past year has brought a big boom 
and bust to our industry. We have been 
booming in filling the needs of an essential 
business, but we have been busting when it 
comes to hiring, supporting and reducing 
stress in our teams. We are leaning more 
on them but are not always supporting 
them by taking a moment to listen – to find 
what needs that support and the issues that 
need fixing because we are going full steam 
ahead.

So, my longwinded point – take a 
moment – listen to your team – put a 
mirror in front of each person and  
each role and ask – what can be better?  
What can genuinely help you and all of us? 
How can I help you? 

Too often we don’t stop  
to listen to the people  
we surround ourselves 
with at work. We hire,  
vet and get into routines 
but sometimes we need 
 to stop and listen to 
the ideas and thoughts 
of our team and of our 
counterparts. 

Jen (Jencey) Wilson has 

been training on a major yard 

management system since 

2004. In 2006, she created her 

own company, Jencey Consulting, devoted 

to training and consulting salvage yards. The 

mission is to enhance a yard‘s comprehension 

of their YMS product by streamlining processes 

and training. Armed with over 20 years of 

customer service and technical knowledge 

she has a ‘boots on the ground’ approach to 

looking at problems and processes. She also 

appreciates third-party applications created  

by you (the users) in the industry like Titan 

Online and CarbenCode while welcoming  

the opportunity to contribute to those 

organizations as well.

iS
to

ck
ph

ot
o.

co
m

/P
ho

to
_C

on
ce

pt
s



Automotive Recycling  May-June 2021 // 19

Matt Boyce, Head of SMB 

Marketing, is a marketing and 

business professional at Podium, 

the premiere messaging platform 

that connects local businesses with their 

customers.

•  How likely are you to recommend our 
workplace to your peers?

•  Do you believe you experience profes-
sional growth with us?

•  Do you have a positive relationship 
with your supervisor?

•  How strong is communication within 
your team?

When using a numerical scale (ex. 1-10), 
you should always aim for scores of at least 
seven, though the most actively engaged 
organizations will have average ratings of 
9-10.

Four Causes of Disengagement
If you look at your survey results and 

realize disengagement is present, it’s 
important to consider why people are 
disengaged with their jobs in the first place. 
Before you set up your employee engage-
ment strategy, think about how these four 
common problems may be affecting your 
business.

1. Lack of growth opportunities –  

If your employees don’t feel that they are 
benefiting from your organization beyond 
their salary, this can discourage them from 
putting in 100% of their effort. Even if 
you’re unable to provide immediate oppor-
tunities for career advancement, your team 
members should be at least feel like they’re 
learning and receiving the support they 
need to grow.

2. Boredom – Boredom is known to be 
a top indicator of disengagement. This is 
because it can quickly decrease morale  
and lead to complete apathy about your 
organization. Employees want to feel 
not only useful but also challenged. Your 
employees will be most engaged when they 

get opportunities to work on new, inter-
esting projects, especially if they’re able to 
take the lead.

3. Lack of recognition – Engaged 
employees don’t always need recognition 
to do the right thing, but in order to get 
people engaged and keep them there, you’ll 
need to show them that they matter. Three 
quarters of employees are satisfied with a 
simple ‘thank you’ for their efforts, so if 
you’re not giving at least that much, your 
survey results may show low engagement.

4. Poor communication – If you don’t 
message your employees about important 
updates or encourage collaboration across 
a team, your employees may feel out of 
the loop or unsure what their goals are at 
all. This disconnect from your company 
culture and their own work can lead to 
rapid decreases in commitment. Employee 
engagement often depends on positive 
work relationships, which help build trust.

Increase Employee Engagement
As a leader in your business, one of your 

goals should always be to better your level 
of employee engagement – or maintain it 
if you get positive feedback on employee 
surveys. The people you hire directly influ-
ence your efficiency and profit, so keeping 
them motivated ultimately improves your 
bottom line. 

When your full-time employees are 
spending at least 40 hours per  

week in the workplace, it’s fair to say that  
work plays a significant role in their lives.  
Naturally, their work environment has a 
big impact on their success, well-being, and 
whether or not they’re actually engaged 
at all. But what is employee engagement 
exactly? And how much does it really 
matter?

The basic definition of employee engage-
ment is the level of commitment that a 
team member feels in regards to your 
business and their work. It goes beyond 
employee satisfaction, which mainly covers 
how happy team members are, and looks 
at the emotional connection that employees 
feel when they think about your brand  
and goals.

Looking at the level of engagement gives 
you insight into how likely your team mem-
bers are to stay and put their best effort into 
their work. 

The Benefits of Employee Engagement
The benefits of employee engagement 

aren’t just felt by business owners – they’re 
proven by data. High levels of engagement 
can lead to a 41% decrease in absenteeism, 
as well as increases in sales, profits, and 
productivity.

On the flip side, a disengaged employee 
will cost you 34% of their yearly salary. 
Even losing the engagement of a few team 
members can quickly add up to tens of 
thousands of dollars lost. 

How to Measure Employee 
Engagement

Many business owners may believe their 
employees are engaged when team mem-
bers are actually passive or even have neg-
ative feelings toward your company. What 
many business owners will do is send out 
a quarterly employee engagement survey. 
Here are a few questions you may include:

Expert
What is Employee Engagement? Why You Need a Team that Cares
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By Matt Boyce, Podium

 High levels of engagement can lead to a 41% decrease  
in absenteeism, as well as increases in sales, profits,  

and productivity.



20 // May-June 2021 Automotive Recycling

Chrysten Newton has been on 

the PMR team for over 6 years, 

where she has amassed extensive 

knowledge and expertise within the 

converter recycling industry. Having started her 

career with a university background in business 

and finance, Chrysten utilized her skillset to help 

strengthen core business functions; she then 

completed graduate level studies in marketing, 

with the goal of strengthening brand awareness. 

Primarily focusing on building and strengthening 

all business relationships and endeavors, her 

attention to detail and ability to recognize needs, 

enables her to best service PMR’s suppliers.

As a processor and toll-refiner, we are 
asked what the difference is between 

selling per-unit as opposed to assay. The 
answer is quite simple; when you are paid 
on assay, you are receiving the true value of 
your converters with no guess work. When 
auto recyclers are looking to make the 
switch to toll refining, they sometimes mis-
takenly base their converter selling decisions 
on unreliable information provided by one 
or multiple core buyers, who undoubtedly 
have the most to lose from the potential 
switch. This often results in the ultimate 
“Game of Cores.” 

Frequently, we speak to automotive recy-
clers, who are experts in their field, but 
just don’t have the same expertise when it 
comes to converters. We are here to help 
our industry partners, by sharing our collec-
tive experience, and by exposing the games 
played -- in order to keep you up to speed. 

Plot 1: Wish Upon a Star  
Often times, core buyers will visit a yard 

with a “star” price list including some of the 
highest value’s recyclers have seen for spe-
cific converter serial numbers. These buyers 
promise to purchase all of your converters 
by code, but when all is said and done, 
only a small percentage end up being paid 
by number. The rest are paid on the core 
buyer’s personal grading scheme/system – 
which more often than not, ends up being 
a lot lower than what your material is truly 
worth. Most core buyers have an “all-star” 
list, with codes they know recyclers are 
familiar with; they use this to get their foot 
in your door. 

So, although they may overpay on a few 
“star” units, the $50-80 profit they are 
making on the majority of the rest of your 
material (that is not identifiable by code), 
more than compensates. In reality, those 
units that fall outside of your knowledge, 
actually end up providing your core buyer 
with a “star” profit right under your nose!

Expert
Game of Cores    
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By Chrysten Newton, PMR

As a recycler, it’s important to start asking 
yourself: am I constantly wishing on a star, 
or am I shooting for the stars? 

Plot 2: Who’s Counting? 
Another game core buyers play is the 

counting game. Basically, an “across-the-
board” price is offered – but, when you 
get into the nitty gritty, many recyclers will 
often make the mistake of getting excited 
with a high dollar figure per unit and not 
investigate further to take into account all 
of the aftermarkets, DPF or foil units being 
counted as a single piece. For example, 
a lot of 150 mixed pieces including 30 
aftermarkets, becomes 120 units with 1 
aftermarket. The discrepancy in numbers 
not only affects your bottom line and your 
pocket, but it also inflates the perceived 
price versus true real value. 

Additionally, core buyers utilizing “across-
the-board pricing”, will tend to allow only a 
maximum percentage of Aftermarkets and 
Foil Units in any given purchased load -- as 
it is impossible to turn a $30 converter into a 
$300 converter. 

Plot 3: Hand in the Cookie Jar
Using a consultative approach with our 

suppliers, we typically start by asking for 
more details around converter manage-
ment and selling methods; shockingly, 
our detail oriented inquires have actually 
helped our suppliers uncover internal staff 
(responsible for converters), with their 
hand in the cookie jar.

Essentially, what happens, is the internal 
manager gets a cut per converter in return 
for selling to that specific buyer. Typically, 
this is why the employees that have a hand 
in the jar don’t respond well to our questions 
and discourage change. 

When it comes to these valuable cores, 
we cannot stress the importance of putting 
someone in charge that is trustworthy, prin-
cipled and can be held accountable -- as their 

actions will determine whether converters 
generate the proper revenue stream for your 
business.

Plot 4: Needle in a Haystack 
This plot relates to larger businesses with 

multiple locations.  It is still common for a 
multi-location recycler to consolidate their 
material, to meet most toll-refining’s min-
imum lot requirements. While this is the best 
method for return, combining converters 
can hide internal issues.  A great example 
of this is a supplier of ours who switched 
to multi-facility results; by using our small 
lot-assay technology and proper material 
separation reporting, he was able to uncover 
a facility manager switching out 70% of 
the location’s mixed converter load with 
aftermarkets.

When converters are consolidated without 
proper internal controls, averages will hide 
this type of theft. Once the business was able 
to maintain inventory control, material sepa-
ration and assay by location, the owner had 
a clear overview of his converter yield and 
can spot irregularities much faster. Do you 
have a needle in your haystack, or is your 
business all bundled up securely? 

To summarize, in the words of George 
R.R. Martin “when you play the game of 
thrones, you win, or you die. There is no 
middle ground.” I would argue, the same 
rings true when you decide to play the 
“Game of Cores.” When you decide to play 
the game, there is always a winner and a 
loser. Make sure you are on the winning 
team by working with a partner that can 
help you accurately inventory your units, 
provide payment based on true value, and 
monitor the consistency of your results. 
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Everything I say here is completely gen-
eral. Not any one group of people 

behaves exactly the same across the board. 
Comments, opinions, conclusions and 
suggestions are all based on generalities of 
behavior rather than individual behaviors. 

I am a Gen-Xer. I’m stuck squarely 
between the Baby Boomers, and the Gen Z 
crowd. We had phones attached to the wall 
in my kitchen growing up. We came home 
when the streetlights came on. My first 
mobile phone was the size of a phone book 
(which many millennials have never seen) 
and had a strap like a purse. 

I remember waiting in line to see the very 
first Star Wars movie (only to later discover 
that it was actually the fourth in the sto-
ryline). I’ve seen the Rolling Stones, Bruce 
Springsteen, Bon Jovi and many more in 
concert and only paid about $17 per ticket. 
But now I’m just bragging. 

The point is that, like every generation,  
I have a very different perspective on things 
that is based on my experiences interacting 
with the world as it was during my for-
mative years. I may bring a different way 
of solving problems than someone from 
another generation – as do others. 

Of course, there are good and bad actors 
in each generation. If we’re not trying to 
leverage the best of what makes us different, 
we’re not doing what’s best for ourselves or 
our business. John Maxwell said, “Change 
is inevitable. Growth is optional.” 

Millennials make up the largest demo-
graphic of the workforce today (about 56 
million). So how do we attract, hire, train, 
motivate and retain millennials to your 
team? It starts with understanding them. 

What Do I Know?
So, you are asking, what’s my experience 

with millennials? Good question. Well, 
my wife and I raised one. And although 
all four of our kids are fairly close in age, 
our oldest is the only one who is techni-

Pulse
By Vince Edivan

cally a millennial. Millennials are generally 
defined as those born between 1980 and 
1996. I started serving in youth ministry 
when my millennial son reached middle 
school. And I moved up with this group all 
the way through college. I’ve had a front 
row seat watching and interacting with his 
peer group – all having diverse personalities 
and parenting – grow into the young adult 
workforce that you are encountering today. 

I’ve worked with millennials. I hired 
millennials, managed them, promoted them 
and even fired a few. In 2017, I was a con-
sultant in the auto remarketing industry 
and worked for a company that almost 
entirely consisted of millennials.

I have certainly encountered my fair 
share of self-entitled – “everybody gets a 
trophy” and “I deserve more money and 
free education” – millennials. But let’s be 
honest, every generation has the misled, 
dysfunctional, and what I call “consumers.” 
They don’t really contribute, they just con-
sume. Every generation has them. Hippies, 
punks, grunge, etc. And just like those 
groups, we tend to paint the entire genera-
tion with one broad brush colored by the 
few. This is a mistake. We can look back 
and honestly say that every generation has 
its heroes and zeros. How you see them 
depends on the tint of your glasses. Person-
ally, I think millennials get a bad rap. 

Survey Says!
Millennials think differently. They work 

differently. They are motivated differently. 
In 2017, Deloitte Greenhouse published 

a study that identified “… that roughly 
60 percent of millennials are character-
ized by two particular work styles. [These 
workstyles] are in contrast to those of 
other generations. Improving generational 
intelligence by understanding the work 
preferences of millennials ... may be the 
key to unlocking their commitment and 
engagement.” 

So let’s dive in. Here are some interesting 
facts about millennials: 

• They are significantly more likely to 
be introverted versus GenX and Baby 
Boomers. This is not always easy to spot 
because they may appear extroverted on 
social media when they actually prefer soli-
tude to socializing.

• They are likely the most studied gener-
ation to date.

• They complete higher education at a 
rate of about 10% higher than the gener-
ation that came before them (with women 
outpacing the men).

• They are the least likely generation to 
be married by age 25 to 37.

• They prefer causes, making a difference 
in the world over professional recognition.

• They earn less than their parents.
• They are significantly more in debt than 

previous generations.
• They have a much lower tolerance for 

ambiguity than previous generations. 

What I’ve Learned About Millennials
As I mentioned, back in 2017 I consulted 

for almost a year for a company that is 
made up almost entirely of millennials.  
I learned from that experience that: 

• When motivated properly, millennials 
will outwork, outperform, and out dedicate 
most every other workforce I’ve seen. 

• The line between work life and home 
life is a little more gray than you may be 
comfortable with. 

• They prefer a workplace with more fun 
and less rules. 

• They thrive on a clear vision of what 
success looks like (remember the bullet 
point about ambiguity?). 

• They are more likely to dedicate them-
selves to the job if they believe in the mission 
(reference: prefer causes). 

• Once they believe, they are all in. 
Now for someone in my generation, 

walking into a work environment that has 

A New Way to Look at Millennials – My Perspective
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treadmill desks, bouncy ball chairs, nearly 
no walls, a pool table, fully stocked kitchen, 
free lunch, gym membership, annual corpo-
rate retreats, etc., it sure felt different. 

But when you observe the fierce ded-
ication to the brand, you cannot deny 
the effectiveness this environment has on 
driving a productive work culture. It was 
amazing. They worked hard and they 
played hard. And don’t be fooled. Fun 
doesn’t mean lack of structure. I was a part 
of regular meetings, planning, goal setting 
and accountability. 

Some Helpful Tips
Be a coach first, manager second.  

Real-time feedback and informal access 
is key. Explain how their piece of the 
supply chain impacts the entire operation. 

Get them missionally-focused instead of 
task-oriented. 

Praise the pet initiatives. Giving some 
protected time to customize a part of their 
job will deliver a sense of independence, 
and a deeper sense of job satisfaction. 

Leadership versus top performers. 
Leadership is not always the brass ring. 
More so than previous generations, millen-
nials aspire to be a top performer, expert or 
innovator within their position. Recognize 
this and develop accordingly. 

Communicate clearly, concisely, and 
as transparently as you can. One thing 
I’ve witnessed about the millennial gener-
ation is they can smell authenticity a mile 
away. Do not shy away from direct and 
transparent communication. No news is 
not better than bad news. 

Loosen up. More than any other gen-
eration millennials are more likely to deal 
with stress using strategies outside the 
office. Build in some latitude for this. Don’t 
assume absence is a productivity killer. 

Mission Matters
Amidst all of the mangled steel, oil prod-

ucts, fuel, plastic, rubber, batteries and 
more, is an amazing mission to reuse parts, 
reduce waste, and recycle as much as pos-
sible. This is a core value that most millen-
nials can get behind. Utilize it.   

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. 
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Charged
By Andy Latham

Andy Latham is Managing Director 

of Salvage Wire. His desire is to 

highlight the professionalism in the 

vehicle recycling industry, increase 

knowledge and understanding, and keep everyone 

safe, ethical and profitable.

But Wait ... There's More!

Many publication column inches have 
been filled recently on the subject of 

electric vehicles and the impending bans on 
the sale of brand new internal combustion 
engines in many countries and regions. 
Some of the comments were misleading 
and favored conventional vehicles over 
zero emission power, however they all 
failed to consider another very important 
alternative fuel: hydrogen.

Hydrogen fuel cell vehicles are still high 
voltage, so a lot of the learning from the 
last few years will not be wasted. There 
will be the added complexity of hydrogen 
tanks and a fuel cell, but without the 
weight of a very large battery the vehicle 
will be much lighter, and the refueling pro-
cess will be very similar to our current fuel 
station experience.

There will be plenty to learn, especially 
for first responders as well as vehicle dis-
mantling and recycling professionals, how-
ever the growth of these vehicles will be 
gradual, so time is on our side. There also 
is a lot of work ongoing across Europe cur-
rently to train the trainers so that knowl-
edge and expertise can be brought to the 

recyclers, first responders and technicians 
at the appropriate time.

Is it safe? Hydrogen is a more volatile fuel 
and the risks of explosions and fire is a con-
cern, however if it leaks it will dissipate into 
the air much more quickly than gasoline or 
diesel fumes. All of the manufacturers are 
testing these systems to destruction as well 
as fitting numerous safety devices to prevent 
hydrogen leaks in the event of an accident. 
These tests have ranged from firing bullets 
at full tanks of hydrogen to dropping tanks 
out of planes and much more.

Initially hydrogen power will be an 
option for heavy commercial vehicles and 
buses because the weight of the batteries 
needed for a full day’s use as an electric 
vehicle will limit payload. As many of 
these vehicles will start and finish the day 
at the same depot, or at another depot of 
the same company, where hydrogen refu-
eling facilities are available, it becomes an 
easy solution; and once a publicly avail-
able hydrogen refueling infrastructure has 
been established, the fuel will be the fuel of 
choice for many long-distance drivers of 
vehicles of all sizes.

The ideal solution is to have self-con-
tained centers in most towns that utilize 
renewable energy to produce hydrogen, 
and then dispense the fuel from the same 
site, alleviating the need to transport 
hydrogen across large distances or store 
large quantities for distribution.

The fuel cell in these vehicles are made 
up of three elements: anode, electrolyte and 
cathode. The anode acts as a catalyst and 
turns the fuel into electrons and ions. The 
cathode converts the ions into the waste 
product, usually water vapor, while using 
the electrons to create an electrical current.

This power is then inverted to high 
voltage to power the electric motor and 
a small high-voltage battery stores the 
energy that is produced when the vehicle is 
slowing down. There will still be a cooling 
system and a cabin heater and all the usual 
features of conventional vehicles. In addi-
tion, the vehicle will drive exactly like an 
electric vehicle does now, including fea-
turing instant torque, smooth and silent, 
with a single, or twin speed gearbox, and 
the ability to travel hundreds of miles 
between fuel stops and a refueling time 
that is very similar to our gasoline and 
diesel fill-ups today.

Hydrogen-powered vehicles are in use 
now, with vehicle manufacturers designing 
new models all the time. The limiting factor 
will be the growth of the hydrogen refu-
eling infrastructure. Once in place, these 
vehicles will be commonplace on our roads 
and in our facilities, and Salvage Wire will 
be there to inform, train and develop you 
and your teams to work with this tech-
nology.  
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Safety
By Adele L. Abrams, Esq., CMSP

Medical Cannabis, Opioids & Workers’ Compensation:  
Clearing the Air on a Complex Issue

Everyone knows that the United States 
is experiencing an epidemic of opioid 

addiction and overdoses. Recent data 
reflect nearly 17,000 prescription opioid 
overdoses – 35 percent of the total 47,600 
opioid ODs overall. What everyone 
doesn’t know is that many of these opioid 
addictions and eventual prescription drug 
overdoses arise from initial use to treat 
workers’ compensation injuries.  

The Sad Facts
The statistics are sobering: A worker who 

uses opioids for a single day has a 6 percent 
chance of still using the drug a year later; a 
worker who uses opioids for 7 days has a 
13.5 percent chance of still being on them a 
year later, and someone who uses the pre-
scription for over a month has a 30 percent 
chance of taking them for a year or more. 

This long-term use can lead, in turn, to 
increased perception of pain, increased risk 
of depression, and increased risk of suicide. 
Workers who are abruptly cut off from 
prescribed opiates are also more like to 
turn to “street drugs” to avoid withdrawal 
and to alleviate the continued perceived 
pain. This ultimately can lead them to opi-
oids contaminated with fentanyl – respon-
sible for so many deaths in the U.S. 

A study by the Workers Compensation 
Research Institute (WCRI) found decreases 
in the frequency and amount of opioids 
dispensed to injured workers in recent 
years, a welcomed trend, but some states 
experienced higher utilizations of opioids 
and other high-risk utilization patterns. 
The states experiencing an increase in 
dispensing of opioids through workers’ 
compensation were Indiana and Wisconsin 
(with Virginia, Louisiana and Iowa expe-
riencing minor reductions). The biggest 
reductions were observed in Michigan, 
Maryland and New York – all states with 

legal medical cannabis (since this study was 
done, Michigan and New York also legal-
ized recreational cannabis).

WCRI also found that opioid use was 
prevalent among nonsurgical claims with 
more than 7 days of lost-time – up to 75 
percent of these injured workers received 
at least one opioid prescription – and even 
higher in Arkansas (85%), Louisiana and 
South Carolina (80% each). A sizable per-
centage of workers’ compensation claims 
resulted in “chronic” dispensing of opioids 
(at least a 60-day supply). 

Medical Cannabis and Safety Concerns
How does this relate to medical can-

nabis? An increasing number of states – a 
dozen by last count – have acknowledged 
that legal medical marijuana can be an 
effective alternative to opioids for relief 
of chronic pain, without having any over-
dose potential. Medical cannabis is also 
increasingly being used as an alternative 

treatment for other conditions such as 
insomnia, PTSD and depression, which 
may be treated otherwise with addictive 
benzodiazepines or other medications 
that can cause on-the-job impairment and 
an increase risk of accidents or suicide. 
But, if not properly managed, both can 
cause safety issues in the workplace if an 
employee must use the medication during 
the work day – particularly if in a safety- 
sensitive position.

While cannabis remains a Schedule 
I drug federally – classified along with 
heroin and cocaine as drugs with no medi-
cally recognized use – 36 states plus Wash-
ington, D.C. and all of the U.S. territories 
have now legalized medical marijuana in 
some form. The prospects are likely that it 
will be legalized at the federal level during 
the Biden administration, in which case 
all of the existing case law brought under 
the federal Americans with Disabilities Act 
(ADA) will no longer be valid, because the 
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finding that medical cannabis use does not 
need to be accommodated was based solely 
on its federal illegality. 

Many states have already included 
employment protections to their medical 
cannabis laws, or are amending older ones 
to add such protections. State courts are 
cobbling together protections for disabled 
cannabis users by relying on the state can-
nabis laws read in tandem with state ver-
sions of the ADA. This accommodation is 
increasingly spilling over into recognition 
that medical cannabis may be recom-
mended for workers’ compensation injury 
treatment, and that long-term use may be 
required for treatment of chronic, intrac-
table pain. 

In fact, a Veterans Affairs medical center 
survey found that 41 percent of patients 
who admitted to both cannabis and opioid 
use reported a decrease or cessation of 
opioid use due to marijuana use as an alter-
native. The most common reported reasons, 
according to the VA, were “better pain 
management” (36%), fewer side effects 
(32%) and withdrawal symptoms (26%). 

Similar benefits were found in an Israeli 
study, which found that medical cannabis 
mitigated symptoms and reduced the need 
for prescription medications among elderly 
nursing home patients – patients experi-
enced reduced pain, increased appetite, 
better mood, improved sleep and dramatic 
improvements in symptoms of spasticity. 
Patients were most likely to eliminate their 
use of opioids, anxiolytics, and anti-depres-
sants after initiating cannabis therapy.

Employer and Employee Dialogue
If a worker is injured, effective dialogue 

should begin, and if a worker will need to 

continue using any potentially impairing 
medication – whether cannabis or an 
opioid – they should disclose this before 
returning to work so that fitness for duty 
can be established, and an alternative 
non-safety-sensitive position provided 
where feasible while the medication must 
be utilized during working hours. 

The injured worker who opts to use legal 
medical cannabis may want to be reim-
bursed for the cost of the medication, just 
as they would be for prescribed opioids or 
other legal drugs used for workers’ com-
pensation treatment. This is an evolving 
area of law, with new cases being decided 
regularly, and many workers’ compensation 
cases do not get reported until they reach 
a precedential appellate level. At present, 
only four states have held that employers/
workers’ compensation carriers do not have 
to reimburse workers for medical cannabis: 
Florida, Massachusetts, Michigan, and 
North Dakota. The states that have held 
that workers must be reimbursed for treat-
ment with medical cannabis are: Arizona, 
Connecticut, Hawaii, Maine, Minnesota, 
New Hampshire, New Jersey, New Mexico, 
New York,  Rhode Island and Vermont. 

Employers in Maine, New Hampshire 
and New Jersey argued in court that reim-
bursing workers would make them “drug 
dealers” essentially, but the courts all found 
there was not a tension with the federal 
Controlled Substances Act, because the 
employer was not being required to possess, 
manufacture, or distribute the drug but 
only to reimburse its employee for the pur-
chase of medical marijuana; therefore, the 
employer faced no threat of prosecution. 
These decisions are likely to change case 
law in Pennsylvania as well. 

Liberty Mutual Insurance recommends a 
forward-thinking claims framework so that 
businesses can prepare for emerging treat-
ment of workplace injuries with medical 
cannabis, which may offer the best out-
comes for injured workers. 

For example, Liberty Mutual uses ana-
lytics to identify injured workers who may 
be at increased risk for opioid dependency, 
as well as tracking physicians who may be 
prescribing opioids too early or too often. 
Employers can use their workers’ compen-
sation insurance carrier as an ally in pre-
vention of opioid addiction, drug abuse in 
the workplace, and careful management of 
cannabis use, in the states where that is an 
option for treatment. 

Employers will also need to confer with 
insurance and counsel before returning 
medical cannabis patients to the workplace 
after an absence due to a workers’ com-
pensation injury, as heavy use can result 
in a positive urine test for up to 77 days 
after last use. A staggered return program, 
perhaps initially into a non-safety-sensitive 
role until the cannabis clears the worker’s 
system may be one option to consider, as 
well as remote work for a period of time 
where that is an alternative. For employees 
covered by DOT rules for commercial 
drivers, zero tolerance for cannabis remains 
the law until further notice, and workers 
cannot be returned to DOT safety-sensitive 
roles until they have cleared a drug screen. 

Ultimately, the best practice is to view 
workers who use medical cannabis as part 
of their recovery from workers’ compen-
sation injuries as workers with a medical 
condition, rather than workers who are 
“drug abusers.”  

Adele L. Abrams is an attorney  

and safety professional who 

represents companies in litigation 

with OSHA and also provides 

safety training and consultation. The Law  

Office of Adele L. Abrams PC has three offices:  

Beltsville, MD; Denver, CO; and Charleston, WV. 

She may be reached at www.safety-law.com  

or 301-595-3520.

Many Myths Surround Medical Cannabis, But Clarity is in the THC

Medical marijuana – also called medical cannabis – is a term for derivatives of the  
Cannabis sativa plant that are used to relieve serious and chronic symptoms.  

Cannabis sativa contains many active compounds, but two are of interest for medical purposes: 
THC (delta-9 tetrahydrocannabinol) and CBD (cannabidiol). THC is the primary ingredient in 
marijuana that makes people “high.” 

CBD, the least controversial product, is an extract from the hemp plant. Hemp is the same plant 
– Cannabis stavia – but it is grown purposefully to contain 0.3 percent or less THC content by dry 
weight. Therefore, this component of marijuana has little, if any, intoxicating properties. Medical 
marijuana is also a byproduct of the low-THC hemp plant, and lacks enough of the THC chemical 
that causes the “high” that is associated with recreational marijuana consumption. Patients using 
CBD or medical cannabis report very little, if any, alteration in consciousness, but do report a 
generous amount of relief of symptoms caused by a variety of physical or mental illnesses.
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H.O.W.
Body Shop Expectations: Questions & Answers with a Body Shop Expert    

Helping Others Win • By Tim Wall

Recently, ARA University featured 
automotive recycler and body shop 

expert Tim Wall in a webinar about 
“Expectations of Body Shops” as part of 
ARA’s ongoing commitment to provide 
cutting-edge training. Tim is President of 
TNT Auto Body Repair and Service Cen-
ters and TNT Auto Salvage in Glade Hill, 
Virginia. He is no stranger to the collision 
repair industry, having spent 30+ years as a 
technician, painter, manager, estimator and 
shop owner. Tim is also passionate about 
the intersection of the automotive recycling 
and collision industries, as well as helping 
others along the way. In response to his 
webinar, several questions were submitted 
by ARA members and Tim was gracious 
enough to share his responses with Auto-
motive Recycling magazine. 

You mentioned that you were considering 
having one staff member that only handles 
used parts and primes them for repair … is 
that something that you did in fact imple-
ment or are still thinking about it?

TIM WALL: We have started imple-
menting it. Though it has its ups and downs 
due to the volume of used parts we handle. 

The idea is simple enough and we have 
developed the following process:

1. We check in all our parts and “mirror 
match” them to the damaged parts we 
are replacing, ensuring they are an exact 
“mirror image.” Let’s take a door assembly, 
for example. Before the recycler’s delivery 
driver gets a signature, we set the door 
up on a rack, wipe it down if necessary, 
make sure it’s the correct door and closely 
inspect for imperfections like dings, dents 
and repaint. If we find an issue, it is han-
dled immediately. Either we refuse the part 
or negotiate a credit with the recycler, all 
before the driver leaves. This ensures we are 
all on the same page before we accept the 
part.

2. The part then gets a label with our 
repair order number and is placed in a 
staging area. This is where a tech will take 
it to prep it by dismantling it. We com-
pletely remove everything in the door such 
as moldings, glass, regulator, etc. If there is 
any minor damage, it is taken care of and 
primed for paint. Under normal circum-
stances, we paint parts off of the vehicle 
to save time “cutting in” or painting the 
insides of doors, etc. separately.

3. Now the part (in this case the door) 
goes directly into our process for repair. 
When the vehicle comes in for repair and 
all parts are in for its completion, our tech 
takes the loaded parts cart and repairs the 
vehicle. The door, in this case, is treated like 
a new OEM part. Thus eliminating any 
disruption in repair flow.

A couple of things to note. We get paid 
to dismantle the LKQ part from whomever 
is paying for the repairs. We also get time 
to “clean up” LKQ parts. We also turn any 
repair credits from the recycler into labor 
hours – whether you are a flat rate shop or 
hourly. This gives you a real picture of what 
time your techs are turning. A body shop 
makes profit on labor, so the more labor, 
the more profit.

In terms of outreach to local body shops 
and building that relationship – have there 
been any marketing messages for used parts 
that you have seen well executed? Are you 
familiar with ARA’s “Choose Recycled 
Parts” marketing campaign*? Or do you 
feel it is really that 1:1 in-person connection 
that is required to build that relationship 
between auto recyclers and repairers?

Flyers and ads are great to “break the 
ice.” In my opinion, if they are not consis-
tent, they are a waste of money. I recom-
mend email marketing but always with an 
in-person follow up. Don’t show up empty 
handed! Bring lunch, get creative. We have 
a supplier that brings a bag of hard candy 
and Tootsie Rolls with every order. I know 
parts guys that will order from them just 
to get their 2:00pm sugar rush. It doesn’t 
have to be expensive! Show up to sell, but 
be honest.

Would recycler wholesale and retail pricing 
be of value to repairers, where insurers get 
the retail price and shops get the wholesale 
price and eliminate mark up?
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It may be where we are headed. I like to 
have freedom of where we buy parts, I’m 
not sure how we could get every recycler on 
board. That would require not only recy-
clers to agree on the price but body shops 
to agree on the markup and the insurance 
companies to go along as well.

What is the most important issue recyclers  
can address to improve relations with 
repairers and reduce the number of returns 
and reluctance to use recycled parts? 

In the words of Marty Hollingshead. 
“Sell a perfectly described part.”

Do repairers truly understand the ARA 
Price and Condition model, where all 
pricing is complete and undamaged, with 
condition codes and that the recycler pays 
the shop for the price to bring parts to com-
plete undamaged condition?

I would say no. I do because I am a recy-
cler as well as a body shop owner. The 
other problem (I hate to say this) is some 
recyclers are calling parts grade A 000 that 
simply are not.

As a longtime repairer, what made you 
want to enter the recycled parts business?  
What, if anything, has surprised you about 
running an automotive recycling facility?

The opportunity came to buy out a very 
old salvage yard right next door to my body 
shop. The zoning and licensing was all in 
place, but the place was a mess. Honestly, 
I came to ARA’s Convention in Orlando a 
few years ago to “get educated” and decide 
if I wanted to get into it or not. That’s when 
I joined the ARA Mentorship Program, met 
Marty Hollingshead from Northlake and 
Jeff Sowers from M & M Auto Parts Inc. 
I saw that the same “lean” management 

principles I grew into in the collision side 
were very much practiced with the suc-
cessful operators I met. I love process devel-
opment so ... I was in. My surprise was how 
“global” auto recycling can be, in relation 
to shipping parts and recyclable materials.

What are your thoughts on ARA’s trade-
mark of “ROE–Recycled Original Equip-
ment®” and efforts to build awareness 
within the repair sector of that term?

I think it is a fantastic idea, and the col-
lision and repair world need some enlight-
enment. In the collision world we “make 
excuses” for aftermarket parts and rightfully 
so. If I put a used or recycled part on a cus-
tomer’s vehicle, we explain why it’s better. 
I think it’s the same as correcting the term 
“junk yard” with salvage or recycling. It’s a 
mindset that we need to keep pushing.  
*www.a-r-a.org/choose-recycled-parts-marketing-campaign.html
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In the immediate wake of the COVID-19 
pandemic, many questions arose sur-

rounding the continued viability of the 
parts supply chain. We soon saw a strong 
resiliency in the availability of parts across 
all channels with relatively limited dis-
ruptions reported in 2020. However, the 
aftershocks of COVID may have greater 
impact on the global supply chain than 
the initial impact. Moreover, while many 
stakeholders throughout the industry will 
find challenges in the months and years 
ahead, the trends currently developing in 
several key areas may very likely prove to 
be a strong opportunity for automotive 
recyclers to flourish.   

Ramifications from Shut Downs
In the spring of 2020, many companies 

either significantly reduced or completely 
shut down their manufacturing operations 
in an effort to protect their employees. 
Beginning in May 2020, many had begun 
to reopen a portion of their facilities but 
some still have not returned to full-scale 
production. 

The global semiconductor (also referred 
to as microprocessors) manufacturing 
industry was particularly hard hit as 
supply fell dramatically due to production 
stoppages. This occurred at the same time 
as demand began to increase rapidly as 
workers around the world found them-
selves locked down and working from 
home indefinitely, with greater needs for 
business efficiency products and consumer 
electronics, both of which are heavily 
reliant on semiconductors.

Vehicle manufacturers now face 
mounting pressure from the worldwide 
shortage of semiconductors that is cur-
rently affecting new vehicle supply and has 
the potential to threaten the availability 
of certain part types that are reliant on 
such components, such as ADAS sensors, 
control modules, cameras, and a variety of 
ABS and power steering parts. The average 
new model year vehicle requires over 100 
semiconductors, and new electric vehicles 
even more than that. Large tech companies 
like Apple and Samsung, however, make up 
the lion’s share of the market for micropro-

cessors causing automakers to fall further 
down the list when it comes to prioritizing 
order fulfillment.  

New vehicle assembly is currently the 
hardest hit segment of the industry. Ford,  
for example, is reporting production stop-
pages across the United States and estimates 
the company could potentially suffer 1.1 
million units of lost production in 2021.  
The lack of new vehicle availability is 
driving used vehicle prices atypically higher, 
with Manheim reporting an increase in 
the Used Vehicle Value Index of 26.29% 
in March 2021 compared to March 2020. 
To put this in perspective, the growth in 
the same index between March 2018 and 
March 2020 was 8.49%.

Opportunity Inside Shortages
The effect of this global semiconductor 

supply shortage on auto recyclers is two-
fold: 1) a reduction in supply of new, semi-
conductor reliant parts means a potential 
increase in demand for used components 
that can be procured more readily, and  
2) the increase in demand for used vehi-
cles means more vehicles being driven 
that qualify for the use of recycled parts 
in the course of a collision repair, as many 
insurance carriers prohibit the use of recy-
cled parts on vehicles of a certain age and 
under a certain mileage. While certainly 
an increase in used vehicle values means 
an increase in the cost of salvage, there 
remains opportunities for recyclers to capi-
talize as well.

Upside of Supply Chain Issues
As noted, the widespread lockdowns and 

shift to remote work has meant an increased 
demand for consumer electronics (primarily 
acquired via e-commerce) and hardware 
required to maintain enterprise levels of 
productivity in an off-site environment. 

The bulk of these products come from 
mainland China and the increase in goods 

Trending
Challenges in the Global Supply Chain and How Recyclers Can Benefit

By Ryan Mandell - Report from Mitchell International
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Ryan Mandell is Director of 

Performance Consulting at 

Mitchell International. He engages 

with auto insurance carriers to 

analyze claims data and identify opportunities 

for performance improvement. He also works 

with claims executives to develop action plans to 

optimize such opportunities and see them through 

to fruition, and provides continuing consultation to 

insurance carriers on the most up-to-date trends 

in the automotive industry. Prior, he worked at 

Autowrecking.com/B&R Auto Wrecking and with 

Precision Collision Auto Body.

and manufacturing. With the availability 
and price of new replacement parts in flux, 
recyclers may be able to take advantage of 
this potential hole in the supply chain by 
offering a reliable and consistent source 
of parts that is much more insulated from 
global macroeconomic disturbances. Even 
though recyclers are facing a tighter supply 
of salvage vehicles along with an increase 
in the cost of those vehicles, we are at a 
unique point in time where savvy opera-
tors have the opportunity to capture more 
market share and fill a significant gap 
in the ecosystem of collision repair both 
today and in the near future.  

coming across the pond has meant, in 
many instances, severely congested sea-
ports on the west coast of the United 
States, particularly in Southern California. 
The port of Los Angeles, for example, saw 
a 94% increase in import traffic over the 
holidays than in the previous year. Not 
surprisingly, both the ports of Los Angeles 
and Long Beach experienced an average 
anchorage time of eight days in the first 
quarter of 2021 for ships waiting for an 
unloading berth.  

This additional time at anchor means not 
only a delay in getting containers unloaded 
and goods distributed, but also an increase 
in the cost of the overall transit of said 
containers. In some instances, the cost of 
sending a 40-foot container from Asia to 
the western U.S. has more than tripled in 
recent years. 

Southern California seaports remain the 
primary point of entry for collision replace-
ment parts coming from major manufac-
turers like Honda, Toyota, and Nissan and 
for aftermarket components coming from 
Taiwan. Data since the beginning of 2020 
shows that aftermarket prices have been 
impacted more than OEM. For example, 
when we examine pricing for replacement 
hoods on 2014-2017 Toyota Camrys, we 
see that the average aftermarket price has 
increased by 5.11% since Q1 of 2020 but 
the average OEM price has only increased 
by 3.49% (Figure 1).

 The increase in the cost of bringing 
parts to North America from overseas is 
causing many manufacturers to consider 
on-shoring (moving production domesti-
cally) or near-shoring (moving production 
to a country that shares a land border with 
the country where final vehicle assembly 
is to take place) their parts manufacturing 

operations. While such a move would 
certainly ease the availability concerns 
associated with global shipping delays, it is 
likely that companies would experience an 
overall cost increase due to the significantly 
higher cost of labor in North America 
when compared to the rest of the world. 

Additionally, oil prices continue to climb 
(up 160% year over year at time of writing) 
which puts excess pressure on manufac-
turers of petroleum intensive products such 
as steel auto parts and polyolefin bumper 
covers. The rise in oil also typically means 
an increase in the value of scrap steel (up 
almost 100% year over year at time of 
writing) since it now becomes more cost 
effective to smelt down scrap for input 
materials than to manufacture new steel.

Why This all Matters
Auto recyclers will likely be able to 

increase prices to capitalize on these trends 
but perhaps not to the same degree as other 
companies that are reliant on raw materials 

References
https://www.autoblog.com/2021/05/05/automotive-chip-shortage-explained/
https://finance.yahoo.com/news/u-lawmakers-prioritize-automotive-chips-140809484.html
https://www.glossy.co/fashion/californias-ports-expose-the-root-problem-of-shipping-delays/
https://www.maritime-executive.com/article/congestion-easing-at-southern-california-ports
https://www.glossy.co/fashion/californias-ports-expose-the-root-problem-of-shipping-delays/

Figure 1: Average Price of 2013-2017 Toyota Camry Hoods (Based on Mitchell Estimating Data)
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I was recently asked to moderate a recy-
clers panel for the Ontario Auto Recy-

clers Association spring conference. I was 
honored to be involved with such a great 
and respected group of recyclers. We can 
never learn more than from our peers and 
the practices they have in place. The most 
intriguing question I heard was “what we 
have learned over the last 13 months and 
what do we plan to do in the future.”

The overwhelming response was  
“getting more done with less employees.” 
The thing that has always impressed me 
with recyclers was they always get the job 
done under any circumstances. 

When we started the COVID-19 era, 
some of us were forced to reduce staff and 
completely change the way we ran our 
businesses. This included closing show-
rooms, curbside pickup, remote sales and 
office staff, and hands-free delivery, just to 
name a few. We were forced to rely more 
on technology and, most importantly, on 
our key staff. 

In the words of Marty Hollingshead 
from Northlake Auto Recyclers, “We’re 
only as good as the team around us.”  
I hope that as we now start to pull away 
from this pandemic, we can reflect on all 
the outstanding staff that kept our fac-
tories moving. I was asked to write this 
article on best practices and the ROI that 
is created from them. You will never get a 
larger ROI than an investment into your 
team! These are the women and men that 
worked through COVID, rain, snow, cold, 
heat and never complained. Please do not 
forget them and their hard work and loy-
alty to you and your company. Cheers to all 
of them!

Secondly, the topic of hiring new staff 
and the struggles we as an industry are 
having finding them was a hot topic. The 
strange thing was the recyclers that have 
always invested in their employees are  
not having the same issues as the rest.  
Is it strange or is it that they have branded 
themselves as a great place to work, a 
culture of teamwork and respect? If you 
are struggling to find staff, you should be 

asking yourself “why.” You can blame the 
stimulus money and the unemployment if 
you like excuses; I prefer solutions. 

Try to understand why people do not 
want to work there. You get what you pay 
for; so, if you have expectations of a $14 
per hour employee being an overachiever, 
there is the first issue. Ask yourself what 
it costs to rent an apartment, pay utilities, 
cell phone, car and insurance, food, health 
insurance in your area. Can they live on 
$600 a week before taxes and deductions? 
I refer to Marty: We’re only as good as the 
team around us. Believe in your people and 
they will believe in you.

LEADERSHIP IS NOT A POSITION 
OR A TITLE, IT IS ACTION AND 
EXAMPLE.

So, what are the best practices with the 
biggest ROI? PEOPLE. 

I have been around the United States and 
Canada, and visited many facilities. I have 
consulted for many companies. I have been 
involved in many a profit team meeting 
with hundreds of recyclers. The facilities 

that were the best, most profitable, and 
the ones I personally learned the most 
from all had one thing in common. They 
all believed in their team. They invested in 
them with benefits, fair pay, training, and 
most of all, strong leadership from the top 
down.

Look in the mirror and ask yourself why 
you just cannot seem to find employees. 
“Why do I not have any long-term 
employees? Why don’t they stay?” Could 
the problem be you, the culture, your 
actions, or the example you’re setting?  

Read more about the training at  
https://canadianrecycler.ca.

Sales
By Rob Rainwater

The ROI Factor – Don’t Forget the Team

With 30 years in automotive 

recycling, Rob Rainwater is a 

Strategic Business Consultant  

with the Profit Team Consulting. 

His talent lies in transforming industry businesses 

into multi-million-dollar companies. His focus is 

in the development of strong leaders, teams, and 

automatic profit centers. Rob can be reached at 

518-257-0663 or rainwaterrobert@gmail.com

The most intriguing question I heard was “what we have learned over the last  
13 months and what do we plan to do in the future.” The overwhelming response 

was “getting more done with less employees.” 

Ontario Automotive Recyclers Association 
(OARA) virtual training session, led by 
Rob Rainwater of Profit Team Consulting, 
Marty Hollinshead, Shan McMillon, Dalbert 
Livingstone and Stuart Ady discussed the 
current state of the Canadian and U.S. 
salvage markets, sharing the skills they’ve 
found helpful in navigating the so-called new 
normal.
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Chapter 2 of my book, How to Salvage 
Millions from Your Small Business, 

discusses making a plan and understanding 
your customer. It’s funny how we wave our 
arms in the air (figuratively speaking) and 
talk about what we are going to do, but 
never get around to putting the plan on 
paper. Equally humorous is how later we 
have selective memory and justify our lack 
of success by remembering only what we 
want to recall from that plan. 

There is no substitute for putting the 
entire plan on paper for these reasons:

• With the plan on paper, you can show it 
to key employees for comments and ulti-
mately use it to get their buy-in. 

• You can show the plan to your banker 
and gain great respect. You may want to 
“dial it back” for the bank so that you can 
always exceed the banker’s expectations. 

• In the process of putting it on paper, 
you will find many assumptions you 
thought you understood but which don’t 
play out as anticipated. 

Opinion
By Ron Sturgeon

Make a Plan and Know Your Customer 

Ron Sturgeon, speaker and author,  

regularly shares his expertise in 

strategic planning, capitalization, 

growing market share, and more, 

providing his field-proven and high-profit best 

practices. Reach him at 817-834-3625, ext. 232  

or email RonS@MrMissionPossible.com.

• Putting it on paper will force you to 
go back and look at prior periods to “test” 
your assumptions. You will learn a lot from 
this exercise. 

• You will probably realize, as a result of 
putting it on paper, that you haven’t been 

To thrive, and achieve 
significant success,  

you simply must decide 
who your core customer is  

and act accordingly.

gathering all the operating information and 
metrics necessary to make fully informed 
projections.

Setting goals on paper will also allow you 
to set milestones. In other words, if you are 
now at $100,000/month in sales, and you 
are predicting that you will be at $135,000/
month in 12 months, it’s easy to see that 
you need to have one or more milestones 
along the way. 

Although you may not have achieved 
50% of the forecast increase in six months, 
it’s reasonable to assume that you will have 
achieved, say, 40% of the goal. If at that 
point you haven’t achieved the milestone, 
you need to figure out how to get back on 
track. Don’t wait until year-end to adjust. 

When I do consulting, I frequently find 
the lack of operating metrics and no written 
plan to execute against. 

Know your customer. 
Meet with your staff, and decide who 

your core customer is. 
Following that, in every planning 

meeting, make sure you are matching your 
product, warranty and service level to that 
customer. 

Recyclers, I believe, have tried to be too 
much for too many for too long. Many of 
us believe anyone driving a vehicle (regard-
less of age, whether it’s import or domestic, 
customer’s location, wholesale or retail pur-
chaser, or type of part needed) is our poten-
tial customer. To thrive, and achieve signif-
icant success, you simply must decide who 
your core customer is and act accordingly.

Remember, only you can make business 
great!  

Helpful Starter Questions
Here are the essential questions you should ask of everyone in your company:
1.  What business are we in?
2.  What is the vision and mission of the company?
3.  Who is our customer?
4.  What does our customer value?
5.  What is our target market?
6.  What products and services do we provide?
7.  What is our sales and marketing strategy?
8.  Who is our competition?
9.  Who do we have? Who do we need? How do we find more of the right people?
10.  How will we on-board, train and develop new people?
11.  Do we have the physical plant and equipment we will need?
12.  Do we have the capital we need? Will we generate the profits we need?
13.  How will we measure our success?
14.  What is our exit strategy?
15.  What are our short and long-term goals?

– www.strategictalentmgmt.com
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Belanger Converter Recycling

BCR HISTORY: We began 
our business in 2002, 

cutting catalytic converters off 
vehicles for auto salvage and 
towing yards. It quickly grew as 
businesses began calling us to 
come cut off their converters and pick them up. In 2005 we 
continued to grow with two trucks and trailers traveling and 
buying in ten states. With building our own de-canner and 
starting to decan the converters, the company grew rapidly 
over the following years. Today we have three trucks and four 
de-canners running. We also receive shipped items by mail 
from individuals and Gaylord boxes from companies.

BCR CUSTOMERS: We believe in our customers. We 
want them to succeed as much as we have over the last two 
decades. BCR strives to give each customer the best price 
available.

BCR EDUCATION: Education is also very important to 
us. We help teach our customers what to look for and give 
them the tools they need to buy successfully. Our converter 
app gives the most current pricing of converters, whether 
buying or selling. The app is constantly being updated with 
the most current converters as they come available on the 
market.

BCR FUTURE: Business continues to grow with the 
start of another 15,500 sq ft facility that will house a new 
state of the art assay lab. One of the main focuses will be on 
improving grading speed for our customers.

Belanger Converter Recycling is a processor of catalytic 
converters that offers global refining services. Getting you 
the most from your converts with a process you can trust.  > 
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AB Cattech 

AB Cattech is the 
brand you can trust 

in the catalytic converter 
industry. AB Cattech 
offers on-the-spot pricing with complete transparency with 
core buyers nationwide and processing locations located 
in Wisconsin, Georgia, Florida and Arizona. Our reach 
throughout the United States is vast and our customer 
service is top notch. 

Our history at AB Cattech can tell you that we’ve been 
known to form excellent relationships with our customers 
and have continued those relationships from a small town 
processor to what is now a nationwide business. We have 
applied the technological advancements in our industry 
towards our business and have introduced state-of-the-art 
milling processes at our headquarters location in Burlington, 
WI. Not only did we implement new milling processes, but 
we’ve also created a mobile app where users can obtain 
on-the-spot prices with an OEM database containing over 
10,000+ OEMs to help identify catalytic converters. 

Are you interested in working with a core buyer who cares 
for their customers’ needs and facilitates the demands of 
new technology in an ever-changing industry? Reach out to 
AB Cattech at www.abcattech.com or call our office at  
(262) 716-5773. SEE AD ON PAGE 19.

 

 CORE 
 PROFIT

Automotive Recycling 
magazine’s roundup 
of core companies at 
your service!
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To learn more about selling converters by the piece or selling 
on assay, email us at wayne@belangerconverterrecycling.
com or call us at 877-935-0330. Wayne Belanger serves as 
President and owner of Belanger Converter Recycling and is a 
member of Automotive Recyclers Association.

Contact Belanger Converter Recycling at (270) 265-9057 or 
(877) 935-0330; Email wayne@belangerconverterrecycling.com; 
or check out www.belangerconverterrecycling.com. 
SEE AD ON INSIDE FRONT COVER.

Bishop International

Since 1950, Bishop 
International has 

been helping automotive 
recyclers around the country maximize their profits through 
powertrain core purchasing. Easy pickup coordination, timely 
payment, and fast, detailed check-in procedures make Bishop 
International the most convenient core buyer in the industry 
to partner with. 

Please contact us with any questions you may have at 
(800) 843-5068 ext. 1170 or visit bishopcore.com. Our 
pricing is also available through the United Recyclers Group 
Core Program as well as Car-Part.com.

Blackburn OEM Wheel Solutions

Since 1983 Blackburn 
OEM Wheel Solutions 

has been a big buyer of OEM 
alloy and steel wheel. The 
products we purchase are 
2011 or newer overstock or excess OEM wheels, discontinued 
OEM wheels, factory take-off wheels, used OEM wheels and 
core OEM wheels. In addition, we purchase factory original 
hubcaps. Our purchasing team will buy multiple skids at 
a time. We will arrange freight for pick up once your core 
wheels are staged on 4 to 6 skids. 

When the products are received at our facility, we will take 
inventory and provide a check-in manifest with a total sale 
amount. Payment for that load will be received within 1 to 
2 weeks. Another way to sell, create an inventory list of any 
alloy and steel wheels you would like to sell and email the list 
to us. Then we can review and provide a price for each wheel 
we want to purchase. Excel spreadsheet is preferred.  

Blackburn is continually looking nationwide for new 
suppliers – become one today! For additional information, 
questions or to arrange for product pick up contact Bob Pasal 
at (800) 981-8321 ext. 127 or bobp@blackburnwheels.com. 
Or visit the “We Buy” tab on www.blackburnwheels.com. 

V
E

N
D

O
R

 R
O

U
N

D
 U

P

Carolina Wheel Cover

Core Hubcap 
Program –  

We pay $5.50 
each for used OEM Wheel Covers (2005 and newer). Dirty, 
scratched, peeling paint – it doesn’t matter. Everything we buy 
will be reconditioned and repainted. They just need to be 100% 
structurally sound. Fill a gaylord box or 2 (or 12) and ship to our 
facility in SC. Once received, we will inspect and communicate 
back to you the total number of pieces in the shipment and the 
total number of good OEM cores. 

You can expect a check within two weeks of sending! 
We work with dozens of auto recycling facilities around the 

U.S. Our clients see $1,000s per year in bottom line revenue 
from used wheel covers that used to end up in the crush 
pile. If you’re not making good money off used wheel covers, 
now is a great time to reach out and get involved in our Core 
Hubcap Program. We look forward to working with you and 
helping add some cash to your bottom line!

Please visit our website at www.webuyuglyhubcaps.
com where you can see more details about our Core Hubcap  
Program and get in touch using our “Contact Us” link. Or you can 
reach out directly by calling Chris at (803) 548 -7188 or sending 
us an email at carolinawheelcover@gmail.com. Carolina Wheel 
Cover began in 1996 and we are celebrating our 25th year in 
business. We are also a proud member of the ARA. Reach out 
and let’s get started today! SEE AD ON PAGE 37.

Cash for Keyless

Cash for Keyless is a 
U.S.-based company 

that specializes in purchasing keyless entry remotes. We 
were proud to join ARA this last spring, and we look forward 
to serving ARA member companies for years to come.

We buy any kind of car keyless remotes: New, Used, 
Domestic, Import, Aftermarket, Old Style Remotes, Smart Keys, 
Remotes with keys, Worn remotes — We buy them all! We also 
buy certain auto owners manuals. It's as easy as 1, 2, 3: 

1. Mail us your remote collection. We will send you prepaid 
shipping label and our packaging. (You can also send remotes in 
your own box & get reimbursed for shipping expense).

2. Select how you want to get paid: Company check or 
PayPal. Check will be mailed within 1 business day. PayPal 
transfer is instant.

3. Send us more remotes! We are always looking for long 
term suppliers, looking forward to doing business with you now 
and in future.

Minimum purchase amount is 10 remotes, and there is no 
maximum amount. Send them all! Call us at (727) 667-6157; 
Text to (727) 667-6157; Email info@cashforkeyless.com; Visit 
https://cashforkeyless.com. SEE AD ON PAGE 39.





if it is worth the time and effort to get it back. If the value is 
high enough, even if they have to pay freight to get it back, 
they have the information to make a decision. 

We have always had a network of dismantlers that we 
bought from. The biggest advantage is our current suppliers 
can now better identify what we want. This increases the 
quality of the load we are receiving. The URG program puts 
our pricing in front of hundreds of additional dismantlers. 
This has allowed us to bring on more suppliers. Just like in 
the dismantling business, if we can’t buy it we can’t sell it. 

Contact Scott J. Stolberg, sjs@EngineQuest.com, call 
(800) 426-8771 ext. 202 or visit www.enginequest.com.

PGM of Texas, LLC

PGM of Texas is one of the 
largest and oldest catalytic 

converter processors in North 
America. As the industry leader 
with decades of experience in recycling and processing 
catalytic converters, we specialize in the recovery of precious 
metals like platinum, palladium, and rhodium. We have the 
capacity to process over one million catalytic converter and 
process more than two million pounds of automotive catalyst 
monthly.  

PGM offers three transparent service options for your 
catalytic converters needs:

1.  BUYING BY THE PIECE – we offer same-day service 
and same-day payment by evaluating each catalytic 
converter for the best daily market price.

2.  XRF ANALYSIS SERVICE – this service is ideal for 
customers with small lot(s) needing fast payout on reliable 
analytical results. Advance payment can be made at 
the time of delivery. XRF results and final payment are 
completed within five days of delivery.

3.  ASSAY-BASED REFINING – this toll refining service 
is ideal for customers with large quantities needing an ICP 
assay-based analysis. Advance payment can be made at 
the time of delivery. ICP assay-based analysis is generally 
within 15 days. Early settlement and final payment can be 
made at the time of ICP assay results.

4.  ADVANCE HEDGING is available for all three service 
options.   

Since the announcement of the PGM of Texas and Elemental 
Holding, S.A. strategic partnership, PGM has continued its 
robust growth in the U.S. market. Amid our continual growth, 
PGM is very excited that soon, we’ll be offering the following 
transparent processing services: 

•  Metallic-foil catalytic converter processing    
•  Oxygen sensor processing
For all your catalytic converter recycling needs and to help 

with any questions, please contact Steve Contreras, PGM of 
Texas, LLC, 2809 S. Interstate 35, San Marcos, TX 78666,  
(512) 410-9039 (cell), (512) 829-4194 (business),  
steve@pgmoftexas.com, www.pgmoftexas.com.  
SEE AD ON PAGE 29.
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Custard Core Supply

Custard Core Supply in Dallas, TX is 
fast, fair and flexible! We buy gas 

and diesel engine and transmission 
cores from sellers – both big and 
small. Whether you are selling a 
pickup load or a truckload, Custard Core will treat you right. 
We support the top remanufacturers and OE programs by 
dealing with top automotive salvage and recycling yards all 
over the U.S. 

The best way to connect with us is through the U-R-G. Our 
prices are updated weekly as well as our buy list. We process 
loads fast and pay faster without unreasonable deductions. 
Contact us today to bid your load or request a visit. 

Contact Matt Beddoe, Custard Core Supply, Dallas, TX, by 
calling (214) 631-4344 or email cores@custardcore.com.

Davis Recycling

Davis Recycling Inc. (DRI), is a 
full service catalytic converter 

recycling center. It takes a 
recycling company with specialized 
equipment to extract and separate the platinum from the 
catalytic converter’s internal honeycomb. Catalytic converters 
may contain platinum or rhodium – valuable precious metals – 
so the trading on them is more volatile than other scrap metals 
you will find in your yard.

Paying top dollar is a win–win for both DRI and our 
partners. Paying top dollar increases volume and therefore, 
we can offer the best price for your used catalytic converters. 
If you are an auto parts recycling yard, DRI is your answer for 
dependability, consistency, professionalism and profit pricing. 

Give us a call or simply bring your ‘cat load’ to one of our 
warehouses. We weigh on the scale – sort – and pay quickly 
and efficiently. Partner today with Davis Recycling. Give us a 
call if you have questions or thoughts. Call (423) 926-3699 or 
visit davisrecyclinginc.com. SEE AD ON PAGE 37.

EQ Cores & Recycling

URG’s core program has 
changed the way cores are 

bought and sold permanently.  
Before the program was available, 
core suppliers and auto dismantlers often spoke two different 
languages. Now core suppliers are able to communicate 
using IC#, which tells the auto dismantlers exactly what 
we are looking to buy and what we can pay. This allows the 
dismantler to decide if getting a core return is necessary and 
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Phoenix Automotive Cores

For over 25 years Phoenix 
Automotive Cores 

has been a partner to the 
progressive automotive 
recycler despite the numerous ups and downs in the industry. 
And the core market has been no exception. Even when faced 
with one of the most challenging years to date, we have 
managed to continue being a strong partner for recyclers 
nationally.  

What sets Phoenix Automotive Cores apart is that we 
have devoted time and energy into listening and learning 
what recyclers need to make their business more efficient. 
PAC strives to meet those needs by developing proprietary 
applications focused on providing free online solutions for 
the recycling industry, expanding product lines, partnering 
with Car-Part, and U-R-G programs, and providing top notch 
service. PAC is proud to be a customer-driven catalytic 
converter processor and core supplier. 

We aim to be transparent, honest, and reliable by providing 
competitive pricing for catalytic converters and automotive 
cores on a variety of platforms that cater to every recycler’s 
operation. Whether it is refining, selling your converters outright, 
selling old core stock, core returns, or dismantling, PAC has a 
way to serve you. Selling your catalytic converters or automotive 
cores should not be a headache. It should be easy, and that 
is why we encourage you to let PAC work for you. Once you 
have your converters and/or cores invoiced, and packaged, we 
take it from there. We arrange for your material to be shipped, 
processed, and paid in a timely manner.

Please reach out to our online department today for more 
information about partnering with PAC to increase your sales.  

Contact the PAC Online Core Department: Rachael O’Rourke, 
Rachael@phxautocores.com, (877) 749-2673 ext. 3422,  
www.phxautocores.com.

PMR Catalytic Converter Recycling

At PMR we aren’t just 
interested in receiving your 

converters, we are interested 
in helping you succeed at every 
stage of the converter recycling process. This is why PMR 
provides all suppliers with access to an online Supplier 
Services Platform (SSP) that delivers extensive support in 
purchasing, evaluating and monitoring catalyst material. 
These complimentary support tools offered by PMR can be 
divided into three categories:

· REFERENCING – Understand what material is in your 
possession and how the PGM market fluctuates. Identify per 
unit national averages, access refined value ranges by serial 
numbers and inventory your converters by unit and value.

· PURCHASING & MANAGEMENT – Have the 
confidence to buy competitively and profitably with photo-
grading and remote video grading while managing your 
inventory.

· TRACKING – Track your material as it moves between 
processing phases and access your year-to-year converter 
statistics.

 For more information about the specific tools available, 
please visit https://pmrcc.com/platform/. Dominating 
in converter recycling means understanding how converter 
tools, tailored processing and market timing all work together 
to enable strategic and successful results. Partner with a 
processor that is committed to growing with you and for you.

Melissa Sullivan, Business Development Manager,  
1-(855)-901-5050 ext. 202, https://pmrcc.com.  
SEE AD ON PAGE 31.

RAS

Have you heard of bar rescue? 
Instead of rescuing struggling 

bars, this information attempts to 
give hope for those struggling to 
harvest more revenue from their 
non-part revenue and new ideas for those who have a steady 
core revenue stream but would like to improve this part of 
their business. RAS generates revenue for recyclers in three 
areas: Cores, Recalls, and Converters.

PEOPLE, PROCESS, PERSISTENCE: Successful 
Core programs require people, process, and persistence. 
Owners need to champion this effort and provide adequate 
space, software training, and a tracking system to make more 
CORE $$. Our RAS Team is here to help you with training on 
demand.

SOFTWARE PLATFORMS: RAS provides a robust 
mobile and web software platform for cores. That platform 
starts once the VIN is entered and provides a process to 
remove, save, and invoice. RAS also has data relationships 
with Buddy Software, Hollander, and URG so that cores can 
be managed profitably from their software.

CUSTOM SEARCH: One of our more effective tools 
is RASBid, where your inventory is accessible by you to 
search by location, minimum core values, days on hand, part 
grade, or location. Keep in mind that you have three pools of 
inventory: incoming vehicles, loose stock on the shelf, and 
existing vehicles on the backlot.

BOTTOM LINE: RAS can help you turn excess or aged 
inventory into CASH so you have the capital to buy more 
Vehicles. 

Paul D’Adamo is Recall Yard Manager at RAS, a major  
core supplier to global remanufacturers. He can be reached 
at pdadamo@coresupply.com. Visit our virtual website 
www.rasvirtual.com. SEE AD ON PAGE 34.
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We Buy Key Fobs 

We Buy Key Fobs is a proud supporter of ARA. So much 
so that in 

2017, we teamed 
up to create a donation program that rewards ARA members 
for doing what they do best: recycling automotive parts. 
Specifically, car key fobs. Key fobs are a bit of a gray zone 
for automotive recyclers for a couple of reasons: 1) on their 
own, key fobs aren’t worth much and 2) selling key fobs takes 
time. The thing about key fobs is, yes, on their own they aren’t 
worth much. But when you collect piles of key fobs, that’s 
when you see your earnings pile up as well. As for the time 
piece, We Buy Key Fobs isn’t the industry leader in key fob 
recycling for nothing. We’ve streamlined our selling process 
to near perfection. Selling is as easy as 1, 2, 3. One: request 
a prepaid shipping label. Two: mail us your key fobs. Three: 
get paid! We even pay you fast. We Buy Key Fobs customers 
can receive payment in as little as 2 business days. And 
remember that donation program we mentioned? For every 
key fob sold to us by an ARA member, We Buy Key Fobs 
makes a donation to ARA. Request a quote on our website 
today to find out how much your key fobs are worth.

Reach us at customerservice@webuykeyfobs.com or call 
(402) 260-5889. Find us online at webuykeyfobs.com. 
SEE AD ON PAGE 37. 
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United Catalyst

At United Catalyst we say that 
you need a process, a program, 

and a partner you can trust, and you 
need the power of education. 

A PROCESS. With UCC, you 
will sell on assay instead of selling by-the-piece. You will be 
paid on a sample and assay that is scientific, accurate, and 
verifiable.  

A PROGRAM. You will get money when you need it to 
run your business. You do not have to wait until you have a 
truckload or can hold out for three months to get paid. You 
only need 100 converters and can take payment as early as 
the first week of arrival. 

A PARTNER. Selling on assay eliminates grading 
problems because there is a verified test result that is the 
basis for the sale. With UCC, you get a partner that you can 
trust. One that gives you verified weights, results, and metal 
prices. 

THE POWER OF EDUCATION. We take a complex 
process and make it understandable and easy to use. We 
know that once you learn about your converters and your 
yard profile, you will increase your profits, and no one will ever 
be able to take advantage of you again.

United Catalyst Corporation is a processor of scrap 
catalytic converters that offers global refining services. 
To sell your converters on assay, to subscribe to our daily 
e-newsletter, or get Platinum Group Metal prices texted daily 
to your phone, TEXT Daily to (864) 834-2003. You can also 
email us at sales@unitedcatalystcorporation.com.  
Visit our website at unitedcatalystcorporation.com.  
SEE AD ON PAGE 39.
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 Tapping    
on the   Glass
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Today’s automotive 
recycling industry is 

teeming with women 
who are making a 

difference by taking 
the road less traveled. 
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ARA 
Presidents: 

Linda Pitman, 
Sandy Blalock, 
Ginny Whelan
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Destined for Firsts:
Ginny Whelan
To look back on the series of events that occurred  

22 years ago that carried me along to become the  
first women president of the Automotive Recy-
clers Association (ARA) and lay claim to it in 
perpetuity is to invite endless ongoing of memo-
ries and thoughts that reside in my mind. 

So many influences – all men – that carried 
my name to be nominated. To be in the room 
five years with Greg Freeman, Don Cowell, 
Norm Wright, Mark Buessing and Herb Lieb-
erman. To be mentored by Don Beagell Jr. and 
Bob Grigger.  It took 57 years for ARA to select 
a women president – ME.  

“Just one of the guys.” 
There I sat suffering total numbness of body 

and brain, no longer having to wonder what it might be 
like to be the first women leading the automotive recy-
cling industry, and to answer to everyone. Consider all the 
erratic changes that I caused by being the first, disrupting 
the decisions made in the “men’s” boardroom. 

Along with my peers, I faced mighty industry struggles, 
including a legal battle at the highest federal court to stop a 
monopoly of the Hollander interchange. ARA won and was 
awarded the Hollander license. Next up was modernization, 
including the introduction of automotive recyclers internet 
network to sell more parts. ARA also purchased computers 
to install in member yards with loaded network programs. 
Next up was the consolidation invasion – LKQ and Ford 
and two officers’ businesses are purchased. And in response, 
ARA developed a new membership category. Then came 
2000 and Y2K; and a joke among the officers of me lapsing 
back into “girlish” behavior… “Wait ‘she’s the Man.’” 

I joined ARA to learn more about the industry beyond 
my backyard business. ARA was my educator and 
mentor. I joined every committee and became a regional 
director representing New Jersey and New York.  

As president I traveled to 26 states to speak at meet-

ings and state conventions. I was a novelty, a women 
president. Many came to hear if I knew about the auto 
recycling business. I passed the test. Many brought their 
daughters to meet me. I traveled to eight countries as an 
invited guest speaker. I met hard-working auto recyclers 
and their families worldwide. 

I have a voice and it silences the rooms of auto recy-
cling. My message for ARA was clear: certifi-
cation was the way to recognize a professional 
industry. And technology will drive every 
aspect of auto recycling. Many recyclers pushed 
back. It did stop me. I then pushed into a sister 
industry association. 

Back home, in addition to running a family 
auto recycling facility which gave me all the 
experience I needed to gain a president’s view 
of ARA, I partnered with three recyclers, and 
we started a mobile crushing business and pur-
chased a new site to start a self-service business. 
We later formed the first trading partners group 

with the vision of being a franchise. 
The real estate boom hit, and I was made an offer on 

the property of my business, so I sold and relocated the 
business. Two years later I sold both my business and the 
self-service business. I retired at age 55, but I received a 
call and a request from then-ARA president Jim Watson to 
take over the ARA Educational Foundation and to create 
a training video on parts grading. Education was my core 
passion; of course, I said yes.

We had $46 in the budget. I reached out to several 
friends with the idea for the first online training platform 
and the ARA University was founded and launched in 
2007. The rest is history. 

I am industry educator for over 15 years. My message is 
clear: education and training are the power to success. Never 
close a door and walk into every door to listen and learn.  As 
I continue tapping on the “glass” as a woman in the auto-
motive recycling industry; this quote plays in my head: 

“Tiny ripple of hope, crossing each other from a mil-
lion different centers of energy which sweep down daring 
those ripples build a current which sweep down the 
mightiest walls.”  –Robert F. Kennedy 

When you think of the women who work within the automotive recycling industry, what comes to mind? 

Knowledge? Certainly. Experience in their field? Definitely. Determination and fortitude in an industry that is 

still primarily male-dominated? Absolutely. To highlight some deserving women in the auto recycling industry, 

we wanted to recognize their efforts within the field by hearing about their career paths, roles in the industry 

and what they’ve learned along the way. They are sure to inspire all of us.  Starting with the first three women 

presidents of the ARA.

Ginny Whelan
ARA President

1999-2000
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Challenge Taken: 
Sandy Blalock
I did not see myself like so many young women who are 

finding a career in the auto recycling industry, but here 
I am many years later and still loving every moment and 
challenge. It really all started in the mid 1980’s when my 
husband (Butch Capo) and my father-in-law (Jim Capo) 
decided they wanted to be in the auto recycling business. 
We bought a small family business from the wife of a local 
auto recycler shortly after her husband’s death. Butch and 
his dad started there and, in a few years, bought another 
piece of land and built a new facility. 

 I did what I could to help when needed, but at that 
time was busy in my career managing orthotic and pros-
thetic businesses around the state of New 
Mexico. Fast forward several years and 
Butch’s dad was nearing retirement and 
ready to move on to the next chapter. I found 
myself ready to do the same and decided my 
next career path was going to be auto recy-
cling. At the time, Butch was, for the most 
part, running his new parts business while I 
managed the auto recycling business. 

The early years of my career in auto recy-
cling were difficult to say the least. I found that 
my father-in-law was running it by the seat 
of his pants and had not invested in the busi-
ness for the future. We had to completely reorganize, clean 
up, restock and – wow – did we spend money doing that. 
Some days I just wanted to crawl into a corner and cry. 
One day the loader needed major repairs, next one of the 
lifts needed a part that was at least two weeks out. There 
were days I thought, “What I have I gotten myself into?”

 I have to admit if it were not for our state association 
and ARA, I probably would have found my way back to 
orthotics and prosthetics. It was such a huge resource to 
me, someone who needed to learn everything about the 
industry. After my first ARA convention, I was in awe of 
everything that was available. I came back from it ener-
gized and ready to move forward. I simply wanted to be 
the best and I made that my mission. I did not need to run 
multiple locations or even need to be the biggest, but I 
was determined to be the best in our state.

Being a woman in the industry in the mid 1990’s was 
tough. There were very few women working in our 
industry in New Mexico, and none were managing an 
auto recycling business. So I decided that I did not need 
to learn how to run a business, I already had years of 
experience doing that. I simply needed to learn everything 
about the industry using the business skills I had and 
understand what our customers needed; the rest would 
fall into place. 

 I still remember being the only woman at the salvage 
auction, working alongside my other woman sales-
person on the counter where we often were ignored by 
the male customers. Neither of us let that bother us – we 
just worked harder to earn their respect. I studied a lot 
about vehicles and parts, especially the ones that we got 
so many calls on, particularly engines and transmissions. 
It was not unusual to see me reading Transmission Digest 
or Engine Rebuilder.  I wanted to know why certain 
transmissions and engines failed and at what mileage that 
tended to happen so I could direct our buying to avoid 
certain mileage vehicles.  

I think one of the most important things I learned 
during my early years was listening carefully to cus-
tomers, as they have so much to teach you. I attribute my 
success to doing just that and all the dedicated employees 
that had never in their lives thought they would be 

working for a woman auto recycler. 
I had great support from my team and 

family including my two sons, Bill and 
Robert, who worked side by side with me 
once they were old enough. This teamwork 
and support allowed me to not only suc-
ceed in our business, but to be involved at a 
higher level at ARA. We all had the vision of 
owning and working in the best auto recy-
cling business in New Mexico. 

I was involved with several committees at 
ARA and learned so much from each and 

every one. I consider my involvement with 
recycling associations and committees paramount to my 
success in our industry. 

I was honored to be asked to serve on the ARA Exec-
utive Committee and later as President of ARA in 2007-
2008. This was a life changing time for me as I saw an 
even greater need for involvement in our industry in order 
to protect it in the future. 

My goal as the second woman president of ARA was 
to find a way for ARA to assist states with state legislative 
issues. In July 2008, ARA convened the 1st Annual State 
Legislative Summit that has been held every year since. 
We continue to assist in monitoring state legislation and 
work closely with our members in promoting positive 
legislation and fighting negative legislative attacks on our 
industry.

I don’t think anyone saw what the future held for me 
as I myself have been recycled throughout the industry 
– first as a woman operator, to industry advocate, and 
now Executive Director of ARA. But I can tell you that I 
am still up for the challenges our industry faces and will 
continue to fight for auto recyclers to be recognized as 
professionals who are doing a great job, providing safe 
and rewarding jobs to tens of thousands all the while 
protecting our communities and providing cost-effective 
products and services.
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Sandy Blalock
ARA President

2007-2008
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Paving the Way:
Linda Pitman
I grew up in the auto recycling industry and 

then after graduating college, I went back to 
work in the family business. It was only going 
to be for a few years (or so I thought), but I 
stayed for over 40 years.  

At that time, there were a few women in 
the industry mostly doing bookkeeping and/
or answering phones. A lot of these women 
were either married to the owner or, like me, a 
daughter.

There were no computers, no internet, and no 
“instant” answers to interchange. There were 
interchange books, though it took some time to look up 
a part and the interchange. My family had “sheet paper 
inventory” of each vehicle while some yards relied on 
counter people that kept inventory in their brain as to what 
parts were available. 

It was definitely a male-dominated industry. The cus-
tomers who were calling or coming into the facility – 99 
percent of which were men – always seemed surprised if 
I offered to help them and that I was mostly able to help 
them with their questions. My least favorite comment 
from so many, especially on the phone, was “I need to 
talk to a man.”

As time progressed, mostly due to circumstances, women 
became more involved in daily business activities. Other 
than with administrative duties, they began to work side by 
side with their male counterparts. That can also be said of 
the customer database. We all began to have more women 
customers and I think they felt more comfortable when 
another woman was around. Women didn’t always know 
for sure what they needed since their husbands/boyfriends 
usually sent them to pick the part up.

Women, I think, helped to “clean up” the industry. That 
applied to things like helping to keep areas of the facility 
clean to, in some cases, cleaning up the language of men 
who were used to being around “just men.” That world 
changed and near the end of the time I was active in the 
daily business, we had a new brand of women customers 
that sometimes knew as much, if not more, about the 
auto problem they had than we did and what part they 
needed. We even reached one point in our business where 
I had a man taking care of the books, etc., and a female 
handling counter work and sales. 

Soon there were a lot more options for women to 
be involved in to help at their facility. Environmental 
requirements from the state and federal level had to be 
taken care of. There was a lot of paperwork and research 
of what was being required. It seemed almost every week 
the federal or state authorities found and established new 

requirements for the industry. These things were a lot 
of the time tedious and we, as women, had a little more 
patience for the “job.”

Time moved on and a lot of women became more 
active in the day-to-day activities of their 
businesses and were more and more involved 
in working with things such as handling 
advertising, the new world of computers, 
and just keeping apprised of changes in laws 
and requirements, which was almost a full-
time job. Some of us began to go to state 
and national conventions with husbands or 
other employees from our facilities. As time 
progressed, a lot of us became involved in 
industry association boards, foundations and 
committees. 

Women have now increased their involve-
ment with all aspects of the industry. There are women 
owners, managers, and employees. The road is open and 
none of us need to ever feel we aren’t appreciated or very 
much needed. My career experience from the 1970s has 
grown and progressed to today’s world where we are all 
needed to continue propelling the industry forward to 
define what it believes in, what it stands for, what it does, 
and how it impacts the world.

I am always proud to attend the LARA (Ladies of the 
ARA) meeting at conventions. The women who attend  
are actively involved in their businesses – whether it be at 
home rooting their family member on or working daily 
in the business, or as a supplier to the industry. We now 
have vendor companies with dynamic women at the 
helm. Let us continue to let nothing stop our input and 
work, including everything from our local facility to the 
national and the international levels. So ladies, move on 
into the future with your heads up and continue to lead.  

  

Lean In:
Shan McMillon
Take a moment to read the “Direction” column on 

page 4, written by Shan McMillon, ARA’s 2nd Vice 
President/Treasurer. Shan is set to become the 4th woman 
president of ARA in 2022-2023, after a 13-year gap in a 
woman serving on the ARA Executive Committee. 

As a young professional, an automotive recycling 
facility owner, a past state association president, and a 
woman, Shan’s perspective on leadership in this industry 
shows how far women in auto recycling have come, yet 
how far there is still to go. As more women enter the 
automotive industry, more will rise to the top of lead-
ership within ARA as they lean in and gain the respect 
they deserve. It is with hope and expectation that capable 
leaders, men and women, will lead ARA into its future.

Linda Pitman
ARA President

2008-2009
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Arianna Curro:
Working Hard to  
Make Dad Proud
AR: Tell us about your company. 

My father purchased the Wally’s Auto Inc. business 
and location in Beaver Dam, WI, back in 2008 (he had 
always been in the automotive recycling industry since he 
was 20 years old with various locations in Southeastern 
Wisconsin). We never changed the name from the orig-
inal owner of the business (Wally) as it was already an 
operating, profitable business. Specifics include:

• Size of facility: 20 acres
• Number of employees: 9
• Number of vehicles cars processed per year: 

2,000+
• Specialties: Late model auto salvage 
• On-site mobile car crusher
• Container service
• Towing
• Scrap metal recycling

What is your background? 
How did you get into 
automotive recycling?

My story is unique because 
I was thrown into automo-
tive recycling much quicker 
than I anticipated.  After 
graduating with a Bachelor’s 
Degree in Business Admin-
istration and History back 
in 2011, I was not having 
luck with finding a job that 
“clicked” or that I even 
wanted. That is until my 
father asked me to come on 
board for about two weeks 
to oversee the transition of 
a manager from a different 
location to this location. Two 
weeks, became two months, 
which became two years. 

I loved the hustle and the ability to learn daily as 
well as the fact that every day is different. In 2013, my 
father died of a massive heart attack unexpectedly at 
the age of 57. There I was, at 24 years old, taking over 
a successful business all while I struggled to grieve my 
father’s passing. I had lost a father, a boss, and a best 
friend.   

As a woman automotive recycler, what about your 
career or your business are you most proud? What 
has been your biggest obstacle?  

I am most proud of the respect I have gained and 
earned while being a female in this industry and a 
young one at that. My biggest obstacle at times has 
been people taking me seriously. I’ve had employees 
feel as though they don’t need to take orders from 
someone half their age, or a female at that (clearly they 
haven’t lasted long by me ... LOL).

Who are your heroes or mentors in the business 
who directly or indirectly impacted you during your 
career? And why?

I would definitely without a doubt have to say my 
father, Jon Curro. He was extremely successful and 
knowledgeable in this industry. I saw what he had 
obtained throughout his career and all the achieve-
ments and goals he crushed (literally) in life. I knew 
I wanted to follow in his footsteps while adding a 
modern flare to it. Plus, I get to continue his legacy 
daily which brings me a huge a sense of satisfaction. 

My sister, Alexandra Hartl, has also impacted my 
career. She joined our crew in 2016 with a role in the 

office. It’s a blessing and a curse working 
with family sometimes, but it brings me 
a lot of joy working side by side with my 
sister knowing we are making our father 
proud, while continuing to build our 
empire.  

What unique or significant changes have 
you made to improve your business 
and what compelled you to make these 
changes? 

Our social media presence has defi-
nitely increased by posting content that 
followers like to see, such as a video 
of us crushing vehicles, or our holiday 
décor that is made from repurposed tires. 
I believe it is important to educate the 
general public on both the importance of 
recycling, as well as about what it is that 
we do – from towing vehicles, to cleaning 
up your yard with our container service, 

to purchasing a used battery for half the price of a new 
one, etc. By engaging with our current customers or 
future customers, it helps to try and get rebranded into 
an automotive recycling facility versus the old way of 
thinking of a “junk-yard” or “bone-yard.” These vehi-
cles that we are purchasing from the insurance auctions 
are costing us quite a bit of money in order to stay rele-
vant in this industry, as well as competitive.     
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How has your experience 
as a member of the ARA and 
other industry organizations 
benefited your business?

I really appreciate the net-
working abilities and rela-
tionships that are formed 
along the way by meeting 
new people within these 
organizations that are all here 
for a common goal. We all 
might be in the same industry 
therefore we might be all 
“competitors” in a sense, but 
we all help each other along 
the way with our knowledge, 
lessons, etc. 

How are you balancing work 
and life in this time of global 
crisis? How have you led 
your team to navigate these 
times?

Well, this has definitely 
been difficult at times. During 
the pandemic, we closed our 
office to only allow curbside 
pickup and still operated. 
Our crew numbers did drop 
at times due to employees 
needing time with their families, or quarantining 
themselves. 

Personally, I have not been able to balance it perfectly 
myself. As bosses, we usually always jump in and pick 
up the pieces, so some days have been long and very 
trying at times. I do believe that this global crisis has 
definitely shown us auto recyclers just how important 
we all are to both the retail customer, small scale auto 
shop, as well as the big car dealership down the road. 
We know in this industry we were considered “essen-
tial” and at the end of the day, I believe that word itself 
shows just how important we really are.    

What is your one achievement you are most proud of 
and why?

I had hope in our industry that we would come out 
of our low steel prices that we experienced in 2015, 
2016, and longer. I continued to purchase aggressively 
(beating out competition), while other yards were not 
buying at all; we continued to be a company our cus-
tomers could trust to still pay the current market rate 
on their vehicles and scrap metal. When the market 
increased consistently, we pieced out some volume, but 

not much. Toward the end of 
2020, we were able to unload 
significant volume, therefore 
definitely generating some 
more money with which to 
purchase new vehicles. This 
was a huge achievement in my 
eyes, as we had been able to 
hold out on selling while we 
were still buying quite of bit of 

volume (“money going out but not enough coming in” 
philosophy). 

Ultimately, we survived those low steel prices because 
we purchase scrap metal and are also an automotive 
salvage facility. Quite a few scrapyards around us that 
only relied on the metals market folded. It was sad to 
see many off these businesses were family-run for quite 
some time. I am thankful for this accomplishment, as it 
was trying at times, but we made it through and were 
able to achieve success.      

How do you contribute to your community or to the 
auto recycling industry that is rewarding to you?

We always donate vehicles for extraction exercises to 
local fire departments and police departments. We also 
donate vehicles that were in accidents due to texting 
while driving, etc. to local high schools and companies 
that want to get their drivers and/or students informed 
of the repercussions of being distracted drivers. We also 
donate to many charitable organizations within Beaver 
Dam, as well as Dodge County (the city & county of 
our business).

See more photos of Wally’s Auto on page 66.



46 // July-August 2021 Automotive Recycling

Sandra Adams
Manager
Cocoa Auto Salvage
By Sandy Blalock

Sandra Adams began her career in auto recycling as a 
title clerk at Cocoa Auto Salvage. Having previous 

experience working for the Department of Motor Vehi-
cles (DMV) gave her a good background for the posi-

tion. A few years later she 
moved into the accounting 
office and was given 
Cocoa Auto Salvage’s 
bookkeeping to learn. She 
noted, “this training could 
be compared to a college 
curriculum!”  

Eighteen years later and 
Sandra still feels blessed to 
be a part of the amazing 
team at Cocoa Auto Sal-
vage. She worked for 10 
years as the bookkeeper 
and would later start 
learning about proce-
dures and processes. She 
attended seminars and 
tried to absorb all the 
information she could 
learn about this awesome 
industry.  She soon found 
herself moving out of the 
bookkeeping and into the 

production side where she soon became the production 
manager. After a few years of experience as the produc-
tion manager, she quickly moved up to the position of 
manager of Cocoa Auto Salvage, managing her amazing 
team of 20 people.

Sandra wants women to know that you can work in 
our industry without a great deal of knowledge of auto 
recycling because of the changes in the industry software 
that allows anyone who can type to sell or lookup parts 
for customers, all the while learning what those parts are 
and intuitively understanding customer needs.

“When I first started, I was a bookkeeper – not even on 
location, we had one salesperson and a driver who were 
female,” Sandra says. “Back then I rarely spoke with cus-

tomers, only to the bookkeepers.” She said that even now, 
some of the customers are still condescending because 
she’s a woman. She still feels some men do not want to 
speak with a woman for a resolution.  

“Cocoa team is great, as they all work together to solve 
all problems for which I’m extremely grateful,” Adams 
says. She can only recall having a couple problems with 
former employees who were not a fan of a woman in her 
management position.

Sandra shared that the highlight of her career in auto 
recycling has definitely been watching the company grow. 
“We have an amazing leader who has led her team to 
grow the company in so many ways.  I have learned so 
much about the industry in the past six years that I could 
never have envisioned when I took a job with this com-
pany 18 years ago.”  Shan McMillon puts the employ-
ee’s safety first and foremost, assuring that Cocoa Auto 
Salvage is one of the top tier professional auto recycling 
facilities not only in Florida but nationwide, and is rec-
ognized as a Gold Seal Certified Automotive Recycler by 
ARA. 

“I have worked for Shan for 18 years. She is a great 
leader. Shan has encouraged and put trust in me that has 
allowed me to grow to be where I am today,” Adams 
says. “She works hard to make sure that our team has the 
tools they need to complete their job efficiently and effec-
tively. She spends time mentoring and supplying me with 
resources to help me do my job and educate myself. Shan 
truly loves this industry and what she does, and her pas-
sion is contagious.” 

So what does Adams feel women have to offer the 
industry? “Leadership. I believe that women have natural 
instincts and have the ability to balance compassion and 
intensity. I personally think we are a little more organized. 
Organization, is important to maintain all of the com-
pliance record keeping in this industry while juggling the 
everyday challenges in our fast-paced business.” 

Adams added that women should not feel that they 
are working in only a man’s world. She personally strug-
gled with this after she left her comfortable bubble of 
bookkeeping and ventured into supervisory roles prior to 
management. Her advice to women who might consider 
an auto recycling career, “Do it! This is a very rewarding 
industry, not limited to men. Find a mentor who is willing 
to teach you. Start out in a sales position if the oppor-
tunity presents itself. Tour the other departments and 
understand what it takes to make those sales happen.  
Women can succeed and even lead in this industry.
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Women In the Industry: 
Making An Impact
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Michelle Smith
Plant Manager
LKQ Pick Your Part - Southeast 

Michelle Smith 
didn’t always 

want to work in the 
auto recycling industry. 
Rather, her career was 
in retail. She moved to 
North Carolina and 
started worked at LKQ 
in 1994. 

“I did title work and 
inventory,” Smith says. 

“Eight years later LKQ purchased the business and I stayed 
on with them and quickly advanced to management. I am 
proud of the work I do – being able to answer question 
about parts and helping customers to find what they need 
amazes them that a lady knows so much about cars.

The lessons Smith has learned throughout her time 
in the industry include learning a lot about car parts, 
learning the value that a vehicle has after it is brought 
from LKQ and understanding the process of harvesting 
the vehicles properly to make every part turn into money. 

So what advice would Smith give to other women 
entering the industry?

“Take your job to heart. Be proud of what you can do 
and teach others what you know and be willing to learn 
from  others,” Smith says. “Work with your employees 
and don’t be afraid to get dirty with them when they need 
help. They will appreciate you more.”

Katie Kinnard
Welder Fabricator
SAS Forks, LLC

Katie Kinnard always wanted to be a 
cosmetologist through high school 

and after she graduated she had her 
first son. “I wanted something more 
to provide for my family so I became a 
welder,” Kinnard says. “About two years 
ago, a friend of mine worked at SAS 
Forks and told me that they were hiring. 
That’s how I got my current position.”

Kinnard’s career path started about 
13 years ago, her oldest son was going 
into school and she wanted to provide 
better for her family. When Kinnard first started welding 
at a different company, she had no experience. On her 
third day of working, she was told by a male coworker 
to ‘go home’ and that she ‘shouldn’t be in this workforce’ 
which only pushed her further to show that she could do 
it despite his comments. 

“I had no experience. But, I worked five years into 
welding and worked my way to becoming a leadman and 
then a foreman,” she states.

“After my last pregnancy, I took a year off of work to 
collect my thoughts and to decide what I wanted to do 
in life. And that’s where I decided I just wanted to weld. I 
take pride in what I do.”

“It hasn’t been an easy road to get to where I am. You 
get a lot of pushback from the men that work beside you, 
but you just have to make sure you’re proving it to your-
self and not them,” Kinnard says. “I’m proud of myself 
for following this dream and for never letting negative 
comments stand in my way.”

So what are the three big-
gest lessons Kinnard has 
learned during her time in the 
industry? 

1.  Safety should be your #1 
priority. You want to go 
home to your family. 

2.  Be comfortable. When 
you’re welding, you have 
to be comfortable. 

3.  Be proud of what you’re 
putting down as your 
work. When you’re done 
welding, look it over. 
I always double check 
everything that I do. 
The next person that 

looks at it is going to see you in your work. You’re the 
face behind your work. You want to be proud of what 
you do.

She also advises women interested in the industry to 
develop tough skin. “In this industry, that means setting 
boundaries. Set the line of comfortability. Talk to that 
person before it goes too far. Better to do it one on one,” 
Kinnard says. “Men in this industry don’t always have 
a filter so it’s a good and a positive thing to make them 
aware of the weight of their words. Mutual respect goes 
a long way.”

What makes Kinnard really excited about the future 
of this industry is the upcoming generation of women 
coming into this industry. “When I started there were 
two women out of 3,000 men that I worked with so it’s 
nice to see new faces coming through and younger faces 
– women that know that they can do this job,” Kinnard 
says. “I come into work every day and I’m proud of  
what I do.”
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Michelle Safieh
Owner/Operator
Elite Auto Recycling

Michelle Safieh first started in the auto recycling 
business about 10 years ago as her husband had 

been in the industry since he was a baby in diapers. Most 
recently she and her husband purchased the current loca-
tion of Elite Auto Recycling five years ago to continue his 
family legacy, but also for their children’s future. 

“We have put into our little place a lot of hard work, 
sweat and tears to make Elite Auto Recycling what it is 
today,” Safieh says. 

The industry is ever-changing which means the Safieh’s 
business is required to also change with the times. 

“We are a small location with less than 10 employees 
but we work hard every day Monday to Saturday to 
grow our business,” Safieh says. “We have a lot of loyal 
local customers who have been coming to this location 
for more than 30 years.” 

Rebecca Skowyra
Sales and Marketing
Recore Trading Company

Rebecca Skowyra is slightly 
embarrassed to admit it, but 

when she first started at Recore 
Trading, she did not know a single 
thing about converters or even 
automotive recycling.  

“I have learned so much now 
and it’s always a bit satisfying 
when I get to be the one to teach 
some of the yards about converter 
processing and the importance of 
selling direct,” Skowyra says.  

 Part of Skowyra’s job is building 
relationships with salvage facilities 
and getting them top dollar for 

their converters. What she has found interesting is how 
so many yards do not know to sell direct to the converter 
processor. 

“I get to teach them about the process and tell them 
how much more money they will make. I never in a mil-
lion years thought I would ever teach any man about 
anything automotive related!” Skowyra says. 

During her time in the automotive recycling industry, 
Skowyra has learned to not assume people know what 
you are talking about. 

“There have been plenty of occasions where I have 
been talking to yards about selling direct and being paid 
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Today, as a member of ARA, Safieh has stepped up her 
company’s requirements to meet today’s standards and 
continues to do so. 

“The advice I would give to other women is that any-
thing is possible – as my dream to own and operate an 
auto recycling facility came true, so can theirs with hard 
work and dedication,” Safieh says. “There are no limita-
tions and I think women deserve more recognition in the 
industry.”

based on assay – and some of the facility personnel did 
not know what assay meant or that they could sell direct 
to the processor,” Skowyra says. “As I mentioned before, 
I knew nothing about anything automotive related when 
I first started. So I thought everyone would know what I 
was talking about when I called them.”

“I’ve also learned that there is a lot of competition in the 
industry. A lot of our suppliers say they have buyers calling 
them nonstop. So I learned that it’s important to keep track 
of the markets and to not keep our suppliers waiting.”

Before Skowyra started working for Recore Trading, she 
worked as a medical coder – a female-dominated industry. 
It has been interesting for her to see the differences between 
working with all women versus working with mostly men.  

“It was a little intimidating going in and having to be 
taught everything from my peers. I didn’t want to come off 
as weak. But my coworkers at Recore were very patient 
with me,” Skowyra says. “They were lighthearted about 
any mistakes I made as I was learning, and they are always 
willing to help.”

 Outside of the co-worker experience she was nervous 
about calling some of the men in the industry (again, she 
didn’t want to come off as weak). But she realized they did 
not care that she was a woman so that settled the nerves.

“At the end of the day, they just want to make money 
and they don’t care if it is a man or woman who get them 
it. It is exciting to teach the guys about new technology 
or revolutionary methods. More recently, I had to inform 
some of our new suppliers about our enclosed system, and 
how that will increase their profits even more! Some have 
never heard about it. So it is very fun and exciting to be 
the one teaching them!”
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Mitzi Waterbury
President
Sandhill Auto Salvage 
By Sue Schauls

Stepping into the family business by marriage is 
always a challenge as many women in the industry 

know firsthand. Sandhill Auto Salvage was born out of 
the desire to offer better parts and better prices to local 
parts customers in Iowa. Over two generations, Sandhill 
built an excellent reputation by focusing on those goals 
daily. Owners Mike and Mitzi Waterbury are a husband 
and wife team that bring hard working family values to 
work every day. They are hands-on working along with 
the rest of the Sandhill team to offer guidance and focus 
on what Mitzi says is “the most important parts of our 
company; our customers, our parts and our staff family.” 

Surprisingly, the best use of Mitzi’s social work degree 
is providing legendary customer service to used auto parts 
customers. That experience also helped shape the automo-
tive salvage business as Mitzi carried that philosophy to 
the human resource side of the business, providing a ben-
efits package to employees. Taking care of the team that 

cares for the business is important. 
“Our entire team works together 
to ensure that no detail is over-
looked when it comes to our 
customers and our parts,” Water-
bury says. 

The advice Mitzi offers others 
is that maintaining the profes-
sionalism as auto recyclers will set 
you apart from the competition 
and help to quell the stigma in the 
industry. 

“Understanding that customers 
are reaching out to you to solve 
a problem with a vehicle or to 
complete a repair job is an oppor-
tunity to provide customer satis-
faction, so Sandhill Auto Salvage 
does everything in their power 
to make the parts buying process quick and pleasant,” 
Waterbury says. “Offering quality parts with a warranty 
is too. Like any profession, as auto recyclers we must 
stand behind the sale with outstanding parts warranties 
and follow up customer service. It is not about selling a 
part, it’s about gaining a lifelong customer.
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Rhonda Fanning
Co-owner
43 Auto Salvage

In 1977, Rhonda Fanning’s husband wrecked her 1968 
Opal Cadet and the couple bought a complete car to 

repair it.  
“My dad told us we should do this and save some 

money since he was a novice body man and mechanic 
(really a minister). One car leads to two, three, four, and so 
on, much like many other yards’ humble beginnings. After 
that we started a body shop, then 
small salvage facility, which grew 
into today’s larger yard.  I left my 
design job to join my husband in 
1979 and he told me, ‘You can’t do 
this type of work because women 
don’t do this.’ I told him I was 
pretty sure I could!”

Fanning’s most unique role in 
the industry was probably being 
the only female salvage buyer  
back when she faced hurdles  
from every angle.  

“Auctioneers would ignore 
my bid, use me as the auctioneer 
entertainment fodder, and other 
buyers would ask me why I was 
there and if I knew what I was 
doing,” Fanning says. “Sometimes I didn’t, but I never 
admitted it because I figured they learned the same way 
I was learning. I am most proud that I did not let the 
naysayers keep me out of an exciting business. I learned 
quickly that even though those in charge wanted to shut 
me out because I was a novel threat to the guys, that 
money would talk! Good business acumen with the right 
funding will win every time. The industry finally had to 
let me play when I could pony 
up the most money for their 
product. Money was the tool 
that finally leveled the playing 
field for me.”

Through her experience in 
the auto recycling industry 
Fanning has learned that, first 
and foremost, a woman must 
know what she is worth in any 
industry. 

“One very snowy morning 
all five yard guys called in saying they couldn’t get to 
work because of heavy snow. I made it in my 2WD and 
was the only one in the office, as well. A tall imposing 
cowboy customer came in with his big boots and hat 
looking for truck parts. I gave him the price quote,  

but he wanted to see the truck first,” Fanning says.  
“I explained that I couldn’t leave the office to show him 
otherwise no one would be in the office to answer the 
phone. He insisted, but I kept refusing. He finally said, 
‘Little lady, I am going to go run some errands and when I 
come back maybe one of the men will be here that knows 
something, and we can make a deal.’ I politely walked 
from behind the counter to meet him head on. 

“Sir, run your errands, then come back. You will have 
to deal with me now or then because if the guys do come 
in, I am going to fire them for not coming to work in the 
first place.’ His expression and stammering were priceless. 

He did buy the parts.”
Fanning points out that the 

biggest hurdles for women in a 
male-dominated industry is often 
themselves. “Think you can and 
then go for it! And regardless of 
your position in this industry, 
owner or employee, dedication 
and work ethics are the key as in 
any other industry,” Fanning says. 
“There are resources out there to 
teach you the trade, but you bring 
the work ethic and dedication to 
the table. Always think bigger than 
you think you can do. Ask tons of 
questions, learn from the best, and 
jump in. Don’t be afraid because 
you have little to lose!”

Fanning admits that she would love to have entered this 
industry at today’s level of acceptance. Where money was 
the leveler between the sexes when Fanning started in the 
industry, today it is the internet. 

“Women have all the same exposure to buying, selling, 
and all business interactions as men through the internet,” 
she says. “The type of industry is not as important as 
how you present and sell yourself to that industry. I 

think today, with all the new 
technology in automobiles, a 
woman would benefit from 
training on what a recycler 
will be facing with the new 
hybrids and electric vehicles. 
If she excels quickly on the 
new electric car front she can 
be way ahead of the game, 
regardless of gender.”

Fortunately, Fanning’s 
advice for a woman today 

going into the salvage industry would not be any different 
than going into any other industry.  

“Those of us that trailblazed the way years ago, along 
with national changes, made it easier for woman today. 
Just bring your best stuff and you can do it.”
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The industry finally had to 
let me play when I could 
pony up the most money for 
their product. Money was the 
tool that finally leveled the 
playing field for me.
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Amanda James
Manager (by end of 2021)

Empire Abbotsford Recycled 
Auto & Truck Parts

Amanda James has always wanted to work for her 
family’s company, however she never had any back-

ground in the automotive industry. Five years ago, when 
she got an opportunity to work in the facility, she immedi-
ately said “yes.”

“When I started, I knew very little about car parts.  
I started in the back inventorying cars, processing vehi-
cles and then pulling parts,” James says. “I knew in order 
to make my way up in the company I had to know all 
aspects of the yard. I had to work harder than all the guys, 
in order to gain the respect and prove that even without 
background experience, with hard work and determina-
tion, I can make my way up to the counter, and down the 
road I can one day run the place.”

James has recently been accepted into B.C. Automotive 
Recyclers (B-CAR) Executive Committee, to follow her 
father’s footsteps. In 2013, her father, Neil James, Empire 
Abbotsford’s President received the inaugural Green 
Leader Award from the City of Abbotsford and the Rotary 

Club for his work in creating the policies and procedures 
that were used by the B.C. Automotive Recyclers (B-CAR) 
as their basis in developing an Environmental Code of 
Practice that was completed in 1995.

“Being a woman and the youngest of a crew of grown 
men has been a challenge, learning each personality and 
how to work with each individual 
has been an obstacle,” James says.  
“I have had to learn to not take  
anything personally. My advice  
is to take all advice you are given.  
I have learned to desensitize myself to 
criticism and only filter through the 
positive advice in order to gain more 
knowledge. You need to have thick 
skin. Working in an environment 
where the men are tough on you, in 
my experience, is the best thing for 
your ego and career, in making you 
stronger.

So what is James most excited 
about in the future? “I’m excited to 
start running the store, changing the 
way men see women in this industry. 
I have big shoes to fill following my father’s footsteps, 
and I will stop at nothing, until I have achieved that.”
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Becky Berube
President 
United Catalyst Corporation

Becky Berube co-founded United Catalyst Corpo-
ration nearly 30 years ago with her husband, Tim 

Berube. The company offers the industry global pro-
cessing and refining services for their scrap catalytic 
converters, oxygen sensors, electronic control modules 
(ECUs), and hybrid batteries. 

“In truth, as a young woman in my twenties, I was not 
drawn to recycling. I was an accountant for a mutual 
fund company in Boston. My path was a winding 
one, like many women, with seasons in and out of the 
industry. I always maintained a financial role in our 
company until I left to work for a global refiner,” Berube 
says. 

In 2011, Berube began traveling North America to 
work with recyclers and everything changed. It was then 
that she truly began to understand the auto catalyst recy-
cling supply chain and developed a passion for helping 
recyclers get the most from their catalytic converters 
with the scientific method of determining the precious 
metals content inside of them, a process called assay. 
Two years after serving in this role, she was hired back 
to United Catalyst to serve as its President, and brought 
assay-based selling directly to automotive recyclers with 
100 or more converters to recycle.

Becky is not one to sit still. Along with president of 
UCC, Becky also adds to her leadership in the industry 
in the following roles: Immediate Past President of the 
International Precious Metals Institute; Member of the 
Automotive Recycling Association’s (ARA) Educational 
Programming Committee; and Member of the Institute 
of Scrap Recycling Industry’s (ISRI) Auto Recycling 
Committee. 

 There are many aspects of the company’s program 
and Berube’s role in the industry that are unique. First, 
at United Catalyst Corporation all converters are sold 
on recovery or assay, they do not purchase whole-units. 
They believe this is the best process and the only way to 
recycle converters. 

“Second, our process is completely scientific, and our 
results are validated through a third-party end-refiner 
or laboratory. Third, I am very proud of our ethical and 
internal processing standards which make us balance all 
the weights in and out of our facility for each recycler lot, 
and do not allow for dust loss or assay skimming which 
takes away money from the recycler,” Berube says.   Finally, 
United Catalyst’s program is easy and accessible to all recy-
clers regardless of their size with the same scientific pro-
cess. You only need 100 converters to sell on assay.

 “I think my role as one of the first female presidents of 
a recycling company and an international association has 
been unique, but thankfully, it is becoming less so. I stand 
side-by-side with so many great women in our industry, 
Robin Wiener, Sandy Blalock, Fran Reitman, Gloria 
Mann, Shan McMillon, Natalie Miller, Theresa Col-
bert, Amanda Zmolek, Kim Glasscock, Jessica Andrews, 
Caryn Smith, all the ARA Staff, the Ladies of the Auto-
motive Recycling Association (LARA), and ARA State 
Association Directors,” Berube says. “Forgive me if you 
are reading this and I left your name off. These are the 
women that I travel and work with most of the year.”

Ten years ago, Berube was the only woman in her 
own organization. Today, she is proud to say that six out 
of 10 people in her office are women: Rietje Lulsdorf, 
account executive; Matelyn Harris, senior customer 
success rep.; Angela Samuel, staff accountant; Kaleigh 
Davidson, customer success rep.; Elaine Berube, lab 
assistant; and Summer Cooper, office administrator. 

“I am very excited about the future of our industry 
for everyone. I believe the recovery of critical technology 
materials from automobiles is on the rise for the foresee-
able future,” Berube says. 

“I believe the future of auto recycling will be more 
complex but present greater opportunities. I believe 
young professionals have a great career ahead of them in 
this industry. Most of all, I have learned from Winston 
Churchill and Ken Blanchard that it is always too soon 
to quit, and that none of us is as smart as all of us.” 

The industry finally had to let me play when I could pony up the 
most money for their product. Money was the tool that finally 
leveled the playing field for me.
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Janice Schroder
Vice President of Marketing
Car-Part.com 

As a teenager, Janice Schroder was often visiting local 
“junk yards,” as they were called in the day, looking 

for car parts for her ‘64 Buick Wildcat. Her “gearhead” 
friends and Janice would make a weekend of fixing  
their cars. 

“By buying those less expensive recycled parts, we’d 
have some money left over for beer, making the tasks at 
hand much more enjoyable,” Schroder says. 

In 1996 Schroder became involved with the auto 
recycling industry on a different level. Management sys-
tems were proprietary, so recyclers on different systems 
couldn’t view each other’s inventory, making trading 
parts prohibitive. 

“Our brand new company, Car-Part.com, came up with 
a solution. We loaded inventory from various manage-
ment systems onto the web, and created a platform where 
recyclers could trade with each other independently of 
management system constraints,” Schroder says. 

Attending trade shows, Schroder learned a lot about 
recyclers. Made up mostly of family-run businesses, 

they were “down to earth” 
people who she quickly 
developed a deep respect for. 

“It was a pleasure to offer 
software that helped them 
become more productive 
and profitable,” Schroder 
says. “Female mentors were 
pretty much nonexistent. I 
found the skills I developed 
long ago hanging with my 
‘gearhead’ friends, which 
helped me feel fairly com-
fortable within this male 
dominated industry. You 
can always dig back into your past to deal with what’s 
thrown at you now, or in the future.”

When asked what advice Schroder would give other 
women in the industry, she says, “Don’t focus on being 
one of a small group of women. People are people, the 
industry simply resembles life. Make the best of your nat-
ural skills, listen and learn, consider others’ perspective, 
be respectful and empathetic, try to solve problems in 
lieu of complaining about them, and focus on doing your 
best. And if all else fails, sit back and enjoy a beer.”
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Jen Wilson
Owner
Jencey Consulting

We provide training and consulting on Pinnacle Pro-
fessional and speak on business topics at industry 

conferences. “As the owner, I had no idea where I’d end up 
in this industry.  I bought parts from a salvage yard in high 

school when I bent a wheel, 
but did it on the advice of my 
shop teacher, as I took auto 
shop for basic vehicle main-
tenance,” Jencey (Jen) Wilson 
says. “Evidently it was a pre-
cursor to future events.” 

Wilson was initially 
hired by Actual Systems of 
America (ASA) to do instal-
lations and training for their 
Pinnacle Classic product. She 
always felt there was a need 
for a better way for users in 

the industry to have some focused time learning their sys-
tems and so she decided to pursue those avenues. 

“I built a training and consulting business, established in 
2006, to help new hires and established yards gain more 
from their yard management system. Along the way I’ve 
been able to help some software vendors train their new 
customers and I’ve also made plenty of good relationships 
in this industry where I get invited to speak at state confer-
ences, ARA and URG,”  Wilson says. “Basically, just as our 
industry has its own unique niche I made one as well.”

In fact, being able to use the knowledge she’s acquired to 
be considered a ‘fixer’ at the user/software intersection has 
allowed Wilson to be able to help individuals and yards 
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Angelimar Abreu
Assistant Manager
LKQ Pick Your Part

LKQ Pick Your Part’s assistant manager Angelimar 
Abreu never imagined that she would be working in 

this industry and actually enjoying it like she does. 
“I got to my current position by working hard, chal-

lenging myself every day, learning and absorbing every-
thing anyone wants to teach me,” Abreu says. “I also take 
advantage of every opportunity I get.”

For Abreu, her career path has looked like a “surpris-
ingly fun and big gift” full of many different kinds of 
obstacles that she’s been able to overcome in a lot of dif-
ferent areas of her life. “I don’t consider I’ve done anything 
unique… yet. But I am proud of everything I’ve accom-

plished so far personally and with my team,” Abreu says. 
“I’m always aiming for more!”

“Working hard and always enjoying what you do plays 
off,” Abreu says. “And remember, not everything is black 
and white, there’s always more colors and options.”

Abreu also says one of the largest obstacles women in 
the automotive recycling industry face is fear and paying 
attention to the bad comments or vibes, which isn’t going 
to take you anywhere. She says it is important for women 
to never pay attention when someone tells you that you 
won’t be able to do something just because you have never 
done it before or for any other reason. 

“It feels so good to prove them wrong and also to your-
self,” Abreu says. “I get excited every day. I think it’s also 
exciting knowing that there are so many women interested 
or open to learning different things in this industry and 
keep growing.”

make the most of their businesses by finding those efficien-
cies with their YMS system. 

“The thing I’m most proud of is the growth and sustain-
ability that has been created in many of my clients busi-
nesses where I got to play a small but integral role in their 
success,” she says.    

She also always longed for a culture and industry that 
accepted her for who I am, quirks and all, and the automo-
tive recycling industry was it. 

“We are an ‘industry full of stubborn people and we are 
all right’ is one of the phases I say to clients and others, and 
frankly – we are,” Wilson says. “There are so many smart 
and talented people – from part pickers to the big boss – 
that it is fascinating how everyone’s business has grown 
with each facilities unique culture.”

Advice Wilson gives other women entering the industry: 
“Tough it out! There will always be the initial barriers to 
prove oneself – it happens everywhere a woman goes. Just 
know that if you make it through the initial growing pains 
– your gender no longer matters – you are a voice like any 
other person and you have a place like everyone in this 
eclectic group of characters,” Wilson says. “There is value 
in knowing that you can have a place and not be judged 
based on gender.” 

“This will accelerate as younger generations take over 
businesses, those ‘bromance’ relationships dissipate and 
women have a stronger stance. They will no longer be 
relegated to the sidelines or a desk job,” Wilson says. “We 
run businesses. We tend to be rather process driven and 
analytical in nature where, despite the stereotype of the 
‘emotional woman,’ auto recycling is already uniquely 
passionate and women can often be a calming force. It’s 
finding facilities that embrace what women bring to the 
table and finding a balance to those contributions. It is not 
a man’s world by default – it’s OUR WORLD and we all 
make it what it is – so stand up and stay strong.”
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Dee Adkins
Sales Person
M&M Auto Parts

Dee Adkins has been a part of 
the M&M Auto Parts team for 

over 35 years, starting from when she was still in high 
school. “I didn’t yet have my driver’s license so I actu-
ally rode here on a school bus, which dropped me out 
front. I had to run in here without being caught, because 
apparently you weren’t supposed to be dropped off in the 
middle of Route 1,” Adkins says. 

At the time, Adkins was the only person to apply for her 
entry level position so she got the job. “I applied wearing 
a dress but soon found out that I didn’t need that dress 
because it was all men, all day, every day,” Adkins says. 

At the time, in the Washington, D.C. area, there were 
only four to five women in the industry. 

“The guys gave me a hard time, a really hard time. But 
Mrs. Morrow, who was an owner, didn’t put up with a 
lot of stuff from the men or from customers who treat the 
women here in the wrong way. Eventually they became 
my buddies and my friends.” 

When Adkins began at M&M Auto Parts she knew 

very little about the industry. She had learned about cars 
from her dad who would have Adkins change parts as 
needed on their automobiles. “I would help with brakes 
and he made sure I knew how to change a flat tire, drive a 
stick shift and get around on my own,” Adkins says. 

“We recycle everything at M&M and although now 
recycling is now considered ‘cool,’ I’ve been a green collar 
worker since 1985.” 

Working here has been quite exciting. I never intended 
for this to turn into a full-time job, but I’ve stayed here 
because of the people I work with. Everything I have is 
because of this place. I’ve been able to do everything I’ve 
wanted to do here. It’s never a boring day at M&M. 

This interview was 
transcribed from a 
“Totaled Treasure 
Employee Highlight“ 
video from M&M 
Auto Part’s episode. 

See it in full at  
www.youtube.
com/c/Totaled 
Treasure/videos.
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Justin Eves, manager at U Pull and Pay, as 
well as a board of director at Colorado 
Automotive Recyclers Association, knows 
how automotive recyclers have to get 
creative in operating a business efficiently 
to contribute to a company’s bottom line. 
In his 2020 virtual talk at ARA’s EDGE 

2020, he goes into detail on “Sales in Self Service,” sharing 
ways he has discovered new business with outside the box 
thinking.

Customer Types 
When starting any conversation about sales, Eves 

likes to begin by highlighting the various customer types 
within the automotive recycling industry. Overall, U Pull 
and Pay has gathered key demographic information on 
general customers and have learned that approved 82% 
of customers in the automotive recycling industry are 
male; 17% are female; 30% have some college experi-
ence and 30% have earned a bachelor’s degree, and the 
average age is 43. 

As far as the type of customers that engage with auto 
recyclers, these include: 

B2B, Reputable Mechanics Shops: These are the indi-
viduals coming into shops knowing the business inside 
and out. Their needs normally consist of speed and effi-
ciency. They want to get in and get out and have few prob-
lems. They also most likely will join a business’ rewards 
program. At the end of the day, unless you’ve done some-
thing to completely alienate them, they will want to come 
and shop from you, especially if you don’t have a ton of 
competition in your general area. 

DIY or Hobbyist: These are customers that have dif-
ferent needs. They have to have the information and 
comfortability to want to come to your establishment 
and shop. That’s why you need to have strategies in place 
to bring them in the door and help them understand the 
service and value you provide the industry. 

Shade Tree Mechanics: These individuals come out 
and shop for other individuals. They are familiar with 
your facility. And they know what they want to accom-
plish and auto recyclers should not get in their way. 

Exporters: These are individuals  there a few times a 
year for large volume purchases such as glass, rack and 
pinions, and brake hydro boosters. 

How to Engage Customers
In the past, discussions surrounding the best ways to 

market to customers focused on such avenues as radio 
and television advertising. While these techniques still may 
work for some automotive recyclers, the future is in digital 
marketing. 

 As Eves explains, digital marketing includes a com-
pany web site as well as social media. In addition, digital 
marketing also involved behavioral targeting and geo 
fencing, which allows an auto recycler to direct market to 
customers when they are onsite at your facilities in order 
to drive revenue growth. Loyalty programs also are strong 
marketing tools as they offer incentives for returning cus-
tomers via email and SMS notifications. 

Website: These days nearly everyone uses a mobile 
device. As a result, today’s web sites must be mobile 
friendly. In regards to the site traffic at U Pull and Pay, 80 
percent of the site visits originate from mobile devices. 

OUTSIDE THE BOX
of SALES in
SELF-SERVICE

Building the bottom line with targeted ideas..
By Maura Keller

This information 
was originally 
presented by 
Justin Eves at 
the 77th Annual 
ARA Convention 
& Expo’s “EDGE 
2020” virtual 
event.
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A well-functioning web site for an automotive recycler 
should showcase facility information including a yard 
map, store hours and location, and facility rules and poli-
cies. “If you have a well-structured, easily navigable yard, 
it’s important to share it on the web site to alleviate some 
of the concerns of self-service customers,” Eves says. “It is 
not only a safety concern but also a way to further provide 
solid customer service.” 

And remember that the automotive recycling industry 
is very unique. The multi-facets of the business and the 
various elements being dealt with on a regular basis 
require facility rules and policies be put in place. This not 
only protects a business and its employees, but it ensures 
customers are not being put in harm’s way, as well as 
improving loss prevention processes. 

Another key attribute of a web site should include 
inventory. While some recyclers are concerned that once 
they post their inventory online, walk-in customers will 
go away. However as Eves explains, we live in a genera-
tion where consumers are looking for information. And 
while you may alienate some of those who are more apt to 
simply walk into your facility and make an impulse pur-
chase, at the end of the day, you will bring in a lot more 
customers, allowing you to increase your percent pur-
chased dramatically.

“These customers know what they want, they know the 
vehicle is there, and they know what they are looking for,” 
Eves says. “While you may have less foot traffic you will 
have more determined buyers because they know what 
you have.”

When including inventory on a site, remember the more 
detail the better and be sure to include ample images to 
help customers see what the condition of the item is. This 
is going to go a long way into bringing in customers as 
they will know you have the car they need. 

Social Media: Some key things to post on a company’s 
social media include inventory, sales, videos and photos, 
contests, humor, and bilingual posts. And be sure to post 
information weeks or months in advance. To help with 
this, it is vital to create a content calendar. 

“An important aspect of social media is consistency. Use 
the content calendar to be consistent and offer structure to 
your company,” Eves says. 

Behavioral Targeting: Behavioral targeting involves 
personalized marketing used consumer behavioral data. 
Marketing is changing and behavioral targeting is the 
future of marketing. In the past, marketing strategies 
relied on broad demographic targeting through radio and 
television. 

“While there was some data involved in this strategy, 
rather than throwing a broad net into a pond, now we are 
using real fishing rods and we are actually tracking the 
individual fish. It is a whole different thing in how we can 
market to the customer,” Eves says. 

The behavioral data collected includes searched key-
words, browsing and purchase history and customer loca-

tion based on IP. Depending on the apps being used, many 
consumers are giving full access to their information when 
using these apps. 

Geofencing: This is still relatively new but it involves 
the utilization of GPS and RFID to create a virtual 
boundary around a business. It is essentially loca-
tion-based marketing. Let’s say a customer has your app 
and they enter your facility. You can immediately be able 
to do some direct marketing, including specific pop-up 
offers geared toward that customer that show up on their 
phone upon entering your establishment. 

Key geofencing applications include customer engage-
ment while at the facility, receiving instant customer feed-
back and offering exclusive pop-up sales that are tailored 
to each customer. 

“At the end of the day, we are always focused on 
improving our customer experience, so if you can get 
that feedback immediately after they’ve just been to your 
facility, it’s a great way to determine the areas of improve-
ment and put direct actions in place to improve the cus-
tomer experience,” Eves says. 

Loyalty Program: Loyalty programs are a key way to 
collect customer data. Of course any loyalty program 
relies on the procurement of customer data including their 
name, age, phone number, email address and location (zip 
code). If a customer is willing to provide their email, this 
allows an automotive recycler to deliver direct marketing 
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via email and SMS notifications. A loyalty program can 
drive foot traffic into your facility and also can allow the 
earning of rewards points that can help incentivize repeat 
business. 

“As they gain points it will be incentivizing the customer 
to come out and get more points or to spend those points 
at a facility,” Eves says. “There is not a lot of demographic 
data in our industry which is why is important for us, as 
an industry, to gather that data.”

Retail KPIs
Most automotive recyclers are tracking key perfor-

mance indicators (KPIs), but Eves points out the impor-
tance of understanding three main KPIs that every busi-
ness should be aware of. 

“We want to increase retail revenue,” Eves says. “So 
I always look at the number of admissions (the number 
of people who entered your facility), times the percent of 
purchase (the percentage of those people who actually 
purchased something) times the amount per transaction. 
I’ve been able to gain a lot of insight on my business by 
looking at these three aspects.”

To increase the number of admissions or the number 
of people entering your facility, branding and marketing 
techniques are required. Automotive recyclers also need to 
make sure they have the best inventory that not only gets 
customers in the door, but also results in a sale. 

To increase the percent purchased it is important to 
have that detailed inventory online. Customers will be 
coming out on a mission to purchase the parts they have 
seen on the online detailed inventory. 

And how can auto recyclers improve the dollar amount 
per transaction? One key way is associate training and 
making sure associates are charging for all the parts 
appropriately and correctly. This means the associates 
need solid parts knowledge. Eves suggests using a wheel-
barrow test filled with various unique parts to help train 
associates to be educated about differentiating these 
unique parts and charging the appropriate amount. Or do 
a parts test with associates reviewing photos of various 
parts and trying to identify them. 

Another way to improve the dollar amount per trans-
action is in the area of loss prevention. It is vital to have 
retail checklists in place to avoid such things as fictitious 
returns and voids. To help offset any loss prevention, Eves 
recommends implementing controls such as daily cash 
reconciliations and daily returns checklists. 

Customer Service
Exceptional customer service can also affect the three 

main KPIs identified above. It’s important to remember 
that new customers are easily intimidated by the auto 
recycling industry. That’s why recyclers need to thor-
oughly explain the process and gain the trust of these new 
customers. Associates should take the time to explain the 
facility and your processes to new customers who walk 
through the door.

“A great customer experience is what is going to make 
or break your business at the end of the day,” Eves says. 
“Word of mouth is key as is having a strong reputation 
within the community. Represent yourself professionally.” 

In addition, inventory accuracy, yard housekeeping and 
safely also can affect the customer service experience and 
need to be “top of mind” for all employees at a company. 
“I focus on is having good housekeeping in the yard by 
eliminating trip hazards and making sure we have a clean 
environment for injury prevention,” Eve says. 

And as with any industry, there are many times you or 
your associates may have to deal with difficult customers. 

“We find ourselves negotiating a lot. There are obviously 
tons of different makes and models of the products we 
have. When any issues arise, we focus on deescalating these 
types of customers,” Eves says. “I recommend approaching 
these customers in a professional, calm manner in order to 
not damage the word of mouth reputation.” 

Industry Branding
Every facility needs to help brand the automotive recy-

cling industry. As Eves explains, as being essential mem-
bers of our communities, auto recyclers are environmental 
stewards, recycling educators, and we provide low cost/
high value ROE® to customers. 

“We also provide vehicles for training of first responder 
though Jaws of Life programs,” Eves says. “We are inno-
vators, creative and a sophisticated multi-faceted industry. 
From the retail to operations to commercial aspects of 
the industry, there are so many things we have to focus on 
each day. It’s very impressive and should be communicated 
through the industry’s brand.” 

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.

To increase the percent purchased it is important to have that detailed 
inventory online. Customers will be coming out on a mission to purchase the 

parts they have seen on the online detailed inventory. P
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      Recycler to Watch  
Amber  
Kendrick

Pete’s Auto Parts was founded by  
my grandfather, Pete Elenbaas.  
My grandpa Pete was farming on 
this land, and struggling to make 
ends meet, so he started towing at 
night while farming during the day, 
and he ended up with a motley col-

lection of cars from his towing operation. He got into 
the salvage business because he had these unwanted 
vehicles and people kept coming around trying to buy 
parts off of them, but he continued towing for years. 

Eventually the vehicle business took over the farm, 
and the yard took over the towing. My dad, Ron 
Elenbaas, bought the business from him, and I bought 
it from my dad. I had the pleasure of working with 
my grandpa Pete for many years before his passing 
this last October. We currently have 8 acres,  
30 employees and process 1,500 cars per year.

Like many in our business, I was born into it. But, 
there were some years where I didn’t want anything 
to do with auto recycling. I grew up working odd jobs 
at Pete’s Auto Parts, and I really didn’t latch onto any 

The owner of  
Pete’s Auto Parts 
has been a familiar 
face in the industry 
through the years.

We asked her to 
give us a run down 
on the business 
and introduce us to 
some of her team 
members.
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of them, so I didn’t think I had a future with the com-
pany. I was an English major in college and had dreams 
of writing; after graduation I got a job in condominium 
management and I fell in love with growing a small busi-
ness. I surprisingly enjoyed the accounting and budgeting 
side of it. It wasn’t long before I came into the family 
business in the office. 

AR: As a woman automotive recycler, what about your 
career or your business are you most proud?

Implementing and then expanding paid maternity and 
paternity leave in my business made me extremely proud. 
We have someone out on paid maternity leave right now. 
I’m working on paid sick leave for 2022. I think I’m most 
proud of the way Pete’s provides employment – from 
our matching retirement fund program to our free health 
care, to the way we calculate bonuses. We try really hard 
to be a great place to work and to take care of people so 
they want to come to work and do their best. 

AR: Who are your  mentors in the business who directly 
or indirectly impacted you during your career?

I’ve been so fortunate to have so many mentors in this 
industry. I had the incredible opportunity of doing some 
consulting work a few years back and I got to tour so 
many different yards. I met unique owners and oper-
ators and many of them opened their facilities to me 
and shared their best practices. I think it is so amazing 
and wonderful how people will help each other in this 
industry. The accountability groups I have been part of, 
led by Robert and Chad Counts and also led by Mike 
Kunkel, have been instrumental in my success over the 
years and have introduced me to countless heroes and 
mentors. I’ve always looked up to women in the industry 
and try to learn from them whenever I get the chance. 

AR: What unique or significant changes have you made 
to improve your business and what compelled you to 
make these changes?

When I first bought the business in 2016, I ramped up 
production considerably, buying more cars, turning the 
inventory over faster. We did 2,400 vehicles in one year, 
on our 8 acres, up from 1,700 the year before I bought 
the business. But we found we were doing so much more 
work for not that much more money. So we scaled it back 
down, and evaluated where are we the most efficient, and 
where can we make the most amount of money. Instead 
of trying to process as many cars as we can, now we try 
to maximize profits. 

AR: How has your experience as a member of the 
ARA and other industry organizations benefited your 
business?

I’ve always been a big believer in “better together,” 
because my dad taught me that our fellow recyclers are 
not our true competition, the aftermarket/remanufac-
turers/OEM are our competition – when recyclers are 
strong, we all win. That is so true in West Michigan. 
There are so many quality recyclers all servicing the same 
small area with less than a million people! 

I have learned so much from my fellow recyclers and 
much of it has been through ARA and other industry 
organizations. I love going to conferences and gaining 
knowledge from other operators, not just in the seminars 
but also in the hallways, bars and tradeshow areas. 

AR: How are you balancing work and life in this time of 
global crisis? How have you led your team to navigate 
these times?

I am really blessed to have such an incredible team;  
I can really lean on my people. I have really strong man-
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THREE YEARS AGO:
Amber Kendrick with her 
grandpa Pete Elenbaas, 
founder of Pete’s Auto Parts. 
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agers who have been in the business for a long time. One 
thing we all value is time with family. No one at Pete’s Auto 
Parts works more than 50 hours a week. People regularly 
work 40 or 45 hour weeks, but it’s pretty rare anyone goes 
over that. 

When the pandemic closed down our front office and we 
were forced to do curbside pickup, we had pickup hours 
from 9am to 4pm. It worked so well to serve customers for 
those hours that we never went back to our old extended 
hours for the office, even when we reopened. We realized 
we didn’t really need to have people available for customer 
pickup from 7:30am to 5:30pm. There have been little 
blessings that have come out of the pandemic and that is 
definitely one of them. 

AR: What is one goal you are currently working towards 
for your business?

I am working to pay off the business. I am hoping to 
do that this year or next year. I also have a goal of hitting 
25% brokered sales. Pete’s Auto Parts has always been a 
“feeder” yard, about half of all of our sales are to other 
automotive recyclers, and our brokering numbers have 
always been low compared to a lot of other yards. The year 
before I bought the business we averaged 8% brokered 
sales; we’ve doubled that now and brought it up to 19%. 
We’ve broken into 20% but never hit 25% before. I would 
love to see a quarter of our business come from brokering.  

AR: What is one failure that defined a turning point in 
your business?

The year 2017 was full of painful but important lessons 
that have had ripple effects through the following years. 
We had a huge disaster at Pete’s in October of 2017, 
when a neighbor parked their vehicle on our property, 
and it caught on fire. It burned down one of our ware-

houses full of engines and transmissions. Although I had 
requested that exact building be added to our insurance 
the year before when I bought the business, the contents 
were added but the building was not. I unfortunately 
signed off on the insurance paperwork without reading 
the fine print and I missed that the building itself had not 
been added to the insurance. 

This was a devastating loss. We had to rebuild the 
building to uphold the terms of our lease to maintain the 
property, and you can’t just get a loan to build a building 
on property you don’t own, because you can’t use the 
property as collateral. As hard as the situation was, my 
team all rallied around and we found a way to get through 
the catastrophic loss of almost half of our engines and 
transmissions, which are our number one and number two 
selling parts, and we came out stronger on the other side. 

AR: We have seen you transform personally in the last 
few years. What did you do to make changes in your life 
and how have they benefitted you, and your work?

I was always a big drinker; I liked to think I worked 
hard and played hard. But in 2017 when we had that fire, 
I started using my drinking to try to cope with the stress 
I was experiencing; and when 2018 brought even more 

NOW:
Amber with some 
of her sales team: 
Left to right, 
Lindsey Rice has 
been with Pete’s 
for two years and 
Jen Lila for three 
years.

I can really lean on my people. I have 
really strong managers who have 

been in the business for a long time. 
One thing we all value is time with 

family.  No one at Pete’s Auto Parts 
works more than 50 hours a week. 
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stress, I spiraled pretty hard into depression and anxiety. 
In July 2018, I quit drinking and right away a lot of 

things got a lot better, a lot easier, just because I wasn’t 
going through life with a hangover. But I was still physi-
cally and mentally sick. I was obese and a nervous wreck; 
I was estranged from my parents and struggling with 
suicidal thoughts. I finally made a doctor’s appointment 
for the physical side of things, and I discovered that I had 
diabetes, PCOS, stage 3 chronic kidney disease, and met-
abolic syndrome. All diseases of insulin resistance. I read 
everything I could get my hands on about diabetes and 
insulin resistance, I got a continuous glucose monitor, and I 
worked really hard to get my health back. 

With the help of my grandpa Pete, I also started a 
12-step program. Although I had done therapy before, 
for me, the recovery program made all the difference in 
the world for my mental health. Now I take time to med-
itate and pray every day. I do recovery readings, I practice 
yoga, I attend 12-step meetings, and I spend time with 
others in recovery, and I do still go to therapy. 

For my physical health, I am super particular with my 
diet (focusing on tight blood sugar control). I work really 
hard to get seven to eight hours of sleep every night. I use 
stress and anxiety reduction techniques like tapping and 
four-square breathing. I try to move my body every day. 

My grandpa Pete really inspired me to learn to live in 
the present, and to stop obsessing over the past or wor-
rying about the future. Instead I embrace today for what 
it is, to try to live this life today on life’s terms. 

AR: What does it mean to you to operate with excellence 
and how is that reflected in your business?

I think in the past there was a sort of badge of honor 
for owners who worked long hours and took a lot on 
themselves, they were invaluable in their business, and 
their knowledge was vast. But many of us have moved 
away from that model, and now I measure my success as 
an operator not by how much I am needed in the busi-
ness, but by how NOT needed I can become; how well 
things can run without me. I can take a two-week vaca-
tion and I’m hardly missed. Everyone just handles things 
with ease while I am gone. 

Dan Wimbush is in sales and celebrates six years with Pete’s “this time around.” He also worked in dismantling for three years in 
2010-2013. He then moved to Colorado to be a mechanic, but returned to Pete’s in 2015. Amber notes that Dan ”brings so much to 
the sales team with mechanical and production knowledge from his background and prior positions.”

Amanda Ashby (left) is in accounting and has been with Pete‘s Auto Parts for three 
years. In the background, Tommy Atwood is part of the sales team and is coming up 
on his one-year anniversary.
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I was given room to make mistakes, and I must give my 
people room to make their own mistakes and learn from 
them and change from them, which makes them better 
people and makes the business better. 

AR: How do you contribute to your community or to the 
auto recycling industry that is rewarding to you?

I’m a CASA volunteer (court appointed special advo-
cate) in the foster care system, which is something 
very special to me and close to my heart. I get to know 
these kids and then give them a voice in court. It’s been 
amazing to me to see the resilience and strength of kids 
going through so much. 

AR: What is your advice for the next generation of auto 
recyclers?

I have a friend that likes to say “change is inevitable; 
either go along with it or prepare to be dragged.” It’s taken 
me a while to learn how to really change and go with the 

flow. I was always good at implementing the changes that 
I myself dreamt up – it was much harder to accept changes 
that weren’t my ideas. But embracing collaboration and 
change has brought better results. So my advice is to go 
with the change and embrace other people’s ideas! 

AR: Any other thoughts you’d like to share?
Since this is for the women’s issue… I love that there 

are so many women in the industry today, many more 
than there were 15 years ago when I started working 
full time at Pete’s Auto Parts. Sometimes customers will 
call and say, “Oh I don’t know who I spoke to, it was a 
woman,” and we have to laugh, because there are six of 
us right now: the owner, the general manager, the office 
manager, the accounting person, and two salespeople. 
And we’ve had more – at one time we had more female 
salespeople than male, and we’ve had women delivery 
drivers and shippers, too. I love seeing women succeed in 
the industry.  

I was always good at implementing the changes that I myself dreamt up –  
it was much harder to accept changes that weren’t my ideas.  

But embracing collaboration and change has brought better results. 



38 // May-June 2021 Automotive Recycling

W
O

R
K

F
O

R
C

E

T hese days, just about every 
automotive recycler is 
facing some kind of eco-
nomic challenge. But one 
key issue facing many auto 
recyclers, which can affect 
their bottom line, is the lack 
of skilled labor, with more 
and more potential workers 
seeking employment in the 
white-collar world.

Each month automotive recyclers receive applications 
with entry level, even low entry-level skills, but they are 
not getting applicants that have the skills and knowledge 
they would like. The “qualified worker issue” continues to 
be a problem, as part of this issue is driven by the fact that 
many of today’s companies need an employee base that 
has a different skill set than that of even five years ago, 
including more technology skills, problem solving and 
project management skills, an understanding of complex 
projects and how they work together. As such, employers 
are reviewing and updating training options and require-
ments to ensure they will be able to develop team mem-
bers to fill the skill gaps they have. 

“The labor shortage has been increasingly problem- 
atic in recent years due to myriad of factors. And HR  
has not always been able to keep pace with these  
dramatic shifts due to the time-consuming transactional 
aspects of managing human capital,” said Denise 
Graziano, CEO at Graziano Associates and bestselling 

author of Talent is a Team Sport. “Some of the contrib-
uting factors include baby boomers retiring and a lack 
of younger workers joining the skilled workforce, a very 
age diverse workforce with distinctly different employee 
benefits needs and expectations, pre-pandemic low unem-
ployment, pandemic driven changes in automation and 
the elimination of certain skilled jobs.”

Ian Hardie, employment services, senior employment 
services director at Universal Technical Institute agreed 
that the hiring environment has changed dramatically, 
especially in the trades as they cope with an ever aging  
and retiring workforce. 

“We are now seeing the results of the stigma and lack 
of encouragement for high school graduates to enter the 
trades,” Hardie said. “This has resulted in a decrease in the 
number of trained technicians across all sectors, that are 
urgently needed to replace those already retired or retiring 
over the next five years. The pool of skilled technicians 
doesn’t exist anymore and employers are having to think 
outside the box to attract and retain the talent they need.”

As Hardie explained, previously, many companies hired 
experienced technicians from other companies or other 
sectors as needed to fill their open positions, as there was 
a ready pool of technicians available. However, over the 
past few years that pool has dried up and it has been 
increasingly difficult for employers to fill these highly 
skilled jobs. The recruiting life cycle also has changed 
dramatically. If auto recyclers wait and only attend career 
fairs or rely on only advertising open positions to attract 
potential candidates, they will quickly be left behind.

TALENTMagnetism
The lack of motivated labor is becoming its own economic pandemic. 

Organizations that develop a magnetic pull will have top talent 
seeking them out and staying. By Maura Keller
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Hardie suggested that employers and their HR per-
sonnel are going to have to develop new strategies and 
partnerships to fill the major skills gap in the industry. 
Developing strong partnerships with technical schools and 
sponsoring some form of internship program while the 
students are attending school is one of the best ways they 
can attract and retain the best talent.  

“Without a pipeline of qualified candidates this can 
force companies to hire ‘adequate’ instead of ideal fits,” 
Graziano says. “To keep up with productivity demands, 
training may be reduced, which can create safety 
concerns.”

According to Ben Passman, talent acquisition and 
workforce management consultant, over the past several 
years, the job search landscape has evolved, accelerated by 
the pandemic, resulting in an imbalance between demand 
for skilled workers, and the supply of quality candidates.  
However, the foundation of finding talent has not 
changed.  

“The shifts that have taken place are mostly cultural 
in nature, as candidates are demanding more flexibility, 
greater commitments to diversity and inclusion, and 
looking for work that has meaning or purpose,” Passman 
said. “Organizations have had to adapt to these demands, 
creating opportunities to develop new programs aimed at 
increasing internal engagement.”

One of the biggest challenges companies face is the 
cost of not hiring a skilled worker. This is often seen as a 
hidden cost and is hard to quantify, but Passman said that 
research has shown that positions that go unfilled for 90 
days or more, can cost up to 30% of that position’s salary.  

“For example, if you are looking to hire a mechanic  
for your auto recycling shop, and you are prepared to pay 
$50,000 in salary,” Passman said. “If it takes you more 
than 90 days to hire this position, the cost to your busi-
ness in lost productivity and other opportunity costs are 
roughly $15,000.”

Historically Speaking
Thirty years ago, shop classes were mandatory but  

now in many school districts they aren’t even available. 
Additionally, because students aren’t exposed to the 
skilled trades in high school, they are less likely to pursue 
the training in post-secondary options, which has resulted 
in a huge decline in enrollment at the technical colleges, 
blowing a hole in supply and demand. 

In addition, the rapid advance in technology in 
all industries, including auto recycling, is causing a 
skilled employee shortage. This does not mean that the 
employees do not exist, nor are not capable. Rather, they 
have not gained the required educational and training 
component that some companies need.

This results in positions remaining unfilled, or in some 
cases, being filled with unqualified workers, and then 
being sent out or set aside for training or education after 
the fact. In addition, incumbent workers are finding that 
they need to upskill to keep up with the ever-changing 
technology demands. As automation continues to be 
an ever present part of every industry, this inherently 
requires skilled technicians and operators to be able  
to keep these pieces of equipment running efficiently,  
as well as keep their skills honed.

iStockphoto.com/peterschreiber.media
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So what are auto recyclers to do? In today’s tight labor 
market, a good strategy is to start incorporating a mentor-
ship or apprenticeship program into your organization. 
As Passman explained, companies that are successful in 
executing a robust mentorship strategy will be in a posi-
tion to transfer knowledge to younger workers, develop 
a team dynamic that is sustainable over longer periods of 
time, and have an opportunity to develop new talent at a 
lower cost than the traditional career path.  

“Your cost of talent acquisition will also likely go down 
as your focus shifts to hiring less experienced people and 
training them up to the level necessary,” Passman said.

Graziano advised that internally companies should 
plan for up-skilling and re-skilling current workers to the 
new jobs that may be created with the addition of auto-
mation and newer technologies.

“Externally they must be more creative in their out-
reach, meet the potential candidates ‘where they are’ 
online, in person and with effective marketing campaigns 
to entice new workers to the industry and specific compa-
nies,” Graziano said. 

Over the last couple of years (especially pre-COVID 
and again today), the reality of qualified candidates and 
employee shortages have become very clear. As more and 
more Baby Boomers have left the workforce, we’ve begun 
to see more open roles than qualified talent to fill them. 

That’s why Lisa Frank, human resources consultant 
and CEO of LBF Strategies says employers need to do 

a better job of providing and offering 
training for potential employees and 
existing employees to stay up-to-date 
with trends and skills. 

“HR departments and hiring man-
agers also need to do a better job of 
identifying and being accepting of trans-
ferable skills to fulfill their recruitment 
needs,” Frank said. “Oftentimes, hiring 
managers want talent who possess 
110% of a job description so they can 
come in and ‘hit the ground running,’” 
without offering space and time for 
on-the-job training. If companies want 
to attract new talent and retain their 
employees, they need to provide oppor-
tunities for training and/or professional 
development – so that both parties can 
benefit and feel professionally fulfilled. 

Hardie suggested auto recyclers work 
with educators in high schools and youth 

organizations to help educate and promote their high-
ly-skilled, well-paid and in-demand jobs and great career 
opportunities. It is also key to establish a partnership 
with trade and technical training schools to tap in to their 
resources and graduates to help fill their hiring needs. 

“There are many opportunities here such as, attending 
campus career fairs, conducting company presenta-
tions and interview sessions, holding awareness events 
at the campus or at the employer’s facilities, assisting in 
curriculum design and in donating equipment or other 
resources to the school as needed,” Hardie said. “One of 
the best strategies would be to partner with the schools 
on scholarship and internship programs to attract the 
best talent before your competitor does.”

What’s more, due to the increasing demand for techni-
cians, Hardie has seen a steady increase in starting wages. 
“Since the pandemic, we have seen higher starting wages 
as labor demand has increased,” he said. The reason for 
this is twofold – the already well-documented shortage 
of trained technicians, and the added complication of 
even more senior technicians deciding to take an early 
retirement. 

“Again, it isn’t just about the money, it’s what 
employers can do to attract and retain top talent to their 
organization,” Hardie said.  Slowly, but surely, he believes 
the message on the skills gap and the huge demand for 
the skilled trades is finally getting through to many 
educators. 
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Internally companies should plan for up-skilling and re-skilling  
current workers to the new jobs that may be created with the  

addition of automation and newer technologies.
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Auto recyclers 
should establish 
a partnership 
with trade 
and technical 
training schools 
to tap in to their 
resources and 
graduates to 
help fill their 
hiring needs. 
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What the Future Holds
“I believe the pandemic has reset the focus on what 

really are the essential jobs and brought these jobs more 
into the limelight, but more needs to be done. There is 
thankfully now more interest and funding available from 
federal, state and county grants for new apprenticeship 
programs, specifically aimed at getting more people into 
the skilled trades, including women and minorities,” 
Hardie said. 

Today’s auto recyclers need to recognize that they have 
to provide the training and opportunities for employees 
to develop their skills in order to grow in the ability to be 
successful in the automotive recycling industry. They also 
need to work together to re-energize and re-establish the 
pipeline of prospective workers between high school and 
their two-year colleges. 

Bottom line, if auto recycling companies intend to hire 
top talent, they have to be prepared to pay a rising com-
petitive wage, provide tangible and intangible benefits, 
develop programs to increase shared experiences amongst 
employees, and redesign your workforce model to incor-
porate a mentorship program.

Graziano stressed that trade schools are trying to entice 
more people to join these fields, however they have an 
industry image problem. 

“Trade schools, industry associations and companies 
should be collaborating to market the professions,” Gra-
ziano said. “They should be highlighting today’s trade/
skilled workforce opportunities, advancements in tech-
nology, career pathing, morale and culture campaigns 
which show satisfied workers in their roles today and 
what innovations could come in the future in these fields.” 
These efforts require collaboration within organizations 
between HR, marketing, communication, as well as 
schools and associations. 

In addition, auto recycling companies should be pro-
active in recruiting new people, and especially to reward, 
retain and retrain the valued employees they already have. 
“Talent shortages impede productivity, cause missed dead-
lines, reduce revenue and expose companies to costly and 
dangerous safety concerns,” Graziano said. “All of this 
fuels poor morale which perpetuates recruiting challenges. 
Creative, proactive measures are in order to meet today’s 
complex skilled workforce challenges.”  

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.
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When talking employee pay, it is frowned upon to discuss numbers. 
But strategy is another story. The most controversial industry 

compensation program has pros & cons, depending on who you ask.

THE GREAT

[PAY]
DEBATE
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In Favor of Pay for Performance
By Dan Snyder

It has probably been 25 years since I first heard of 
“pay for performance” as it was applied to our 
industry. It is entirely possible that this concept had 
been tried previous to this and it may have even been 
in use at the time, but regardless of that, it was a 

brand new concept to me and my brother Andy. Our new 
family business – Snyder’s Certified Auto & Truck Parts 
– had been open for about six to seven years in the mid 
90s. We had succeeded in building it into a fledgling orga-
nization from scratch, but my (new to  join the business) 
brother and I knew that there had to be something more.  

In search of that “more” we flew to Atlanta, Georgia to 
attend our first industry conference. Once there, I distinctly 
remember a conversation that we had while meeting in a 
common area, after we had split up to cover two different 
sessions. Andy had just returned from a session hosted by 
Jim Counts where he unveiled the unbelievable concept 
of “pay for performance.” My 
brother excitedly relayed the 
facts as he had notated them. 
While he fired off his volleys, I 
just as quickly returned them 
with all of the reasons why this 
concept would not work in our 
organization.

Shortly after our return to the 
business, we committed to the 
radical concept. Since that time 
we have instituted the “pay for 
performance” model in a majority of the positions inside 
our full-service business, and have even successfully imple-
mented it in some of the positions at our self-service loca-
tions, as well.

Creating a “pay for performance” program will require 
an open mind and a tenacity to see it through even when  
it doesn’t feel like it will work. As with any business plan, 
it takes upfront planning to successfully create a program  
that will withstand time and help your business be more 
successful. As part of this planning, it is important to 
determine what your goals are. 

These goals should be something like:
1) Decrease the cost per part pulled
2) Increase the gross pay of top part pullers
At first glance, you may ask yourself, “How can both  

of these happen at the same time?” Well folks, hang on! 
Here is where the magic happens.

Before you make any public announcements regarding 

your intention to move in this direction, it is important 
that you accurately measure productivity that is currently 
occurring in your business. This measurement should 
be done over a large enough timeframe so that you get a 
really good cross section of all activities that are accom-
plished by this particular position. Since I referred to 
“parts pulled” previously, let’s continue down that road 
for the rest of this example. 

Getting a Baseline
Let’s determine that both of my part pullers pulled 800 

parts in four weeks. During that time period these same 
two part pullers earned $6,400 in gross wages. Also, for 
simplicity sake we will assume that all they did was pull 
parts during this timeframe. Simple math of $6,400 paid 
out, divided by 800 parts pulled calculates that you paid 
$8 per part pulled.  

Next, you will have to make an educated guess on how 
much “wasted time” (as a percentage) that these two part 
pullers typically spend playing on their phone, extra time 
in the bathroom, missing time when you cannot find them, 

etc. This is not an exact science, 
but experience through the years 
has shown for us that 15% to 
20% is approximately the number. 
Now that you have this number, 
multiply that % times the $8 per 
part that you calculated earlier. 
Using 20%, this calculated cost per 
part pulled now is $6.40. This will 
be your starting pay amount for 
parts pulled. This educated guess 
and the following calculation are 

extremely important. If this step is ignored or not calcu-
lated correctly, your transition to “pay for performance” 
will not accomplish the goals that you set forth above.

Setting the Rules
No good “pay for performance” program is instituted 

without rules, penalties, and expectations of quality. All 
of these must be well thought out and documented before 
you roll out the program. Rules are the “rumble strips”  
at the side of the highway that keep people from wan-
dering off into the ditch.  These “rumble strips” don’t keep 
you from wandering around between the ditches, they just 
keep you out of the ditches. So, when thinking about rules, 
be sure you are not micro-managing every move that your 
employee must make. Just keep him from doing the job 
completely wrong. These rules are the way that you will set 
your expectations and bring them back to the “middle of 
the road” when they begin to wander. 

So, when thinking about rules, 
be sure you are not micro-
managing every move that 
your employee must make. 

Just keep him from doing the 
job completely wrong. 
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An example of a good rule is:  
1) You cannot damage any other inventoried parts when 

you pull a part, OR 
2) You must clean up all parts and debris from around 

the car after you pull the part from that car.  
Again, just keep them “between the ditches.”
Penalties are the ruler slapping across the knuckles 

when the rumble strips don’t 
work. Use these sparingly, but 
use them. It is important that you 
set the expectations and clearly 
define them, and just like with 
children, they need to know the 
places not to go.

When you force employees 
to be more efficient, the first 
thing they look for are short 
cuts which equals, ‘That is good, 
right?’ Well, it depends on what 
short cuts they take. Defining 
the rules (rumble strips) upfront is a good way to elimi-
nate those short cuts that will lead to a lowering of quality 
standards. Our industry has a reputation for poor quality. 
There are many reasons for that. Some are in our control, 
but many are not. Don’t allow a motivated (or unmoti-
vated) employee to take the wrong short cuts and lead to 
quality control issues in your business.  

Let’s Rollout
Once the plan is made, the adjustments are done, and 

the rules are set, it is time for the rollout. The rollout is an 
important part of the plan, as well. I suggest a one-on-one 
discussion with each employee who will be working under 
this program. Explain the amount of $ that you are going 
to pay, per piece.  Explain that the more they pull, the 
more that they make. Lastly, explain that you are going 
to run their current pay plan (probably hourly) parallel 
to the new pay plan for the next two weeks. Here is the 
great part. Explain to the employee that THEY get to 
pick which plan they are paid by for that next two weeks.  
Now they have control over the opportunity to give them-
selves an instant raise!  

Now, two weeks is not set in stone. You can run it for 
three or maybe four weeks, but I would not go any longer 
than that. I like two weeks. Be sure to explain to them that 
after that two weeks has completed, the new pay plan will 
go into effect. Don’t waffle on this detail. It will start at the 
end of the period.  This period will give them a chance to 
hit the ground running and “sprint” long enough to where 
they can see and feel the increased earning potential. 
Notice, I said “increased” earning potential. Remember 
the magic that I referred to above? Here it is. 

One more note of importance about this two- to four-
week “trial” period.  It will allow you to “correct” any 

gross miscalculations that you may have made when you 
put the program together. Do not announce that you will 
correct these miscalculations upfront. If you do, you will 
doom your program to failure. However, as the program 
develops after the rollout you should watch closely at how 
it actually is working in the “real world.” It is important 
that you make any corrections that need to be made after 

a good faith effort is being made 
by the employees and you discern 
that there may be some necessary 
adjustments.

Be prepared that you WILL 
lose some employees. Remember 
the example I stated above where 
there were two part pullers? Inev-
itably, you all know that one of 
those two guys is going to be a 
superstar, the other is well … not. 
And yet, they are probably making 
the same hourly amount or some-

thing real close. Under this new program, the superstar 
will get paid more because he produces more. When he 
gets paid more, he is happier and is more inclined to stay 
working for your company. The “other” part puller will 
not. He will make less because he produces less. It is likely 
he will make less than what he was making hourly. Again, 
be prepared that you will lose some employees during this 
transfer, which equals good news. The ones you will lose 
were likely be the ones that were less productive and less 
valuable to the company than the superstar who is now 
making more calculated dollars per hour than he was 
making previously. Voila, the company is paying less per 
part to get it pulled. Win Win!

Failure is an Option
There are hundreds of reasons why this will not work.  

If you choose to believe them, you will never try or you 
will try and fail. As with any new initiative it takes plan-
ning, execution, and “intestinal fortitude.”  A well set up 
plan will pay high performers very well and incentivize 
them to stay. The same plan will encourage those not 
willing to work hard to move on to greener pastures.  
This is done with less management than is needed to  
constantly motivate unmotivated employees. 

As stated above, we have used “pay for performance”  
in many of our positions at our full-service and self-service 
organizations. During that time we have grown from one 
location with maybe 15 employees to six locations with 
over 300 motivated and satisfied employees, who have a 
high regard for the company they work for and the cus-
tomers we provide parts for. 

I hope you are able to use these concepts in your orga-
nization and create an environment where high achievers 
want to be and others … don’t. Good Luck!

Dan Snyder is the 

CEO of Snyder’s 

Certified Auto 

and Truck Parts in 

Holland, Texas. 
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 Pay for Performance: 
 Decommission the Commission

By Marty Hollingshead

L et’s take a look at the idea of commission/ 
pay for performance. I will first touch on the 
pros and cons of this model. 

For the owners, on the surface this looks like 
a good idea. After all, if business is slow, pay-

roll will be lower. In theory, this sounds great, right?  
So now, let’s take a look at the true cost of this. 

Pro: You are paying people for what they do. 
Con: Now they only do what they get paid for.  

They are getting paid for quantity, not quality. Product 
quality suffers and there is also inconsistency in product. 
This leads to lost sales, unnecessary credits and returns, 
and lost profit. The thing to remember here is that credits 
and returns are the silent thief. For lost sales, you did all 
of the work to not make the sale, not to mention unhappy 
customers. 

Pro: When business is down, payroll is less.  
From the owner’s viewpoint, this looks like a good idea. 
After all, a business’ biggest expense is labor. 

Con: For the employee, this creates insecurity  
and uncertainty. We all have bills to pay. Just as the 
boss needs enough revenue to meet expenses, so do the 
employees. After all, when business is down, it is most 
likely due to factors or reasons that are beyond the 
employee’s control. 

Pro: Increases sales. 
Con: A sale is a sale, good or bad, profitable or not. 

Decisions are being made, not on what is best for the 
company, but on what is best for the salesperson at that 
time. If you are an owner or boss, and there is a 50-50 
chance of that deal going bad, I would like to think that 
you are probably not going to make it. However, if you 
are a commission-based salesperson, you will. After all, 
it’s a 50-50 chance that you’ll get paid. Commission- 
based salespeople also have a much higher return rate 
than those who are paid a regular wage. 

I have touched on salespeople, now let’s look at  
the rest of the staff. 

Dismantlers, Parts Pullers 
Pro: They are getting paid for what they are doing, 

which is dismantling and pulling parts, correct? 
Con: They are being paid for quantity, not quality. 

The quality aspect of your process suffers and these issues 
always appear at the time of sale (lost parts, bad or dam-
aged parts). 

The same applies for your warehouse people. They will 
try to get through their job as fast as possible, and this 
usually means cutting corners and sloppy work. 

What I find most amusing about pay for performance; 
these same consultants promoting it have said that a pay 
for performance system can be used as a means to make 

poor performers leave. If this is the case, shouldn’t the 
owner have known and acted on this already? If not,  
then maybe the boss is a poor performer too. 

Pay for performance is not a tool to manage your 
employees. It is actually the opposite. It creates more 
work for the boss and means employees and their jobs 
have to be more closely monitored. 

It has been well-documented that in most sectors, 
commission-based pay is a bad model. It promotes and 
rewards only self-achievement. It can destroy teamwork 
and it creates tension, uncertainty, and hostility among 
fellow employees competing for the same dollar. 

I do agree that you need a motivated, hard-working 
crew. However, I think there are better ways to achieve this. 

1. Recognize and reward people for doing a good 
job. Instead of commission, try positive reinforcement. 
Pay an ample salary with a monthly or quarterly bonus 
for hitting certain benchmarks or goals as a company, not 
individually, in order to promote a sense of teamwork. 

2. Fair compensation – Pay what the job is worth. 
This usually means that you are paying enough when the 
issue of money is not on the table. 

3. Make your employees feel that they are relevant 
and appreciated. Besides ample compensation, everyone 
has a need for self-fulfillment. 

4. Provide your employees with ample business 
assets. Training, resources, tools, and whatever is neces-
sary for them to be successful should be easily accessible. 

A Deal is a Deal
I personally don’t feel that commission (pay for per-

formance) is a good model for our industry, but I will 
say this: If you agree to pay someone a percentage based 
on what they do, once you set the rules, you should not 
change them. A deal is a deal. Good or bad, you must 
honor it and stand behind it. After all, if you have an 
hourly employee, and you’re paying him $20 per hour, do 
you go to this employee later and tell him he is making 
too much and you want to pay him less? If you did, that 
employee probably wouldn’t stay, or he would leave at 
the first opportunity available. 

Any business that has a short-sighted approach and 
trims costs at their employees’ expense will most certainly 
realize that this was a bad decision. This will also have  
a bad effect on the company’s bottom line. In this day  
and age, they say that people aren’t loyal. I disagree.  
Ask yourself this, “Why should an employee be dedicated 
and loyal to a company when the company does not do 
the same for them?” 

These are the ingredients needed to build a good 
team: Strong, honest, hard-working leadership, respon- 
sibility, dependability, dedication, respect, and a sense  
of teamwork. Remember, it all starts at the top. 

The best leaders lead by example. 
Stick to the basics, keep it simple, focus on proper,  

consistent execution of your fundamentals. 

Martin “Marty” 

Hollingshead is  

President of 

Northlake Auto 

Recyclers, 

Hammond, IN, 

and is the First 

Vice President of 

the Automotive 

Recyclers 

Association.
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To Commission or Not To Commission
By RD Hopper

T o commission or not to commission, that 
is the question. This was the most popular 
debate among recyclers when I was traveling 
around the country as president of ARA.  
I loved to watch this debate. As they say, it 

made for good entertainment. I have learned a lot from 
people on both sides of this issue. In my opinion, there 
is no right or wrong answer. A business can be run in a 
professional and profitable manner using either method 
or with a hybrid of the two. This is already getting 
controversial!

Making a Decision
We would all like a simple “to-be-or-not-to-be” black 

and white answer. Personal experience tells us that 
we must consider our strengths and weaknesses when 
making these kinds of decisions. It can also help to find 
other people who have similar busi-
nesses and draw ideas from each of 
them to come up with a game plan that 
will fit the current needs and future 
goals of your organization. Being 
willing to try different things and mea-
sure the results is critical to growth and 
to meeting future challenges. 

The question of the best way to pay 
each department comes down to the 
personality of you and your team. Do 
you tend to focus on quality, and not 
have enough production to cover over-
head? Or, do you tend to emphasize 
production, but have a high return 
rate due to poor quality? 

When dismantlers are paid on 
100% commission, they have a 
tendency to sacrifice quality for 
quantity because they are paid per 
vehicle, not per hour. To counteract 
this tendency, uniform processes 
must be put in place to ensure a 
consistent quality, as well as quan-
tity, is produced. When dismantlers are not on commis-
sion, quality is not as big of a problem as is the rate of 
production. 

If your strong point is quality control, then straight 
commission might be the right fit for your company 
because it will increase production. If you focus primarily 
on production, but you have a problem with quality con-
trol then paying by some other method than commission 
might work best for your company. You must play to 
your strengths, and by doing this, it will give you a better 
understanding of how to deal with your weaknesses and 
improve the production process overall.

It is a Numbers Game
Regardless of how they are paid, before we beat up 

dismantlers for issues, we must be sure we are doing our 
part to support them. What do we know for sure? Number 
one, the profit on the cars we run through our factory must 
cover the lion’s share of the overhead necessary to pay the 
bills. Number two, the quality and reliability of the parts 
we sell must satisfy the expectations of our customers or 
they will choose another alternative, whoever or what-
ever that may be. To make these two things happen and 
give dismantling the tools they need to play their part, we 
must think in terms of buying sales instead of vehicles and 
we must know our numbers. What is our sales goal each 
month? This should be a well thought out number. What 
percentage of our sales come from our dismantled vehi-
cles? What is our cost of goods? How much overhead must 
our vehicles cover monthly? How many sales do I need to 
buy each month? How many sales does dismantling need 
to dismantle each month to cover the cost of inventory and 
overhead? Only when we know these numbers, can we 

know if dismantling is meeting sales 
and production goals profitably. 

Either/Or?
Paying by commission is not an 

either/or proposition. Two of the 
people in our industry that I respect 
the most are on complete opposite 
ends of the spectrum on this issue. 
They each have totally different 
approaches to managing their teams 
and their businesses. They have two 
totally different ways to come up with 

the same result; two different ways 
to be very successful in providing 
for their team and their families. 
Each have given back immensely to 
this industry and their communi-
ties. Through sleepless nights, much 
blood, sweat, and tears, they both 
found a way to succeed!

The question is are we going to 
put in the time and effort to do the 
same? Are we going to experiment, 

measure results, and find the right combination for suc-
cess just as they did or are we going to take the path of 
least resistance? We as business owners, managers, and 
team members do not have control over many of the 
things that affect our business every day. On top of that, 
we can put ourselves out of business in a thousand dif-
ferent ways. Determine not to allow that to happen and 
be open to new ideas, experimentation, and yes, even fail-
ures that cause us to regroup and try another approach. 
Don’t be afraid of change and see it as adversity. Look at 
it as an opportunity to grow, improve your business, and 
adapt in our ever-changing industry.

RD Hopper is the 

owner of Sonny’s 

Auto Salvage in 

Jacksonville, AK,  

the company 

he and his wife 

Jennifer bought  

in 1998. Hopper  

is also a past 

president of the 

ARA.

Regardless of how they 
are paid, before we beat up 
dismantlers for issues, we 
must be sure we are doing 
our part to support them. 
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Pay for Performance for Your Team
By Ron Sturgeon

A ll of my articles are based on my experi-
ence. I share them to help you get ahead.  
I started with nothing and didn’t get to col-
lege, so I know you can achieve maximum 
success, regardless of your education. 

You have sat in class after class, talked to other yard 
owners about switching over to paying employees for 
performance, and you are still paying them hourly, 
thinking all your employees will walk out or that making 
this change might cause chaos in the business.  

Yes, just like you, I was slow to change to pay for per-
formance. I had all the excuses you are making, all the 
reasons why I should not disrupt my employees, because 
they were giving me all they had, but was I wrong! 

I still remember the day Keith and I changed to a 
pay-for-performance system for our employees. In 1998 
our delivery driver was having trouble making all the 
stops. We soon found out why. He was going to his girl-
friend’s house and taking naps and we were paying him 
for it! We changed his hourly pay immediately to pay for 
performance (pay per stop) and he erupted. He quit on 
the spot, but we kept going and hired someone else with 

the new pay plan and have never looked back. The new 
person thought incentive pay was great because he didn’t 
have the “baggage” of the former employee. 

So why risk the change?
As owners we have faith in our employees. We do not 

follow them around to see if they are spending their time 
efficiently or wasting our money. Instead of monitoring 
their work, we give them raises and hire more employees 
because “They just can’t get it done.”  If you are paying 
your employees hourly, take a day and just follow them 
around. You will be surprised at how much they don’t do. 

The switching to pay for performance will increase 
your bottom line. How? It will reduce the number of 
employees while increasing productivity. Pay for perfor-
mance will weed out the under performers and you will 
be amazed by what your strong employees are capable of 
handling. The driver on pay for performance must keep 
accurate records for delivery time, miles, etc. Drivers will 
generally have to load and unload trucks. 

We have helped many yards implement pay for per-
formance across their operations, including dismantlers, 
parts pullers, drivers, and salespersons. In fact, it’s one of 
the best ROI changes we teach owners, over and over, site 
by site. It’s not unusual to see clients get our fees back in a 
week or less with the changes they implement.  

Ron Sturgeon has 

been a successful 

business owner  

and past auto 

recycler for more 

than 35 years.  

He has he built 

several Fortune  

500 companies. 

Reach Ron at rons@

MrMissionPossible  

or (817) 834-3625,  

ext. 232.
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W hen employees leave 
for positions elsewhere, 
valuable trade secrets 
can go out the door with 
them. Employers can 
protect their customer 
lists, marketing plans 

and pricing data from ending up in the hands of com-
petitors by having key individuals sign restrictive cove-
nants. Employers also need to avoid lawsuits for violating 
restrictive covenants when poaching top performers from 
competitors.

Lessons Learned
A California sales executive who jumped ship for a 

competing employer took along a folder of customer 
lists and marketing plans. Those items proved valuable 
resources for the conduct of his new duties – so valuable 
that his previous employer sued for violation of confi-
dentiality and nondisclosure agreements, and illegal use 
of trade secrets. The results were costly cash settlements 
against the executive as well as the new employer who 
had encouraged use of stolen material.

If that story sounds familiar, it’s no accident. Sim-
ilar cases occur regularly around the country. When a 
star employee moves from one business to another, the 
resulting conflicts are often resolved in court.

“This area of law is growing quickly,” says Ben Mathis, 
an Atlanta attorney and managing partner of Freeman 
Mathis & Gary. “There are two competing interests at 
stake. The first is that of employers who have a right to 
protect their information from having people walk off 
and take it all with them. The second is that of the indi-
vidual’s right to compete against his earlier employer.”

Resolving those competing interests can hit profits 
hard. “Court remedies usually involve financial damages 
for harm that had been done to the original employer,” 
says Theodore J. St. Antoine, Degan Professor Emeritus 
of Law, University of Michigan Law School, Ann Arbor. 
“There may also be an injunction prohibiting the losing 
party from continuing an illegal practice. If the losing 
party ignores the injunction and continues to do the 
prohibited activity, the result may be additional fines for 
contempt of court, or even jail time in extreme cases.”

Restrictive Covenants
The moral of all this is clear: Businesses must take 

steps to ensure they do not lose valuable information 
when employees leave for competing companies. At the 
same time, employers need to protect themselves from 
costly lawsuits when poaching top performers from 
competitors. 

Protecting business interests has become more 
important with recent changes in the work environ-

In a tight employment market, employee poaching 
happens. Here’s how to avoid litigation and loss of 
trade secrets when workers jump ship. By Phillip M. Perry 
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ment. The employment relationship is less stable than in 
the past, high level talent is in demand and recruiting is 
aggressive. Intellectual property – easily carried between 
companies – is more valuable than ever before. Customer 
information, pricing data, business plans, and proprietary 
marketing strategies are all at risk. 

Businesses looking to negotiate this rocky terrain have 
a valuable tool at their command: restrictive covenants. 
These written agreements can keep departing employees 
from competing against former employers, soliciting the 
same customers or employees, or using a former employ-
er’s sensitive information for their own ends.

“Most employers have confidential, proprietary, or 
sensitive information,” says Joon Hwang, Shareholder 
in the Tysons Corner, Va., office of Littler Mendelson, 
P.C. law firm dedicated to defending employers in labor 
and employment disputes. “Or they may have certain 
employees with desirable skills, experience, training, or 
intimate knowledge considered integral and invaluable to 
their businesses. Restrictive covenants, drafted properly, 
can be a powerful tool for protecting all of this valuable 
information.”

There are two sides to the trade secret coin. Incoming 
personnel must also be quizzed about any restrictive cov-
enants signed at their former employer. And they must be 
prohibited from bringing along customer lists, marketing 
plans, financial records, confidential information, or 

anything else that might be determined to be the former 
employer’s property. 

Non-Competes
The most powerful restrictive covenant prohibits the 

employee from accepting employment at a competitor. 
Called “covenants not to compete,” or “non-competes,” 
these agreements specify a period of time for the prohibi-
tion and a geographic area where the prohibition applies. 
They usually also prohibit the individual from serving as 
an independent contractor for, or having any ownership 
interest in, a competitive organization.

“I generally do counsel my clients to have non-com-
petes, certainly with their higher-level employees,” says 
Jeffrey A. Dretler, a partner at Rubin and Rudman, 
Boston. “I think it’s a very important and effective tool 
for protecting company confidential information and 
relationships in which they have invested.”

So far so good. But employers need to be wary of a 
not-so-secret vulnerability of these covenants: The possi-
bility they will be deemed invalid by a court of law. That’s 
because such covenants raise concerns about limiting the 
capacity of employees to earn their livelihoods. 

Employers can help improve the enforceability of their 
non-competes by ensuring the terms balance the con-
cerns of the employer with the reasonable interests of 
the employees. “The wider the covenant goes geograph-
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ically, and the longer the term of the restriction, the less 
likely the court will uphold it as reasonable,” cautions 
St. Antoine. An example of a very reasonable covenant 
would be one that calls for a one-year moratorium on 
working for a competitor, within the radius of one mile of 
the original employer.

State laws
Achieving the right balance is a tricky proposition, not 

only because each employer-employee relationship poses 
unique circumstances but also because no federal law 
provides a common nationwide playing field. Everything 
depends on state law, and that can differ substantially. 

“Fifty states have fifty permutations of what employers 
can lawfully restrict with written agreements,” says 
Mathis. “Many states allow restrictions for reason-
able periods from six months to two years. Some 
states are more employee friendly than others. In Cal-
ifornia, employers generally cannot have any kind of 
restrictions.”

The challenge is becoming greater because in many 
states the law is trending toward greater worker protec-
tions. “The world is changing very rapidly,” says Dretler. 
“States are trending toward limiting non-competes. 
Many federal, state, and local initiatives, legislation, and 
news commentaries are asking whether there should be 
limits put on them. Are they anti-competitive? What’s 
really protectable? There’s a lot of litigation about these 
issues.”

Employers, then, need to avoid over-reach that can 
backfire when an unfavorable court decision removes the 
protections that were thought secure. “Another reason 
to avoid overreach is because it may reduce the employ-
er’s credibility with the court when seeking to enforce 

the non-competes that really matter,” adds Dretler. 
And he adds one more potential pitfall of unreasonable 
non-competes: Some valuable prospective employees 
may decide not to join a company out of fear they will 
be bound by a too-onerous non-compete when the time 
comes to leave.

Non-Solicits 
As suggested, non-competes can backfire when they 

fail to hold up to a court challenge. Very often that means 
an employee who has jumped ship is free to conduct 
business without any restrictions. And that can leave the 
former employer in a bad competitive position.

There is a solution to this problem, and it comes in the 
form of another restrictive covenant. Often referred to as 
“non-solicits,” these covenants are designed to keep an 
employee who moves to a new business from soliciting a 
former employer’s customers for a set period of time. 

“An agreement not to solicit customers is often easier 
to defend than a covenant not to compete,” says Joseph 
Y. Ahmad, a founding partner in the Houston law firm 
of Ahmad, Zavitsanos, Anaipakos, Alavi & Mensing. 
“That’s because it is narrower in scope, allowing the 
employee to work for a competitor.” Courts like the fact 
that these agreements preserve the ability of the indi-
vidual to continue to earn a livelihood while protecting 
the rights of the former employer.

What if a former customer tracks down the departed 
employee at his or her new employer? Even then the 
terms of the non-solicit agreement usually hold. “The 
employee has to say ‘no, I can’t help you’ and the former 
customer needs to contact another employee,” says 
Ahmad. “Occasionally one can go further than that and 
actually specifically direct them to a person who can help 

COVID-19 Heightens Risk

With so many employers trimming work forces 

in response to the COVID-19 pandemic, 

many terminated individuals will be taking 

positions with competing firms. Employers may be tempted 

to overlook the terms of restrictive covenants so their 

terminated workers can earn a living. Doing so, however, 

may jeopardize the employer’s future profitability.

“Employers who choose not to seek enforcement of 

restrictive covenants during this time should understand 

that failure to do so may hinder later enforcement,” cautions 

Joon Hwang, Shareholder in the Tysons Corner, Va., office 

of Littler Mendelson, P.C., the nation’s largest law firm 

defending employers in labor and employment disputes.  

He points out that future employees who breach  

restrictive covenants may assert a waiver argument —  

that the employer’s prior forbearance proves a lack of 

legitimate business interest to support enforcement of  

the agreements.

There is a solution to this conundrum. Hwang suggests 

employers take steps to minimize the risk their well-

meaning inaction may have by memorializing their 

justification for not seeking to enforce the restrictive 

covenants. Legitimate reasons might include:

•  A lack of resources necessary to enforce the agreements 

due to the impact the pandemic has had on the 

employer’s business

•  A decline in business from certain clients, or their 

bankruptcy

•  Model records of former employees for whom restrictive 

covenants have been unenforced, including the 

fact that the individuals returned all confidential 

information and agreed not to solicit customers serviced

Hwang offers another tip: “It would be helpful for 

employers to explicitly state that the decision not to enforce 

at this time should not be interpreted as a waiver of any 

future right to enforce the restrictive covenants against 

other former employees.”
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er’s covenants as unreasonable. “Some employers draft 
restrictive covenants knowing they will not be enforce-
able but will scare people into behaving as desired,” 
warns Mathis. “Employers with deep pockets can cause  
a lot of trouble.”

Take some prudent precautions during the hiring pro-
cess. Ask what agreements the employee has signed with 
his current employer. The individual who never signed 
a non-compete might have signed an agreement not to 
solicit the certain customers or to recruit coworkers.

“When a new employee is hired it’s a good idea to get 
a verification or agreement the person is not taking confi-
dential information from somewhere else,” says Ahmad. 
“And also that the employee is not subject to a restric-
tive covenant that they have not made the new employer 
aware of.”

When determining the risk involved in poaching, 
employers also need to examine their conscience: If the 
goal is not to attract a skilled employee but to cripple 
a competitor by grabbing trade secrets, hiring the indi-
vidual can be actionable in court. 

“You may simply see a very talented person performing 
for another firm and you think you can give that indi-
vidual a better deal,” says St. Antoine. “That won’t give 
rise to a cause of action. But you can be the target of liti-
gation if you have some other element in the picture,  
such as an effort to get insider information.” 

Employers should also avoid tarnishing the picture 
by spreading false and damaging information about the 
employee’s current company. “If an employer falsely tells 
a coveted person that his current employer is going out  
of business, that is ‘trade libel,’ a special form of ‘libel  
and slander,’” says St. Antoine.

Changing Laws
Non-competes, non-solicits and confidentiality agree-

ments form a viable defense for employers looking to 
protect valuable business information. But restrictive cov-
enants must balance the needs of the employer with those 
of the employee. Employers must periodically review all 
agreements to ensure they continue to comply with state 
laws that are becoming more protective of workers on 
what employers can prevent them from doing.

“The viability and enforceability of a company’s restric-
tive covenants, particularly non-competes, are more likely 
to be the subject of rigorous review today than in the past,” 
says Hwang. “To ensure enforceability when it counts, 
employers should review the scope and terms of such doc-
uments to ensure they are sufficiently and narrowly defined 
to meet their legitimate business interests.”  

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.

them. But the safest thing is to not give the previous cus-
tomer much direction at all.”

Again, though, employers need to be careful about 
over-reach that can void the agreements. Not only should 
the terms specify a reasonable time limit, but they should 
also avoid prohibiting the solicitation of all customers 
served by the current employer.

“There usually needs to be some relationship between 
the employee and the customers, in terms of previous 
interactions,” cautions Ahmad. “The exception would be 
if you could argue, for example, that the employee had 
confidential information about your margins on certain 
products and that information can be leveraged at any 
customer. You can often make that argument work.”

There’s another kind of non-solicit. Often called 
an “anti-raiding provision,” this one keeps departing 
employees from luring coworkers to the new employer. 
“I don’t know of anything that triggers litigation more 
than a high level employee leaving a company, and then 
is suspected of being the Pied Piper and causing a bunch 
of other employees to leave,” says Ahmad. “Many times 
that gets articulated as some type of raiding claim, even 
though not every state has protections specifically for 
that.” Having a well-written non-solicit of employees, he 
adds, can help protect against this situation.

Confidentiality Agreements 
Sometimes the old adage “less is more” can be a smart 

business posture: Employers may get more value from 
less restrictive covenants. Just as a non-solicit may be 
more effective than a non-compete, one more less onerous 
restrictive covenant – the confidentiality agreement –  
can, in some circumstances, be the most effective of all.

“A confidentiality or non-disclosure provision prevents 
the departing employees from disclosing or using the pro-
prietary or confidential information of their ex-employers, 
or that of their employers’ customers,” says Hwang. After 
defining the nature of the organization’s sensitive informa-
tion, the agreements state that the signers will take mea-
sures to keep it secret. “The information in dispute does 
not have to be a ‘trade secret,’ but must simply be confiden-
tial, proprietary, or not publicly available.”

Because the legal system of every state recognizes the 
right of businesses to protect their sensitive information, 
confidentiality agreements are generally highly defensible 
in court. They can be signed by any employee who has 
access to sensitive business information. They provide 
valuable evidence that an employer has taken steps to 
communicate the importance of discretion to employees.

Luring Star Performers
Now for the other side of the coin. Employers need to 

be careful about violating a competing business’s restric-
tive covenants when luring away a star performer. The 
legal fees and time required to defend one’s actions can be 
costly, even when a court strikes down the first employ-



52 // May-June 2021 Automotive Recycling

Easily distracted and hyperactive,  
Clint Pulver was a challenged student  
in his early school days. When most 
teachers wrote him off as a problem,  
one educator saw his problem as an 
opportunity. “Being hyperactive,  
I was always tapping something, and  

it was really distracting to my teachers,” says Pulver. 
“When I got tired of tapping with one hand, I tapped 
with the other.” 

One day, a teacher took notice and tested his ability. 
He said to me, “‘Clint, I think you are ambidextrous.’ He 
pulled out a pair of drumsticks from his desk and asked 
me to play with them, which I did, and then he said, ‘I 
think you are a drummer.’ This changed the direction of 
my life forever.” 

It was the first time anyone had taken his problem and 
given it a positive purpose. Fast forward to adulthood, 
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Their Own 

Millennials in the workplace are easily motivated when  
approached with an individual-first management focus.  

This, by the way, works for all generations.
By Caryn Smith

Beat
Pulver made a career being a professional drummer for 
over 20 years, playing with top headlining fellow musi-
cians, and has appeared on America’s Got Talent and 
in several feature films. He founded the UVU Drumline 
known as the Green Man Group, which he directed for 
six years and went on to direct the Drumline for the 
NBA’s Utah Jazz until 2015.

Now, as the president and founder of The Center for 
Employee Retention, Pulver transforms how corporations 
create lasting loyalty through his workforce research  
as “The Undercover Millennial,” and his latest book,  
I Love It Here: How Great Leaders Create Organizations 
Their People Never Want to Leave, establishing himself  
as a leading authority on the subject.

Pulver strongly believes that a single moment in time 
can change a person’s life. We caught up with him  
to discuss this and how it can change a leader’s view  
of the generational workforce. 
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How has your former teacher’s discovery of  
your penchant toward drumming influenced 
your work in workforce development?

One person decided to advocate for me. One person got 
to the heart of me. It took this teacher some time to figure 
me out, but his discovery made a lasting influence on my 
life. I began to experience my ‘best self’ and I performed 
better as a student. 

In my current work, I have proven that successful work-
force retention is where you create an environment where 
people want to be with you. You advocate for them and 
help them be their best self. As a leader, you need to ask, 
“What do people experience when they are around me?” 
Your answer can create loyalty or mistrust. 

Explain your work as  
“The Undercover Millennial?”

For four years, I went undercover in hundreds of orga-
nizations, interviewing thousands of people. I would go 
into an organization looking for a job. In that process,  
I would ask workers, “What’s it like to work here.”  
They would tell me everything; people like to communi-
cate their truth. That is the magic of all the research. 

I would go from employee to employee, and  
I heard, ‘I love my job, I love my manager,  
I love the culture, the customers,’ as 
common positive responses. I dug 
further to see what the truth was 
behind those responses. Why did 
people thrive in these environments?

Then, I also heard the opposite, like, 
‘run from here – management is horrible,’ 
‘drug deals happen here daily,’ ‘bosses 
abuse employees,’ or ‘bosses are mean.’  
Some people indicated they stayed only because 
they felt they didn’t have anywhere else to go  
due to criminal records and such. 

There were very interesting responses with many 
common denominators from which I wrote my book.

Ultimately, the goal is to help organizations retain, 
engage, and inspire their team members from the front 
desk to the board rooms and everyone in between.  
Navigating generational complexities, communication 
challenges, leadership missteps, and culture cues are  
the crux of my work.

What are the most interesting things 
for employers to know that you learned 
undercover?

People have a love-hate relationship with their jobs. 
When they hate it, they speak about the manager.  
When they love it, they talk about their mentor.  

Their Own 

People have love-hate 
relationships with their job. 

When they hate it, they speak 
about the manager. When 

they love it, they talk  
about their mentor. 
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No employee ever said they loved 
their job because the manager is 
amazing at time efficiency.

Mentorship is unique; it is 
something that cannot be given by 
leaders to employees. Mentorship 
must be earned from employees to 
leaders. People will decide if you 
are a mentor to them and invite 
you in as a voluntary act. 

To earn this trust, mentors must 
act as advocates and be seen as leaders who can connect 
people to their dreams. Like any good story, the hero (the 
employee) works to overcome an obstacle, then a mentor 
(the manager) appears in the storyline to offer wisdom, 
compassion or guidance to resolution. 

When I asked people, “why do you work here,” they 
would say things like, “I stay here because of Susie. For 15 
years, I worked for her and she was instrumental in my 
life.”  Can people say that about you?

What are the characteristics of a great leader 
that inspired people to love their work?

There are five areas that I found incredibly important 
that help employees connect with supervisors and compa-
nies. They are The Five C’s:

Confidence – Confident people instill confidence in 
others. There is something that makes people feel empow-
ered when they work for confident managers.

Credibility – Managers that have some influence in 
their industry is something that employees admire.

Competence – It is important that an employee sees a 
manager/mentor as a practitioner of the work, not just a 
theorist. They want to see that they are capable of doing 
the work that is being required, or at least have working 
knowledge on it.

Candor – Honesty and openness creates trust which 
establishes strong working relationships. The ability to 
make deposits and withdrawals into a worker is made 
possible through frank expression. Be clear, set standards, 
and manage expectations.

Care – Genuine concern is very easy to recognize, as 
is the flipside. The moment we stop caring, we break 
employee-employer relationship trust.

What is your best advice for companies 
to navigate generational complexities as 
generations collide at the workplace?

In flight school, pilots learn that every airplane has an 
operational manual. All the data for that plane is in that 
manual. Yet, a good pilot knows that there is no substitute 
for getting in and flying the airplane. 

When managing generations at work, there are expert 
resources that suggest, ‘five things to attract millennials,’ 
and lists ski passes for everyone, game rooms, free lunch, 
and things like this. Yet, there is no magic formula to mil-
lennials. There are motivated ones and lazy ones, just like 
any other generation in the workforce.

In my research of over 10,000 people interviewed, the 
moment we look at people as a generation, instead of as 
individuals, we lose the ability to apply The Five C’s. 

While each generation has their tendencies, which 
might define certain benefits they might enjoy over 
others, there is no one size fits all approach. Mentorship 
transcends all generations. The world is changing, and 
it may change our perspective. But basic human values 
remain – the need to be heard, understood, respected, and 
grow with purpose and pride.  

Unfortunately for companies, the “manage the indi-
vidual” style seems like too much effort; this approach 
takes time. But so does interviewing, hiring, onboarding, 
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and training new employees. Why not spend a little extra 
time on your current employees and retain them? 

Companies want personality assessments and color 
code tests to group people and manage and reward them 
as groups. Instead, at their individual assessments why 
not ask, “Why did you join the company and why do you 
stay? What can we do better?” Listen to the people; they 
will tell you more than an assessment.

What are common communication challenges in 
the workforce management?

I think it all starts at top in the “C” suite. There is a real 
value for people to be seen and heard. Status interviews 
start with senior level managers, then mid-level managers, 
etc. Explain “this is how the company operates” and make 
sure they understand the kind of culture you want to 
build. It is a living breathing entity with living breathing 
individuals doing the work. Create the company from the 
top down so that people will think twice about leaving.

In the annual employee review process, change the com-
munications angle. Why not say, “We can’t do this without 
you. The contributions you have made are valuable. What 
can I do to keep you here?” So many employees never 
hear this … yet they should. 

As management, your job is to remove obstacles so 
they can be successful in their work. Ask, “What is getting 
in the way of your work?” Maybe they need new tools. 
Maybe they need a bus pass to get to work on time, a flex-
ible schedule, or upgraded software. 

Ask them, “What can I do to help connect you to your 
dreams?” Maybe it is more training, college night classes. 
Maybe they want a new career. While they are working 
for you, help them get to the next level. They will be 
leaving anyway, and this will make them more productive 
and appreciative while they work for you!

In the rare instance they ask for a pay raise that cannot 
be given, be honest. Tell them, “I cannot do a 20% raise 
in pay, but I know you love to fish. What if we give you 
off on Wednesdays during fishing season?” Or, “I know 
you just had a baby, what if we allow you to work two 
days a week at home.”

Where is the workforce going in the future?
I believe we are headed for the biggest job churn in eco-

nomic history. In 2020, everyone was grateful just to have 
a job. We are now coming out of it successfully. 

People will forever remember how you treated them in 
2020 during COVID-19. Everyone had to work differ-
ently during the pandemic. Workers now see more oppor-
tunity to get jobs in other places, without moving! They 
can live in California, and work in New York. 

Employers need to ditch generational stereotypes of 
their employees and build a company that all individuals 
are proud to play a part.

In working to do this, what are the top 
leadership missteps from your perspective?

There are four types of managers and they operate on, 
or lack, two things: Standards and connections.

1) The Removed Manager. This person is low on both; 
creates disengagement in the workforce; and leaves people 
with no incentive to work harder.

2) The Buddy Manager. High on connection, low on 
standards. They are more about friendship. Employees get 
frustrated with the need for more leadership.

3) The Controller Manager. High on standards, low on 
connections. The typical employee reaction is rebellion 
and push back. The manager attitude is, ‘You get a pay-
check, do your job.’ This is a toe-to-toe relationship, not 
shoulder-to-shoulder.

4) The Mentor Manager. Has both standards and con-
nections. They need a good job to be done; yet recognize 
that a person with a heart (and a life outside of work) is 
doing the work. They show empathy, but also enforce 
quality, processes and production.

Becoming a mentor manager is the most beautiful 
thing to see. It was earned. It is a voluntary choice of an 
employee.

Create an environment where people choose to work 
harder for you because of who you are. It is a hard con-
cept to implement, and when it is achieved, it is amazing.

Be patient, and always be recruiting. Have employees 
refer friends or people in their circles. Everyone enjoys 
working with people they like, know and trust. 

Employers need to ditch generational stereotypes of 
their employees and build a company that individuals 
want to work at.

Clint Pulver 
drumming to 
his own beat. 
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What about attracting employees to an 
industrial setting like automotive recycling? 

In this setting, I would shift over to words POTENTIAL 
and WORTH. 

On potential, communicate personal growth oppor-
tunities if there is no way to go up the ladder. Every 
employee can enroll in financial growth classes or get free 
marriage counseling, parenting classes, or negotiation 
training. Grow people to be better people. 

Find out what matters to a potential employee and 
create a plan for them. Maybe they need to learn better 
English, how to buy a car, how to invest, or wellness ini-
tiatives. Maybe they need later shifts in order to manage 
childcare with a working spouse. 

The component where managers fail most often in 
retention: Follow up. Purposefully circle back in one, 
three, or six months and informally check on the employ-
ee’s welfare from time to time.

On worth, there should be ongoing communication to 
ensure your employees feel seen, heard and understood. 

This includes more personalized recognition. Vocal praise 
is important. Annual awards with trophies or monthly 
shout outs also go a long way. Saying ‘we appreciate you’ 
is the #1 thing asked for by employees and #1 thing that 
was not being given according to my research.

On pay, you have to evaluate to whom you can give a 
raise. Money matters. Intangible perks can only go so far.

If your employees are not seen, heard and rewarded, 
they will go somewhere that they are seen, heard and 
rewarded the first chance they get.

Most of us have that one person, a teacher or a boss, 
that made a life-altering impact on us. Be that person to 
others. Be the company that creates pride in an employ-
ee’s life’s work.   

Caryn Smith is the editor of Automotive Recycling 

magazine, and has been covering the industry for 

over 20 years. She is a freelance writer for industry 

publications, such as Recycling Today.

Saying ‘we appreciate you’ is the #1 thing asked for by employees and was 
the #1 thing that was not being given, according to my research.
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      Recycler to Watch  
Dalbert  
Livingstone

Business building on the east coast 
of Canada, Dalbert Livingstone, 
president of Island Auto Supply in 
Charlottetown PEI, is a progressive 
automotive recycler to watch. He 
owns the business with his wife, 
Tabitha, who serves as its secretary/

treasurer. Operating this family-owned facility is just 
one of his many roles in the industry. In 2012, Living-
stone took on a board position in Automotive Recy-
clers Association of Atlantic Canada (ARAAC). He 
also is a past-ARA board member, serving for the last 
four years. Both positions have led him straight to his 
newest endeavor as chair of the 
Automotive Recyclers of Canada 
(ARC), succeeding Wally Dingman 
who stepped down after 13 years 
of service to ARC (see page 12).  

“I loved getting to know the 
people on the ARA and ARAAC 
boards. It is a really great group 
and I learned a lot. My biggest 
take away from both board expe-
riences is a drive to succeed that 
I saw in other auto recyclers, like 
Scott Robertson Jr. and Chad Councilman on the ARA 
board,” says Livingstone. 

“I have watched Dalbert grow as a person and as 
a business leader over his young career,” says Steve 
Fletcher, the Managing Director of ARC. “He takes 
on any challenge head on with a desire to learn, grow 

– and help those around him achieve success too. 
Dalbert not only runs a top-notch business, but he 
has taken the leadership of our national association 
in Canada – and he is a good, kind person along the 
way. Yes – Dalbert is a recycler to watch.”

Now that he has a larger role in the Canadian 
industry, Automotive Recycling caught up with him  
to learn more about his journey in the business.

The Early Days
 Island Auto Supply was founded in 1966 by Harvey 

Livingstone, Dalbert’s grandfather. After years of col-
lecting parts to fix cars, he finally had enough to make 

a business out of it. “He was orig-
inally getting parts for a car he 
had that needed fixing, and then 
just kept getting more parts which 
people would come and buy from 
him. By 1980s, he had a big ware-
house of parts on the original 
property. Eventually, we moved 
the business to this location,” 
says Livingstone.

While his father had little 
interest in the parts business –  

he went on to own a landscaping business – Living-
stone’s grandfather set his eyes on his grandson. “As 
a child, I was always around the business, playing out 
back, stealing pop from the pop machine. My punish-
ment for wrong doings was picking up garbage in the 
yard,” he says. 

Interview by Caryn Smith
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“I was recruited by my grandfather in 2002, fresh out 
of University, to help him integrate the company’s book-
keeping system from paper to digital,” says Livingstone, 
who brought his accounting education to the business. 
“After that project was completed, and the accounting 
took half as much time, I took on other projects. I was 
introduced to various positions around the facility –  
shipping/warehouse, tow truck operator, loader operator, 
dismantling and, eventually, sales.” 

“I can’t help but wonder if my grandfather was 
grooming me for a potential take over all along,” he says 
of his various jobs within the business. “I spent most of my 
time in sales, and then my wife came on in 2010 working 
with inventory and accounting for a few years, until we 
purchased the business together in 2013.”

As for Livingstone’s service to the industry, he comes 
by it naturally. “My grandfather is a founding member of 
ARA of Atlantic Canada (ARAAC) and, at first, he would 
drag me to the events. But I started to see there was more 
to these opportunities. I came onto the ARAAC board a 
year before I bought the business, and traveled to the U.S. 
and Ontario, a real eye opener.” 

Down to Business
The full-service business utilizes approximately 40,000 

sq. ft. warehouse space and sits on 16 acres on a small 
island on the Canadian east coast. The u-pull-it side of the 
business sits on 12 additional acres. The couple is currently 
in the process of purchasing it from Livingstone’s uncle, 
who opened the business in 1996.  

Island Auto Supply employees 18 in the full-service, who 
work to dismantle 800 late model vehicles a year. The self-
serve business handles about 500 vehicles a year, and both 
accept all makes and models. Some employees are origi-
nally from Harvey’s tenure, like Debbie, an administrative 
employee who has 35 years with the company.

The business also has a service center, runs local delivery 
and operates an eBay store.

 
Making the Business Run 

“We have a strong sales team, very experienced and 
knowledgeable,” says Livingstone. “I view sales as the 
foundation. That is the hardest position to hire and train. 
Once that foundation is laid, we built a team that can help 
deliver the sales teams’ promises to our customers. Our 
yard staff can work quickly to meet timelines, our disman-
tlers quality test as much as possible to limit returns, and 
our shipping department ensures that our parts get to the 

customer on time, as described.” To ensure that the sales 
force is successful, the company is always looking for new 
ways to increase production. They are not afraid to bring 
in new technologies and production software. Their goal 
is to have no paper. “We digitize our inventory with bar-
coding,” he says, “which allows for a seamless workflow. 
Also, one thing I did was open delivery routes. There was 
none before; and, once the delivery route was established, 
our sales really grew.”

“We are most proud of embracing technological 
changes,” he says. “We have integrated production soft-
ware, barcoding inventory system, Wi-Fi in the yard and 
warehouse, and really streamlined our processes. We shop 
for services at convention expos to see what vendors have 
to offer. We enjoy visiting other facilities for tours, where 
we see the potential in how they operate.”

“For instance, in 2013, we didn’t have a core program.  
I didn’t know about them. It took one vendor at one show. 
And now, our core program contributes greatly to the 
bottom line. If it wasn’t for an association event, I would 
not know. We can’t operate in a bubble,” he says.

Operating as an independent business, he knows there 
are trading groups that Island Auto Supply could be a part 
of. “Honestly, two sales guys here trained me. They are 
seasoned veterans and taught me the business. They know 
what they are doing and where the business is,” he says.

Expanding Sales
“We are always looking to expand revenues; we are 

hoping to grow the service department and the u-pull-it 
part of the business. Improving ecommerce is always 
ongoing, as well,” he says.

In an effort to sell more parts and minimize returns,  
Livingstone had the vision to open a small service center.  
“I was seeing opportunities for engine and transmission 
sales, where the customer could not find anyone to install 
them. We created a service center to alleviate that problem. 
We also install brakes, windshields, and provide other ser-
vices which has yielded a nice stream of revenue.” 

As of a few years ago, Island Auto Supply was about 
40% wholesale, 40% retail, and 20% to other automotive 
recyclers. “We have heavy walk in traffic to both the full 
and self service locations,” he says. 

Service and EVs
“When I started going to industry meetings, I admired 

the board members and executive directors. The peer 
respect and comradery was appealing, and I wanted to be 
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"I view sales as the foundation. That is the hardest position to hire and train.  
We built a team that can help deliver the sales teams’ promises to our customers."

a part of that someday,” says Livingstone. Now as chair of 
the ARC and former board member for ARA and ARAAC, 
he is achieving that reality. Yet, he has new goals in place.

Looking at the industry’s future, he sees the impact that 
electric vehicles will have on automotive recycling. “EVs 
are going to be the biggest game changer for us. It will 
affect how we buy cars, how we sell parts, and even how 
warehousing our current best-selling parts will change.

“At ARC – the wave of EVs that are coming towards us 
is the #1 priority. We have to make sure all our members 
and their employees are trained to dismantle and sell these 
parts to remain profitable. ARC has co-funded training 
modules that are being developed by the British Columbia 

Auto Recyclers (BCAR) for EVs that will be ready soon, 
similar to the ones on ARA University. We also use the 
ARAU training. Other training, ARC’s depollution mod-
ules, are already for release now.”

At Livingstone’s facility, they have EVs already in their 
inventory. “We have the safety kits with tools on site, and 
are already training our employees.”

As for fellow recyclers and the generation coming, Liv-
ingstone’s advice is, “Use your associations to keep in the 
know of what the  industry is doing. Lean on one another, 
we learn better together as an industry. Don’t try to do 
this all on your own.” 

This philosophy is certainly serving him well.  
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Grid
Across 
1. AWD wagon with 6-star logo (6,7)

8. Really rural road, perhaps (3,4)

9. Levee bound “American Pie” car

10. Pay-as-you-go route (4,4)

11. Flexible radiator adjunct

13. Endorse offspring’s car loan

14. Treadless dragster tires

17. Fork location

19. Driver

22. ‘80s Olds’ X-car

23. ‘75-’82 Ford model

24. Interstate officers, often (5,8)

Down
1. ’61-’80 International SUV

2. Iconic VWs

3. Ultra-aggressive driving behavior (4,4)

4. City streets, sometimes (3,3)

5. RPM dial, briefly

6. Final Olds offering

7. Auto entry type, often

12. First front-drive Cadillac (‘67)

13. Roller skating ‘60s servers

15. Reduced speed track section

16. Mercury’s “Sign of the Cat” model

18. Monster Truck show venue

20. 13-Down servers’ cargo

21. NASCAR contest

By Murray Jackson
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Advertise!
Contact Caryn Smith  
and Jay Mason for your  
Customized Marketing Plan  
to reach ARA Member  
decision-makers 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.
AB Cattech ..................................................................................abcattech.com ........................................................... IBC

Autodrain ....................................................................................autodrain.net ...............................................................56

Belanger Converter Recycling ................................................belangerconverterrecycling.com ............................IFC

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

Carolina Wheel Cover ..............................................................ineedahubcap.com .....................................................61

Car-Part.com ..............................................................................car-part.com ................................................................BC

Cash for Keyless ........................................................................cashforkeyless.com .................................................... 17

Copart ..........................................................................................copart.com/autorecyclers ..........................................47

CRUSH/S3 Software Solutions, LLC .......................................s3softwaresolutions.com ..........................................31

Davis Recycling, Inc.  ...............................................................davisrecyclinginc.com ...............................................59

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

ETE REMAN  ...............................................................................etereman.com ................................................................ 7 

Lamb Fuels .................................................................................lambfuels.com ............................................................. 11

MarkingPenDepot.com .............................................................markingpendepot.com ...............................................59

PGM of Texas .............................................................................pgmoftexas.com ..........................................................15

PMR..............................................................................................pmrcc.com ....................................................................21

Rebuilders Automotive Supply ...............................................coresupply.com ...........................................................27

SAS Forks ....................................................................................sasforks.com .................................................................. 9

Supershear .................................................................................supershears.com .........................................................41

United Catalyst Corporation ....................................................unitedcatalystcorporation.com ................................23

United Recyclers Group ...........................................................u-r-g.com .....................................................................25

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

GJS Insurance, an Amwins company .........................................gjsullivan.com/wwfi.com ............................................ 29

Worldwide Recovery Systems .....................................................www.86690waste.com .............................................. 13
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ARA’s Executives (finally) Face to Face

Send your photo(s) as high 
resolution JPG format, 

along with a description  
or identification of the 

people/things included to 
ARAEditor@comcast.net. 

Recently, the ARA Executive Committee met face to face  
for the first time in over a year for their semi-annual 

meeting of the minds to discuss association business.  
Hosted by Advanced Remarketing Services at their Middle-
town, RI location, the ARA EC enjoyed the complimentary 
use of their high-tech conference room to review the past 
year of operations, and strategize for the future.  

Jonathan Morrow, Scott Robertson Jr., Sandy Blalock, Nick Daurio, 
Shan McMillon and Marty Hollingshead, left to right, above.
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