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I have first hand experience in wearing multiple work 
hats, juggling way too many balls in the air, and run-

ning from fire to fire some days at work. I understand 
the struggle in trying to stay informed while being pulled 
in every direction. Sometimes it feels like we are just in 
survival mode until your head hits the pillow ... then the 
alarm buzzes and it’s Groundhog Day all over again. 

There is only one way to break this daily grind cycle 
– budget your time. One of the best allocations of time I 
have is reading recent news on the automotive industry, 
not just the recycling industry, but everything automotive.  
In order for your business and our industry to remain rel-
evant, we must allocate time to industry trends and new 
technology. It’s like being stuck in basic addition when 
everyone else has advanced to complex multiplication. 

The term “ignorance is bliss” comes from a 1742 
Thomas Gray poem ... it figures that a poet would have 
coined that phrase. This phrase means that a lack of 
knowledge or information equates to or results in happi-
ness. For our industry, this statement could not be further 
from the truth. In fact, ignorance in business will lead to 
bankruptcy, resulting in a void of happiness. I urge you 
to avoid this way of thinking! It is easy to be informed by 
opening and reading ARA emails, watching ARA web-
casts, attending ARA conventions, reading ARA’s maga-
zine and getting involved, whether it’s in your local Affil-
iate Chapter or ARA. 

We need to stay informed about how new technology 
will affect our individual business as well as the poten-
tial impact to the recycling industry. Today’s automotive 
industry is changing rapidly. General Motors CEO, Mary 
Barra, has said that the industry will see more advances 
in the next 10 years than it has seen in the previous 100 
years. Tomorrow’s automobiles will look nothing like the 
vehicle of yesterday. Our industry will need to adapt in 
order to stay relevant 10 to 20 years from now. 

Bill Gates has it right – if you do not have good busi-
ness processes within your organization, technology 
will not fix it. As a matter of fact, it could make things 
worse. There are key ways to get your house in order – 
get involved, stay informed and learn from others. There 
is no perfect facility, if you are not evolving in ways to 
improve, you are falling behind. There is no quick, easy 
fix – and sometimes you need to make hard decisions. 
Look at new ideas and technology as ways to fine tune 
your operations, not as the magic pill that solves all 
problems.  

We have lots of smart people within our industry as 
peers and those who help us in support companies. The 
ARA mentoring program is a perfect way to interact with 
industry peers where recyclers help recyclers. We often 
“borrow” ideas from other facilities. Reach out to your 
yard management system’s support team. They are there 
to help you. Their future relies on your success. Better yet, 
attend a training session webinar hosted by an industry 
support company. It’s time well spent!

Listen to Bill Gates ... technology alone will not save 
or help your business. Technology applied in conjunction 
with informed, efficient processes is a road map to suc-
cess. Our industry and your business need both to remain 
relevant today and into the future. ARA and the entire 
Executive Committee work every day to ensure the suc-
cess of your business and that our industry remains rele-
vant into the new age of the automobile industry.  

By Scott Robertson Jr.
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“Once a new technology rolls over you, if you are 
not part of the steamroller, you’re part of the road.” 

— Steward Brand

“The first rule of technology used in a business is 
that automation applied to an efficient operation 
will magnify the efficiency. The second rule is that 
automation applied to an inefficient operation will 
magnify the inefficiency.”           – Bill Gates 





A s the world becomes more polarizing, our response 
cannot be contempt for those who disagree with us. 

We cannot blindly refuse to compromise. We certainly 
need to recognize that we don’t have all the answers. 
Everyone has a different set of values and experiences  
that frame their perspectives.

If you forget all else, remember this: don’t change your 
ethical stance for a compromise. 

You may have a difficult customer or deal that causes 
some angst or frustration you might regret in the moment, 
but never ignore your ethics because you might feel the 
frustration for a very long time.

I see recyclers all the time trying to make a decision on 
deals that make them uneasy; my advice to them is to 
listen to your inner voice before proceeding on any com-
promise. When you feel stuck or really cannot articulate 
on why something does not feel right, then reach out to 
others such as friends or other industry members because 
they often verify your “gut feeling.” Again, don’t bend your 
fundamental values to reach a compromise.

The one thing we must always consider is to take the 
time to understand the other side. 

Both sides need to understand the motivation of the 
other person. Sometimes the sheer act of listening can 
turn a compromise into a “win-win,” where no one has to 
give up anything. Even if you can’t reach that “win-win” 
situation, understanding and sympathizing with the other 
person can help turn dialogue to your favor. 

Remember that people want to be heard and under-
stood. Really listen to others by giving them a chance to 
speak. Visualize yourself in their position. Don’t forget to 
repeat back their opinions so they know you understand 
their views. Also, say “we” instead of “you vs. me” lan-
guage to foster a spirit of togetherness. People are much 
more willing to cooperate with someone they feel “gets it.”

One of the most important things to consider is the 
long-term benefits of your decision. 

Not all compromises give each party identical outcomes. 
In my experience, the opposite is true: compromise gener-
ally means one party comes out more ahead than another. 
So, you might ask yourself why should you make a com-
promise where you lose a lot and gain very little?

Sometimes you do it in exchange for a long-term benefit. 
It’s a risk, but you might decide the long-term benefits are 
worth it to you. Especially in today’s business climate with 
online reviews and social media. So, how do you know 
when it’s okay to just give in (or give up)?

Here’s a scenario to consider. You’re in a position where 
there’s not an ethical dilemma, but you are being asked to 
compromise with no short- or long-term benefits for you. 
That’s when you have to know when it’s okay to either 
just give in or give up. If you make the choice to give in 
without any expectation of tangible rewards, then you 
have to decide you’re okay with a “feel good” reward of 
simply making the right choice. Or sometimes in a com-
promise, you are working to develop a long-term mutual 
business arrangement. So adopt a positive attitude and 
know another compromise will likely work in your favor.

On the flip side, if the “feel good” or long view simply 
does not do it for you, then you may just have to step 
down from the negotiations altogether, which could likely 
have consequences, but not necessarily in the long run.

We’ve probably all experienced both the professional 
and personal effects of “giving up.” So ask yourself one 
last time – is it worth losing a relationship whether per-
sonal, professional or business? There may be an emo-
tional or business toll during that time, but the outcome 
can make you a better businessperson because you made 
a decision that caused some short-term pain for the right 
reasons.

Finally, as this year closes, whatever brings you the most 
happiness and means the most to you, may you be blessed 
with a happy, healthy, safe and fun holiday season and a 
much more prosperous New Year. 

By Sandy Blalock • ARA Executive Director

Horizon
 – Recycled Original Equipment ®
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Are YOU Willing to Compromise for Progress?

Reach Sandy Blalock 

at sandy@a-r-a.org. 

Share your thoughts 

pertaining to the 

advancement of 

professional auto- 

motive recycling.  

Your letter could 

be published in an 

upcoming issue.

“Never lose sight of the need to reach out and talk to other people who don’t 
share your view. Listen to them and see if you can find a way to compromise.” 

— Colin Powell

“I shall argue that strong men, conversely, know when to compromise 
and that all principles can be compromised to serve a greater principle.” 

— Andrew Carnegie
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I want to first take a moment to briefly 
mention EDGE 2020 – ARA’s 77th 

Annual Convention & Expo that pivoted 
into a spectacular virtual event. If you 
missed it, well, you missed out. We will 
share more about the event in the next issue, 
but the sponsors below deserve a round of 
applause. They fully supported ARA in their 
effort to present a top-notch experience 
for attendees, and as loyal partners of the 
industry. We want take a moment to thank 
them and ask you to please take a minute to 
check out their offerings and services.  

Best Niche Association Magazine

By Caryn Smith • Editor 

This issue is full of super informative fea-
tures and columns – from HR to marketing. 
We have a few new voices with Rob Rain-
water, Jen Wilson, Kelly Lawlor, and Rietje 
Lulsdorf sharing their expertise on subjects 
that will make a difference to your business.  

Also, we introduce you to the newest 
member of the ARA Executive Committee, 
Nick Daurio, p. 58, who shares his industry 
experiences and insights with you! 

And, you’ll want to 
check out the Technology 
Round-Up on p. 43!  

Short and Sweet

EDGE 2020
V IRTUAL
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Wheel
News, Trends & Reports from the Automotive Recyclers Association

Lorem ipsum

On November 10, 2020, the Amer-
ican Association of Motor Vehicle 

Administrators (AAMVA) hosted the 
third stakeholder meeting for the National 
Motor Vehicle Title Information System 
(NMVTIS). The meeting focused on  
NMVTIS’s Junk/Salvage and Insurance 
(Total Loss) Reporting Program. 

NMVTIS is the federal program that sup-
ports reporting on junk/salvage vehicles by 
junk salvage reporting entities such as insur-
ance companies, automotive recyclers, and 
scrap metal processors. It is also the system 
used by state motor vehicle departments 
for sharing vehicle title and branding infor-
mation with each other as well as with the 
public. As an important stakeholder repre-
senting the automotive recycling industry, 
ARA’s Executive Director, Sandy Blalock, 
was invited to present at the meeting.

ARA’s presentation focused on how 
automotive recyclers have been integral to 
the success of the NMVTIS program while 
noting that further enforcement by DOJ 
and state law enforcement agencies will 
be necessary to the continued success of 
NMVTIS. 

Over the last several years, ARA has 
worked to educate its member-base on the 
need to adhere to the NMVTIS reporting 
requirements. At this time, the Association 
is proud to say that most if not all of our 
members have acquired NMVTIS reporting 
numbers and are submitting the federally 
required information. If you or any recy-
cling facility would like help or have any 
questions relating to NMVTIS and the 
reporting requirements, please do not hes-

ARA Represents Automotive Recyclers at the American Association of Motor Vehicle  
Administrators Third Stakeholder Meeting for NMVTIS

Currently, NMVTIS faces the problem that there are still too many 
entities of all types that are not meeting their legally required 
reporting obligations. In order to achieve greater reporting 
compliance, there needs to be NMVTIS enforcement at both  
the federal and state level.   –Emil Nusbaum to AAMVA

itate to contact either Emil Nusbaum at 
emil@a-r-a.org or Sandy Blalock at sandy 
@a-r-a.org. Alternatively, feel free to call 
ARA’s main office at (571) 208-0428. 

NMVTIS Stakeholder Meeting 
Questions and Answers

Along with ARA’s participation in 
the webinar, stakeholders representing 
AAMVA, DOJ, and state law enforcement 
agencies also made presentations. Emil Nus-
baum, Director of Government Relations 
for ARA, participated in the webinar’s ques-
tion and answer session. Here is a summary 
of ARA’s question and answer session.

Q: What types of entities are not 
complying?

A: Unfortunately, some required par-
ties of all entity types are not currently 
complying with their legal requirements 
to report under federal law. This non-
compliance can take the form of required 
parties not registering with NMVTIS and 
subsequently not reporting any vehicles 
into NMVTIS. In other cases, noncompli-
ance can take the form where parties that 
are registered with NMVTIS only report 
on some of the vehicles for which they are 
obligated to report. The Automotive Recy-
clers Association (ARA) would like to see 

all legally required entities reporting into 
the NMVTIS program. For years, ARA has 
been educating our members on the need to 
adhere to NMVTIS reporting requirements. 
ARA is proud to say that most if not all 
of our members have acquired NMVTIS 
numbers and are submitting the required 
information.

As opposed to asking the question as 
to what types of entities are not currently 
reporting, the better question is how do 
we achieve greater compliance from those 
already obligated to report? Currently, 
NMVTIS faces the problem that there are 
still too many entities of all types that are 
not meeting their legally required reporting 
obligations. 

In order to achieve greater reporting 
compliance, there needs to be NMVTIS 
enforcement at both the federal and state 
level. ARA has worked alongside the 
Department of Justice, Bureau of Justice 
Assistance to encourage greater NMVTIS 
enforcement. Due to a lack of enforce-
ment resources at the federal level, the best 
solution to enhance NMVTIS compliance 
would come from state department of 
motor vehicles and law enforcement agen-
cies. In order to do this, ARA continues to 
encourage state departments of motor vehi-
cles and law enforcement agencies to incor-
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WELCOME NEW MEMBERS
Ace Auto Parts & Salvage  

dba Auto Parts
Boston Freightliner/ 

New England Road Equipment
CashforCars.com

Houlton Towing Auto Salvage & Repair
Interco – A Metaltronics Recycler

Kirchhayn Auto Salvage, Inc.
LeBlanc’s Auto

LKQ Utah
Papio Valley Auto Parts

Pieces d’Autos Fernand Bégin
Podium

Quick Recovery Auto Salvage
SC PRISCOM SRL

Third Gen Salvage, LLC
U-Pull-It Auto Parts – Memphis

YCS Inc., dba York’s Auto  
& Metal Recycling

Massachusetts  
Right to Repair

On November 20th, the Alliance 
for Automotive Innovation 
filed a lawsuit in federal court 

challenging the right to repair law 
that would provide expanded access 
to vehicle data. In their lawsuit, the 
automakers claim that the new law 
poses cybersecurity and vehicle safety 
risks and that the short time line for 
implementation will be impossible 
to comply with. The right to repair 
initiative set a date that model year 
2022 vehicles would have to include 
open access to telematic systems. 
However, the automakers claim that 
complying with the 2022 requirement 
is impossible since model 2022 
vehicles will begin being sold in 
January 2021. LKQ Corp., Auto Care 
Association, and the CAR Coalition 
are all working on trying to get 
the Massachusetts right to repair 
language nationalized through federal 
legislation. It will be worth watching 
whether or not the Court will grant an 
extension to implementing the new 
right to repair law. 

porate NMVTIS compliance as an obliga-
tion under state law – including the ability 
to collect fines for NMVTIS violations.

Q: We consumer advocates are regularly 
seeing salvage cars sold through salvage 
auctions (like Copart) disclosed only 
as “to be determined” in the NMVTIS 
reports. Does ARA share consumers’ 
concerns about this sort of incomplete 
and ambiguous “disclosure?”

A: The question highlights some of the 
intricacies and issues related to the incon-
sistencies of state branding laws. Part of 
the rationale behind the creation of the 
NMVTIS program was to provide consis-
tent federal definitions for “junk automo-
bile” and “salvage automobile” (28 C.F.R. § 
25.52) to help prevent fraud and anti-con-
sumer practices that come as a result of 
inconsistent state branding laws. 

Under current law, an NMVTIS reporting 
entity (such as a salvage auction) is required 
to report an initial disposition and final dis-
position for a vehicle – unless the reporting 
entity is certain of the vehicle’s final dispo-
sition at the time of acquisition in which 
case, only a final disposition report needs 
to be submitted. Therefore, in cases where 
a car sold through a salvage auction only 
has a “to be determined” disposition in a 
NMVTIS report, the salvage auction has 
not yet reported the final disposition (which 
they can do up to 30 days after their sale of 
the vehicle). 

The confusion in the question raised 
above is due to consumers not under-
standing that if a vehicle has an accompa-
nying junk/salvage insurance (JSI) report in 
NMVTIS, then the JSI reporting entity had 
deemed the vehicle to meet the federal defi-
nition of “junk automobile” and “salvage 
automobile.” Therefore, even if a vehicle 
only has a “to be determined” disposition in 
its NMVTIS report, the vehicle has automat-
ically been determined by the JSI reporting 
entity to be a “junk automobile” or “salvage 
automobile” under the federal definition.

In order to avoid the aforementioned 
confusion on the part of consumers, ARA 
makes the following recommendation to 
AAMVA. AAMVA should direct all public 
portal providers to include a statement on 
all NMVTIS reports explaining that if a JSI 
reporting entity has reported a vehicle into 
an NMVTIS report, that this means the 
reporting entity determined that the vehicle 
has met the federal definitions of either 
“junk automobile” or “salvage automobile.” 
By including this information into NMVTIS 
reports, consumers will better understand 
the meaning of the NMVTIS report. 

Q: What are ARA’s specific concerns 
regarding Safe Harbor? When you say 
that entities are “over” or “under” 
reporting, are you referring to the 
damage thresholds for reporting?

A: ARA’s specific concerns regarding 
the Safe Harbor provision, which was 
posted on vehiclehistory.gov in September 
2017, stem from the fact that the provision 
allowed for the government to fine entities 
for over-reporting vehicles into NMVTIS. 
After the Safe Harbor provision was ini-
tially published, automotive recyclers 
already reporting into NMVTIS became 
concerned that they would become subject 
to fines if they had over-reported a vehicle 
(even in cases where the automotive recy-
cler made their best effort to comply with 
the law). 

However, upon a careful reading of the 
Safe Harbor provision, the problem of 
over-reporting appears to primarily involve, 
“cases involving junk or salvage auctions” 
when the auction does not own a vehicle – 
but reports on the vehicle anyway. So long 
as this is in fact the intent of the over-re-
porting penalty in the Safe Harbor provi-
sion, ARA has no issue with the provision. 
However, ARA opposes any other interpre-
tation that would put automotive recyclers 
at risk for over-reporting penalties after 
having made a good-faith effort at com-
plying.  
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Recycler
By Marty Hollingshead

The Five-Year Plan, Four Years Later

B ack in January of 2017, I wrote an 
article about the Five-Year Plan, and 

what the future holds for auto recyclers. 
So, now four years later, I just want to 
recap the problems facing us and what 
changes we have seen. We will start off by 
looking at problems that were facing us 
and how things are now. 

1Information Denial by the OEMs: 
This was clearly the biggest threat 

before us then, and it still is now. It seems 
that there is more and more resistance to 
us getting information and part numbers 
from the OEMs, as well as all of the new 
“Position Statements” that have been ini-
tiated by the OEMs 
in opposition of using 
anything other than 
new OEM parts for 
repair on a vehicle. 

What will happen 
to interchange if we 
do not have access to 
OEM part numbers? 
This will make it diffi-
cult for us to operate 
our businesses. It will 
be difficult to apply 
and use analytics, also 
for making informed 
decisions on pur-
chasing, pricing, and 
inventory management, 
as well difficult for our 
customers’ and the insurance companies’ 
ability to look up and source our parts. 

2Autonomous (Driverless)  
Vehicles and the Evolution of  

Collision Avoidance Systems and 
Advances in Technology: As these vehi-
cles become safer, there will be less acci-
dents, which equals less vehicles in need of 
repair, less total losses, and more impor-
tantly, less opportunities for the automo-
tive recycler to sell and acquire product. 

With the coming of electric vehicles, this 
will eliminate for the auto recycler our 
number one and number two part types in 
terms of revenue, which are engines and 
transmissions. There will be high value in 
electronic components on these vehicles, 
such as collision avoidance components, 
cameras, modules, etc., but most of these 
components will be VIN specific. This 
means they will only function in the vehicle 
from which they came, and in most cases, 
the OEMs will be the only ones that will 
have the ability to reprogram or reflash 
these components. 

I do not believe that we will have a 
market to the end 
user, mechanical or 
collision repair shop, 
because they will not 
have access to the 
same technology. Our 
market for these parts 
will probably be a 
third party, like what 
we have now with 
the key fobs. What is 
certain at this point 
in time is that in the 
future, we will have 
less part types to sell, 
but this will also be 
reflected in what we 
pay for our salvage 
vehicles. Obviously, as 

part type demand and anticipated revenue 
goes down, so will salvage prices. 

3Ever-Widening Gap: Big Guys 
Versus the Independents: As this 

gap widens, it will be increasingly difficult 
for the smaller independents to compete 
against the big guys. The question that 
the auctions and the insurance compa-
nies should be asking themselves is, “if 
the independent or the smaller recyclers 
are gone, won’t this have a negative effect 

for the salvage returns for the insurance 
companies, as well as the auctions?” The 
byproduct will be that they will both 
realize lower returns and less revenue from 
less competition. 

4Environmental Compliance:  
Will this industry be subject to 

increased scrutiny by the EPA on the fed-
eral, state, and local levels? The answer is, 
YES, and we are seeing it now with storm-
water testing and also politically – how this 
industry can possibly be viewed as a threat 
to the environment. 

5Increasing Insurance Costs:  
We are seeing this now. I am hearing 

from other recyclers about the difficulty 
and the high cost of getting renewals on 
their policy. 

6Fallout from Public Negative  
Perceptions. How will the negative 

perceptions of our industry affect us in 
the future? Will it make us unwelcome in 
our own communities? The answer to this 
is that we have to eliminate the stigma of 
the junkyard image, which is how we are 
perceived by others. Being certified, ethical, 
clean, and business savvy can certainly help 
change this, but we also have to be pro-
active to promote these aspects about our 
business to change our industry image.

Challenges are Opportunities  
if We All Get Involved

So, as we can see, things will not get 
better for our industry until we take con-
trol of our future. To do this, we all need to 
get involved. We need strong direction and 
leadership from ARA, as well as our state 
and local associations. ARA has taken the 
lead and they are our voice on a national 
level to address and find solutions to many 
of these issues. Our state and local associa-
tions are also working hard to address our 
best interests and concerns. ARA – through 
training, education, mentoring and certifi-
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Remember this, we all have a responsibility to our 
businesses, our employees, and our community to work 

hard, support, and have a voice on all of these issues. 

cation – provides ALL auto recyclers with 
the tools and resources they need to be 
better and more successful operators. 

Remember this, we all have a responsi-
bility to our businesses, our employees, and 
our community to work hard, support, and 
have a voice on all of these issues. 

As ARA President Scott Robertson says, 
“We are the most misunderstood industry 
in the world.” And, he is so right. As an 
industry, we have a great story to tell. We 
need to let others know what we are and 
what we really do. 

With challenges also come opportunities. 
Whenever I am asked, “Why should I sup-
port or belong to ARA?” My answer is, to 
have a voice and participate in addressing 
all the challenges facing our industry and 

work together to find solutions. We need 
to look at the big picture here. We can no 
longer sit on the sidelines and wait for 
things to happen. We need to take control 
of our destiny before someone else does.  
We all need to participate. We can no longer 
afford not to. 

Support your Associations! Participate, 
be involved! Your business’s future and very 
survival is at stake. 

During our first mentoring session, I was 
handed this note from Lawrie Beacham:

“Every person owes time and money to 

Martin “Marty” Hollingshead 

is President of Northlake Auto 

Recyclers, Hammond, IN, and  

is the First Vice President of the 

Automotive Recyclers Association.

the industry in which they are engaged.  
No one has a moral right to withhold 
his support from an organization that is 
striving to improve conditions within his 
sphere.” 

I have this saying on a plaque in my 
office, and I look at it every day.  
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If you haven’t heard, ARA has launched 
a new project that may have eyebrows 

raised: A reality show! We all know there 
is plenty of drama in the business, but that 
isn’t the point. So, why would ARA pro-
duce a reality show? In a few words: To 
change the perception of the auto recycling 
industry. How do we get people outside of 
the auto recycling industry to pay attention? 
We entertain them. 

When I joined ARA, my role was pri-
marily to visit recyclers, grow membership, 
represent ARA at shows and meetings, and 
manage social media. I recognized that part 
of a good strategy for any social media 
presence is to create content that extends 
beyond your base. And, I really wanted to 
grab the attention of people outside the 
industry, but struggled with how. 

Last year as I was traveling from facility 
to facility visiting different recyclers, 
touring their operations and listening to 
their stories, I would often hear, “You’ll 
never guess what we found in a car this one 
time!” After several of these encounters, an 
idea occurred to me and I thought about 
documenting this. Video blogging (referred 
to as Vlogging). 

I watch a few YouTube channels of people 
in the automotive industry who vlog reg-
ularly. One guy vlogs about buying cars 
at Copart (Auto Auction Rebuilds) and 
another vlogs his Manheim car buying 
experiences (Flying Wheels). These channels 
garner hundreds of thousands of subscribers 
and views. While it can take years to gain 
that kind of base, it is a valuable influencer 
in the perception of the businesses they run. 
From what I can tell, there is no successful 
channel for the auto recycling industry. 
Yet, our industry is very interesting to the 
average person. 

Picking, crushing, shredding, bailing cars! 
That’s fun to watch ... but not enough to sus-
tain a channel. I needed a hook and finding 
treasures in wrecked cars was the answer. 

Pulse
By Vince Edivan

An Idea is Born ... and It Is Cool

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. 

Shortly after I had this thought, I was 
speaking with Jonathan Morrow, ARA 
immediate past president, and I shared the 
idea with him of filming with my phone, 
with the business owner’s permission, me 
digging through cars to see what I could 
find. Or just recording their stories and 
seeing the objects that had been found in the 
past. Right then, he basically called a “time 
out” (que the T time-out hand signal). He 
revealed that he and Aaron Stone (Ultravi-
olet Media Co-Owner, his childhood friend, 
and mutual friend of him and I) had been 
kicking the same idea around for a year. 

So, the three of us got together and began 
hammering out the details of the concept 
for “Totaled Treasure” as a way to create 
a new narrative that would dispel the old, 
dirty, oily, unorganized “junkyard,” and 
highlight the progressive, environmentally- 
conscious, high-tech, neat, organized auto-
motive recycler. The ultimate goal is to 
promote the value and savings found in 
replacing the parts on a vehicle with the 
ROE–Recycled Original Equipment®. 

The first episode debuted on November 
12, and can be seen on www.facebook.
com/TotaledTreasure. We traveled to 
Cocoa, Florida to visit Cocoa Auto Salvage 
owned by Shan McMillon, ARA 2nd Vice 
President/Treasurer, who agreed to be our 
test show. 

What you see when you watch that epi-
sode is way more than I could have ever 
imagined. We are very proud of what UVM 
has produced. The quality is easily at the 
“cable TV” level. Some have suggested that 
perhaps we could get the series picked up 
by a cable network. While that is a nice 
thought, it is doubtful they would relin-
quish the type of control over the content 
that we would require in order to be sure 
the episode represents the industry well.

Our primary goal is to represent the 
industry in a good light and grow public 
awareness about ROE–Recycled Original 

Equipment®. The entertainment aspect is 
how we gain traction. While we entertain 
folks, they will be subtly educated about the 
industry. So, what does the future hold for 
Totaled Treasure? We will see!

Building a successful channel on YouTube 
or Facebook is a long endeavor. It could 
take a few years to monetize it. And in order 
to stay relevant, we will produce an episode 
a month. And, of course, the problem with 
not having the backing of a cable network is 
that we have to pay for production. 

That is where auto recyclers come in!  
The pilot episode, funded by ARA, proved 
the concept! As of this writing, it has over 
60,000 views on Facebook. We are now 
seeking ARA member automotive recyclers 
to “host” an episode, which means funding 
it. We are also seeking sponsorship opportu-
nities with ARA associate members.

Recently, we wrapped up production at 
Wilbert’s Premium Auto Parts in Webster, 
NY (airing in December) and M&M Auto 
Parts in Fredericksburg, VA (airing Jan-
uary 2021). We have two more locations 
secured, and others who are very interested. 
The host facility receives tons of expo-
sure, and keeps a copy of the profile and 
commercial for use any way they wish. All 
together, they get five finished pieces:

1. A trailer video.
2. The full episode.
3. An employee profile piece.
4. Behind the scenes video
5. A 30-second commercial
If you are interested in hosting an  

episode, please reach out to me at 
vince@a-r-a.org. Also, you can follow 
Totaled Treasures on Facebook, YouTube, 
Instagram and TikTok.  
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W hen asked to write a short article 
for the magazine, I was able to dis-

cuss any topic I wanted. After joining Profit 
Team Consulting in April, I have spent the 
last six months working with salespeople 
and sales managers for a majority of the 
time. I have listened to thousands of phone 
calls and had hundreds of training sessions, 
and what have I learned from this? Well, 
it is still something that I have known for 
the last 25 years and 
have failed at 
myself as a sales 
manager. 

The Problem
We have no 

plan, no protocol, 
and no clue on 
how to train, motivate, and mentor a new 
salesperson!  

The best we do is teach them the basics 
of our yard management system, phone, 
production, and distributions systems 
and wish them good luck. Then we don’t 
understand why they struggle to perform 
to our expectations. We just complain 
about them while doing nothing to help 
them, wait about two years, and start all 
over again, if we’re lucky. 

Does this sound like a familiar pattern 
with your sales team? So, how do we fix 
the problem? How do we change the cul-
ture of our sales teams? 

The culture starts at the top and works 
its way to the bottom. The biggest mis-
take I see is there are no expectations set 
on any level at most companies. There are 
no measurements of these expectations, 
and no consequences put in place. We find 
ourselves caught up in the day-to-day and 
not enough time is spent on a plan. It may 
sound cliché, but a goal without a plan 
is just a wish, and I see it so much in our 
industry. We are working at our businesses 
and not running them!

The Fix
Goals must be set in every phase of 

your business and a plan must be put 
forth to achieve these goals. For our 
purposes here, we will focus on sales, 
since the question posed is, do you 
really employ sales professionals? 

TRAINING TRAINING TRAINING. 
We do not spend enough time working 

alongside our sales staff to create the cul-
ture we are looking for. You should have:
• A 12- to 18-month program designed 

to guide a new salesperson on their 
path to success. 

• Expectations should be laid out 
throughout the whole process along 
with how we will measure those 
expectations. 

• Daily, weekly, monthly, quarterly sales 
goals should be set, increasing as their 
experience does. 

• The goals should not just be a number; 
they need to be broken down by 
in-stock sales, brokered sales, warranty 
sales, freight, core, etc. 

• The training should include under-
standing these numbers and why they 
are so important to their success and 
the company’s success. 

• Outbound calls, customer retention, and 
building a new customer base also need 
to be measured as a part of their growth.

If you don’t have something as basic as 
this in place, there is no time like today to 
start your team on a path to success.

The Exponential Returns Gained  
by Investing in Your People

Here are a few words to let sink in 
from Ken Blanchard’s The One Minute 
Manager. 

“About 70 percent of a company’s 
expenses go on paying their employees’ sal-
aries. Even though this is the case, very few 
companies actually invest in developing 
their employees. This is because most man-
agers do not make the connection between 
their employees and the bottom line.

“At a fundamental level, the fortunes 
of the business rise and fall with its 
employees. They are the ones who create 
the products, make the deals, sell the 
inventory. Your job as the leader of the 
organization is ultimately to manage your 
employees and oversee that this all gets 
done and done well. With effective man-
agement, you will steer your business and 
develop your employees into productive, 
assertive and skilled individuals.”

The bottom line is you must invest in 
your people at every level of your business. 
This investment must continue; you can 
never stop making your team better. I have 
always looked at it like I was the coach of 
a sports team, it is up to me to make our 
good players great! So, you want a team  
of sales professionals at your company? 
It’s up to you to build one!  

Sales
By Rob Rainwater

Do You Really Employ Sales Professionals?  

We find ourselves caught 
up in the day-to-day and 

not enough time is spent on 
a plan. It may sound cliché, 
but a goal without a plan is 
just a wish, and I see it so 

much in our industry. 

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
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I was designing a business card for a new 
client and asked the business owner to 

provide the usual information for her card. 
I asked if she wanted any particular look. 
She said, “No, just use your creativity and 
make me look good.” So, I designed her card 
with a beautiful blue background. It looked 
wonderful and I emailed her a proof. 

Her response was, “This design is okay, 
but it’s not quite what I want.” I asked 
what she wanted different, but she said she 
would know it when she saw it. I redid the 
card and sent her a second proof. But, once 
again, she asked for another design. Again, 
I redesigned the card and sent her a fresh 
proof. She didn’t like that one either! In frus-
tration, I said, “I still don’t know what you 
like.” Then, I asked, “What is your favorite 
color?” She said, “I love orange!” 

I took the first design and replaced the 
blue background with an orange back-
ground, emailed her the proof and held my 
breath. She responded immediately with, “I 
love it! It is exactly what I wanted!” I could 
have saved a lot of time and effort if I had 
asked for her favorite color from the get-go. 

Color Impacts Emotions and Sales
While you may think this is inconsequen-

tial to the bigger picture, evaluating your 
website, business cards, advertising, bill 
boards, and more, could reveal why you 
are not attracting the customers you are 
pursuing. Every indication you can provide 
to current and potential customers that 
you are the parts provider for them helps a 
sale close.

Studies have proven that a buying deci-
sion is an emotional response, when pre-
sented with a choice, even in auto parts. 
Anything you can do to trigger the right 
emotion in your marketing helps sales. 

Color is a big part of it. Color has an 
impact on how customers behave and think. 
It is a powerful communication tool because 

it ignites emotion and can be a primary 
reason for a purchase.

Color is what people notice first in 
advertising and don’t even realize it. It can 
often be the lone reason someone makes 
a purchase. In a Small Business Trends 
survey, 93 percent of buyers said they 
focus on visual appearance. Close to 85 
percent claim color is a primary reason 
when they make a purchase! Another study 
titled “The Impact of Color on Marketing” 
found that, depending on the product, 90 
percent of snap judgments can be based 
solely on color.

 
Color in Your Marketing Projects 

The following is a list of colors and how 
they are generally perceived. 

Red: This is the color used for iconic 
brands such as Coca Cola and YouTube. 
When you use this color, you convey a mes-
sage of excitement, passion, danger, energy, 
or action. Red evokes appetite, so it is 
frequently used by fast-food chains. Red is 
the first color noticed because it is the color 
of blood. Because it triggers a message of 
danger, you want to use this color sparingly 
and strategically. In marketing red is often 
used to signal SALE. 

Use red for important things such as 

your call to action like “Call Us Now!,” 
or for critical headlines and messages you 
want to draw attention to such as, “Save 
40% to 60!” or “Hurry, Offer Ends Soon!” 

Use red for warnings such as, “Danger, 
Flammable Liquids!”  

Yellow: This color is used by brands 
such as Ferrari, Ikea, Denny’s and McDon-
alds. This sunshine color conveys happi-
ness, positivity, optimism and fun. Yellow is 
often used in backgrounds, bursts and as a 
highlight behind text to call attention. 

Black: This color is used by companies 
like Chanel and Nike. This color gives the 
feeling of mystery, power, sophistication 
and elegance. Black can also evoke emo-
tions such as sadness and anger. Black is 
easy to see and read, so it is often used for 
text, headlines and logos. 

Blue: This color is used by companies 
like Facebook, Twitter, Gap and Walmart. 
Blue invokes feelings of harmony, peace, 
stability, calm and trust. Blue provides a 
sense of security, curbs appetite and stim-
ulates productivity. Blue is considered a 
masculine color so most men feel comfort-
able with it and prefer blue. Many retailers 
print things like their guarantee, warranty, 
or free shipping icons in a blue color to 
strengthen the trust that blue represents.

Marketing
How to Use Color in Your Advertising
Using color is a powerful way to impact the how customers behave, think and buy.

By Mike French

First Impressions Using Color
When you want to say you are: 

• Honest, trustworthy or serious - blue 
• Passionate and excited about your 

product – red 
• Giving a corporate image – dark blue, 

dark red or black
• Creative or imaginative – purple, 

yellow or orange 
• Happy or playful – yellow
• Affordable or sociable – orange
• Conservative – blue

• Eco-friendly or financial – green
• Compassionate and caring - pink, blue, 

green or turquoise
• Elegant – black, silver
• High quality – black, silver, gold or 

purple
• Luxurious – gold, black, silver, or  

purple
• Sophisticated – black, silver
• Powerful – black
• Light hearted – pastels, pale yellow or 

light blue
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Mike French, president of Mike 

French & Company, Inc., can be 

reached toll free at 800-238-3934, 

or visit his company’s Web site at 

www.MikeFrench.com.

Green: Brands such as John Deere, 
Starbucks and Roots use green. This is 
the nature color and gives off feelings of 
growth, generosity, fertility and health. 
Green stimulates harmony in your brain.  
It encourages balance leading to decisive-
ness. Green is the color of finance. Green is 
one of the most seen colors in nature, so it 
is used by brands that promote themselves 
as environmentally-friendly. 

Orange: This color is used in logos like 
Nickelodeon and Home Depot. This color 
gives people feelings of creativity, adven-
ture, success, balance, and enthusiasm. It 
is associated with affordability. Orange is 
found to stimulate, motivate and lend a 
positive attitude. It is often used in educa-
tional materials, courses or blogs. Orange 

is not as commanding as red, but many 
marketers use it for calls to action or for 
areas they want to draw the eye.

White: You may think of white as a non-
color, but it evokes emotions such as inno-
cence, goodness, humility and cleanliness. 
Apple, Adidas and Tesla, use white in their 
logos and marketing. Most pages have a 
white background and a black font as that 
combination is best for readability.

Pink: This color is used by Mary Kay 
Cosmetics and Think Pink breast cancer 
awareness. This color gives feelings of 
femininity, playfulness, immaturity and 
unconditional love. Women generally like 
this color and most men do not. 

Purple: Yahoo, Taco Bell and Hallmark 
use purple. This royal color evokes power, 

nobility, luxury, spirituality and wisdom. 
It stimulates problem-solving as well as 
creativity.

Brown: UPS uses this color in their 
advertising and on their vehicles. This color 
evokes feelings of security, protection, struc-
ture and being down-to-earth. Many busi-
nesses use brown instead of overusing black. 

By using colors strategically, you help 
customers and prospects perceive your 
products and services the way you want – 
which is one step closer to a sale! 
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I believe resilience is one of our greatest 
assets as entrepreneurs and small busi-

ness owners. In 2020 – forever branded as 
the year of the “pandemic” – it shows us 
once again that business conditions can 
and will change when you least expect it. 
What you do about it is what will make or 
break you for the long haul.  

Tip #1 – Be Open-Minded
If nothing else, my 25 years of operating 

an auto recycling facility taught me to 
be open-minded and to be a catalyst for 
change. If you don’t know my background, 
I came into the auto recycling industry 
“cold turkey” with a massive clean up 
to contend with, failing equipment, and 
employees from the old school. Building an 
effective team took some time, and many 
bad hires, but eventually we got to the 
point where we always had a fantastic core 
group committed to the mission. We oper-
ated a successful, profitable, award-win-
ning auto recycling business 
with full- and self-service, 
scrap, export, and eBay parts 
specialty store. 

The rest of the story; we 
sold our business in 2013 to a 
national auto recycling chain. 
We didn’t sell because we were 
lucky or were in desperate 
straits. In fact, we had a business appraisal 
done in 2010, and part of that appraisal 
was exploring exit strategies. It just goes to 
show that planning can lead to successful 
results. We sold the business for several 
reasons; our children were not interested 
in the industry. I was looking for a change 
after leading the 25-year turnaround. It 
was strategically the best thing to do for 
the business in the long run. It proves – 
planning pays!

I am forever grateful for all the incredible 
leaders I met in the industry who helped 
when I asked and allowed me to adopt 

ideas that were successful in their opera-
tion. Because of them, I am a self-avowed 
auto recycling association junkie (ARA, 
URG, ARARI, and ISRI). I believe in the 
power of trade groups and have supported 
them throughout my entire career. 

Tip #2 – Be a Catalyst for Change
No one likes to talk about mistakes, but 

some of the best lessons are learned by 
trying things and failing. As important as 
it is to triumph when we have victories, it 
is equally important to recognize mistakes 
and weaknesses. Remember, the buck stops 
here. If you don’t change now, you will fail 
more quickly than ever before.

Tip #3 – Always Take Total 
Responsibility and Never Blame 
Anyone Else

Growth is not created by magic dust but 
through continual improvement! Be honest 
with yourself. When I was running man-
agement training classes for recyclers,  
I would hand out mirrors to all partici-
pants. Why? You are the leader, and your 
business is a reflection of you. Whether 
you are an owner, manager, or individual 
contributor, taking responsibility for your 
operation or department is critical.

Expert
Planning for 2021? Don’t Wait until Jan. 4!
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By Paul D’Adamo         RAS

No one likes to talk about mistakes, but some of the  
best lessons are learned by trying things and failing.  
As important as it is to triumph when we have victories, it is 
equally important to recognize mistakes and weaknesses. 

Small Business Assessment  

 Guilty ____ Not Guilty ____

Mistake #1 

Forget to make customers your first priority 

 ____  ____

Mistake #2         

Micromanage the business instead  

of building leaders  ____ ____

Mistake #3 

Fail to create a written mission/vision  

statement  ____  ____

Mistake #4 

Fail to invest in the business 

 ____  ____

Mistake #5 

Become a hoarder  ____  ____

Mistake #6 

Procrastinate on decisions

  ____  ____

Mistake #7 

Fail to network with other recyclers 

 ____  ____

Mistake #8 

Failure to understand your P&L 

 ____  ____

Mistake #9 

Failure to attend Industry events  

i.e., ARA Edge 2020 ____  ____

Mistake #10 (this one’s for you to fill in)

_______________________________________

 ____  ____

iStockphoto.com/sabatex

Continued on page 22





22 // November-December 2020 Automotive Recycling

Tip #4 – Create a Vision for  
Your Company 

After working in the business for many 
years and consulting for a number of small 
auto recyclers, I came up with the fol-
lowing assessment. It should be called  
the “looking in the mirror assessment” 
because it forces YOU to evaluate YOU.  
I use a “Guilt-o-meter” to highlight areas 
of concern. My job here is not to make you 
feel good about the things you think you 
do well, but force you to admit guilt on 
stuff you don’t do well in order for you to 
become a catalyst of change. 

Timing-wise, it is best to start planning 
for 2021 earlier than later. The hard and 
challenging work of being in charge never 
takes a rest.  

Paul D’Adamo is an active member 

in the auto recycling industry for 30 

years. Former owners of Bill’s Auto 

Parts in Cumberland, RI, Paul and 

his wife Lynn sold their award-winning business in 

2013. Paul worked as Regional Manager for Pick-

n-Pull for two years and then started Recycling 

Growth in 2015 to provide consulting and training 

services. Paul joined Rebuilders Automotive Supply 

(RAS) in January 2018 and has led the charge to 

#yankthatbag throughout the U.S. and Canada. He 

has become known as the “Recall Guy,” promoting 

awareness and action to remove defective Takata 

airbags. Contact pauldadamo@coresupply.com or 

401-458-9080.

Views expressed in a Sponsored Content section are 
those of the author and do not necessarily reflect 
the opinions or position of the Automotive Recyclers 
Association.

What do I do now? 
Tip #5 - Take the Small Business 
Assessment list (p. 20) and turn it into 
your priority list for 2021! 

Break the Denial Grip and start taking 
baby steps to become a better leader, a 
better boss, a better employee, and a better 
person. Focus on one item and make 
improvements before launching into some-
thing else. 

Most importantly, have some fun along 
the way, and as you make improvements, 
you will not only improve your compe-
tencies, but you will have a more positive 
impact on those around you. 

What are you waiting for? Start today! 
There is never a better time then now to get 
back to business basics.  
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Every industry has been impacted by 
actions taken to control the spread 

of COVID-19, including the automotive 
industry. Growing unemployment, cou-
pled with a pivot to remote working, has 
changed consumer priorities and curtailed 
car-buying habits. The decline in miles 
traveled has also resulted in less wear 
and tear on vehicles, thereby reducing the 
replacement rate. 

Additionally, like many other manu-
facturers, some automakers temporarily 
closed or repurposed plants to produce 
ventilators and personal protective equip-
ment. They also closed dealer showrooms 
to protect employees and the public. 
Amidst the COVID-19 response, these 
and other changes in market dynamics 
are giving rise to new emerging total loss 
trends.

Flattening of a Different Curve
For the past several years, average 

market values have increased regularly 
both in the United States and Canada. A 
gradual shift toward newer vehicles and 
more light trucks and SUVs, along with 
steady demand, has kept this trend con-
tinuing almost unabated. That steady 
uptick in demand, however, has recently 
slowed – causing dealers to be more 
aggressive in their sales incentives and 
more creative in their sales practices to 
accommodate a shift to online vehicle pur-
chases as a result of social distancing. 

While J.D. Power recently reported up 
to a 15 percent reduction in wholesale 
prices in certain regions of North America, 
given the sales environment it is unlikely 
retail price reductions will follow suit – as 
dealers must increase margins to offset 
sales declines. Under these conditions, it 
may be more likely that the industry will 
experience stagnation in average market 
values as opposed to any actual declines, 
although with a 90–120-day lag time for 

historical pricing, we may not see the 
true impact for several months.

Reduction in Salvage Returns
Reported declines in average sale prices 

at wholesale auctions across the US and 
Canada also mean that insurers are seeing 
less return on salvage when a vehicle is 
deemed a total loss. In addition to the 
reduction in demand from the industry’s 
retail and rebuilding segments, auction 
prices are also being driven by the drop in 
commodity prices. 

The COVID-19 pandemic has caused 
the global manufacturing industry to hit 
the pause button, reducing the short-term 
demand for raw materials, including scrap 
steel and aluminum. The average price of 
scrap steel has dropped by almost 20 per-
cent since the beginning of the year and 
we do not yet know whether additional 
declines are in store. What we do know, 
however, is that changing driving habits 
and workforce strategies could further 
impact the salvage market.

Greater Reliance on  
Virtual Conditioning

To support a new remote workforce, 
many carriers are transitioning to a vir-
tual claims handling model. While each 
business is unique and must make deci-
sions that best serve its employees and 
customers, we are already witnessing an 
acceleration of virtualization adoption in 
the auto claims industry due to the spread 
of COVID-19. This not only applies to 
estimating but to total loss conditioning 
as well. Some carriers had already moved 
their total loss conditioning practices to 
a virtual model prior to the pandemic. 
Others continued to rely on in-person 
inspections to complete this aspect of the 
settlement process. 

Now that social distancing has become 
the norm and businesses are looking for 

ways to limit unnec-
essary interactions 
between employees 
and customers, the 
idea of conditioning a 

vehicle from photos is much more palatable 
today than it was just a few short months 
ago. Carriers see it as a way to expedite 
the claims process and increase customer 
satisfaction, while consumers benefit from 
the speed, ease and convenience. As virtual 
conditioning becomes more widely used, 
carriers will need to provide consumers 
with easy-to-follow instructions for taking 
high-quality photos – ensuring that total 
loss teams have the images they need to 
accurately condition a vehicle.

While uncertainty still exists concerning 
the long-term effects of COVID-19 on the 
automotive and auto claims industries, we 
can look to emerging trends like these to 
help guide how we think about – and pre-
pare for – the next 6 to 12 months. How 
will consumer driving and work habits 
affect the collision industry? How will the 
pandemic drive innovation in the claims 
process? What will a move to virtualization 
mean for consumer satisfaction and carrier 
efficiency? Watching these trends closely 
will help business leaders more quickly 
emerge prepared for not just a new normal, 
but a better normal.  

Trending
Total Loss Trends Emerge Amidst the Pandemic

By Ryan Mandell - Report from Mitchell International

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.
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Looking for employees in the time 
of COVID-19 is not that much dif-

ferent than looking for candidates during 
“normal” times. As an owner of a virtual 
company that has always relied on remote 
staff, there are several things I prepare for 
when looking to bring members into my 
team. 

They include but are not limited to the 
following:

• Job Posting
• Job Description
• Expectations
• Schedule
• Personality
• Team Contribution
• Culture Fit
Now each of the above topics could be 

their own piece separately but I’m going to 
approach this on a bit of a high-level on my 
process and if you find that aspects appeal 
to you I say jump in and go for it; is it going 
to hurt to add in something new? 

Job Posting 101
To begin, the job posting is in relation to 

a need you and/or your company has due 
to growth, employee turnover and business 
direction. There are times we can take for 
granted replacing people for repetitive roles 
but that doesn’t mean we always get the 
best candidates as we use the same posting, 

interview questions and screening process 
that we feel is “tried and true” for our 
needs.

For my job postings, I list out what I 
expect them to do and their role in the 
company. Will there be extra tasks to 
complete? Something that separates them 
from the rest of the crew? Or perhaps 
this is a new role where there are defined 
expectations? 

These are valuable as you can get 1001 
people to apply to a job but then screening 
takes far longer to find the small group of 
genuinely qualified candidates. Start with 
your essential needs up front; simply getting 
more people to apply and then spending 
time to pair it down is not beneficial to any 
manager or productivity. 

It’s All in the Details
When you build out your job posting 

I tend to include the following areas: 
Description of what your company is 
looking for in a candidate with a sentence 
or two about the company’s industry 
niche, services/products offered, company 
background, what makes your company 
unique, responsibilities, preferred skills 
and knowledge, application requirements 
(examples, alignment with personal goals, 
top 2-3 skills traits that make you a fit for 
this position). 

Accurate Descriptions
From here build out the job description 

to match your job posting. This allows you 
to send it after you’ve done a phone screen 
on the candidate. It also shows that you 
are serious about filling the position and 
ensuring it is a good fit for them and you. 

There is a generational shift in the work-
force and finding a happy balance between 
work/life balance, showing your commu-
nity support and where you fit in the local 
community helps attract a wide array of 
candidates that may not have considered 
your business before. 

Narrowing It Down
When evaluating the resumes, my first 

round of cuts are those applicants that did 
not follow the directions in the application 
process, especially if they are being hired 
for a job that requires attention to detail. If 
I asked them to complete an assessment test 
as part of the resume screening, the candi-
date’s results are the second round of cuts 
to the qualified resumes (Indeed.com has 
a collection of assessments for narrowing 
down logical thinking and customer service 
integrations, for example). 

Unless they were a direct referral from 
an employee or suggested peer hold to 
what you are looking for, there is no use in 
rushing to hire a candidate, only to find they 
are a poor fit and then have do it over again. 

Once the resumes are pared down, I 
conduct a first round of phone screens. 
I do not bother with in-person or video 
interviews until round two, as personally I 
want to hear how they engage with me on 
the phone and I need to make sure others 
can understand them as well. If their job is 
engaging with customers/clients/vendors, 
I need them to speak clearly and to break 
down language barriers. 

I use this time to review a list of 10 ques-
tions during the 20 minute phone screening 

People
By Jen Wilson

Hiring with Intent – Even in a Pandemic
Creating a successful system to make sure you hire right.
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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 3rd 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.

where I get the clarification to questions 
from their CV/resume, and also access their 
work experience, their level of interest, and 
basic enthusiasm for the role. 

Contenders
From the surviving candidates I’m usually 

left with 2-5 candidates for an in-person or 
video chat screening to talk about the job, 
assess them as a person, and to identify any 
cultural/personality issues that could cause 
conflicts within the current team. 

The questions for this interview usually 
number between 10 to 15, with the inter-
view lasting between 20 to 60 minutes. I 
block all my in-person interviews at an hour 
and note the actual time I spend with the 
candidate, as that is also very indicative with 

how they answered the questions, what 
questions they asked, and what information 
was gathered or shared. 

Ultimately, I set expectations in the 
in-person interview on how our team func-
tions, where they would fit and their respon-
sibilities, as well as our style of communica-
tion. I have found that these items are taken 
for granted or covered once the job has been 
accepted. This can be too late in the process, 
where you can easily avoid any conflict or 
withdrawal of the offer when it turns out it 
looked good on paper, but not in person. 

There are plenty of aspects to this pro-
cess and we’ve all had our trials and trib-
ulations. This is my routine and I’ve been 
rather encouraged by it and the wonderful 
staff members I’ve hired over the years.  
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Those of you who know me well can 
recall when I lived in a mobile home. 

I wasn’t broke, but I wasn’t rich. But, 
even back then, I like to think I was never 
too cheap. Yes, I can remember having a 
pole truck to pull engines and move cars 
around, and I can recollect making fence 
poles with drive shafts. I was frugal. There 
IS a time and a place for thriftiness. 

Road Map to Wealth
As I’ve grown emotionally, however, I’ve 

learned an important lesson: You can’t do 
it on your own. You need others to help 
you. What does this have to do with being 
cheap? No, it’s not about paying employees 
more, although you must be fair and com-
petitive. It’s about having all stakeholders 
and friends wanting you to be successful. 
It’s about having 
them wanting to help 
and wanting to be a 
part of your success 

As part of my new 
book, Homeless to 
$100 Million: An 
Entrepreneur’s Road 
Map to Building 
Wealth (coming in 2021), I had to think 
carefully about the road map to building 
wealth and how best to articulate it to 
others. To write the book, I had to think 
about all the things that have led to my suc-
cess. One of the most important insights is 
that, if you want real financial success, you 
need lots of folks pulling on the oars ... and 
doing so happily. And, that’s hard to achieve 
if you’re not sometimes generous with those 
you depend upon. Put another way: You 
are unlikely to achieve a good amount of 
wealth being cheap because not enough 
other people will be invested in wanting you 
to succeed if they perceive you as tightfisted. 

The other thing that I have learned is 
that being cheap squeezes the fun out of 
life – unless you think it’s a sport to give the 

waiter a 10 percent tip. By the way, it’s not 
about just those you chose to not be cheap 
with; others watch. Most of us don’t like 
someone they observe who stiffs a waiter. 
Defining Success

What is a good amount of wealth? We 
can likely agree that $1 million isn’t what it 
used to be, and most business owners want 
more than $1 million to retire with. So, it’s 
more than $1million. I picked $5 million; 
you choose your own definition. 

You can retire with $1 million by being 
Cheap. Thrifty. Frugal. Call it what you 
like. My forthcoming book is about an 
actionable road map to building wealth, 
not income. They are very different. You 
can save money by not valet parking your 
car, or tipping the bare minimum. You can 
save money by driving to the Southside to 

save ten cents a gallon on gas. If you pile 
up all those savings for a lifetime, you can 
retire with $1 million. But why not aspire 
for more? Perhaps not a great deal more as 
some of us are more competitive and ambi-
tious than others, but striving yields results 
when done well. 

If you want more, remember that you 
need a lot of other people willingly pulling 
the oars and wanting you to succeed. 

Giving a bonus to your employees, one 
that they didn’t expect, is a good starting 
point. Equally important, show up for work 
before they do and leave after they do. They 
will notice that you work as hard as they do, 
and they will want you to be successful. 

Be Mindful of Your Tactics
Does anyone have one of those friends 

who always seems to forget his wallet at 
lunch? Or tips exactly 15 percent for over 
the top service? You don’t dislike him, but 
no one likes to think that you got ahead 
because you did it at the expense of others. 
Me, I never change a vendor for a price sav-
ings of less than 10 percent. And I make sure 
the current vendor knows that, and that 
they need to be competitive in their pricing. 
And I never tell another vendor the price to 

beat. 
Be kind, 

thoughtful, and 
generous, within 
your means. 
Always be per-
ceived as fair. 
Under promise and 
over deliver. Make 

sure everyone knows which oar to pull, 
how hard to pull, and for how long. Don’t 
be a spendthrift. Live modestly, within your 
means. Folks don’t work as well for a boss 
who plays golf all the time. Unless he’s 70 
and they know he worked his ass off for a 
long time and was always fair to everyone. 
Then they want him to enjoy the fruits of 
his labor. And they couldn’t care less that 
he has $5 million in the bank.  

Opinion
By Ron Sturgeon

Being Cheap is Unlikely to Make You Really Rich (And It’s A Crummy Way to Live)

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.

You can’t do it on your own. 
You need others to help you. 

... It’s about having them 
wanting to help and wanting 
to be a part of your success.  
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Often, there can be a chasm in setting a 
growth goal and the ability to achieve 

it. This can be a frustrating place to be. For 
auto recyclers who find themselves here, 
ARA has a program for you. Back at the 
75th Annual Convention in November 
of 2018, ARA launched the Peer-to-Peer 
Mentoring Program. It was the idea of RD 
Hopper during his year as president of 
ARA, and it was his vision to bring together 
some of the best operators to act as mentors 
to those that were in need of help. His focus 
was to mentor those that were new to the 
industry, those that may be struggling, and 
those that simply wanted to become better 
at what they do.

The ARA Executive Committee all 
quickly got on board with the initiative, 
with the goal to improve our industry, one 
recycler at a time. Our simple approach is to 
focus on the three P’s: People, Process, and 
Product. We emphasize the proper funda-
mentals such as not taking the easy way out, 
doing things the right way the first time, and 
using a ladder approach that over time, and 
small accomplishments lead to big things. 

Three years later, ARA has put together 
a team composed of some of the industry’s 
leading recyclers to serve in the role of men-
tors. Now, we are even looking to grow this 
into an International Program. 

In order to meet our aggressive goals, we 
need help! We are looking for additional 
mentors who are ready to give back in time 
and talent to the industry. 

What’s the Deal?
What’s the catch? Well, there isn’t one. It 

program is a benefit of ARA membership. 
This mentoring program has a “big picture” 
focus with a “getting back to the basics” 
approach, and an emphasis on consistency 

and the importance of proper execution of 
fundamentals. If this resonates with you, 
please consider being a part of the program. 

For each new mentee, our focus this year 
is 7 steps to success, with 7 tasks each to 
perform. These tasks will be tailored to the 
needs of the individual mentee. 

Rewards for the Efforts Made
One thing we want to emphasize: This 

isn’t just for fun. Rewarding, absolutely – 
but there is work involved. Whether you 
wish to become a mentor or a mentee, you 
have to realize that this is a serious program 
and with a clear commitment. All involved 
will have to hold up their end of the agree-
ment between each mentor and mentee to 
succeed. This will require hard work and an 
honest effort from all involved. 

If you are not willing to invest the time 
and work required, this program is not 
for you. But, if you are willing to invest 
the time and work hard, this program will 
definitely be of benefit to you. What makes 
this industry different from many others is 
that even though we are competitors, we are 
always willing to help one another. 

For those applying as mentors, we are 
looking for the best of the best. With this 
being said, these folks are also the busiest 
with the most on their plate. The sacrifices 
of their time, work, and other investments 
made to help others really demonstrates 
what great folks our mentors are, and why 
they have achieved a high level of success.  
I believe this is a great program – maybe one 
of the best benefits ARA has to offer. 

Mentor Point of View
On a personal note, I am proud of all of 

the folks that are a part of this. Change can 
be difficult and overwhelming at times. The 

best approach is to first realize the need for 
change, then to accept and embrace it. Chal-
lenges can be opportunity in disguise, it’s all 
about how you look at it. These two quotes 
that sum up this program well. 

From RD Hopper, Sonny’s Auto Salvage 
in Jacksonville, Arkansas: 

“If we can save just one recycler, this 
program will be a success. ... This is a tran-
sitional and trying time in this industry. 
These mentors have shown me that those 
who are willing to adapt and improve their 
businesses and processes will survive. I am 
grateful for those that have asked for help 
to improve, and for those volunteering to be 
mentors. They both have inspired me to do 
the same.” 

From Lawrie Beecham, Jeeepart Recy-
clers, Hervey Bay Queensland, Australia:

“Every person owes time and money to 
the industry to which they are engaged. No 
one has a moral right to withhold his sup-
port from an organization that is striving to 
improve conditions within his sphere.”  

Level Up
ARA Peer-to-Peer Mentoring Program: What’s Next? 

By Marty Hollingshead

Martin “Marty” Hollingshead 

is President of Northlake Auto 

Recyclers, Hammond, IN, and  

is the First Vice President of the 

Automotive Recyclers Association.

Mentors and mentees share their experiences 
at the 76th Annual Convention.

“Seeing people willing to given of their time and talent to the ARA Mentoring Program,  
to selflessly invest in the future of other owners and this industry as a whole, 
has made me feel honored to be part of ARA and this industry.” – RD Hopper



NOW ACCEPTING MENTORS 
AND MENTEES FOR 2021!
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Anyone in a family business knows 
that according to many statistics, the 

chance of the business surviving declines 
with each hand off to the next generation. 
What causes the drop off? Among the 
myriad of reasons, times change, dedication 
levels vary, and talent isn’t always genetic.

If you’re in a family business, do any of 
the following sound familiar?

• Granddaddy toiled day and night. He 
adored his work, never stopped with the 
new ideas and met with tremendous success. 
He just had a knack for knowing what the 
public wanted. My uncle, on the other hand, 
has practically run the place into the ground. 
He’s got an idea a minute. Unfortunately, 
almost everything he dreams up is a dud.

• The culture shifted when Jenny married 
Greg, and he started working here. I’ve ded-
icated years to this company, and an entitled 
spouse has ruined it. 

• Since birth, Mother has had us on a 
path to take over the reins. My brother and 
I know the business inside and out. Yet, I’m 
only 23 and my interest is wanning. Maybe 
I’ll get the courage to tell my parents I’m 
leaving to go to law school.

Family dysfunction junction is no picnic. 
It’s even worse when people’s livelihoods 
are at stake. The longer any issues have 
gone unchecked, often the more severe they 
become. But there is good news, it’s almost 
never too late to confront a problem.

Dysfunction Symptom Number One: 
The people currently in charge are running 
the business as usual but not innovating. 
Status quo will lead to hanging a going-out-
of-business sign on the door.

Correction Strategy: Not everyone is 
a driver, nor does just anybody have the 
creative spark to carry the torch when a 
dynamic owner steps down. Fortunately, 
inside this dark cloud of bad news hides a 
silver lining. Nothing mandates a company 
to home grow its top talent. If you’re not 
suited to the top spot, hire it out. You won’t 

look weak, you won’t have to give up con-
trol of your legacy, and you’ll look smart 
and humble as you position your organi-
zation for future success. There are many 
ways to get a right fit. Be specific about 
what you’re looking for, focus on culture, 
and find someone who is good at the parts 
of the business where you don’t excel.

Dysfunction Symptom Number Two: 
The rules don’t apply to everyone the same 
way. Blood relatives and/or their spouses 
take advantage of family membership, and 
it’s negatively impacting culture, morale, 
and attitudes.

Correction Strategy: Addressing this 
dysfunction requires some tough love and 
may hurt feelings. When you decide to 
address the problem, have your data ready, 
and come prepared with plenty of examples. 
Obviously, the confrontation conversation 
is easier if you have power. When you don’t, 
your approach may need some adjustment. 

No matter your version of the entitle-
ment dysfunction, one factor is almost 
certain; this dysfunction is not going to 
self-correct. At some point you’re going to 
have to address bad behavior.

Dysfunction Symptom Number Three: 
Some of the family work on vacation and 
others vacation at work. 

Correction Strategy: Start by making 
rules and goals visible and measurable. 
State the obvious to ensure everyone knows 
what’s expected. Then, review goals and any 
rule violations regularly. Sometimes addi-
tional structure and sunlight can go a long 
way toward correcting an imbalance. Of 
course, if that doesn’t work, it may be time 
to talk about a pay-for-performance struc-
ture, a split of some sort, or even a buyout. 

When tackling this challenge, you need 
to consider your interactions outside the 
business. Do you still want to have Thanks-
giving with these people? Regardless of your 
answer, the greater relationship ecosystem 
should inform your decisions.

Dysfunction Symptom Number Four: 
The kids want to join the business but see it 
more as a meal ticket than a career move.

Correction Strategy: Many families that 
have successfully passed the stewardship of 
their enterprise from one generation to the 
next know the value of putting people to 
work outside the business before they earn 
a spot on the inside. While nothing is wrong 
with a short summer stint or part-time job, if 
junior hasn’t started as a full-time employee, 
consider creating a work requirement. Not 
only will you get someone who has earned 
a paycheck without the cache of the family 
name, they will have seen something different 
than your way of doing business. 

Dysfunction Symptom Number Five: 
The next generation has little to no interest 
in the business.

Correction Strategy: Sometimes it’s best 
to hear “no” the first time. After all, do you 
care more about the business or about your 
children having the opportunity to pursue 
their professional passions and goals? Yes, 
it’s sad when after a lot of years the legacy 
ends, but it’s sadder still when forced par-
ticipation ruins something beyond the busi-
ness. The bottom line: when your offspring 
want to jump ship, hear the message and 
throw them a life raft.

If you’ve encountered a problem in the 
family business, you know that knots rarely 
untie themselves. In fact, many get tighter 
and bigger as time goes by. So, if you’re 
dealing with one of these dysfunctions or 
something else, now’s the time to start plan-
ning a correction strategy and setting a time-
table to execute it.  

By Kate Zabriskie

All in the Dysfunctional Family: Generational Business Fails & Fixes

Kate Zabriskie is the president of 

Business Training Works, Inc., a 

Maryland-based talent development 

firm. She helps businesses establish 

customer service strategies and train their people 

to live up to what’s promised. For more information, 

visit www.businesstrainingworks.com. 
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U
nited Catalyst Corporation is a North Amer-
ican-based processor of scrap catalytic con-
verters that offers global refining services. 
Getting you the most from your converters 
with a process you can trust. We feel that 

an educated customer is our best customer. We know 
this industry can be hard to navigate but we have some 
expert tips to help you through the process of converter 
recycling. 

#1 Tip: Always follow The Four P’s of converter 
recycling profitability. You need a process, a program, 
and a partner you can trust. You also need to learn the 
power of Education. 

#2 Tip: A Process You Can Trust – You can sell on 
assay instead of selling by the piece. You will need to be 
paid on a sample and assay that are official, accurate, and 
verifiable. 

#3 Tip: A Program You Can Trust – You need to be 
able to get money when you need it to run your business. 
Getting you the most money from your converters should 
not mean you have to wait 3 months to get paid or until 
you have a truckload. With most processors, you have 
payment choices. 

#4 Tip: A Partner You Can Trust – Selling on assay 
or recovery helps to eliminate grading scams and two-
for-one sales because there is a test result that can be 
considered the basis for the sale. However even with this 
method, nothing is guaranteed. Working with a partner 
you can trust cannot be overstated. 

# 5 Tip: The Power of Education – We take a complex 
process and try to make it understandable and easy to 
use. Once you learn about your converters and your yard 
profile, you will increase your profits. No one will ever be 
able to take advantage of you again. 

#6 Tip: Focus on the Numbers – We strongly advise 
our customers to know their count before they sell. If you 
do not have an accurate unit count, you will not know 
your true average. 

#7 Tip: Understand the Importance of Weights 
– Next to knowing your unit count, the second most 

important piece of information is weights. Be sure your 
processor is mass balancing all weights IN and OUT of 
their facility. If you are missing weight, you are missing 
money.

#8 Tip: Making Sense of the Assay Report and 
Final Invoice – Both can look like mumbo-jumbo, but 
when you understand what should be on them, you are 
less likely to fall prey to any unethical practices and leave 
money on the table. 

#9 Tip: One Way. Assay. – Assay-based selling with 
a process, a program and a partner you can trust (and 
verify) is the only way to maximize the money you get for 
your cats with any certainty. In life there is more than one 
good way to do most things. This is not true with con-
verter recycling. 

#10 Tip: Play the Long Game – Keep selling into the 
market on assay. Do not take unnecessary risks. Play the 
long game. 

#11 Tip: Increase Your Averages – By switching to 
Assay, your average cat sale should be up anywhere from 
5-45 percent depending on how you were being treated 
by your buyer. 

#12 Tip: Be Meticulous – Be meticulous about safe-
guarding your converters: locks, video, counts, personnel. 
Even if it takes a large amount of time and money do 
whatever it takes. The primary responsibility lies with 
you.

#13 Tip: Never tell Your Buyer, You Know Where 
They Are – If you are selling by the piece, never say to the 
converter company, “you know where they are.” This is a 
license to steal.

#14 Tip: Mark Your Cats – Another way to safeguard 
against theft is knowing your count and secretly marking 
your cats. If your cat count is consistently short when you 
sell, start marking them in a way that is unknown. Pick 
a color each week or month and spray inside the cat. If 
someone takes your converter and tries to come back and 
sell it to you, you have got them.

#15 Tip: Put Your Halves Aside – If you are selling 
by the piece, never let the company put the halves on the 

20 Converter Recycling Tips  
from Our 2020 Instagram

By Becky Berube
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truck until you inspect them. If a converter is worth $300 
and its three quarters full, why would you take half price 
when the guy is going to sell it as a full? 

#16 Tip: Do Business with Good People – Good 
people need to do business with good people. Screen your 
clients and customers. Know your customer (KYC) is a 
legal requirement to comply with Anti-Money Laundering 
laws (AML). Protect yourself and your business. 

#17 Tip: Become an Educated Customer – In con-
verter recycling, the best recyclers know their numbers 
and partner with companies that educate. 

#18 Tip: Audit Your Program – Become a data junkie. 
Learn all the key metrics to avoid misleading data, like 
your average converter price, and track true sales. You will 
be amazed as you gain data points, how easy it is to get 
misled. 

#19 Tip: Switch to Assay – There is only one way to 
recycle a scrap catalytic converter. It must be de-canned, 
milled, sampled, assayed, smelted, and refined. 

#20 Tip: Get All the Money for Your Converters –  
How much money do you want from your converters? Your 
answer should be all of it. How do you get all the money 
from your converters? Process and sell them on assay. 

If you have questions about this article or any issue per-
taining to catalytic converter recycling, our team is here to 
assist you. Recycling converters on assay is a journey. We 
hope you will rely on us at United Catalyst as your guide.

To subscribe to our daily e-newsletter or get Platinum 
Group Metal prices texted twice daily to your phone, TEXT 
Daily to 864-834-2003. You can also call us or email us at 
sales@unitedcatalystcorporation.com.  

Becky Berube serves the recycling community as 

President of United Catalyst Corporation, member 

of the ARA‘s Annual Convention Educational 

Programming Committee, and is President of the 

International Precious Metals Institute. 
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Employee recruitment and retention is challenging most 
times, yet now more than ever you must develop a process 
that bolsters a highly productive workplace. By Rietje Lulsdorf 

I want to thank each of you who were able to 
attend ARA’s 77th Annual Convention & Expo. 
The virtual conference was a great experience 
despite the fact we did not get to see each other 
face to face. I am looking forward to next year 
where hopefully we will all be able to reunite.

It was my pleasure to lead the session HR: 
How to Find and Develop the Right People.  
In preparation for the session, I had the privi-

lege to interview three recyclers that need no introduction, 
Ryan Falco of Midway Auto Parts, Inc., Shannon Nord-
strom of Nordstrom’s Automotive, and Dan Snyder of Sny-
der’s Recycled Auto Trucks and Parts. Here, we share their 
knowledge and experience, along with best practices that 
were discussed during the live virtual session, which are 
also what we apply here at United Catalyst Corporation.  

Getting Down To HR Business 
The idea of hiring, developing, and retaining employees 

can be daunting for any business of any size; it remains, 
especially so for small businesses. The good news is that 
the basics are simple, powerful and do not require deep 
pockets. Though undoubtedly, they will require time, 
commitment, and consistent follow through. 

The three basic principles that are foundational to 
finding and developing the right people can be drilled 
down to three words: Values, Expectations and Training. 
We’ll share practical tips on how to implement each one 
in your own organization. When done correctly, they can 
have the potential for dramatic positive effects on reten-
tion and employee engagement – and even help weed out 
potential drains on your corporate culture. The following 
is more on the basic principles, with tips for success.

HOW TO 
FIND AND 
DEVELOP 
THE RIGHT PEOPLE
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  Vision, Mission and Core Values 
  Must be Communicated

A business, no matter the size, is responsible to  
determine and communicate their Vision, Mission and 
Core Values. Not only are these the guiding principles 
for how the hiring and employee development processes 
are approached, but they provide the framework for how 
business should be conducted daily. 

Not sure how these are different? Here are common 
definitions:

Vision Statement: This is what your company aspires 
to be; which can be much different than what a company 
is (mission statement). When done right, your vision 
statement can and should help drive decisions and goals 
in your company.

Mission Statement: This is what your company actu-
ally does. Your mission statement should also be specific 
enough that people understand what you do and how it 
may differ from your competitors.

Core Values: Core values are what support the vision, 
shape the culture, and reflect what your company values.  
They are your company’s principles, beliefs, or philos-
ophy of values.

“The mission statement is your identity, it’s what you 
do day in and day out,” says Ryan Falco. Business owners 
and leaders must lead by example for the vision, mission 
and core values to have the desired effect on a company’s 
culture.

“It is important to set the culture from day one,” notes 
Shannon Nordstrom. “New employees should not be sur-
prised at what happens in the workplace. Your employees 
must see that you are consistent in your dealings – in 
living out your culture. They will watch you and they will 
emulate what they see. If what they see is not consistent 
– not morally in the framework of what they believe in, 
they are going to leave you. This is the moment when, as 
an owner, you have to look yourself in the eye and eval-
uate if you have contributed to the loss of an employee 
due to an inability to play by your own rules.”

“One of the main reasons people go to work is for the 
way they feel while they are at work,” adds Dan Snyder. 

Both Falco and Nordstrom emphasize that as business 
owners and leaders they hold the responsibility of estab-
lishing, communicating, and living out their businesses’ 
vision, mission and core values daily and with undeniable 
clarity. 

Quick Tips:

1Make the mission, vision and core values a focal  
point of your business as they serve as a reminder  

to everyone, leaders, employees, and customers alike  
of what the company stands for and how they can  
expect to be treated. 

2Consider framing the core values and hanging them 
up in common areas such as the company lobby and 

or breakrooms. Everyone should engage with them daily. 
This is an opportunity to get creative.

3 Begin all meetings with a brief review of the compa-
ny’s strategic vision and mission. This small addition 

to the agenda has the potential to refocus employees and 
leaders alike and help communicate that we are in fact all 
in this together and each have a role to play in the compa-
ny’s success. 

4Hold monthly all-hands meetings where all 
employees hear what is happening in the company 

directly from the owners and leaders. This creates a 
scheduled time for celebration when company goals are 
met and allows for space for the owners and leaders to 
create and guide the narrative they wish to share given  
a current situation.

  Clear Expectations for Performance 
  Must be Established

It has been said that to be unclear is to be unkind.  
Not only is it unkind, but it sets the person expected to 
perform under these circumstances up for failure. Cre-
ating structure is foundational to a business’ success and 
ability to sustain growth. 

This process is not the most fun or initially rewarding; 
however, no business can be successful in the long term 
without it. Daily operational tasks on all levels of an 
organization often take precedence and leave little time 
to methodically think through and document what 
processes and procedures should look like for certain 
positions. 

“Employees who understand what they are supposed 
to do will execute it better,” says Nordstrom. This can 
seem like a daunting task, but it is the work that must be 
done by the company’s owners and leadership. The lead-
ership team as well as key employees should be highly 
involved in both the definition and documentation of 
processes. *https://7geese.com
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Fully understanding a process and creating clear 
expectations for its execution will make conversations 
concerning performance much easier. It gives owners 
and leaders the ability to speak to a problem directly 
and be solution focused rather than shy away from this 
conversation for the sake of avoiding personal conflict. 
Establishing regular times 
for feedback will also help 
ensure this and will be 
expounded on in the fol-
lowing section.

Quick Tips: 

1Set aside time to think 
through what tasks 

are expected to be carried 
out by the person filling 
any given position in your 
company. Only when this 
structure has been imple-
mented are companies 
truly able to hold their 
employees accountable for 
the work performed. 

2Prioritize defining those positions where you are 
experiencing the most frustrations concerning work 

not being done correctly. Develop a timeline that is attain-
able and write out and document all processes. These 
should be reviewed and signed by leadership when they 
are finished to give them the needed authority. Having 
documented the processes you can now write job descrip-
tions and job announcements that are specific and true to 
the duties of the job. 

3Define employee responsibilities. Determine three 
areas of responsibility – KRAs or Key Result Areas. 

Then determine how you will measure performance in 
these areas – KPIs or Key Performance Indicators. This is 
good information to give to an employee within the first 
three days of employment. Communicate the expectation 
you have for the execution of these processes to your 
employees.

4Consider developing a handbook explaining in detail 
your expectations for workplace conduct. Do get 

legal counsel during this process to ensure that federal 
and state laws are being adhered to. 

  Training and Development 
  Must be Ongoing

Developing employees, providing the opportunity  
for personal and professional growth will help moti-
vate the right people with the right attitude to stay with 
a company. This is especially important as times are 
changing and the emerging workforce is primarily com-
prised of Millennials who are predicted to spend no 
longer than 1.2 years in one position. 

This poses a challenge for small businesses as they are 
typically made up of a small group of people who take 
on a variety of roles and so are short on time and per-
haps other resources they believe it necessary to develop 
their people. However, it is never too early to start 
creating a culture that supports and enables employee 

growth. It starts with 
assessing the talent that is 
currently employed. Look 
for people who show up 
consistently. 

“You cannot build a 
company on part-timers,” 
says Snyder. “Look for 
those employees that have 
a hunger to learn more and 
are naturally inquisitive. 
Give them responsibility 
and then find a way to 
reward their growth and 
performance.” Training and 
development should start 
on the day the employee is 
hired and never end. It is 

the employer’s responsibility to provide opportunities for 
training and create avenues for personal and professional 
growth. 

Quick Tips: 

1Prepare to give incoming employees a thorough  
onboarding experience. Use the employee’s first  

week to set the tone for the duration of their employ-
ment, suggests Nordstrom. This may include a meeting 
with the owner to impart their vision and expectations, 
as well as instill trust; a meeting with the direct mana- 
ger and various key employees; and cross-functional  
training and shadowing of top performers in the  
same position. 

2Implement introductory period reviews. They can be 
held every 30 days for three months or at other inter-

vals that better fit the organization’s structure. Remember 
that this is a trial period for both you, the employer, and 
the employee. For these reviews to be effective they must 
be tied to the KRAs and KPIs developed for the position 
in question. 
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Clockwise from top left: Dan Snyder, Rietje (Reecha) Lulsdorf, 
Shannon Nordstrom and Ryan Falco discuss HR best practices 
at ARA’s virtual EDGE 2020 Convention. 

“One of the main reasons 
people go to work is for 
the way they feel while 

they are at work.” 
– Dan Snyder
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Rietje (Reecha) Lulsdorf is originally from Germany 

and so almost naturally has found herself in an 

automotive-related field. Graduating with her MS in 

Industrial and Organizational Psychology in 2019, 

she is now HR Coordinator at United Catalyst Corporation. She has 

enjoyed learning about the industry and building relationships with 

automotive suppliers and auto recyclers within the community. 

Rietje is responsible for implementing best practices in both 

selection as well as training and development processes at UCC.  

She can be reached at rietje@unitedcatalystcorporation.

3Implement 1:1s with direct managers on a regular 
basis that makes sense for your organization. Use 

these 1:1s to discuss KRAs and KPIs, areas where the 
employee needs further training and any obstacles the 
employee might be facing while performing their job 
duties. This time should be utilized to truly listen to  
your employees. 

4Make regular opportunities for training. Beyond an 
employee’s original onboarding it is easy to turn the 

employee loose, says Nordstrom, and not check back in 
with them. Training provided at onboarding will not be 
enough to sustain the employee for the duration of their 
employment.

5Utilize resources such as ARA University and URG 
trainings that are extremely helpful in providing  

recyclers of all sizes with relevant training material,  
both Falco and Nordstrom suggested. Invest in creating  
a video and audio training room in your company which 
adds a formality and sets a standard, says Nordstrom. This 
will communicate the importance of employee growth.

Just Do It
While the idea of starting the process of implementing 

these principles and best practices may be daunting, it 
is achievable with proper planning, consistent follow 

through, and a touch of grace. This is indeed a process  
and any steps taken to improve on the implementation  
of any of these principles should be celebrated. As relevant 
processes are established, developed over time, and exe-
cuted consistently over years, a company is bound to see  
a positive effect in retention and employee engagement. 

My hope is that you become fully equipped to imple-
ment these three basic principles that will enable you 
to successfully find and develop the right people. If 
you are interested in participating in a monthly HR/
owners meeting, I would love to help you during this 
process. Please contact me if you would like to be a part 
of a group like this and I will keep you apprised of any 
updates relating to its start.  
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RETOOLING TO

RETAIN 
MILLENNIALS
How the right business environment motivates 
younger workers. By Phillip M. Perry

Every business can benefit from moti-
vated employees. A productive work-
force, though, doesn’t happen by 
accident: Employers must create an 
operating environment that inspires 
their people and gives them the tools 
needed to succeed. 

If the tools vary with the times, 
lately the times are all about Millen-

nials. These employees, ranging in age from roughly 25 
to 40, now make up the largest workforce component 
according to the Pew Research Center. Hard on their heels 
is the fastest growing labor segment: Gen Z, aged roughly 
15 to 25. These are likely the ages of your next-generation 
auto recyclers, as well. Small changes to your business can 
help them find more meaning as they work their way into 
taking over the family business.

Both groups tend to job hop more frequently than pre-
vious generations – all the more reason for employers to 
make the right moves now so their high performing “A 
players” don’t jump ship for the competition. (Because they 
share many characteristics, Millennials and Gen Z will be 
combined in this article unless otherwise noted).

“Millennials can be very loyal employees and have 
great talents they can bring to the workplace,” says Jason 
Dorsey, president of The Center for Generational Kinetics, 
Austin, TX. “However, businesses must take the time to 
understand their priorities and recognize how to best meet 
them. None of this has to do with spending more money, 
but about understanding their mentality and then building 
a work environment that reflects common ground.”

Meaningful Work
So what do Millennials need? 
It all starts with a connection between work and 

life outside the shop. “While everybody wants to do 
meaningful work, it’s much more important to Millen-
nials than to previous generations,” says Jack Altschuler, 
president of Fully Alive Leadership, Northbrook, IL. He 
describes the Millennial mentality this way: “If all I’m 
doing is putting a screw in a widget on the assembly line, 
I’m not going to be motivated. In fact, I’m going to be out 
of here as soon as I can find something else.” 

Dismantling a vehicle or preparing a part for shipment, 
in other words, is meaningful because it saves the envi-
ronment and enhances the lives of customers. 
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Millennials need to know their work activities con-
tribute to society. Furthermore, the organization should 
be involved in community affairs. The expectation is 
for the employer to be a good corporate citizen, actively 
supporting causes not just through money but also with 
action. “Millennials want their employer to participate 
in such things as charity events, rallies, walkathons, and 
runs,” says Richard Avdoian, an employee development 
consultant in Metropolitan St. Louis. 

Prospective employees will even use the Internet to 
assess an employer’s social commitment. “Millennials 
will check on places like Glassdoor where people share 
reports about companies where they work,” says Alt-
schuler. “They will find out if a company does things like 
organizing blood drives or conducting volunteer work at 
retirement homes.”

Finally, the workplace must reflect an appreciation 
for diversity. The staff makeup should reflect the racial 
mix of the local community. “Millennials’ assumptions 
about diversity are 
quite different from, 
say, Boomers,” says 
Altschuler. “Part 
of the reason you 
see so many young 
white faces at Black 
Lives Matter rallies 
is because they see 
people who are different from them as really pretty much 
like them. That’s a tectonic shift.”

Profitable Labor 
Millennials care about the profitability, decision- 

making and sharing their ideas. This second level of 
meaning is crucial to this age group: the connection 
between their work and organizational health. 

Managers must communicate how employees con-
tribute to the bottom line. One way to show the connec-
tion between employee actions and profit is to explain 
how quality work and service appeals to customers and 
brings them back for more. 

Even more can be done: Consultants suggest involving 
employees in decision-making. “Consider establishing a 
rotating committee of employees to talk about the entire 
operational progression from the entrance of the cus-
tomer to follow-up after the sale,” says Avdoian. “The 
committee can address questions such as, ‘How can the 
business increase the quality of its service?’ and ‘How can 
it improve interdepartmental relations?’”

If that sounds like a bottoms-up approach to business 
management, that’s because it is. “Millennials want some-
body to listen to them,” says Randy Goruk, president of 
The Randall Wade Group, Scottsdale, AZ. “They have 
ideas and opinions. They may come up with a technique 
for changing around an installation process so it's easier, 
faster, or safer. But they are going to need someone to give 

them permission. If the boss isn’t listening, they see it as a 
problem. They may go find some other company where 
they can share their ideas.”

Professional Development
Professional development is more important for 

Millennials than for previous generations. “Millennials 
need opportunities for learning on the job,” says Dorsey. 
“They feel that they have to keep developing their skills 
in order to have more security in their careers.”

There’s a special reason for the long-range view of 
Millennials: Their experience with the nation’s economy. 
“Millennials feel like they’ve been book-ended with sig-
nificant negative events,” says Dorsey. “On the front end 
was the great recession, which led to unemployment and 
wage stagnation. On the back end is the COVID-19 pan-
demic, which has led to job losses and a slowdown in 
career progression. That’s not only because of restricted 
job opportunities, but also because the generations pre-

ceding them are 
staying longer in the 
workforce.”

Given this back-
ground, Millennials 
realize they need to 
lay the groundwork 
for their future secu-
rity – and they expect 

their employer to provide guidance. “Just training Mil-
lennials for the work they are doing currently is no longer 
sufficient,” says Avdoian. “They expect employers to help 
them enhance their skills for positions they may take in 
the future.”

Successful employers communicate a personal interest in 
Millennials’ future. “Take the guesswork out of advance-
ment,” suggests Lauren Star, a business consultant based in 
Bedford, N.H. “Create a career path for Millennials where 
training is offered, coaching is provided by skilled individ-
uals, and transparency is intact.” Depending on the procliv-
ities of each employee, the pathway can include expansion 
of job duties, the introduction of management levels, and 
even progression into leadership positions.

Feedback is the flip side of professional development. 
And Millennials concerned about job stability and 
advancement need to know how they’re doing more 
frequently than older workers. “Millennials need interac-
tions at least once a week from their direct boss, or super-
visor, in order to feel that they’re doing a good job and 
their position is secure,” says Dorsey. “It could be a text 
message, a Zoom session, or in person.”

Saying the wrong thing can set back an employee, 
in ways that are not favorable to performance. “Make 
sure that whoever’s providing feedback has been trained 
on how to do it well,” says Goruk. “There are ways to 
inspire, empower, and engage people with your feedback. 
And there are ways to be destructive.” 

One way to show the connection between 
employee actions and profit is to explain 
how quality work and service appeals to 

customers and brings them back for more. 
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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.

Does your work environment meet the core needs of 

Millennials? Find out by taking this quiz. For each question 

score 0 for “Never;” 4 for “Seldom;” 8 for “Often” and 10 for 

“Regularly.”  Then total your score and check your rating at the 

bottom of the chart.

1. Do you explain how your business improves customers’ lives?

2. Is your business involved in community affairs?

3. Do you involve your employees in decision-making?

4. Do you show how employee actions contribute to the bottom line?

5. Does your workforce reflect your community’s diversity?

6. Do you provide opportunities for professional development?

7. Do you provide regular performance assessments?

8. Have you established flexible work hours?

9. Does your benefit mix reflect employee preferences?

10. Do you solicit employee feedback about your workplace 

environment?

What’s your score? Over 80: Congratulations. You have a 

Millennial-friendly workplace. Between 60 and 80: Time to retool 

your organization to better motivate your employees. Below 60:  

You need to improve your Millennial IQ. Re-engineer your workplace 

by instituting suggestions in the accompanying story.

How Do You Rate with Millennials?

Flexibility, Mobility and Benefits
As the above comments suggest, Millennials tend to 

look beyond the walls of the shop when they plan their 
lives. “Unlike previous generations, Millennials don’t 
identify who they are by their job,” says Avdoian. “They 
are looking for flexibility in their daily work schedule.” 
Some are juggling work and children while others are 
holding down more than one job. Because they have a 
variety of serious interests which they want to pursue, the 
usual 9 to 5 expectations may require modification. 

Mobility goes hand-in-hand with flexibility: Millen-
nials want to work from home when they can. It helps 
that the generation is digital-savvy. “Because they are 
technology driven, Millennials get work done differently 
and faster than Boomers,” says Star. The Millennial who 
quits work at 4:00 in the afternoon may complete a 
project by banging on a laptop late at night.

The same mentality that values long-range planning 
and work-life balance also puts a great deal of impor-
tance on benefits. “Healthcare and retirement matching 
are very important to Millennials right now,” says Dorsey. 
He adds that this is one area where there is something 
of a split with the younger generation. “While benefits 
are very important to Gen Z as well, health insurance 
does not seem to interest them as much as retirement 
matching. That is very, very important to them, which is 
surprising given how young they are.” 

Gen Z also shows a pronounced preference for what’s 
called ‘earned wage access,’ a system in which employers 
pay half wages at the end of every shift. “This is an expec-
tation that they are bringing to employers in many indus-
tries,” says Dorsey.

Assess Results
This article has highlighted characteristics common to 

a Millennial-friendly workplace. Perception, of course, 
can differ from reality. While an employer may feel a 
workplace meets the needs of Millennials, they may have 
a different opinion. The good news is that they will offer 
constructive advice if asked. Indeed, the wise employer 
will recognize the desire for organizational involvement 
by Millennials and will reach out for feedback before the 
high performing ones depart for greener pastures.

A structured approach can work wonders. “I suggest 
scheduling regular meetings with employees to under-
stand why they are staying with the company,” says 
Avdoian. Encourage Millennials to answer questions such 
as these: 

• What aspects of the company or your job excite 
you?

• What motivates you to succeed here?
• What would make your job more satisfying?
• Are you pleased with how we are recognizing and 

compensating employees?
• Are you happy with your work-life balance?
• What training would you benefit from?” 
The answers to such questions can help any employer 

better understand the Millennial mindset and create a 
workplace responsive to employee needs. “What gets 
measured gets done,” says Goruk. “Companies which sys-
tematize their feedback process will continually improve 
because they are measuring what they are doing. And 
when they determine they’re not doing as well as they 
could, they can make refinements that will help them 
achieve greater success in the future.” (For an assessment 
of your own workplace, take the quiz in the sidebar at 
left, “How Do You Rate with Millennials?”)

The end result of a properly reengineered business envi-
ronment will be a highly motivated workforce and a more 
robust bottom line. “Millennials and Gen Z are bringing 
tremendous value to the workplace,” says Dorsey. “Rather 
than seeing them only as young employees, see them as 
a generation that brings different strengths, perspectives, 
and a desire to have an impact and make a difference. We 
think it is a very exciting time for employers who choose to 
recognize this and act on it.”  
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Technology makes the wheels go ’round for savvy auto recyclers. 
Here are some forward-thinking providers to consider who’ll make 
sure you stay connected to innovation. 

ARA University
A RAU Trains the Industry. ARA University – a free ARA Member 

Benefit – is an online training platform specifically for the 
automotive recycling industry. With vehicle technology constantly 
changing, training is a necessity. ARAU has a fast-growing course catalog that is focused on 

keeping up with the rapid changes of the industry. The courses 
provide your team with valuable training, in areas like safety,  
sales & inventory.

Benefits to your company & employees include:
•  Easy-to-use online platform with 24/7 access from a computer.
•  OSHA environmental & regulatory compliance training.
•  Nine training tracks that educate employees on best practices.
•  Management reports to track & document an employee’s 

progress.
•  Employees train at their own pace with their own portal access.
•  Aids employee recruitment & retention through advanced 

training.

Registration is fast and easy at arauniversity.org/enroll

Automotive Recyclers Association  |  staff@a-r-a.org  |  ARAUniversity.org

ARA Certification
Compliance Matters and Certification is the Tool. The professional 

automotive recycling industry places significant emphasis on the 
importance of certification, and for over 20 years the CAR Program has 
provided professional automotive recyclers with a set of standards for general 
business practices, environmental and safety issues. 

The program is one of the cornerstones of ARA and industry partners 
recognize CAR certified automotive recyclers as market leaders. The Certified Auto Recycler or 
CAR Program is backed by knowledgeable staff and an Automotive Recyclers Association (ARA) 
Certification Committee made up of dedicated auto recyclers to provide the most practical 
compliance assistance in the industry. 

The CAR Program uses Compliance Checkpoint to guide participants through the path to 
compliance in an easy-to-use method. The CAR Program is a tool to be used to track and guide 
compliance and quality for professional auto recyclers. 

Whether you are new or renewing, CAR membership begins with ordering a certification 
tracking record. The new online system is easy to use, as well as easy to start and stop at any 
time. Multiple users can easily access your annual record so that third party auditors may enter 
assessments and photographs or staff can complete the basic facility information or update the 
record when improvements have been made throughout the year.

Automotive Recyclers Association  |  staff@a-r-a.org  |  aracertification.com
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Buddy Automotive Innovations – Inventory Buddy
Inventory Buddy Version 7 has added several new features 

to make inventorying cars easier and smarter! Additional 
picture controls have been added where you can now crop 
pictures in our Final Desktop Review, and automatically add 
watermark logos to the pictures (however, as an FYI, watermark logos may violate eBay terms). 
If you are a Bid Buddy customer, as well, you could even cheat and automatically import the 
auction pictures into your Inventory Buddy.

Added integration with URG Parts Pro has added a 
crash guide data hotkey to Inventory Buddy. Hotkeys 
for eBay Sold Listings and generic Google searches 
are one button click away now, too. You can now also 
automatically save a recall report in your vehicle pictures 
to prove you checked for recalls at the time of inventory. 
Those recalls are automatically checked and displayed 
as you inventory the vehicle to ensure you are properly 
notified of recalled parts, and will automatically tell 
you if RAS is paying for the recalled airbag. Support for 
additional cloud utilities besides Dropbox, such as Google 
Drive and simple file sharing has been added as well.

Inventory Buddy makes it very easy to walk around the 
vehicle to inventory a new salvage purchase, note damages, and take pictures all on a Windows 
Tablet, and we then transfer the file over to your normal PC to price the parts before putting them 
into your Powerlink or Pinnacle Professional Inventory Management System. Our support staff is 
only a phone call or simple connect up away from helping you inventory cars even quicker today!

Buddy Automotive Innovations, LLC  | John Johnson Jr.  

sales@buddyai.com  | www.buddyai.com

Buddy Automotive Innovations – Bid Buddy
Buddy Automotive Innovations announces the availability  

of Version 8 of our popular Bidding Software. There are  
two significant enhancements in this version that gives you 
even more control over how you price a vehicle, and more  
data at your fingertips.

Our new Triple Score 
feature now calculates 
three different QCI Scores 
at once (Quick Counts 
Index). This gives you 
the ability to essentially 
have three separate sets 
of settings to bid cars 
differently. You could have 
one setup as the normal 

bid, one could be a mechanical only, one could be sheet metal only. This should help you better 
decide what a vehicle is truly worth to you based on if you are looking to purchase high margin 
cars or low-end cars to better fill your inventory.

Another great enhancement is automatic lookups in the NSVRP Recall Database. The National 
Salvage Vehicle Reporting Program Recall database has all the recall data for practically every 
vehicle out there, so you will be able to tell at one glance in Bid Buddy if this VIN has any recalls 
that have not been corrected yet. This lookup happens in the background automatically when you 
open a vehicle so it does not slow down your bidding at all. This is great for catching those air 
bag recalls so your bid can be adjusted accordingly.

We continue to roll out Version 7 of our Inventory Buddy software as well, which includes new 
features such as the ability to crop pictures and add logo watermarks to your pictures, integration 
with URG Parts Pro, and support of multiple sync systems like Google Drive in addition to Dropbox. 

Buddy Automotive Innovations, LLC  |  Mike Lambert  |  sales@buddyai.com  |  www.buddyai.com 
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Car-Part.com’s Checkmate 2020R6
In Checkmate 2020R6, the Checkmate product suite is 

getting major enhancements to all phases of the Inventory 
process. These new features and enhancements are designed 
to help you extract more money from the vehicles that you're 
already buying! 

• Partmate: With the new $martList feature, you will be able to easily identify the parts that will 
lead to profits. $martList makes it easier than ever to identify "hidden value" and inventory the 
right parts for your business. The transparent algorithm suggests the parts to inventory, based 
on Car-Part.com and Integrated Car Part Pro (iPro) marketplace data, Car-Part Interchange Plus, 
and CrashLink labor data. 

• Checkmate: 2020R6 will include a 
new Inventory tool, making it simple and 
straightforward to edit and maintain inventory. 
You can edit hundreds of parts in seconds! 
The Inventory tool will help you "drill down" 
to exactly the parts you want to edit, and then 
make/save your changes in just a few clicks. 
This makes it easy to ensure that your parts 
are accurately described and priced when 
they're uploaded to online part listings, like 
Car-Part.com.

• Photomate: Now you'll be able to price 
parts and maintain your Price Book, right 
from the Photomate mobile app! While you're at it, you can quickly snap multiple part photos 
and send them to your Checkmate system. Photomate's full integration with Checkmate puts 
common inventory tasks right on your smartphone.

• Reporting: 2020R6 incorporates Excel spreadsheet reporting, which will give you a quick 
snapshot of the health of your business.

Roger Schroder  |  Sales@Car-Part.com  |  products.car-part.com

Customer Research, Inc.
Customer Research, Inc., provides the SureCritic 

ReviewReach program which enhances your 
reputation across multiple review sites, while 
monitoring your entire online reputation all in one portal.  
Increase your bottom line with more customer traffic.

•  Generate 100’s of 5-Star reviews on Google, Yelp, Facebook  
and SureCritic

•  Manage your entire online reputation from one web portal
•  Improve your local SEO on search engines like Google and Bing
•  Track conversions to each site and present a balanced review  

portfolio across all platforms
•  Measure user performance against the business
93 percent of customers say that their buying decisions are 

influenced by online reviews. CRI will drive customers to your  
business using SureCritic to enhance your reputation and  
increase positive social sharing.

Dusty Dunkle, President  |  DDunkle@CustomerResearch.com   

www.CustomerResearch.com
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EZ-Suite
EZ-Suite offers a wide range of consulting services 

and software’s with the necessary tools and 
expertise to help grow your business. We partner 
with our clients from start to finish, focusing on their 
needs while producing new ideas, developing effective strategies and designing high quality 
and scalable solutions. Backed by a team of experienced professionals, our strategic services 
meet the needs of all types and sizes of automotive recycling facilities and deliver management 
solutions and operational efficiencies. (SEE AD ON NEXT PAGE.)

Chris Atencio  |  Chris@Ez-Route.com  |  www.ez-suite.com

HOTLINES SmartQuoter for PartsTrader™
Our service provides more efficiency and productivity.   

It’s proven itself to be extremely successful  
in significantly increasing Orders & Sales Dollars.  
Your Sales Team will process more quotes in less time with the added benefit of never missing  
a sales opportunity.  
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•   After a live search to your inventory, the 
SmartQuoter will add your parts & submit 
the quote within 30 seconds of receiving  
the quote request.  

•   Our SmartQuoter offers hundreds of 
customizable settings to guarantee we’re 
quoting the best quality parts, at the best 
price, and the right delivery date.

•   You can customize your profile to include 
shipping or delivery fees, part specific 
markups, shop specific delivery calculation, 
and part specific exclusions based on the 
part grade, part type, and part description.

•   6 Month Free Trial on PartsTrader for  
New Customers!!

•   Our participants are experiencing 65% – 
85% increases in Net Sales

•   Accurate Inventory without the hassle of 
sending daily updates – LIVE Inventory 
Searches as Quotes are received

•   Unlimited Trading/Tiered Partners – 
Maximize Your Sales Opportunities!

•   Your sales team maintains 100% control. 
They can still access and edit every 
PartsTrader™ quote like they are now.

•   Increased Quote Response Rate  
resulting in More Orders & More Sales –  
No More Missed Opportunities!

•   Discounted PartsTrader™ monthly 
subscription fee with Premier Status.

If you’re like over 150 other recyclers and you’d like to increase your sales, call us today  
at (800) 297-2201. 

Chris Shoemaker  |  chris@hotlinesinc.com  |  www.partshotlines.com

Demand Data by Hotlines Inc.
The Hotlines Demand Data Solution was designed based on feedback from several of the top 

recyclers in the industry to arm you with the tools you need to purchase and price parts for 
profitability.  

Let’s face it, the “Do you have…” types of calls continue to dwindle as more and more 
electronic parts sourcing tools become available. Consequently, a big component of your buying 
data is missing, impacting your ability to effectively meet your customer’s demand.  

Our service eliminates relying on phone calls to dictate which vehicles to purchase. You’ll have 
access to the tens of thousands of part requests that flows through our hands on a daily basis.  
It’s designed for any recycler who wants to have a substantial impact on their bottom line.

Benefits:
•   Increased buying power – Automatically import lost sales data into your IMS as a logged 

search from three different data sources: Hotlines NXG, PartsHotlines e-commerce site,  
and PartsTrader.

•   Fills the gaps on part requests that the recycler wasn’t aware of because it wasn’t recorded  
in their IMS as a lookup.

•   Displays which vehicles are in high demand, based on request activity by part type and 
vehicle year range in a customizable market, making you more competitive at auction to  
buy more cars and generate more revenue.

•   Data automatically downloads to Bid Buddy, BidCall, and Bidmate.
EXPERIENCE THE POWER OF BETTER BUYING

Chris Shoemaker  |  chris@hotlinesinc.com  |  www.partshotlines.com
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Hollander
Few companies can say they invented 

the solutions that shaped an industry. 
We can. The Hollander Interchange revolutionized the automotive recycling 
industry over 86 years ago. And Hollander’s innovative yard management, 
e-commerce, data, and sales and inventory solutions have been powering 
the industry ever since.

Whether it’s Hollander Powerlink to streamline yard operations, 
Hollander EDEN to supplement parts inventory or Hollander eLink to sell 
parts across the globe, more than 3,000 recycling yards trust Hollander 
solutions to operate more efficiently, make better decisions, open new 
markets and sell more parts.

We draw upon a legacy of innovation, a forward-thinking culture and 
about superb employees to create solutions that helps auto recyclers 
become more productive and profitable.

Kirk Munger  |  sales@hollanderparts.com  |  www.hollandersolutions.com

Peddle
Peddle is a modern car buying service that makes 

selling any car fast, easy, and awesome. Sellers 
simply answer a few questions about the vehicle they 
are looking to sell and are instantly presented with an 
offer. To complete the sale, sellers accept their offer to have Peddle send a carrier to pick 
up the vehicle at its current location and pay them on the spot.

The Buyer Network consists of dealers across the country that buy used and junk 
cars for resale, parts, or scrap. Buyers can place pre-set bids based on the types of 
vehicles they would like to buy, which get factored into Peddle's instant offer to sellers. 
Peddle’s turnkey car buying tools to bid and buy instantly are unlike any other auction 
or car buying service. Skip the auction and high fees by buying directly from the seller. 
Thousands of vehicles across the country are available for sale every day.

RueDee Mikovich, VP, Strategic Operations  |  buyer-network-sales@peddle.com

https://apply.peddle.com/buyer

Rebuilders Automotive Supply – RAS CAT App
RAS CAT App, our new app is designed to give the most accurate pricing 

on your Catalytic Converters. RAS CAT App is a new application that 
comes with accurate data and photos allowing buyers, and sellers to look up 
the value of their scrap catalytic converter either by grade or number. 

Our app offers complete transparency, and we are continuously updating 
data daily in our state-of-the-art lab. The RAS app provides a quick and 
easy appraisal of your scrap catalytic converter. The app is connected to the live market, but 
you also have the option to set your hedges and percent of profit. Searching by part number or 
keyword, and you will get instant results with photos.  RAS has invested heavily in cutting-edge 
technology, including X-Ray Fluorescence (XRF) testing, in conjunction with laboratory analysis, 
to precisely measure, to a high accuracy level. You can quickly check all of your identification 
numbers and compare catalytic converters by grade. Our new app offers a complete catalytic 
converter database for all professionals in the Scrap Catalytic Converter recycling industry.

Mark DeLauro  |  mdelauro@coresupply.com  |  coresupply.com

ScrapCATapp Marketing Solution
How do you efficiently find a fair and competitive Buyer for your Scrap 

Catalytic Converters, EVERY TIME you sell?
The hardest part of selling converters is finding a Buyer that will consistently 

treat you fairly and pay you a competitive price. Let ScrapCATapp be the cure 
for your headaches caused by continuously having to search and qualify Buyers 
for your converters. After easily inventorying and posting your converters on 
the ScrapCATapp.com Online Auction Marketplace, ScrapCATapp markets your material to our 
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extensive network of National and International Scrap Catalytic Converter Buyers. When you  
post your converters for sale, we immediately notify all of our Buyers that you are requesting 
their bid. And we do this for EVERY LOT that you sell.

ScrapCATapp has simplified and made the converter selling process easy and straightforward.  
When you have ScrapCATapp market your converters to our Buyers, you no longer need to 
struggle to compare Buyer’s price sheets and offers, you no longer need to anxiously decide 
which is the best way to sell (Assay or by Unit), and best of all, you no longer need to waste 
your valuable time and energy trying to become an expert precious metal trader. By using 
ScrapCATapp to market your converters, you let the Converter Buyers be the experts!

ScrapCATapp does the work and finds you Buyers. And best of all, we find Buyers that are 
willing, wanting, and eager to compete to buy your converters. EVERY TIME you sell!

Use ScrapCATapp.com’s Online Auction Marketplace and let us contact multiple Buyers  
on your behalf to view, inspect, and present you with both Unit and Assay Bids BEFORE you 
choose who will Buy your Scrap Converters.  

Be confident knowing that you are selling to the “Right” Buyer EVERY TIME you sell your 
converters!

Christopher Gaines  |  CRG@ScrapCATapp.com  |  www.ScrapCATapp.com

 

Top 4 Ways Texn Rewards can IMPROVE  
Your Salvage Yard

#1: Build a customer list FASTER than most other marketing services 
and make a return on your investment by sending out texts which give 
customers a reason to come back. Stop the hassle of handling paper 
waivers and gain the benefit of building a marketing list at the same 
time. Build a list of thousands of customers, notify them of important 
info, and put your business in the palm of 
your customers hand.

#2: Give your customers REAL-TIME 
ACCESS to your inventory. Our inventory 
notification system, Just In, plugs into your 
inventory process and sends real-time 
text alerts based on customer preferred 
specifications. No more dealing with 
questions such as “When will you get XYZ 
vehicle in? Can you let me know when it 
arrives?” Instead, point them to sign up for 
Just In, and Texn Rewards will make sure they are notified the first day your vehicles are no longer in 
holding status. Just In integrates with Crush and URG data transfer for Pinnacle or Powerlink yards.

#3 Save TIME and get a dedicated account manager with experience developing marketing 
plans for salvage yards. Once we understand your business and what you are looking to 
accomplish with a marketing strategy, then we will customize a plan which accomplishes your 
objectives.  

#4: We have a comprehensive report which tracks TRENDS/SEASONAL FLUCTUATIONS for 
your yard. We can also determine which coupons are working and which ones we may want to 
change. 

Paul Mitchell  |  info@texnrewards.com  |  www.texnrewards.com

 

URG
United Recyclers Group’s mission is to lead the industry in providing 

superior products and services tailored to the operational needs 
of Automotive Recyclers. URG is focused on enhancing the ability of 
our members to improve business efficiencies, increase profit margins, 
improve parts data integrity and security, and achieve long term growth 
through technology and education. Teaming with URG means not only access to the tools you 
need to succeed – as a Member, you connect your business with the best of the best. URG 
Members and partners represent the gold-standard in the recycling industry and maintain the 
highest level of quality and integrity in their practices. Starting at just $150/month, it is the 
smartest investment you will make for your business this year.

Kristen Alexander  |  kalexander@u-r-g.com  |  www.u-r-g.com  
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Ask anyone what social media is for in business, and 
you will get a different answer each time. Let‘s explore 
the possibilities to see where you fit in. By Kelly Lawlor

In business, what exactly is social media for?  
If your business doesn’t already have a social 
media presence (or if you started an account but 
you’re not sure what to do with it), you might be 
asking yourself this question. The last thing you 
want to do is waste time.

In short, social media is for creating connec-
tions between people. You know, being social!

On a personal level, that might mean sharing your life 
with your friends and family. But on a professional level, 
social media is a great way to create connections with 
prospective customers, and maintain relationships with 
existing ones. It’s easy, and it’s relatively cheap! 

Today, I’m going to help you think through your busi-
ness’s approach to social media. At ARA’s EDGE 2020 
Virtual Conference, I had the opportunity to participate 
in a panel discussion about social media along with Vince 
Edivan, ARA, Jeff Mackie, B&R Auto Wrecking, and 
Greg Condon, Condon’s Auto Parts. Many of the points in 
this article were part of that discussion.

2020 Increased Need
Social media has been booming for a while, but 2020 

took it to a new level with more people than ever going 
online to connect with friends and family during the  
pandemic. A whopping 83 percent of North Americans 

ages 13 and over, are now active social media users. If 
you’ve ever thought, “Facebook’s not serious. That’s just 
where people go to play around.” Well you’re right, people 
are playing around and hanging out on social media, for 
an average of 2 hours, 22 minutes a day. If you have seen 
that they have been in the news lately, it is reported that 
there are over 2.7 billion monthly active users as of the 
second quarter of 2020, and Facebook is the biggest social 
network worldwide. 

That’s exactly why your business should be there! 
Those people are your customers and potential customers. 
You want to be where they are, and be a part of that envi-
ronment. Plus, 97 percent of consumers use the Internet to 
find local businesses. The more places they can find you 
when they search online, the better.

Social Media, not Selling Media
Social media is all about the personal connection, and 

that’s important to remember when you sit down to post 
something. The main goal is to be social and to create/
maintain relationships with customers. That builds trust 
and facilitates digital word-of-mouth. It’s tempting to  
just fill your page with the things you have for sale, but 
that can come across as boring (at best) and spammy  
(at worst). Imagine a page full of posts like, “2016 Dodge 
fender for sale” with a picture of the part on the rack. 
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That may be exciting news to you, but frankly, that’s 
boring to see over and over. Not many people are going 
to pay attention to that for long, or bother following you 
in the first place. If we think a step beyond that, and focus 
on the connection, then we’re building a relationship. 
Then, the occasional post about what’s for sale doesn’t feel 
spammy.

Remember, this is social media, not selling media. Most 
of the time on social media, the goal is to promote your 
company more than sell individual parts. People do busi-
ness with people they know, like and trust. If you can 
knock down those three barriers with your posts, people 
are more apt to look at your parts.

Share what’s great about your company! Do you have 
stellar customer service? A friendly team? Huge inventory? 
Great prices? Are you funny? Friendly? Professional? 
Helpful? Informative? Active in the community? Your 
business is probably a combination of those things, and 
more. That’s what you want to showcase on social media, 
and that’s what will build the connection and keep your 
business top-of-mind. 

Show, Don’t Tell – and the “Magic Wand”
After you’ve determined what you want to communi-

cate, remember the golden rule: Show, don’t tell.
So, what does this all actually look like in practice?  

A good exercise is to ask yourself, “If I had to communi-
cate about my business using only photos, how would I do 
that?” or, “If I was going to text a picture to my buddy to 
show him what we’re doing at work today, what picture 
would I take?”

Here are some concrete examples:
If you are very helpful to customers, mimic that online. 

Post videos with helpful information, like how to pick 
parts, or how to do simple repairs. If you have great cus-

tomer service, communicate that through pictures.  
Post a picture of the delivery truck, which is driving  
away to provide a speedy delivery. Post a photo of  
a clean engine while bragging that every one comes  
with a warranty. If your team does quality work, post 
“before and after” photos of a repair job well done.  
“Pull the curtain back” a bit and post videos of your  
team in the dismantling bay, carefully removing parts.

Whether or not the part in the photo is for sale often 
doesn’t really matter. A lot of times, you might be taking 
these photos when they’re already sold or on their way 
out the door! The real message on these posts is some-
thing like: “When you buy from us, you can expect good 
warranties, quality parts, and great customer service.” 
That’s what you want to come through.

If you’re active in the community or the industry, take 
photos when you go to a community event. Post a link 
when you get good press or an award.

If you have a friendly team, post smiling faces! This  
one is key. If you take only one tip from me today, make  
it this: adding a smiling face to a picture is like magic.  
As an example, I’ve included two photos (shown above). 
One photo is just a hand with a phone. One has a smiling 
person (yours truly) holding a phone. Both photos have 
the same “point” and the same “information” (showing 
off our Car-Part.com part search app). But the photo with 
the smiling face in it is instantly more interesting. It’s more 
personal, and you notice it way before you notice the ver-
sion without a face in it. (I’m going to post the one with the 
smiling face to our social media. The other one is going in 
the trash.)

This trick works with anything. A picture of a tire on a 
rack is boring. A picture of Jim (your friendly inventory 
guy) smiling at the camera while he puts the tire on the 
rack is interesting and personable. The picture with Jim is 

Both photos 
have the 
same “point” 
and the same 
“information” 
(showing off 
our Car-Part.
com part search 
app). But the 
photo with the 
smiling face in it 
is instantly more 
interesting.
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Kelly Lawlor grew up in the automotive recycling 

industry, and this year she celebrated 20 years 

with Car-Part.com. Kelly is Car-Part.com’s Lead 

Technical Writer, and she also maintains Car-Part.

com's social media presence. This past November, Kelly received 

the 2019 Outstanding Dedication Award from the Collision Industry 

Electronic Commerce Association (CIECA).

the one that makes a connection with your followers.  
A picture of a rebuilder for sale might be boring and  
easy to scroll past. But people will stop and watch a  
video of Jane (your friendly salesperson) walking  
around the rebuilder describing it.

If you’re not sure what to post, just post something. 
Post again tomorrow. And the day after that. After a 
while, you’ll learn what works and what’s popular.  
You can see what works and what doesn’t based on 
engagement with it (likes, shares and comments).  
Don’t let perfect be the enemy of good. 

Choosing Platforms
Until now, I’ve been broadly talking about “social 

media” as a genre. But when you’re actually ready to start 
building your social media presence, you have to start by 
picking a platform. The big ones are Facebook, Twitter, 
Instagram, and YouTube. So where should you start?  
Start where you’re already comfort-
able. What kind of social media do 
you use in your personal life? Those 
platforms will be the easiest to get 
started with, for your business. 

Equally important: Where are your 
customers? If you want to choose only 
one social media platform to maintain 
(or just one to start with), I recom-
mend Facebook. Not only is Face-
book the largest social media platform in terms of users, 
but it’s also very versatile and easy to use. You can post 
photos, short videos, long videos, text posts, links, etc. 
Other platforms are more specialized. For example, You-
Tube focuses on longer videos, and Instagram is trickier 
with links. They can both be very valuable, but they just 
aren’t as versatile. Facebook is also the most “actually 
social” of the social media platforms. People are more 
likely to share with their friends, leave reviews, send mes-
sages, and post comments.

It’s essential to determine who at your business will 
be responsible for maintaining your social media. If it is 
not you, then who? Even if your whole team contributes, 
takes photos, etc., you still need someone who feels own-
ership for it. Someone who will make sure posts are going 
up regularly, that they are appropriate for your business, 
and that comments, messages, and reviews are being 
responded to promptly. 

Some platforms offer the ability to schedule posts ahead 
of time, so you can sit down and plan several weeks’ 
worth of posts at once. Facebook has this built-in, not 
only for Facebook posts but for Instagram posts as well 
(if you link your accounts). YouTube allows this, too. On 
other platforms, you can accomplish this with third-party 
tools. But even if you have all your posts scheduled for the 
next few weeks, you still need to regularly check for those 
messages and comments that need your response. It’s not 
difficult, it just takes a little dedicated time and attention.

Promoting & Boosting Posts
You’ve just published the perfect social media post. 

Now what? Well, now it’s time to spend some money. 
Technically, you can post to social media all day long for 
absolutely free. But if you promote or boost a post, you’re 
basically spending some money to increase the number 
of people who see it. You can tailor your promotion to 
specific audiences and budgets, which isn’t the case with 
a lot of traditional marketing. It depends on the platform, 
but for example, you can target people very specifically, 
like “men, aged 22-64, within 50 miles.” So you’re only 
spending money to reach the demographics that you want 
to target. You can also spend as much, or as little, as you 
want. If you have $10, you can spend $10. If you have 
$1,000, you can spend $1,000. 

Keep in mind, there are some common reasons to boost 
posts, which include: Get page likes; promote a product, 
event, sale, or special; educate viewers; build aspects of 

your credibility; or promote an aspect 
of your business. Boosting a post 
should yield a result, and be done 
with an intention, just like other kinds 
of marketing.

To promote your post, just look 
right underneath it. Most platforms 
will have a big button that says “Pro-
mote” or “Boost.” Click it, and the 
platform will walk you through the 

steps. After you promote your post, come back in a few 
days and check the insights that the platform provides. 
You’ll be able to see how many people saw your post,  
how many clicked on it, and more. That will help you  
get an idea of which ads are working the best.

During the ARA panel discussion, someone asked  
about which posts to promote, and Vince Edivan had 
some good insight. Spend your money on your “ask” 
posts. As we discussed, most of your social media should 
be more “giving.” Giving entertainment, education, ser-
vice, or just a smiling face. But every once in a while, you 
will post an “ask” that’s more sales-focused, like showing 
a specific rebuilder you have for sale. That’s probably 
where you want to spend more of your budget. Certainly, 
you can promote any type of post, and you may want to 
throw a few bucks on each “give” post just to increase the 
exposure and increase the number of people it reaches. 
But promoting your “ask” posts will concentrate your 
budget on your actual “selling” message. After all, at the 
end of the day, we’re all here to sell!  
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If you promote or boost 
a post, you’re basically 

spending some money to 
increase the number of 

people who see it. 



BLACKBURN WILL PICK UP AND PURCHASE YOUR  
 LATE MODEL ALLOY OR STEEL REPAIRABLE CORES. 

OEM Wheel Solutions

Increase your cash flow today! blackburnwheels.com/we-buy

800-981-8321 x127

•   Buyers of 2011 or newer OEM  
aluminum and steel wheels

•   Any way you want – we buy.
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From websites to radio, there are many 
ways to the end result of brand awareness 
and advertising. Top recyclers share their 
secrets to success. By Maura Keller 

T he marketing management game 
is all about getting people to 
remember your products, your 
services and your brand. It’s the 
philosophy and core behind all 
business development. Marketing 
is the arena that puts the “big 
picture” perspective into focus and 
determines where an auto recycler 

makes (or breaks) its future. More and more companies 
are realizing the important role marketing plays in making 
immediate and lasting impressions on customers.

Shannon Nordstrom, vice president and general man-
ager of Nordstrom’s Automotive Inc., has embraced a very 
diverse approach to marketing. 

“To provide the booster shots of brand awareness, for 
the percentage of our business that is still retail, we do a 
combination of radio, television and social media mar-
keting. We also have billboards on the major crossroad 
Interstates of I-90 and I-29 that we are very near to,” 
Nordstrom says. “In our market, we also have had years 
of name recognition from our radio car talk Under the 
Hood. We also have spent many years with our company 
‘Nordstrom’s Special’ around the very popular local race 
track, Huset’s speedway. The combination of these things, 
along with strong support for local faith-based initiatives 

and programs, has made Nordstrom’s a very common 
name in our market.”

Nordstrom stresses that the company has really shifted 
its campaigns to overall brand awareness. They have pro-
moted using “Nordstrom’s Brand” parts at a customer’s 
favorite repair facility. 

“We are not ‘chasing’ the retail business, but we have 
plenty of it. Much of the shift of our retail marketing has 
shifted to our self-service, and letting people know that 
Nordstrom’s has options,” Nordstrom says. “We have 
the options of full-service or self-service businesses with 
amazing savings on recycled product. We also have the 
options of ROE – Recycled Original Equipment®, OEM 
Surplus, remanufactured and aftermarket products, all 
with best-in-class warranties, to save a customer’s budget 
and contribute to helping the environment with reuse.”

According to Marty Hollingshead, president at North-
lake Auto Recyclers, and a member of the ARA Execu-
tive Committee, it’s important to keep in mind that there 
are different kinds of marketing. “You have your regular 
customers and you have people who just come in and then 
you have the Internet component,” Hollingshead says. 
“But in the end, the best marketing and advertising you 
can have is ‘word-of-mouth’ marketing. That being said, 
if you are not doing the right thing and you are not doing 
right by your customers, that’s a problem.” 
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Throughout his marketing activities, Hollingshead tries 
to keep his efforts simple and streamlined. The reason is 
quite simple itself: Whether you are a hot dog stand or a 
Fortune 500 company, consistent and proper execution of 
your fundamentals will bring a 90 percent success rate. 

“To get another five percent, it requires quite a bit 
more work,” Hollingshead says. “And the people who 
have tried to get that other five percent simply say, 
‘the pain isn’t worth the gain.’ It comes down to the 
basic stuff – work hard, do a good job, be fair and 
honest and give your customers good service and 
quality product at a fair price.” 

Word-of-mouth marketing aside, Hollingshead 
has embraced several simple, yet impactful mar-
keting strategies to current and prospective cus-
tomers – that range from building strong Google reviews 
to creative and  memorable customer appreciation pro-
gramming. For example, the Northlake Auto Recyclers 
team used to put together six-ounce bags of candy for 
their customers. When customers would call and order 
something, Hollingshead’s drivers would deliver the pur-
chased item along with a bag of candy. 

“We suspended it for awhile and customers would ask, 
‘Hey, what happened to my candy?” Hollingshead says. 
“Simply things like that – having your name in front of 
your customers, including through things like wearables – 
are important.” 

Reaching Out Via Radio
For Fran Reitman, owner of Reitman Auto Parts & 

Sales, Inc., being in charge of a fourth-generation-owned, 
automotive-related company allows them to utilize its 
longevity to make a name for itself in the communities the 
company serves. 

And although the historical reputation Reitman touts is 
significant, Fran and her team continue to embrace var-
ious marketing techniques to help the company stay rele-
vant and top-of-mind for new and existing customers. 

After Fran’s husband, Randy, passed away in 2015,  
Fran and her sons continued to focus on growing the 
family business in various ways. But prior to Randy’s 
death, the couple, who worked side-by-side in operating 
the business, had invested in various television ads initially 
back in 2009. 

“The commercial only aired on the evening news which 
was an expensive slot,” notes Reitman. “One night after 
the commercial aired at that time, our phones just went 
crazy. We happened to be at the business later that day 
and quickly realized that this time slot was not ideal as 

normally no one is here past 6:30 p.m., so no one is here 
to answer the phones.”

But after some negotiation, the commercials aired ear-
lier in the day, allowing the company to answer the phones 
as needed. After a very successful attempt at television 
advertising, the Reitmans turned their attention to radio 
advertising in order to be heard while potential customers 
were traveling in their vehicles. 

She says that radio is a niche that you can certainly 
make work for you. While they have a handful of spots 
on the regional classic rock radio station, it is the country 
stations that have proven most successful in their radio 
advertising efforts. 

“Once we did the radio, I was surprised by the number 
of new customers who came in and didn’t know we had 
been here for so many years. They had never heard of us 
until the radio commercials aired,” Reitman says. “We 
played with a few different radio stations. We went with 
country because we realized that country listeners are 
the ‘do-it-yourselfers.’ We’ve done pretty well with that 
avenue. I know that it’s working.”

While Randy and Fran ran their business together, he 
and Fran would write the radio spots themselves. And 
today Fran carries on that tradition. In addition to radio, 
Reitmans also supports sports teams, race tracks, and 
pageants. 

“One day we were at one of my son’s games and 
there were two ladies sitting in front of us. One of the 
women was saying how she had broken her taillight by 
backing up into a fence and she didn’t know what to do,” 
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Our goal as auto recyclers, obviously, is to sell as many 

parts as possible. To do this and to increase our 

opportunity for a larger piece of the pie, we have barriers to 

overcome. Some barriers, like the OEM repair procedures, are 

imposed by others, but at the same time, I feel in a lot of ways 

that we can be our own worst enemies. We all need to look in 

the mirror and take a look at our facilities, and what we can 

do to improve our processes to consistently deliver a quality 

product on time and as described. 

Customer service and building customer confidence should 

be our number one priority. If we want more business and 

more opportunity, we all need to do a better job. 

Recently, I was asked some questions about what we do 

to market our company. In my opinion, the best marketing 

has been and will always be, word of mouth. Reviews and 

feedback are a huge part of this. Keep asking your customers, 

“How are we doing?” Promote your brand. Ask for any 

suggestions on how you can do a better job. Remember, a 

satisfied customer is a steady customer. 

Principles to Live By:

1.  If we want more opportunity and wish to eliminate the 

junkyard stigma, we all need to do a better job. For all of 

us, no matter how good of a job you may be doing, there 

is always room for improvement. 

2.  If you want to secure your future in the industry, as well 

as your community, take pride in what you do and how 

you do it. 

3.  When making decisions for yourself and training  

your employees, the best approach is to always  

follow the Golden Rule. Put yourself on the other side  

of that transaction or decision, and if you are not going 

to be happy with the result, then you probably shouldn’t 

do it. 

4.  If you want to attract and keep good employees, pay 

what the job is worth. Give them the training, the 

resources, and the tools that they will need to be 

successful. Also remember, your employees are your 

biggest asset and they need to feel appreciated and 

relevant. 

5.  For your customers, be fair and honest. Set realistic 

expectations, and properly describe the part condition. 

For the body shops, price your part clean and 

undamaged. The shop makes a higher markup and 

remember that they make more on labor than on part 

markup. 

6.  You can’t overprice your parts. If you do, you probably 

won’t get the order. Put your stuff on the money, give a 

fair price. 

7.  Provide a consistent, quality product on time and as 

described. 

8. Work with the shop on any damage issues. 

9.  There is no such thing as a perfect part, but there is 

such a thing as a perfectly described part. 

– Marty Hollingshead

Best Marketing Strategy Ever – It Isn’t What You Think

Reitman says. “The other woman looks at her friend and 
said, ‘Did you read the back of your kid’s shirt?’ We were 
sponsoring her kid’s soccer team. So we wrote a radio 
spot called ‘Soccer moms’ to introduce ourselves to that 
demographic.”

“You have to know what niche you have in your mar-
ketplace,” Reitman says. “Even if you dabble in it, maybe 
pick a season. Start a little bit and see 
what kind of response you get. We’ve 
put ads in such things as tabloids and 
flyers, but we’ve never gotten the kind 
of response that we’ve gotten from 
radio.” 

Extensive Online 
Marketing Techniques

While traditional marketing tech-
niques such a print, television and 
radio are widely sought after by automotive recyclers, 
social media avenues and online content, such as blogs 
and videos have also proven successful as marketing tools 
within the industry. 

Changing technology and demographics have deliv-
ered seismic shifts in the rules of engagement, and it’s an 

exciting yet challenging time for companies. For years, 
consumers shied away from advertising – going so far as 
to install caller id on their phones and ad blockers on their 
browsers. But thanks to the evolution of the online envi-
ronment, consumers have more control of what they view 
and how they seek and interact with information. 

According to a recent Omnicom Media Group study, 
almost half of adults, 22 to 45 years 
old, are watching absolutely no con-
tent on traditional TV platforms. This 
stat speaks volumes about the role 
traditional marketing is playing in 
today’s consumer landscape. Here’s 
why: Content marketing supercharges 
human conversations. As social 
beings, we turn to people for context 
about what matters and what to pay 
attention to. From social networks to 

blogging to social commerce platforms, the online land-
scape and the players within this landscape are evolving to 
enhance consumer engagement. And the type of marketing 
being utilized– either inbound or outbound  – and the 
space in which it’s found, is redefining the way people live 
and do business.
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As with most businesses today, the access to members 
and potential attendees is much more prevalent via the 
Internet and social media. 

The Nordstrom’s team has worked diligently for the 
past few years to build the company’s Facebook and Insta-
gram followers. 

“We have posted frequently and really encouraged 
people to join our page,” Nordstrom says. “We currently 
have over 4,500 folks on our Facebook page and closing 
in on 500 followers on Instagram. We can now sprinkle in 
some inventory updates and special items, and we really 
get traction as the base is homegrown and active.” 

Recently, Nordstrom’s has added a social media 
counter/scoreboard in the company’s lobby. 

“As people come in, they can ‘like’ or follow us, and 
the old school flip board adds their like or follow in real 
time,” Nordstrom says. “Then we give them a free T-shirt 
that says ‘Nordstrom’s Parts Are Socially Acceptable.’ It’s 
been a fun campaign.”

Hollingshead says that e-commerce and social media 
are important marketing avenues as well. 

“Younger people all go by reviews of products so give 
a customer good service and treat them properly. Our 
customers receive a card from us when they come in and 
it has instructions on how they can go on either Yelp or 
Google to rate our business and provide feedback. Our 
feedback we’ve gotten has been exemplary.” 

Northlake Auto Recyclers currently has over 400 
reviews on Google with a 4.9 rating. 

“Again there is nothing wrong with asking customers 
for feedback,” Hollingshead says. “The best weapon in 
your arsenal for marketing is doing a good job for your 
customers. And having them share their experience online 
through reviews will get others in the door.”

With companies vying to differentiate themselves in a 
crowded online marketplace, there is a renewed respect 
for the potential power of the strategic inbound mar-
keting, which is the method of bringing attention to a 
product or brand via content in the form of social media, 
blogging, and white papers. Inbound marketing lets con-
sumers come to you, on their own terms, which provides 
them with the control. This type of marketing strengthens 
relationship, builds trust and demonstrates respect 
between consumers and marketers. 

Automotive recyclers therefore must know and under-
stand their consumers’ needs, concerns, and goals, and 
deliver tailored messages that engage their audiences with 
the right content at the right time. Here are some online 
marketing strategies that may work: 

• Investing in Mobile: Consumers and small businesses 
are buying, selling, connecting, and transacting through 
their phones in increasing numbers every year. Having a 
mobile-first or responsive approach in digital content is 
crucial.

• Driving Engagement and Interactivity: Ensure that 
your web site content provides a meaningful, engaging 

experience for the user. Give your audience something to 
do – click, view, listen, answer, ask, like, and comment.

• Getting Personal: Your content must be personalized 
for customers and this doesn’t just mean putting a cus-
tomer’s name at the top of an email. To get truly personal 
means ensuring that the content meets the unique needs, 
timing, and goals of your customer. 

• Educating: In addition to relevance, auto recycling 
marketing content should offer real value. Often, this 
value comes in the form of education. Teaching your audi-
ence can be as simple as sharing your expertise through 
a blog, or as sophisticated as leveraging more interactive 
ways: through a webinar, or a video. 

In the end Nordstrom recommends that auto recyclers 
make sure their marketing has a purpose, and is not just a 
“feel good” for themselves as the owner. 

“It does have to feel good, but it has to be intriguing and 
compelling to the people you are trying to reach. I think 
for some time, we disproportionately spent marketing 
dollars, chasing a segment that was a minority part of 
our business,” Nordstrom says. “We have modified that, 
and began focusing on the brand – partnering with your 
favorite repair facility, and putting more dollars to directly 
working with the repairers.”  

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.

Website Considerations
Making a great website is a huge topic and I’m sure there are a zillion 

opinions on the subject as so many people are specializing in making 

them. Here are a few of my thoughts. 

Think of your website as your online brochure, catalog or store that stays open 

24/7, 365 days of the year. You can have a simple site that provides visitors with 

phone numbers and some basic information about your business such as what 

you sell, your warranty information, whereabouts you deliver, and how you ship. 

Or you can have a site with more bells and whistles that will allow visitors to 

search for parts at your site and even place orders on the spot instantly using a 

credit card or an online payment service. 

With so many people now used to ordering from Amazon.com, they’ve come 

to expect that level of service: Fast finding of products, product photos & 

illustrations, easy/fast ordering with one or two clicks, instant feedback 

regarding order status & delivery times, fast and affordable delivery, and easy 

hassle free returns. The closer a salvage yard can copy these features, the 

greater their website will be perceived by the public.

There are many companies providing different levels of web design service, 

but I would caution you not to grab just anybody to do a site for you because you 

could pay a lot of money and still not get what you expect or need. Get someone 

who specializes in automotive with a track record of satisfied customers within 

the industry. Get references. You can also check with non-competitor friends 

who have the kind of site you’d like and use the same company for your site.

– Mike French, Mike French & Co.
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Your good name is the best foundation for future success according to  
Nick Daurio, ARA’s new member of the executive committee. By Caryn Smith 

L ike many in the industry, Nick Daurio 
is proud of his automotive recycling 
heritage. “We’ve been at it for 50 
years. We are very family-oriented, 
with our family, and the staff and 
their families. Several recently retired 
employees had been with us from the 
beginning with my father. We have 
current staff members who have ten 

to forty year tenures with our company.” 
At Daurio Auto Truck in Pueblo, CO, for which Daurio 

now serves as President, he notes, “We have been able to 
survive changes within the industry, and for us the most 
important aspect of that is our good reputation in our 
area, but also online. You are only born with one reputa-
tion. You have to get through mistakes honestly. You only 
have one shot at that, reputation is critical from top to 
bottom. With that in mind as a company legacy, we made 
it to the third generation, and that is something.” 

Founded in 1957 as a service station by patriarch John 
A. Daurio, he pivoted the business in the fall of 1970 to 
a towing and auto recycling facility. In 1975, Nick joined 
the company full-time, while attending college, and 
brother Michael, who serves as vice president, started five 
years later. Nick’s son Greg, who is 31 and represents the 

family’s third generation, joined the company in 2014 and 
is the company’s general manager. Michael’s two daugh-
ters have pursued other careers and John is now retired.

As most family businesses go, Daurio worked at the 
facility when he was young into high school, and then 
attended college for four years on Tuesdays and Thurs-
days, and worked full-time Monday, Wednesday, Friday 
and Saturday. What drew him to the business ultimately 
was that he enjoyed cars, and more so, buying and selling 
– which has obviously changed a lot since then.

The full-service facility is comprised of one central loca-
tion on 26 acres over three different properties within the 
neighborhood. It operates with 12 full-time employees 
processing mostly late-model four-wheel drive trucks, 
SUVs, automobiles, including some foreign models. The 
facility focuses on buying quality over quantity when it 
comes to vehicles processed. 

As added services, the facility offers towing, as well as 
mechanic services on vehicles, engines, transmissions, etc., 
all arranged through the sales team. 

As the newest member of the 2020-2021 ARA Exec-
utive Committee, coming in as Secretary, Automotive 
Recycling magazine asked Daurio about the importance 
of service, direction of automotive recycling, advice for the 
next generation, and more.

REPUTATION
IS JOB #1
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From when you entered the 
industry, what changes have 
impacted you most?

I really enjoy buying. In the old days, 
we used to send in sealed bids to buy 
cars at auction. A couple of auctions 
would send VHS tapes of the autos 
and we’d bid them this way. Then, we 
had up to 10 insurance contracts in 
80s and 90s. In the early 90s, I would 
fly to Casper, Wyoming and Montrose, 
Colorado, once a month, and bid at 
live auctions. I’d only be gone a partial 
or one whole day and be back home 
with 40 cars purchased at once.

Then, the auctions went to simulcast, 
where I would drive to Denver and bid 
live or bid simulcast. Back then, it was 
all local auction houses, and, of course, 
everything is corporate now. 

Buying has tremendously changed. 
Now with auctions and insurance 
companies, auto recyclers don’t have a 
lot of choice of where we buy merchan-
dise. We tend to buy more on volume. 
We have worldwide competition in 
broadcast auctions and need buying 
tools to assist based on our data. Infor-
mation on inventory tracks our past 
history, what to pay for vehicles, what’s 
good and bad, and ties it all into our 
YMS. All the data is now in our data-
base, on which we must rely.

What are your thoughts on the direction of 
the industry in the next 5-10 years?

CHANGE – It is here. EVs are here to stay. We must 
adapt. Recyclers are very resilient, what we have been 
through and what we are going through. Yet, we all have 
to learn how to better use the technology tools available to 
us to get past margins.

PROCESS – We need processes and procedures in all 
areas – purchasing, sales, dismantling, safety, and we have 
got to pay attention to DATA.

IMAGE – Some things go back to our image. We need to 
get our professionalism out there more so that we are not 
seen as junk yards, but automotive recyclers. Your com-
pany image and your website, all your processes and pro-
cedures come into effect going forward.

For instance, when you take a picture of a part, look 
at the background, look at the photos. At our facility, 
we wash every car and clean it before we take a picture. 

We clean out the trash and make it look like something 
you care about. Same for our parts. They are clean and 
well-photographed.

CERTIFICATION – We need to have more auto recy-
clers certified, like ARA’s Certified Auto Recycler (CAR)
program. Use the ARA University, lean on environmen-
talists because they are a great tool and can certify you. 
Pay attention to safety and health procedures and OSHA 
requirements. If the majority of the industry can certify 
themselves, we can make a stronger unified assault on 
OEMs, insurance, collision and mechanical repairers and 
protect our industry and  our marketshare.

ROE – Recycled Original Equipment® is spot on. We 
must emphasize that we sell what the OEM manufac-
turers produced. It is no different because it is the exact 
same parts that came off the production line with the car. 

HONESTY – The parts you sell, if they are mechanical, 
and you are honest with what you put down for mileage, 
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it helps the customer or insurer decide to buy recycled 
or go to OEM or reman. But parts being returned due to 
inaccurate information doesn’t reflect well on your facility 
or the industry.

INVOLVEMENT – The lack of involvement is a problem. 
We all get in a rut, and in the old days we could shoot 
from the hip and double our money on vehicles mostly 
from our local area. Those days are gone.

What inspired you to accept 
a position on the Executive 
Committee for ARA?

My decision was based on the people 
that are on the EC now. I think it’s an 
outstanding group of people. Executive 
Director Sandy Blalock also played a big 
part with her dedication to our industry,  
for auto recyclers, vendors, sponsors, etc. 
I think she is a true asset to our industry. 

I also see this as an opportunity to sup-
port the industry on a larger scale. I partic-
ipate in a lot of different organizations in 
my community. In the 80-90s I served on 

the board for Colorado Auto Recyclers. In 2018, I was 
given Colorado’s lifetime achievement award, and my son 
Greg is currently VP of the chapter. 

ARA is good for big and small. There is no status quo, it 
doesn’t matter what size you are. The programs provided 
are exceptional, and should be taken advantage of, espe-
cially ARA University and ARA’s Mentoring Program. 

Ultimately, getting involved helps us all improve our 
image and protects our industry.

What is your advice operating a multi-
generational auto recycling business?

The benefit is that you have more eyes and ears, and 
more passion, in the business. 

The team is more involved if the generational owners 
are doing what your team is expected to do. Don’t ask 
employees to do what you wouldn’t do yourself. Get 
everyone to buy in on everything you do. One bad apple 
ruins the whole bunch. 

The challenge is that everyone has different opinions, 
and sometimes you don’t want to say something to avoid 
hurting someone’s feelings. While you might have various 
generational family members in different positions to 
develop their leadership roles, communication is key for 
decision-making to accomplish unified leadership.  

Keep lines of communication open and be willing to try 
someone else’s idea. If there is an argument, you have to 
leave it at work – we still are family. 

In our business, Dad never did have any resistance to 
change, because he was more of an outdoors person as 
far as the facility goes. He had great vision for building, 
acquiring property, and, always, the bills had to be paid 
before anything else. 

For years, my brother and I took care of all the sales 
and I believe we were too high strung, and too demanding 
with high expectations. We have realized that we need to 
set goals and have more processes and procedures now. It 
has helped a lot with our staff knowing the expectations. 

I will be the first to say I am not computer literate. In 
1991, we got our first computer. But, Greg ushered in vital 
technology tools and reworked our website. He is respon-
sible for our success today leading us to the electronic age 
and being on top of current trends. As I said earlier, DATA 
is what you use to make smart decisions.

How has the COVID and economic conditions 
impacted your business?  

When COVID hit in March, we sat down with all our 
employees and we talked about it daily. We had a morning 
meeting, outside, for 80-90 days. At these meetings, we 
checked the health and well-being of all our employees 
and their families and went over our customer-related 
safety practices. By late March, we closed the front office 
to the public and went curbside; delivery drivers were 
curbside service only, everyone wore PPE, gloves,  
and sanitized. We shut off the bathrooms to the public, 
and followed all state and local guidelines.

We got to the end of May and business was terrible, off  
50 percent for 2 ½ months. Then in May to August, busi-
ness went back up to what it was or better. We are still 
closed to the public, and deliveries are curbside only. All 
employees need to wear masks now. 

We put one person in charge of COVID issues. If an 
employee has a concern, they are to report to that person 
and that person makes a decision on what to do. 

Early March through end of May, we rotated the staff’s 
days off during the week with a staggered work schedule 
for everyone. We accomplished a lot of projects during 
down months, like cleaning, repairing, inventorying, ware-
housing. We took COVID very seriously, and are probably 
even more concerned with it now.

ARA did a great job on emailed updates, daily, and  
as needed, and PPP and other seminars to understand  
and go through the application process. 

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

Third generation, it doesn’t happen very often. Besides 
being a 50-year-old generational business, I am proud of 
our facility. We have always tried to have a nice, clean, 
organized modern office and warehouse. Our products are 
always cleaned, we have a modern parts washroom inside, 
and have for well over 35 years. Every part is washed and 
we do not discharge any water. It is completely recyclable. 
No chemicals. In fact, we were first in U.S. to have that 
type of facility for product quality and environmental 
stewardship. We keep our trucks clean and impose stan-
dards for our delivery drivers as the face of the business. 
From inside to outside, we project professionalism.
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What is one failure that defined a turning  
point in your business or your career?

We all have failures and turning points. 
For me, I am not in it for me anymore – I am in it for 

the company, and that is why we are a part of ARA. 
I got into a rut where I did not train or learn for myself 

what was going on in the data side of the business. It is  
by far the biggest failure I’ve had. My son, Greg, has 
brought a new perspective on data and how to take 
advantage of it.

With expectations for employees – I failed. Not 
everyone does everything like you do. But if you train 
them in the right manner, you then open their eyes and 
give them confidence when they succeed. Praise them, 
they will buy in on what you are trying to achieve.

Getting employees involved in the ARA and other 
organizations gives them a perspective that it is not just 
coming from the boss. They can see the success that 
others have had, especially if they can see some of these 
facilities. 

We feel we have one of the nicest facilities in the region, 
but there is always someone who does it better, and we 
are open to new ideas. We have learned that this has 
taken us a lot farther for the total buy in. 

Why is it important to serve the industry ? 
Get involved. Join your state association, join ARA,  

get certified. This leads you to discover what you are 
doing well, and see where you may be lacking in processes 
and procedures. Our industry organizations are our repre-
sentatives when we go to the OEMs, insurance, collision, 
repairs or the public. Be a part of change.

Represent professional auto recycling. Make sure your 
facility is clean and operated like a store. Modernize your 
office. Clean your trucks. Train your staff in safety, mod-
ernize equipment. I buy one or two pieces a year. Under-
stand your YMS tools and electronic tools! Pay staff a fair 
wage. Listen to your gut sometimes. And have a business 
plan that has realistic goals – you need to see success. 

Set your monthly goals, 3-6 month goals, and then have 
your 1, 2, 3, 4, 5 year plan. You will have road blocks, but 
setbacks can be overcome. 

Take a vacation! We all live for our business. We all 
believe in it, and we have to be sure all our employees and 
customers believe in us, too. But we all need a break!

A solid foundation, goals and a plan will make us  
a lot better than we were yesterday.  

Caryn Smith is the editor of ARA’s Automotive Recycling magazine 
and has been covering the industry for over 20 years. 



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

HELPING OTHERS WIN

A picture is worth 1000 words. 
Great photos are of utmost 
importance when selling on 
eBay and having great inven-
tory. Great photos do not just 

pertain to eBay, but for all your sales people 
to share and customers to see.

I never look at a listing without a photo. 
In fact, most search engines allow you to 
filter out all listings without a photo. What 
do you do? If you do the same, why do you 
list parts without photos?

Clearly it’s the bare minimum to include 
a photo, but do we need professional 
photographs?

The simple answer is ‘no.’
You can make an inexpensive set up 

which will give you a stock photo look.
Here are some tips for a clean, clear, and 

effective photograph for your parts.
1. Give it a quick clean. This is the most 

basic, but most overlooked suggestion! Start 
the entire process by giving the item a quick 
wipe, clean, or dusting. Digital photos, espe-
cially good ones, can magnify any grime.

2. Use even lighting. Glares, flashes, and 
shadows are often the biggest culprits of a 
lackluster picture (see picture of my set-up 
above). All of these are caused by uneven 
light. Natural, outdoor light is often great, 
which is why so many photographers love 
snapping photos outside!

If you are outdoors and taking pictures 
of the parts while they are on the car, grab 
an umbrella or tail gate tent to cut out 
shadows. If you are indoors, use two sep-
arate sources of light, one on each side 
(pointing at a 45-degree angle or so) to cast 
even lighting.

3. Use a plain background. Avoid using a 
patterned or distracting background. Using 

a solid, light-colored, neutral background 
will yield the best results. 

eBay and Google suggest using a plain 
white back ground. I use white kraft paper 
rolls, as do most of my clients, and once it 
gets too dirty flip it over and use the other 
side. Once that side gets dirty shred it up 
and use it as packing material (recycling at 
its finest.)

4. Have your part fill the frame. In most 
cases, you’ll want the item to nicely fill the 
frame of the picture. Capture your part per-
fectly framed in your picture. Often times,  
I will see sellers cut off a part in the pic.  
I usually tell them when you take photos 
of your family you don’t cut off their heads 
when taking a pic. Taking photos of parts is 
no different.

5. Get up close and personal. For parts 
that are off the vehicle it is very important 
and helpful to include close up shots of 
relevant details, such as part numbers, tags, 
labels, special features, and any notable 
defects.

6. Take multiple photos. Don’t just take 
one to two photos of your parts. On eBay 

Take Great Pictures to Sell More Parts
By Matthew Hamlin

you get 12 photos so take full advantage 
of that.

7. Take photos of issues. Don’t forget 
to take a picture of any defects or wear and 
tear that you’ll be mentioning. Contrary to 
popular belief, this is a good thing. 

Buyers don’t want to “guess” what the 
scratch looks like and it avoids surprises 
after shipping or pickup. 

I have seen facilities toss pricey xenon 
headlights due to a broken tab. As long as 
you describe and picture issues on parts 
they still sell and have value on eBay.

I hope these tips are helpful. Please keep in 
mind: taking the time to take great photos 
will add value to your items wherever you 
choose to sell them. The old addage is a pic-
ture is worth 1,000 words and in the online 
world we live in now that has never been 
more true.  
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Matthew Hamlin is CEO of Online 

Parts Depot. They provide full eBay 

store management and consulting 

on best online selling practices.  

He can be reached at (610) 513-7935 or visit  

www.onlinepartsdepot.net.
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Grid
Across 
1. Legendary British 4x4 brand (4,5)

6. Auto auction offer

8. Harley-Davidson engine (1,4)

9. Tourists’ trunk items

10. Motorcycling apparel

11. ‘82 F1 champ Rosberg

13. Flip-down components

14. Hitchhiking digits

17. ‘95-debut Dodge/Plymouth compact

19. Lone Star State oil well output (5,3)

22. Pre-owned vehicle (4,3)

23. ‘60s 8-track player button

24. Auto club since 1902, briefly (1,1,1)

25. ‘94 slow chase Bronco passenger 

(1,1,7)

Down
1. Oil ____, dipstick reading

2. Showroom vehicles (3,4)

3. Ford’s El Camino competitor

4. Plymouth’s Dodge Aspen clone

5. Aggressive driver’s road emotion

6. Radiator fan component

7. Mack motors

12. Mr. T’s GMC van TV series (3,1,4)

13. ‘70s Pontiac and L.A. freeway

15. Meguiar’s and Turtle competitor

16. Mercedes-Benz cargo/passenger van

18. Oldsmobile’s Chevy Citation clone

20. 007’s “Goldfinger” car, ____ Martin

21. Toyota Yaris predecessor

Answers on page 65.

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

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

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

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

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

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

When Vince Edivan, ARA’s Director 
of Member Relations, visited 

Daurio Auto Truck in Pueblo, CO, which 
was founded in 1957 as a service station 
and expanded into a towing and salvage 
company in 1970, he was shown this orig-
inal photo of the Daurio’s team. It was pre- 
arranged to have all three on site the 
day of Edivan’s visit and they recreated  
the legacy photo. The top and bottom 
image are Tony Vigil, left, who started  
with Dario’s in 1957, Phil Lacrue, center, 
who came on sometime around 1966,  
and John A. Daurio, right. All three are 
retired but remain friends.

Daurio’s next generation leadership poses 
with their patriarch and continues to run 
the family operation with pride. 

From left to right: Greg, General Man-
ager – Nick’s son and newest member of 
the family business; Nick, President – and 
new member of the ARA Executive Com-
mittee; John, retired founder – and father to 
Nick and Mike; and Mike, Vice President 
– whose two daughters are pursing careers 
outside of the business.  

SnapSh   t
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