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Spend less time managing your
business, and more time making
customers happy

AudaShop . ..
Manager —

Update AudaShop™ Manager anywhere, any time using the AudaWatch™ mobile app.

Announcing Audashop Manager, the new and enhanced body shop management solution now integrated
with AudaWartch collision repair tracking software,

AudaShop Manager users can now update the status of a repair to AudaWatch, including uploading and
posting digital images online. A single entry into one of the applications is now all that's required to
automatically update information on new repair jobs and the status of those repairs for both the shop and
vehicle owners

With this level of integration, you can speed up communication with your customers and save more time
an repair entries so you can focus on what you do best — getting customers back on the road.

To learn more, give us a call at 1.800.462.3853 (r'udatex
aSaIeraicE;iu
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I FDITORIAL

Collision Management’s editorial team passes
the torch as we look forward to bringing you

a new perspective in 2014.

s we say good-bye to 2013, and

as we look forward to the pos-

sibilities and opportunities 2014
is sure to bring our way, our team here
at Collision Management would like to
share with you, our valued readers, ex-
citing news about an evolution in leader-
ship.

Let me begin by thanking Rémy Rous-
seau and Leanne Jefferies for the out-
standing job they've done over the years
keeping the collision and insurance in-
dustries abreast of the many challenges,
innovations and opportunities we've
seen here in Canada.

While Leanne is currently pursuing other
opportunities, and we wish her all the
best in her new endeavours, Rémy re-
mains with the Rousseau Automotive
Communication family, but in a new role
- as Rousseau Ambassador.

As we enter 2014, we plan to keep the
way Collision Management is packaged,
along with new content, new additions
to our editorial team, and perhaps a few
new ideas. We're glad to have you along
on this journey.

In the meantime, we're pleased to bring
you this feature-packed edition - our
last for 2013. I'm sure you'll enjoy our
cover story, which puts the spotlight on
CARSTAR. They have announced a re-
juvenated executive team, and they're
“hungry!” They're determined to stay
fresh and they have reinvented them-
selves. We're sure you'll enjoy reading
about the evolution of this industry icon.

|

Isabelle Courteau €

While we're on the topic of innovation,
our guest editor, Anthony Giagnacovo,
Managing Director of Audatex Canada,
has put together a great article on how
you can take advantage of change. We're
sure you'll be able to put into practice
many of his suggestions and ideas.

We're also extremely excited about an in-
depth report on a fascinating topic - the
future of auto insurance. With the advent
of sophisticated safety technologies, and
with the inevitable introduction of the
self-driving car, will we even need auto
insurance in the future? Great question!

Our special report on the 2013 National
Insurance Conference of Canada ad-
dresses the question, “How will emer-
ging safety technologies change tomor-
row's car insurance landscape?” For
now, an accident-free world is just a
fantasy, but industry experts predict
dramatic changes in the next couple of
decades. Will you be ready for what is
sure to come?

This issue of Collision Management is all
about evolution and progress - ours, as
well as the industries we cover, and the
industry leaders within them. And since
change seems to be the only constant in
life, we're sure to see more of it in 2014.

We hope you'll join us for the adventure.

B

Isabelle Courteau
Publisher
isabelle.courteau@autosphere.ca

Y Collision Management | December 2013 | autosphere.ca

Jean-Luc Rousseau
Isabelle Courteau

Rémy Rousseau

John Morris, Heather Rose, Jack Kazmierski
and Shirley Brown

Steve Fletcher, Leanne Jefferies, Andrew Shepherd,
Tim Srigley, Livia Guarnieri and Anthony Giagnacovo

Anais Garnache-Creuillot
Erik Borrelli
Shirley Brown
Francois Charron
Esther Twells
Nancy Belleville
Francoise Poynee

Luc Champagne

Mouna Amal Labbize

Stéphanie Massé, Elsa Sewell, David Trinque
and Leslie Campbell

455, Notre-Dame East, Suite 311
Montreal, QC H2Y 1C9

514 289-0888 / 1 877 989-0888
514 289-5151

administration@autosphere.ca

1year:$19.95 2years: $34.95 3 years: $49.95

Collision Management Magazine is dedicated to serving
the business interests and facilitating communications
between the collision and insurance industries. Itis
published 5 times a year by Rousseau Communication, a
member of of AIA Canada and sponsor of CCIF. Material in
Collision Management may be reproduced, provided

the publisher is advised and proper credit is given.

The publisher reserves the right to refuse any advertising
and disclaims all responsibilities for claims or statements
made by its advertisers or independent columnists.

All facts, opinions and statements appearing within this
publication are those of the writers and editors them-
selves, and are in no way to be construed as statements,
positions or endorsements by Rousseau Automotive
Communication.

Printed in Canada
ISSN 1923-9203

Publications Mail Agreement no. 40014105




ﬂ} Mitchell RepairCenter-
Profit at work.

Estimating =

Profit.

Mitchell Estimating
helps improve accuracy
and is easy to use.

e Leverages Mitchell's comprehensive
editorial database and team

e Provides the most current parts and
labor databases with daily price updates

To learn more today, visit .
www.mitchell.com/mitchell-estimating mitch EI I

(m)powering better outcomes

or give us a call at 1.866.655.2544 www.mitchell.com



INDUSTRY CONNECTIONS

BRINGING THE CAIW TO NEW BRUNSWICK

Katherine Toner-Muzey is a bilingual lawyer practicing civil litigation and insurance law with
Foster & Company in New Brunswick. She is also a member of the Canadian Association

of Insurance Women (CAIW).

|

s Toner-Muzey always want-
I\/l ed to be a lawyer and upon

reaching university, she dis-
covered she had an affinity for writing
she could apply to a law career.

“That was pivotal for me,” she says. “I
had no idea at that time how important
writing would be to my career as a liti-
gator.”

After obtaining her law degree from the
University of Moncton, Katherine Toner-
Muzey spent two summers working at a
large Atlantic law firm. She was men-
tored by one of the partners who did
insurance work, and she soon realized
that she had a passion for litigation and
in particular, insurance law. Following
her articles, she moved to Fredericton
to be closer to family and set her eyes
on working for Foster & Company, which
specializes in insurance law.

“| approached my now principal, Charles
Foster, in 2010 and pretty much told him
he was going to hire me,” she says.

CREATING IMPORTANT
INDUSTRY CONNECTIONS

Katherine Toner-Muzey says she enjoys the
social aspect of her job and the constant
opportunities to meet new people. Always
on the go, she's often attending industry
events such as those held by the CAIW.

She says that she felt a bit nervous when
she attended her first national CAIW con-

Katherine Toner-Muzey,
lawyer at Foster & Compagny
and a CAIW member

vention in Montreal, having been the only
attendee from New Brunswick.

“That wore off quickly when | was warmly
greeted by women and men from all over
the country upon my arrival,” she says.
“I found a group of people who were in-
credibly welcoming and each passionate
about their own individual roles in the in-
dustry and about the insurance industry
as a whole.”
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This year was Ms Toner-Muzey's third
year attending the national convention
and she has established connections that
go above and beyond her work life.

STARTING A NEW BRUNSWICK
ASSOCIATION

While Ms Toner-Muzey has made many
connections with people across Canada,
she felt she was lacking significant in-
dustry connections in New Brunswick.

“One of the CAIW's goals this year is to
increase the membership, and during the
convention in Winnipeg this year, Laura
Greening, the new CAIW President, put
the bug in my ear about starting an as-
sociation in New Brunswick,” she says.
“l approached my principal about sup-
porting me in getting the New Brunswick
association off the ground and | had the
full support of my firm.”

Katherine Toner-Muzey held a launch
event in November of this year in Fred-
ericton with 27 people attending in total,
including Laura Greening and Lynne
Gerhardt, the Vice President of the Nova
Scotia Association.

“The response | got was extremely posi-
tive,” says Ms Toner-Muzey.

The first official meeting is scheduled for
December 12*, when an executive board
will be elected to start working on put-
ting the Association together. CM

.
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CARSTAR AUTOMOTIVE CANADA

A STRATEGIC ROAD FORWARD

BEST
MANAGED
COMPANIES

At CARSTAR, a newly rejuvenated executive and leadership team has adopted an unofficial mantra

that tells the story pretty well — “Humble but Hungry”. There is a significant amount of new energy

behind that slogan, aimed at working with CARSTAR's franchise partners across the country to
become best in class in their market.

stablished in Canada nearly 20
E years ago, CARSTAR has ap-

plied continuous improvement
to stay fresh by adopting best manage-
ment practices, opening an impressive
headquarters and training campus, and
by adding resources and solutions to fuel
their growth and development.

In fact, while a lot of companies are using
“2.0" to indicate a reinvention, CARSTAR
Canada has gone well past a second iter-
ation. “It's great to look at where we are
as a company today and to see how the
evolution has progressed,” says Dennis
Concordia, CARSTAR’s VP of HR, “our
direction didn't change overnight; but

8 Collision Management | December 2013 | autosphere.ca

has been a methodical plan which has
been developing over the last 5 years.”

NATIONAL COVERAGE

With over 190 stores in all ten Canadian
provinces, nearly 2,000 employees in-
cluding 45 in its Hamilton head office




and the largest presence of any collision
network in North America, CARSTAR is
committed to keeping its franchise part-
ners as industry leaders.

Along with refinements to its business
philosophy, CARSTAR has embraced a
comprehensive support model through-
out the country and has established
regional support teams who work with
stores on a one-on-one consultative
basis. In fact, in each region, CARSTAR
has a dedicated development manager
and operations specialist whose sole
responsibility is to support CARSTAR
stores.

At the centre of the operation, a man-
agement team of senior, highly experi-
enced leaders have been put in place to
support the direction of the company.
Concordia, who has been the architect
behind the transition of leadership at the

executive and senior management levels
believes, “We have put together a team
that is aligned to our vision, mission and
values. They share in our success and
are engaged. They are excited as a team
and are ready to take the company to the
next level.”

At CARSTAR, there are three core
components to this forward-looking
CARSTAR program: Partnerships, Per-
formance and Solutions. Within each of
the three spheres is a broad range of
initiatives designed to meet each store's
needs and help it to capitalize on oppor-
tunities in its marketplace.

FINDING COMMON VALUES

Partnership encompasses the strategic
partners who together can evolve for mu-
tual success. That includes CARSTAR's
franchise partners, their insurance part-
ners and their vendor partners. With all
three groups, CARSTAR is selective to

1 1* . W ;..

CARSTAR Strategic Action Committee

CARSTAR.

e (ollision & Glass Service

find common ground in terms of ethics,
dedication and commitment.

To put this principle into action, CARSTAR
Strategic Action Committees, composed
of corporate and franchise partner repre-
sentatives, confer frequently to address
Branding and Development; HR and IT;
Operations; and Insurance Development.
There are also Regional Groups and a
Multi-Store Owners Group wherein the
participants exchange best practices,
confer on mutual challenges and share
experiences on the business and tech-
nical fronts. They also get together at
quarterly regional meetings and at the
annual CARSTAR Industry Conference
held in a variety of locales across Can-
ada including Lake Louise in 2013 and
Quebec City in the coming year.

A LARGE AND GROWING FAMILY

The CARSTAR family is a large and
growing one. As the network continues

!
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Senior Management Team (/ to r): James Channer, Director Franchise Development; Matt Bell, National HR & Training Manager;
Chris Moore, National Marketing Manager; Crystal Lilbourne, Controller; Karen Rush, Manager, Corporate Services; Colson Cole,
National Operations Director; Rick Yates, Director Business Development; Shawn McDonald, National Insurance Director.

Missing: Bill Davidge, National Technical Manager

to grow, CARSTAR believes that com-
munication with stores is paramount to
make sure that everyone is on track to
achieve shared strategic goals.

Performance is where the rubber meets
the road. In a network environment, the
performance of each centre impacts the
strength of the brand through the pub-
lic and insurance company perception
and reputation and “without continuous
improvement working towards superior
KPI performance in all locations, the net-
work as a whole can suffer,” comments
CARSTAR's Chief Operating Officer Mi-
chael Macaluso.

To help achieve the goals of each loca-
tion, CARSTAR provides strength in num-
bers; delivering best practices, strong
vendor relationships and the operational
experience that comes from 20 years of
national operations.

SPECIALIZED TRAINING

Within CARSTAR's Vision Park is
‘CARSTAR University’ which houses
a fully functioning production training
facility adjoined by a fully interactive
classroom. The training at CARSTAR
University includes both technical skills
(it hosts to I-CAR welding training, too)
and the requisite management skills that
contribute to success. While the CQS
program begins here, it continues on

.
|

an on-going basis; regional staff work
closely with each franchise partner to
measure performance according to key
performance indicators (KPIs) and to
mentor the centre to continuously reach
its goals through the company’s Tiered
Performance program.

In addition to helping each franchise
location operate locally, CARSTAR pro-
vides solutions and innovation at a na-
tional level to provide a strong backbone
to its stores.

The CARSTAR
Executive Leadership Team

The CARSTAR Care Centre provides
one-stop claims management services in
English, French and Spanish languages.
Staffed by knowledgeable live CARSTAR
staff, the CARSTAR Care Centre can
manage a claim, provide consultative
services to callers, book a real time ap-
pointment at a specific location or simply
arrange a tow or rental.
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Technical innovation is a hallmark of
the network. The goal is a continuous
improvement in service that also con-
tributes to environmental sustainability.
For example, CARSTAR is a leader in
plastic repairs that make it possible to
repair plastic vehicle components rather
than scrapping and replacing them.

Central to the CARSTAR operating phil-
osophy is their sustainability program
titled GGG- the Give, Green & Growth
Guarantee. This philosophy of integrat-
ing economic, environmental and social
responsibility standards into the oper-
ations of each local centre incorporates
participation in community initiatives,
minimizing our environmental footprint
and optimizing resource efficiencies; es-
pecially energy, water and recycled parts
focused on customer retention, revenue
growth and consistent investment in ex-
ploration and improvement programs.
This includes participating in fundrais-
ers, sponsorships and apprentice pro-
grams to enrich the lives of the people in
the communities CARSTAR serves.

REACHING OUT TO HELP

On a national level, CARSTAR franchise
partners support Cystic Fibrosis Canada,
CARSTAR Canada’s national charity of
choice. Every year the proceeds from
multiple fundraising events are donated



to Cystic Fibrosis and its local chapters,
and in the last decade over $2 million has
been donated.

National branding and identity is central
to success and it is here where CARSTAR
distinguishes itself from the rest of the
industry. CARSTAR's aggressive brand-
ing initiative includes a comprehensive
design team as a resource for individ-
ual centres providing them the tools and
standards to achieve consumer recogni-
tion and a high level of professionalism.

WELCOMED, IMPRESSED
AND RELAXED

CARSTAR assists each store to achieve
standards in exterior and interior ap-
pearance. “We want to provide our
customers with a best in class cus-
tomer experience” says CARSTAR's
EVP Lisa Mercanti-Ladd. “Our cus-
tomer environments are designed to
make our customers feel welcomed,
impressed and relaxed. NPS and gain-
ing promoters of our brand are critical
to us and our insurance partners.”

In 2013, CARSTAR introduced a power-
ful new advertising campaign based
on recognizing the bond between
vehicle and owner. “We know that cars
play a pivotal role in the daily lives of
our customers,” adds Mercanti-Ladd.
“When something happens to our cars,

CARSTAR tries to re-
duce that hassle by
reducing the stress
of the situation.”

It's noteworthy that
CARSTAR US has
recently adopted the
campaign developed
and produced here
in Canada. Strong commendation in-
deed. National Canadian campaigns in
both official languages ensure that the
brand achieves top of mind awareness
with consumers from coast to coast who
always have a choice on where to take
their vehicle when they need repair.

These many innovations and a host of
sound and innovative business practices
have earned CARSTAR the designation
as one of Canada's Best Managed Com-
panies for the last three years. This pres-
tigious award, established in 1993, is the
country’s leading business awards pro-
gram, recognizing excel-
lence in Canadian owned
and managed companies.
Every year, hundreds of
entrepreneurial compan-
ies compete for this desig-
nation in a rigorous and
independent process that
evaluates the calibre of
their management abilities
and practices. The criteria

for selection, led by notable companies
such as Deloitte, CIBC, National Post and
Queens School of Business, focuses on
recognizing overall business perform-
ance and sustained growth, financial
performance and business strategy. This
third party recognition of CARSTAR's ac-
complishments cements its reputation
as a true innovator. Perhaps even more
impressive is that this year the company
won the honour for the third time.

Solid proof that CARSTAR continues to
lead the way in Canada’s collision in-
dustry. CWM

Collision Management | December 2013 | autosphereca 11



g

MAKING INNOVATION PR

OFITABLE

CHANGES ARE HAPPENING |

HOW CAN YOU CAPITALIZE?

In our company, innovation is fundamental to the way we do business. We have
learned that there is a lot more to consider than just ‘what’'s new’ when you're
adapting to changes. Certainly the collision industry is in the midst of a sea of
change, but how do you as a manager remain on course? Determining where
you want to go is perhaps even harder than figuring out how to get there.

or our industry, the relationship
F with information technology has

made it necessary for successful
leaders to know as much about topics
like performance metrics and procure-
ment networks as it is to understand
paints and tools. Hardly a week goes
by without an opportunity to add a new
technology, so how do you assess what
to embrace?

It is vital to innovate in order to keep up
but it is equally imperative to insure those
innovations are components of increased
profitability. Measuring that productivity
is a primary challenge. Profitability and
improvement can clearly be measured at
the bottom line, but technology innova-
tion can contribute by creating positive
impacts throughout the organization.
Better systems can produce increased
transparency and reporting that, in turn,
strengthens relationships with insurers,
fleet operators, and vendors. Improved
data gathering also benefits custom-
ers. Being transparent and consistently
sharing information to exceed customer
expectations can certainly contribute to
greater profitability. Yes, it's a complex

12

world, so where do we start?

WHERE WILL WE BE?

Any innovative step forward needs to
be evaluated. Here are some criteria for
that assessment:

» What needs to be improved - will this
change address that need?

» Where will we be in five years? In ten
years? Will this have helped?

» What are the metrics by which we
will evaluate change? Increased
brand recognition? More business?
Better CSI?

» Will we end up more profitable? Has
the cost of change been considered?

These are all heady questions most of
which require a lot of data and judgment.
Can you make those judgments yourself
- not likely. Can you affect those chan-
ges on your own or will you require part-
ners to consult, support and do the heavy
lifting in areas where you cannot be ex-
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pected to be your own expert.

DATA ANALYSIS IS CRITICAL

A simple example is your shop body
management system. Your business pro-
duces a lot of data—from job costing to
parts procurement. Do you know which
data points make the difference between
a profitable repair and an unprofitable
one? How does your business match up
month over month, and year over year?
There are integrated tools that can help
you get the business intelligence you
need to manage your business better.

A big step forward is to find trustworthy
vendors who can guide you through the
details of the technologies you can't read-
ily manage without expertise. Strategic
partners can grasp your vision and use
their capability to manage your route to
increased profitability. The world around
us has changed; we need to innovate to
improve and most certainly we need al-
lies to maximize our opportunities and
outcomes.



Automotive
Finishes

Where Speed Meets Green

R-M® believes you shouldn’t have to choose between being productive and being VOC compliant.

That’s why we’re introducing Onyx HD™ Low VOC Productive System, a compliant solventborne

alternative that dries quickly in most shop environments. When you switch to Onyx HD, you can enjoy

the benefits of a tried and true solventborne system that meets all VOC standards
n | B ASF for North America and uses COLOR-MAX® one of the fastest and most accurate

color tools in the industry. For more information, please call 800-825-3000 or visit
The Chemical Company www.basfrefinish.com/onyx-sh.

Scan with a QR code reader to learn more about Onyx HD Low VOC Prod m.




SURVIVAL AND PROFITABILITY

THE ROI ON TRAINING

Are you one of those unconvinced that the collision repair world is changing more
and more quickly?

|

ell, here are some statistics
\/\/ for you. Between 1982 and
2010, the CAFE standards

for fuel efficiency improved by only 12
percent. Over the coming fifteen years
they will change by 100 percent - driving
enormous changes in vehicle technology
and repairability. Over the coming two
years GM will make 25 major changes
to its vehicle line-up - Ford will make 16
such changes - Chrysler 30 - almost 40
such changes in Japanese auto products.

Overall, by 2016 over 240 vehicle models
will see substantial change in reaction
to changing CAFE (corporate average
fuel economy) standards - or about 80
each year. Without a culture of learn-
ing, repair facilities will continue to lose
ground and more and more will be un-
able to compete.

Are you prepared? How are you going
to survive and profit in this brave new
world?

There is no doubt that training is one of
the critical answers.

RESEARCH FINDINGS

In recent presentations Mr. Jeff Peevy,
Senior Director of Field Operations with
I-CAR USA, has discussed ongoing re-
search showing the direct impact of
training on shop profits.

Acknowledging that many aspects of
shop operation contribute to Key Per-
formance Indicators, |-CAR maintains
that knowledge and education form the
“foundation for excellence”, by increasing

operational efficiencies, reducing cycle
times and minimizing repair mistakes.

Peevy noted that in the USA, 11 percent of
collision repair facilities are Gold Class -
a further 20 percent provide some level
of consistent technician training. Incred-
ibly, 69 percent of facilities provide no
technician training. Peevy noted that in
2010-2011, seven percent of the shops
in the non-training category went out of
business.

THE TRAINING STUDY

To test the impact of training on profit,
[-CAR studied 8 collision repair facilities
which had previously not participated in
formaltraining. The shops were relatively
large, averaging 12 technicians/estima-
tors and $2.1 million in annual revenue.
After an initial period of knowledge as-
sessment, the technicians were trained
to the I-CAR Platinum standard over six
months, with KPIs measured every 30
days (equipment, software, paint sys-
tem, processes, etc. were unchanged).

Andrew Shepherd <

The results were nothing short of aston-
ishing:

» (Sl scores improved by 5.06 percent

» Cycle time improved by an average of
14 percent

» Touch time improved by 45 percent

» 100 percent of the shops experienced
increased monthly revenue over pre-
ceding months

» Half of the shops averaged five per-
cent increased revenue ($8.00 gained
for every dollar spent)

» The other half averaged 10 percent
increased revenue ($16.00 gained for
every dollar spent)

I-CAR has embarked on a broader and
more detailed study, but the initial find-
ings are clear - role-relevant training
and knowledge are absolutely essential
to growth and success. CM
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Improve your skills
without leaving your shop

[-CAR Canada’s new Welding Qualification Series brings comprehensive welding training to
you with day-long, on-site courses that include classroom theory, hands-on training on
your facility’s equipment, and the industry-recognized Welding Qualification Test.

As part of its Welding Qualification Series, I-CAR Canada offers the following programs:

e Aluminum GMA (MIG) Welding Series
* Steel GMA (MIG) Welding Series
* Structural Parts Steel Welding Series

Don’t miss your opportunity to update your skills
on your home turf!

o -/

To book your classes today, contact:
Cayla Ireland

Sales & Marketing Coordinator
800.808.2920 X232

cayla.ireland@aiacanada.com

Visit www.i-car.ca today!



INDUSTRY TRENDS

This isn't a new trend, but it continues
to be one of the most powerful forces
affecting the collision industry across
the globe. In the US, they are seeing
large company-owned MSO (multi-store
operations) acquiring independent and
smaller MSQO’s. They are also seeing
continued investment by private equity
firms, who have changed the face of
other retail markets such as clothing,
restaurants, and consumer goods. They
are investing heavily in the collision in-
dustry south of the border. Here in Can-
ada, we are seeing continued growth of
the national dominant franchise and ban-
ner networks, and MSO's.

Insurers also continue to consolidate,
creating change not only for policy hold-
ers, but for repairers who participate in
“direct repair” type programs. Claims
handling procedures sometimes change,
and purchasing decisions can be made
that affect the supply chain.

Why is vehicle complexity increasing?
Consumer tastes are evolving. They want
to purchase a vehicle with all the “bells and

whistles”, and automakers are responding
by adding more computer technology like
GPS, advance warning systems and safe-
ty features, even in entry-level vehicles.
Government legislation continues to de-
mand improved fuel efficiency, which
means lighter, stronger materials being
utilized to construct new cars. All these
technological advances translate into
more complex vehicle repairs.

What is the impact? Repairers need funds
for increased investment in equipment,
training and information technologies to
ensure technicians have the repair infor-
mation they need. Insurers need to en-
sure that vehicles are repaired properly,
relying on their vendor partners, and
providing their staff with more technical
training.

Why is it becoming harder to remain
profitable? It varies by type of business.
A few factors include increased need for
advanced tools and equipment, more in-
vestment in the “retail” face of the busi-
ness to attract customers, increasing
operating costs, inconsistent sales lev-
els, and difficulty in hiring needed tech-
nicians.
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We live in a global economy. What happens across

the border and overseas often impacts Canada. Are you
aware of the current global trends that are affecting the
collision industry, and will continue to do so next year?
Looking ahead to the New Year, how are you adapting
to ensure your business thrives in 2014? Here are my
top four trends to keep on your radar:

Leanne Jefferies 4

New vehicles are being manufactured
with built-in information and communi-
cations technology (ICT) components. It's
not just “GPS” so drivers can locate the
best route to reach their destination. It's
much deeper than this - bluetooth con-
nectivity, collision detection, and usage
information collection. In Europe, usage-
based insurance is commonplace, where
insurers price their insurance products
based on driving behaviour. It's also
growing in the US, and has started here.

Vehicle manufacturers are incorporating
ECU's (electronic control units) to wire-
lessly connect to vehicles for remote diag-
nostics of mechanical failure, to alert driv-
ers before a major failure, or inform them
of recalls. The full impact of this technol-
ogy is just starting to be understood.

Change can be viewed two ways - a
threat, or an opportunity. | tend to see
the positive side. Opportunity will be
found by those who stay informed of new
trends, and connected with others in the
industry. By collaborating and sharing
information, we have an opportunity to
create a sustainable future for all.
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2013 INTERNATIONAL ROUND TABLE

ON AUTOMOTIVE RECYCLING

The 2013 International Round Table on Automotive Recycling was held in Phoenix,
Arizona from November 10 to 12, 2013 in conjunction with the Automotive
Recyclers Association 70" Annual Convention and Exposition.

he purpose of the International
T Round Table (IRT) on Automotive

Recycling is to bring the inter-
national automotive recycling associa-
tions together to share best practices,
opportunities and the overall knowledge
base that exists in the industry.

| had the pleasure of attending while
representing the Automotive Recyclers of
Canada, joining the American-based Auto-
motive Recyclers Association, the Austral-
ian association, two European associa-
tions, the Japanese association and for the
first time ever, a Chinese delegation.

LEARNING FROM ONE ANOTHER

On Monday, each country presented a
Country Report, which is a half-hour up-
date to let the industry know what they're
working on and the challenges they're
currently facing. This is a great chance
for other countries’ representatives to
get a sense of the global industry in an
environment that allows them to roll up
their sleeves and discuss these matters
in great depth.

One of the key presentations was with
Tony Aquila, Founder and CEO of Sol-
era, where he shared his incredible
global knowledge of insurance, colli-
sion repair, mechanical repair and auto
recycling. Tony's perspective on where
the auto recycling industry is headed
was mind-blowing, particularly with Sol-
era’s investment into the overall data in-

Tony Aquila, Founder and CEQ
of Solera

dustry and the company’s expectations
of its implications for insurers and auto
repairers.

BREAKING DOWN BARRIERS

| gave a talk on ARC's activities with
engaging with the government and auto
manufacturers. We work a bit differently
than other countries when it comes to fa-
cilitating a productive relationship across
these entities. For example, we're ahead
of the US in terms of being able to have
a positive dialogue with both sectors, and
interestingly enough, Environment Can-
ada was the only government entity from
any country present at the IRT.

In the big picture, Europe is ahead of
North America with regards to regu-

Steve Fletcher <

lations and technology to depollute
and garner secondary revenue from a
vehicle. We in North America need to be
more conscientious of their advances
and continue to invite them to show us
their technology. Conversely, the North
American industry is well ahead of the
world when it comes to technology, sys-
tems and information to sell more parts
from a vehicle.

INTRODUCING THE GLOBAL AUTO
RECYCLING ALLIANCE

The most profound occurrence at the
IRT was the formation of a new entity,
tentatively called the Global Auto Recyc-
ling Alliance, which consists of the major
auto recycling associations.

This entity will formalize the structure
overseeing the IRT, creating account-
ability in maintaining the knowledge and
learning from meeting to meeting ensur-
ing the IRT continues to get bigger and
better. The Alliance will also tackle the
issues concerning standards and ac-
creditation of national and international
certification programs; engage the auto
manufacturers in a sustainable discus-
sion about our shared interest in the
stewardship of vehicles; and to promote
to Governments the responsible role the
industry is playing in promoting environ-
mental standards for ELV processing.

Japan will be hosting the next IRT in Oc-
tober 2014. Cwm

.
T
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WIN

IN COLLISION REPAIR...

AND STUDENTS, TOO!

WIN

Women's Industry Mebwork

CALLING ALL CANADIAN WOMEN

There are always such exciting things happening with the Women's Industry Y &
Network. There is never a dull moment, and we don’t expect that to be changing

anytime soon.

he buzz around the hive these
T days has been about the quickly

approaching deadline for submis-
sion of nominees for the Most Influential
Women in Collision Repair award. The
Most Influential Women award recognizes
women who have enriched the collision
repair industry with their leadership, vi-
sion, and commitment to excellence.
Here at WIN, we cannot stress enough
that Canadian nominations are welcome
and the deadline for submissions is
Tuesday, December 31, 2013.

WHO WILL BE THE NEXT
CANADIAN Miw?

Don't hide from us, Canada! We know
you have highly qualified women who
deserve recognition for their efforts.
Ask yourself a few questions. Do you
know women who demonstrate in-
dustry and community involvement?
Do they show visible industry leader-
ship? Have they been successful in
a professional role or won awards
or accolades accordingly? If you an-
swered yes to these questions, then
give them a pat on the back and fill
out a nomination form which can be
found on the WIN website under the
“Most Influential Women" tab. Honorees

have held positions in every facet of
the collision repair industry, as shop
owners, body and paint technicians,
managers, wholesalers, lobbyists,
suppliers, insurance adjusters, con-
sultants, educators, editors and writ-
ers, and industry association directors.
Visit thewomensindustrynetwork.ning.com
under “Most Influencial Women” for more
details.

Another quickly approaching deadline
to mark on your calendar is January 15,
2014. This deadline is for applications
for the newly expanded WIN Scholar-
ship Program. WIN offers scholarships
that will provide tuition assistance as
well as educational opportunities and
enrichment events to qualified ap-
plicants. The College Student Tuition
and Conference Scholarship Awards are
presented to students enrolled in a
post-secondary collision repair tech-
nology program. The High School Tu-
ition Scholarship Awards are presented
to students enrolled in a secondary
collision repair technology program
who plan to continue their studies at
a technical school or college. In addi-
tion, scholarship recipients will have
the opportunity to be mentored by a
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2014 recipient of the Most Influen-
tial Women award, being presented at
the 2014 Educational Conference May
5-7, 2014 in San Diego, CA. Both of
these scholarships are open to Can-
adian applicants as well. For more
information on how to apply, go to
thewomensindustrynetwork.ning.
com/, under “Scholarships”.

MARK YOUR CALENDAR

The Women's Industry Network has pro-
vided many opportunities for women to
build both personal and industry-related
relationships. It has opened many doors
for women who want to take advantage of
the benefits this organization has to offer.
Each year WIN's Educational Conference
agenda is filled with inspirational speak-
ers, industry updates and unlimited net-
working activities. Additionally, in 2014
the conference will be honouring the Most
Influential Women at a gala awards dinner.
So in case we haven't driven this home
yet, bring us your best women Canada!
Just make sure to do it before the up-
coming deadlines. Submissions must be
in by Dec. 31, 2013 for the Most Influential
Women award and January 15, 2014 for
scholarship consideration.
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INDUSTRY TRENDS

THE FUTURE

OF AUTO INSURANCE

How will emerging safety technologies change tomorrow's car insurance

landscape?

arlier this fall, business lead-
E ers and insurance experts got

together at the 2013 National In-
surance Conference of Canada in order
to address a number of timely issues.
One of the most intriguing was the
question about the future of insurance,
and how it will change with the advent
of ever more sophisticated safety tech-
nologies, as well as with the inevitable
appearance of the self-driving car.

The panel that took a closer look at this
issue was moderated by Jamie Rodg-
ers, Vice President, Consulting Servi-
ces, CGl. “We're here to explore quite
a provocative potential future scenario
that can have a significant impact on the
insurance industry,” he noted.

Rodgers argued that the Internet is un-
leashing a wave of technologies and ca-
pabilities, all of which have the potential
to be very disruptive to the business of
auto insurers, as well as multi-line in-
surers.

SMARTPHONES ON WHEELS

Today's automobiles are quickly turning
into smartphones on wheels. They're
already connected to the Internet, and
that connectivity is going to be even
more sophisticated in the near future.

“These smartphones
on wheels will come
equipped with some
very advanced tech-
nologies,” Rodgers said,
“from telematics that
record and communi-
cate driver behaviour to
location-based services
integrated with finan-
cial services networks
which will allow your

Jack Kazmierski €

“WE'RE HERE TO EXPLORE QUITE A
PROVOCATIVE POTENTIAL FUTURE
SCENARIO THAT CAN HAVE A SIGNIFICANT
IMPACT ON THE INSURANCE INDUSTRY.”

JAMIE RODGERS, VICE PRESIDENT,
CONSULTING SERVICES, CGl

vehicle to pay for the
gas, or the food you buy

Jamie Rodgers, Vice President,
Consulting Services, CGI

at the drive-through. We also foresee
realtime collision avoidance systems
based on communication between
vehicles on the road, and ultimately -
the self-driving car.”
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So the hypothesis, when you put all these
capabilities together, is that the auto-
mobiles of the future will have the abil-
ity to manage their own risk to such an
extent that they will no longer have ac-
cidents. “And if there's no risk, where is
the need for insurance?” Rodgers asked.

BEYOND SMIARTER CARS

Rodgers pointed out that the idea of a
vehicle being connected to the Internet,
or the whole ‘smartphone on wheels’
idea, is just the beginning. He foresees
the possibility that this concept might
extend to other objects of value, includ-
ing homes that will be able to communi-
cate their risk status in real time, as
well as manage their own risk.



Other things of value, like art objects,
are going to become part of the Inter-
net, Rodgers added. “They will have
GPS stickers on them, as well as the
ability to communicate their status. Ul-
timately, with the embedding of sensors
in clothing - and we're seeing the emer-
gence of that every day - individuals
will be able to communicate their own
risk status to their insurance compan-
ies who will be able to monitor risk and
adjust premiums in realtime.”

Given this possible future relationship
between insurers and the things of
value that they insure, we would cer-
tainly do well to ask ourselves what
insurance will look like in a few years.
Are we approaching the end of auto in-
surance as we know it? Will insurance
even be required in the future? These
are some of the great questions ad-
dressed by the expert panel.

NO MORE ACCIDENTS

As part of the expert panel, Craig Weber,
CEO of Celent, addressed the question:

What happens when there are almost
no accidents? Will that spell the end of
auto insurance?

Weber explained that we are well on
our way to the point where there will
be no more accidents. “I would sug-
gest that we not argue about whether
it's happening,” he said, “because it is.
Instead, we should argue about when it
will happen, and what the implications
of the timeline are.”

TODAY'S TECHNOLOGY

Sophisticated safety systems are not a
fantasy that automotive engineers are
pursuing and hoping to see come to
market in the future. In fact, many of
these technologies are already here.

“This means the need for auto insur-
ance will be reduced,” Weber added.
“Over what time period and with what
effect, is the central question? It's
worth noting that this is really based
on political considerations, and not on
technological considerations.”

Craig Weber,
CEO of Celent

Weber explained how a variety of tech-
nologies are already changing the risk
landscape, and how they will impact the
future of the automobile, the driver, and
the relationship between insurers and
the insured.

TELEMATICS AND UBI

Telematics and UBI (Usage-Based In-
surance) are already changing the in-
surance landscape, and that trend is
likely to continue. Insurance compan-
ies can plug a device into a customer'’s
vehicle to find out where that customer
drives, how fast they drive, how hard
they brake, what time of the day or night
they drive at, how aggressively they
drive, and so on.

“Telematics changes the way consum-
ers and legislators think about and rec-
ognize what happens with insurance,”
Weber explained. “Today, you tell your
insurer where you drive, how you use
your car, etc. And frankly, the connec-
tion between this information and the
price you pay for insurance is pretty
nebulous to understand. But with tele-
matics and UBI, once it's fully function-
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al, customers are going to understand
that it's all about how they drive that
effects the price. This is going to fun-
damentally shift behaviours. There's a
very strong likelihood that consumers
will say, ‘If | don't take that corner at 70
km/hr, | will pay less."”

“WHAT HAPPENS WHEN THERE
ARE ALMOST NO ACCIDENTS?
WILL THAT SPELL THE END

OF AUTO INSURANCE?"

CRAIG WEBER, CEO OF CELENT

COLLISION AVOIDANCE

Collision avoidance systems are mak-
ing their way to the market, and we're
seeing them on a growing number
of vehicles. These include blind spot
warning systems, infrared, lane change
support, head-up displays, and the like.
“These are all things designed to put
the driver in a better position to avoid a
crash,” Weber said.

These sophisticated safety systems
first appeared in high-end cars, “but
since the technology is neither all
that expensive or complicated, we're
starting to see them in less expensive
vehicles as well,” Weber added. “So the
question we need to ask ourselves is
when will we reach a tipping point - the
point when more cars on the road will
have these technologies, than will not?
When we hit that point, driving behav-
iour will change and pricing [for insur-
ance] will change.”

Weber also pointed out that automated
enforcement technologies like red light
cameras will continue to change driver
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behaviour, and that ultimately things
will change dramatically when self-
driving vehicles appear on the mar-
ket. These technologies are bound to
change the risk assessment scenario,
which will force a change in the way
insurance works.

THE HUMAN FACTOR

Robyn Robertson, President and CEO of
the Traffic Injury Research Foundation
(TIRF), discussed the benefits and chal-
lenges of technology when you factor in
the human being behind the wheel.

As wonderful and as beneficial as these
technologies may be, the challenge is
that they require the driver to change
- to do something in a manner that
they're not used to.

Robyn Robertson,
President and CEQ of the Traffic Injury
Research Foundation (TIRF)

“Safety features come with limitations,”
Robertson noted. “If we don't know how
they work or if we don't know how to
properly interact with them, then we
can find ourselves in trouble.”

This is a real concern, Robertson ex-
plained, because public knowledge about
safety features is low. What makes the

.
T
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situation more of a problem is the fact
that people tend to take more risks when
they know that their vehicle is equipped
with sophisticated safety features.

PUBLIC KNOW-HOW

Robertson presented the audience with
a good news/bad news scenario. “The
good news is that a significant part of
the public is familiar with ABS, or anti-
lock brakes,” she said. “About half as
many are familiar with traction control,
while a lot of the safety features that
have been implemented in the past dec-
ade - very few are familiar with those.”

The public believes most safety fea-
tures are easy to use. “That's import-
ant,” Robertson explained, “because
in order to get people to use these
technologies they have to believe that
they're going to be easy to use.”

The bad news is that anywhere between
a third to two-thirds of drivers do not be-
lieve safety features would make them
better drivers. Even more concerning
is a group Robertson calls “the ten per-
centers.” These are people who willing-
ly engage in risky behaviour: speeding,
driving when they're tired, using their
cell phones while driving to talk or to
text, or drinking and driving. “The ‘ten
percenters’ say they do these things on
a regular basis,” Robertson added.

They're willing to engage in risky be-
haviour because they know they have
safety features on their vehicles, and
they believe they are safer because of
those features.

SAFETY FEATURES

“We're also concerned with myths about
safety features,” Robertson added.
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“ADVANCES IN VEHICLE SAFETY
AND SAFETY TECHNOLOGIES
WILL NOT INCREASE ROAD
SAFETY ON THEIR OWN."

ROBYN ROBERTSON, PRESIDENT
AND CEO OF THE TRAFFIC INJURY
RESEARCH FOUNDATION (TIRF)

“People think they can drive faster be-
cause their vehicles are equipped with
safety features. They believe they can
tailgate, or that seat belts are less im-
portant, or that they can pay less atten-
tion to the road when they're driving.”

This is proof that drivers do not always
seem to understand the fact that the
way they drive is going to have a sig-
nificant impact on how well those safe-
ty features work, or that these safety
features have limitations. They also
don't realize that many of these safety
features require driver input to trigger
them, or that the safety features need
time and space to work in.

At the end of her presentation, Robert-
son presented the audience with a logical
conclusion. “Advances in vehicle safety
and safety technologies will not increase
road safety on their own,” she said. “Their
effectiveness will be influenced by how
humans respond to them and how these
technologies impact driver behaviour.”

TRENDS IN TECHNOLOGY

Dr. Peter Burns, Chief of Ergonomics &



Crash Avoidance at Transport Canada,
took a closer look at some of the tech-
nologies that will likely have a significant
impact on the evolution of auto insur-
ance. Right from the get-go he stressed
that these were his personal views, and
not those of Transport Canada.

Dr. Peter Burns,
Chief, Ergonomics & Crash Avoidance,
Transport Canada

“According to my counterparts in the
USA, there are three distinct technology
efforts occurring simultaneously in the
area of vehicle automation,” Burns said.
“In recent years we've seen a revolu-
tion in crash avoidance technologies.
Vehicles are changing very fast. We
already have forward collision warn-
ing, lane departure warning, automatic
braking systems, night vision systems,
adaptive front lighting systems, and
pedestrian detection systems. In the
coming years we will see even more
sophisticated systems on vehicles.”

The increase in safety technologies is
coupled with innovations in two other
major areas: connected vehicles and
the driverless car.

CONNECTED VEHICLES

When talking about connected vehicles,
Burns pointed out that he was not re-
ferring to vehicles being connected to

the Internet. “That already exists,” he
argued, “with built-in systems like On-
Star, or vehicles connected to the In-
ternet through smartphones. This is a
different type of connectivity - one that
is less distracting.”

Burns focused on DSRC (Dedicated
Short Range Communication) technol-
ogy. “That's cars talking to cars,” he
explained. “They also call it vehicle-to-
vehicle communication.”

What are the cars saying to each
other? At a minimum, each car has
a radio beacon that sends data on its
current position, speed and direction
of travel. “Cars will have applications
that can use this beacon data to warn
drivers on a display when there's risk,”
Burns noted.

The crash avoidance systems we see
on today's vehicles only identify a haz-
ard in front, beside or behind them.
With connected vehicles, they will know
what's going on with other vehicles
within a 1 km range - even vehicles
around corners or out of sight.

“This communication will also allow
drivers to see into the future, in a sense,”
Burns added. “So as cars pass one an-
other on the road, they will be able to
exchange data about the traffic and road
conditions they have encountered.”

CARS TO CONCRETE

Burns also talked about vehicle-to-
infrastructure communications - road-
side equipment communicating with
cars about things like the signal phase
on the traffic lights or road conditions.
“There’s also V-to-P,” he said, “Vehicle-
to-Pedestrian communications, which
might mean a car communicating with
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“THIS COMMUNICATION WILL
ALSO ALLOW DRIVERS TO SEE
INTO THE FUTURE."”

DR. PETER BURNS, CHIEF
ERGONOMICS & CRASH
AVOIDANCE, TRANSPORT CANADA

pedestrians via a smartphone, for ex-
ample.”

To work optimally, all vehicles would
need to have the ability to communicate
with one another, as well as with the
infrastructure and with pedestrians. Un-
fortunately, it's unlikely that everything
will come online at the same time. “We're
going to see a gradual deployment of this
technology,” Burns noted, “and that's go-
ing to create some challenges.”

AUTOMATION

The third area of technological advan-
cement is automation - the self-driving
car. “But before vehicles can take full
control we're going to need better GPS
precision so they know exactly where
they are at all times,” Burns warned.
“We're also going to need better real-
time maps, and the vehicles will need
to be able to sense everything in their
vicinity with radar, cameras and LiDAR.
We likely won't see full automation for
another 20 years.”

Burns explained that a near zero crash
rate may be coming in the future, but
we're still years away from that kind of
reality. It might even take decades be-
fore automated vehicles replace con-
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In the meantime,

ventional vehicles.
we're going to see a mix of self-driving
and human-driven vehicles on the road.

“So | don't see insurance plummeting as
automated vehicles are introduced,” Burns
concluded. “As long as there are people
driving vehicles, there will be crashes.”

THE PARADIGM SHIFT

The auto insurance landscape is
changing rapidly, mainly because of
advancements in technology. “But it
is also changing because of unfore-
seen initiatives coming from where
we expected to see them the least,”
said Michel Laurin, President and COO
of Industrial Alliance Auto & Home In-
surance Inc. “One good example is the
Mobiliz program that was launched by
Industrial Alliance.”

& [ -

Michel Laurin,
President and COO of Industrial Alliance
Auto & Home Insurance Inc.

Laurin says this initiative came out
of left field. “Nobody saw us coming,”
he said. “And to be perfectly honest, |
would say that we ourselves did not see
us coming.”

In a nutshell, Mobiliz is Usage-Based
Insurance, or UBI, but what makes this
program so special, Laurin says, is the
fact that it has brought about a number
of paradigm shifts.

First, it's 100% self service on the In-
ternet. From the quote to the claims

settlement process, everything is on the
Internet. Second, there's a variable pre-
mium from month to month. It can go
up, or it can go down. Third, cancella-
tion is penalty-free. And fourth, there's
not consideration for a customer’s pre-
vious driving record.

“As a matter of fact,” Laurin explains,
“Mobiliz is not based on the usual as-
sumptions that the past is the best tool
to predict the future. It is based on the
fact that we, with this program, can
influence and thus change the future.”
In other words, by changing driver be-
haviour today, Mobiliz is influencing the
way they will drive in the future.

UNIQUE FEATURES

Mobiliz boasts a number of what Laurin
calls, “added-value features.”

Continued Active Communication: “As
an industry | don't think we're doing a
good job communicating proactively
with our customers,” Laurin noted.
“We send them a renewal once a year,
and that's all. With this program, the in-
sured receives a weekly email from us.
Every Monday morning they know their
weekly driving behaviour and the effect
it will have on their monthly premium.
So we're building a relationship with
our customers.”

Behaviour Awareness Information: It
changes the way young drivers behave
on the road.

Creating a Virtual Community: Online
communities are very popular with young-
sters, and the virtual community Mobiliz
created has gotten young drivers talking
and working together. “They share with
one another, through the Mobiliz com-
munity, tricks and tips,” Laurin said. “They
compete with each other to see who can
lower their monthly premium the most.”

Customer Feedback: Mobiliz is improv-
ing with the help of customer feedback.
“One example of the changes we've

already made to our program has to
do with speed,” Laurin explained. “In
the past we allowed speed limits to be
exceeded by 8-10 km/hr, but our cus-
tomers pointed out that they can go 118
km/hr on the highway and the police
do nothing. They were right. So we in-
creased our forgiveness to 118 km/hr.
We're building a relationship with our
customers.”

“THIS PRODUCT IS A
FUNDAMENTAL SHIFT IN THAT
IT GAVE US AN OPPORTUNITY
TO RETHINK THE INSURER /
INSURED RELATIONSHIP.”

MICHEL LAURIN, PRESIDENT AND
COO OF INDUSTRIAL ALLIANCE
AUTO & HOME INSURANCE INC.

Laurin concluded his presentation with
a simple, but powerful thought. “This
product is a fundamental shift in that it
gave us an opportunity to rethink the in-
surer / insured relationship.” And per-
haps that's the core message we can
glean from this panel.

As vehicles become safer, and as the
risk of collisions drops dramatically,
we're going to see a change in the re-
lationship between the insurers and the
insured, as well as in the auto insur-
ance landscape overall.

How and when this will come about
is still a bit foggy, but as Craig Weber,
CEO of Celent wisely noted in his pres-
entation, this is not the time to argue
about whether it's going to happen.
Instead we want to focus on what the
implications might be, as well as how
these changes will impact our industry
in the future. CWM

.
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ONLINE LEADERSHIP

A,

Last issue we focused on the value of social media in building reputation and business.

This time around let’s have a look at getting organized and planning your social outreach

for relevance and success.

S

There are some key considerations to
ensure a winning social strategy:

1.

Pick your channels - There are
many options to build your social
presence with the public and insur-
ance community. Facebook, Twitter,
LinkedIn, Google Plus+, Pinterest,
Tumblr, Flickr and Instagram are the
most popular environments at this
time. Remember, the more channels
you participate in, the more you will
need to manage. The good news is
a solid content strategy makes it
easier to push info to multiple chan-
nels. For those still relatively new to
social marketing, there are endless
forums, blogs and online tutorials
to help you decide which ones are
right for your particular needs.

Decide how you want to manage
your presence - If you are part of
a franchise network, a Community
Manager may already be assigned
by HQ to manage the brand'’s social
outreach. If you are invited to sup-
plement this activity to strengthen
your local identity, it is important
to respect social policies detailed
in your franchise agreement. For
independent business owners you
have full autonomy to decide what
you want to do, but there is also
more responsibility. It is up to you to
set the strategy and constantly find
new, relevant content to post.

Establish roles and responsibilities
- It's best to have crystal clarity in

your organization on who does what
and the freedoms or restrictions set
in place. Many larger companies
have fairly tight policies on access
and the nature of what can and can-
not be posted. There is no shortage
of embarrassing stories about social
media gone wrong and the negative
impact it can have on a business and
a brand. It's best to identify an inter-
nal Community Manager, set specific
engagement rules on your tone and
business persona, and create a con-
tent calendar before you jump in
feet first.

Develop your content strategy and
outreach plan - Companies with a
strong vision of the messages they
wish to convey, and the discipline
to distribute relevant content con-
sistently, are well on their way to
successful social media marketing.
Think of content from a customer’s
standpoint and what would matter
most to them. Consider ways to bol-
ster customer confidence in how you
will manage all their expectations,
not just delivering a vehicle back in
pre-accident condition. After notice
of loss and a visit to a reporting sta-
tion (if applicable in your market),
your business may be a customer’s
next stop. Providing an experience,
which demonstrates genuine care
and concern for drivers and their
vehicles, can result in a customer
post on Facebook or Twitter that is
both powerful and sharable. Don't
be shy to ask satisfied customers

to do just that! It's also a good idea
to build a bank of relevant content:
automobile safety tips, travel advice,
maintenance check lists, industry
polls, charity events and fund rais-
ers - the more you can collect and
feed into your plan the better to keep
content fresh.

5. Remember to monitor your chan-
nels - Chances are the vast major-
ity of interactions (Likes, Tweets,
Posts, etc.) you have with your com-
munities will be positive. However,
be prepared to quickly address any
negative comments that may ap-
pear. In the ‘good old days’, custom-
ers may have called and said they
were unhappy about a repair - they
may still do that, but they may also
share their dissatisfaction with hun-
dreds of friends on Facebook. This
is your opportunity to quickly “make
it right” and win positive impres-
sions from that single customer and
everyone in that customer’s social
circle. There are various platforms
available to make managing multiple
social accounts easier (check out
HootSuite) and be sure to monitor
conversations taking place about
your business daily.

While social media takes some time and
effort to get into a rhythm, the benefits
can be enormous. From customers to
carriers, elevating your profile online
demonstrates industry leadership and
will win you more business in the future.
Continued success!
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SHOWCASE OF COLLISION REPAIR PRODUCTS

SEMA COLLISION REPAIR
& REFINISH SECTOR

Shirley Brown <

alking into SEMA 2013 is like
W walking into a traffic jam...

people everywhere, gawking,
taking photos, touching products, watch-
ing demonstrations, asking questions.
Needless to say we joined the throngs and
made our way to the ‘collision repair and
paint’ booths throughout the show. Many
companies had celebrities at the booth;
most had new products; the paint colours
were spectacular and the vehicles covered
in these new finishes and shades were
something to behold! These new products
should appeal to all those immersed in the
Collision and Repair Industry.

PPG hosted the top painters from the
custom car, motorcycle and drag racing
worlds. They also highlighted several new
refinish products that will take painters
to the next level of colour and design im-
agination.

The '57 Chev convertible in their booth
was finished with PPG waterborne Vi-
brance Collection® Money Green and sil-
ver colours. In addition, an all-star lineup
of painters greeted visitors to the PPG
booth... one of whom was Bobby Alloway
(Alloway's Hot Rod Shop), who created
the '57 Chevy Convertible.

PPG also launched an updated and im-
proved version of the COLORMOBILE®
software application. Designed for smart-
phones and tablets, the new app allows
quick and easy mobile retrieval of the
most up-to-date PPG colour information.

3M-NEW PRODUCT WINNER

In the new Collision Repair & Refinish
Products, 3M™ Body Protection System
(BPS) was the winner!

The 3M™ Rocker Protector Pouch is used
with the 3M™ Accuspray™ HGP Spray Gun
Kit to quickly deliver coatings onto any
textured panels on a vehicle. The precision
delivery of these coatings allows product
to be sprayed at any angle to match OEM
textured finishes. Because the spray gun
is so accurate, less masking is required
and overspray is reduced, practically elim-
inating solvent use needed for clean up.
Also sounds like a snap to use!

3M AUTOMOTIVE AFTERMARKET

Removing spot welds from high-strength
steel automotive panels just became
easier and less expensive for body techni-
cians, thanks to the 3M Automotive After-

market Division’s new 3M™ Green Corps™
File Belt and the 3M™ File Belt Tool.

A single 3M Green Corps File Belt grinds
off many more spot welds than drill bits,
and works well on all types of steel. It's a
solution that performs faster and at a cost
savings in time and materials for the cus-
tomer and shop owner.

BASF showed a 1969 Talladega Torino
GPT Special — painted using BASF's
Glasurit 90-Line Tennessee Whisky Gold
gloss and Daytona Sand satin. What draws
you in at first glance is the Glasurit 90-line
Tennessee Whiskey Gold Gloss on the bot-
tom and Satin Daytona Sand on top. These
hues are used throughout the project in
different areas. Because of the high qual-
ity achieved with a full line of BASF prod-
ucts, the Talladega colours and finish are
second to none. The fit and finish on this
project challenges the rest of the industry
to reach the level that BASF and Glasurit
has already achieved.

AKZONOBEL

At SEMA, AkzoNobel Automotive & Aero-
space Coatings Americas showcased
their brand-new refinish portfolio, indus-
try sustainability platform, and exclusive
education classes during SEMA 2013. Se-
lect products from the Sikkens®, Leson-
al®, and Wanda® brands were on display.
In addition, stickerfix™, the first commer-
cial DIY paint solution from AkzoNobel,
was featured as well. CM

.
T
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he November ASRW/NACE Show
T in Las Vegas highlighted more

than 100 hours of management
education and technical training, not to
mention the largest MSO Symposium—
sponsored by 17 organizations—ever!

The Expo itself was supported by more
than 170 exhibitors and on the floor scan
tool demonstrations were held; lifts were
displayed and working; a different indus-
try speaker held forth on the ASRW Main
Stage each hour; there were PDR certifi-
cation demonstrations; the ASA Market-
place and Business Technology Pavilion
plus so much more.

MSO SYMPOSIUM

One of the most popular events—the
MSO Symposium was a sell-out... 275
MSOs with two or more locations were
present at this event. It featured high-end
content specific to collision repair MSOs
and an evening networking reception.

Designed for MSOs who really wish to
improve their skills and knowledge, the
symposium featured six sessions. It was
so popular with attendees that the event
was full from start to finish. Several of
those who attended commented it was
the main reason they went to Las Vegas
that week.

“All the major players were represented at
this year's MSO Symposium and the room
was a veritable ‘who’s who' list,” said Ron
Nagy, AAM, of Nagy's Collision Special-
ists. “This event continues to deliver.”

“As the largest MSO in North America, the
CARSTAR team enjoyed the interaction
between the small to mid-size MSOs and
‘the Big 5' MSOs - there are many ways
that we can partner to make the indus-
try even better,” said David Byers, Chief
Executive Officer at CARSTAR Corporate
US. “Most of the participants we talked
with said it was the best event to date!”

THE FUTURE IS NOT SET IN STONE!

The Opening General Session/Collision
Industry Forum commanded a full house
as well. The session was sponsored by
Axalta Coating Systems and combined
the powerfully motivating message of a
traditional keynote presentation with the
industry-specific focus of a forum.

The topic, “The Future is Not Set in
Stone,” was led by well-known industry
expert Mike Anderson, the second-gen-
eration bodyshop owner and consultant.
His messages focused on the power of
unifying the industry, regardless of the
individual business philosophies or roles
within the industry.
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AUTOMOTIVE SERVICE & REPAIR WEEK

EDUCATION,
EXPO & TRAINING

A successful 2013 Show
included a robust
conference program.

Shirley Brown <

DESIGNED FOR MSOS

WHO REALLY WISH TO
IMPROVE THEIR SKILLS AND
KNOWLEDGE, THE SYMPOSIUM
FEATURED SIX SESSIONS.

IMPROVING SHOP EFFICIENCY

One of the conference classes was on the
topic of improving shop efficiency, which
in turn leads to profitability led by Dean
Fisher and Rick Miller from CARSTAR
USA. They stated that you had to learn
to work with all types of people and work
providers in the various elements of the
industry. You need to prioritize what you
need to do on a daily basis through com-
mand process... you need to figure out
what you're going to do and how to do it.
And the secret is... it's completely doable!

This session will be presented in the next
issue of Collision Management as it was
one of the best sessions on the agenda.
We believe there is important information
on the topic that will be well accepted by
all facets of the collision Industry from
executives to body shop owners... some
great ideas for all!
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Chip Foose, American hot rod designer and owner of Foose Design

hip Foose's relationship with 3M
C began when 3M executives vis-

iting Latin America found their
product, a lime green masking tape, be-
ing used all over to build cars. Builders
called it “Foose tape” after seeing Foose
use it on his television show, Overhau-
lin. 3M decided if one person could cre-
ate that much brand recognition, a part-
nership was the perfect way to go.

Collision Management: Tell us
about your presentation with 3M.

Chip Foose: I've been with them officially
for a little more than three years, but I've
actually been using their products for
over 43 years. | also talked about how
impressive 3M is as a company, because
not only do they make a great product,
they continue to make that product better
and better.

CM: What first drew you to designing
hot rods?

CF: | grew up in this industry. My father
designs and builds cars. | started draw-
ing next to my father when | was three
years old. | started going to the shop with
him when | was seven. I'd like to say |
was helping him at that age, but | know
| destroyed a lot more than | helped. He
is an amazing teacher. He's still in the

industry today, he’ll be 80 years old in
March, but he still works every day on
cars and hot rods.

CM: Tell us about some of your favour-
ite projects.

CF: My favourite projects are when some-
body gives me a completely blank sheet to
design something for them from scratch.
So we design the frame, we design the
suspension, we figure out what motor and
transmission and rear end we're going to
put into it, and we design the complete
body and build that from scratch. Those
are the projects that are really the most
gratifying and really test all of the talents
of the people at Foose Design.

CM: Do you think television shows
like Overhaulin’ have had an effect on
the number of people interested in hot
rods?

CF: | would say definitely. My goal has
always been to show professionals com-
ing together, having a great time doing
something special for someone. I've
seen other shows where there’s a lot of
fighting and arguing and the throwing of
tools, and | never wanted that to be the
approach that we would take. | think the
industry, as a whole, should be raised up
to show that there are professionals in

STAR OF OVERHAULIN'

HOT ROD
LEGEND

Chip Foose is a hot rod design legend
and the owner of Foose Design, which
was the setting for his own TV show,
Overhaulin’. Foose was in Toronto for a
3M invitation-only event to discuss his
career and the industry.

Heather Rose <«

“I THINK THE INDUSTRY AS

A WHOLE SOULD BE RAISED
UP TO SHOW THAT THERE
ARE PROFESSIONALS IN THIS
INDUSTRY THAT DO CARE AND
WANT TO DO THINGS FOR
GREAT PEOPLE.”

CHIP FOOSE,
AMERICAN HOT ROD DESIGNER,
FOOSE DESIGN

this industry that do care and want to do
things for great people.

CM: Is there anything that makes the
Canadian hot rod industry different from
the American industry?

CF: The Maple Leafs (laughs). We ac-
tually have a few Canadians that worked
on Overhaulin’. Mark Oja, who is our pro-
ject manager, he has a shop called Cus-
tom Rod Garage, he's from Toronto. But |
would think the passion is identical. CM

You can follow Chip on Facebook.
https://www facebook.com/chipfoose

.
|
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HR MATTERS

As we all know, your people are the strength of your business. They are the
backbone and the face of your business. The individuals who constitute your
work force carry out your commitments and the partners with whom you work
closely — such as suppliers and insurers — are absolutely critical to your success.
They determine your profitability and they determine whether your customers
will have a positive experience. How do we insure that this broad spectrum of
people in the business are all on the same page, a page you'll be proud of today

and in the future?

oing the things that make your
HR machine hum is not that
complicated. It comes down to
four basic verbs: Attract, Motivate, Mo-
bilize and Retain. Master that quartet
and you're well on your way to success.
The best news is that it's not hard, once
you are aware of some simple principles.

The first challenge is attracting the right
people. This is self-fulfilling; if your shop
is known as a great place to work, you'll
attract great people who, in turn, will add
to the positive environment.

Motivating the people within the organ-
ization creates that positive environ-
ment. How are they motivated? Working
environment is important, but job satis-
faction and a sense of achievement are
even more so. Communication is vital -
you can tell people what to do but it's far
more effective to explain why proced-
ures are in place and what the upside of
maintaining standards is. Provide suffi-
cient training so employees can succeed
and feel that their role is significant to the
overall achievement of the organization.

Empower them to enjoy a source of pride
as part of a winning effort.

Mobilizing employees is what brings that
motivation to life. Communication, feed-
back, and involvement - they are words
we all use but from the employee’s per-

RémyL.Rousseau 4

spective, are these factors truly in place?
Is the workweek just too busy to allow
time for the “luxury” of communica-
tion? Without everyone knowing where
you're headed, you'll simply go around
in circles. Now is the time to present the
roadmap of our shared vision - where
are we going and how we will get there.
It is important to begin this now and re-
inforce it frequently.

If you master the previous three pillars,
you likely won't have to worry much
about the fourth, retention. Retention is
absolutely critical to success in terms of
realizing the investments in training, pro-
viding solid customer relations and con-
solidating the structure of the workplace.
It's also a huge indicator - if you're not
retaining your people, it's time to revisit
your entire HR tableau.

How do we make this work for us? It's
simple - just do it! We all know what
components create a strong working
environment fueled by great communi-
cation. Now is the time to begin putting
them in place. It is time for communica-
tion and action to strengthen the pillars
of success.
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