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 Board of  

Directors’ 

Meeting 

January 12, 2010 

For additional infor-

mation on our Board 

meetings, contact 

Stuart Terry @ 

619-287-4215 

Be a Part of  

What Makes 

Chapter 24 Great! 

Attend Your  

Meeting! 

Powerball Starts Over  
 January 2010 

 

January Power Ball $50.00 

 

Remember, you must be present at the Regular Meeting to be eligible to win 

the Powerball. 

The odds are very good.  One winner out of 62 names.  
It could be yours!  

 Your input is requested 

 

Our March Meeting will feature Gene Kendall or 

BAR.  We have been asked to supply him with 

areas of interest to our members.  Please send us 

an email @ chapter24@earthlink.net. Or fax a 

quick note to 866-894-8496 

 

 

 

 

January 19th 2010 
Registration/Social 6:15 — Dinner 6:30pm Meeting:  7:00pm 

Cuyamaca College 

900 Rancho San Diego Pkwy 

El Cajon  CA  92019 

 

Your Speaker: Sierra Summers, Demand Force 

Customer Customer   

Communications Communications   

& Marketing Reputation& Marketing Reputation   

Put the Internet  

TO WORK For YOU! 
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PO Box 261669 San Diego, CA 92196-1669 

Newsletter Advertising  

Disclaimer: San Diego Chapter 24, their officers, Board 
members, employees, members, and affiliates in no way 
warrant the quality, competency, or merchantability of any 
goods or services advertised in this publication.  In addition, 
ASCCA Chapter 24 in no way warrant or insure the goods or 
services described herein and every individual utilizing these 
services is forewarned that ASCCA Chapter 24 have con-
ducted no investigation into any representations made in any 
advertising., literature, or ad distributed by the advertisers in 
this publication. 

 

Chapter 24 Byways Advertising Rates 

Per Issue:                     Member          Non-Member 

Full Page - (7.5" w x 9.5"h)  $60            $90 

Half Page  (7.5" w x 4.5"h)               $45            $65 

Quarter page  (3.5" w x 4.5"h) $30            $50 

Business Card                   $15             $25 

 

San Diego Byways 
San Diego Byways is published monthly by San Diego Chapter 24 of the Automo-

tive Service Councils of California.  You are strongly encouraged to submit both 

original articles and clippings from other publications. 

San Diego Byways c/o Stuart Terry 

Stuart Terry Auto Repair 4858 El Cajon Blvd. -  

San Diego, CA 92115 

Tel./Fax 619.287.4215 

Submission of Materials 
Associate Members are entitled to have their business card included at no charge.  

All members are entitled to a 5-line classified ad at no charge; others will be 

charged $5 for 25 words and 50 cents a word for all additional words.  Please sub-

mit all display ads in camera-ready-copy.  For more information, contact Newslet-

ter Editor, Stuart Terry at 619.287.4215. 

www.ascca24.com   

ASCCA State Contact List 

ASCCA Office  800-810-7462 

Jackie Miller - Executive Director  

jmiller@amgroup.us,  ext: 108 

Gloria Peterson - Asst. Exec. Director 

gpeterson@amgroup.us,  ext: 104 

Connie Payne - Director of Finance 

cpayne@amgroup.us, ext: 103 

Paul Simmons - Director of Membership 

psimmons@amgroup.us, ext: 113 

Heather Vigil - Membership Services 

Coordinator 

hvigil@amgroup.us, ext: 151 

Monique Rice - Event Manager 

mrice@amgroup.us,  ext: 107 

Melissa Hensley - Communications and 
Website Editor 

mhensley@amgroup.us,  ext: 131 

ASC Insurance Services (ASCIS)  

General Info: 

Using Services of InterWest  
Insurance Services, Inc. 
3636 American River Drive, 2nd Floor 

Sacramento, CA 95864 
ASC Insurance Services License 
#0D35073 

InterWest License #0B01094 
 
Phone: (916) 609-8396  

Fax: (916) 488-3492 

ASC Insurance Services Staff: 

Chuck Coppage - Manager 

ccoppage@iwins.com 

Shannon Blakeman - Workers'  
Compensation 

stblakeman@iwins.com 

mailto:jmiller@amgroup.us
mailto:gpeterson@amgroup.us
mailto:cpayne@amgroup.us
mailto:psimmons@amgroup.us
mailto:hvigil@amgroup.us
mailto:mrice@amgroup.us
mailto:mhensley@amgroup.us
mailto:ccoppage@iwins.com
mailto:stblakeman@iwins.com


PLEASE NOTE:  No Shows for a dinner reservation will be charged for that reservation. When you make a reservation, we order a meal for you and the Chap-

ter 24 treasury must pay for it, WHETHER OR NOT YOU SHOW UP. Your complimentary meal only applies if you actually attend the meeting. In addition, all 

nonmembers attending a Chapter 24 meeting will be charged $35.00, this does not include applied for or prospective  members.  

Date and Time Location Topic Speaker 

January 19th 2010 
Registration/Social 6:15 ð Dinner 
6:30pm  Meeting:7:00pm 

Cuyamaca College 
900 Rancho San Diego Pkwy 
El Cajon  CA  92019 

Customer Communications  
and Marketing Reputation 

Demand Force,  
Sierra Summers 

FRIDAY 
February 26th 2010 
Registration/Social 6:30 
Meeting/dinner: 7:00pm  

SE San Diego Hotel, 1047 5th Ave., San Diego, CA 

Chapter 24 dinner meeting will be on Friday this month to  
coincide with ASCCA Team Weekend held in San Diego. Many ASCCA Members from other 
Chapters and staff will be present. 

ASCCA member drive. Associate members donating large prizes. Drawing for new potential 
members and current  members who bring potential members.  
Speaker Chapter 24 President Mitch Mendenhall 

March 16th 2010 
Registration/Social 6:30 
Meeting/dinner: 7:00pm  

Hontech Automotive Inc. 
4033 30th Street, San Diego  

Shop Meeting.  
BAR rep. New BAR info-rules-
regulations, Q & A. 

Gene Kendall, Information 
Specialist, Bureau of Auto-
motive Repair 

April 20th 2010 
Registration/Social 5:30 
Seminar/dinner 6:00pm 

HOLIDAY INN MISSION  
VALLEY-STADIUM  
3805 MURPHY CANYON RD  
SAN DIEGO, CA 92123 

Service Advisor  
Seminar 

RL OôConnor,  
Danny Sanchez, or  
Vin Waterhouse 

May 18th 2010 
Registration/Social 6:00 
Meeting/dinner: 6:30pm  

Johnôs Automotive Care 
6267 Riverdale St. 
SD 92120  619-280-9315 

Technical Seminar; Diesel Test-
ing, Repair and service. 

TBD 

June 15th 2010 
Registration/Social 6:30 
Meeting/dinner: 7:00pm 

HOLIDAY INN MISSION  
VALLEY-STADIUM  
3805 MURPHY CANYON RD  
SAN DIEGO, CA 92123 

Social Marketing Arthur Schwortz 

Techno Power Marketing 

July 2010 Padres game and Happy HourðDate announced once baseball schedule is out, 7:05 Game time. 

August 17th 2010  
Registration/Social 5:30 
Seminar: 6:00pm 

HOLIDAY INN MISSION  
VALLEY-STADIUM  
3805 MURPHY CANYON RD  
SAN DIEGO, CA 92123 

Nomination of 2011 Chapter 
24 Officers.  
Business Management Seminar 

ATI Instructor not yet  

assigned. 

September 21st 2010 Regis-
tration/Social 6:30 Meeting/

dinner: 7:00pm 

We will be looking for a shop to 

volunteer to hold the meeting  Election of Officers 
Human Resources 

Erica Tofson, Human  
Resources Specialist 

October 19th 2010 Regis-
tration/Social 6:30 Meet-
ing/dinner:7:00pm 

HOLIDAY INN MISSION  
VALLEY-STADIUM  
3805 MURPHY CANYON RD  
SAN DIEGO, CA 92123 

Installation of officers 

New legality issues facing  Auto 
Repair Businesses in California. 

David Gregory, Attorney, 

Automotive Service Coun-
cils of California 

November 16th 2010 
Registration/dinner 6:30 
Meeting: 7:00pm 

HOLIDAY INN MISSION VAL-
LEY-STADIUM  

3805 MURPHY CANYON RD  
SAN DIEGO, CA 92123 

Phone Etiquette/Skills for Auto  

Repair industry. 

Margie Scifer 



ASCCA, Chapter 24ASCCA, Chapter 24  

  Corporate Corporate   

Sponsorship ProgramSponsorship Program 

The Corporate Sponsorship Program will enable 

our Association to continue providing programs 

and meetings as well as expand member bene-

fits.  

Corporate Sponsorship Levels are: 

Platinum $2,500    

Gold $2,000   

 Silver $1500 

This is includes state and chapter  

membership 

For a list of what is included at each level, please 

contact James Justus or Stuart Terry and they 

will immediately send you an ASCCA, Chapter 

24 Corporate Sponsorship Packet 
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Help Our Membership Grow 

See last page of newsletter for a handout 

you can use to promote our next meeting 

and encourage prospective members  

to join us!! 

 

 

Something new and very exciting for Chapter 24 this year will be the addition of a Marketing Committee. The 
committee will be responsible for marketing to new members, creating advertising to promote guest speak-
ers, and promotion of other supported chapter events. The Marketing Committee will be headed up Jerry 
Kubitsky, owner of Summit Transmissions and Dara Bakhshandeh, owner of C & D Automotive.  Antone Es-
tacio from Napa Auto Care will also be part of the committee. Stuart Terry has agreed to be an advisor.  

 
The committee is already working for our chapter. They are in the process of revising the prospective  new 
member benefit letter, have secured a discounted rate for ASCCA members for technical classes, and will be 
working with several companies to possibly sponsor the education endowment that Jim Custeau is working 

with.   

 
They welcome any ideas that you may have, so please feel free to write Jerry an E-mail at 

jerry@summittransmissions.com  

 

Banny Hom Enterprises 

1240 West Main Street 

El Cajon, CA 92020 

619-440-7474 

bannyhomautomotive@gmail.com  

mailto:jerry@summittransmissions.com
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Study points to self-consciousness as 
biggest factor standing in people's way 

HealthDay: Monday, December 28, 2009 

 

MONDAY, Dec. 28 (HealthDay News) -- 
Another New Year's Day looms, and mil-
lions of Americans will resolve that this 
year, they'll exercise and get fit, so why 
by the end of January are so many of 
those resolutions broken? 

 

New research may shed some light on 
the problem. 

It's not that people don't know that exer-
cise is good for them and can improve 
their self-image. Obese and overweight 
people, in fact, are even stronger believ-
ers in the importance of exercise than 
those of normal weight, according to a 
survey of more than 1,500 men and 
women conducted by researchers at 
George Washington University Medical 
Center. 

But many overweight and obese people 
loathe the idea of huffing and puffing in 
front of younger, thinner gym-goers, the 
poll found. They also feel embarrassed 
about sweating it out in front of those 
svelte, muscular health club staffers. 

That kind of self-consciousness may af-
fect females more than males. Com-
pared to men of all sizes, women are 
more likely to feel intimidated about us-
ing complicated equipment, to feel pres-
sure to exercise in trendy clothes and to 
fret about exercising in front of the oppo-
site sex. 

So in the end it's emotions, not a lack of 
determination, that may keep people 
from regular exercise. 

"Overweight people have received the 
message from their physicians and all 
the publicity about the importance of ex-
ercise," said study author Wayne Miller, 
a professor of exercise science at 
George Washington University Medical 
Center. "Most of the negativism or barri-
ers that are associated with not partici-
pating in exercise are emotional, and 

there are differences between men and 
women." 

The study, to be published in the Janu-
ary/February issue of the Journal of Nu-
trition Education and Behavior, was 
funded by the International Health, Rac-
quet and Sportsclub Association. 

Two-thirds of U.S. residents are now 
overweight or obese, according to the 
U.S. Centers for Disease Control and 
Prevention. Obesity rates have doubled 
for adults and tripled for children since 
1980. 

Yet, only about 30 percent of those trying 
to lose weight meet the National Insti-
tutes of Health exercise recommenda-
tions to get five hours per week of mod-
erate aerobic activity, according to back-
ground information in the study. 

Though several recent studies have 
called into question how much exercise 
helps with losing weight, exercise does 
reduce obesity-related diseases and has 
been shown to help people who have 
lost weight keep it off, according to the 
study. 

In the study, about 18 percent of respon-
dents belonged to a health club while 82 
percent did not. About two-thirds were 
overweight or obese. The more someone 
weighed, the lower their assessment of 
their own health. Yet despite being well 
aware that they need to exercise, nega-
tive feelings about the health club envi-
ronment kept them from doing so. 

"Both overweight men and women were 
intimidated by the health club itself, the 
environment and the staff. They were 
both uncomfortable about exercising 
around fit people," Miller said. "The mes-
sage to health clubs is they need to do 
more to make overweight people feel 
unself-conscious and comfortable." 

But overweight people can't wait for 
health clubs to change, said Gregory 
Florez, a spokesman for the American 
Council on Exercise. 

"It's the ultimate conundrum, or Catch-
22," Florez said. "Obese people certainly 
know they are obese and they need to 

lose weight, and in many cases are quite 
motivated. However, they almost univer-
sally have a history of failure. They have 
tried every bestseller diet. They have 
tried every diet pill, legal and semi-legal. 
They have watched every infomercial." 

The key may be to avoid an all-or-
nothing approach. Instead of committing 
to daily spinning classes at the local 
health club, obese people may choose to 
start by making smaller, incremental 
changes, such as taking the stairs or 
walking for a few extra minutes a day. 

When it comes to diet, small changes 
can also add up to big weight loss, from 
using mustard instead of mayo on a 
sandwich to trying to eat just a bit less 
each day. 

 

If a glitzy gym makes you uncomfortable, 
try a specialty gym that caters to women 
only, or an online or community-based 
weight loss support group. And people 
can head to their community parks for a 
brisk walk and some fresh air, he noted, 
since exercise is not the sole domain of 
health clubs. 

 

"You can't say, 'I'm going to go to the 
gym and exercise around a bunch of 
beautiful people, or 'I'm going to have to 
cut all this stuff out of my diet,'" Florez 
said. "You have to look at it as a gradual 
and loving process for yourself." 

 

SOURCES: Wayne Miller, Ph.D., profes-
sor, exercise science, George Washing-
ton University Medical Center, Washing-
ton, D.C.; Gregory Florez, spokesman, 
American Council on Exercise, and 
CEO, FitAdvisor.com, Salt Lake City; 
January/February 2010 Journal of Nutri-
tion Education and Behavior 

Copyright (c) 2009 ScoutNews, LLC. 
Www.healthday.com  All rights reserved. 



U.S. Department of Energy - Energy Efficiency and Renewable 
Energy News 

 
This is an excerpt from EERE Network News, a weekly electronic newsletter. This 

artrcle makes reference to links. In order to click on these links please visit  
http://apps1.eere.energy.gov/news/news_detail.cfm/news_id=15688 

 
 
December 16, 2009 
Electrified Cars are Coming in 2010 from GM, Toyota, and Fisker 
 
Automakers are intensifying the pace to roll out electrified vehicles, with General Mo-
tors Corporation (GM), Toyota, and Fisker Automotive announcing their production 
schedules at the Los Angeles Auto Show in California in early December. GM an-
nounced that its Chevy Volt, an extended-range electric vehicle, will be available late 
next year in California only, and in additional markets later. GM is investing $336 mil-
lion in its Detroit-Hamtramck assembly plant to begin Volt production in late 2010. GM 
is also partnering with three California utilities and the Electric Power Research Insti-
tute in a real-world demonstration to establish vehicle charging programs and to intro-
duce the Volt to consumers. GM is drawing on more than $30 million in American Re-
covery and Reinvestment Act funds from DOE for the project. See the GM press re-
leases on the Volt sales and the Detroit plant, as well as the Volt Web site. 
 
Meanwhile, the 2010 Toyota Prius Plug-in Hybrid vehicle (PHV) made its North Ameri-
can debut at the Los Angeles show. Based on the third-generation Prius, the latest 
version adds a lithium-ion battery that enables all-electric operation at higher speeds 
and longer distances than the conventional Prius hybrid. The new Prius PHV is de-
signed to use the all-electric mode for trips of about 13 miles. After that, it reverts to 
the hybrid mode like a regular Prius. Toyota plans to deliver 150 vehicles to the United 
States early in 2010, placing them in regional clusters for consumer tests and technical 
demonstrations. For instance, Toyota will place 10 Prius PHVs with residents of Boul-
der, Colorado, under a regional partnership with Xcel Energy's SmartGridCity program. 
The residents will participate in an interdisciplinary research project coordinated by the 
Renewable and Sustainable Energy Institute, a new joint venture between DOE's Na-
tional Renewable Energy Laboratory and the University of Colorado at Boulder. See 
the Toyota press release and the Prius PHV Web site. 
 
The Fisker Karma, which touts an all-electric range of 50 miles, will start deliveries in 
the third quarter of 2010. 
Credit: Fisker Automotive 
 
Established companies weren't the only ones touting their electric innovations in Los 
Angeles. Fisker, a start-up founded in August 2007, said it would begin will begin deliv-
ering its Karma plug-in hybrids in the third quarter of 2010. Fisker is backed by a 
$528.7 million conditional loan from DOE and operates from its global headquarters in 
Irvine, California, with an engineering facility in Pontiac, Michigan. The Fisker Karma 
was displayed at the Los Angeles Auto Show along with a wide array of fuel-efficient 
and electrified concept and production cars, including the tiny Honda Personal-Neo 
Urban Transport (P-NUT for short) concept and the CMT-380 concept, an extended-
range electric vehicle that draws on a 30-kilowatt microturbine from Capstone Turbine 
Corporation once its battery pack runs low on power. In essence, the CMT-380 is an 
electric car with a quiet jet engine under its hood. The Los Angeles Auto Show ran 
from December 4 to 13. See the Fisker press release (PDF 173 KB) and Web site, the 
press releases from Honda and Capstone, and the LA Auto Show Web site.  
 

http://apps1.eere.energy.gov/news/news_detail.cfm/news_id=15688 

January is 
“National Month” 

Calendar 
Many countries adopt causes 
or a special interest group to 
promote during a calendar 
month. The United States is 
particularly prolific at creating 
"national month" events to 

promote business interests. 

 

The following events are 
observed calendar month-

long: 

 

 Blood Donor Month 

 Bread Machine Baking Month 

 Fat-Free Living Month 

 International Coffee Gourmet Mo. 

 National Book Month 

 National Diet Month 

 National Egg month 

 National Eye Health Care 

 National Fiber Focus Month 

 National Hobby Month 

 National Hot Tea Month 

 National Mail Order Gardening Mo. 

 National Retail Bakers Month 

 National Soup Month 

 Oatmeal Month 

 
 

Is there a way your busi-
ness can benefit by promot-

ing itself during "January 

is" national month?  

Contact the Chapter 24 Byways by sending an email to chapter24@earthlink.net 

Byways Newsletter Page 6 
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While drivers message, distance be-
tween cars shrinks and reaction times 
grow, study finds 

 

HealthDayðE.J. Mundell 

 

Drivers who text-message are putting 
themselves and others in danger as 
they switch their attention between 
two complex tasks, a new study con-
firms. 

 

Researchers who 
placed young adults in a 
virtual driving simulator 
found that the gap be-
tween the driver's car 
and the car ahead 
shrank when texting 
came into the mix, but 
the driver's reaction 
times slowed. 

 

The result: Drivers who were texting 
were six times more likely to be in-
volved in a virtual 'crash' than those 
who were concentrating just on driv-
ing. 

 

Texting seemed to raise the danger 
factor for drivers more than talking on 
a cell phone, the researchers noted. 

 

While talking on a cell phone, "drivers 
apparently attempt to divide attention 
between a phone conversation and 
driving, adjusting the processing prior-
ity of the two activities, depending on 
task demands," wrote the research 
team, led by Frank Drews, an associ-
ate professor of psychology at the 
University of Utah. 

 

Texting, on the other hand, requires 
drivers to switch their attention         

completely to that task, and away 
from driving, they found, and this 
made for slower reaction and braking 
times. 

 

In addition, they found that reading 
text messages proved more distract-
ing than composing messages. 

 

In the study, reported in the journal 
Human Factors, Drew and his col-

leagues had 20 male 
and female drivers, 
19 to 23 years old, 
engage in either driv-
ing or driving while 
texting in a "high-
fidelity [driving] simu-
lator." All of the par-
ticipants were experi-
enced texters. 

 

The team found that drivers' median 
reaction time increased by 9 percent 
while they were on a cell phone, vs. 
30 percent while texting, compared 
with the driving-only condition. At the 
same time, the "minimum following 
distance" between themselves and 
the virtual car ahead shrank. 

 

Numerous U.S. cities have banned 
texting while driving after accidents 
linked to the practice began to rise. 

 

SOURCE: Dec. 21, 2009, news re-
lease, University of Utah 

URL of this page: http://www.nlm.nih.gov/
medlineplus/news/fullstory_93248.html  

(*this news item will not be available after 03/21/2010) 

HealthDay 

Copyright (c) 2009 ScoutNews, LLC. 
All rights reserved. 

'QuickTips' 

for workers on safe work practices 

Continuing in 2010, OSHA stresses making 

workplace safety and health a top priority for 

workers. There are numerous products, such 

as QuickCards, fact sheets and guidance 

documents, on OSHA's  that show workers 

how to stay safe and healthy on the job 

through fall protection, chemical hazard 

awareness and machine guarding. Learn 

valuable information on a variety of topics in 

different industries through . Information on 

specific workplace hazards and individual in-

dustries are included in OSHA's . Visit  for 

additional information on workplace safety. 

osha.gov/OshDoc/quickcards.html   

ByWays Newsletter Seeking New Editor 

Chapter 24 is seeking a new Editor. Stuart Terry has been the Editor for more than 5 years. If you would like to find out more about what this important job 

entails, please contact Stuart at  619-287-4215 

Texting While Driving Raises Crash Risk Sixfold 

Watch It! Safety and 

Health Videos on YouTube  

US Department of 

Labor in Action! 

YouTube is just 

one of the many 

ways the depart-

ment is utilizing social media to edu-

cate workers about health and safety 

issues. The Occupational Safety and 

Health Administration (OSHA) recently 

posted two new videos on DOL's 

channel. To view safety videos from 

the Department of Labor,  

visit  http://www.youtube.com/

usdepartmentoflabor 
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Turning Up the Volume: Steps to Sustain Success  
By Barbara Eldridge  

As the year races 

to end, it is a time 

to reflect and pre-

pare as well as 

pour on the steam 

to end on a high 

note. There is this 

belief that once 

you've reached a 

certain level you 

would have achieved the success you 

dreamed of. But, as you can probably 

relate to, once you hit the financial fig-

ures you are at, your next goal becomes 

even bigger. The challenge I see many 

small business owners experiencing, is 

that reaching that $goal took working 

themselves to the bone and it doesn't 

take long to figure out that there is no 

more time left in the day. It's not a matter 

of just working harder or longer - you've 

already been doing that and you know 

you can't cram any more into your day. 

So to grow, things have to change, be-

cause there are bigger and better oppor-

tunities that come with new and different 

challenges. All of a sudden, you realize 

that everything that worked so far, is no 

longer effective in this business climate. 

The strategies that got you to your pre-

sent circumstances will not be the same 

strategies that get you to your next level 

of success. 

Napoleon Hill in writing about the princi-

ples of success stresses that your defi-

nite purpose should be something that 

evokes motivation, focuses action and 

inspires your imagination. When we go 

into business the dream and desire 

seem clear, but then events and circum-

stances start to affect the business, com-

petition ramps up their marketing and 

customers seem to need more informa-

tion, a better deal or just more of your 

time. Perhaps you start to shed doubt on 

the wisdom of your decision, and pres-

sures mount because cash flow is slow. 

 

This is precisely the time to turn up the 

volume on your "dream". Here are some 

steps Hill subscribes to, to help keep a 

positive mental attitude and to sustain 

belief: 

Get busy creating a major goal/

purpose.  

Affirm the object of your desire daily.  

Find the compelling motive for doing 

what you want to do.  

Use self suggestion to recall the ad-

vantages of the goal.  

Get the encouragement of those of 

like mind.  

Don't let a day pass without making 

a definite move toward attaining 

your major purpose -persistent 

action is key.  

Choose someone as a pacesetter 

whom you can emulate.  

Surround yourself with things that 

symbolize and reinforce achieve-

ment and success.  

Never run away from disagreeable 

circumstances.  

Recognize that anything worth hav-

ing has a price tag and requires 

"eternal" vigilance. 

You must stay flexible in a changing 

world but you must increase and 

apply the above steps to draw on 

the power you have at your dis-

posal and reap the bigger re-

wards. 

Barbara founded Mind Masters 
in 1991 as an organization for 
entrepreneurs to master the 

challenges they face in an ever-
changing market place. Barbara 
has a vision of Mind Masters to 
provide a value based program 
so that business owners could 

harness the power of each mem-
bers' success, make wise busi-
ness decisions and realize their 

dreams.    

Visit Barbara’s Website at 

www.mindmasters.com 
Barbara Eldridge 

Business Phone Etiquette 

By Neil Payne 

Etiquette is in essence about proper 
conduct and presenting yourself favora-
bly. Demonstrating good etiquette is 
important if one seeks to be successful. 
An area in which this is essential is the 
business phone call. 

Millions of business phone calls are 
made every hour and day. Business 
people that interact solely over the 
phone yet never meet still form strong 
opinions of one another. Practicing 
good business phone etiquette helps 
encourage clear lines of communica-
tion, build rapport and avoid misunder-
standings. 

Most of us can recollect a phone call 
that left us feeling frustrated or irritated. 
How much of this could have been at-
tributed to poor phone etiquette? Here 
we explore a few simple examples of 
areas within business phone etiquette 
that should be employed when making 
or receiving calls. 

All successful business interaction 

needs preparation . The phone call is 

no exception. It is important to know 
who you are calling, the most conven-
ient time to do so, the reason for your 
call and what you can do for them. Be 
structured, short and sharp.  

Continued on page 9 

 



Remember 

to  

Invite  

Prospective  

Members  

to Our  

Meetings! 

If the caller is not known 
to the receiver it is im-

portant that the purpose  

of the call and the 
callerôs credentials are 
established immediately. 
A simple introduction 
followed by a sentence 
or two not only shows 
good phone etiquette but 
allows the receiver to set 
the forthcoming informa-
tion within a context. 

Particularize your inten-
tion behind the call. Do 
not assume the receiver 
understands why you 
are calling them and 
what you expect of them. 
Expand upon information 
and specify the purpose 
of the call. 

Pass on information 
that the receiver will un-
derstand, appreciate and 
find useful. Waffling and 
speaking generically will 
lose attention and gener-
ally reflect poorly on the 
caller. 

Good business phone 
etiquette demands pro-
fessionalism at all 
times. When speaking to 
someone you do not 
know avoid informal 
speech or personal 
questions. Once a rela-
tionship has been built it 
is considered polite to 
enquire about week-
ends, children or other 
non-sensitive personal 
matters. 

Privacy and security 
around furtive issues 
must always be borne in 
mind on the phone. If it 
is imperative that sensi-
tive discussions take 
place over the phone, 
business etiquette re-
quires that you confirm 

with the receiver whether 
this is             appropri-
ate. 

Be patient. Demonstrat-

ing good business eti-
quette relies on your 
staying calm, cool and 
collected under pressure 
or when facing a testing 
situation. Your ability to 
stay patient earns re-
spect and avoids rash 
actions or decisions. 

Although there is much 
more to business phone 
etiquette than the above 
7 Pôs you will find they 
can go a long way in 
contributing to an im-
proved understanding of 
how to use the phone 
effectively in the busi-
ness world. 

 

Neil Payne is Director of 

http://www.kwintessential.co.uk 

 

Article Source: 

http://EzineArticles.com/?

expert=Neil_Payne 
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12 Items You Can Use to 

Grow Your Online  

Business Offline 

By Corrie Petersen 

 

Growing your business online is 
just as important as offline. Some 
people don't think they need to 
grow their business using offline 
methods because people will find 
their site online. 

What some people don't realize is 
you need to let people know you 
are online and that will happen only 
when you show people you have a 
website. Some people will not know 
where to look for you or they won't 
know you are online. 

People like things for free. They 
remember who gives them things 
and will share that with others. 
They will likely purchase from those 
companies because they gave 
them something for free. It's possi-
ble the reason for this is because 
they thought about them and spent 
the time and money to give them 
something. That's important to 
them. 

If you decide to do promotional 
items, it's a good idea to have your 
name and website listed on it. You 
can do this through companies 
online or locally if you have such a 
business. Here are some items you 
can give to people. 

 

1. T-shirts - Include your logo, website, 
and a mission statement 

2. Mugs - Include your logo, business 
name, and website 

3. Pens or pencils - Include your web-
site and business name 

4. Flashlight - Include your website and 
logo 

5. Mouse pads - Include your logo, 
business name, website, and mission 
statement 

6. Bumper stickers - Include your web-
site and a brief ad 

7. Notepads - Include your logo and 
website 

8. Wall Calendars - Include your logo 
and website 

9. Baseball caps - Include your logo, 
website, and business name 

10. Balls - Include your logo and web-
site 

11. Frisbee - Include your logo and 
website 

12. Pocket calendar - Include your logo 
and website on the cover 

Be creative when you use these 
types of items. For example, with 
the shirts, add a picture that is fun 
and goes along with your business. 
With the bumper sticker you can 
include your mission statement or a 
brief ad with your website. The 
balls and Frisbees are for the kids, 
so make it fun for them. Have a fun 
picture on it or use a twist of words 
that they will enjoy. 

Making your customers happy and 
showing them you care are two 
important things you need to utilize 
when you are trying to increase the 
traffic to your website. 

Showing people you are online is 
important and it can increase your 
sales. You will show people that 
may never have known otherwise 
that you have a website. Some 
people don't go online very often so 
you must show them. 

There are so many different things 
you can give away to people that 
contain your logo and website. Be 
creative, use bright colors, and take 
your customers into consideration 
when you do this. Giving people 
things isn't the only way to do this. 
You can give out coupons with a 
percentage off or a free gift with 
their next order. When you stand 
out above the rest people will re-
member you and will be more in-
clined to purchase from you when 
they have a need. 

 

Corrie Petersen runs a successful Vir-
tual Assistant business. She enjoys 
helping others reach their goals and 
dreams. Check out her website at 
http://www.virtualfreedom4you.com. 

 

Article Source: http://
EzineArticles.com/?

expert=Corrie_Petersen  



1-800-RADIATOR : 
4401 Park Road :  
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800-248-8720  
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Every ASCCA member 

receives ½ hour of free 

legal consultation every 

month on any matter, 

either business or per-

sonal, with our associa-

tion attorney Dave 

Gregory 
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From workers' comp 

to property/casualty to 

employee benefits, 

your association 

owned insurance 

agency specializes in 

finding the right cov-

erage for your busi-

ness. 

ALLDATA offers 

ASCCA members a 

discount off of their 

normal rates and 

enhanced programs 

not available to the 

general public. 

Mitchell1 gives 

ASCCA members a 

15% discount off their 

normal fees if you 

sign up for their ser-

vices after you have 

become an ASCCA 

member. 

Law Offices of  

David Gregory 
A professional consulting 

firm specializing in helping 

businesses comply with 

environmentally toxic and 

hazardous materials, em-

ployee right-to-know, and 

safety laws/regulations. 

ASCCA members receive a 

25% discount off all their 

services. 

Boost your business 

and accept credit and 

debit cards today! 

Elavon offers ASCCA 

members a dis-

counted rate and 

many other savings! 

AutoNetTVÊ is a media company providing automotive service reports for vehicle owners on how to preserve 
the life, performance and safety of their vehicles.  Shop owners would subscribe to their service to provide award
-winning television program that provides entertainment and educational programming to those waiting for their 
service to be complete.  

ASCCA members 

receive a 15% to 

20% discount on 

Thomson Delmarôs 

entire catalog of 

repair information 

products including 

Chilton manuals and 

Office Depot :Greatly reduced 

office supply cost. Stream-

lined business supply order-

ing processï via phone, fax 

and online. No shipping 

chargesï free delivery on any 

size order 

California Preferred 

Credit Union:   Cali-

fornia Preferred also 

offers equipment fi-

nancing and other 

business programs 

designed for the auto-

motive industry.  

ASCCA members will 
be given a deeply 
discounted pay-as-
you-go monthly sub-
scription option with 
no long-term contract. 

Drive the right kind of cus-

tomers into your shop! 

Automated Marketing 

Group (AMG) can help 

you with a very effective 

turn key marketing pro-

gram and ongoing market-

ing training in addition to 

direct mail services in one 

per piece price. 

Full service promo-
tional products sup-
plier . ASCCA mem-
bers will receive a 5% 
discount on all invoices 
with an additional 5% 
being returned to the 
members chapter. 

ASCCA members 

get discounts on all 

CustomerLink ser-

vices! Make sure 

you keep track of 

your customers with  

CustomerLink 

ASCCA members 
receive a special 
promotional price for 
Direct Hit (award 
winning online diag-
nostic tool) 

CARS OnDemand offers 
hundreds of tried and 
tested training modules 
that cover key technical 
and business manage-
ment topics within the 
automotive repair and 
service industry.  

Member Benefits 

Heartland handles all 

elements of both credit 

and debit card transac-

tion processing offering 

a host of services that 

make one-stop pay-

ment processing a 

reality for our mer-

chants. 

ASCCA member re-
ceive a 10% discount 
off Hertz Daily Member 
Benefit Rates, a 10% 
discount off Hertz U.S. 
Standard Rates, and 
5% or greater discount 
off Hertz Leisure Rates. 

Cobra Systems Inc. is 
the OEM manufacturer 
of the very successful 
Cobra óStrikerô Re-
minder Sticker print 
system for the aftermar-
ket/ auto lube industry.  

ASCCA members re-
ceive a $50 discount. 

Demandforce Auto is an 
online customer communi-
cation system that inte-
grates seamlessly with 
your existing shop man-
agement system to send 
the right message to the 
right customer at the right 
time.  

These are BRIEF descriptions of benefits. Visit ASCCA.COM  for more details 
on each Member Benefit / Discount.   

http://www.radiator.com
http://autonettv.com/
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CTI Season Line-up 
Location: TBA 
 
VWA-200 VW/Audi Diagnostic Strategies 8 2110/2010 - 2/11/2010 
This course continues the process started in VWA100 with a focus on application of scan tool diagnosis and a detailed 
understanding of the service challenges presented by these vehicles, The beauty of servicing VW (,S and Audis is that they 
provide many service opportunities and their owners love their vehicles, You will learn how to be prepared to deal with the 
many pattern failures found on these vehicles along with the details needed to code and program modules that is cornmon 
place with this vehicle group, 
Instructor: Mark Olinger 
 
EE-102 CTI Specialized Electronics Testing Module Two 8 4/7/2010 - 4/8/2010 
The second of three modules, This course focuses on solid state electronics found in every corner of todayôs vehicles, 
Each electronic component will be shown in actual circuits and diagnostic strategies for each will be demonstrated, The 
primary focus will be on reading and using wiring diagrams, All vehicle systems will be analyzed using various diagram 
resources including aftermarket and OE The goal of this module is to develop diagnostic strategies using available 
service information and testing equipment to effectively find direction when dealing with any vehicle electronic system, 
Instructor: Mark Olinger  
 
TFT -100 Total Fuel Trim Diagnosis 4 6/9/2010 - 6/9/2010 
Fuel Trim is the technician's best chance to find the right diagnostic path to solving most all drivability and engine 
performance problems, This course will dispel the myths about short and long term fuel trim and the instructor will 
introduce the concept of Total Fuel Trim, It is important that the peM's total fuel modification be taken into consideration 
when diagnosing these problems, The effects of Rear Fuel Trim found on most all vehicles today, will also be explained, 
This is a must see class that will open your eyes to the power of Total Fuel Trim diagnosis, 
Instructor: Mark Olinger 
 
 
EE-201 Battery Starting & Charging System Diagnosis 8 9/4/2010 - 9/5/2010 
What should be a staple in your diagnostic arsenal has changed over the past several years because of new technologies, 
Diagnosis of batteries, starter and alternators now include scan tool and capacitance testing coupled with the essential 
electronic skills you should posses, This course focuses first on the essential skills of testing the battery, starter and 
alternator followed by a review of current computerized starting and charging system technologies, Then you(,11follow a 
detailed diagnostic process to accurately diagnose and service these common complex systems, 
Instructor: Mark Olinger 
 
 
NVT-300 Gasoline Direct Injection Diagnosis 8 10/5/2010 -1016/2010 
Gasoline Direct Injection (GOI) systems are becoming common place on late model cars and light trucks, This variation of 
fuel injection delivers the fuel charge directly into the combustion chamber much like a diesel using a common rail system, 
The potential benefits of GOI are increased fuel efficiency and power. Of course the GOI fuel control strategies are 
different than normal MPFI systems and maintenance opportunities present new challenges to the aftermarket repair 
facility, This class will cover these topics which will enable you to effectively service and maintain GDI systems found on 
GM, Toyota. Isuzu, Mitsubishi. VW/Audi, Saturn and Mazdas 
Instructor: Mark Olinger 
 
 
NVT-301 Variable Valve Timing System Diagnosis 8 12/8/2010 - 12/9/2010 
Variable Valve Timing (VVT) systems have been in production for over 20 years and today are used by every 
manufacturer to provide torque and emissions controls by manipulating the timing of the valve train, This system is quite 
complicated and is susceptible to lack of maintenance issues, Diagnosis is a challenge without a good understanding of 
how the various systems work and how to use the scan tool to diagnose their operation, This course focuses on operating 
strategies and failure modes coupled with common pattern failures found on today (,S VVT systems, 
Instructor: Mark Olinger 
 
 
Times are 6:00 pm to 10:00for Monday - Thursday classes; 8:00 am to 5:00 pm for Saturday classes, 
Check with your local CARQUEST Store for changes and/or updates, 

La Mesa/S San Diego, CA 

Region #: RIV-413-9 



Page 12 Byways Newsletter  

Car Quest General Parts Inc.  
Ken Yuraitis  
9417 Medina Drive  
Santee, CA 92071  
(619)807-8367 Fax: 619-449-9036 

kyyur@aol.com 

 
Cor-Max Technologies 
Mark Mongelli 
1027 Greenfield Drive #D 
El Cajon, CA 92019 
619-440-5339 Fax: 619-442-4241 

bgofsandiego@sbcglobal.net 

 
Firstline Merchant Services 
Bill Barger  
10601 Tierrasanta Blvd. #G400 
San Diego, CA 92124  
858-495-9111  Fax 858-495-9144 
bill@firstlinemerchant.com 
 
Harris  Insurance & Financial Ser-
vices 
Linda S. Harris 
P.O. Box 261669  
San Diego  CA  92196-1669 
858-695-1162 Fax: 858-695-2953 
l.s.harris@att.net 
 
Mission Automotive Equipment  
Nick Hyde  
3210 Production Ave., Ste. F  
Oceanside, CA 92058  
(760) 721-7262  
Fax: (760) 721-7097  
info@missioneq.com  

www.missioneq.com  

Mitchell 1 
Mitchell P. Mendenhall 
12500 Jackson Hill Drive 
El Cajon, CA 92021 
619-843-6594 
Fax 619-401-6430 
usabrit17@cox.net  
 

 

NAPA  Auto Parts 
Mike Harris, District Manager,  
Andy Keiser, Store Manager 
7440 Convoy Court 
San Diego CA 92111 

279-6900 Fax: 858-278-0095 

 

NAPA  Auto Parts - Chula Vista 
Dave Osterloh - Store Manager 
680 L Street, Suite F 
Chula Vista, CA  91911 
619-425-6272 Fax: 619-425-5147 

 

Napa Auto Parts - Natôl City 
Jose Cueva, Store Manager 
1810 Highland Avenue  
National City, CA 91950 
619-474-4601 
 
Napa Auto Parts, San Ysidro 
320 W. San Ysidro Blvd. 
San Ysidro, CA 92173 
619-662-6272 
 
NAPA  Auto Parts - Bay Park 
Mike Knowlton, Store Manager 
1171 West Morena Blvd. 
San Diego, CA 92110 
619-696-6272 Fax: 619-275-0052  

mike_knowlton@genpt.com  

 
National Petroleum Inc. 
David Golokow  
2005 Main Street  
San Diego  Ca  92113  
619-239-0256 Fax:619-239-0339 
dgolokow@pacbell.net 
 
Preferred Employers Ins. 
Jan Beaver 
1455 Frazee Road, #1000 
San Diego, CA 92108 
619-688-3900 
jbeaver@preferredworkcomp.com 

ñDon't rule out working 

with your hands. It does 

not preclude using your 

head." 

Andy Rooney 

 

 (Thanks to  Jim Custeau  

ASCCA 

The driving force behind 

the automotive repair  

industry in California! 

We Thank our Associate 

Members for their contri-

butions to our  

association. 

We encourage all mem-

bers to support these as-

sociate members, as 

they support us. 

 

Thank You! 

REMEMBER: 

MEMBERSHIP  

DOESNôT  

COST . . .  

IT PAYS! 

Support Our Associate Members 



 

 

 

 

 

One of the key benefits to ASCCA membership is the 

availability of local chapters, which provide such  

resources as: 

 Regularly-scheduled meetings where members can 

learn information and interact with their peers 

 Local training events 

 Access to local aftermarket resources provided 

by associate members 

 Endorsed Programs offering deep discounts to 

ASCCA members. 

 

ASCCA Code of Ethics 

 To promote good will between the motorist and the automotive industry. 

 To have a sense of personal obligation to each individual as a customer. 

 To perform high quality service at a fair and just price. 

 To employ the best skilled personnel available. 

 To use only proven merchandise of high quality distributed by reputable firms. 

 To itemize all parts and adjustments in the price charged for services rendered. 

 To retain all parts replaced for customer inspection, if so requested. 

 To uphold the high standards of our profession and always seek to correct any and all abuses within the automotive industry. 

 To uphold the integrity of all members. 

 To refrain from advertisement which is false or misleading or likely to confuse or deceive. 

Come to our next dinner meeting and find out how the Automotive Services Councils can be of great benefit 

to you and to your business. You will receive a complimentary dinner and all the beneficial information of 

our next meeting.  

 

Next Meeting January 19th— Customer Communications and Marketing Reputation 

 

Referred By: ______________________________________ 

Phone:  ______________________________________ 

When you decide 

that membership is 

right for you, 

please let the Board 

member who en-

rolls you know that 

I referred you to 

ASCCA, Chapter 24 

Visit Our Website at 

www.ascca24.com  

 


