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Page 3 Our March Meeting will feature Gene Kendall of 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

Welcome New Members

Ryan Ogden Brad McCombs Lee Follansbee Firas Miskina

Asmar's Auto Care Harloff Automotive Lee-Mar Distributors Trust Auto Repair &

8621 Troy Street 7447 University Avenue Associate Member Bodyworks

Spring Valley, CA 91977 La Mesa, CA 91941 39238 Eternity Lane 7633 El Cajon Blvd.,
#101 & 110

Murrieta, CA 92563
(760)-300-5759
www.justicebrothers.com

(619) 589-1188
Fax: (619) 589-0049

(619)-461-3600

www.harloffauto.com La Mesa, CA 91941

(619) 644-1977
Fax: (619)-644-1966
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ASCCA State Contact List

2010 ASCCA Chapter 24 Board of Directors ASCCA Office 800-810-7462

(

President
Mitch Mendenhall 619-843-6594
usabrit17@cox.net

Director - ) )

Jackie Miller - Executive Director
Gary Anderberg 858.492.5139 jmiller@amgroup.us, ext: 108
gary@zwhizz.com

) Gloria Peterson - Asst. Exec. Director
Vice President gpeterson@amagroup.us, ext: 104
John Eppstein: 619-280-8315

johnautomotive@juno.com

Director
David Newkirk : 619- 563-6200

newkirk@hontech.com Connie Payne - Director of Finance
cpayne@amagroup.us, ext: 103

Dara Bakhshandeh 619-466-9100 Joseph Rhome: 619-469-1895 psimmons@amgroup.us, ext: 113
cdautocare@sbcglobal.net info@carrepair.com

Secretary ' Director Paul Simmons - Director of Membership

Heather Vigil - Membership Services

Director Coordinator
Jerry Kubitsky ~ 619-463-9400 hvigil@amagroup.us, ext: 151

jerry@summittransmissions.com . .
Monique Rice - Event Manager

Director mrice@amgroup.us, ext: 107

Antone Estacio 858-518-0583
atestacio@cox net Melissa Hensley - Communications and
’ Website Editor

mhensley@amgroup.us, ext: 131

Treasurer
James Justus 619.239.2208
N jwjustus@aol.com

Associate Rep.
Ken Yuraitis: 619 807-8367

kyyur@aol.com

of

Director
Abraham Chavez 619-234-7991

Education Rep.
griffinac@sbcglobal.net

Jim Custeau 619.660.4334
jim.custeau@gcccd.net

ASC Insurance Services (ASCIS)
General Info:

Using Services of InterWest
Insurance Services, Inc.

Chapter Rep. / Inmediate Past Pres. Remember to 3636 American River Drive, 2nd Floor

Steve Vanlandingham 619-596-0011 Thank Your Board Members Sacramento, CA 95864

vansautomotive@hotmail.com They Are Committed to 2(?53'5'157“;""”‘38 Services License
Your Organization InterWest License #0B01094

Association President _
& Stuart Terry: 619.287.6158 P (616) 480340
-‘14 } stuartterry@sbcglobal.net '

ASC Insurance Services Staff:

Chuck Coppage - Manager

Newsletter Advertising i
ccoppage@iwins.com

Disclaimer: San Diego Chapter 24, their officers, Board

members, emplqyees, members, and affiliates ir_1_no way Shannon Blakeman - Workers'

warrant the quality, competency, or merchantability of any _ . — Compensation

goods or services advertised in this publication. In addition, ~ Aweamatie Service Councis of Calforma  sipiakeman@iwins.com

ASCCA Chapter 24 in no way warrant or insure the goods or ' */#*/enals in Autometive Servce = Since 194

services described herein and every individual utilizing these

services is forewarned that ASCCA Chapter 24 have con- San Di ego Byways

ducted no investigation into any representations made in any

advertising., literature, or ad distributed by the advertisers in = San Diego Byways is published monthly by San Diego Chapter 24 of the Automo-

this publication. 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

Chapter 24 Byways Advertising Rates Stuart Terry Auto Repair 4858 El Cajon Blvd. -

Per Issue: Member Non-Member San Diego, CA 92115

Full Page - (7.5" w x 9.5"h) $60 $90 Tel./Fax 619.287.4215

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

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

Business Card $15 $25 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.
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Date and Time

Location

Topic

Speaker

March 16" 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, Informa-
tion Specialist, Bureau of
Automotive Repair

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

Z-Whizz/Aero Auto
9756 Aero Drive
San Diego CA. 92123

Technical Seminar, Diesel
Testing, Repair and Service,

Jorge Agiss, Ford Trained
Diesel Mechanic.

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

Johndés Aut omot i
6267 Riverdale St.
SD 92120 619-280-9315

A compehensive look at the
transportation industry.

Dave Stall "The Car Guy"
automotive talk show host.

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

Cuyamaca College

900 Rancho San Diego
Parkway

El Cajon, California 92019
619-660-4000

Social Marketing

Arthur Schwortz

Techno Power Marketing

July 2010 Padres game

and Happy Hourd Date 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

Nominations of 2011 Chapter 24
Officers and "Shop Marketing"

Maylan Newton, (ESI)
Educational Seminars
Institute

September 21st 2010
Registration/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
Registration/Social 6:30
Meeting/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
Councils of California

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

HOLIDAY INN MISSION
VALLEY-STADIUM

3805 MURPHY CANYON RD
SAN DIEGO, CA 92123

Phone Etiquette/Skills for
Auto

Repair industry.

Margie Scifer

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 Chapter 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.



http://www.cuyamaca.edu/
http://maps.google.com/maps/ms?ie=UTF8&hl=en&msa=0&msid=115462941343600496477.000447db3518a949cbf3b&t=h&ll=32.744114,-116.941309&spn=0.00767,0.014505&z=16
http://maps.google.com/maps/ms?ie=UTF8&hl=en&msa=0&msid=115462941343600496477.000447db3518a949cbf3b&t=h&ll=32.744114,-116.941309&spn=0.00767,0.014505&z=16
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Sunset Date Removed: Law IS

Now PERMANENT
Cali forni a

Protecting Public Safety Personnel on the Highways -~

California motorists are now required to take specific action when ap-
proaching an area on the freeway where emergency vehicles are present
and displaying emergency |lights. Know as the MAMove
over to a lane not adjacent to the emergency vehicles or vehicle. If not practical or safe to do so, the motorist
must slow down to a reasonable or prudent speed that is safe for the existing weather, road, and vehicular or
pedestrian traffic conditions.

Enacted in 42 states, this law is intended to protect emergency workers and personnel at the scene of an
emergency incident or other situation where public safety personnel are present.

I nfor mati on on ifiMove Overo | aws in other states an
found at: www.MoveOverAmerica.com .

JURY DUTY SCAM

The fraud has been reported so far in 11 states, including
' _ _ _ Oklahoma , lllinois , and Colorado . This (swindle) is particu-
Pass this on to your grown children and family members. This |a/ly insidious because they use intimidation over the phone to

haS been Vel’ified by the FBI (thEIr ||nk iS a|SO included be|0W). try to bu”y people into g|v|ng information by pretending they
Please pass this on to everyone in your email address book. It are with the court system.
is spreading fast so be prepared should you get this call. Most

of us take those summonses ff” iw duty seriously, but ~ The FBI and the federal court system have issued nationwide
enough people skip out on their civic duty that a new and omi-  jerts on their web sites , warning consumers about the
nous kind of fraud has surfaced. fraud.
Check it out here: http://www.fbi.gov/page2/june06/
The caller claims to be a jury coordinator. If you protest that jury_scams060206.htm

you never received a summons for jury duty, the scammer

asks you for your Social Security number and date of birth S0 And here: http://www.snopes.com/crime/fraud/juryduty.asp
he or she can verify the information and cancel the arrest war- vyep! |t's true

rant. Give out any of this information and bingo, your identity

was just stolen.

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!!
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Detroit Automakers Invest in Energy-Efficient Engines

March 03, 2010

The three major Detroit-based automakersd Ford Motor Company, General Motors Corporation
(GM), and Chryslerd recently announced significant investments or changes as they move towards more
efficient engines and vehicles. With an eye towards reducing fuel consumption and emissions, the com-
panies are retooling some factories and redesigning vehicle powertrains.

GM announced on February 18 a $494 million outlay at three U.S. plants to produce the next-
generation Ecotec engine. GM Ecotec engines rely on direct injection, variable valve timing, and turbo-
charging to draw more power out of a smaller engine. Focusing on state-of-the-art four-cylinder engines, - ,
the automaker will add capacity at its plant in Tonawanda, New York, allowing it to produce 370,000 en- ~ engine. Credit: General Motors
gines per year. Two other GM factories, located in Defiance, Ohio, and Bay City, Michigan, will also get
upgrades to produce the blocks and connecting rods for the engine. GM will release specific details about the engine capabilities
and product applications in the future. See the GM press release.

Meanwhile, Ford reported on February 26 that it was spending $155 million at its Cleveland operations to build a new fuel-
efficient V-6 engine for the 2011 Mustang. Ford's investment at the Cleveland Engine Plant is supported by DOE's Advanced
Technology Manufacturing Incentives Program. The new Mustang engine is one of nine new or upgraded engines or transmis-
sions for Ford, Lincoln, and Mercury vehicles to be released in the 2011 model year. The latest investment brings Ford's total
investment in powertrain engineering and facility upgrades in North America to $1.8 billion for the 2011 vehicle launches alone,
with more to come. This year's revamped engines and transmissions are part of a five-year effort, which began in 2008, to over-
haul all of Ford's powertrains. One of its most advanced new engines will be a new normally aspirated 2.0-liter direct-fuel-
injection engine, the first of its kind for a North American Ford vehicle, which will be deployed in the 2012 Ford Focus. See the
Ford press releases on the engine investment and the 2012 Ford Focus.

Chrysler is also revamping its powertrain lineup, implementing new technology that will contribute to an overall fuel-efficiency
improvement of more than 25% by 2014. As a result of its new alliance with Fiat, the company's five-year business plan has
added a powertrain offensive, including a progressive vehicle electrification strategy. The overhaul will include adopting Fiat
technology such as Multiair, Fiat's patented electro-hydraulic variable valve actuation technology. Fiat will also add its direct-

injection, turbocharging, and six-speed transmission systems to
%%%%%%%%%%%%%%Q&%%%&QQQ&%%%&QQ&QQQ&%X Chrysler's portfolio. Four-cylinder engine options are being ex-
panded at Chrysler with the introduction of Fiat's 1.4-liter and 2.4-
ASCCA’ Chapter 24 % liter four-cylinder engines, both featuring Multiair. As part of its five-
Corporate Sponsorship Program < year plan, the Chrysler Group is currently developing a hybrid ver-
<x sion of its Ram 1500 pickup for 2010. The company also continues
X% The Corporate Sponsorship Program will enable our < its plan with the DOE to build a small test fleet of plug-in hybrid

g ings as well as expand member benefits.

03005003005

p00g003003

Corporate Sponsorship Levels are: Article Source: http://appsl.eere.energy.gov/news/news_detail.cfm/
xx news_id=15836

Platinum $2,500
Gold $2,000
Silver $1500

February Powerball

This is includes state and chapter $100.00 Winner Was

membership

For a list of what is included at each level, please con-
tact James Justus or Stuart Terry and they will immedi-
ately send you an ASCCA, Chapter 24 Corporate
Sponsorship Packet

Mark Mongelli: Cor-Max Technologies

Mark Was NOT Present

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 67
names. It could be yours!

Autornotive Service Councils of Califorrnia
Professionals in Autamotive Service ~ Since 1940

G08o%og0d0d0d0t0d0d00s0dod0d0d0d0dat0d0db0d0d0t0t000d 00l

20020030030030030033083083085085080030030850880350830850850800800300308008508503x
0080030030080850850830850850850800350300808508508308308008008003 00308
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Those most content reduce their risk of
cardiovascular disease, researchers say

URL of this article: http://
www.nlm.nih.gov/medlineplus/news/

fullstory 95393.html
(*this news item will not be available after
05/19/2010)

WEDNESDAY, Feb. 17 (HealthDay
News) -- People who are enthusiastic
and content are less likely to develop
heart disease than less happy people,
researchers from Columbia University
report.

In this prospective study of the relation-
ship between happiness and heart dis-
ease, researchers concluded that if eve-
ryone did more of the things that made
them happy, they could significantly re-
duce their risk of heart attack and an-
gina.

"We were excited to discover in a large
population-based sample of adults that
the tendency to express positive emotion
predicted fewer heart attacks across a
period of 10 years," said lead researcher
Karina Davidson, director of Columbia's
Center for Behavioral Cardiovascular
Health.

"The study suggests that those people
who are happier have heart-protective
outcomes," she added.

Davidson speculated that several factors
may combine to producing this effect.
Happier people tend to sleep better and
to practice more heart-healthy behaviors,
she said.

"But they may also be physiologically
different than those of us who are more
unhappy," Davidson said.

In addition, these people tend to have
less stress in their lives and handle the
stress they do have better than less
happy people, she added.

The report is published in the Feb. 18

issue of the European Heart Journal.

For the study, Davidson's team followed
1,739 men and women for 10 years.
These people all participated in the 1995
Nova Scotia Health Survey. At the start
of the study, everyone had their risk for
heart disease assessed.

In addition, researchers looked for symp-
toms of depression, hostility, anxiety and
the expression of positive emotions --
known as "positive affect.”" This is de-
fined as the experience of pleasurable
emotions, such as joy, happiness, excite-
ment, enthusiasm and contentment, ac-
cording to Davidson.

The researchers found that over the
study period the happier someone was,
the less likely he or she was to develop
heart disease. In fact, for every point on
a five-point scale that measured positive
affect, the risk of heart disease dropped
22 percent.

However, unhappy people had a 22 per-
cent increased risk of having a heart at-
tack or chronic chest pain, compared
with those who were somewhat happy.
These somewhat happy people also had
a 22 percent increased risk for heart
problems compared with people who
were moderately happy, the researchers
noted.

People who were generally happy, but
had a few symptoms of depression, did
not see these symptoms increase their
lowered risk for heart disease, Davidson
added.

Davidson noted that she is involved in a
clinical trial to test whether changing
people's happiness level improves their
heart health.

"In the meantime, it is good for one's
guality of life and mental health to en-
gage in happy behaviors or things that
give you pleasure on a daily basis -- and
many of us here in North America don't
do that," she said.

Dr. Gregg C. Fonarow, professor of car-
diology at the University of California,
Los Angeles and co-director of the UCLA
Preventative Cardiology Program, said
that "negative emotions such as depres-
sion, anxiety and anger have been
shown to be associated with increased
risk of cardiovascular events and mortal-

ity."

Some, but not all previous studies, have
suggested that positive affect is associ-
ated with lower risk of disease and im-
proved clinical outcomes, he added.

"This new, large population-based study
suggests that positive affect is associ-
ated with a reduced risk of coronary
heart disease over 10 years independent
of other cardiovascular risk factors and
independent of depression and other
negative affects," Fonarow said.

"These findings are intriguing. The clini-
cal significance will depend on whether it
can be subsequently shown that inter-
ventions designed to increase positive
affect can lower the risk of cardiovascu-
lar disease," he added.

However, while maintaining a positive
affect may be one factor associated with
a lower risk of cardiovascular disease,
regular exercise, not smoking, a healthy
diet and maintaining optimal blood pres-
sure, cholesterol levels and body weight
are well-established and essential, Fon-
arow noted.

SOURCES: Karina Davidson, Ph.D.,
Herbert Irving Associate Professor of
Medicine & Psychiatry, and director,
Center for Behavioral Cardiovascular
Health, Columbia University Medical
Center, New York City; Gregg C. Fon-
arow, M.D., professor, cardiology, Uni-
versity of California, Los Angeles, and
director, Ahmanson-UCLA Cardiomyopa-
thy Center, and co-director, UCLA Pre-
ventative Cardiology Program; Feb. 18,
2010, European Heart Journal.
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http://www.nlm.nih.gov/medlineplus/news/fullstory_95393.html
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Ma r ¢ h Natisal i
Monthd Cal e

Many countries adopt causes or a
special interest group to promote
during a calendar month. The United
States is particularly prolific at creat-
ing "national month" events to pro-
mote business interests.

The following events are observed
calendar month-long:

Irish American Month

Music in Our Schools Month
National Craft Month
National Frozen Food Month
National Nutrition Month
National Peanut Month
National Women's History
Month

Poetry Month

Red Cross Month

Social Workers Month

Is there a way your business
can benefit by promoting it-
self during "March is"
national month?

An important Day in
Mar choés History

Freedom of Information Day

Freedom of Information Day cele-
brates and recognizes a valuable
concept in American rights.

March 16th is the birth date of
James Madison, the 4th president of
the United States of America. James
Madison is recognized as the
"Father of the Constitution", and the
chief author of the "Bill of Rights".
Freedom of information and individ-
ual rights was very important to
James Madison.

Did you Know? The Freedom of
Information Act was passed into law
in 1966. It opened up a wealth of

information to American citizens.

March is Workplace
WM A 14 | Eye Safety Month

Ten Ways to Pre-
vent Eye Injuries at
Work

Nearly one million Americans have lost
some degree of their sight due to an eye
injury. More than 700, 000 Americans in-
jure their eyes at work each year. Luckily,
90% of all workplace eye injuries can be
avoided by using proper safety eyewear.

Here are 10 ways that you can help pre-
vent an eye injury in your workplace.

Assess!

Look carefully at operations. Inspect all
work areas, access routes, and equipment
for hazards to eyes. Study eye accident
and injury reports. Identify operations and
areas the present eye hazards.

Test!

Uncorrected vision problems can cause
accidents. Provide vision testing during
routine employee physical exams.

Protect

Select protective eyewear that is designed
for the specific duty or hazard. Protective
eyewear must meet the current standards
from the Occupational Safety and Health

Act of A& and ldier revisions.h

Participate!

Create a 100% mandatory program for eye
protection in all operation areas of your
plant. A broad program prevents more inju-
ries and is easier to enforce than one that
limits eye protection to certain depart-
ments, areas, or jobs.

Fit!

Workers need protective eyewear that fits
well and is comfortable. Have eyewear fit-
ted by an eye care professional or some-

one trained to do this. Provide repairs for

eyewear and require each worker to be in
charge of his or her own gear.

Plan for an Emergency!

Set up first-aid procedures for eye injuries.
Have eyewash stations that are easy to get
to, especially where chemicals are used.
Train workers in basic first-aid and identify
those with more advanced training.

Educate!

Conduct ongoing educational programs to
create, keep up, and highlight the need for
protective eyewear. Add eye safety to your
regular employee training programs and to
new employee orientation.

Support!

Management support is key to having a
successful eye safety program. Manage-
ment can show their support for the pro-
gram by wearing protective eyewear when-
ever and wherever needed.

Review!

Regularly review and update your accident
prevention policies. Your goal should be
NO eye injuries or accidents!

Put it in Writing!

Once your safety program is created, put it
in writing. Display a copy of the policy in
work and employee gathering areas. In-
clude a review of the policy in new em-
ployee orientation.

For additional Resources Visit:

http://www.osha.gov/SLTC/
eyefaceprotection/

Information for this article was found at
www.preventblindness.org

James Madison would be very
pleased!

Contact the Chapter 24 Byways by sending an email to chapter24@earthlink.net
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Can Word-of-
Mouth
Advertising
Work for You?

What others have to say about
your products or company is a
key influence on what they buy.
A recommendation from a
friend or colleague is something
people trust, not to mention
that research shows it is much
more effective than traditional
advertising.

)

So what are you doing to pro-
mote word-of-mouth in your
marketing plan? Word-of-mouth
mar keting is defi
people a reason to talk about
your products and services, and
making it easier for that con-
versation to

Word-of-mouth can be fostered
and integrated into your every-
day business operations. An
effective word-of-mouth cam-
paign starts with any interac-
tion with your customer. Do
you truly listen to your custom-
ers, asking for and listening to
their feedback? Is it easy for
customers to tell their friends
about you and your products?
Do influential people know
about you and speak positively
about your services?

An effective word-of-mouth
campaign starts with empower-
ing your customers to share
their experiences. It is this
voice that can either strengthen

San Diego
Business Advisors

or doom your
get that a dissatisfied customer
can be just as powerful as a
happy one.

Word-of-mouth marketing tech-
niques start with a dialogue
with your customers. The basic
elements are:

A Educating
products and services.
A 1ldentifying
most likely to share their opin-
ioesd as, AGiving
A Providing
easier to share information.
A Studying

peopl

shared.
A Listening and r
supporters and detractors.

Is word-of-mouth advertising
right for you? In reality, it is
already happening, and you
may not even know about its
effects. Making it part of your
marketing strategy is an inex-
pensive way to concentrate and
listen to your customers while
making them your greatest
ally.

San Diego Business Advisors
A 3517 Camino del Rio
South, Suite 404
A San Diego, CA 92108
A (619)42869 4

Want to Learn More About the
“OPEN Government?”

Visit:

http://www.whitehouse.gov/open

br an

peo

tool s

how, w
t a k e wheh apineonsdare being

OSHA proposes change to injury/illness
data collection

OSHA is proposing to revise its Occupational
Injury and lliness Recording and Reporting
regulation by restoring a column on the OSHA
Form 300 to better identify work-related muscu-
loskeletal disorders (MSDs). The rule does not
change existing requirements for when and
under what circumstances employers must
record musculoskeletal disorders on their injury
and illness logs. It would require employers to
place a check mark in a column for all MSDs
they have recorded. "Restoring the MSD col-
umn will improve the ability of workers and em-
ployers to identify and prevent work-related
musculoskeletal disorders by providing simple
and easily accessible information," said Assis-
tant Secretary Michaels. "It will also improve
the accuracy and completeness of national
work-related injury and illness data.” For more
information, read the news re lease and Fed-
eral Reqister notice. OSHA proposes
change to injury/iliness data collection

OSHA is proposing to revise its Occupational
Injury and lliness Recording and Reporting
regulation by restoring a column on the OSHA
Form 300 to better identify work-related muscu-
loskeletal disorders (MSDs). The rule does not
change existing requirements for when and
under what circumstances employers must
record musculoskeletal disorders on their injury
and illness logs. It would require employers to
place a check mark in a column for all MSDs
they have recorded. "Restoring the MSD col-
umn will improve the ability of workers and em-
ployers to identify and prevent work-related
musculoskeletal disorders by providing simple
and easily accessible information," said Assis-
tant Secretary Michaels. "It will also improve
the accuracy and completeness of national
work-related injury and illness data." For more
information, read the news re lease and Fed-

eral Reqister notice.

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



https://www.osha.gov/pls/oshaweb/owadisp.show_document?p_table=NEWS_RELEASES&p_id=17124
https://www.osha.gov/pls/oshaweb/owadisp.show_document?p_table=FEDERAL_REGISTER&p_id=21314
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Plant Bigger Seeds
By Barbara Eldridge

Last month | wrote about the seeds of ness at the next big financial jump.

greatness, and highlighted how the

vision you create for your business is In order to take that challenge on

the guiding force that provides direc- you need to stand in your vision,

tion and gives meaning to your activi- see what you're willing to take on,

ties. what you're willing to commit your-
self to. Not from what you know,

This month your seed to greatness is  not from what you've done, not

to step up to the goals you set, or even from what you don't know. Just looking to the future

step them up. and seeing what calls to you, what inspires you, what
would get you out of bed in the morning raring to go be-

One of the roles | play is a "champion of dreams". Over  cause you have work to do.

the years of working with many small business owners |

find I must constantly make them aware of the potential So you must

that they have barely scratched the surface of. It then is - decide what you want,

also my role to encourage them to set goals in order to - turn your dream into measurable goals,
tap that unused potential. Too many times | find they are - break those goals down into specific action steps,
not setting goals big enough. - and visualize and affirm your desired outcomes -

- you must start taking action.
Several things have crossed my desk this year, maybe
it's the economy, maybe it is the realization that we must The Challenge: Look at the financial goal you set for
all hang together to encourage each other to think big-  your business and see what you could do if you doubled
ger, but each article challenged readers to either double it.
the financial goal they set and begin to imagine the busi-

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 members' success, make wise business decisions and realize

theirdreams. Vi sit Barbarads Website at www. mijn

ACONSUMERS SHOULD TAKE ACTION TO MAXIMIZE BENEFITS OF CARD ACT

Silver Spring, MD i The clock is ticking toward implementation of the Credit Card Accountability Responsibility
and Disclosure Act of 2009, commonly referred to as the CARD Act. On February 22, consumers have a new
set of financial protections in place. However, in order to maximize the provisions of the Act, consumers need
to take action.

AThe National Foundation for Credit Counseling (NFC
portunities afforded by the CARD Act, o0 said Gail Cu
Act serves to protect consumers, they need to remember that it is their responsibility to become familiar with

the changes and take action where required. o

Below the NFCC |lists five changes related to consum
and suggestions regarding how to maximize the provisions to their advantage:

Review monthly billing statements, as they will look very different. Two new features will be added to
the statements:
Continued on Page 10
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CARD Act (Continued from Page 9)

Issuers must now include a snap-
shot of how long it will take con-
sumers to pay off their balance if
they only make the minimum pay-
ment each month. This will be con-
trasted against becoming debt free
in three years. Many consumers are
currently unaware of how deep a
financial hol e
content servicing their debt by only
paying the minimum amount due
each month. This reality check pro-
vides them with the opportunity to
stop digging deeper and instead,
start digging out.

Credit card issuers are now re-
guired to incl
statements a toll-free number
where they may receive information
about accessing credit counseling.
Not only will this information make
consumers aware that help is avail-
able, but it will direct them to legiti-
mate nonprofit counseling agencies
for assistance. Consumers in finan-
cial distress can now use their
credit card statement as a resource
to obtain solid advice and find solu-
tions.

ud

APay attention to all mailings,
statement stuffers and fine print.
Under most circumstances, the is-
suers must now give consumers 45
days notice before they increase
the interest rate, change fees or
make other significant alterations to
the terms of an account.

This provides the consumer with
time to evaluate the revisions,
and decide if they want to apply
for another credit card that offers
better rates and terms than the
existing one.

e

Anform the creditor whether or
not you want to allow transac-
tions that will take you over your
credit limit. A consumer must tell
his or her credit card company if he
or she wants to allow approval of
purchases over their credit limit, or
the transaction may be turned

t hdewnodlfa @ersdrudges noaopten taa

over-the-limit transactions and the
credit card company allows one to
go through, it cannot charge an
over-the-limit fee. Also, if a con-
sumer does opt-in to allowing trans-
actions that takes him or her over
the credit limit, the credit card com-
pany an i@BogetoBIyrﬁgerfese per

billing cycle.

ACheck your credit report for ac-
curacy. Card issuers are restricted
from opening a new account or in-
creasing credit lines unless the is-
suer first takes into consideration
the consumer 6s
der the terms of the agreement. To
satisfy this requirement, creditors
will likely begin using income esti-
mation models supplied to them by
the credit bureaus. These tools will
review, among other things, data
contained in the
bureau report. Since consumers are
allowed one free credit report every
12 months from each of the three
reporting bureaus, there is little rea-
son for consumers to not review
their credit report and correct any
inaccuracies.

Aay your bills on time. Consum-
ers will know in advance when their
payment is due (same date each
month), have ample time to meet
the due date (bill must be mailed or
delivered 21 days in advance of the
due date), and not have to pay to
pay (no extra fees assessed if pay-
ment is made by phone or electroni-

cally). These provisions allow con-
sumers to plan their payments,
making it easier to stay current.

AConsumer s
diligent about managing their credit,
and becoming familiar with the pro-
P/isions of the CARD Act should be
adtled to their financial to-do list.
Through the Act, cardholders will
benefit from clearer terms and im-
proved disclosures which will go a
long way toward ending confusing
billing practices. These changes will
definitely help empower consumers
to take control of their financial fu-
ture, and it is our hope that they re-
alize the opportunity that is before
them, 0 continued

If you want to understand more
about how the CARD Act affects
you, or if you have financial con-
cerns, reach out to an NFCC Mem-

the location closest to you, call toll
free to (800) 388-2227, or go online
to www.DebtAdvice.org. For help in
Spanish, call (800) 682-9832.

T@%N@@rlﬁ'rﬁ@’ﬁdéti@n fog Q_r%“H [
Counseling (NFCC), founded in
1951, i s the
est serving national nonprofit credit
counseling
mission is to promote the national
agenda for financially responsible
behavior and build capacity for its
members to deliver the highest qual-
ity financial education and counseling
services. NFCC Members annually
help more than three million consum-
ers through close to 850 community-
based offices nationwide. For free
and affordable confidential advice
through a reputable NFCC Member,
call (800) 388-2227, (en Espafiol
(800) 682-9832) or visit

www.nfcc.org.
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Law Offices of
David Gregory

Every ASCCA member
receives Y2 hour of free
legal consultation every
month on any matter,
either business or per-
sonal, with our associa-
tion attorney Dave
Gregory

Ela@n

Boost your business
and accept credit and
debit cards today!
Elavon offers ASCCA
members a dis-
counted rate and
many other savings!

California Preferred
Credit Union: Cali-
fornia Preferred also
offers equipment fi-
nancing and other
business programs
designed for the auto-
motive industry.

500

e
D

Aot

1-800-RADIATOR :
4401 Park Road :
Benicia, CA 94510 :
800-248-8720
www.radiator.com

AutoNetTVE

ASC
INSURANCE
SERVICES
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.

ASC

N

Heartland 7%
Payment Systems eV

0 B, S s, it
Paovarnis Ponider

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.

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

CARCS}ols

CARS OnDemand offers
hundreds of tried and
tested training modules
that cover key technical

Member Benefits
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ALLDATA [l 2

ALLDATA offers
ASCCA members a
discount off of their
normal rates and
enhanced programs
not available to the
general public.

Mitchelll 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.

Hercz oo

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

R

O « o
Prorvotiored Procdecty
OV it ppouir snsvine o itf

Werw anddus cam
wou are-Imn

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.

IDENTI

FIND FIXES FARTEN

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

and business manage- nostic tool)
ment topics within the
automotive repair and
service industry.
is a media company p

service to be complete.

DELMAR LEARNING

ASCCA members
receive a 15% to
20% discount on
Thomson
entire catalog of
repair information
products including
Chilton manuals and

CustomerLink O

ASCCA members
get discounts on all
CustomerLink ser-
vices! Make sure
you keep track of
your customers with
CustomerLink

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

ASCCA members re-
ceive a $50 discount.

roviding

automotive
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

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.

Office pEPOT

Todswg Core of Bovoogsy

Office Depot :Greatly reduced
office supply cost. Stream-
lined business supply order-
ing processi via phone, fax

D e I 0 8nfind o shipping

chargesi free delivery on any
size order

MAFIHE TING GHROuUP
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.

_force‘

Demandforce Auto is an
online customer communi-
cation system that inte-

60 St r i k egrat@s s€amlessly with

your existing shop man-
agement system to send
the right message to the
right customer at the right
time.

serviece

These are BRIEF descriptions of benefits. Visit ASCCA.COM for more details
on each Member Benefit / Discount.
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Carquest 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 Services
Linda S. Harris

P.O. Box 261669

San Diego CA 92196-1669
858-695-1162 Fax: 858-695-2953
|.s.harris@att.net

Mission Automotive Equipment
Nick Hyde

3210 Production Ave., Ste. F
Oceanside, CA 92058

(760) 721-7262

Fax: (760) 721-7097
inffo@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
usabritl7@cox.net

NAPA Auto Parts
Antone Estacio, Sales Representative
858-518-0583

NAPA Auto Parts
Tom Skov, District Manager
858-349-4845

NAPA Auto Parts

John Hartman

619-300-4910

7440 Convoy Court

San Diego CA 92111
858-279-6900 Fax: 858-278-0095
john_hartman@gnpt.com

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 - National City
Jose Cueva

1810 Highland Avenue
National City, CA 91950
619-474-4601

Napa Auto Parts, San Ysidro
Raul Nieves

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

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
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ADon'"t rule out
with your hands. It does

not preclude using your
head."

Andy Rooney

(Thanks to Jim Custeau
for this quote)

ASCCA

The driving force behind
the automotive repair
industry in Californial

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 Youl!

REMEMBER:
MEMBERSHIP
DOESNG
CosT. ..

IT PAYS!



| Thuink ASCCA IS
for You! Automotive Sarvcs Councl of alfrmis

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. VIS It OU r We bS Ite at

To have a sense of personal obligation to each individual as a customer. WWW.asce a2 4 com

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.

When you decide
that membership i
Next Meeting March 16th 8 Bureau of Automotive Repair / Shop Meeting right for you,
please let the Boayd

member who en-
rolls you know tha

| referred you to
ASCCA, Chapter 24

2]

Referred By:

—

Phone:




