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Chapter 24 

 Board of  

Directors’ 

Meeting 

Oct. 13, 2009 

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! 

A Thought for 

Today 

"You can tell a 

lot about a com-

pany by the  

people it keeps."  

Please Join ASCCA, Chapter 24  
October 20th 2009  

 

Tax Planning 
 Nick Torres;  

Hochman, Cohen and Torres, a CPA Firm 

Glenn Davis, ASCCA President will install the  

2010 Board of Directors 

 

 Date:  Tuesday, October 20th 2009  

  

 Time:   Registration/Social 6:30  

   Meeting and dinner Begins at 7:00pm 

 Location: HOLIDAY INN MISSION VALLEY-STADIUM  

   3805 MURPHY CANYON RD SAN DIEGO, CA 92123 

__________________________________________________________ 

Membership Drive 

Don't forget that we are having a New Member Drive. We will have a separate 

drawing for members who: 

*  Bring potential members   * Sign up new members.  

We will also have a drawing for potential members who come to a meeting as 

well as if they sign up.  

We will be drawing for:  

 

We will have the drawing at the  
October 20th meeting. 

 Garmin GPS  mp3 player  $75+ gift cards.  
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PO Box 261669 San Diego, CA 92196-1669 

24 Hr. Reservation Line:  619.234.3751 

ASCCA State Contact List 
ASCCA Office  800-810-7462 

 
Jackie Miller - Executive Director  
 jmiller@amgroup.us 

Gloria Peterson - Asst. Executive Director 
  gpeterson@amgroup.us 

Shannon Zimmerman - Membership Services Coordinator 
  szimmerman@amgroup.us 

Connie Payne - Director of Finance 
  cpayne@amgroup.us 

Paul Simmons - Director of Membership 
  psimmons@amgroup.us 

Monique Rice - Event Manager 
  mrice@amgroup.us 

Nancy Chenler - Administrative Support 
  nchenler@amgroup.us 

Insurance Services 
Chuck Coppage - Manager 
  ccoppage@iwins.com 

Shannon Blakeman - Workers' Compensation 
  stblakeman@iwins.com 

Deserée Carter, CISR 
  dcarter@iwins.com 

Newsletter Advertising  

Disclaimer: San Diego Chapter 24, their 
officers, Board members, employees, 
members, and affiliates in no way war-
rant the quality, competency, or mer-
chantability of any goods or services 
advertised in this publication.  In addi-
tion, ASCCA Chapter 24 in no way war-
rant or insure the goods or services 
described herein and every individual 
utilizing these services is forewarned 
that ASCCA Chapter 24 have conducted no investigation into any 
representations made in any advertising., literature, or ad distrib-
uted 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 Automotive Ser-

vice Councils of Califor-

nia.  You are strongly 

encouraged to submit 

both original articles 

and clippings from 

other publications. 

San Diego Byways c/o 

Stuart Terry 

Stuart Terry Auto Re-

pair 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 mem-

bers 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 submit 

all display ads in cam-

era-ready-copy.  For 

more information, con-

tact Newsletter Editor, 

Stuart Terry at 

619.287.4215. 

 

www.ascca24.com   

Please don’t  
hesitate to call any 
of our dedicated 
staff for questions 

or concerns. 



             Position                                      Name                                         Company Name 

President Mitch Mendenhall Mitchell 1 

Vice President John Eppstein John's Automotive Care 

Secretary Dara Bakhshandeh C & D Auto Care 

Treasurer James Justus James Automotive 

Associate Rep  Ken Yuraitis Car Quest General Parts Inc. 

Education Rep Jim Custeau Cuyamaca College   

Chapter Rep Steve Vanlandingham Van‘s Automotive 

Immediate Past Pres. Steve Vanlandingham Van‘s Automotive 

State President Stuart Terry Stuart Terry Auto Repair 

Director Gary Anderberg Z-Whizz Complete Auto Repair 

Director David Newkirk Hontech Automotive  Inc.  

Director Joseph Rhome Bob Bowen's Auto Service 

Director Jerry Kubitsky Summit Transmissions 

Director Antone Estacio NAPA Auto Parts 

Director Bill Ballard Bonita Valley 76 

Director Abraham Griffin Griffins Automotive Air Conditioning 

ASCCA, Chapter 24 2010 Officers 
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Be Sure to Thank These Members for Their Service to our Chapter and our Industry. 

September Meeting Recap 

Chapter 24's September Dinner Meeting was held on 
the 22nd at Z Whizz Complete Auto Repair. This Month 
Dinner Meeting was a seminar entitled:  

 "Service Advisor Training."  with 
Fred Farris, Automotive Training Institute (ATI)  

Fred gave a educational power point presentation.  

The seminar included : 

 How to Overcome the Challenges presented by  
"price shoppers"  

 Building Relationships with Your Customers  

 How to Build Value in Maintenance Sales  

 How to Increase your Average Repair Order ( 
ARO) gross profit calculations, 

 Locking in customer appointments and courtesy 
checks  

This list really just  names a few.  

We had over 50 Members, member employee's and po-
tential members attend this seminar.   

Dinner was catered,  NAPA provided tables chairs and 
refreshments.  

Raffle included many prizes donated by Associate Mem-
bers.  There was also was a cash drawing. Fred Farris, 
also donated two "Tuition Scholarship" certificates for 
"ATI Cash Profits Boot Camp" for our raffle.  

We wish to thank Fred Farris, (ATI) for a very informa-
tive seminar. We also wish to thank Gary and Sharon 
Anderberg, owners of Z Whizz Complete Auto Repair, 
John Eppstein, Joseph Rhome and Dave Newkirk 
(programs committee) for making this evening another 
step in maximizing profitability and customer retention. 



ASCCA, Chapter 24, 2008 Meetings & EventsASCCA, Chapter 24, 2008 Meetings & Events 
Always Call Our Reservation Hotline First @ 619.234.3751 

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 meet-

ing. 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  

October 20th 2009  
 
Registration/Social 6:30 
Meeting and dinner Begins 
at 7:00pm 

 

HOLIDAY INN MISSION 
VALLEY-STADIUM  

3805 MURPHY CANYON 
RD SAN DIEGO, CA 
92123 

Tax planning, 

Installation of 2010 Chapter 
24 officers 

Glenn Davis, ASCCA Presi-
dent will install our new  

Directors  

Nick Torres; 

Hochman, Cohen and 
Torres, a CPA Firm. 

November 17, 2009 

Registration/Social 6:00 
Meeting and dinner Begins 
at 6:30pm 

Hontech Automotive 

4033 30th St 
San Diego, CA 92104 
(619) 563-6200 

Fire Related Issues. 

OSHA Issues 

 

Larry Trame, Fire Marshal, 

(Fire Department)  

Grace Delizo, (OSHA) 

 

 

Dave's Auto Truck and RV  
Kimberly Frye  
310 13th St.  
Ramona, CA 92065  

(760) 788-1770  
Fax: (760) 788-6218  

kim@daves.sdcoxmail.com  

Another Member Wins the 

Powerball!  

Congratulations  
Bill Ballard,  

Bonita Valley 76  

for being present at the  
September 22, 2009 Regular Meeting and 

winning $50.00! 

October 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 60 names.  

It could be yours!  

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 $1,500   

 Silver $1000 

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 

We Are 

Glad to 

Have You! 
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How Do I Complete a  

Balance Sheet? 
By Ana Orwel 

 

Before answering the question "How do I complete a 
balance sheet", we should understand what is balance 
sheet and what information must be included there. 

This type of financial statements is a list of assets the 
business owns as of particular date of the year and fi-
nancial means used to finance these assets. Assets on 
this type of financial statements can be short-term or 
long-term depending on the period of time within these 
assets are used in the operations of the business. Fi-
nancial means which are used to finance the assets can 
belong to the owners of the business and this type of 
financial means is called "Equity". Financial means can 
be also borrowed by the business from the creditors and 
these financial means are called "Liabilities". 

Coming back to the basic accounting equation, where: 

Assets= Equity + Liabilities, 

the financial statement we are completing must be com-
pliant with this equation, i.e. total value of assets must 
be equal to total value of liabilities. 

Coming back to the question asked in this article, re-
member that trial balance drawn from the accounting 
records of the business is a basis for the completion of 
this type of financial statement. Trial balance lists all the 
balances of the accounts which are attributed to the bal-
ance sheet or income statement in two column format, 
where left column is for debit balance accounts and right 
column is for credit balance accounts. 

Main steps completing this financial statement: 

   1. So first we have to select the accounts and their 

balances from the trial balance, which will be included 
on the financial statement we want to complete. Balance 
sheet accounts include: Cash, Accounts Receivable, 
Inventories, Fixed Assets (cost), Accumulated Deprecia-
tion for Fixed Assets, Accounts Payable, Debt, Equity 
and Retained Earnings. Of course this list is not exhaus-
tive, however it can help you to understand which ac-
counts you will have to take from the trial balance. 

   2. Second step is to fill in the balance sheet parts with 
the balances taken from the trial balance, putting each 
balance on the proper side of this financial statement 
type. So, Cash, Accounts Receivable, Inventories, Cost 
of Fixed Assets come to the left side of the balance 
sheet - Assets. Accumulated depreciation is also indi-
cated on the left side, however with the minus sign de-
creasing cost of the fixed assets. Accounts Payable, 
Debt, Equity and Retained Earnings are included on the 
right side of the balance sheet. 

   3. The last step is adding up total value of the assets 
and liabilities plus equity and comparing them. If there is 
no equality, you have made mistakes while completing 
this financial statement. If there is a balance between 
assets and sum of equity and liabilities, you have com-
pleted this financial statement correctly. 

For more guidance on the completion of balance sheet 
and other financial statement follow the below links to 
the free accounting basic course. 

You can easily and comfortably learn accounting basic 
at home and find more information answering your 
question How do I complete a balance sheet at our free 
online accounting course. Why wait? Start learning ac-
counting basics now. 

 

Article Source: http://EzineArticles.com/?
expert=Ana_Orwel 

 

 

 

Once you have the name of a shop which sounds reputable, give them a call. Keeping in mind that win-

ter is usually a slow time of year, and summer quite the opposite, ask how long before they can get 

you in. If there is a wait of a few days or more, odds are in favor of that particular shop being a safe 

choice. Repair shops of ill repute and poor quality will not be backlogged with work, and will try to rush 

you in as soon as you can possibly bring your car there. While you are on the phone with a shop, and 

provided they haven't already scared you off with a slimy over-eagerness to dissect your automobile, 

ask what their labor rates are; if the rates seem rather high, but still within reason, I would recommend 

giving that shop a chance. A bad repair shop would not be able to charge such prices and stay in busi-

ness. 

This is the type of advice the consumers read on the internet when searching for 

how to choose a repair shop.  We just thought you might find it of interest.  



PREVENTING GROUNDWATER POL-

LUTION IS EVERYONE’S JOB! 

Even if our drinking water comes from rivers, 
lakes, or reservoirs, we need to be mindful of 
the things we do that may pollute groundwater.  

That is because the groundwater beneath us 
may travel great distances to eventually feed springs or wells 
being used for someone‘s water supply. 

 

SOME GUIDELINES FOR STORING POTENTIAL  
CONTAMINANTS 

 Store potential pollutants in sealed, leak-proof containers. 

 Store potential pollutants inside or in a structure protected 
from the weather and against vandalism. 

 Drums containing potential pollutants should be stored in a 
designated, curbed location where they will not be acciden-
tally tipped over, or punctured, and are protected from the 
weather. 

 Spill cleanup and a containment kit must be available in loca-
tions where leaks of potential pollutants could reach the 
ground or groundwater. 

 
Oct. 19-25, 2009 is Na-
tional Drug-Free Work 
Week, and all members of 
ASCCA, Chapter 24  are 

encouraged to participate. The purpose of Drug-Free 
Work Week is to highlight that being drug free is key 
to workplace safety and health and to encourage 
workers with alcohol and drug problems to seek help. 

Drug-Free Work Week is sponsored by the U.S. De-
partment of Labor in coordination with members of its 
Drug-Free Workplace Alliance.  

This cooperative program, which represents both 
employer/contractor associations and labor unions, 
aims to improve safety and health through drug-free 
workplace programs. It focuses on the construction 
industry because research indicates that it has 
higher than average rates of worker alcohol and drug 

abuse-a serious concern given that it also tops the 
list of industries with the highest rates of workplace 
accidents and injuries. But because drug-free work-
place programs benefit all workplaces, employers 
and employees in all industries, not just construction, 
are encouraged to take part in Drug-Free Work 
Week. 

For specific ideas about how ASCCA, Chapter 24  
members can support Drug-Free Work Week, visit 
the Working Partners for an Alcohol- and Drug-Free 
Workplace Web site at www.dol.gov/workingpartners 
and click on "Drug-Free Work Week." Suggestions 
range from simple to comprehensive, but all help 
promote safer, healthier workplaces and are wise 
business practices that can be implemented at any 
time of the year.  

ASCCA, Chapter 24  Members Encouraged to Participate 

in Drug-Free Work Week 

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

Preparedness Month 

In observance of National Preparedness 

Month, OSHA is reminding employers about 

the importance of preparing for emergen-

cies. Emergencies can be the result of man-

made or natural causes, and include hurri-

canes, floods, tornadoes, explosions, civil 

disturbances, fires, toxic gas releases, 

chemical spills, radiological accidents, work-

place violence and terrorism. All too often, 

people are forced to evacuate their work-

place without warning and when they least 

expect it. Few people can think clearly in a 

crisis, and that is why it is so important to 

prepare for an emergency before it happens. 

Visit OSHA's Evacuation Plans and Procedures 

eTool to learn how employers can help pre-

vent severe worker injuries during emergen-

cies. 

http://www.osha.gov/SLTC/etools/evacuation/
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U.S. Labor Department proposes exemption 
to allow new health plan for General Motors 

retirees to acquire company securities 

WASHINGTON — The U.S. Department of Labor‘s Em-
ployee Benefits Security Administration (EBSA) today an-
nounced a proposed exemption that, if granted, would al-
low the General Motors Co. (GM) to transfer company se-
curities including common stock, preferred stock and a $2.5 
billion promissory note, to a health plan established for the 
company‘s retirees. The retiree health plan will cover ap-
proximately 700,000 retirees and dependents when it be-
comes effective on Dec. 31, 2009. 

GM is the successor company that purchased substantially 
all of the assets of General Motors Corp. (the old GM), 
which filed for bankruptcy on June 1, 2009. GM is head-
quartered in Detroit, Mich. 

The large transfer of employer securities to the plan vio-
lates the Employee Retirement Income Security Act 
(ERISA). ERISA prohibits certain plans from holding large 
percentages of plan assets in the form of employer securi-
ties. The law gives the department authority, however, to 
grant exemptions that protect the interests of plan partici-
pants and beneficiaries. 

The exemption would allow the securities transfer, permit 
GM and its health plans to reimburse each other for benefit 
payments mistakenly paid by the wrong entity during the 

transition to the new plan, and permit GM to recover mis-
taken deposits to the plan. 

A major condition of the proposal is the appointment of an 
independent fiduciary to represent the plan with regard to 
GM securities transactions. The independent fiduciary will 
determine in advance of taking any action regarding the 
securities that the action is in the interests of the plan and 
its participants and beneficiaries. The proposed exemption 
also requires the review of benefit payments by an inde-
pendent third party administrator and auditor for each of the 
plans and an objective dispute resolution process. In addi-
tion, the proposal set time limits for return of mistaken de-
posits and an objective dispute resolution process. 

 

The proposed exemption is scheduled to be published in 
the Sept. 18, 2009, edition of the Federal Register. Com-
ments on the proposal and any requests for a public hear-
ing should be submitted to gm@dol.gov or by fax to 202-
219-0204. Paper-based comments should be sent to the 
Office of Exemption Determinations, Employee Benefits 
Security Administration, Room N-5700, U.S. Department of 
Labor, 200 Constitution Ave. N.W., Washington, D.C. 
20210, Attention: Application Number L-11568.  

 

Contact Name: Gloria Della Phone Number: (202) 693-8664 
Release Number: 09-1148-NAT  

SEVEN BARRIERS TO BECOMING 

CUSTOMER-FOCUSED 

By Sonia Cottrell, Marketing and Business Development, 
Deloitte, New Zealand. 

Successful companies today are the ones that revolve their 
business around their customers. They focus on adding value 
by designing processes such as technology, training and em-
ployee compensation systems to support a strategy of cus-
tomer-centricity that penetrates all areas of the organization, 
resulting in a concerted effort towards providing superior 
value. 

1. Internal focus 
Many companies on improving ―output‖ measures (e.g., 
cost, revenue and returns) rather than improving ―input‖ 
measures (e.g., quality of the customer experience and 
staff satisfaction). 

2. Short-term approach 
Many companies drop back to their product-thinking after 
not seeing immediate results. Customer-focus is a long-
term initiative based on customer loyalty and retention. 

3. Command and control culture 
Many traditional companies have structures where power 
flows from the top to the bottom of the organization. This cre-
ates a climate of poor communication, internal conflict, mis-
trust and a lack of empowerment. With a command and con-
trol culture, innovation, learning and freedom to build cus-

tomer relationships is constrained. 

4. Inadequate customer data 
Many companies produce large volumes of data to help with 
internal control, such as call cycle times and productivity, but 
they produce little data on customers that can be used to pre-
dict behavior and manage relationships. 

5. Un-optimized customer knowledge 
Even when companies are able to gather customer data, they 
lack the abilities to truly harness this improved customer un-
derstanding. 

6. Believing that technology is the solution 
Investments in systems represent the largest single category 
of investment by businesses in the last 10 years. Executives 
tend to look at technology as a solution to customer retention 
or other CRM problem. They find it is easier to put an IT in-
vestment on the balance sheet than investment in customers. 
They also look at IT as a way of removing cost from the proc-
ess of servicing customers rather than as a means of adding 
value and building relationships. But technology is a means 
to an end rather than the end in itself, and without people 
behind it, investments in IT will not deliver the desired re-
turns. 

7. Rewarding the wrong things 
Saying that your company is now customer-centric, but pay-
ing your staff to be product-centric, is just plain dumb! Check 
how you reward your people – if it isn‘t aligned to customer-
centric thinking, change it so it is!  
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Marketing—Just Do it! 
By Barbara Eldridge  

As I have 

worked with 

Mind Masters 

clients over the 

years, I have 

always stressed 

the importance 

of having 3 

marketing tac-

tics that you do 

consistently.  

There are many perspectives on what 

marketing is, let me illustrate - a first 

definition of marketing: the business 

activity of presenting products and/or 

services to potential customers in 

such a way as to make them eager to 

buy. And there is: Marketing - the 

management of perception.  

 

But what I have learned is that most 

marketing is haphazard. We'll try a 

little of this, a little of that, then a little 

more of this. What I really got from all 

of the experts is that if you want to be 

successful in marketing and sales, 

you need to have a system: a repeat-

able process that consistently pro-

duces a successful result. 

 

Jay Levinson & Seth Godin in "The 

Guerrilla Marketing Handbook" dis-

cuss 73 low cost, high impact ways to 

get your marketing message out. 

Most of them are activities that sup-

port other marketing tactics. Barbara 

Lambesis has a list of 101 tactics in 

her book 101 Big Ideas for Promoting 

a Business. There are plenty to 

choose from as long as they are an 

activity that creates a connection be-

tween you and a prospective client, 

which moves them closer to doing 

business with you, and you use those 

tactics consistently to build trust.  

 

A friend shared an experience with 

me about a tactic she used that might 

illustrate what consistency can really 

do for your business. She had been in 

her business for awhile and thought 

about doing some other things with 

her life, so she decided to have her 

business appraised to see if it were 

saleable. To her shock it was not 

worth close to what she had poured 

her blood, sweat and tears into up to 

that point, so she set out to make it 

more valuable. Over a 5 year period 

the tactic she chose was speaking, 

she spoke anywhere they would lis-

ten, she did classes and workshops, 

she spoke to business groups all over 

the city. 

 

From her one topic (she said at times 

she felt like a broken record) she was 

able to grow the business to the point 

that when she sold it, it was worth 

substantially more than that first ap-

praisal. She became known as the 

expert and people came seeking her 

out because she had developed a 

relationship with them. 

 

What tactics do you use and how do 

they combine to fit your situation on a 

consistent basis so they become your 

basic game plan? There are no mira-

cle tactics. Marketing is all about com-

munication. When your marketing is 

inconsistent, and you are trying to do 

too many things your potential clients 

don't get your message, they don't 

respond or buy.  

There are many things to consider 

when developing your marketing, the 

message, the benefits, how you are 

different, are you credible, do you do 

what you say you will do, but the com-

ponent that is essential is how consis-

tently you use those key tactics that 

say "I can trust that person". Remem-

ber people have to trust you, to do 

business with you.  

 

Take a step back and asses what tac-

tics you are using, and track how con-

sistently on a weekly basis you are 

working with them.  

 

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 

their dreams.    

 

Visit Barbara’s Website at 

www.mindmasters.com 

Barbara Eldridge 

ASCCA is the largest independent 
garage owners association in Califor-
nia. The core purpose of ASCCA is 
to elevate and unite automotive pro-
fessionals, and give them voice in a 
way that promotes integrity, compas-
sion, individuality and continuous self
-improvement. Membership in 
ASCCA is unique in that it is com-
prised of 28 chapters throughout 
California and is based on the time-
honored values of small business 
owners. Membership in ASCCA of-
fers you a chance to network with 
local auto repair businesses and the 
chance to participate in education 
and training seminars at chapter 
meetings. This relationship building 
and networking opportunity will go a 
long way towards helping you be-
come, and remain, up to date on 
business and industry issues and 
help you become more successful in 
your business. 
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In preparing to write Love ‗Em or Lose ‗Em: Getting 

Good People to Stay, authors Beverly Kaye and 

Sharon Jordan-Evans spent two years asking over 

3,000 people from diverse roles and industries reflect 

upon a time when they stayed with one organization 

for a while – and then write down the top reasons 

why. 

The most common reasons are listed below in order 

of popularity and frequency. The encouraging news? 

They‘re almost all within a manager‘s influence. 

 

1. Career growth, learning and development 

2. Exciting and challenging work 

3. Meaningful work – making a difference and a con-

tribution 

4. Great people 

5. Being part of a team 

6. Good boss 

7. Recognition for work well done 

8. Fun on the job 

9. Autonomy – sense of control over my work 

10. Flexibility, including work hours and dress code 

11. Fair pay and competitive benefits 

12. Inspiring leadership 

13. Pride in the organization 

14. Great work environment 

15. Location 

16. Job security 

17. Family-friendly 

18. Cutting-edge technology 

Why People Stay... 

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 

Increase Public Awareness of  
ASCCA 

Have you ever wondered how to get more customers 
to know what ASCCA stands for and help them real-
ize the value in patronizing ASCCA elite shops? Well, 
below is some helpful “sample” verbiage for you to 
include in any TV or radio ads you may be running in 
the future.   

As an Automotive Service Councils of California elite 
shop, we work everyday to promote the core values  
of our industry association: integrity, compassion, indi-
viduality, and continuous self-improvement. 

We stand behind our association’s rigid code of ethics 
and believe deeply in honesty, hard-work, and giving 
our customers the service they expect and deserve. ASCCA – Nobody knows the California automotive repair 
industry like we do!  

Support your Industry Association and increase the public’s awareness and positive 
perception of ASCCA shops! 

Placing this verbiage on a flyer or mailer whould also be a good idea. 

Help Our Membership 

Grow 

See last page of newsletter for 

a handout you can use to pro-

mote our next meeting and en-

courage prospective members 



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

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! 

AutoNetTV™ 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 Delmar‘s 

entire catalog of 

repair information 

products including 

Chilton manuals and 

Office Depot :Greatly reduced 

office supply cost. Stream-

lined business supply order-

ing process– via phone, fax 

and online. No shipping 

charges– 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 ‗Striker‘ 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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Support Our Associate Members 
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 Services 
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,  
Jesse Scott, Store Manager 
7440 Convoy Court 
San Diego CA 92111 
858-279-6900 Fax: 858-278-0095 
 
 

 
 

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

NAPA  Auto Parts -Mira Mesa 
Robert Delacerda - Store Manager 
9474 Black Mtn. Rd. 
San Diego, CA  92126 
858-566-8880 
No Email Available 
 
Napa Auto Parts - Nat‘l City 
1810 Highland Avenue  
National City, CA 91950 
619-474-4601 
 
NAPA  Auto Parts - Northpark 
David Beltran,  Store Manager, 
2104 El Cajon Blvd.,  
San Diego, CA  92104 
619-299-3012 Fax: 619-574-0498 
 
Napa Auto Parts - Solana Beach 
Gabe Carrasco- Store Manager 
125 E. Lomas Santa Fe 
Solana Beach, CA  92075 
858-755-1506 
 
Napa Auto Parts, San Ysidro 
Jose Cueva, Store Manager 
320 W. San Ysidro Blvd. 
San Ysidro, CA 92173 
619-662-6272 
 
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 

 
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  

“Don't rule out working 

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 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  

DOESN’T  

COST . . .  

IT PAYS! 



 

 

 

 

 

One of the key benefits to ASCCA membership is the availabil-

ity 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 October 20, 2009  - Tax Planning  

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  

 


