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Zara’s Respects AkzoNobel for a Lot More
than Just Paint

Brad and Julie Zara, the co-owners
of Zara’s Collision Center, have
been operating their successful
body shop in Springfield, Illinois
since 1987. To thrive in this volatile
industry for more than two decades,
this husband and wife team has
gotten lucky a few times and made
some smart moves along the way.
One of those lucky/smart moves is
their long-standing relationship with
AkzoNobel, their paint vendor of 22
years, Brad Zara said.

From day one, it’s been a mu-
tually beneficial relationship be-
tween Zara’s, AkzoNobel—and
Sikkens—the brand they manufac-
ture. “They just didn’t come in here
and sell us their paint. They
helped us in developing the stan-
dard operation procedures we still
use today. In a way, it was also to
their advantage, because they
were teaching us how to make
their product look better, which led
to more business; so it was a win-
win.”

Zara ran into some luck early in
his collision career when, as a sen-
ior in high school, he was hired by a
shop run by a couple of veterans
who were focused only on fixing
cars, he said. “Those guys had been
there for a long time and I was anx-
ious to learn the business. They had
no interest in writing estimates or or-
dering parts, so I told the owner,
point me in the right direction, and he
did. It was a unique opportunity for
me at an early age.”

After six years, Zara decided to
leave the collision business for col-
lege and eventually become a land-
scaping architect. But, after sitting
down with his new bride, Julie, he
decided to take a shot at owning and
running his own shop. “We went
through the pros and the cons of the
body business and I realized that if I
had my own shop I would be content.
I gave up the college idea and
opened Zara’s Collision Center al-
most 25 years ago.”

Zara’s Collision Center has
grown and flourished even during
tough economic times. The shop cur-
rently maintains a dozen lucrative
DRPs, employs 25 people and fixes
an average of 170 cars monthly.

As a fledgling shop owner, Zara
was working with another paint ven-
dor when things weren’t going well on
a job. “We had a car in here and it
was giving me fits on the color match,
so we were blending into the next
panel and then into the next panel,
and I was getting frustrated. So, I

called our rep for help and he said, ‘I’ll
be in town in about three weeks and
I’ll stop by and see you then.’ Well,
that didn’t go over so well, and right
about then, in came the AkzoNobel
Sikkens rep just to say ‘Hi.’ ”

As they say, ‘opportunity only
knocks once.’ I told the guy from
Sikkens about the issues I was en-
countering with my current paint
company and he asked me, ‘Hey, if I
can help you to get this job done, will
you give me a chance?’” Zara ex-
plained. “I said absolutely, and we’ve
been working with AkzoNobel’s
Sikkens products ever since.”

As part of this relationship, Zara
has embraced AkzoNobel’s Process
Centered Environment (PCE) ap-
proach to building a sustainable
business for a wide range of tangible
reasons. “This approach is designed
for the collision repair industry specif-
ically and deals with issues that body
shops encounter on a daily basis.
Back in 1991, when we moved to a
larger facility, AkzoNobel helped us
transition from combo techs to spe-
cialized techs in body, prep and
paint. In our PCE journey, we still
have techs with primary areas of
focus, although we are cross-training
new techs to shift to the area of most
demand.”

In 1994, AkzoNobel introduced
their Acoat Selected Program into
Zara’s area and he took to it like
paint to a properly prepped car, he
said. “Acoat Select is AkzoNobel’s
business consulting division that
helps its customers by instructing
them how to build their shops
through best practices,” Zara ex-

plained. “They really opened my
eyes to understanding things like fi-
nancial statements, marketing tech-
niques and management skills—all
the things that guys like me without a
college degree didn’t know or were
learning the hard way.”

Another huge benefit for Zara
has been his membership in Ak-
zoNobel’s National Performance
Group that meets twice annually to
share ideas, problems, and solutions
with other non-competing body
shops nationwide.

And most recently, Zara switched
over to AkzoNobel’s waterborne
product well before the laws in Illinois
mandate its use, he said. “At first I
was worried, because I wanted to be
sure that we learned this new prod-
uct before we started trying to use it.
But, AkzoNobel was amazing
throughout the whole process. One
of their people came in to evaluate
our equipment, our processes, the
cleanliness of our shop—all of the
things that were crucial to our suc-
cess with waterborne. Then, our en-
tire paint team went to their training
facility to learn how to use it before
they started selling it to us.”

AkzoNobel’s training and guid-
ance, combined with Zara’s willing-
ness to learn and adapt has paid off
in a big way for Zara’s success. “We
just continue to grow and I’m certain
AkzoNobel has played a big part.
We’ve doubled and tripled in rev-
enue, and sure—we’ve hit a few
plateaus along the way—but, every
time it happens, we start focusing on
that next level of growth and then we
figure out how to get there.”

Zara’s Collision Center
Location: Springfield, IL

Telephone: 217-522-7768
www.zarascollision.com

Company At A Glance...

Type: Collision Repair

Facility Employees: 25

In Business Since: 1987

DRP Programs: 12

Number of Locations: One

Combined Production Space:
16,000 square feet

AkzoNobel
website: www.paintitwithwater.com

Zara’s crew fixes more than 2,000 vehicles annually

by Autobody News Staff

Zara’s Collision Center has a 22-year-old
relationship with AkzoNobel and embraced
the company’s Process Centered Environment
to improve their production

Julie and Brad Zara’s shop has grown
consistently and recently delivered more
sales in one week than they did during
their entire first year
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Autoland Scientech U.S.A.
Tel: (512) 336-5152 Fax: (512) 336-3731 e-mail: info@autolandscientechusa.com Website: www.autoland-dol.us

1001 Cypress Creek Rd. Suite 101, Cedar Park, TX 78613, USA

• Online Diagnosis Supports more than 40 makes
• Level 1: Read / Clear Fault Code, Data Stream, Oil Reset on

4 Systems (Engine, Transmission, ABS, Airbag)
• Level 2: Read / Clear Fault Code, Data Stream, Oil Reset on

All Systems
• Most Affordable Diagnostic Scanner

www.autoland-dol.us

SHARP VERSION LEVEL 1

• Read & Clear Fault Code on Engine / Transmission /
ABS / SRS Systems

• Data Stream on Engine / Transmission / ABS /
SRS Systems

• Oil Reset

PROFESSIONAL VERSION LEVEL 2

• Read & Clear Fault Code on ALL Systems
• Data Stream on ALL Systems
• Oil Reset
• Data Stream on ALL Systems
• Oil Reset

Diagnostic Software Supports
More Than 40 Automotive

Manufacturers

Always UP-TO-DATE Software from
Online Database, No Need Complex

Installation & Update Procedure

Provide Wireless Environment
via Bluetooth Dongle
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Autoland Scientech Brings Shops a Premium
Diagnostic Solution at an Affordable Price

As an auto-electric technician and
shop owner I've had plenty of spe-
cialty scan tools in my shop over the
years that were PC based. But now,
Autoland Scientech USA has intro-
duced the first scan tool that utilizes
the power of the Internet to supply
real-time diagnostics to the immedi-
ate benefit of the shop and the tech-
nician.

Have you ever wished there was
one tool you could use to read codes,
clear codes, and see data stream in-
formation, as well as activate compo-
nents, without having to figure out
which scanner goes with which car?
Autoland Scientech has done it for
you in what they’re calling the first
worldwide online scan tool. Now, you
can access over 40 different manu-
facturers’ information on one scan-
ner—the OB91 VM. This is not a
J2534 pass through tool, but an inter-
face to a new and unique approach to
automotive diagnostics. Autoland Sci-
entech USA’s “Diagnostics On-Line”
is an impressive and innovative diag-
nostic tool. This web-integrated tool
makes reading codes faster, easier,
and more affordable (approximately
$1,500) to more shops than ever be-
fore.

There are no small service cards
to lose, change, or get broken. You
won’t get your feet tangled in the
service cord. There are no updates
to worry about, and no delays be-
cause you can’t find the disc to load
new software into the scanner. All of
these problems have been taken
care of; it’s as simple as plug it in and
start scanning.

You do have choices in how you
can operate the scanner. One is to
use the provided cables to attach the
scanner directly to your laptop, or
use my preferred method, which is to
use the Bluetooth® capabilities of the
tool. After plugging the scanner into
the service port of the vehicle, all
you’ll need to do is find a comfortable
spot for you and your laptop. You can
be up to 330 feet away from the ve-
hicle, and still have a perfect working
signal to and from the OB91 VM tool.
(I’ve operated it from a farther dis-
tance, but it will depend on the area
you’re in)

Any one of the “Windows” pro-
grams works well with DOL, and you
don’t need to have the fastest internet
service either. A wireless system in
your shop is always nice, but not nec-
essary. You can install the Bluetooth®
dongle into any USB port on a desk-
top unit, and operate the entire sys-
tem from there. As long as there is a

signal to the OB91VM and an internet
hookup, you’re good to go.

Now all you’ll need to do is open
the program and follow the screen
commands. The program is very easy
to follow. I started clicking pages and
headings without hesitation from the
first time I clicked on the icon. But
don’t worry, if you do get lost, or can’t
find what you’re looking for, you can
just call tech support.

What if you can’t do that right
then? You might know another shop
or a technician who might be able to
help you out, if only there was a way
you could show them what you’re
looking at on your computer screen
right then.

Well, that’s not a problem either.
One of the most awesome features of
the DOL system is the ability to link
PCs from different locations. This fea-
ture will allow you to call a buddy (who
also has a unit), and have them diag-
nose the car while it’s still sitting in
your service bay. You’ll be able to
watch on your PC while the remote
technician is bringing up the correct
screens and information. No more
packing up the equipment and driving
it across town to have it looked at.

Let’s say you have another type
of problem. You’re hooked up to the
car, but the remote technician needs
to see which part you’re describing to
help solve the issue with the vehicle.
How about an interactive live feed be-
tween you and the remote tech—an-
other super feature of DOL. Skype is
a part of the DOL package too. Both
technicians can view each other and
those parts in question. This would be
an excellent way to show different
components, wiring, etc, while still
being able to diagnose the vehicle
and make the repairs remotely.

OK, I can guess what you’re
thinking. Sure, it will read and clear
codes, and it does this on more than
40 different manufacturers, but what
about updates? How often do I need
to have the unit reprogrammed for
newer models? That’s easy to an-
swer: never! All the actual informa-
tion is on the web service with
Autoland-DOL. Everything is up-
dated automatically. The innovative
on-line diagnostics from Autoland-
DOL provides you with the most cur-
rent information available from the
manufacturers at all times.

Autoland-DOL’s service was de-
veloped on import cars, European
and Asian. Domestic cars are not left
out though. A technician will be able
to read codes for GM, Ford, and
Chrysler, including access to Hummer
and Workhorse vehicles. The diag-
nostics cover engine, transmission,

ABS, Airbag systems, security ac-
cess, and much more.

Not only can you read and clear
codes, but you can see datastream
information. At the top of the screen,
you’ll find an icon that looks like a
graph to bring up the graph page. You
can choose up to four items to read
as a graph from the data page main
menu. When you want to switch back
to the regular screen just click on the
icon next to the graph icon and you’re
back at the data stream main page.
These data streams can be viewed as
a live data stream. This makes it re-
ally handy for those occasions when
you need to see a certain data value
in action.

As you browse through the differ-
ent menus for the different manufac-
turers, you’ll find evenmore information
I haven’t covered. Level 2 gives you
access to ALL the systems for those
vehicles, and the ability to read and
clear those codes as well. As with any
new scanner, the more you use it, the
better you’ll get.

This system is very user friendly,
and with over 40 manufacturers’
codes, oil resets, security, and infor-
mation provided, the Autoland-DOL
system will no doubt be your first
choice of scanning tools to go to.

There are plans to add new fea-
tures in the future as well. Among
some of the new innovations will be
a proprietary diagnostic menu, which
will allow the user to diagnose a code
and make the repairs without con-
sulting any other service or vendors.
All of which will be done on-line with
your regular subscription to Au-
toland-DOL.

I think this is the next generation
of diagnostic tools—the way future
diagnostics for the independent mar-
ket will be done. There is no doubt
this will make a great investment for
the body shop just getting started
with its own diagnostics, or the large
body shop looking for a tool to re-
duce their diagnostic and service
time on customers’ vehicles.

The vehicle is ready for remote (bluetooth) di-
agnostics. Key is on. The Autoland DOL is
plugged into the ALDL

Superior Auto Electric
Location: Tulsa, OK

Telephone: 918-622-3803
www.gonzostoolbox.com

Company At A Glance...

Type: Automotive Electronics

and Wiring Repairs

Facility Employees: Two

In Business Since: 1984

Number of Locations: One

Combined Production Space:
4,000 square feet

Autoland Scientech
Phone: (512) 336-5152 (option 1)
email: info@autolandscientechusa.com
website: www.autoland-dol.us

Our test vehicle, a 2006 BMW 7 Series. The
only attachment for the Autoland DOL system
is to the diagnostic connector. No need to
enter the car

Scott “Gonzo” Weaver, owner/operator of
Superior Auto Electric, serving the Tulsa area
for over 27 years

by Scott ‘Gonzo’ Weaver
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As almost every body shop manager
in the country knows, waterborne
paint is a proven commodity in the
collision repair industry and shops
outside of California are gradually but
decidedly heading in that direction.As
federal regulations and air quality
management agencies apply pres-
sure designed to nudge more states
towards lower VOCs, some body
shops in parts of the country will un-
doubtedly resist change, while others
will embrace it for its wide range of
benefits.

Some multiple shop operators
doing business in California have
been able to leverage their experi-
ence in California to adopt water-
borne elsewhere across the country.
For example, Sterling Autobody Cen-
ters announced last year that they
have implemented waterborne net-
work-wide, but that is not yet the
norm. So it’s interesting that a large
New Jersey collision facility went to
waterborne recently not because the
laws mandated the conversion, but
because they wanted to take the high
road in being green and helping both
their employees and the environment.

They’re hoping that it will lead to
more business, additional DRPs and
an enhanced overall reputation
throughout their community. Keith
Holloway is the body shop manager
at DCH Brunswick Toyota Collision
Center in Brunswick, New Jersey,
where he oversees the operation of a
43,000 square foot collision center
and supervises 35 employees as they
fix 230–250 vehicles per month.

After DCH Brunswick Toyota Col-
lision Center’s contract with another
paint company’s solvent product last
year, BASF’s eco-friendly Onyx HD
waterborne basecoat system won out
over several competing paint lines.

“We did some extensive research
and BASF’s Onyx HD waterborne
basecoat had the best performance
and overall value for us. We took
paint proposals from five different
vendors, but BASF stood out be-
cause in the end they offered the best
product and service package. We
went with BASF because we thought
they would help us grow, and we also
learned that the Onyx HD waterborne
basecoat system is compliant with the
EPA regulations and the laws that are
coming out in 2011 and 2012. That
was definitely something we wanted
to work toward, so that’s why we
signed with the company.”

Holloway values BASF’s support
and education. “We’ve been very im-
pressed by their service and follow-

through. We’re still testing our water-
borne and tweaking the way we’re
using it, and BASF has been by our
side every step of the way. The paint
is good, there’s no doubt. But what’s
really pleased us the most is the sup-
port they’ve provided, especially from
our BASF Business Development
Manager Kent Leonard and Tom
Smetanka, our jobber with Central
Paint in Trenton, New Jersey.”

It wasn’t an easy conversion from
solvent to waterborne, Holloway ad-
mitted, but in the end it’s paying off.
“We’re still in the process to deter-
mine how compatible our production
process is with the BASF waterborne
product, and so far it’s doing a very
good job for us. It did take us 6–8
weeks to get our staff up to speed
with this product, and our painters did
have to go to BASF’s training center
in Maryland so they could get accli-
mated to the product and learn all of
the do’s and don’t’s of working with it.”

Learning BASF’s waterborne
system wasn’t a no-brainer, Hol-
loway said. “It’s quite a bit different
and the painters have to slow down
to take their time with this water-
borne. The paint is not as fast-acting
as solvent, and I’m not going to tell
you that it was easy. BASF has a
great product and the process of ap-
plying it took us a while to get up to
speed, but we’re now running very
efficiently with the waterborne prod-
uct.”

The federal requirements are
going to get tougher in March, be-
cause certain high VOC products will
be banned from use in body shops
nationwide, Holloway explained. Paint
technicians are going to have to get

more certifications for completing the
proper courses to satisfy the federal
mandates.

“Body shops nationwide will have
to go through EPA inspections to
show that what we’re sending out into
the air is not going to hurt the envi-
ronment,” Holloway said. “The
process started one-and-a-half years
ago when the EPA started sending
out notices and informing shops that
that things were going to start chang-
ing this March, little by little.”The state
laws in New Jersey aren’t mandating
the use of waterborne paint (yet), but
Holloway is already reading the writ-
ing, or painting in this case, on the
wall.

“They’re not forcing shops to do it
yet, but we want to be ahead of the
game when it goes into effect in 2012.
We want to be an innovator in this in-
dustry and be able to offer the public
and the insurance companies some-
thing many shops can’t offer them
right now, which is the benefits of wa-
terborne paint. Going green and giv-
ing something back to help the planet;
those are things we want to be in-
volved in.”

Has Holloway seen evidence that
converting to BASF waterborne will
eventually help the bottom line at
DCH Brunswick, Toyota? “The word
is definitely out that we’re now offering
something different, which positions
us in a better light with consumers.
We feature it in our advertising, but
people in this area don’t really under-
stand it completely yet. It’s about ed-
ucating everyone about this product.
Once they know the all the benefits of
waterborne, it will gain momentum
here, I believe.”

The DCH Collision Center has reported
top-notch color matching since they adopted
BASF’s ecofriendly Onyx HD waterborne
basecoat system

DCH Toyota Brunswick
Collision Center
Location: North Brunswick, NJ

Telephone: 888-512-7805
www.dchbrunswicktoyota.com

Company At A Glance...

Type: Collision Repair

Facility Employees: 35

In Business Since: 2000

DRP Programs: Two

Number of Locations: One

Combined Production Space:
43,000 square feet

BASF
Company Contact: David Brez
Strategic Initiatives Manager
Phone: 951-315-1395 (Mobile)
email: david.brez@basf.com
website: www.basfrefinish.com

Keith Holloway, the new body shop manager at DCH Collision Center in Brunswick, NJ, was on
the team that converted his shop to BASF’s eco-friendly Onyx HD waterborne basecoat system

The DCH Collision Center paints 230-250
vehicles during an average month

by Autobody News Staff

Switching to BASF Waterborne for Good
Green Reasons
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Jimmy Lefler owns and operates five
extremely busy body, mechanical, and
glass shops based in Evansville, Indi-
ana. He’s repairing more than 200
cars per week, juggling eight DRPs,
employing 80 people and doing ap-
proximately $9million in annual sales.
So, when it comes to purchasing
equipment to run his shops, CEO
Lefler expects that his machines will
perform day-after-day without break-
ing down or requiring extensive main-
tenance. That’s why he’s been buying
his racks, computerized measuring
systems and lifts from Chief Automo-
tive Technologies, a leading manufac-
turer of pulling, measuring, anchoring
and vehicle specification products.

Lefler is a third-generation body
shop owner whose grandfather,
Leroy, founded Leroy’s Paint &
Fender Repair as a dirt floor garage
in 1952. Times have changed. For al-
most 60 years, Lefler has been a
household name for fixing cars in the
tri-state area on the borders of Indi-
ana, Kentucky and Illinois. The
Leflers have been winning national
awards for the family’s contributions
to the collision industry, while ex-
panding and succeeding in a very
competitive market with more than
60 body shop/collision centers listed
in the southern Indiana region.

Jimmy started working in the
family’s business in 1986 in the parts
department. “I did it all in the begin-
ning—fixed cars, washed vehicles,
worked as an estimator and cleaned
floors—anything and everything to
learn the business. In 1996, I bought
out my father and starting running
the operation,” he said.

The Lefler family has had a long-
term mutually beneficial relationship
with Chief, he said. “We bought our
first rack from them in 1982, after we
saw their demonstration. That was
the key, because it was very inform-
ative and they showed us everything
that the machines could do. We have
one Chief machine right now that’s
been here for 18 years and it’s still
going strong. It’s paid for itself sev-
eral times over, that’s for sure. Today,
we own three Chief measuring sys-
tems, four racks and a drive-over
lift/pulling system.”

Chief Automotive Technologies
started manufacturing its first pulling
systems in 1972, and it rapidly be-
came a leader in the industry. The
company has stepped up over the
years, driving technology changes,
including the introduction of comput-
erized measuring systems and com-
prehensive vehicle specifications.

Lefler’s VP/Operations Manager
Ed Dietz praised Chief’s exemplary
customer service for keeping his
techs informed and productive while
they are working with the manufac-
turer’s machines.

“Our techs can get a Chief tech-
nical person on the phone immedi-
ately, and that’s critical,” Dietz said. “It
allows my technicians to resolve their
issue and stay productive, which is so
important to our cycle times. If they
have to sit on hold or wait to get a call
back, that’s time that’s been lost.”

Roger Tutt, production manager
for Lefler’s Evansville North shop,
has consistently received fast and
accurate information from the Chief
customer service team whenever he
has needed it.

“They make it easy. The only time
I ever need technical service from
Chief is a computer-related issue, and
the technical service hotline walks me
right through it every time,” he said.
“The ability for a Chief technical per-
son to log in remotely to see what the
tech is looking at on the Genesis com-
puterized measuring system com-
puter is a ‘game changer’ for service.”

Lefler has all his techs trained by
Chief, he said, to ensure that they
know every detail involved in the op-
eration of these machines. “We re-
cently broughtKen Soupene, a Chief
instructor, on-site for a week of training
for all of our technicians. It was great,
because all of our employees were
able to go through the training in a
real-world setting, without costing us
a decline in production or cycle times”.

A big part of what Chief brings to
the equation for Lefler is its training,

which allows techs to get certified
and earn I-CAR credits in the
process, Lefler said. “They make the
training very effective and compre-
hensive,” Lefler explained. “It’s top-
notch all the way. Soupene is one of
the best instructors we have ever en-
countered from any company, and
he taught most of my techs how to
work these machines.”

Chief’s support starts with train-
ing and continues after the sale via
the company’s equipment reps on
the ground, Lefler said.

“Mark Lee is our equipment rep
and he has proven to be one of the
best we have ever worked with,” Lefler
said. “He’s very responsive and is al-
ways readily available to answer any
questions after the sale. Customer
service is a big deal, because we’re
using these Chief racks on a daily
basis, and we work them hard. So, we
need to have a guy like Mark who
knows these machines inside and out
and is dedicated to servicing our
needs. I know that if we need a part in
a hurry, he’ll drive it over here, even
though his company is in Indianapolis,
a 3.5-hour ride from here. That’s the
kind of customer support we’ve been
getting fromChief and reps like Mark.”

Lee, owner of Lee Equipment,
has been selling Chief equipment to
Lefler for the past five years, and has
a long history with the manufacturer,
he explained. “Chief doesn’t make
cheap machines, but the quality is
there and the products’ longevity and
durability is the proof. I have cus-
tomers who are still using the same
Chief machines that they bought 35
years ago.”

Jimmy Lefler is a third-generation body shop
owner who owns five locations in Southern
Indiana

Lefler Collision &
Auto Glass Centers
Location: Evansville and Newburgh, IN

Telephone: 812-423-4044
www.leflers.com

Company At A Glance...

Type: Collision & Mechanical Repair

Facility Employees: 80

In Business Since: 1952

DRP Programs: Eight

Number of Locations:
Three collision body shops &
two mechanical/glass shops

Combined Production Space:
47,800 square feet (combined)

Chief Automotive Technologies
Phone: (800) 445-9262
email: salesorders@chiefautomotive.com
website: www.chiefautomotive.com

Lefler Auto Body Tech Rodney Blandford works on a vehicle using the shop's Chief Impulse frame
rack, one of the Chief machines that Lefler counts on to repair approximately 200 cars weekly

All of Lefler’s shops are busy day and night,
doing $9 million in annual sales despite a
rocky economy

by Autobody News Staff

Indiana Shop Owner Favors Chief for Quality,
Durability & Support
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THE GLOBAL
AUTHORITY
IN
PAINTLESS

DENT
REPAIR

For more information please visit:
www.globalpdr.com

1-877-GLBL-PDR
e-mail: info@globalpdr.com

• We aid in growing your customer
base

• Industry leader in regards to
quality, customer service and
professionalism

• Our industry exclusive 360o repair
plan aids your shop with estimates,
sales, quality control, supplements
and deliveries

Global PDR

is not just Insurance

Approved, we are

Recommended!
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When some of us think about hail,
we just think of stormy weather, but
in parts of the country hail means big
money for body shops. When hail-
prone places like Northern Texas,
Oklahoma, Nebraska, Kansas,
Arkansas and Alabama get grape-
fruit-sized or pebble-sized hailstones
it can quickly change peoples’ lives.
It happens every year during hail
season, which normally starts in
March and can run all the way
through October.

Park Place Bodywerks in Dallas,
Texas, and a growing enterprise
called Global Paintless Dent Repair
Solutions (GPS) have an unusual
“stormy relationship,” that is both
profitable and beneficial for both par-
ties.

According to Eric McKenzie, 36,
the body shop director at Park Place
Bodywerks, his shop did $1.8 million
monthly in revenues without the as-
sistance of any DRPs. About 98% of
the 500 cars that Park Place Bodyw-
erks repairs every month are high-
end luxury brands that the company
sells through its 12 dealerships lo-
cated in the Dallas-Fort Worth Metro-
plex, McKenzie said.

The handful of nameplates sold
and serviced by Park Place Motors
reads like the best-of-the-best, in-
cluding Mercedes-Benz, Lexus,
Porsche, Volvo, Jaguar, Bentley,
Maserati, Rolls Royce, McLaren
(when it hits the U.S. in June of this
year), Smart Cars and an occasional
Maybach.

GPS was founded eight years
ago, when three different PDR com-
panies with more than 45 years in-
dustry experience joined forces.
After seeing drastic changes within
the world of PDR and realizing that
the specialty was experiencing a
drop in quality and customer service,
these visionaries decided to take
PDR to the next level. The move
paid off because, in just a short time,
GPS saw an astronomical spike in
market share and growth, according
to company representatives.

McKenzie initially found out
about GPS by working with one of
its eventual owners, Scott Dietz,
more than nine years ago. “We had
a major hail storm in 2003 where
approximately 100,000 cars were
reportedly damaged in this area. I
was an assistant manager at an-
other luxury brand dealership at
that time and some of that com-
pany’s larger DRPs wanted us to
try some of their approved vendors
for PDR, because this particular

hail storm was so big. So we
brought in a few companies and
gave them a shot, but they basi-
cally didn’t do a very good job.
There were some issues with qual-
ity, timeliness and the techs
weren’t available to us all the time.
They would show up on Monday,
and then leave Thursday after-
noon, and then we wouldn’t see
them again until Tuesday morning,
with cars stacked up out the
doors.”

With these high-end luxury cars,
customer service needs to be not
just satisfactory but exemplary day
after day, McKenzie stressed. “If our
vendor isn’t providing top service,
then we logically can’t pass it on to
our customers, so it was a struggle
to us. With some shops, maybe
that’s okay, but with us, it has to be
perfect. We gave three or four of
these companies a shot, all referred
by our DRPs, and we couldn’t rely on
any of them.”

That’s when McKenzie first met
Scott Dietz. “Scott became our go-to
guy in ’03, because he was so reli-
able; his work was quick, accurate
and phenomenal,” McKenzie said.
“He was with us through October that
year and we were obviously very im-
pressed. He even came back when
stragglers came through, right up
until the end of the year. After that
storm, Scott and his partners started
GPS and when I came to Park Place,
one of the first things I did was hire
them.

“These techs who really know
how to do PDR at a high level are
truly craftsmen. When it’s not done

properly, the telltale sign is that you
can still see the dent. The marks
from pushing on the dent are appar-
ent when it’s not done correctly. You
can either see traces of the dent or
in massaging the area they push too
hard and can actually push it past the
dent and make tool marks. Or they
get into the headliner and damage it
or mess up the electrical. We were
experiencing a litany of these prob-
lems until we contracted with GPS.
Getting half of the dents out of a ve-
hicle just doesn’t make it, especially
when you’re working on a Rolls
Royce, for example.

Turning the vehicles in and out
quickly is a major factor when PDR
is performed, especially when the
storms are more serious, McKenzie
said. “With our previous PDR ven-
dors, it would typically take 2–4 days
or longer to get the job done. But,
with GPS it’s always two days max,
with more accuracy and a better job
overall.”

During the larger storms PDR
means decent revenue for Park
Place, McKenzie said. “GPS gives
us a healthy percentage of each job,
so yes—it definitely makes financial
sense for us to work with them. Pro-
viding top quality is our first priority,
but to make some money along the
way is a major bonus.”

McKenzie is not afraid to tell
other body shop owners about GPS.
“Their quality is excellent and we’ve
recommended GPS to several
shops. I’m in a 20 Group and I’ve
recommended them across the
country and others are pleased with
them as well.”

Park Place Bodywerks did $1.8 million per
month last year in revenues averaging 500
cars and $3,800 per ticket per month

Park Place Bodywerks
Location: Dallas, TX

Telephone: 214-443-8250
www.parkplace.com

Company At A Glance...

Type: Collision Repair

Facility Employees: 70

In Business Since: 1987

DRP Programs: Zero

Number of Locations: One

Combined Production Space:

87,000 square feet

Global PDR
Company Contact: Bob Lombard
Address: 5505 West Kellogg
Wichita, KS 67209
Phone: (877) GLBL-PDR
email: bob@globalpdr.com
website: www.globalpdr.com

Park Place Bodywerks works on most of the top auto brands, including Rolls Royce. The quality of
their PDR must be exemplary each and every time.

Park Place Bodywerks’ Director Eric McKenzie
has an ongoing relationship with Global PDR
Solutions to provide his customers with high-
end paintless dent repairs and book revenue
when the hail storms hit

by Autobody News Staff

Global PDR Solutions & Park Place Bodywerks
Hail the Hail
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The conversion to waterborne paint
in states like New Jersey is a reality
for body shops throughout the North-
east, because by 2012 regulations
will likely mandate the use of the new
paint. While some collision busi-
nesses are not enamored with the
idea of changing the way they’ve
been painting cars for decades,
many are happy to say ‘goodbye’ to
solvent and ‘hello’ to waterborne.
Proactive shops that see the value in
making the changeover before
they’re forced to do so by law are
jumping on the waterborne band-
wagon right now.

One of these proactive shops is
Andrews Auto Body in Brick, New
Jersey; a shop that has embraced
PPG Envirobase®High Performance
waterborne paint in a big way.

If you live in or around Brick, you
know the name Andrews. This sec-
ond-generation body shop has been
around since 1979, when Rich An-
drews, Sr. started his small body
shop and built a substantial cus-
tomer base, many, many years be-
fore waterborne paint was even
something to consider.

But growth dictates new proce-
dures. In August of 2009, Rich, Sr.,
and his whole family moved to a
new, 6,000 square-foot facility. I say
they all “moved” there because the
entire family works for the business.
Mom (Linda) is the front office man-
ager, her oldest son Keith, 36, is the
shop’s manager; Rich Jr., 31, is the
shop’s lead painter and their sister,
Jennifer, is the shop’s assistant of-
fice manager. And dad is still there,
watching his sons as they take their
shop to a new level—which includes
waterborne.

Since the move, Andrews has
purchased a towing company and
does a lot of work for the town of
Brick, Keith Andrews said, which
has provided a new source of rev-
enue for the shop. Simultaneously,
Andrews Auto Body made the
changeover to PPG Envirobase®
HP basecoat in their new, larger fa-
cility. The moves have paid off in a
big way, because the shop is hitting
better numbers than ever.

“We’ve tripled our revenue since
moving here and now we’re repairing
50–60 vehicles per month,” Keith
said. “Switching to the PPG water-
borne paint has played a big part of
it. This year, we’re on track to do $1.4
million, which is very encouraging
news, especially since we’re still in a
recession and all the snow this win-
ter didn’t help us either. We switched

over to waterborne to stay ahead of
the game. We know we don’t have to
do it until 2012, but we decided—
since we’re moving—why not use
the opportunity to do it now? The
PPG rep convinced me that their En-
virobase® HP waterborne would be a
better way of doing things, so we
made the move and we haven’t
looked back. PPG Envirobase® HP is
a great product and we’re happy with
it for several reasons.”

As lead painter it was particularly
important that Rich Andrews, Jr. was
100% onboard with the switchover to
PPG waterborne, because he is the
shop’s only painter and runs the
company’s paint department from
the mixing station all the way to the
paint booth.

The whole changeover started
with the training provided by PPG,
both on-site and through their train-
ing center in Maryland. Rich, Jr. ex-
plained, “They trained me on the
waterborne system in shop and then
they sent me to Maryland for further
training. Scott Pearson, from PPG
was great and he made the transition
painless. Our paint jobber, Albert
Kemperle Paint and Body Equipment
Inc., played a big role too. The PPG
people were here several times and
they stayed with us until we were to-
tally comfortable with the paint and
procedures. They walked us through
the process until the result was per-
fect. We’d been using solvent since
1979, so this was a significant
change, obviously.

“It was a huge change, so I
admit I was a little reluctant at first,”
Rich, Jr. said. “But I didn’t have to re-

do one single car, to be completely
honest. The color matches are spot-
on and the finished product is better
than solvent. There was a very small
learning curve, but once I got into
the groove on how to spray it and
dry it, it was a pretty smooth transi-
tion.

Keith Andrews knows that PPG
has been instrumental in improving
his production system and he con-
tinues to be pleased by the com-
pany’s top-notch customer service.
“PPG has done a great job in help-
ing us be more productive in gen-
eral,” said Keith. “Everyone with
PPG has been excellent in every as-
pect of what they do for us. If I ask
them or Albert Kemperle, my PPG
jobber, I get it. They respond to me
almost immediately in every case,
which is great. That’s all you can ask
from a paint company. PPG has
played a very integral part in getting
us to where we are now, so it’s been
a great relationship.”

Now that he’s been using the
waterborne basecoat for almost 18
months on a daily basis, what does
Rich, Jr. think of waterborne in gen-
eral? “It may slow you down for a
few minutes, but in the end you
won’t be re-doing jobs, because the
color matches are perfect. With En-
virobase® HP, the finished product
is better, with zero comebacks or
complaints. They make the simple
matches so simple and it has pretty
much eliminated sprayouts. I’m
now doing 3–4 cars a day, and I
don’t have to do even one single
sprayout. I’ve reached a point
where I can just trust it.”

It may take a few more minutes to paint a car
with waterborne vs. the old solvent days, Rich
Andrews, Jr., said, but the finished product is
superior in every way.

Andrews Auto Body
Location: Brick, NJ

Telephone: 732-920-3692
www.????.com

Company At A Glance...

Type: Collision Repair

Facility Employees: Nine

In Business Since: 1979

DRP Programs: Four

Number of Locations: One

Combined Production Space:
6,000 square feet

PPG Automotive Refinish
Company Contact: Cindy Piazza
Phone: 440-572-2800
email: piazza@ppg.com
website: www.ppgrefinish.com

It’s a family affair at Andrews Auto Body in Brick, New Jersey. From left, Rich, Jr. is the shop’s
lead painter; his sister Jennifer is the assistant office manager; Rich, Sr. started the shop 32 years
ago; his wife Linda runs the front office; and Keith Andrews manages the shop

Lead Painter Rich Andrews, Jr. doesn’t have to
re-do jobs by using PPG Envirobase® HP wa-
terborne paint, he said, because the color
matches are on the money 100% of the time

by Autobody News Staff

32-year-old N.J. Body Shop Embraces PPG’s
Envirobase® HP Waterborne Basecoat
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Your standard collision repair TV com-
mercial won’t normally win awards or
create a buzz. Usually, it opens with
an exterior shot of the body shop, fol-
lowed by a scene showing a tech
painting or buffing a vehicle. Then the
ad usually concludes with a shot of the
shop owner, as he waves to the cam-
era, petting his dog, or hugging his
wife, and saying things like “We’re
Honest” or “We Work with All the In-
surance Companies.”

If you’ve seen one of these
cheap-looking, amateurish video
spots touting a particular body shop,
then you’ve seen them all. Most of
them get lost amongst all of the other
thousands of messages bombarding
our brains almost every waking
minute of every day.

But for body shops, everything
changed when Chuck Jessen
launched PreFab Ads in 1995, a San
Francisco, California-based company
that makes funny, professionally pro-
duced TV commercials exclusively for
the collision industry. It started when
Jessen produced a series of fun com-
mercials for Blake’s Auto Body in No-
vato, California 16 years ago. The
initial response to the ad, called
Sledgehammer (featuring a jilted
woman pounding what she thinks is
her boyfriend’s vehicle), got a huge re-
sponse, and pretty soon body shops
all over the country were talking about
this highly-entertaining commercial.

From his first success for Blake’s,
Jessen started PreFabAds (now a di-
vision of Jessen Productions) to bring
his 28 years of advertising experi-
ence to body shops from New York to
Texas and everywhere in between.
Currently, PreFab Ads has 15 com-
mercials in its inventory, most of
which have won multiple awards.
Sledgehammer, for example, was
shown at the Cannes International Ad
Festival several years ago.

One of PreFab Ads’ first cus-
tomers was Kurt Zimmer, the owner
of Kurt’s Autobody Repair Shop in
Bloomington, Illinois. He’s been run-
ning his profitable shop for almost
four decades, repairing approxi-
mately 200 cars monthly. Critically
though, he attributes much of his
success to the commercials he buys
from Chuck Jessen at PreFab Ads.

Zimmer knows that his cus-
tomers appreciate the commercials
he runs in his region, because they
tell him all the time. “I’ve had people
tell me, ‘We came here because of
your funny commercials,’ “ Zimmer
told us. “Customers tell me all the
time that they enjoy the humor in

these commercials and appreciate
the fact they don’t feature people
ranting and raving, as in a lot of
those car dealership ads.”

Zimmer first discovered PreFab
Ads in 1996 while attending NACE in
Orlando, Florida. “I was at one of those
early-morningmarketing classes when
someone showed Sledgehammer,
and I thought, Wow—this is fantastic! I
couldn’t wait for the meeting to finish,
so that I could find out who did that
commercial and how can I use it? The
body shop that was running the ad
gave me Chuck Jessen’s contact in-
formation and I called him right away”

Zimmer signed up with PreFab
Ads the following January and has-
n’t looked back. “It was an easy
process. We were running the Pre-
Fab Ads within a couple of weeks
and the response was phenomenal
right off the bat.” No other body
shops were using Chuck Jessen’s
commercials in my area, so we
bought the program and he pro-
duced a tag for us. PreFabAds gives
its customers exclusivity in their re-
spective markets, so that none of my
competitors can run these same ads.
Zimmer ran the Sledgehammer ad
for more than a year, and then even-
tually purchased more commercials
from PreFab Ads, he said. “We
signed up for Falling Star (in which a
couple gets a surprise when a me-
teor slams into their vehicle); fol-
lowed by Wrong Turn (a family
vacation goes bad when they crash
into a weapon testing area) and then
Snowplow” (A snowplow driver gets
revenge on a childhood bully by hit-
ting his snowbound car.)

Zimmer is continually wowed by
the production quality and affordabil-
ity of his PreFab Ads. “Chuck writes
the spots, directs them, hires all the
actors and produces these clever,
professional-looking ads on a fairly
low budget, from what I understand.
If I tried to do these ads myself,
first—it would be impossible, also, it
would end up costing me 15–20
times more, not to mention my
time—so it’s an easy decision.”

Zimmer knew his PreFab Ads
weremaking a significant impact in his
community when several marketing
people from a local national insurance
company gave him some positive re-
views about the commercials.

“When we first started running
the Sledgehammer commercial, I got
some great feedback from some of
the marketing and advertising folks
from one of the insurance companies
we work with. ‘The quality of the com-
mercial is tremendous,’ they said. ‘It’s
unbelievable that you can afford to
buy ads like that,’ they told me.”

Zimmer spends roughly $30,000
annually to buy time on both network
and cable TV stations to broadcast his
PreFab Ads in the Bloomington, Illi-
nois area. If his commercials can bring
3-4 new jobs through the door every
month, he’s already made his invest-
ment back and anything after that is
pure profit, he reasons.

“It’s been a great 15-year rela-
tionship with Chuck and PreFab
Ads,” Zimmer said. “We’re known for
these commercials around here now,
and I can’t even count all of the cus-
tomers we’ve attracted with these
wonderful ads.”

Kurt’s Autobody Repair Shop is a 40-year-old
body shop that fixes 200 cars per month in
Bloomington, Illinois

Kurt’s Autobody
Repair Shop
Location: Bloomington, IL

Telephone: 309-662-5823
www.kurtsautobody.com

Company At A Glance...

Type: Collision Repair

Facility Employees: 21

In Business Since: 1971

DRP Programs: Four

Number of Locations: One

Combined Production Space:
18,000 square feet

PreFab Ads
Phone: (415) 391-5030
email: info@prefabads.com
website: www.prefabads.com

One of Zimmer’s favorite PreFab Ads is calledWrong Turn, in which a family vacation goes
bad when they crash into a weapon testing area

Kurt Zimmer (at left), the owner of Kurt’s
Autobody Repair Shop in Bloomington, Illinois
gets great response from the T.V. commercials
he buys from PreFab Ads of San Francisco,
California

by Autobody News Staff

Kurt’s Autobody Repair Profits from Customer
Recognition using PreFab Ads’ Commercials
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After serving nearly 30,000 cus-
tomers in the last 43 years, Lakeside
Paint & Body Shop is a fixture in
Lakeside, Calif., located 20 miles
outside of San Diego. Owner George
Toth learned the collision repair busi-
ness from his father, who opened the
doors in 1968, long before water-
borne paint was even available for
use on cars in this country.

But, George Toth wasn’t afraid to
think outside the box when it came to
helping his company and his em-
ployees. That’s why Toth switched
from Pro-Spray’s solvent product to
Pro-Spray’s H20 waterborne system
in January of 2009, well before state
laws mandated it. “We were up and
running with Pro-Spray’s H20 water-
borne product fairly quickly and it’s
been a win-win all the way around.
Now looking back, it was a smart
move, because we were learning the
paint and how to apply it without
being rushed.”

Starting in the late 1990’s, Toth
anticipated the day when water-
borne would be the norm, and de-
cided that his shop would be the
first collision facility in his region to
be using it. “Around 10 years ago,
we realized waterborne was coming
our way one way or another; it’s just
a matter of time,” he said. “That’s
why Pro-Spray looked so attractive
to us. As a British company, they
are years ahead of us in this coun-
try when it comes to waterborne
paint usage, so we wanted to be as-
sociated with a company that had a
successful track record with water-
borne.”

Toth was happy to make the
switch to Pro-Spray H2O for a wide
range of reasons. “The Pro-Spray
H20 waterborne product is easier to
use and the product’s color-matching
capability has been excellent. Plus,
you don’t have all those chemicals in
the air all the time. It’s healthier for
my staff and my customers, so we
feel really good about it. If I can pro-
vide a safer environment for my
techs, I’m all for it.”

If you ask Toth what’s most valu-
able about Pro-Spray’s H20 water-
borne system, he’ll tell you it’s the
training and ongoing follow-up he re-
ceives from his Pro-Spray support
team. “Pro-Spray’s people have
been outstanding. They helped
make it an easy transition and their
onsite training was excellent. We
love the product, but the service after
we signed up has been amazing. It’s
not like they sold us the system and
then forgot about us. I see Paul Reid

our local Pro-Spray technical rep at
least once or twice a month and
every time we talk to him, he’s giving
us useful information. They’re con-
stantly checking in on us and getting
us up to speed with technical up-
dates on the product, which is huge.
Plus, they assisted us with our recy-
cling, even though it wasn’t their job
to do it.”

Toth’s painter has become
more adept at using the Pro-Spray
H2O waterborne by working with it
every day for more than two years,
he said. “My painter, Cosme Antil-
lion, has been with me for 17
years, but he had to learn water-
borne from scratch. He’s done an
exceptional job at learning the se-
crets and how to dry these cars
right. It does take just a little longer
drying these vehicles, but it has
worked to our advantage, because
Cosme uses that extra time to be
more precise and careful. We’re
getting fewer mistakes, because
he’s slowing down to do it right the
first time around.”

Mixing the Pro-Spray H2O wa-
terborne paint and hitting dead-on
color matches has made Toth’s
crew’s job easier across the board.
“Of all the mixing systems I’ve en-
countered over the years, Pro-
Spray’s is by far the most precise.
The formulations are more accu-
rate and the Pro-Spray color soft-
ware saves us time. Pro-Spray
perfected their system in Europe
many years ago, so during that
time, they’ve obviously tweaked it
to make it more accurate and eas-
ier to use.”

Toth appreciates the fact that
when mixing Pro-Spray’s colors, he
doesn’t need to use a lot of toners.
“Solvent mixing systems feature 80 to
85 toners in various gallon and litre
sizes, and take 110 litres of paint,
whereas waterborne has 70 toners in
one litre and 500 ml containers, and
takes up 45 litres in volume. Not only
less space but less money—and
many formulas, when mixing water-
borne, require fewer ingredients (ton-
ers) versus solvent to make the same
color, so there’s less mixing time,” he
explained.

Maybe most importantly, using
waterborne paint eases Toth’s envi-
ronmental consciousness. “The
Earth is hurting right now and we all
know it. It doesn’t matter whether
you believe in global warming or
not—industry can harm the planet.
That’s why we’re looking to go green
in every aspect of our business, fo-
cusing on recycling and re-using
where we can.”

One group that is definitely im-
pressed by Lakeside’s conversion to
Pro-Spray waterborne is his cus-
tomers. “At first, I don’t think many
people in this area were aware of the
waterborne vs. solvent situation, but
now it’s been in the news to a certain
degree, and they’re more educated
about it,” Toth said. “Some of my cus-
tomers are very environmentally fo-
cused, because we live in a beautiful
part of the world here and they want
it to stay that way. Also I’m a keen
fisherman and I want to know what’s
in that water, so that I can continue
to catch fish and eat them without
getting sick.”

Lakeside’s Owner George Toth is an avid fish-
erman concerned about the environment and
happy to be using Pro-Spray H2O waterborne.
(Pictured here with his son Austin and a Mar-
lin they caught off the coast of San Diego.)

Lakeside Paint & Body Shop
Location: Lakeside, CA

Telephone: 619-561-0187
www.lakesidepaintandbodyshop.com

Company At A Glance...

Type: Collision Repair

Facility Employees: 13

In Business Since: 1968

DRP Programs: Zero

Number of Locations: One

Combined Production Space:
4,000 square feet

Pro-Spray Automotive Finishes
Phone: (800) 776-0933
email: info@prosprayfinishes.com
website: www.ProSprayFinishes.com

www.ProSprayH2O.com

Lakeside’s Painter Cosme Antillion appreciates the fact the finish with Pro-Spray is exceptional and
the color matches are dead-on

By transitioning to Pro-Spray’s H2O waterborne
paint two years before they had to by law,
Lakeside Paint & Body Shop is comfortable with
the product and adept at the process

by Autobody News Staff

Lakeside Paint & Body Shop was Early Adopter
of Pro-Spray Waterborne
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North Haven Auto Body in North
Haven, Connecticut, has had three
owners since 1938, which means
they’ve repaired thousands of cars
from Studebakers all the way to
today’s hybrid vehicles. Sure, the
shop has decades of history, but they
also have a forward-thinking owner
who isn’t afraid to ‘think outside of the
paint booth’ and who’s focusing on
future business. North Haven started
using Standox® waterborne paint be-
fore it was even a topic of conversa-
tion in his part of the country.

After working for one of the
shop’s former owners for four years,
Bob McSherry, 44, purchased North
Haven Auto Body in 1997. By stress-
ing integrity in fixing cars and serving
customers, McSherry has received
industry accolades for being proac-
tive, hands-on, and focused on mak-
ing the industry better as a whole.

After two years operating his
shop, McSherry began working with
Standox®. As he says, “We had Stan-
dox® come in for a color demo and it
worked really well. We were encoun-
tering color match problems with our
previous paint supplier, so we tried it
out and the color matches were ex-
ceptional. It was easy-to-use, the
clearcoats were really nice and over-
all it was a good product, so we went
that way. We tried it that first time and
we never looked back for a second.”
McSherry’s 20 bays are now doing
more than 200 vehicles a month.

In late 2007, North Haven Auto
Body decided to switch to Stando-
hyd, Standox® first-generation water-
borne product. He did so long before
body shops in his area were even
looking at waterborne as an option,
McSherry said.

Prior to the changeover, McSh-
erry took a full year to get ready for
waterborne in his shop, which in-
volved acquiring new equipment and
preparing his team for the change. “I
think the biggest change was getting
our staff to commit to the new sys-
tem” McSherry explained.

Effective training was instrumen-
tal to turning out cars with Standohyd,
McSherry said. “We went out to the
Standox® North America training fa-
cility in Michigan for a weekend and it
made the transition a lot easier. I have
to say, they worked our tails off. We
were painting cars one after another.
They took us through four hours of
classroom time, but for the rest of the
time, we were out there spraying.”

Then, three months ago, North
Haven adopted Standox® second-
generation of waterborne paint,

known as Standoblue, McSherry
said. “We were the first body shop
east of the Mississippi to be on the
second generation and it’s an amaz-
ing improvement. It’s more user-
friendly, quicker to use and the
blending process is easier overall.
When you switch to waterborne your
metallics are a lot cleaner, so you
have to adjust your metallics’ size. In
the end, it all really comes down to
correct spraying technique—you ei-
ther have it or you don’t.

Once again, the training offered by
Standox® was exceptional. McSherry
says, “For Standoblue, Standox® did
the training right here in the shop. They
wanted to come in for a week but we
were up to speed after the second day.
Blending is easier and color matches
are fantastic and they’ve made im-
provements to the color chips. The
decks are now larger and more colors
are available. We’ve been making our
own color library by spraying test pan-
els with every color we spray and that
has been useful. We should have
done that with the first-generation of
waterborne and I would now advise
anyone to do it that way.”

Why did McSherry switch to wa-
terborne way ahead of the game? “I
didn’t want to be waiting at the bus
stop while everyone else was jump-
ing on the bus. When they mandate
waterborne here in Connecticut,
whenever it is, I don’t want to be
standing in line. I want it done. I’d
rather have someone calling me with
questions about it, rather than the
other way around.”

It’s been a great long-term rela-
tionship with Standox® that’s bene-

fited his business on many levels,
McSherry said. “My technical rep is
Kelly Owen and my business devel-
opment manager is Mike Campbell
and they’re both awesome. I talk to
them all the time and they’ve helped
us a lot. I’ve always gotten great sup-
port from Standox®.”

DuPont acquired Standox® in the
nineties and it is now a brand in the
portfolio of products offered by
DuPont Performance Coatings
(DPC). DPC offers its customers a
variety of business improvement pro-
grams, two of which assisted North
Haven with its move to waterborne.

McSherry values his participation
in his area DPC Business Council
and in the Standox Partnership in
Excellence (PIE) program. “I’ve
learned a lot through both of these
organizations, by talking to other
body shop owners from all over the
country through the business coun-
cil. As a member PIE, we earn a 2%
rebate on all liquid purchases. It
saves us around $7,200 per year
with those rebates and we used
some of that money to switch to wa-
terborne, so it’s significant.”

Do McSherry’s customers ap-
preciate the fact that he was one of
the earliest adopters of waterborne
in his region? “Yes, they’re very
aware of the green nature of this
paint and we feature it in all of our
marketing efforts. We have a lot of
Prius owners around here as well,
and they’re big into it. We run the
shop on solar energy, so they know
we’re truly green and always looking
to be greener. It’s a big part of our
long-range plan.”

North Haven is happy with the great color
matching qualities they’ve experienced with
Standoblue

North Haven Auto Body
Location: New Haven, CT

Telephone: 203-239-5651
www.northhavenab.com

Company At A Glance...

Type: Collision Repair

Facility Employees: 22

In Business Since: 1938

DRP Programs: Seven

Number of Locations: One

Combined Production Space:
18,000 square feet

Standox®

Phone: (800) 551-9296 prompt 7
email: standoxna@usa.dupont.com
website:
www.upgrade2standoblue.standox.com

North Haven Auto Body originally switched to Standox® waterborne paint system in 2007

North Haven Auto Body paints 200 vehicles
monthly with Standoblue waterborne paint

by Autobody News Staff

Connecticut’s North Haven Auto Body is a
Waterborne Pioneer with Standox®



“Our techs can get a technical person on the phone immediately, and
that’s critical. It allows my technicians to resolve their issue and stay
productive, which is so important to our cycle times. If they have to sit
on hold or wait to get a call back, that’s time that’s been lost.”

—Ed Dietz, Lefler’s Collision and Auto Glass

“I think this is the next generation of diagnostic
tools—the way future diagnostics for the indepen-
dent market will be done. There is no doubt this will
make a great investment for the body shop.”

—Scott ‘Gonzo’ Weaver, Superior Auto Electric

“They really opened my eyes to understanding things like financial
statements, marketing techniques and management skills—all the
things that guys like me without a college degree didn’t know or
were learning the hard way.”

—Brad Zara, Zara’s Collision Center

“They’re constantly checking in on us and
getting us up to speed with technical 
updates on the product, which is huge.
Plus, they assisted us with our recycling, 
even though it wasn’t their job to do it.”

—George Toth, Lakeside Paint & Body Shop

“He was with us through October that year and we were obviously very
impressed. He even came back when stragglers came through, right up until
the end of the year. After that storm, when I came to Park Place, one of the
first things I did was hire them.”

—Eric McKenzie, Park Place Bodywerks

“It’s been a huge part of everything we’re doing
here. I look at it a minimum of 6–10 times every
day. It’s our lifeline and it’s always on.”

—Anthony Caprini, Precision Body Shop

“People tell me, ‘We came here because of your
funny commercials.’ Customers tell me all the time
that they enjoy the humor in these commercials and
appreciate the fact they don’t just feature people
ranting and raving.”

—Kurt Zimmer, Kurt’s Autobody Repair Shop

“We’ve been very impressed by their service and
follow-through. We’re still testing our waterborne
and tweaking the way we’re using it, and they’ve 
been by our side every step of the way. The paint is
good, there’s no doubt. But what’s really pleased us
the most is the support they’ve provided.”

—Keith Holloway, DCH Brunswick Toyota Collision Center

“We were the first body shop
east of the Mississippi to be on
the second generation and it’s an
amazing improvement. It’s more
user-friendly, quicker to use and
the blending process is easier
overall.”
—Bob McSherry, North Haven Auto Body

What is the Autobody News Shop & Product Showcase?
Shop owners talk to us about the products and services that have helped them improve their
businesses. We believe our readers will profit by learning, peer to peer, why these company’s
products have been so successful for these shops.

These testimonials can be easily retained for future reference. Autobody News will be producing
our Shop & Product Showcase special insert biannually. Look for the next one in December 2011.
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