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Global changes are reshaping the nature
of marketing today. In the earlier part of
the 20th century, efforts to reach a
prospective customer were referred to
as “advertising.” Promotion, product
packaging and publicity were all con-
sidered parts of advertising. Gradually
these became four separate specialties.
Now these functions have been coming
together again, to become a more com-
plicated tool we could simply call “mar-
keting.” For example, most invoices
you receive in the mail these days will
also have offers to purchase other prod-
ucts or services. Your website may well
have links to other businesses. If you do
work for a dealership, your advertising
will probably be at that dealership and
their advertising will be at your shop.
Even your phone message may refer to
insurance companies and other busi-
nesses. These and other aspects of mar-
keting are probably well integrated into
your shop’s communications with the
outside world. Or are they? If not, you

may be missing out on many simple
(and possibly free) ways to market your
business.

For simplicity sake, let’s start with
“free.” Today it’s nearly impossible to
buy a product that doesn’t have reasons
printed on it why the product you just
purchased is the best choice, the most
cost effective and perhaps the healthi-
est. Many stores attach a multitude of
coupons and offers to every sales re-
ceipt. The package, sales slip or label-
ing had to be printed anyway, so
whatever message is placed there is es-
sentially free. Do most shops give cus-
tomers printed invoices? Maybe not, but
they could. 

Before we get into what messages
could be added to customer invoices, re-
ceipts or warnings and warranties, let’s
take a look at cooperative marketing.
Your local grocery store may attach, in
addition to food items, offers for car
washes, auto insurance, medical insur-
ance and even legal services. These are

blatant exchange deals. Anyone re-
deeming one of these deals will gener-
ate a commission or finder’s fee for the
store. While a shop could offer detail-
ing, pinstriping, accessories and more,
the revenue from referred business is
found money. Collision repair shops
have natural connections with uphol-
stery shops, glass shops, entertainment
system shops and more, all of which
would welcome additional business.

Most businesses rely on a few sim-
ple marketing and sales basics to build
new business and keep customers com-
ing back. Collision repair centers may
not rely on the same basics, but are there
ways they could? The six more general
marketing and sales objectives include:
(1) Simply increasing the number of
customers, (2) increasing the number of
customers coming back, (3) increasing
the number of products each customer
buys, (4) increasing how often cus-
tomers buy their products, (5) increas-
ing the total dollar value of customer

purchases, and (6) increasing the effec-
tivenss of advertising and marketing to
bring in both new and prior customers.
Some shops do well at getting new cus-
tomers and keeping many coming back.
Others keep improving the effectiveness
of their advertising and marketing to at-
tract new customers and keep old ones
coming back. But most shops seem to
neglect 3, 4 and 5. These basics don’t
easily apply to the collision repair busi-
ness, but if a shop can find a way to im-
plement these basic strategies, it should
enjoy a nice increase in both volume
and profitability.

Dealerships make better use of
these basics. If a dealership has a colli-
sion repair shop and also the usual me-
chanical maintenance, accessories store,
and repair shop, they have an opportu-
nity to increase frequency of visit.  They
may also be able to increase the dollar
volume of sales during those visits. But
do they use this advantage to increase 3,
4, and 5 for their collision repair shop?
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Tom Franklin has been a sales and marketing consultant for fifty years. He has written
numerous books and provides marketing solutions and services for many businesses.
He can be reached at (323) 871-6862 or at tbfranklin@aol.com. 
See Tom’s columns at www.autobodynews.com under Columnists > Franklin
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by Victoria Antonelli, Online Editor

Hack’s Auto Body, Inc. has won ‘Best
Auto Body in Pacifica’ every year ex-
cept one since The Pacifica Tribune
started the contest in 1997.

Winners are selected based on the
results of a questionnaire in the Tri-
bune’s newspaper and online, asking
readers to identify the best businesses
in the area.

Hack’s Auto Body was first owned
by Haskell “Hack” Hanshew in 1959.
In 1967, Hanshew sold Hack’s to Larry
Easterby and Frank Kirby who incor-

porated the shop in
the early 70s. It
was then bought by
Jack Malman in
1995 after he had
worked there for
six years. He and
his business partner
Dan Rice are the
sixth set of owners,
none of which have
been families.

Despite their
small team of seven,
Malman said, “It is
not difficult for us to
do any collision re-

pair; workload has not been a problem. We
get cars in and get them out in a very

timely fashion. All our technicians are I-
CAR certified in all the latest technologies.
In order to be contracted with many of our
direct repair insurance companies we need
to have an I-CAR Gold Class rating,
which we do & many of our techs are I-
CAR Platinum.”

Ever since Hack’s opened its doors,
customers have relied on the shop to free
their vehicles of rust, dents, and/or a dis-
rupted paint job, whether it’s the result of
an accident or not.

Major insurance companies offer
their clientele a written guarantee
against defects in quality and work-
manship for as long as they own their
vehicle if they choose to go to Hack’s
for their repairs, Malman told Auto-
body News. He added that it wasn’t
easy getting those contracts, but it has
been well worth it.

“We work with any and all insur-
ance companies, Hack’s always has,”
Malman said. “We are a direct repair
facility for a few different insurance

companies, CSAA IE (AAA insur-
ance) Farmers Insurance, and 21st
Century just to name a few.”

According to Malman, Hack’s
Auto Body only uses state-of-the-art
equipment, including an AFC down-
draft heated paint booth, Whitney wiz-
ard frame rack system, and a Shark
electronic computerized measurement
system.

“We also use PPG Enviro water
base paint system with water base paint
dryers,” he added. “We were one of the
first to have switched over to a water
base paint system in our area.”

Hack’s serves the community
even further by sponsoring two Paci-
fica American Little League teams and
a pony league team.

Hack’s Auto Body Continues to Hold Title of ‘Best Body Shop in Pacifica’ by Pacifica Tribune

Jack Malman, co-owner of Hack’s Auto
Body, told Autobody News that his shop was
one of the first in Pacifica, CA to switch over
to a water-base paint system

Hack’s Auto Body in Pacifica, CA

Hack’s Auto Body
has won the

Reader’s Choice
Award for Best

Place for Service/
Repairs in Pacifica,
CA for almost 20
years in a row

I found many dealership body shops that
failed to take full advantage of their re-
lationship with their mechanical main-
tenance and repair shop. Marketing
today means seizing an opportunity to
attract new customers from every pos-
sible connection, or to make a profit by
helping other businesses get new cus-
tomers. Possibly the most neglected di-
mension of marketing in collision repair
shops is public relations. This is broadly
defined as using publicity and the media
to say nice things about the shop without
it being a paid advertisement, but even
that has changed today. Except for an
occasion article in a collision industry
publication, it’s rare to see a story about
a body shop in any newspaper. Today
the Internet serves as the common press
medium. Comments on Yelp and other
rating sites are nearly all the publicity
shops receive, but it doesn’t have to be
that way.  People still love to read about
pets being saved and heartfelt stories
about babies and children. The right
photo and story can go viral on
YouTube, but it takes a very talented
public relaitions person to capture it.
Marketing basics haven’t changed that
much this century but the forms they
now take call for a keen eye to see how
to apply them.
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