
WMBA MAILING LIST
ADDRESS/NAME CORRECTIONS

ATTENTION!!
We need your help! We�re trying to update/
correct our mailing list. If you or anyone 
you know have noticed errors or would 
like to add/delete please call Scott Baker 
at 616-877-3462.

Look Inside for

Latest I-C
AR Update

WMBA Committee Listing
Education Committee:
Scott Baker................................... 616-877-3462

Address Correction Requested

2007 BOARD OF DIRECTORS
President
Jerry Jansen, Jerry’s Body Shop......616-681-9306

Vice-President
Jeff Shaffer Pfeiffer Collision............616-940-8950

Secretary
Cheryl Blish CarStar.....................616-364-6222

Treasurer
Michael Marz, Marz Collision..........616-453-4479

Chairperson
Ron Vandyke, Kool Chevrolet..........616-365-7145

WMBA
WMBA
PO Box 2879
Grand Rapids, MI
49501-2879

All Events (unless noted) 
to be held at Grand Olds- 
West and begin at 7:00pm

UPCOMING EVENTS
MARCH MEETING

Tuesday, March 20, 2007

6:00pm

Downtown Marriott Courtyard 
11 Monroe Ave. 

Grand Rapids, Michigan

Guest Speakers: 
Kevin Buckler, Bill Allen 

& Dan Espersen 
AllData

Focus on the Technician

Important Membership 

Information Enclosed

Just a reminder to get your 
technicians involved in the 
upcoming events. Not only will 
they receive valuable information 
and be able to give the rest of 
the industry their input, they have 
a chance to win some valuable 
prizes, including an all expense 
paid trip to this year�s NACE.

So invite and bring your tech�s to 
these upcoming events:
Tuesday, 
March 20th 
- Technician 
focus with 
AllData at the 
Downtown 
Marriott 
Courtyard
Tuesday, May 15th - Technician 
Mini Trade Show at the Kent 
Career Tech Center
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Mission Statement: To provide an innovative forum for making a positive impact within the auto collision repair profession.

Next  
General Meeting:

March 20
Focus on the Technician

Location
Downtown Marriot Courtyard 

11 Monroe Ave. 
Grand Rapids, Michigan

Agenda
6:00pm - 7:00pm	 Cash Bar & Snacks
7:00pm - 7:45pm	 Dinner Buffet
7:45pm - 8:00pm	 General Session 
	 Board Presentation
8:00pm - 9:00pm	 AllData and Collision 
	 Connect Presentation 
	 by Kevin Buckler, 
	 Bill Allen & Dan Espersen

Please give the utmost 
respect to our guest 

speakers.

DRP's The Worm Has Turned?!
What some of us feared many years 

ago appears to be happening in our in-
dustry. Direct Repair Facilities, Preferred 
Provider, Recommended Shops, or Part-
ners� (whatever we choose to call our-
selves) appear to have taken a hit in the 
past couple of years! Much of the collision 
workload (which has shrunk over the last 
several years) has been so called �direct-
ed� and �steered� or �strongly suggested� 
away from some shops. These manipu-
lations are aimed to suit the insurance 
carrier�s purpose only. Many shops have 
been intimidated by these angles. The 
have reacted in a possibly unwise man-
ner by having taken on those �diminished 
value programs� and �partnerships� which 
were supposed to bring them a much 
higher volume of work to compensate for 
the lower margin of pro�t. Many insurance 
companies have been unable or unwill-
ing to deliver on the extra volume. They 
promised this volume, or rather �inferred� 
it to the participant shops, and have not 
come through on their end, but still they 
insist that the rebuffed Repair Facility still 
uphold their end of the bargain!

Of course we know these agreements 
can be ended at anytime by either of the 
�Partners� but this is somewhat tough for 
the Repair Facility to justify especially if 
the shop�s work load is low anyway and 
margins are thin to non-exist ant. The dis-
tress of this dilemma is not shared by the 
insurance carrier because they can just 
accept another eager and willing (dare I 
say�desperate) shop to the same terms! 
Our industry has been in a depressed 
state for years. These are most under-
standably some of the toughest decisions 
for us to make.

The truth is� the worst programs out 
there aren�t getting better and the good 

programs are looking at the situation and 
already reducing the value of their agree-
ments. Once again, we �nd ourselves in 
a position whether to remain �Partners� 
or possibly to do without that fictitious 
amount of business that we MAY or MAY 
NOT actually lose. Some of the Insurance 
Companies with the worst programs, do 
the most advertising and make them-
selves sound really good! This problem 
of ours is only going to get worse. Just 
think about the content of those highly 
convincing insurance commercials� we 
have all the cutsie talking animals, or the 
open hands, there is the one of not wak-
ing the baby while we send your dam-
aged car to �Who the Hell Knows Body 
Shop.� Oh, and let us not forget the scare 
tactic of �Life Comes at You Fast!� These 
ads are made by companies which most 
of us don�t have the opportunity to deal 
with, or we just wisely do not want to deal 
with them because of the way they prefer 
to conduct their business.

Our responsibilities are clear. We as 
shop owners, managers, of�ce contact 
persons, as well as, technicians NEED 
to educate our customers, our friends, 
our local organizations. Everyone that we 
come in contact with should be informed 
of he difference of claims handling from 
company to company. How many of us 
haven�t had the situation of a long stand-
ing customer coming to us for repairs and 
say �This time I insisted on coming to you, 
last time my insurance company sent me 
to XYZ Body Shop?!� �I came back to you 
because I was not happy with them.� This 
triggers another thought� how many 
times were your long standing customers 
�steered� away from you and actually got 
a good job done at XYZ Shop? Do you 
have a chance of getting them back? If 

those scenarios are not already creating 
a catch 22, then what about when your 
shop gets a new customer� one that 
is an insured that was �directed� to you. 
They do not actually want their car at your 
shop, but they allow it to avoid strife with 
their insurance company. Truly, what are 
your odds of pleasing this customer?

Each shop should have a list of several 
insurance companies with good claims 
handling procedures. Take the time to 
recommend these companies to your 
customers or anyone who will listen. This 
is an armor that can eventually help us 
and our customers, as well as, the insur-
ance companies that we do CHOOSE to 
deal with.

continued on page 2




