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The more things change, 
the more they remain the 
same is a quotation that 
probably suits what the 
Coventry group is trying 
to achieve with its recently 
launched ‘new-look’.

On the one hand, it’s look-
ing to present a fresh new 
image for the future, whilst 
at the same time retaining 
the same customers that are 
attracted by its reputation as 
a reliable, conservative trade-
based organisation.

On balance, it looks likely 
to achieve its aim with a new 
bright color scheme seeking 
to add life to rather ordinary 
slogan, ‘CoventryAuto - The 
Autoexperts’.

For the past 70 years, the 
group has been supplying 
parts and componentry to 
the auto trade under a variety 
of names including Coventrys, 
Coventry Auto Parts, Motor 
Traders, Thompson’s Spare 
Parts, Rod Smith Parts 
& Bearings, Independent 
Motor Mart and Drivetrain.

Restructuring of the business 
has seen the group flog off its 
New South Wales’ operations 
and shift the Fluid Systems 
business into a new stand alone 
subsidiary. 

According to Don Beisley, 
general manager-automotive, 
the new CoventryAuto brand 
identity is the culmination 
of further work to improve 
operations in the automotive 
business. 

“Coventry Auto Parts 
familiar and powerful dark 
blue continues to be the 
major store colour with the 
addition of strong orange 
accents that ensure stores will 
become definite visual stand-
outs to both long-term and 
new CoventryAuto trade and 
retail customers,” he said.

“The Autoexperts backs up 
Coventry’s well-established 
position with their trade 
customer base, of providing 
good advice and technical 
expertise, whilst also appeal-
ing to the ever-growing do it 
yourself automotive market.”

The movie Easy 
Rider popularised the 
chopper culture and 
created an industry 
around customised 
bikes and the freedom 
they evoke. 

In 1969 the bike 
that was known as 
Captain America 
became an unlikely 
star in the Easy 
Rider movie.

Nearly 40 years 
later the chopper 
bike scene has experi-
enced a revival with 

customisers having 
access to new materials 
and technology allow-
ing the boundaries to 
be pushed to the limit.

In today’s modern 
customising renaissance 
the Captain America 
chopper is revered 
and many replicas and 
merchandise such as 
helmets and jackets are 
also available.

One of the better 
products is the ‘gas 
tank’, a new release 
from Ceramic Innova-

tions, that the com-
pany claims will take 
pride of place in any 
bar. 

Capable of holding 
around three litres, 
the gas tank is triple 
fired, fully glazed and 
embossed with the 
iconic stars and stripes 
with the pewter petrol 
cap featuring the 
American Eagle.

To obtain your 
piece freedom for 
only $250 plus $15 
postage and handling.
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Almost 10 years on and 
the APRAA Accreditation 
Program has established 
itself as the quality bench-

mark for the auto parts 
recycling industry, claims 
AAPRA’s Alan Marshall.

“The program allows 

participating businesses in 
this vital industry sector to 
improve their quality and 
to publicly promote their 
commitment to a quality 
auto parts recycling indus-
try,” he told MEN.

To qualify for APRAA 
accreditation, businesses 
are required to comply 
with specific criteria graded 
through a simple but 

Accreditation program plays its part 
effective 5-star level rating 
system. 

A broad range of industry 
and business issues are 
covered by these criteria 
including the guarantee of 
clear title to stock in trade, 
extensive parts warranties, 
environmental and safety 
standards, customer service 
and general business    
presentation.

“Since it’s introduction in 
1997 the APRAA Accredi-
tation Program has gained 
much respect from govern-
ment, regulators, environ-
mental bodies, the insur-
ance sector, the motor trade 
and the general public,’  said 
Alan.

“All participating busi-
nesses are required to be 
current members of their 
respective state motor trades 
association and hold all 
necessary licences, further 
demonstrating their com-
mitment to the automotive 
industry.”

I would start by telling 
the customer that they can 
expect more power, better 
fuel economy and for their 
vehicle to give off fewer 
emissions. 

It can be explained that 

the fuel system of your customer’s car 
is exposed to many harmful factors 
that can result in incomplete combus-
tion of the fuel that in turn causes 
increased fouling of valves, injectors 
and the combustion chambers.

Heavy fuel oil (crude oil) is 
“cracked” to obtain more petrol dur-
ing the refining process. The result is 
fuels that contain a higher quantity of 
aromatic substances which can form 
solid deposits on injectors and valves 
under the influence of oxygen and 
heat.

Petrol with too low an octane rating 
number cause pinging and pre-igni-
tion. This in turn can result in engine 
damage and incomplete combustion 
and to carbon deposits forming in the 
combustion chamber.

Fuel of inferior quality will oxidise 
and can form solid or gum deposits in 
the tank, injectors, carburettor and fil-
ter. It also has a negative effect on the 
combustion process causing deposit 
formation in the combustion chamber.

Even your customers driving style 
can have an affect on engine perform-
ance. For instance, if they do short 
trips and get caught in traffic jams 
often this can lead to deposits forming 
on injectors and valves. 

Conversely, an aggressive driving 
style or long drives at high-speed 
result in higher engine temperatures 
that increases the formation of carbon 
deposits in the combustion chamber 
and on the valves.

Then there is fuel that has been 
stored for a long time that can oxidise 
and form gelatinous by-products in 
tanks, filters, fuel lines and injectors.

Optimum engine performance can 
only be achieved with a perfectly oper-
ating, unfouled system. 

Correct spray patterns, carbonless 

Additives have always been a useful addition to 
the bottom line of most service and repair estab-
lishments. But does the modern vehicle need such 
products and what benefits does the customer 
get from their use? MEN asked Wynns Australia’s 
Glenn Soper what advice service and repair tech-
nicians should give their customers.
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helmets and jackets are 
also available.

One of the better 
products is the ‘gas 
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Just as most specialised outlets are 
considering expanding their range 
of services along comes the Trivett 
Group with plans to concentrate solely 
on providing top-of-the-range tyre 
service. 

The group has just opened Trivett 
Tyres Continental Concept service centre 
in Parramatta (NSW) featuring 
a design that according to general 

manager Aaron Gabriel, sets it apart 
from traditional tyre retailers. 

“We will be delivering levels of 
service and technical expertise to 
match the demands of prestige car 
buyers,” he told MEN.

The Trivett Group retails leading 
automotive brands including BMW, 
Aston Martin, Rolls-Royce, Jaguar, 
Peugeot, Land Rover, Honda and 
Porsche and has established Trivett 

Inflated expectations 
for new Trivett 

Tyres outlet 

Tyres to service not only prestige and 
performance vehicles but also to deliver 
higher standards and technical exper-
tise.
The company claims that new tech-
nologies, such as run flat tyres and 
ultra low profile tyres, require a 
higher level of expertise and 
equipment.

“It’s all about meeting the expecta-
tions of prestige car owners whilst also 
giving all motorists access to a higher 
level of service and technology they 
may not have been accustomed to 
when purchasing tyres,” said Aaron.

“Our aim is to meet the demands 
of new tyre technologies and shift 
customer expectations.

“Its fair to say that buying tyres   
has at times not always been a 
pleasurable experience so our 
objective is to change that and give 
customers prestige service and 
technology, no matter what they 
drive,” he added.

Trivett Tyres has been modelled on 
the Concept service centres that 
Continental has pioneered in Europe. 

The Parramatta premises feature 
epoxy finished work bays with large 
picture windows, custom display  
cabinets, comfortable waiting areas 
with an alfresco café theme and a 
clean, crisp design that Trivett hope 
will make it very different from run  
of the mill tyre retailers and fitters.

“We have placed a lot of emphasis 
on providing a clean and modern 
facility with customer comfort of the 
highest order, including fresh espresso 
coffee, filtered water the latest 
LCD television and a wireless inter-
net hotspot to make waiting more     
pleasurable and time effective,”     
said Aaron.

Trivett Tyres has installed the latest 
wheel balancing machines, nitrogen 
filling facilities and Corgi Master tyre 
fitting machines that are designed to 
be used with the latest run flat tyres 
and wheels up to 26”. 

The UK vehicle 
locator system Motor-
TRAK has launched in 

Australia in conjunction 
with Honda used car 

locator on www.honda.
com.au.

The system will 
allow potential buyers 
to browse high quality 

data and photos whilst
searching the Honda 

dealer network for used 
vehicles.

 MotorTRAK UK has 
been established for 

over 10 years and pro-
vides websites for many 

manufacturers, groups 
and dealers including 

the global websites 
for Ferrari, Maserati, 

Mercedes-Benz, smart, 
BMW and many more. 

The company has 
developed and hosts 
the websites for over 

50 countries, in 19 
languages including 
Chinese and Arabic.

 According to a com-
pany spokesperson, the 
Honda used car locator 
is designed to be more 
flexible and intuitive to 

the user, providing a 
running total of vehicles 

available and allowing 
the user to tailor their 

search more efficiently 
before submitting it to 

the database.
 “The use of images 

within the search 
matrix for each model 
allows customers who 

are not familiar with 
the Honda model line 

up to make their search 
with confidence, and 

more quickly, while 
the inclusion of more 

search functions makes 
the search for an exact 

model easier for all 
customers,” she said.
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One of the few areas 
of automotive service 
procedures, basically left 
unchanged by electronics is 
the shock absorber. However, 
don’t count your chickens to 
soon, times and automotive 
service items are changing.  

In the not to distant 
future mechatronics, the 
new buzz word in the 
industry to define electro-
mechanical componentry 
driven by wire, will be 
applied to the humble shock 
absorber.

Already the Siemans com-
pany is working on plans 
to integrate the drivetrain, 
steering, shock absorbers 
and brakes directly into the 
wheels of future cars. 

Known as eCorner, it is 
the basis for the ecological 
drive-by-wire automobiles 
that will become a common 
sight on roads in relatively 
short number of years. 

Electronically testing 
mechanical shock absorbers

eCorner replaces the con-
ventional wheel suspension 
with hydraulic shock absorbers, 
mechanical steering, and 
hydraulic brakes and, above 
all, conventional internal 
combustion engines. 

For car owners, eCorner 
translates into improved fuel 
mileage, more safety and 
greater convenience. 

For designers, eCorner 
provides the all-new freedom 
to create cars with an electric 
drivetrain and electronic 
control.

Schematics of the Siemens 
VDO eCorner: The wheel 
rim (1) remains the same. 
Beneath is the wheel hub 
motor (2). Braking is by 
means of the electronic wedge 
brake (3). The active suspen-
sion (4), like the electronic 
steering (5), replaces the 
conventional hydraulics. 

Scary!  Anyhow, back to 
the present. 

I suppose the best place 
to start in diagnosing faults 
in a mechanical system is to 
develop a sound understand 
of the system that is to be 
diagnosed and tested.

Firstly, lets start our dis-
cussion of shock absorbers 
with one of very important 
point. Despite what many 
people think, conventional 

shock absorbers do not  
support vehicle weight. 

The primary purpose of 
the shock absorber is to 
control spring and sus-
pension movement. This 
is accomplished by turn-
ing the kinetic energy of 
suspension movement into 
thermal energy, or heat 
energy, to be dissipated 
through the hydraulic fluid. 

Shock absorbers are basi-
cally oil pumps. 

A piston is attached to the 
end of the piston rod and 
works against hydraulic fluid 
in the pressure tube. As the 

However, when the damp-
ening is either excessive or 
insufficient the shock absorber 
has to been deemed either too 
hard or too soft and therefore 
not suitable to the application.

If a shock absorber is too 
hard for the intended applica-
tion, the expected suspension 
compression when the vehicle 
hits a bump is damped to 
such an extent that most of 



The Internet has changed the way we do business 
resulting in a huge range of choice and unlimited 
demand for information. A strong cross-media 
presence is no longer just an option but an 
essential part of all information and marketing 
programs.

Motor Equipment News, Australia’s leading 
independent auto aftersales magazine, that 
covers all sectors of the industry, is part of an 
exciting package of products that opens up a 
whole new world of opportunity within the 
professional auto repair industry and beyond.

The publication’s internet site www.ausauto.com 
has been completely revamped to include1000s 
of pages of information of vital importance 
to your existing customers and  potential new 
clients and we have added an electronic news-
letter to fit between the printed issues of Motor 
Equipment News.

As part of the cross promotional environment, each 
issue of Motor Equipment News will feature a 
competition with a range of prizes culminating in 
an overseas ‘Trip for Two’ in which MEN readers 
can only enter the competition by visiting 
www.ausauto.com

Every issue will also feature an advertisement 
and/or advertorial outlining the special features 
such as video presentations, promotions, etc., 
that are only available at www.ausauto.com

Then there’s The Blog, free employment and 
training courses sector, an Exchange & Mart 
plus links, links and more links not to mention 
the Products & Services Directory and the most 
comprehensive list of automotive industry 
exhibitions and events anywhere on the web.

A winning combination of outstanding cross-media 
opportunities limited only by the imagination

And to top it all off there’s AutoEquip08 Expo. 
the major showcase for new and innovative 
products and the only major auto trade event to 
be held in Australia during 2008. 

The decision to ‘guide’ Motor Equipment News 
away from ‘heavy’ specialist technical 
information towards a softer ‘lifestyle-type’ 
content and position the publication somewhere 
between a trade magazine and Wheels has been 
a big success. 

For the first time in more than a decade paid 
subscriptions have increased (in a market in 
which the number of professional auto repair 
businesses is actually decreasing) high-end 
brand advertisers have increased their 
annual spend and companies such as Ford, 
Panasonic and Shell have used the medium 
for the first time. 

Further value will be added by attracting a new 
audience of ‘enthusiasts’, the sort of people that 
really care about their motor vehicles, including:
The Semi-Professional who has a passion for 
cars and is actively involved in its performance 
and appearance or in directing a specialist auto 
technician to carry out work on the vehicle;
The Classic Car and Historic Racing 
Enthusiast, one of the fastest growing seg-
ments with a wide age bracket and a high-end                   
demographic;
The Performance Sector, the young ‘add-on’ 
segment that keeps its hands as clean as its cars 
but spends like there’s no tomorrow. 

All of which means you can now puurchase a 
package that will deliver a greatly expanded, 
yet still tightly targeted market, with literally 
hundreds of combinations to suit every budget.

2. www.ausauto.com
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Emailed monthly between issues of Motor Equipment News 
or when hot news or exciting new products hit the market.

 He went on to say that: “Quality is not one of 
the key DRP measures in ranking or monitoring 
the shops”. 

And, therein is the problem!
For the most part, this is exactly what has  It’s 

Mike against Michael in 
Strong contest for top job happened in our 

industry, although several insurance carriers are 
still operating DRP programs that do not ask 
for concessions and use their DRP program to 
benefit the customers. 

To these carriers I say, thank you and hope 
they will continue to demand integrity, ensure 
safe repairs, and show mutual respect for auto 
repair business operators in their DRP programs.

Today more than ever we see insurance carriers 
use DRP programs to cut costs by requiring an 
incredible amount of administrative require-
ments be met, while greatly reducing or even 
eliminating the focus on correct and safe repairs. 

Safety concerns have been replaced with rules 
about cycle time and reduced severity. (Many 
new DRP auditors have never heard of the “kink 
vs. bend rule.”) 

Insurer concession-based DRPs have reduced 
their severity in the area of refinishing alone by 
millions of dollars by mandating spot refinish, 
blending urethane coatings inside panels, and 
applying paint caps. 

This is without regard for the quality and 
cost of the required refinishing. It has been my 
experience that most collision repair operators 
will make a correct and safe repair even when 
not paid to do so, because this is the right thing 
to do. 

We do it, but at the expense of an already very 
narrow or negative profit margin!

Eighteen months ago, although discouraged 
by the evolution of the modern day, concession-
based DRP, I was determined to overcome the 
costs of the added administrative requirements 
and still ensure safe repairs. 

Even with the complexity of all the various 
versions of DRP requirements, I established 
what we call the Fox Command Center. To this 
day I am very proud of this centralized unit that 
monitors and administratively processes every 
step of each auto repair. 

The Fox Command Center is located at our 
head office in Tulsa, Oklahoma. It leverages 
technology to solve the issues that challenge 
every shop on a DRP. The Command Center 
instantly improves our key measures in all DRPs. 

In addition, it allows me personally to spend 
more time at home with my family, instead of on 
the road. As you might imagine, it is a consid-
erable expense to implement, and since profit 
margins are way down, the only way to make 
them up is in volume.

Therefore, we brought in additional volume, 
but once we had it, many of the concession-
based DRPs saw it as an opportunity to squeeze 
even more concessions and profits from us.

As I built Fox Collision Centers in central US, 
I developed relationships with senior mangers 
of the DRPs in which we participated on both 
regional and national levels. 

My hope was that these relationships would 
allow me to have a voice and make mutual deci-
sions with insurance carriers that would benefit 
everyone. Ultimately, however, this has caused 
trouble locally. 

A local insurer’s management resented my re-
lationships at a higher level. Retaliation, by local 
insurance personnel, led to damage, due to lies 
and unethical business practice.

Fox Collision Centers historically have made 
money. Sometimes not much, but enough for 
me to still wake up excited at 4:30 a.m. every 
morning and go to work! 

But, the bottom line is that the business model 
that supports the new DRP models does NOT 
work financially. At the beginning of this year, 
with my regional group of shops operating on 
the lowest gross profit margins in our history 
and the next evolution of DRP being imple-
mented by the largest insurer in North America, 
I asked myself: “How can my group of shops 
survive in the years to come?” 

Unfortunately, the answer that became obvi-
ous was we cannot.

Though ALL of our shops are busy with work 
and in good standing with all concession-based 
and non-concession-based DRP programs, I am 
sad to announce that today I will close all 18 of 
our locations. Hundreds of people will lose their 
jobs. I am so sorry, sad, and discouraged.

I have two young managers who, like me at 
their age, are anxious and excited to take on the 
world of auto collision repair, to grow, open new 
locations, and build a dream. 

I will work with them to help them build their 
businesses and counsel them not to make the 
same mistakes I made by giving into the pres-
sures, false promises, and temptation of conces-
sion-based, DRPs that encourage fast, cheap, 
and unsafe repairs in exchange for business 
volume.

I will counsel them to return to low overhead, 
maximization of profit, and participation in non 
concession-based DRPs with the few insurance 
carriers who understand it is unethical to mini-
mize our profits to benefit their bottom lines. 

I will encourage them to work with insurance 
companies who really care about making vehicles 
safe for customers and their families after they 
have an accident! I will make it my mission to 
inform the public, legislators, and state insurance 
departments about what is happening inside this 
industry.

Surely we are killing the profitability of this 
industry by participating in the concession-based 
DRPs, but are we actually putting people’s lives 
at risk as we fight futilely for survival by submit-
ting to the concession-based DRPS demands for 
faster and cheaper repairs in exchange for more 
work volume? 

Very possibly, we are. How long can we live 
with that on our consciences? Carstar says there 
is no one to blame.  I disagree. 

We, who have blindly participated and not 
challenged the insurance companies, are to 
blame! We are like drug addicts, addicted to 
what we thought was going to be a good thing! 

Though it will be hard, we must “dry-out and 

get clean,” and take a stand. I call on fellow col-
lision repair operators to recover and rehabilitate 
your businesses even if it means starting over! 

Watch for and participate in a new web site, 
www.BodyShopRehab.com coming soon.

Sincerely,
Todd Fox, President
FOX Collision Centers, Inc.
P.S. A note to other industries that profit from 

selling to the collision repair industry. 
Many paint companies brag about increased 

profits directly resulting from raising their prices 
to the collision repairer. You, the paint companies, 
know we cannot pass these costs on to the insur-
ance carriers. (Can you say “paint caps” and “spot 
paint”?)

When are you going to join us in standing up 
to the insurers that demand (excuse me, “strongly 
suggest”) that we give concessions? 

There was a time when you told us and the 
insurance companies that you cannot blend 
clear-coat and then, all of a sudden, blending-
clear showed up on the market. Who mandated or 
strongly suggested this? And, why did you give in?

To the OE manufacturers, why are you negotiat-
ing directly with insurance companies and giving 
discounts before the parts get to us or even your 
dealers?

Who do you think this hurts? 
Once again the collision repairer!

 He went on to say that: “Quality is not one of 
the key DRP measures in ranking or monitoring 
the shops”. 

And, therein is the problem!
For the most part, this is exactly what has  It’s 

Mike against Michael in 
Strong contest for top job happened in our 

industry, although several insurance carriers are 
still operating DRP programs that do not ask 
for concessions and use their DRP program to 
benefit the customers. 

To these carriers I say, thank you and hope 
they will continue to demand integrity, ensure 
safe repairs, and show mutual respect for auto 
repair business operators in their DRP programs.

Today more than ever we see insurance carriers 
use DRP programs to cut costs by requiring an 
incredible amount of administrative require-
ments be met, while greatly reducing or even 
eliminating the focus on correct and safe repairs. 

Safety concerns have been replaced with rules 
about cycle time and reduced severity. (Many 
new DRP auditors have never heard of the “kink 
vs. bend rule.”) 

Insurer concession-based DRPs have reduced 
their severity in the area of refinishing alone by 
millions of dollars by mandating spot refinish, 
blending urethane coatings inside panels, and 
applying paint caps. 

This is without regard for the quality and 
cost of the required refinishing. It has been my 
experience that most collision repair operators 
will make a correct and safe repair even when 
not paid to do so, because this is the right thing 
to do. 

We do it, but at the expense of an already very 
narrow or negative profit margin!

Eighteen months ago, although discouraged 
by the evolution of the modern day, concession-
based DRP, I was determined to overcome the 
costs of the added administrative requirements 
and still ensure safe repairs. 

Even with the complexity of all the various 
versions of DRP requirements, I established 
what we call the Fox Command Center. To this 
day I am very proud of this centralized unit that 
monitors and administratively processes every 
step of each auto repair. 

The Fox Command Center is located at our 
head office in Tulsa, Oklahoma. It leverages 
technology to solve the issues that challenge 
every shop on a DRP. The Command Center 

instantly improves our key measures in all DRPs. 
In addition, it allows me personally to spend 

more time at home with my family, instead of on 
the road. As you might imagine, it is a consid-
erable expense to implement, and since profit 
margins are way down, the only way to make 
them up is in volume.

Therefore, we brought in additional volume, 
but once we had it, many of the concession-
based DRPs saw it as an opportunity to squeeze 
even more concessions and profits from us.

As I built Fox Collision Centers in central US, 
I developed relationships with senior mangers 
of the DRPs in which we participated on both 
regional and national levels. 

My hope was that these relationships would 
allow me to have a voice and make mutual deci-
sions with insurance carriers that would benefit 
everyone. Ultimately, however, this has caused 
trouble locally. 

A local insurer’s management resented my re-
lationships at a higher level. Retaliation, by local 
insurance personnel, led to damage, due to lies 
and unethical business practice.

Fox Collision Centers historically have made 
money. Sometimes not much, but enough for 
me to still wake up excited at 4:30 a.m. every 
morning and go to work! 

But, the bottom line is that the business model 
that supports the new DRP models does NOT 
work financially. At the beginning of this year, 
with my regional group of shops operating on 
the lowest gross profit margins in our history 
and the next evolution of DRP being imple-
mented by the largest insurer in North America, 
I asked myself: “How can my group of shops 
survive in the years to come?” 

Unfortunately, the answer that became obvi-
ous was we cannot.

Though ALL of our shops are busy with work 
and in good standing with all concession-based 
and non-concession-based DRP programs, I am 
sad to announce that today I will close all 18 of 
our locations. Hundreds of people will lose their 
jobs. I am so sorry, sad, and discouraged.

I have two young managers who, like me at 
their age, are anxious and excited to take on the 
world of auto collision repair, to grow, open new 
locations, and build a dream. 

I will work with them to help them build their 
businesses and counsel them not to make the 
same mistakes I made by giving into the pres-

sures, false promises, and temptation of conces-
sion-based, DRPs that encourage fast, cheap, 
and unsafe repairs in exchange for business 
volume.

I will counsel them to return to low overhead, 
maximization of profit, and participation in non 
concession-based DRPs with the few insurance 
carriers who understand it is unethical to mini-
mize our profits to benefit their bottom lines. 

I will encourage them to work with insurance 
companies who really care about making vehicles 
safe for customers and their families after they 
have an accident! I will make it my mission to 
inform the public, legislators, and state insurance 
departments about what is happening inside this 
industry.

Surely we are killing the profitability of this 
industry by participating in the concession-based 
DRPs, but are we actually putting people’s lives 
at risk as we fight futilely for survival by submit-
ting to the concession-based DRPS demands for 
faster and cheaper repairs in exchange for more 
work volume? 

Very possibly, we are. How long can we live 
with that on our consciences? Carstar says there 
is no one to blame.  I disagree. 

We, who have blindly participated and not 
challenged the insurance companies, are to 
blame! We are like drug addicts, addicted to 
what we thought was going to be a good thing! 

Though it will be hard, we must “dry-out and 
get clean,” and take a stand. I call on fellow col-
lision repair operators to recover and rehabilitate 
your businesses even if it means starting over! 

Watch for and participate in a new web site, 
www.BodyShopRehab.com coming soon.

Sincerely,
Todd Fox, President
FOX Collision Centers, Inc.
P.S. A note to other industries that profit from 

selling to the collision repair industry. 
Many paint companies brag about increased 

profits directly resulting from raising their prices 
to the collision repairer. You, the paint companies, 
know we cannot pass these costs on to the insur-
ance carriers. (Can you say “paint caps” and “spot 
paint”?)

When are you going to join us in standing up 
to the insurers that demand (excuse me, “strongly 
suggest”) that we give concessions? 

There was a time when you told us and the 
insurance companies that you cannot blend 
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