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Select the best 
computer for your 
service station 
from a company 
that knows 
YOUR business

The TeleCAT-286 from TeleVideo, 
known for its reliable products.

Lawrence A. W right, Inc., specialists in financial services for the service station dealer for 
19 years, offers IBM-compatible service station com puter systems. Besides the right systems 
for your service station, Lawrence A. W right, Inc. offers the fo llow ing  advantages:
• In-station training
• Support by experts familiar with service station accounting
• One year warranty on equipment
• Free software updates for one year
• Fully integrated programs

From $113.68 to $299.75 per month*
DAYBROOK PROCESSING
" E.K. W illiams-like" daily sheet
Pool margin calculation
Paid out control
Credit card summary
Daily sales reports
Cash reconciliation
Salesman s report and commission
Vendor analysis
Work order analysis
Fuel inventory control
Oil inventory

PAYROLL CHECKW RITING
Check register 
941 report 
W-2
Payroll checks

Programs Available

• CUSTOMER FOLLOW-UP
Customer list 
Work order control 
Letters 
Postcards

• ACCOUNTS RECEIVABLE
Commercial account listing 
Aging report 
Statements

• ACCOUNTS PAYABLE
Vendor list
Cash requirement report 

OVER 10,000 COMPATIBLE PROGRAMS AVAILABLE

W e have installed over 40 systems in

INVENTORY CONTROL
Status report 
Stock control reports

GENERAL LEDGER/
FINANCIAL STATEMENTS
Journals 
Ledgers 
Statements

W ORD PROCESSING
Letters 
Promotions

FINANCIAL M ODELING 
& PROJECTIONS
Training 
Support

"based on approved credit 
over 60 months

service stations during 1986

LAWRENCE A. WRIGHT, INC.
28277 Dequindre 

Madison Heights, Michigan 48071
Phone: (313)  5 4 7 -3 1 4 1
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POLITICAL INVOLVEMENT 
AN ABSOLUTE NECESSITY 

FOR ALL DEALERS

Political involvement for service station dealers has 
become an absolute necessity The reason is that many 
decisions that affect our businesses are made at all levels 
of government.

It is necessary, therefore, that we as service station 
dealers let public officials who make these important deci­
sions know our positions.

The SSDA-Michigan has as one of its priorities political 
involvement which means 1) we let political decision­
makers know where we stand and 2) support the election 
of politicians who agree with the SSDA-Michigan on issues 
that affect us.

Though we have professionals representing our interests 
in W ashington, D.C. and Lansing, as individual service 
station dealers we must get to know our legislators on an 
individual basis. That way when the time comes to vote 
on a matter that affects us. a phone call to a local legislator 
can do a world of good.

SSDA-Michigan has published a handy directory of 
federal and state legislators with individual phone numbers 
and addresses.

If you would like a free copy o f  this directory, call the 
SSDA-Michigan office at 313-557-3940.

Remember there is an awful lot at stake for all o f  us 
so get involved and keep the SSDA-Michigan as the strong 
voice of service station dealers in Michigan.

CALL SSDA-MICHIGAN 
OFFICE (313-557-3940) 

FOR FREE DIRECTORY 
OF ELECTED OFFICIALS
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Richard R. Setsuda Richard Asher Thomas Jared
Setuda Inc. Ashers Unocal Farwell Trading Post
22590 Telegraph Road 357 S. Rogers 720 W Main Street
Southfield, MI 48034 Northville, MI 48167 Farw ell , MI 48622

Ernest Jackson Ben Kunianski Robert L. Menzies
John 3.16 Shell Ben s Quality Service Muttonville Sunoco
1015 Grand River 28945 Greenfield 66942 Gratiot
Detroit, MI 48204 Southfield, MI 48095 Richm ond, MI 48062

Betty L. Manino Patricia Mariner Nicholas K. Siracoff
Dawn Donuts Belima Enterprises Ltd. Second Receptive Co. Nick s Amoco
2545 Airport Road 3495 68th St. SE 17917 E. 8 Mile Rd.
Jackson, MI 49202 Caledonia, MI 49316 East Detroit, MI 48021

Clifton Hoke Robert Jackson Jesse L. Edwards
Hoke Brothers Shell Puritan Wyoming Shell J & V Shell Service Mart
15500 Plymouth 8943 Puritan 15230 Livernois
Detroit, MI 48227 Detroit, MI 48238 D etroit, MI 48238

SOMETHING FOR NOTHING
HERE’S WHY: The demand
for air is greater than ever. Less than 
half of the 195,000 service stations and 
convenience stores offer air service. 
Provide a much-needed service for your 
customers — with no effort or invest­
ment on your part!
Consider the benefits of AIR-serv*:
■  Builds Traffic — new customers will stop at 

your location each month, specifically seeking 
air service.

■  Satisfies Customers — air service is 
provided 24 hours a day. Your customers 
appreciate availability of convenient air 
service.

■  G enerates Revenue — customers who 
come looking for air will often buy other 
products as well, which means additional sales 
for your location every month.

■  Elim inates Costly Maintenance — the 
dealer in your area installs and services the

machines at his own expense — NO COST 
TO YOU!
To date, over 22,000 AIR-serv units have been 
installed across the country through a national 
dealer network. In fact, 20 of the top 30 C-store 
chains have approved its placement. Why? 
Because AIR-serv is the best built tire inflator 
in the industry.
Find out how you can put AIR-serv to work for 
you. Give us a call today and we'll show you how 
you too can increase your 
profits with a no-cost profit 
center. Call toll-free —
1-800-247-8363, ext. 24.
In MN: 612-454-0465.

Vehicle-Vend, Inc.
519 W. M ichigan Ave. 

Jackson, Ml 49201

5 1 7 -7 82-1696
Call Collect
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NEWS BRIEFS

DON’T OVERLOOK PICKUPS
With more than 2 million pickup trucks sold in the U.S. 

last year, savvy dealers are promoting their ability to ser­
vice pickups. Here s how.
• Including "W e  Service P ickups" or “ Specialists in 

P ickups" in advertisements.
• Designating one bay as a " Pickup Service Center."
• Offering high profit pickup accessories, such as bed 

liners, caps and extra light sets — available through 
traditional parts outlets.

While pickup owners tend to think their vehicles differ 
from cars, they are generally the same. Compact and full- 
size pickups with two wheel drive and half ton capacity 
share many engine, drive train, suspension, ignition/fuel 
system and accessory components with standard cars of­
fered by the same manufacturer. If  you can work on the 
cars you can work on the light duty pickups.

SOME TIPS TO KEEP 
CUSTOMERS HAPPY

A recent article in the Oil Weekly bears repeating and 
we present it to you here, just in case you missed it...

There are dozens o f  low-cost and no-cost steps that you 
can take to keep customers coming back for bay work. 
Here are four:
• Arrange with a local car wash to wash every vehi­

cle that you service. Either have an employee take 
the cars and get them washed or give the customer 
a coupon to get the car washed when they pick it up.

• Never refer to the car to be serviced as " tha t  blue 
Chevy”  Get everyone at your station to get into the 
habit of referring to it as "M r. Smith's blue Chevy."

• Use locking plastic bags, available in any grocery 
store, to hold used parts being returned to the 
customer. And when returning old belts and hoses, 
advise the customer, when appropriate, to keep them 
in the trunk to be used in emergencies.

• Improve appearances o f  yourself and your help in 
the service area by installing a full-length mirror next 
to the wash basin.

You d be surprised how these little things add up to give 
your bays a more professional appearance and attitude, 
thereby giving your customers more reasons to return to 
you for future repairs.

BE ALERT FOR 
COUNTERFEIT PARTS

Counterfeit parts may take as much as S3 billion away 
from legal parts sales, says Daniel Elliott. General Motors 
security director. Because of the poor quality of 
counterfeits, dealers using them, knowingly or not. risk 
liability suits, comebacks or serious damage to other 
components.

Popular counterfeit items are usually simple, high-profit- 
margin items, such as oil or gas filters, belts, gas caps, 
radiator caps, brake pads and shoes, transmission fluid, 
antifreeze and electrical parts.

To guard against counterfeit parts. Elliot says:
• Know the " going rate" for various parts in your area. 

If  you re offered a price that's too good to be true, 
be suspicious.

• Deal with reputable suppliers who back the quality 
of the parts they sell.

• Be alert for suppliers who claim they are offering 
a special promotion that is available only through 
them. When a parts manufacturer offers a special 
promotion, it 's made available to all jobbers and 
dealers — there s no such thing as a one-jobber 
manufacturer s special.

• Inspect all parts carefully Look for poorly made 
parts and incorrect packaging.

SELF SERVICE STATIONS 
TRIPLED DURING 1985

Self service accounted for 77% of 1985 gasoline sales 
in the U .S . , the American Petroleum Institute reports, up 
from about 25% 11 years earlier. In a new publication. 
Gasoline Marketing in the U.S. Today, API attributes this 
to "changes in automobiles and in motorists' preferences." 
It says these changes "have caused a reduction in the 
number of traditional gasoline outlets, especially traditional 
gasoline service stations." According to A P I , "Gasoline 
marketing continues to shift towards large-volume outlets 
(super stations) and convenience s to res ."  API also said. 
"These  marketing techniques have evolved in response 
to convenience-oriented and price-conscious motorists who 
are willing to pump their own gas. However, marketplace 
demand will continue to require a number of options, in­
cluding full service stations."
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Q u a l i t y .

S e r v i c e .

S a v i n g s .

The Dodson Dividend Plan.

A program for workers’ compensation insurance approved by 
SERVICE STATION DEALERS ASSOCIATION 

OF MICHIGAN since 1962.

Policies issued by 
CASUALTY RECIPROCAL EXCHANGE,

A member of the Dodson Insurance Group.

D O D S O N  I N S U R A N C E  G R O U P
9201 State Line Road • Kansas City. Missouri 64114 • (800) 821-3760



STUDY SHOWS 
AVERAGE DEALER 

NEARING $1 MILLION 
IN SALES

They re fewer in number, and many o f  the survivors o f  the 
shakeouts o f the 1970s and early 1980s still grouse about market 
conditions, supplier pressures, and so on. But, on the whole, 
the typical U.S. “ conventional” service station dealer, circa 
1986, has never had it so good, according to a recent Hunter 
Publishing Co. Micromarket study.

The average dealer, in fact, is within a small stone's 
throw of the $1 million plateau in annual sales, the new 
Micromarket survey shows.

Average gasoline volumes have also shown remarkable 
improvement, with monthly gallonages increasing by 82% 
since 1975.

Today' s average station generates more than four times 
the dollar volume than the average station did a decade 
ago. In 1975, stations averaged $232,000 in annual dollar 
volume, including gasoline sales. In 1985 (the last full 
calendar year reported), the typical station had revenues 
of $973,000.

Annual dealer repair and service dollar volume has also 
kept pace with the upswing in his overall sales curve, the 
Micromarket study reports. Sales of  parts and labor, the 
primary profit “ s tream " for many conventional dealers, 
jumped from an average of  $50,800 in 1975 to $ 182,000 
in 1985. almost a fourfold increase.

Interestingly, however, in 1975 service volume ac­
counted for almost 22% of average station gross dollar 
volume. In 1985. backroom business amounted to 19% 
of total sales. This altered ratio of gasoline vs. service sales 
obviously reflects substantial increases in gasoline prices 
over the 10-year period.

Yet, since many dealers generate 40%-50% gross pro­
fit margins on ' 'b ack ro o m ”  sales, the importance of the 
contribution of this category of sales to overall profitability 
is apparent.

Gasoline sales at conventional stations have traditionally 
been below average when compared to other types of 
outlets (pumpers, etc.). Since 1975 and through the early 
1980s, average monthly through-puts hovered in the 
35,000-45,000 gal./month range.

However, gallonages at conventional stations are begin­
ning to improve rather dramatically, according to the 
Micromarket study. It reports that in 1985, the average 
station pumped 63,700 gal./month, an increase of 2 8 ,700 
gal. or 82% over 1975.

The data generated by Hunter 's  Micromarket study pro­
vides a one-of-a-kind portrait o f  the conventional service 
station dealer. The information was compiled from a detail­
ed nationwide survey of a demographically balanced sam­
ple of  1,014 station operators conducted in late spring of 
this year. The response rate from the questionnaires was 
51.2%, high by normal market research standards.

Details from the "business profile" segment of the study 
are shown in the accompanying table.

Some significant changes in dealer "demographics" are 
revealed in the Micromarket survey For example, there 
has been a noticeable shift from urban to rural locations 
among conventional stations, according to the study. In 
1975. half of all stations were in cities. In 1985. only 
40.6% of these types o f  outlets are still in cities, while 
28.3% of the stations are now in rural areas, compared 
to only 20.3% in 1975.

Dealer Business Profile
1985 1975

Average annual dollar volume.
including gasoline sales. $973 ,000 $232,000

Average repair and service
dollar volume S 82.900 S 50.800

Average gallons of gasoline
sold per month 63.700 35.000

Average number of full-time
technicians 2.6 2.2

Average number of part-time
technicians 1.4 1.6

Average number of full-time
employees 4 4 3.0

Average number of  part-time
em ployees. 2.9 *

Average number of service bays
at station 2.9 *

Percentage of stations
with car washes 14.9% *

Average value of hand
tools and equipment S 35.080

Average amount spent on
hand tools and equipment
in 1985 S 8.270 *

ASE certifications
All . 8.3% *

Some 25.7%
None 65.9%

Community in which station
is located
Rural 28.3% 20.3%
Suburb 31 1% 30.6%
City 40.6% 49.1%

Normal parts inventory
$5000 to $10 ,000 59.4% *

More than $ 10,000 40.6%
Where most parts are purchased

Parts jobber 70.3%
Warehouse distributor 26.4%
Company TBA program 16.9%
Wagon jobber 8.7%
Used parts outlets 3.0%

Totals o f  more than 100% due to multiple mentions. 
* No available data
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APPRAISING YOUR 
STATION’S MARKET VALUE

by Ole a n d  Je ffrey  B rodd
Ole and Jeffrey Brodd are owners o f  Petroleum Marketers Ser­
vice, Inc., which has specialized in appraising, listing and sell­
ing oil properties for more than 45 years. For more informa­
tion contact: Petroleum Marketers Service, Inc., Southgate Of­
fice Plaza. 5001 W. 80th S t., Minneapolis. Minn. 54437. 
612 835-2278.

Do you really know the current market value of  your 
service station property? For many years the value of  sta­
tion properties remained fairly constant. However, because 
o f  the tremendous increase in land, building and equip­
ment costs in the last few years, many owners are at a 
loss to put a proper valuation on their business.

Several years ago gasoline pumps could be bought for 
a few hundred dollars. New pumps today are priced in 
the thousands. Cost o f  paving, islands, signs, lights and 
other equipment are many times over what they were a 
few years ago. Because of  these changing conditions, it 
is highly advisable that owners get a current market value 
appraisal o f  their properties. Owners realize that their 
balance sheet, which shows depreciation, is not commen­
surate with current value. In some instances, there has ac­
tually been an appreciation in value.

In addition to this sheer increase in property value, there 
are other factors that have greatly affected the market value 
of service stations. The current trend towards conversion 
into convenience stores illustrates that station owners and 
buyers alike are primarily concerned with obtaining the 
highest profit possible from a given location. In some in­
stances. this can even mean that a station property would 
produce the greatest return if sold for some other purpose, 
such as a fast food restaurant location.

These possibilities raise important questions, and one 
o f  the first things the owner needs to know in answering 
them is the current value of  his present operation. A fair 
appraisal, either by a professional or by the owner himself, 
is necessary for determining this.

Appraisals vary greatly in cost, method, and com ­
pleteness. The amount of  money you choose to spend and 
the appraiser you select should depend on the specific 
reasons for the appraisal, such as selling or terminating 
partnerships: setting up estates and drawing wills: sup­
porting and supplementing financial statements for banks 
and suppliers: settling estates: settling tax court cases: tak­
ing part or all o f  the land by right of eminent domain: and 
for ow ner 's  personal satisfaction.

In many of  these situations a professional appraiser, 
preferably someone with knowledge of  the petroleum 
business, is advisable and even mandatory. Service sta­
tion and oil jobber associations are a good place to obtain 
recommendations for competent appraisers of  petroleum 
properties.

However, in some cases, such as for personal satisfac­
tion or determining an asking price, a reasonable valua­
tion can be made by the owner himself, providing he pro­

ceeds objectively and considers his property thoroughly. 
A competent and accurate appraisal o f  a property should 
take into consideration a separate evaluation o f  each of 
the following:

(1) Land
(2) Building
(3) Equipment
(4 ) Business Volume
Land value is determined by location and accessibility 

as well as size. The number o f  square feet o f  the entire 
property should be ascertained as well as front footage 
because the value is determined by price per square fool 
or by front foot. Obviously the price o f  land per foot would 
be much higher in a highly concentrated or industrial area.

Wherever possible, try to investigate the current sell­
ing price of  properties comparable to the one being 
evaluated. Land value should also include surfacing, which 
is usually concrete in the gasoline pumping area and con­
crete or asphalt in the other service or  parking area. The 
cost o f  both concrete and asphalt is determined not only 
by the number of square yards but also by thickness or 
depth. If  the present surface condition has deteriorated to 
where it needs replacement, little or no value should be 
assigned to it.

The cost o f  islands should also be included in this 
category This cost is determined by the volume o f  con­
crete used, regardless o f  style and size.

Good visibility and easy access are very important 
features in assessing the valuation of  a service station pro­
perty. Being able to see a station at a distance helps the 
driver anticipate stopping. Also, being situated on a low 
speed zone makes for easier and safer entrance and exit. 
Obviously, arriving at the actual value of  land at a station 
is most difficult because values differ so much with loca­
tions. This is why special attention must be given to 
location.

Building values are easier to estimate than land values 
and yet there are many aspects to consider. The building 
should be measured to determine the number o f  square 
feet. Cost o f  a building varies greatly, depending on 
material used: block, brick, steel or wood.

The roof should be inspected to determine condition and 
type. A built-up. life-time roof would be more valuable, 
of  course, than any other type. If  a station has a mansard 
roof, additional value should be added. The exterior o f  
the buildings should be examined to determine the type 
o f  material used. In a conventional station with service 
area, overhead doors should be listed as a special item.

The appearance and condition o f  the interior o f  the 
building, including the floor, has a bearing on the value. 
In respect to restrooms, check the number o f  rooms, their 
size, condition and appearance. Note too the type of  floor 
and wall finish and whether or not hot water is available. 
Make an itemized list o f  fixtures.

The heating plant should be inspected to determine type 
and condition. An overhead sytem would be more valuable 
than an ordinary furnace installation, and an oil burner 
would have a higher value than a gas burner. I f  air condi­
tioning is included, additional value must be assigned.
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The age of  a building must be considered to determine 
depreciation. However, because of increases in cost dur­
ing recent years, a well-maintained building may have 
depreciated very little, if any

Other structures, such as canopies, should be measured 
and evaluated according to number of square feet. Another 
factor to consider is the style, which can range from sim­
ple to average or elaborate. A well-lighted canopy would 
have added value. Cost of canopies can be pretty well 
determined from building manuals.

Appraising equipment is easier than appraising land or 
buildings because catalogs give the prices on most items 
used in a station operation.

Equipment falls into two cqtegories—outside and inside. 
Outside equipment includes underground tanks, piping, 
pumps, lights and signs. Special attention should be given 
to tanks to determine the size of  each one and the number 
of years each has been intheground. Those having been 
underground for many years might have very little value.

For providing protection against potential liability caused 
by faulty tanks, there are scientific tests that provide on­
site analysis of the condition of tanks and lines. You can 
hire the services of certified operators or secure equip­
ment to do your own testing. If tanks have been recently 
installed, they should be evaluated according to catalog 
prices. Piping should be included in the value of tanks. 
The amount of piping can be determined by measuring 
the distance from the tanks to the pumps.

There arc various types of pumps — single hose, dual 
or multiple hose and pedestal with submerged pumping. 
They also come in many price ranges. The best way to 
determine the value is by m ake, type, model and serial 
number, which will give a clue as to age. Some older 
pumps may have been reconditioned with installation of 
new heads, e tc . , increasing their value. The price of all 
types of pumps can be found in equipment catalogs. Some 
stations have propane tank and bottle filling pumps which, 
of course, should be included in equipment.

The number and types of island and area light poles 
should not be overlooked as part o f  the equipment. Signs 
and sign poles vary greatly as to installation cost, size and 
type. They must be valued individually some outlying sta­
tions could have their own water and sewer facilities. 
Others may have road service equipment or a pick-up

truck. These should all be valued as equipment.
Inside equipment at a conventional station usually in­

cludes one or more hoists, compressor, tire changer, 
testing and greasing equipment, jacks, work benches, tools, 
etc. These should all be priced out according to original 
cost less depreciation. The amount o f  office equipment 
can vary greatly, but every item such as furniture, cash 
register, consoles, typewriters, calculators and computers 
should be priced individually according to depreciated cost. 
Other items such as ice chests, pop or cigarette machines, 
display cases, etc. if owned, should be included.

If the business to be appraised is a self service and con­
venience store combination, the value of the building would 
be higher than a conventional station. In a station remodel­
ed into a C-store, additional expense would be incurred 
in finished walls, floor, ceiling, lighting and possibly new 
siding.

If the facility is an original C-store construction, the 
building is valued based on that type of building cost. There 
would also be additional equipment involved, such as walk- 
in coolers, display cases, shelving, popcorn machine, cof- 
feemaker, donut machine, pump readouts, and other items 
customarily used in a C-store operation.

To arrive at a correct appraised value of  any type of 
service station, a value must be given to the volume of 
business. The most accurate method used to determine this 
value is to compute a current 12 months sales of gasoline 
and fuel gallons. Estimate the average gross margin per 
gallon. Based on this gross profit margin, a certain percen­
tage should be added to the value of  the property In ad­
dition. a percentage of the gross profit margin on inside 
sales and labor should be added to the value of the business.

B\ adding the values of  the four categories—land, 
building, equipment and business—you will arrive at a fair 
current market value o f  your station property. In order 
to determine your net value, take the total o f  the station 
value, add your accounts receivable, inventory cash or 
other assets. Subtract the liabilities and it will show a net 
worth of the total oil business.

It is not necessary for an owner to have an appraisal 
every year Once you have an accurate appraisal, it can 
be the basis for revaluing the property each year by ad­
ding or subtracting any changes in land, building, equip­
ment or business.
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TIPS FOR 
SERVICE STATION 

DEALERS AND 
THE POLITICAL PROCESS

P re p a re d  by
K a ro u b  Associates

Many who encounter the legislative process for the first 
time experience frustration and disappointment: frustra- 
tion because the process appears slow, and lethargic, disap­
pointment because what appears clear and simple is often 
muddied and complex. Both reactions are natural.

The legislative process does move slow It is not. 
however lethargic. It is a system structured to facilitate 
input from any individual or group that could impact 
legislation. It is a system that solicits, rather than rejects 
conflicting points of view. It is a system with impediments 
because its essential ingredient is the human factor. But 
that human factor is also its strongest component and the 
major reason the system works.

The response of the legislative process is directly related 
to the participant's  willingness to become involved. And 
make no mistake, the SSDA-Michigan has both feet firmly 
planted into the political arena.
Legisla tors A re  People Too

While there are no hard and fast rules governing con­
duct with elected officials, the following represents twenty 
guidelines that, absent information to the contrary should 
apply. Only one cardinal rule exists: be yourself— 
legislators are people too. They respond to such old 
fashioned values as common sense and integrity

1. Use the legislator s title as in "thank  you Senator 
Johnson, "  or " I t  was kind of you to see us Representative 

jJo n es ."  U nless asked to do otherwise, avoid using the 
legislator's first name during the conversation. This is a 
matter of respect.

2. Don' t argue. You can make valid points without 
resorting to an intensity that could be misinterpreted as
arrogance. The legislator may not vote with you on this
issue, but might be willing to help with a "p rocedura l"  
vote, or support on another bill. If all else fails and you 
are convinced the conversation is going nowhere, end the 
discussion with something like "Thank you for your time. 
Senator. I would only ask that you consider some of my 
points before voting on the bill."

3. Don t ever threaten, veiled or otherwise, it is the 
surest way to lose not only one vote, but many. To threaten 

| with political reprisals is to lose a bill and. more than likely.
make a permanent enemy.

4 Your role as a representative of SSDA is to request, 
not dem and, support or assistance.

5. Stick to one issue. The purpose o f  your meeting
or letter is to discuss an issue o f  importance to service

One of the most influential (and helpful!) members of the 
U.S. Congress is Rep. John Dingell, chairman of the U.S. 
House of Representatives Energy and Commerce Commit­
tee. Above Rep. Dingell (center) is pictured with George 
Schuhmacher, SSDA-Michigan president and Dennis Pellic
ci, executive director Below Rep. Dingell is pictured with 
Mick Kildea, SSDA-Michigan treasurer.

station dealers, not take advantage of  the opportunity to 
push a personal point o f  view on education or taxes.

6. Be respectful and courteous of the legislator s staff. 
An agitated staffer is a formidable enemy

7. Put your money where your issue is. Fund raising 
for political campaigns is an ongoing concern for all 
legislators. A political contribution does not represent a 
direct or indirect attempt to buy a vote. It is recognition 
that you have invested time and effort into educating a 
legislator on your issue and the SSDA-Michigan.

8. Invite legislators to social gatherings. A legislator s 
effectiveness is directly related to an ability to translate 
constituent concerns into intelligent votes and concrete ac­
tion. As such they want and need to meet as many people 
in their districts as possible. Invite them to functions where 
large amounts o f  people will be present. That invitation 
should give as much prior notice as possible and include 
the opportunity to say a fe w  words. (Most legislators will 
not violate a request to be brief.)

9 Arrange to invite the legislator to a meeting with 
other dealers. Before you ask for support on legislation, 
that lawmaker should know what is entailed in running 
a station. That meeting could include a visit to your station.

10. If you would like the legislator to discuss an issue 
of  importance to dealers or other items, make sure that
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State Elected 
Officials Visit 
with SSDA 
Board of Directors

State Senator Lana Pollack (center) and State Representative 
Nick Ciaramittaro (left) were visitors at a recent SSDA- 
Michigan Board of Directors meeting where they discussed 
state issues concerning service station dealers. They are pic­
tured with George Schuhmacher, SSDA-Michigan president.

agenda is communicated ahead of time. Otherwise the 
legislator will appear ill informed, and rightly or wrong­
ly blame it on a dealer.

11.  Be prepared to rescue a legislator if a group is get­
ting hostile. It is wholly legitimate for a legislator to de­
fend a vote. However, if that defense is received with 
hostile reaction, diplomatically conclude the meeting.

12. Start the meeting on time. The demands on a 
legislator's schedule can be horrendous. Your gathering 
may not be the only agenda item for the legislator. After 
a few amenities, get to the point.

13. D on 't  drop in the legislator's Lansing office without 
an appointment. Chances are. you will not have an op­
portunity to discuss your issue. Legislators keep a hectic 
schedule in Lansing.

14. When calling for an appointment, don't ask for more 
than one-half hour, and then stick to that time. Lengthy 
stays quickly translate into wearing out a welcome. If asked 
to stay longer, then go ahead.

15. Be accurate with your information. The legislator 
will take your word regarding the authenticity of  the data 
you present. In turn, the legislator will use your informa­
tion to convince colleagues. Therefore, it must be accurate. 
Further, if asked a question you can 't  answer, say so. 
D on’t try to bluff your way through. Indicate you will get 
back soon with the answer, and then do it.

16. Put your arguments in writing and leave them with 
the legislator. Do not. however, leave anything longer than 
one page. Your analysis should include a brief statement 
delineating the problem, an indication of  how the bill cor­
rects that problem, and any arguments in favor of  the bill 
the legislator could use to mount support for your proposal.

17 Ask the legislator for advice on how to proceed. 
You may know more about the issue, but the legislator

knows more about the political climate.
18. Speak confidently Remember, a legislator must 

deal with a multitude o f  issues and can' t be expected to 
possess intimate knowledge of them all. On issues affec­
ting service station dealers, you are more knowledgeable. 
Be careful.. .you are there to impart information, not con­
duct a seminar Carefully plan your remarks beforehand. 
Your objective is not to impress the legislator with your 
mastery of  the subject matter, only to supply information 
on a particular issue.

19. Don t be intimidated. Frequently, an army of aides 
and secretaries can generate an insecure feeling. Just 
remember, as a constituent you have every right to make 
your views known to that legislator. What you have to 
say is important. A word of caution, self-confidence should 
not manifest itself in arrogance.

20. Send a follow-up letter thanking the legislator for 
taking the time to hear your side o f  an issue. A follow-up 
letter has a two-fold objective: it tenders a genuine thanks 
to the legislator, and it places you and your issue in front 
of that legislator again.
Writing An Effective Letter

Contrary to what you believe, letters to politicians do 
get results. With that in mind, there are a few helpful hints 
that can be important when writing a letter to your 
legislator

1. Be brief. No letter to a legislator should go beyond 
one page. Long letters make the writer feel good because 
the issue has been covered, but does little to ensure it will 
be read. And the purpose of  writing to your legislator is 
to have your letter read.

2. Identify yourself. Point out in the first paragraph 
that you are a service station dealer, and a constituent.

3. Use your own words. Form letters have less im­
pact than those individually penned. It may take a few 
minutes longer to commit your thoughts to paper, but the 
results will be ten times better.

4. Be tactful, but direct. Refer to the bill by number 
early in the letter. Indicate in a clear, cogent fashion why 
support for the bill is warranted. Make sure your name, 
address and phone number are included. Offer to supply 
any additional information needed.

5 State a desired action. Many a well-written letter 
has been rendered useless because no specific action was 
requested from the legislator. State clearly what you 
w an t. . .“ Therefore. Senator, we would appreciate a 'yes' 
vote on SB 429. Further, we would also hope that you 
would contact your colleagues on the State Affairs Com ­
mittee to urge their ‘yes' vote on the b ill .”

What you have to say is important. Legislators want and 
need input on bills. Nothing is more frustrating for a 
legislator to hear from a constituent armed with a con­
vincing argument, after a vote is cast. Establishing a rela­
tionship of mutual trust can be a pivotal factor in that vote.
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BEACON OIL COMPANY
IS PROVIDING

A PROFITABLE 
ALTERNATIVE

If you're  not happy with your present supplier  
or would just like to compare.

Call Ronald H. Hacker at (313) 477-5608

Meter Marketing Payment Plan Available
Here's a list of dealers who made the move to Beacon Oil:

Conner & Outer Drive - Detroit.  Ml 
Jerry's X-Way Pump & Snack - Newport ,  Ml 

Paul's Beacon Service - Roseville. Ml 
Jim Spa's Auto Service - Monroe.  Ml 

Nine & Middlebelt  Beacon - Farmington Hills, Ml 
Jim Hughes Service - Romulus, Ml 
R & R Beacon Service - Utica, Ml 

Darwin I & II - Brooklyn, Ml 
9 Mile / Beech Auto - Southfield, Ml 
Walt 's Onsted Service - Onsted, Ml
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ATTENTION!
DEALERS WHO OWN

THEIR STATIONS

Beacon Oil Co. 40600 Grand River Novi, Michigan 48050 (313) 477-5608



BUSINESS, 
TAX, 
INVESTMENT 
FACTS
by Larry Wright, President 
Lawrence A. Wright, Inc.

Specialists in financia l services and business consultation 
fo r  the service station dealer since 1967  
Phone: 313-547-3141.

Here is a series of business, tax and investment facts 
with which you should be familiar. Discuss them with your 
accountant or business advisor.

BUSINESS: Your labor income (without counting road 
service or AET testing) should be greater than your parts 
sales (not including tires, batteries or oil) • Your wage 
expense should be 35 % or less of your business gross pro­
fit • Your gross profit on parts should be not less than 
42% (target 4 5 % + )   •  “ Supply and D em and"  applies
to the service station dealer and can be manipulated to 
enhance profits • Law of Diminishing returns also ap­
plies to the service station dealer and can damage him 
severely, if not understood • A proper commission 
payroll structure can eliminate “ time-and-a h a l f  for over­
time • Most service station mechanics are working at 
less than 50% capacity and it 's the dealer's fault • The 
dealer doesn 't  know his business “ downtim e" fac­
tor • You can write-off bad debts without having to 
go through collection efforts by doing a “ forgiveness of 
deb t"  • You must issue 1099's to all unincorporated 
p ro v id e rs  o f  se rv ices  to w hom  you pay over 
$6 00 .  • E m p lo y e e  s b o n u ses  a re  pa r t  o f

payroll • Most dealers lose money on road ser­
vice • Dealers need a minimum of seven sales 
categories on their monthly  financial statement • You 
must do monthly inventories to determine your true pro­
fitability •  You can only make profit in three w a y s — 
sell more, increase gross, reduce expenses • Financial 
management is the balancing factor to most business pro­
blems • The service station dealer doesn' t have “ peo­
ple problems”  - he has payroll administration pro­
blems • Advertising expense should run 3% - 6% of 
gross profit •  A “ won' t start”  road service call should 
be there and back in 21 minutes • Properly ad­
ministered accounts receivable can build profitable 
business • Most service station dealers are extremely 
competent, highly motivated, and intelligent • You 
owe it to your customers to be profitable • The most 
profitable stations are not the cheapest places to get your 
car repaired • Don’t buy gasoline or get your oil chang­
ed at your own station.

T A X E S . IR A s are  one o f  y o u r  bes t  tax 
shelters • Tax shelters still exist in oil and gas. 
historical structure renovation, low income housing, single 
deposit insurance and self-employment • Forgiveness 
of debt is a taxable income to its recipient • Consumer 
interest deduction is disappearing • T & E expenses 
are only 80% deductible • Loophole 80% deducti­
ble rule starts as late as June for some incorporated 
dealers • Loophole All the consumer interest on your 
boa t  migh t  still  be d e d u c t ib le  as a second  
home • Loophole - motel/hotel away on business is 
100% deductible, could trigger deductibility of  food if on 
the American Plan • Dealers who are proprietorships 
should hire their wives and children and reduce their FICA 
bite (pay them $20 ,000 and save $2 ,860 FICA tax 
alone) • New tax law still demands reporting of long 
and short term gains separately • Must now report in­
come three ways earned, investment, passive • Laws 
are tough on business vehicle expense reporting • IRS 
wants future audits to be at the place of business • IRS 
is targeting all businesses that do $100,000 +  per year 
in cash business for future audits • IRS has been given 
vast authority in interpreting the new tax laws and writing 
regulations • The average service station dealer will 
be in the 35% tax bracket in 1987 (if yours is less, you 
should review your profitability)

INVESTMENT: The Great Bull Market. (GBM). 
started August 12. 1982 • During the G B M , the Stan­
dard and Poor 's Index is up 193% • IRA' s can still
be participated in by everyone • There are over 700 
mutual funds • Service station dealers must invest for 
their futures since no one else will do it for 
them • Bonds will go down in value as interest rates 
rise • The mutual funds have over $6 ,500 ,000 ,000. 
in cash  and that s p re e m p t iv e  to a bull 
market • Holding your stock for long term gain will
still save you a possible 10.5% on the tax chart in 
1987 • M ost  “ N L."  funds  a re  not “ No-
L o a d "  • A bull market is an aggressive UP
market • A bear market is a conservative DOW N
market • A mutual fund is a consolidation of funds for 
a diversification of investment • “ Dollar Cost Averag
ing"  is a long term investment technique that beats the 
market — by ignoring the market • 90% of the win-
ners in the options market are sellers • The average 
dealer doesn 't  have a will • Most dealers are 
underinsured.

If you desire a better understanding of what some of 
the statements mean to you , or how to apply them to your 
business management techniques, you are welcome to
write us at:

Lawrence A. Wright. Inc.
28277 Dequindre 

Madison Heights. Michigan 48071 
Phone: 313-547-3141
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WAYS TO PREVENT 
ASBESTOS HAZARD

Mechanics who do brake and clutch work can be sub­
jected to asbestos fibers.

Research shows that millions of asbestos fibers can be 
released during brake and clutch work. These fibers are 
so small they can be invisible. But they remain and ac­
cumulate in the lungs.

Asbestos can also be carried on work clothing. This can 
contaminate the family car and home.

Asbestos fibers have been said to cause cancer The 
OSHA amended safety standards regarding brake work 
by auto mechanics effective July 21 , 1986 and has set some 
new standards.

Asbestos can be removed from the air with a high effi­
ciency particulate air filter which can capture the invisi­
ble asbestos fibers.

The National Institute of Occupational Safety Hazards 
has issued strict standards to limit worker exposure to 
asbestos.

Brake drum vacuum systems are available to control and 
isolate asbestos fibers in a safe, effective way One com ­
pany offers a heavy duty vinyl brake drum to cover the 
entire brake drum assembly and trap such fibers. It is made 
o f clear-view plastic. A filtration system isolates the 
asbestos fibers. Air is filtered through the exhaust system 
before being exhausted. Safety containers are also available 
to contain the asbestos filtered out of the air.

Another method, which also creates a storage and 
disposal problem, uses the compressed air solvent system 
method, the squirt bottle or spray can solvent system 
method and the garden hose method. Use o f  a solvent or 
water control method should use only low pressure spray 
devices: use a water based solvent: collect and dispose 
of the contaminated liquids quickly and in full compliance 
with hazardous waste laws. The best approach here is to 
use a wet dry HEPA vacuum. Unfortunately these are the 
only recommended ways to reduce ambient air concen­
trations of asbestos.

There a re , however, several practices that should stop 
immediately They are:

Dealers should immediately halt the compressed air 
blowing method, the dry brushing method, the wet 
brush or rag method and the use o f  regular shop 
vacuums for removal of asbestos residue from brake 
and clutch parts.

2. Blowing asbestos residue from brake or clutch parts 
without further controls creates airborne asbestos. 
Dry or wet brushing creates less airborne asbestos 
than blowing, but may fail to achieve a reduction of 
ambient concentrations below the 1 f /cc action level.

3. The use of a regular shop vacuum to remove asbestos 
may cause as much asbestos residue to become air­
borne as the compressed air gun method.

RYKOwash...Bank On It!
C ho o se  R Y K O w ash a u tom a tic  ve h ic le  

w ash  e q u ip m e n t fo r re liability, d u ra b ility  
a nd  easy  m a in te n a n ce ...a  c o m b in a tio n  tha t 
sp e lls  m on e y  in the  bank. A n d  isn 't tha t 
the  w ho le  id e a ? 

RYKO® b u ild s  w ash  sys te m s  to 
last, w ith  rust-free , co rro s io n -re s is ­
tan t a lum inum  and  s im p le , trou b le - 
free  des ign .

A n d  b e ca u se  the sys tem  w o rks  so 
d e p en d a b ly , you  ca n  c o u n t on R YK O ­
w ash  to d e live r sa tis fie d  cus tom ers , 
w ash  a fte r w ash.

Tailor you r R Y K O w ash w ith  S e lec t- 
A -C yc le , o ffe rin g  "Speed W ash" to  
h a n d le  in c re a s e d  c u s to m e r tra ffic  
and  "Super W a sh ,” w h ich  in c reases  
p ro fit and  p ro v id e s  su p e rio r c le a n in g  

W e 'd  like to show  you  m ore  w ays 
d e p e n d a b le  R Y K O w ash an d  the 
w ho le  RYKO line o f ve h ic le  w ash  
e q u ip m e n t an d  a c c e s s o rie s  ca n  earn 
p ro fits  fo r you 
C all us today.
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PRICING 
“ BLACK BOX” WORK

by Fred Gaca, Duffy-Vinet Institute

The material presented in this article is taken from D V I's  
new tw o-day advanced  m anagem ent sem inar fo r  
automotive service business owners and managers.
For sem inar inform ation, please call 1/800/U SA-BEST. 
Call between 8 a.m . - 4:30 p .m . E ST , ask fo r  operator 6.

Computer controlled systems, or "b lack  boxes"  as the 
engineers like to call them, have done more than change 
how cars are serviced. The introduction of electronics is 
changing how a repair shop or service station must charge 
for its work. Because of the peculiar nature of diagnos­
ing and correcting electronic problems, the pricing techni­
ques you use for other service work cannot apply to com­
puter systems.

In most cases, there is more time and skill required to 
identify the problem than correct it. Yet. charging for 
diagnostic work is uncommon in most automotive repair 
facilities, and for good reason.

For decades, most automotive problems were quick and 
easy to diagnose. And even if the exact cause was not 
known, a general cure that would solve most, if not all. 
problems was usually easy to prescribe and relatively 
inexpensive.

If a car stumbled and lacked power after you ran a com­
pression check or vacuum test to make sure the engine 
was mechanically sound, you could be fairly certain a 
“ major tune up ”  would solve the problem. New plugs, 
points, condenser, cap and rotor, replacement of the air 
and fuel Filters and resetting the engine to specs would 
work wonders in making the car run better.

With black boxes, engine stumble and lack of power 
can have dozens of causes. And with the price of sensors 
and other components today, you cannot expect your 
customer to accept a bill for swapping parts until you final­
ly find the problem.

With today s electronic systems, you must charge for 
diagnosis time and the labor rate must be higher than your 
standard shop labor rate. If you provide general automotive 
repair services, you simply cannot charge the same labor 
rate for all work. Lube-oil-filter service or replacement 
of an exhaust system cannot and should not command the 
charge that electronics work does.

Electronic servicing commands both the highest skills 
of your technicians and a substantial investment by the 
shop in equipment. A multi-level labor rate allows you 
to match your labor charges with the skill and investment 
required to do the work. For electronic work, your labor 
rate should be at least double or as much as triple your 
base labor charges. If your current shop rate is $30 per 
hour, electronic work should be billed at $60 to $90 per 
hour.

If. and this is a big " i f , "  you have invested the time 
for training and the money for equipment to bring your 
shop skills up to the level necessary to service electronic 
systems, you will not have a problem getting a substan­
tially higher labor rate to do the work.

Too many shops have fallen behind in their ability to 
service today s cars. As a result, customers wind up go­
ing from shop to shop trying to find someone who can 
correct their car s performance problems. Customers will 
pay a fair price for experience and expertise to avoid the 
headaches of repeated trips to a repair shop only to have 
the same problems exist.

Display signs in your service area can list the multiple 
labor pricing. Train all of your service desk personnel to 
clearly explain how the pricing system works—that the 
customer is charged the higher rate only for actual 
diagnosis and service on the computer systems.

Have available at the service desk copies of  the various 
troubleshooting procedures or "logic t rees"  that vehicle 
manufacturers require technicians to follow when attemp­
ting to diagnose performance problems related to com ­
puter controlled systems These diagrams will help give 
your customers a better understanding of the procedures 
your technicians must follow and the complexity of the 
systems they will be working on.

Tell your customers that having their computer- 
controlled car serviced for a performance problem is the 
same as going to the doctor when they don ’t feel well. 
The doctor will not prescribe any treatment until after he 
has diagnosed their physical problem. And there is definite­
ly a charge for the time, skill and equipment necessary 
to make the diagnosis.

In many cases, you must tell the customer that you can­
not predict how long it will take to diagnose a problem 
or problems.

An effective selling procedure that overcomes the 
"unknow n tim e" problem is to offer to limit your initial 
diagnosis labor to half an hour or one hour. Tell the 
customer you will contact him if the problem has not been 
identified within the time limit and ask if he wants you 
to continue inspecting and checking the system at the higher 
labor rate.

If  your shop or service station has several technicians 
who work at different skill levels, you can use a team con­
cept to be more effective in assigning and billing your 
labor.

Have your best technician do only the diagnostic work. 
Once the probable cause has been found, have a lower 
skilled technician do the actual repair or parts replacement. 
The higher skilled technician rechecks the work once the 
lower skilled person is finished. One high skilled techni­
cian should be able to monitor the work of  two. three or 
even four lower skilled people.

Do not be reluctant to charge more for electronics work. 
High tech systems require high skill technicians and 
sophisticated equipment to accurately identify and correct | 
problems. Charging more is only proper because you have | 
invested more.

Service Station Dealers Association o f  Michigan News - January-February 1987 Page 15



PARTS RETURN AND 
FINAL INVOICES

by Fred P irochta, Director 
Repair Facility Division  

Bureau of Autom otive Regulation

In the last issue, we discussed written cost estimates 
before repairs. Now we are going to consider two other 
basic requirements of the Motor Vehicle Service and 
Repair Act. These are the requirements dealing with retur­
ning replaced parts and giving final bills or invoices.

Complying with the requirement for parts return involves 
two things: giving notice to the customer and actually mak­
ing the parts available to the customer. Before doing any 
repairs, a facility must notify the customer of the right 
to receive or inspect all parts replaced in the repair o f  the 
vehicle. This notice must be in the exact wording required 
by law and may be given in one of three ways. The notice 
may be in the form of a sign plainly displayed in the facili­
ty It may be printed on the face of a contract, work order 
or estimate form. And. the facility may give the parts 
return notice by a separate printed document. Any one 
of these methods is acceptable, but there are specific re­
quirements for each method relating to type size and style. 
These requirements are fully explained in the manual 
"W hat Every Repair Facility Must Know

W henever a customer has paid for the replacement of 
| a part in the repair of a vehicle, the customer is legally 

entitled to inspect the part that was removed. This includes 
parts which are typically returned to a supplier or manufac­
turer for rebuilding purposes. If no charge was made for 
replacing a part (as in the case of  a new vehicle warranty 
repair), the facility does not have to show the part to the 
customer

A customer is entitled to the return of a replaced part 
upon request. A facility must keep for two days all parts 
not returned to the customer. A customer may waive this 
requirement by authorizing the facility to dispose of the 
parts. Many facilities have the customer indicate on the 
final invoice whether parts are to be kept or discarded. 
If a complaint arises within two days after repairs, and 
the customer has not claimed or authorized disposal of 
replaced parts, the facility must mark the parts for iden­
tification in the presence of the customer and retain the 
parts until the complaint is settled.

If a complaint involves, or if a customer decides to keep, 
a replaced part which otherwise would be returned to a 
supplier under an exchange agreement, the facility may 
require the customer to pay the core charge. The core 
charge shall be returned to the customer upon his or her 
return of the part to the facility

The basic idea behind the parts return requirement is 
this: it 's  the customer s vehicle, so any parts taken off of

it are the customer' s property. In any dispute regarding 
the necessity of replacing a part, the part itself is poten­
tially useful, to both the customer and the facility in resolv­
ing the dispute. As a facility operator, your practice should 
be routinely to return replaced parts to the customer and 
dispose of them only in exceptional cases.

In addition to replaced parts, another thing that a 
customer must receive at the end of a repair transaction 
is a detailed final bill or invoice. This written invoice must 
be given to all customers, even those whose repairs are 
performed under warranty The invoice must include the 
following specific information:

The repairs requested by the customer.
Any additional repairs determined necessary and 

authorized by the customer.
The facility' s estimate o f  repair costs, both the original 

repairs requested and any additional repairs authorized by 
the customer

The actual total cost o f  all parts and labor involved in 
repairs. This total should not exceed the amount of  the 
estimate by more than $10 or 10% (whichever is less) 
unless authorized by the customer. If the amount is less 
than the original estimate, the customer may not be charged 
more than the actual total cost.

A description of repairs and services performed and a 
detailed indication of  all pans installed, with a specifica­
tion of which parts are new used, or rebuilt. It is per­
missible for an invoice to bear a general statement such 
as "A ll  parts new unless otherwise indicated ."

A statement certifying that all repairs were properly 
completed or explaining why repairs were not properly 
completed must be signed by the facility owner or by so­
meone representing the owner

The name and certification number of the mechanic who 
performed the diagnosis and or repairs. In the case of 
repairs done by a trainee, the name o f the trainee and the 
name of the supervising certified mechanic must appear.

As with other documents relating to customer transac­
tions. a copy of the final invoice must be given to the 
customer and a copy must be retained by the facility for 
a period of  one year.

If you have questions about parts return, invoices, or 
any thing regarding facility operating requirements, con­
sult your manual "W hat Every Repair Facility Must 
K now " or contact the Bureau of Automotive Regulation. 
Lansing. Michigan 48918. Phone (517) 373-9063.
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Termination
by Mark Cousens 

Legal Counsel 
Miller, Cohens, Martens and Ice 

313-559-2110

Termination or nonrenewal o f  a gasoline dealer 's  fran­
chise is permitted if some event occurs which is relevant 
to the relationship between the dealer and the oil company, 
and as a result o f  which either termination or nonrenewal 
is reasonable. The PM PA lists 12 examples of " e v e n ts ."  
Termination or nonrenewal might be reasonable if any of 
these events occur.

• A dealer who defrauds either the oil company or his 
customers may be terminated. The fraud must be related 
to the operation of the marketing premises. A fraud not 
related to the business will not justify termination unless 
it is also a crime.

• A dealer who commits a crime may be terminated, 
but only if the crime relates to the operation of the business. 
If, however, the dealer was incarcerated and thereby 
unable to operate the premises, termination would almost 
certainly be permitted.

• A declaration of bankruptcy by either the dealer as 
an individual, or the corporation through which the dealer 
operates is cause for termination absent unusual 
circumstances.

• Physical or mental disability of at least three months 
duration is grounds for termination, but only in the event 
that the franchisee is unable to continue proper operation 
of the marketing premises. Absence from the premises 
would not necessarily be grounds for termination or 
nonrenewal if the dealer was able to supervise the business 
from his home. If the business was being properly con­
ducted. despite the absence of the dealer, it would be dif­
ficult to justify termination.

• Condemnation of the premises will permit termina­
tion. But. if  only a minor portion of the premises is con­
demned, without a significant impact on operation of the 
business, termination would not be reasonable.

• The franchisor's  loss of its trademark will permit im­
mediate termination. This is, however, highly unlikely

• Destruction o f  the marketing premises, other than by 
the franchisor, will permit termination. For example, the 
catastrophic loss of the premises by explosion, fire or wind 
damage will permit termination, as the franchisor is not 
obligated to rebuild them. “ Destruction’' is a very specific 
term, however. The property must be destroyed, and not 
merely damaged.

• The dealer s failure to pay monies due to the fran­
chisee will permit termination. The Act speaks of "all sums 
d u e .”  This includes monies due for gasoline, franchise 
fees, TBA or any other expenses.

• Failure to operate the marketing premises for seven

days (or less if reasonable) will permit termination. This 
section describes a dealer s abandonment of  the facility 
The Act permits the oil company to occupy the premises 
immediately, should the dealer simply walk away from 
his business.

• "C ross-hau ling"  of motor fuels is grounds for ter­
mination. The Act refers to "w il l fu l"  adulteration, 
mislabeling or misbranding of motor fuels. Dealers must 
review their franchise carefully before selling either un­
branded or foreign branded products to be certain that such 
sales do not violate their franchise, or infringe upon the 
franchisor's  trademark.

• A knowing failure to comply with federal, state or 
local law revelant to the operation of the premises will 
permit termination. The key word is "know ing ."  A dealer 
who deliberately violates applicable law may be 
terminated.

• Conviction of any felony involving moral terpitude 
is grounds for termination, even if unrelated to operation 
of the marketing premises.

The Act describes these "events”  as a basis for termina­
tion. but also requires termination to be reasonable. 
Whether termination is or is not reasonable must be deter­
mined on an individual basis. Merely because one of these 
events has occurred does not itself mean that termination 
is permitted. The final arbiter of such questions is a federal 
judge.

LEASEE DEALERS... 
A CAUSE TO SUPPORT

In a case entitled "Barnes vs. G ulf”  we all won a land­
mark case in federal court in Virginia (4th Circuit Court 
of Appeals). The decision in this case and its implications 
have upset Chevron (which has absorbed Gulf) and the 
other majors so much that they now plan to challenge the 
PMPA and carry this case “ all the way to the U.S. 
Supreme C our t ."

Mrs. Evelyn Barnes, a widow, has invested everything 
she can ($3 4 ,000) in this case where the court explicitly 
disagreed with previous decisions which allowed com ­
panies to circumvent dealers rights to purchase their sta­
tion properties. The decision also recognizes, and pro­
hibits, “ constructive termination”  which we know as 
“ economic eviction.”

A solicitation of  S20 donations is being asked from 
dealers all over America in the belief that the $2 5 ,000 it 
is expected to take to preserve this win can be collected 
without hurting any one dealer very badly In other words, 
the majors have the money but we' ve got the numbers. 
We beat them once before in the Supreme Court (the 
Maryland Divorcement challenge) and we can do it again. 
Certainly, there is no better cause you could join right now 
If you agree, we encourage you to send a check for S20. 
marked “ Barnes vs. G ulf”  to SSD A , 304 Pennsylvania 
Avenue S .E ., W ashington, D.C. 20003.
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APPLICATION FOR MEMBERSHIP 
SERVICE STATION DEALERS 

ASSOCIATION OF MICHIGAN, INC.
24333 Southfield Road • Suite 111 • Southfield , M ichigan 48075 

Telephone: 313 557-3940

I (We), by submitting this application and the payment of scheduled dues, hereby apply for membership in the Service Station Dealers 
Association of Michigan, Inc.

BUSINESS NAME.

BUSINESS ADDRESS: 

CITY: _______________ _. MI ZIP: P H O N E : ( )

BRAND OF GASOLINE SOLD:

TYPE OF OW NERSHIP: (Check appropriate box)
□ SOLE PROPRIETORSHIP □ PARTNERSHIP □ C O RPO RA TIO N

LIST OWNERS PARTNERS/CORPORATION PRESIDENT AND TREASURER:

NAM E: _____________________________________________________________________ TITLE: _______

RESIDENCE ADDRESS: 

CITY: ___________________ ZIP: PHONE. ( )

NAME:

RESIDENCE ADDRESS: 

CITY: __________________

TITLE:

ZIP: PHONE. ( )

LIST ADDITIONAL STATIONS OWNED

1 STATION NAME:

ADDRESS:_______

CITY __________

BRAND:

ZIP: P H O N E : ( )

STATION NAME:

A D DRESS:_______

CITY: __________

BRAND:

ZIP: PHONE: ( )

DUES SCHEDULE
Annual Dues 
Second Station @ $50.00 
Additional Stations 
@ $25.00 each 
Partners @ $12.00 each 

Total

Signature

$200.00

Date

I w ould like in fo rm ation  on those items checked  
below:

_  Michigan Bankcard-Visa/MasterCharge 
_  Dodson W orkers Comp. Insurance 
_  Blue Cross Blue Shield of Michigan 
□ Equipment
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A dirty 
cooling system can 
make your 
engine 
run hot

When dirt, rust and 
sludge deposits clog the 
tiny passages in your heater 
core, you're in for a long, 
uncomfortable winter 
behind the wheel.

Thar’s because these 
blockages prevent your 
cooling system from  circu­
lating hot coolant from  
the engine through your 
heater to worm  the inside of your car.

But you really don't have to freeze this winter. Because 
now there's a method of cleaning out your car's entire 
cooling system, including the heater core. With WYNN'S

X-TEND Power-Flush and 
WYNN’S X-TEND Cooling 
System products. A new 
approach to cleaning and 
m aintain ing your auto­
mobile's entire cooling 
system, while helping to 
m axim ize cooling system 
efficiency.

WYNN'S X-TEND Power- 
Flush unit uses pressurized 
w ater and air to flush even 
those hard-to-reach areas 
of your cooling system.

So act now, before 
a d irty cooling system con 
ca use your heater — and 
your b lood — to run cold.

..and your 
heater 

run cold.

Power-Flush
a major advancement in 
automotive cooling system 
maintenance equipment

Water pressure, air pressure and the sight glass located 
on the face of the unit, allows the operator to completely 
control the flushing procedure and visually monitor the 
progress.
Residue removed from the cooling system is directed 
down the shop drain, helping keep the work area clean 
and dry.

WYNN'S Fleet Power-Flush utilizes multi-directional 
pressurized water and air turbulence to quickly and 
effectively flush and "scrub" all internal components of 
today s automobile cooling system.

This flow diagram illustrates the flushing direction. Sur­
faces on the system are "scrubbed" forward and back­
ward to dislodge built-up deposits.

W & S DISTRIBUTING, INC
2936 Bay Road 

Saginaw, Michigan 48603 
Telephone: Saginaw (517) 792-7900 Warren (313) 978-7397
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S E R V I C E  S T A T I O N  D E A L E R S  N E W S  
Sui te  111:  2 4 3 3 3  S o u t h f i e l d  Rd.  

S o u t h f i e l d .  M i c h i g a n  4 8 0 7 5

BEAR EQUIPMENT SPECIALS 
20% Off on All Bear Products

excluding Hoists & Racks

EXAMPLES______________

40-500 COMPUTER ENGINE ANALYZER 
$5596.00

80-200  
COMPUTER 
BALANCER 

$3036.00

60-400 COMPUTER 4-WHEEL SYSTEM 
$7996.00

Other Equipment Offered

Computer Engine Analyzers 
Emission Analyzers (A.E.T.) 
Full Line of Alignment 
Brake Service 
Hoist & Racks 
Battery & Starter Testers

1423 BRAKE SHOP 
$4980.00

AUTOMOTIVE TRAINING PROGRAMS AVAILABLE 
By BEAR AUTOMOTIVE

4 Wheel Alignment
1) Basic Theory
2) 2 Day Workshop

Electronic Ignition 
GM C-3 
Ford EEC IV

For  Additional  
Information on 
Equ ipm ent and 

Training:

BEAR AUTOMOTIVE GREAT LAKES
4986 Old U.S. 23 1276 E. Columbia

Brighton, MI 48116 Battle Creek, MI 49017
(800) 633-4896 (800) 521-7704

4 Gas Analysis


	SSDA NEWS
	Message From The President
	WELCOME NEW MEMBERS TO SSDA-MICHIGAN
	NEWS BRIEFS
	STUDY SHOWS AVERAGE DEALER NEARING $1 MILLION IN SALES
	APPRAISING YOUR STATION’S MARKET VALUE
	TIPS FOR SERVICE STATION DEALERS AND THE POLITICAL PROCESS
	State Elected Officials Visit with SSDA Board of Directors
	BUSINESS,TAX, INVESTMENT FACTS
	WAYS TO PREVENT ASBESTOS HAZARD
	PRICING “BLACK BOX” WORK
	PARTS RETURN AND FINAL INVOICES
	Termination


