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Happy Holidays

The State Christinas Tree in front o f the State Capitol 
Building is one o f the great traditions in M ichigan. Each 
year the tree is donated by a M ichigan fam ily to be dressed 
in thousands o f lights. The official tree lighting this year 
was November 17
The staff at SSD A  wish all our members and their families 
the happiest holiday season. Remember in the new year, if 
there is anything we can do for you just call us at (517) 
484-4096.

Service Quarterly 
lauded in national 
awards program

S erv ice  Q u a rter ly
magazine received an honor
able mention for Most Im
proved Magazine from the 
American Society o f  Asso
ciation Executives (ASAE). 
S S D A  e n te re d  S Q  in 
A SAE’s Gold Circle Awards 
program for 1995. O u t  o f  45 
magazines from across the 
country, SQ was one o f  six 
honored. The awards were 
p re se n te d  th is  m o n th  at 
ASAE's annual management

conference in Chicago.
Over the last year and a 

half SSDA staff have been 
working hard to update Ser
vice Quarterly and make it 
more beneficial to our read
ers. We are proud ASAE has 
recognized our efforts in de
sign, writing and overall con
tent. We’d like to know what 
you think too. If you have 
any com m ents  or sugges
tions, p lease call A m y at 
SSDA at (517) 484-4096.
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ALL SUPPLIERS 
ARE NOT 

CREATED EQUAL

Com pare us against your current 
supplier. W e at Eby-Brown would  
appreciate the opportunity to  
prove ourselves to  you. W e  
w a n t to  becom e your chosen  
supplier of value-added products 
and services.

EBY-BROWN
2085  E. Michigan Avenue 

P.O. Box 2127  
Ypsilanti, Michigan 48197  

1-800-532-9276 
FAX (313) 487 -4316

We Are Builders.

©1993 Omega Emvironmental ,  B o th e l l .  W A

Hard hats. W orn gloves. 
Mud on our boots. We are 
Parks Omega and have been 
serving our clients for over 
38 years.
• Service station 

construction
TC 110 Leak 
Prevention System

• UST installation
• Remediation
• Pans and equipment
• Compliance service
• Low cost financing
- Affordable insurance

We can help you build your 
future. One phone call does 
it all. Ask for your copies of 
our free Total Compliance 
Program and TC 110 Leak 
Prevention brochures.
Call 1.313.684.1215.

Parks Omega
The Total Com pliance Company

4901 McCarthy Drive Milford. Ml 48381 

Phone 313 684 1215 Fax 313 684 1929
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FUEL EQUIPMENT 
SERVICES INC.

Young's Offers
• Tank & Piping Installation
• UST Removals & Replacements
• System Upgrades
• At the Pum p  Card Readers
• Aboveground Tanks
• Automotive Hoists
• Lubrication Equipment
• Electronic Monitor Systems
• C ash/Controller Consoles
• Canopy Installation
• Canopy Lighting and  Upgrades
• Air Compressor Sales and Service
• Commercial Card Readers for 

Unattended Fueling
• Remediation Services
• Oil Water Separators
• Transport Drop Hoses
• Airless Paint Sprayers

Proudly Serving Michigan, Ohio, Indiana, Illinois and the Midwest Region.

Full Service Electrical Department 24 Hour Emergency Service

ME MB E R

PEI
Young's Fuel Equipment Services, Inc.

G-5339 N. Dort Highway • Flint, MI 48505 
Phone (810) 785-5509 or (810) 789-0161

Fax (810) 785-4733 
Toll Free (800) 547-1126

P r o v i d i n g  t h e  H ig h e s t  Q u a l it y  S e r v ic e  t o  t h e  
S e r v ic e  S t a t io n  D e a l e r s  A s s o c ia t io n .

I n n o v a t i o n  i n  F u e l  D i s t r i b u t i o n , D e s i g n  a n d  I n s t a l l a t i o n . 
S u p p o r t e d  b y  a  C o m m i t m e n t  t o  S e r v i c e .



President’s Corner
Dennis Sidorski, SSDA-MI President

A look at our association’s past reminds 
us of the strength in the future

I want to thank 
recent retirees 
Mr. Schlitt and 
Mr. Souder for  
serving us for so 
many years.

Do y o u  k n o w  w ho  
Rankin Peck is?

I’ll admit i t’s a name I 
haven’t thought about in a 
long time. Mr. Peck devoted 
much o f  his career to Michi
gan dealers as Executive Di
rector o f  the Michigan Retail 
Gasoline Dealers Association 
during the 1930s and 40s. 
But he was more than a paid 
employee o f  MRGDA. Mr. 
Peck lead the associa tion  
(w h ich  is now  o f  cou rse  
known as SSDA) through 
im p re s s iv e  m e m b e rs h ip  
drives, gasoline rat ioning 
during WWII, and legislative

SALES •  SERVICE •  PARTS •  INSTALLATION

MELLEMA’S 
SERVICE STATION MAINTENANCE, INC. 

11644 S. Greenville Rd. 
Belding, Michigan 48809

616-794-2330 FAX 616-794-2606

Total Containm ent/Enviroflex 

Bennett Gasboy Red Jacket 

O/C -  ZORN -  C lawson Tanks 

EBW Hoists Emco W heaton 

Certified Tank & Line Testing

battles for fair pricing. He 
was also a driving force in 
the creation o f  the Service 
Station Dealers o f  America 
and Allied Trades, which is 
celebrating its 50th anniver
sary next year. Mr. Peck was 
the first president o f  what is 
now SSDA-AT, and he ran 
the a ssoc ia tion  from the 
Michigan office in Detroit.

Recently, Mr. Peck was 
honored by SSDA-AT with 
a plaque and placement in 
their Hall o f  Fame. I was 
h o n o re d  to a c c e p t  the 
plaque on his behalf at the 
SSDA-AT Annual Conven
tion in South Carolina in 
September. Thinking back 
on Mr. Peck’s contributions 
to dealers, I was reminded 
o f  what a strong and inter
esting history our associa
tion has. Since 1929 Michi
gan dealers have been com 
ing together to fight for and 
support each other. In 1939 
Mr. Peck said in his Execu
tive Director’s column that 
when the dealers o f  Michi
gan realized the benefits o f  
The Retail Gasoline Dealers 
Association o f  Michgian,

they  re sp o n d e d  in g re a t  
numbers

Dealers have been re
sp o n d in g  to the call for 
years. We have been hon
ored by the work o f  men 
like, longtime executive di
rector Charles Shipley, past 
president Mick Kildea, and 
recent retirees Don Schlitt 
and Keith Souder.

When Mr. Schlitt retired 
recen tly  from the SSD A  
board, he wrote a letter to 
the Board thanking the as
soc ia t ion  for lett ing him 
serve for 26 years. I want 
to thank  Mr. S ch l i t t  for 
se rv in g  us for 26 years.  
Both Mr. Schlitt and Mr. 
Souder help prove SSDA is 
not just  an organization a 
dealer joins, but an associa
tion a dealer helps shape.

Looking at SSDA’s suc
cessful past inspires me to 
join with other dealers in 
continuing to support each 
other. I thank all o f  you who 
share your talent and expe
riences to make this asso
ciation as strong as it has 
been for 66 years.

Wishing all 
dealers and 

their families a 
very happy 

holiday season.
S er vic e  Q u a r t e r l y  D e c e m b e r , 1 9 9 5
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Lending a hand
Dealers rise to the call of volunteerism 
in their communities

Student athletes benefit from 
dealer’s generosity

D ealer  M ike  E g n a tu k  is a 
sports fan who puts his money 
where his mouth is. Each week 
during boys football and girls soft
ball season Mike's station, Homer 
Shell, donates $100 to the high 
school in the name o f  an outstand
ing Homer High School athlete.
The money ($1,500 a year) goes 
directly toward 
an a th le t ic  
trainer. Mike's 
school sp ir i t  
d o e s n ’t s top  
there. During 
football season 
he d o n a te s  
plastic foo t
balls for the 
cheer leaders 
to th ro w  in Top: M ike E gnatuk 's street sign  proudly
the stands; for honors the athletes o f the week. Above: M ike
b a s k e t b a l l

co m m u n ity  recognition plaques and ribbonsgames his sta-
t ion  donates
m in i - m e g a -
phones for fans; on the aca
demic side Mike purchases 
copies o f  the local newspa
per for a class; and he spon
sors the NFL Fact Find pro
gram that gives 4th graders 
football cards coupled with 
important life lessons.

Mike grew up in Homer, 
a small town southeast o f  
Battle Creek. He said when 
he returned after being away 
20 years, he wanted to let 
people know about the sta
tion. T h a t ’s why he first 
started the school programs 
eight years ago. But h e ’s 
found once you start giving 
back to the community, it’s 
real hard to stop.
6

Two Amoco dealers join the 
community in honoring their father

Brothers, and Amoco dealers, Pat and John Currie knew 
their father Richard was well liked in Big Rapids, but they 
never expected an entire night in honor o f  their dad.

Richard Currie was diagnosed with cancer recently. 
When civic leaders from Big Rapids approached him with a 
night o f  honor and fundraising for his medical bills, Richard 
graciously accepted but asked that all the money go toward 
the Hospice organization. Pat and John chipped in with the 
rest o f  the community in sponsoring the event. Pat said the 
community support has been overwhelming.

Not only did community leaders hold a night in Richard’s 
honor, but the winning Ferris State University football team 
dedicated their season to him and gave him the game ball 
from their match against rival Grand Valley State Univer
sity. Richard’s influence reached to Buffalo, NY where the 
Buffalo Bills also presented him with a game ball.

John and Pat are optimistic that the support o f  the com
munity and positive spirit o f  their father will get them all 
through this ordeal. They’re just glad they could help.

HAWKINS EQUIPMENT COMPANY
747 Orchard Lake Ave. Pontiac, Michigan 48341
OVER 50 YEARS SERVING THE OIL INDUSTRY

Petroleum Equipment Experts 
Service Station Maintenance 
Certified Tank Testing “Petro Tite”
Tank Lining “Glass Armor Epoxy”
Tank Sales Installation and Removal

■ State Required Overfill and Overspill Sold and Installed
■ Pump Installation Sales and Service
■ Distributor -  Tokheim, Opw, Red Jacket, Gasboy, Emco 
Wheaton, EBW
(8 1 0 ) 335-9285 Pontiac, Michigan

THE ONE COMPANY.

(810) 547-4477 FAX (810) 335-6767

M E M B E R

PEI
S e r v ic e  Q u a r t e r ly  D e c e m b e r , 1 9 9 5



Donating one U-Haul of food isn’t enough for 
Battle Creek dealer and community activist

Often dealer Jim Hazel’s office at his Union 76 station 
in Battle Creek acts as a community service headquarters, 
where Jim raises money and plans events for schools, Boy 
Scout troops, city festivals and the needy o f  Calhoun County.

Jim sits on the boards o f  several civic organizations 
and he even founded his own charitable foundation in 
memory o f  his late daughter, Julie Hazel Norman. He raises 
money for scholarship funds, oversees a recycling program 
for the Boy Scouts, teaches Junior Achievement classes to 
grade school students, and participates in and helps sponsor 
Battle C reek’s International Festival o f  Lights.

Most recently he donated a U-Haul truck to a local 
radio station's food drive. The goal was to fill the truck, but 
before the drive was half over, the truck had to be emptied 
so more food could fit. For Jim that's one example o f  the

Sunoco dealer moonlights as mayor Road construction earns dealer 
‘Crystal Beaver’ Award

When construction on Big Beaver Road in Troy cre
ated months o f  congestion and frustration, dealer Dennis 
Pellicci (whose station sits on the corner o f  Big Beaver and 
Crooks Road) worked hard at easing the burden with free 
coffee and newspapers, tips on getting through the mess o f  
closed lanes and support to surrounding businesses on Big 
Beaver.

In November Big Beaver Road was fully opened after 
a major road widening project. To celebrate the occasion 
Jerry Mathers (T V ’s the Beaver) was on hand to present 
Dennis and other business owners with Crystal Beaver 
Awards for outstanding community service throughout the 
construction project.

Denny’s Big Beaver Shell remained open 24 hours a 
day during the seven month long project. During that time 
the staff at Big Beaver Shell gave directions to motorists 

on getting through Big Beaver and promoted the businesses 
that were still open on the road. Dennis also recruited city 
dignitaries, including the mayor, to hand out free coffee, 
wash windshields and thank motorists for their patience 
during the construction. D enny’s Big Beaver Shell was an 
anchor in the middle o f  a road that looked more like a war 
zone, Dennis said.

Now that the “war” is over, Dennis and the com m u
nity are quite happy with all the extra traffic.

Your industry resource guide 
four times a year.

c o m m u n i t y  
c o m in g  t o 
gether.

“My dad 
a lw a y s  sa id  
'you can't go
to the  w e l l  D ealer Jim  H azel, r igh t, a n d  B attle  Creek
without remem- radio perso na lity  D an M cC lin tock  brave the
bering the well elem ents to fi ll  one o f H azel's  U -H aul trucks
d i g g e r , ’” J im  with food for the needy.
said.

A lifelong resident o f  Battle Creek, Jim has touched al
most every aspect o f  the community with his dedication and 
unselfishness. His long list o f  community activities doesn’t 
seem to be getting any shorter.

W hen the 
folks in Tecumseh 
w an t  to see  the  
mayor, they go to 
the Baker Brothers 
Sunoco station.

M a y o r  Jack  
B aker  w ill  m ost  
likely be under the 
hood o f  a car in his 
repair bays, but he’s 
a lw ay s  hap p y  to 
talk city politics.
Jack has been mayor 
o f  Tecumseh for two 
years, after serving 
two years as pro-tem 
mayor and two as a
council member. “ It really gives me a sense o f  satisfaction 
to give back to the community,” said Jack, a lifelong resi
dent o f  Tecumseh.

He said he spends at least two hours a day with may- 
oral duties like civic ceremonies, community meetings and 
the regular council meetings. Although Jack says it’s more 
o f  a “ figure head” position, the responsibility o f  repre
senting your hometown is no small job.

Tecumseh M ayor, a nd Sunoco dealer, 
lack Baker, right, congratulates Police 
C hief Larry V anA lstine on Tecum seh's  
30-year record o f no pedestrian  
fa ta lities.

S e r v ic e  Q u a r t e r l y  D e c e m b e r , 1 9 9 5
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Viewpoint
Terry Burns, executive director SSDA-MI

Customer service.
What does this mean? 

Where do we go to find it? 
Is customer service the place 
in the far left corner o f  the 
store where items can be re
turned and credit balances 
are paid?

Not in today's business 
climate. Custom er service 
today is something that hap
pens with each and every 
customer through every sale. 
However, it is all too obvi
ous when we do not receive 
good service.

Lack o f  customer ser
vice has unfortunately been 
brought to my attention over 
the last  co u p le  w eek s  
through some com plain ts  
filed with SSDA and appro
priate state agencies. In each 
case the customer was more 
disturbed by the response

How do your employees 
respond to customer concerns?

they received from the station 
em p lo y ee  than the actual 
problem. In all three cases the 
customer was attempting to 
let the employee know there 
was a problem with the fuel 
dispensing equipment or the 
self serve apparatus

In one particular case, a 
gentleman chose the nozzle 
color coded to the mid grade 
product. While fueling, he 
n o t iced  the c o lo r  co d e d  
nozzles were in the wrong 
place and he was actually pur
chasing a premium product. 
When he stopped pumping, 
he checked other pumps and

The Oscar W. Larson Co.
Since 1944

M E M B E R

The ONLY
Company You Need

•  24 HOUR SERVICE

• PETRO-TITE TAN K TESTING

• US UST UNDER FILL TANK 

TESTING

• SALES AND INSTALLATIO N

• TANK C LEANING

• TANKS AND D ISPENSERS

•  AIR CO M PR ES SO R S

•  CANOPIES

• AUTOMOTIVE LIFTS

• ELECTRICAL CONTRACTORS

•  LUBE EQUIPMENT

•  CARD READERS

- TANK INVENTORY SYSTEMS

Rt. 1 Box 174A 
Sault Ste. Marie. Ml 49783 
(906) 632-0491 
6568 Clay Avenue S.W 
Grand Rapids, Ml 49548 
(616) 698-0001 
1041 Mankowsi Rd 
Gaylord. Ml 49735 
(517) 732-4190

390 M ulti-Grade  
Dispenser w ith O utdoor card 

Processing Term inal

10100 Dixie Highway 
Clarkston, Ml 48348 
(810) 620-0070 Pontiac 
(810) 549-3610 Detroit

found them all to fit the cor
rect color coded scheme ad
vertised. It was clear some
one installed new pumps and 
failed to put them  in the 
proper place. The customer 
wanted to let the business 
person know about the prob
lem in order to prevent it 
from happening to someone 
else. While paying for his pur
chase he mentioned the prob
lem to the cashier.

A fte r  e x p la in in g  the 
situation, he received a re
sponse he was not expecting. 
Let’s take a test to see if  you 
can guess the response o f  the 
cashier.

Question I : After the 
customer explained the situ
ation, the cashier responded:

A. So.
B. I don ’t know any

thing about the pumps, I’m 
just the cashier.

C. Oh, thank you for 
bringing that to our attention. 
We will get someone to cor
rect it. Thanks.

D. Maybe you are color 
blind.

Question 2: Since your 
advertising stressed the color 
coding o f  the pumps, one 
would think you would want

the state to get som ething 
done? The cashier responded:

A. Go ahead, who cares.
B. No sir, we can take 

care o f  that right away.
C. I’m just the cashier, 

do whatever you want.
D. H ave you  ev e r  

thought you may be color 
blind.

The resonse to all three 
concerns was ‘A .’

In the three complaints 
I received, all the customer 
wanted was someone to lis
ten and respond in a positive 
manner. The problem did not 
h ave  to be rep a ire d  that 
minute, and no refund was 
asked for. The customers just 
wanted to feel they had helped 
by bringing the problem to the 
employee’s attention. These 
are the type o f  customers we 
should want!

In t o d a y ’s ex trem ely  
competitive business climate, 
every customer we have is 
one we need to keep. We 
should not give them reasons 
to go somewhere else. We are 
constantly looking for the bal
ance o f  trained employees and 
good customer service. It is 
critical our employees under
stand the importance o f  ad-

the proper color in the proper dressing and listening to a
place. Is there anyone I can 
report this to so it can be cor
rec ted ?  The c a s h ie r  re 
sponded:

A. Nope.
B. That would be Steve. 

Let me take the information 
and I’ll see he gets it.

C. I don’t know I’m just 
the cashier.

D. Maybe you are color 
blind.

Question 3 :  1 don’t want 
this to happen to anyone else, 
so do I have to report this to

customer’s concerns. It’s also 
important to know the proper 
person to take the concern to, 
and know that person will fol
low up.

In each case a state com
plaint was filed and an inspec
tor/representative was sent to 
the location to file the com
plaint on the station’s record. 
If a proper initial response had 
been given, these inspectors 
could’ve taken care o f  more 
important issues we all want 
addressed.
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Inside the State

Art Nash
Chief of DEQ's UST Division looks to new 
cleanup standards as the year's big success

B y  A m y  Johnston

Art Nash doesn’t own or operate an underground 
storage tank (UST) and he ’s not with an environmental 
consulting firm, but he does sit in the middle o f  the UST/ 
MUSTFA debate heating up in Lansing.

As Chief o f  the Department o f  Environmental 
Quality’s UST Division, Mr. Nash and his staff oversee all 
USTs in Michigan from tank registration to financial 
responsibility enforcement. He says bringing Michigan’s 
USTs into compliance, with or without MUSTFA, is a 
concern o f  both the state and the regulated community.

“ I like to approach this as a shared problem,” Mr. 
Nash said as he explained his position o f  bringing together 
the legislature, the DEQ and tank owners/operators.

With his office two blocks from the Capitol, it’s easy 
for Mr. Nash to meet with legislators, the governor’s staff 
and the DEQ staff. But the people affected most by these 
regulations are scattered across Michigan. That is why Mr. 
Nash looks to groups like SSDA as his link to an impor

tant group — the regulated community.
“ I depend on Terry [Bums, executive director o f  

SSDA] to tell me what is going on out there. I want to 
hear what problems your people are having,” said Mr. 
Nash, who met with SSDA members at this y e a r ’s conven
tion in August.

Moving to the DEQ
Mr. Nash has also learned to be flexible. He began 

working in hazardous materials management in 1977 with 
the State Police Fire Marshal Division. In 1994 he was 
assigned by the State Police to the Department o f  Natural 
Resources. Just this year the DNR was split, and now Mr. 
Nash works in the Department o f  Environmental Quality.

Despite all the shuffling, Mr. Nash thinks creating the 
DEQ was the right move. He said the department is now 
more accountable and responsible to the regulated com m u
nity. Mr. Nash also said the lines o f  communication are 

more open since he reports directly to the D E Q ’s
___ director, Russ Harding. He said Mr. Harding shares

the same concerns with impact on the regulated 
community, making the new department more fo
cused on responsible clean ups.

Lt . A rt Nash in his office at the D epartm ent o f E nvironm ental Q uality. 
Mr. Nash feels all current invoices w ith  M U STF A  should he paid. He is 
also working to im plem ent the R BC A  standards to make fu tu re  cleanups 
more affordable.

MUSTFA and the new compliance strategy
There may or may not be a second MUSTFA 

program, but those owed money should get paid, Mr. 
Nash said. He said the DEQ supports legislation to 
pay back tank owners owed money from pending 
invoices.

" It’s absolutely critical to pay o ff  the invoice 
debt,” he said. “ People are really hurting out there 
for their money. That’s our number one goal. It is 
absolutely critical.”

Although MUSTFA is no longer an available 
method to comply with financial responsibility (FR), 
Mr. Nash’s department must still enforce FR compli
ance. Keeping the financial difficulties o f  tank owners 
in mind, Mr. Nash worked closely with the U.S. 
Environmental Protection Agency to set up a compli
ance strategy that is least burdensome. He said the 
current strategy o f  phased-in enforcement has four 
main goals:

Not to put anyone out o f  business.
Make sure money is available (through 

avenues like insurance agencies) to pay for

Continued on next page
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Art Nash, continued from previous page

future releases.
Immediately address sites that can obtain insurance.
Work with owners/operators at all stages.

RBCA: the success of the year
In a year dominated by the negative feeling toward 

the discontinuance o f  MUSTFA, Mr. Nash is happy to 
point out a big success — adoption o f  the new Risk Based 
Corrective Action (RBCA) standards. The RBCA ap
proach looks at every site on an individual basis when 
determining what cleanup approach should be taken. Mr. 
Nash said RBCA is the “true success story o f  the year” 
because it brings the owners/operators back into the 
equation. He said the problem with MUSTFA was after an 
owner paid their deductible they were taken out o f  the 
system. “Owners were not always aware o f  what was 
going on at their site,” Mr. Nash said. RBCA is also 
expected to reduce cleanup costs. “ If  we can’t have 
MUSTFA, at lease we can reduce costs,” he said. Mr. 
Nash’s goal for the upcoming year is to oversee the imple
mentation o f  RBCA and educate tank owners. He said 
their feedback through SSDA was instrumental in adopting 
RBCA, and will be more important in evaluating its merit.

The central link
Mr. Nash looks at himself as one link in the chain. He 

feels the problems associated with USTs are best dealt 
with when all sides are involved. He looks to SSDA for 
input and SSDA members look to him for fair solutions. 
Open communication worked when Mr. Nash was working 
on the road as a state trooper and it is working for him 
now as Chief o f  the UST Division.

F o r m a lities

Career
• Started career in 1970 with the Michigan State 
Police, where he worked as a trooper and undercover 
narcotics agent.
• In 1977 was moved to the Fire Marshal Division
•  In 1980 began working with the Hazardous 
Materials Unit with the Fire Marshal.
• In 1994 the hazardous materials program moved to 
the Department of Natural Resources. Now, he is 
with the UST Division in the Department of 
Environmental Quality.
Education
• Bachelor of Science degree from Western Michigan 
University in 1970.
• Master of Public Administration from W M U in 
1980.
Family
• Wife Jennifer and son Kirk.

CSS Midwest

2270 Elizabeth Lake Rd. 
Waterford, Ml 48328 

Phone: (810) 681-0241 
Fax: (810) 681-9726

SOFTWARE DESIGNED 
FOR THE RETAIL 

GASOLINE INDUSTRY 
OFFERING

Cash Register/Pump Interfacing 
C-Store Inventory 

Payroll 
Accounts Receivable 

Accounts Payable 
Daily Over/Short 

EPA Gasoline Reconciliation 
Repair Order Generation 

Parts Inventory 
General Ledger 

On-Site Training 
System Upgrades 

Professional Support 
Trained experts in hardware and 

software set-ups 
Windows '95 Users:

We can put icons for CSS 
on your screen

Further Enhance Your 
Operations with 

W indow s, 

W ordperfect 

and L otus

C o n su ltin g  and 

T rain in g  Available
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Can we talk?
Dealer roundtable group takes on the basics, tough questions

Twelve SSDA members from 
across the state have formed the 
Association’s first dealer roundtable 
discussion group to share ideas, 
expertise and advice on the industry 
and their businesses.

The group was formed after a 
successful roundtable discussion at 
this year 's convention in August. 
Dealers told us they wanted to work 
and share with each other. Dr. Camille 
Donnelly, who spoke at the Conven
tion, was selected to facilitate this first 
group based on her success in starting 
similar roundtable groups.

The group meets once a month. 
Each month a different member hosts 
the meeting and creates the agenda. 
SSDA’s goal is start more groups in 
the future with trained members 
acting as facilitators. I f  you are a 
member and interested in joining an 
upcoming group, please call Amy or 
Terry at SSDA at (5 1 7 )  484-4096.

S S D A 's  fir s t dealer roundtable d iscussion group: From  le ft, M ik e  E g n a tu k  o f Homer, 
Richard Bratschi o f Lansing , Jim M alek o f G rand H aven , Ed W eglarz o f B irm ingham , 
C onnie Cothran o f W aterford, facilitator C am ille D onnelly , G ary H enricksen  o f 
B irm ingham , S teve Boyer o f M cB ride, Bill W ilm arth  o f Kalamazoo, D en n is  Pellicci o f Troy, 
and Terry Kildea o f O kem os. N o t pictured: D ave H orton o f B righton and  C huck Skruba o f  
Sterling  H eights.

Tracer Tight® No Down Time 
Tank and Pipeline Leak Tests

Two tests for one price
Information about site contamination is important. It may be required 

for your insurance coverage. The Tracer method gives you a 
quantitative sample of TVHC at each test location.

•   No in terup tion o f service.
•  No overfill; no topping off tanks.
•  Tests any tank size and pipeline length.
•  M ichigan State Police Fire M arshal approved.
•  Reliable for any type o f fuel, oil or chemicals.
• Detects and locates leaks as small as 0.05 gph.
• Third party evaluations surpass EPA requirements.
• M ethod is on the EPA list o f accepted tests 
October 1991.
• Does not subject tanks to any structura lly  
damaging pressures.

Sunrise Tank Testing 
A licensed Tracer Tight Leak Detection Affiliate

Thomas S. Brown • P.O. Box 1025 Evart, Ml 49631 
(616) 743-6950 • Fax (616) 734-2055
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Your C-Store
Jim Mitchell, president o f Jim Mitchell & Associates

Creating your own niche while 
maintaining the oil company’s image

The No. 1 asset in your 
image program w ill 
a lw ays be your 
employees. Treat your 
store like a stage, w ith  
your employees as the 
performers.

Image. The visual image 
you present with your con
venience stores will define the 
way you are perceived. Your 
image determines which cus
tomers you will attract and 
what those customers will 
purchase.

Major oil companies of
fer incentives i f  you conform 
to their image program. This 
requires the store and fuel is
lands to have the same image. 
In many locations, this will be 
a beneficial arrangement. In 
other locations, it will not. 
Since the incentives are based 
on gallons pumped and a spe
cific period o f  time, it may be 
to your advantage to go your 
own way.
On vour own

Here arc some general 
guidelines to determine the 
direction that you should take 
i f  you decide to image on 
your own:
• Interstate h ighw ay loca
tions

Generally, interstate high
way locations will benefit 
from a major oil com pany’s 
image program. Many trav
elers will look for a specific 
brand they feel comfortable 
p u rch as in g .  Your py lon  
signage will become a draw 
off the interstate, and your 
image will reinforce that de
cision.
• Neighborhood locations

In a neighborhood loca
tion, you need your own 
store image to support the 
feeling o f  a full-line conve
nience store. Major oil com- 
pany-imaged stores are often 
considered overpriced snack 
shops. You can become a bet
ter neighbor by creating an 
image to better match the 
neighborhood. A well-de- 
signed store can often over

come zoning objections.
• Inner-city locations

When fueling is offered, 
the oil company image will be 
an asset at inner-city loca
tions.
•  Urban thoroughfare loca
tions

A major oil company im
age will be beneficial in a lo
cation on an urban thorough
fare. Inside sales are some
times low, and fuel is the main 
draw.
• Rural locations

M ost rural  lo c a t io n s  
should develop their own 
image to better suit the com 
munity. Fuel should retain the 
oil company image, but the 
store should be distinct. Lo
cal employees will enhance 
the feeling o f  community in
volvement.
• Resort locations

Resort locations should 
have the look and feel o f  the 
particular resort area. The 
customers can see major oil 
stations at home. They want 
a reinforcement o f  the resort 
atmosphere.

All stores providing an 
expanded foodservice will 
benefit from their own unique 
image. After all, how many 
customers feel good about 
eating in a service station? 
Niche imaging

The majority o f  conve
nience stores will benefit 
from creating their own spe
cial niche in the marketplace. 
This demands a special look
— something to excite the 
imagination and to set you 
apart from the competition. 
The development o f  this type 
o f  store starts with the area 
demographics and lifestyle 
analysis.

For example, it may be a 
beach location similar to Gul

lies, with “ I got it 
at Gullies” T-shirts 
w ith  b ird  d r o p 
p in g s  on the 
s le e v e ,  or a 
mountaintop loca
tion similar to the 
new Nice N Easy, 
w ith  a large 
vaulted wood ceil
ing and a scenic 
mural. It may be the silk trees 
and towering red ceramic tile 
entrance supported by a large 
chrome column at the new 
Pantry, or a ‘50s diner atmo
sphere at Gallaghers.

T h e se  s to re s  have  in 
c o m m o n  im ages  id ea lly  
suited to their locations. They 
have the look and feel de
manded by their customers’ 
lifestyles. That is what image 
is all about — meeting the 
expectations o f  the custom
ers.

Whatever image you se
lect, it must be reinforced by 
an interior match. Your exte
rior image will draw the cus
tomers in, but the interior 
image will keep the custom
ers coming back. Designing 
an interior that provides the 
com fort level required by 
your particular customer base 
can have a dramatic impact 
on your store volume.
Color

C o lo rs  can ex c i te  or 
calm. A unique color scheme 
will be long remembered. 
Proportions o f  color are of
ten more important than the 
color itself.

For example, a 90 per
cent red, 5 percent white and 
5 percent blue stripe will ap
peal more to the Hispanic 
market. A one-third red, one- 
third white and one-third blue 
stripe will appeal more to 
“ Hubba.” A 5 percent red, 90

percent white and 5 percent 
blue stripe will appeal more 
to the Yuppies.

Whatever colors you se
lect, be bold. A color band 
around your interior will be 
boring. Accent areas such as 
fountains and delis by chang
ing color and texture.

Lighting is also a matter 
o f  color. Color is how you 
light it. Red can look rich and 
exciting or dull and brown
ish, depending on the lamp 
you use. Check with your 
lighting supplier or designer 
concerning which lamps to 
use for your color scheme.

Finally, the No. 1 asset in 
your image program will al
ways be your employees. 
Dress them to match the store 
and the store design. Treat 
your store like a stage, with 
your employees as the per
formers. A good stage setting 
is always memorable.

When all o f  these ele
ments are in place, your store 
will “feel good.” You will be 
a predator in your area, not 
bait.

Jim  Mitchell is president 
o f  Jim  Mitchell & Associates, 
a convenience store design 
and consulting firm  located  
at 1200 Walnut Hill Lane, 
S u ite  2000, Irv ing , TX  
75038. (800) 247-5635. This 
article was reprinted from the 
National Petroleum News.
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Update

MUSTFA on Senate floor; cigarette 
floor stock tax exemption

Regulatory
Terry Burns, SSDA-MI

MUSTFA
There has been a great 

deal o f  activity in the legisla
tu re  r e c e n t ly  re g a rd in g  
M U STFA . On N o v e m b e r  
29th the Senate passed Sen
ate Bill 738 which is part o f  a 
two-bill package designed to 
insure outstanding MUSTFA 
invoices as o f  June 29, 1995 
are paid in full. SB 738 also 
increases the emergency re
sponse fund to $3 million 
from the previous $1 million.

The companion House 
bill, which extends the sun
set to whatever year needed 
to pay the outstanding in
voices, was held up in com 
mittee in early November. 
This delay was due to a group 
o f  people opposing the bill 
because it did not solve the 
whole problem at one time. 
The legislature’s stance is to 
take this problem and try to 
solve it one step at a time.

Many proposals have

been introduced to correct 
the whole problem, but no 
act ion  has been taken on 
them to date. When the Sen
ate was discussing SB 738 
on November 29th, substi
tute m easures were intro
duced to no avail.

We have written each 
leg is la to r  ex p re ss in g  our 
concern, and are talking to 
members o f  the Senate and 
House daily, making sure this 
issue does not go away with
out resolve.

The phase in schedule 
for enforcement o f  financial 
responsibility was delayed 
until December 1st due to a 
co u r t  a c t io n  a g a in s t  the 
State. At press time no re
sults were known o f  this 
court action. An update to all 
members will soon be mailed 
(if  you have not already re
ceived it).

Cigarette tax of 1994/ 
floor stock inventory

T h e  M ic h ig a n  S ta te  
T reasu ry  is r a n d o m ly  re 
questing verification o f  the 
floor stock o f  cigarettes on 
January 3 1 ,  1994. This veri
fication is due to the change 
in the cigarette tax to 75 cents 
per pack o f  20 in May 1994. 
Business  ow ners  were  a l 
lowed to take the floor stock 
o f  cigarettes on January 31, 
1994 and mark them in an 
evident way to differentiate 
them from newly purchased 
cigarettes. The marked ciga
rettes still in inventory on 
April 30, 1994 were not sub
ject to the tax increase.

Business owners were 
to use Form C-1594 to cal
culate the num ber o f  floor 
stock cigarettes and the new 
inventory in order to deter
mine the amount o f  tax owed.

The recent random inspec
tions by the Treasury are to 
verify the inventory numbers 
used on Form C-1594 and 
to verify what type o f  m ark
ing system was used. Due to 
the large number o f  filers, it 
has taken some time for the 
audit division to begin ran
dom verification requests.

Questions have been 
raised regarding the legali
ties o f  this method o f  tax 
collection on floor stocks. 
The A ttorney General re
cently decided this was le
gal and appeared to be the 
legislative intent at that time. 
Hopefully this will end the 
question and put the issue to 
rest.

If  you have any ques
t io n s  on th is  tax o r  the 
forms, please call the SSDA 
office at (517) 484-4096.

Tire Wholesalers Co., Inc.
•As our name implies, we 

are a wholesaler of tires.
•We are an established business, 

having been in business for over 
20 years.

•We deliver.
•We have UPS service daily.
•We guarantee what we sell.
•We want your business.
•We have a huge inventory of 

Passenger, High Performance, Truck, 
Trailer, Motorcycle, Carlisle Lawn & 
Garden, Industrial Tires & Tubes, 
Shocks, Struts, Custom Mag Wheels 
and Accessories, all in stock for 
immediate delivery.

Gas

CADILLAC WAREHOUSE
303 Hawthorn Street 
Cadillac. Ml 49601

(616) 7 7 5 - 6 6 6 6

TROY DISTRIBUTION CENTER
1783 E. 14 Mile Road 

Troy. Ml 48083

(810) 5 8 9 - 9 9 1 0

SOUTHFIELD WAREHOUSE
19240 West 8 Mile Road 

Southfield, Ml 48075

(810) 3 5 4 - 9 9 1 0
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Supplier Spotlight

Y o u n g ’s F u e l  E q u ip m e n t  S e r v ic e s
Tanks to fuel pumps to lighted canopies, two companies come together

Rick Bibik o f  Y oung’s 
Fuel Equipment is quick to 
point out the advantage o f  
doing business with Young’s: 
One stop shopping.

Tank removals and instal
lation, monitor systems, fuel 
pumps, card readers, cash 
consoles, lubrication equip
ment and hoists, electrical 
work, HVAC, building addi
tions and remodels...The list 
goes on as Mr. Bibik, Senior 
Vice President, explains why 
Young 's offers just about ev
erything for a service station, 
except candy bars.

“If  an owner can pick up 
the phone  and m ake  one 
phone call, his life will be 
easier,” he said.

F o r m a l it ie s

•  Founded in 1993 w hen tw o companies came 
together.
• Based in M ichigan , but operate in Ohio, 
Illinois and Indiana.
• Bob Young, CEO; S teve VanderZyl, 
President.

Young’s Fuel Equipment 
S e r v ic e s ’ d iv e rs i f i c a t io n  
com es from the com bined 
resources o f  two companies. 
Walter E. Brandt & Sons, a 
fuel equ ipm ent contractor 
fo u n d e d  in 1933, and  
Y oung  s E n v i ro n m e n ta l  
Cleanup Inc., involved in re
movals and remediation since 
1988, decided to make their 
long partnership official two 
years ago  by fo rm in g  
Y oung’s Fuel E quipm ent.  
Bibik said this gives custom
ers  the a d v a n ta g e  o f  r e 
sources and expertise in sev
eral areas o f  interest to ser
vice station operators.

Young's hasn’t stopped 
with the creation o f  this new 

c o m p a n y .  
R e c e n t ly  a 
p a r tn e r s h ip  
w as form ed 
w ith  a g e n 
eral contrac
tor and archi- 
t e c t / e n g i -  
neering firm. 
Gasco M an Rick Bibik, left, and Charles Brandt 

outside the Young's Fuel Equipm ent 
headquarters in Flint.

D o d so n  G r o u p
Long partnership with SSDA pays for dealers

When Dodson Group 
began  o f fe r in g  w o r k e r s ’ 
compensation insurance for 
SSDA members there were

F o r m a l it ie s

•  Founded in 1900. It is one o f the largest 
privately held companies in M issouri.
•  Has been a specialty w riter o f workers' 
compensation insurance for more than 30 years.
•  Cathleen Dodson, Chairman and CEO;
James R. Jones, President and C hief Operating  
Officer.

no self-serve gas pumps or c- 
stores in stations, and 24 hour 
operation was rare. Gas cost 
well under 50 cents a gallon 

and se rv ice  
a t t e n d a n t s  
pumped gas, 
cleaned win
d ow s and 
checked oil.

T h i r t y  
th ree  y ears  
later , the 
p a r tn e r s h ip  
b e t w e e n

Dodson Group and SSDA is 
still benefiting members with 
quality coverage and yearly 
dividends. In fact, SSDA 
members have received divi
dends every year since the 
D o dson  D iv idend  plan 
started in 1962.

“We’ve had 33 years o f  
consecutive dividends and 
SSDA is the only association 
I can say that about,” said 
Elmer Gibson, manager o f  
association operations for 
Dodson Group.

Dodson operates in 37 
states and 75 percent o f  their 
business is association pro
grams.

“Our relationship with 
SSDA is something we don’t 
take for granted,” Gibson 
said.

“Thirty three years o f  
consecutive dividends shows 
a lot o f  allegiance between 
the two organizations.”

With more than half o f
Continued on next page

agement specializes in build
ing service stations from the 
ground up.

“Dealers today are more 
educated about the industry 
than ever before,” Bibik said. 
“Customers do their research 
and demand value for their 
money.” That is why Young’s 
trains its staff on all equip
ment it sells.

“ We want our people 
up to date on software, 
trends and we want them 
to have the ability to ser
v ice  the  e q u ip m e n t , ” 
B ib ik  said ,  ad d in g  he 
w on’t sell a product if his 
staff can’t service it.

W hile the business 
has branched out, fuel 
pumps and related equip
m en t  rem a in  a co re .  
Charles Brandt, General 
Manager, said his father 
began fixing fuel pumps 
in 1931 when “tank holes 
were dug by horse and 
hand.” He remains fo
cused on the custom er 
service p ra c t ic e s  he

learned from his father’s busi
ness.

Mr. B ibik sum m ed up 
their business philosophy this 
way, “No matter what busi
ness you’re in, it’s customer 
driven.”

For more information on 
Young’s, see page 4 or call 
(810) 785-5509.

14 S e r v ic e  Q u a r t e r l y  D e c e m b e r , 1 9 9 5



all SSDA members partici
pating, Dodson G roup’s pro
g ra m  is one  o f  the  
association’s most popular 
m em ber benefits. Through 
the program, SSDA members 
are eligible for great rates on 
workers’ compensation and 
property /casualty insurance. 
At the end o f  each year par
ticipating members are eli
gible for a paid dividend.

Dodson Group also of
fers members an interest free 
insta llm en t plan for the ir  
policies, allowing dealers to 
pay for their premium over a 
period o f  time rather than 
taking a large hit once a year.

The Dodson Dividend 
plan has evolved over the 
years, giving members more 
privileges and options. Mr. 
Gibson said these changes 
and improvements are a di

rect result o f  the open com 
munication between the lead
ership at Dodson Group and 
SSDA.

“The biggest bond we 
have is the longevity o f  this 
program and the ability on 
both sides to give and take,”

he said.
One exam ple  o f  this 

open communication is the 
recent change in classifica
tion o f  a c-store employee for 
c o v e rag e  p u rp o ses .  N ow, 
dealers can classify c-store 
personnel as store employees

ra ther  than service sta tion 
employees, lowering the pre
m ium for those employees.

I f  you would like more 
information on the SSDA en
d o r s e d  D o d s o n  p ro g ra m ,  
please call the SSDA office 
at (517) 484-4096.

Visser's
Tank Testing

EPA Approved & Certified Will Meet or Beat Written Quotes! 
Fast, Friendly Service Days, Nights or Weekends

Secondary Containment Line Testing

Call the Best at:

1- 800- 757-7666
Tank A Line Testing Is Our Specialty!

Attention Service Station Dealers:
If you're in the market for a 

health plan, get the most 
accepted, unquestioned 

coverage there is.

Blue Cross 
Blue Shield
o f  M ic h ig a n

Blue Care Network
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Q. What can the SSDA do for me? SSDA
Service Station Dealers Association

A. • Provide you  w ith  on e hour o f p h on e con su ltation  w ith  our legal consultant.
•  G ive you  group insurance through B lue C ross/B lue S h ield , w h ich  you  can pass on to your 
em p lo yees.

• Regular updates on leg isla tive , regulatory and m em bersh ip  issu es  through Service M onthly  
n ew sletter  and Service Q uarterly m agazine.

•  M ake you  a profit o f up to $1,000 through a payph on e com m ission  program.

•  Save you  up to 50 percent w ith  a Visa/M astercard program; w ith  no transaction fees and a fixed  
rate of 1.98 percent.

•  Earn you  an annual rebate w ith  D o d son  w orkers' com pensation.

•  G ive you  additional prom otional poin ts toward Tire W holesalers program s, as a Tire 
W holesa lers custom er and S S D A  mem ber.

•  H ost an annual convention  each year f illed  w ith  b u sin ess  advantages and entertainm ent.
•  Protect your interests by having an SSD A  representative on the M USTFA Policy Board.

•  M ake sure your vo ice is heard in Lansing w ith  an active leg isla tive  support netw ork and PAC.

•  Put a staff at your fingertips to fin d  the leg isla tive  and regulatory answ ers you  need.

•  Invite you  to join  a netw ork o f hundreds o f other dedicated p rofession a ls in  the industry w ho  
can h elp  w ith  advice and support.

•  The SSDA can provide you with the knowledge you need and the savings you want.
Please send the application below to S S D A , 200 N . Capitol Suite 420, Lansing, M I 48933

A p p l ic a t io n  f o r  M e m b e r s h i p

I (we), by subm itting this application and the paym ent o f  scheduled dues, hereby apply for m em bership in the Service Station Dealers 
Association o f  M ichigan, Inc.

B u s i n e s s  N a m e : -  

B u s i n e s s  A d d r e s s :

C it y : ________________________________________________________________________  M l Z i p : __________________  P h o n e : (

C o u n t y :  T y p e  o f  o w n e r s h i p : □  C o r p o r a t e  □  N o n -CORPORATE

SOLE PROPRIETORSHIP PARTNERSHIP

E n c l o s e d  p l e a s e  f i n d  a  c h e c k  f o r  _____________________________________

P l e a s e  c h a r g e  m y  m e m b e r s h i p  t o  m y  MC o r  VISA ( p l e a s e  c i r c l e  o n e )  c a r d  #  a n d  e x p . d a t e

Please  B il l  M e

A n n u a l  M e m b e r s h i p  D u e s : A n n u a l  A s s o c ia t e  M e m b e r s h i p  D u e s :

______ $41 monthly (electronic banking) ______  $25 monthly (electronic banking)

$480 annual paym ent $250 annual payment

Add $120 per station after four stations.

Signature D a t e _________________________________________Dec. 1995 SQ
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In the Repair Facility
Joie Duffy, Washington, Maryland, Delaware and Pennsylvania 
Service Station and Automotive Repair Association

Letting your customers know 
you're worth the price

It's up to you to educate 
your customers, to let 
them know your rates are 
fair...

Remember that Cybill 
S h e p a rd  c o m m e rc ia l  for 
L’Oreal where she tosses her 
golden locks around a few 
times, tells you how great her 
hairs looks when she uses the 
stuff and justifies the cost o f  
product with that wonderful 
“ I’m worth it!” line. As a 
marketing person, I love that 
line. One o f  the first lessons I 
learned in sales was not to 
apologize for the cost o f  my 
product.

But I w o n d e r  a b o u t  
those o f  you out there who 
are selling autom otive re 
pairs. What do you do when 
you 're  confronted with an 
irate custom er who thinks 
you're charging an arm and 
a leg for a “simple” little pro
cedure he thinks you should 
be doing for free out o f  the 
goodness o f  your heart? Let’s 
face it there are lots o f  folks 
out there with just that kind 
o f  mind set. Just in case 
you’re not convinced, think 
back to the last time you 
spoke with your insurance 
agent, or the parts supplier. 
Do the phrases “the cheap
est you' ve got” or “only the 
basic co v erag e” ring any 
bells? Everyone is watching 
expenses right now and ma
jor car repair bills are usually 
not budgeted items. No won
der customers are looking to 
cut costs.

Still, you can’t cave into 
the pressure from your cus
tomers to lower your prices
— not if you want to make a 
profit and stay in business. So 
it's up to you to educate your 
customers, to let them know 
your rates are fair and based 
on the increasing expenses 
you are facing. I know you've

heard this before, but it bears 
repeating — over and over 
and over.

A c c o rd in g  to M itc h  
S ch n e id e r  in the Jan uary  
1994 edition o f  M otor Ser
vice, the automotive repair 
industry is “both labor and 
equipment intensive as a re
sult o f  high technology: com
puterized electronic engine 
controls, fuel m anagem ent 
systems, distributorless igni
tion, antilock brake systems, 
active suspension, automatic 
traction control, e lectroni
cally controlled transmissions 
and computerized comfort 
controls.”

As a shop owner today 
you must have highly skilled 
workers who, let’s face it, 
need to be paid good salaries 
with decent benefits. Add to 
that the fact you must keep 
those skilled personnel cur
rent on the ever changing 
technology that grows daily 
by leaps and bounds. In ad
dition, equipment costs have 
definitely kept pace with the 
growi ng technology. There is 
a definite correlation between 
sophistication and expense.

If these factors are not 
enough to  justify your prices, 
remember to add the increas
ing expense associated with 
environmental regulations. 
And don’t forget the every
day expenses so easily over
looked like utility bills, adver
tising costs and community 
service donations.

Now I can hear you say
ing “OK. ( )K I know all this 
is true, but how do I let my 
customer know about it?” A 
big part o f  the answer is “at
titude.” And by attitude I 
don't mean you have to be an

egotistical brag
g a r t .  I f  you  
k n o w  y o u  re 
“worth it” then 
that feeling will 
come across to 
your customers.
Your employees 
have to gener
a te  the  sam e  
feeling or you’ve lost your 
edge. Also make sure your 
cu s to m ers  know  they are 
“worth it” to you and so is 
their car. You really have to 
appreciate they are intelligent 
enough  to recogn ize  they 
should be patronizing your 
bus iness  and no t an o th e r  
“cheaper” establishment. You 
already know they re worth 
it if they are regular custom
ers. If  y o u ’re smart you will 
go the extra mile for them.

Letting your customers 
know what you’re up against, 
without complaining about 
your problem s, is another 
way to let them know y o u ’re 
worth it. You may need to 
employ a little creativity in 
getting the message across. 
First and foremost, be sure to 
display your tech’s creden
tials, especially i f  they are 
ASE certified. This serves 
two purposes. It builds the 
confidence o f  your custom
ers and subtly lets them know 
your shop employs compe
tent, well trained technicians. 
It also gives the techs some 
well deserved recognition. 
Let’s face it, a pat on the back 
never hurts.

For a number o f  years 
we have been advocating the 
inclusion o f  an environmen
tal fee in all work orders. 
C onsum ers  are becom ing  
more and more attuned to the

fact that recycling and other 
efforts that improve the en
vironment carry a price tag. 
D on’t be nervous about list
ing a standard charge for en
vironm ental costs on your 
ticket. If  it makes you feel 
better, make a list o f  your en
vironmental costs to accom 
pany the charge.

D o n ’t fo rg e t  a b o u t  
equipment costs in this cus
tom er educa tion  program . 
One dealer proudly displays 
invoices o f  his latest equip
ment in his customer waiting 
area. He makes a point o f  tell
ing customers about his lat
est shop purchase and how it 
better helps him serve their 
needs. The higher the cost, 
the more he brags about the 
purchase.

O f  course the best way 
to convince the public you’re 
“worth it” is to be worth it. 
Deliver high quality service 
consis tently  and the word 
ge ts  a ro u n d .  B efo re  you  
know it, you 'l l  have more 
work than you can handle.

This artic le  was reprin ted  
from  the October 1995 issue 
of T he  Nozzle, the magazine 
o f  the W ashington, M a ry
land, Delaware and Pennsyl
vania S erv ice  S ta tion  a n d  
Automotive Repair A ssocia
tion. Ms. Duffy is Associate  
Editor.
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Law Talk
Murk Cousens, SSDA-MI Legal Counsel

MFDA protects your 
business at time of death

The Motor Fuel 
Distribution Act 
provides very 
significant 
benefits to 
Michigan's 
dealers.

But those 
benefits are 
meaningful 
only if dealers 
know what the 
statute provides 
and how to use it.

A five year old statute 
provides dealers with sub
stantial benefits. But too lew 
know what the statute pro
vides or how it works. The 
unfortunate result  is some 
dealers are losing opportuni
ties to sell their franchise or 
protect their families. I have 
written about this law previ
ously, but from questions I 
have received it seems like 
time for a refresher.

The Motor Fuel Distri
bution Act was approved in 
October 1990 and signed by 
G overno r  Blanchard. The 
law was designed to deal with 
two important aspects o f  the 
relationship between dealers 
and suppliers; transfer by 
sale; and transfer following 
death. These two matters are 
expressly reserved to regula
tion by the states under the 
Petroleum Marketing Prac
tices Act. And both implicate 
the right o f  the dealer to en
joy the benefits o f  building 
the value o f  his or her busi
ness.

MFDA applies only to 
dealers who sell branded pe
troleum products. It does not 
apply to local brands or those 
facilities selling gasoline that 
does not carry a “refiner’s 
mark." It applies only to per
sons who are “franchisees” as 
defined by PMPA.

Designating a successor
MFDA permits dealers 

to designate a person to suc
ceed them upon death. This 
was a most serious problem 
before MFDA. PMPA per

mits the termination o f  a fran
chise upon the death o f  the 
dealer. The result is that the 
families o f  some dealers were 
forced out o f  valuable fran
chises when the dealer died. 
MFDA creates a very simple 
process to insure a franchise 
will continue. But the dealer 
must act during his or her life
time to insure the franchise 
is transferred.

The dealer must provide 
w r i t te n  n o t ice  to the 
franchisor o f  the name o f  the 
person who will succeed the 
dealer (SSDA has forms that 
meet the standards outlined 
in MFDA). The notice must 
also contain the address and 
relationship o f  the successor. 
The dealer may name both a 
primary and secondary suc
cessor. The primary succes
sor may be, for example, the 
dealer’s spouse; the second
ary successor, a child.

The designation must be 
submitted to the franchisor 
during the dealer’s lifetime. 
The dealer should have proof 
the form was filed. Mailing 
the form by certified mail is 
sa t is fac to ry  i f  the dea le r  
keeps the return receipt at
tached to a copy o f  the des
igna tion  form. The form 
should then be tiled with the 
dealer 's  important papers. 
And the dealer should make 
certain both the primary and 
secondary successors know 
about the designation.

MFDA provides a 30 
day period for the designee 
to claim the right to succeed 
the dealer. The successor

should contact the franchisor 
within that period following 
the dealer’s death. A written 
notice should be provided to 
the franchisor informing them 
the successor has agreed to 
operate the franchise. The 
franchisor must then permit 
the transfer o f  the franchise 
to the successor.

M F D A  p erm its  a 
franchisor to refuse to accept 
a designation if the successor 
does not meet the “reason
able standards” required by 
the franch iso r .  But the 
franchisor has to have very 
good reasons to reject the 
person. And a designee may 
challenge the refusal to ac
cept the successor.

Designating a Purchaser
MF D A  p erm its  a 

franchisor to designate a pro
spective purchaser for the 
franchise. The Act requires 
the franchisee to notify the 
franchisor o f  the proposed 
sale in writing. The notice 
sho u ld  p ro v ide  the 
purchaser’s name, address 
and information regarding 
their financial qualifications 
including business experi
ence. The franchisor has the 
right to request additional in
formation.

The franchisor has 60 
days to consider the pro
posed transfer. This period 
begins to run from the point 
at which the dealer has pro
vided the franchisor informa-

Continued on next page
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the franchisor. It w ants  to 
know the prospective dealer 
is going to be able to pay for 
products purchased.

M F D A  p r o h ib i t s  a

MFDA provides very signifi
cant benefits to M ich igan ’s 
dealers. But those benefits 
are meaningful only i f  deal
ers know  w hat the sta tu te

MFDA gives you two options
Designate a Successor
A dealer needs to notify the 
franchisor o f  the successor 
in writing. This notice must 
contain the relationship o f  
the successor to the dealer 
and the address o f  the 
successor. A dealer can 
name both a primary and 
secondary successor.

Designate a purchaser
Again, the dealer must 
notify the franchisor o f  the 
purchaser in writing. The 
dealer must also provide 
financial information on 
the purchaser. This gives 
the franchisor 60 days to 
consider the proposed 
transfer.

Law from previous page

tion sufficient to permit the 
franchisor to make a decision 
regard ing  the prospec t ive  
purchaser. But the franchisor 
cannot make unreasonable 
demands for information for 
the purpose o f  extending the 
consideration period. The 60 
day period does not begin to 
run again simply because the 
franchisor has requested ad
ditional information.

A franchisor may elect 
to purchase  the franchise  
from the dealer at the price 
agreed upon with the pur
chaser. The sale terms must 
also be the same. However, 
this right to meet competition 
does not apply if  the sale is 
to the dea le r  s spouse  or 
adult children o r  children-in- 
law.

D ealers se l l ing  the ir  
franchises make two com 

mon mistakes that invite fran
chisors refusal o f  a sale. First, 
they do not secure a proper 
ag reem en t  for sale o f  the 
franchise.  Often sales are 
handshake deals or described 
on a real estate sales form 
used for the sale o f  houses. 
The agreement for sale o f  a 
going business should be pre
pared by an experienced per
son. It should be complete, 
leaving nothing to discuss 
later. Real estate salespersons 
often are unskilled at draft
ing complex documents. A 
franchisor is more likely to 
approve a sale if it knows the 
terms o f  the deal.

Second, dealers often 
do not secure adequate infor
mation about the purchaser. 
The franchisor can only be 
expected to approve a deal if 
it know s the purchaser  is 
credit worthy. Cash deals, 
while attractive to a seller, are 
often a source o f  concern for

franchisor from unreasonably 
w ith h o ld in g  c o n sen t  to a 
transfer. The seller has the 
right to com m ence suit to 
challenge the refusal.

The law works only if  
d e a le r s  k n o w  a b o u t  it.

provides and use it. Every 
dealer should designate a pri
mary successor and second
ary successor.  And every  
dealer should know they have 
certain rights if they wish to 
sell their franchises.

1.98% Rate 
No transaction fee

SSDA

SSDA and Comerica Bank are 
proud to offer an improved 

merchant Visa & Mastercard 
program for SSDA members.

• 1.98 percent processing rate, 
regardless of ticket size.

• No transaction fee.

If you' re an SSD A  member and would like to sign up for 
this program, please call SSD A  at (517) 484-4096.

Endorsed by Service Station Dealers 
Association of Michigan since 1962, 
the Dodson Plan gives association 
members the opportunity to earn 
dividends each year on their workers' 
compensation insurance.

Because SSDAM members are promoting 
job safety and keeping claim costs low, 
dividends have been earned every year 
since 1962.

In fact, more than $750,000 in dividends 
has been returned to insured SSDAM 
members in the last five years alone!

You, too, can share in the savings. 
Call Dodson today! 

1-800-825-3760 
Ext. 2990

underwritten by
Casualty  R eciprocal E xchange  
m em b er

DODSON GROUP 
9201 State Line Rd.
Kansas C ity, M O 64114
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Been There
D one That

B y  A m y  Johnston

Dealer Larry Troy in one o f the  
bays o f his station, M -59  &  
Crooks Autocare in Rochester 
Hills. Larry 's love of 
automobiles keeps him  busy at 
the station m ost every day.

Dealer Larry Troy has his own 
definition o f  retirement, and it 
doesn’t include slowing down. It 
means coming to work almost every day,

spending the winter months in one 
o f  the wreckers, keeping a watch
ful eye on the industry, and com
mitting time to SSDA. Even his 
wife Beverly still enjoys working 
at the station three days a week.

“ I like getting away in the 
wrecker and meeting new 
people. That’s retirement for me. I 
like it and I get paid now and 

then,’’said Larry, who begins a term as 1st 
Vice President o f  SSDA in January.

“ I like what I’m doing. If I d idn’t I would 
have been gone long ago.”

There is no question about who is in 
charge o f  M59 and Crooks Autocare in 
Rochester Hills. And there is no question 
about who has devoted his career to making 
a better name for the independent dealer. The 
walls o f  Larry's small office are completely 
filled with plaques o f  recognition from Shell 
Oil, SSDA, AAA, and the community; 
pictures o f  Larry with other dealers and 
politicians; and newspaper clippings about 
the trials and triumphs o f  his business.

Like many dealers, the path to the ser

vice station business was not a direct one 
for Larry.

He was bom in Highland Park, Michi
gan during the depression and joined the 
army after high school, ending up in 
Korea. After 28 months in combat, Larry 
was promoted to 2nd Lieutenant and 
received the Silver Star and the Bronze 
Star for valor and heroism under fire. He 
served in the Army Reserve where he first 
worked at a gas station in Oklahoma. 
After a stint at Goodyear Tire Co., Larry 
and Beverly moved to Michigan in 1962 
for an engineering position at Ford.

During an educational leave from 
Ford, Larry went to school and found a 
job managing stations for Amoco Oil. In 
1967 he took the plunge and bought a 
Shell station on 8 Mile and Southfield 
Road in Southfield, where he would stay 
for 20 years.

“Back then it was all full serve,” he 
said. “We had the largest Shell station in 
the United States.”

The 1970s were busy, but successful 
for Larry. He remembers pumping 3 
million gallons in 1972 and being one o f  
the largest AAA contractors in the state. 
He also fondly recalls building relation
ships with customers by pumping their

TANK TESTING WHEN YOU WANT IT 
NIGHTS & WEEKENDS!!!

•TANK TESTING 
•LINE TESTING 
•LOWER RATES 
•FREE ESTIMATE

Test it right- 
Test it tight- 

with TELL-A-LEAK

T E L L -A -L E A K
U N D E R G R O U N D  S T O R A G E  T A N K  

L E A K  D E T E C T IO N  S P E C IA L IS T S  

30198 Dequindre 

W arren, Ml 48092 

( 810) 751-2248

Let Us Help You 
Take C on trol o f  Your 

E n viron m en tal P rojects

S uperior
ENVIRONMENTAL CORP

C orporate O ffices:
2201 Wolf Lake Road, Muskegon 49442-4845

Knowledge • Experience • Commitment

• Environm ental Site  
A ssessm ents

• Baseline Environm ental 
Assessm ents

• G eologic/H ydrogeologic  
In vestigation s

• Sam plin g/A n alytical

• Rem edial System  Design, 
Engineering, and Installation

• Environm ental 
C om pliance/O perations  
Audits

• Underground Storage Tank  
Services

Call Your Superior Team! 

1-800-968-8480
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Larry, w ith  w ife Beverly, has been w ith  Shell O il for  
alm ost 30 years. H e bought his firs t location in 1967 in  
Southfield.

gas, fixing their cars and just have a friendly 
conversation here and there. Larry is a 
dealer who is hesitant to praise food marts 
and pay-at-pump services. He loves the 
business o f  automobiles and customers who 
know your name.

“ We’ve created this fast business with 
no people, he said. “We forgot how we got 
here in the first place, by serving the motor
ing public. People don’t need Twinkies and 
milk; they need to have their car running.” 

Every thing wasn’t perfect 20 years ago 
though. Larry remembers fighting hard 
along with SSDA for the rights o f  dealers.
He was in President Carter’s office for the 
signing o f  the Petroleum Marketing Prac
tices Act, which protects leasee dealers.

“One year I went to Washington D.C. 27 
times lobbying for PMPA,” Larry said.

He points to PMPA as just one triumph 
o f  SSDA-MI and the national SSDA. These 
efforts, he said, have made life easier for the 
dealer o f  today.

“Guys around now are taking advantage 
o f  what SSDA has done,” Larry said.
“There aren’t many who have been around 
30 years and remember how it was.”

It didn't lake Larry long to find out 
about SSDA. He remembers dealer, and 
now fellow board member, Joe Grish telling 
him about the association right after he got 
his first station. A year later, Larry was an 
active member. As a board member on and 
off for 25 years, a former national director 
o f  SSDA-AT, and a legislative player

L arry w ith  one o f his wreckers.

through it all, Larry is quick to point out 
the main advantage o f  the association.

“The more guys you have, the more 
fire power you have. And you can win a 
war or a battle with fire power,” he said.

Next to fire power,
Larry believes knowledge is 
key in this industry. He said 
that’s one reason he can’t 
walk away, even though 
he’s “retired.”

“This business is chang
ing. It’s changed so much in 
the 30 years I’ve been 
here,” Larry said. “ I like to 
keep my finger on it. This 
business amazes me every 
day, how things have 
changed.”

In this evolving busi
ness, Larry Troy is a con
stant. He knows where his 
business was, where it is 
now, and where he wants it 
to go. His office says it all 
with the walls showing his past, the hum 
o f  the fax machine in touch with the 
industry today, and the excitement in his 
voice when he talks o f  all that is to come.

The SSDA is honored to have Larry 
Troy as an active m ember fo r  so long. Mr. 
Troy's unwillingness to let things rest as 
they are has helped our members more 
than once. He is a dealer that has seen it 
all, and  still wants to make a difference.

F o r m a l it ie s

Career
• After serving in Korea, Larry was in the 
A rm y Reserve.
• He began working for Ford as an engineer 
1962.
• Opened his first Shell station in 1967. 
Community
• Past president of the Lions. He is currently 
club secretary and active in the leader dog 
program. He was Lion of the year in 
Southfield.
• Member of Shell Dealer Advisory Board.
• Active with A A A .
Family
• Wife, Beverly; 3 children; 7 grandchildren.

Earlier in  his career Larry o w ned several s ta tio ns in  m etro -D etro it, now  
he ju s t  concentrates on th is one in  R ochester H ills.
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Business Focus
Tom Borg, Tom Borg & Associates

Reinforce the positive and your 
employees will be loyal ones

Employee tips
One o f  the most frus

trating challenges for ow n
ers or m anagers is to get 
their employees to consis
tently  trea t  the cus tom er 
right.

Far too often the cus
tomer service training pro
gram that is completed gets 
mediocre results. The em 
ployee o f  the month program 
seems to die a quiet death. 
The m otivational  posters 
urging employees to excel in 
being a team player and de
livering excellent service ap
pear to be useless. What is 
the missing link that will bind 
these and other reinforcers 
to g e th e r  to c re a te  the 
changes necessary?

Consistently  using a 
system for providing positive 
reinforcement to your em 
ployees when they “do right” 
is the golden key. Remem
ber, having a system and not 
using it is no better than not 
having one at all.

First identify the behav
ior and results you want to 
see. Both you and your em
ployees need to be tuned into 
the same channel for the kind 
of service you want deliv
ered. Their perception o f  
what good service is can be 
quite a bit different from 
your perception.

Management consult
ant Dr. Tom Connellan sug
gests your system include 
reinforcement o f  the desired 
results and the desired be
havior. For example, when 
reinforcing the DESIRED 
RESULTS it could sound 
like this: “Larry, you and 
your team m embers suc

ceeded in achieving your 
p ro je c te d  go a ls  fo r  last  
month. Great job! Keep up 
the good work!”

What is important here 
is being specific about the 
RESULTS achieved. You 
are giving recognition to his 
success for his ability to get 
his team to work together 
and reach  the p ro jec ted  
goals for the month.

When reinforcing the 
DESIRED BEHAVIOR it 
could sound like this: “Sally, 
you did a good job in find
ing out what that last cus
tomer really wanted. By ask
ing the right questions you 
were able to help him spe
cifically identify the type of 
repair he was looking for. 
That customer received the 
kind o f  service we want to 
deliver.”

By telling Sally that she 
asked the “right questions” 
reinforced her BEHAVIOR 
o f  using questions to dis
cover what the customer re
ally wanted. As a result the 
customer received the atten
tion he deserved and re
ceived the right kind o f  ser
vice.

As W. Clement Stone 
has said “Never expect what 
you don't first inspect.” If 
you want the right behavior 
from your employes be sure 
to inspect it as they do it. 
This way you can help them 
make the necessary adjust
ments.

It is vital that you con
tinue to periodically rein
force the right behavior. 
How often do you reinforce 
it? A good rule o f  thumb is

Tell them why
Instead o f  ju s t  ord erin g  

people to do things, take a mo
ment to explain why things need 
to be done.

Example: “The reason the 
report needs to be done by five 
this afternoon is that we need it 
for tom orrow  m o rn in g ’s 8 
o ’clock meeting. When you ex 
plain why you need something 
done, people will seize the op
portunity to offer suggestiosn  
you hadn't thought o f.”

a lot in the beginning and in
termittently after that. Three 
o f  the most powerful ways 
to reinforce behavior are:

1. One-on-one verbal 
“attaboys or attagirls.”

2. Praise the individual 
in front o f  others.

3. “Talk behind their 
back.” Praise the individual 
w hen  he or she is not 
present. Word o f  your praise 
will usually get back to them 
by way o f  the grapevine.

A word o f  caution. Be 
careful not to inadvertently 
punish the right behavior or 
reward the wrong behavior. 
This is illustrated in the ex
ample of  the employee ask
ing the customer questions 
about the type o f  problems 
his car was experiencing. If 
the manager were to criti
cize the employee for ask
ing the customer too many 
questions when other cus
tomers were waiting for as-

Before hiring 
that applicant

To determine prospective 
em p lo y ees’ phone sk ills , call 
them when they should be busy 
and see how  well they handle 
your questions.

L isten  for p ro fess io n a l 
sounding voices that are both 
friendly and resonant. And make 
sure their voices convey a posi
tive image that reflects self-con- 
f id e n c e , en th u sia sm , quick  
thinking, patience and courtesy.

-Communication Briefings

sistance, he would be pun
ishing the “right” behavior.

If this manager were to 
p ra ise  the  em ploy ee  for 
speeding up his assistance to 
the customer, not realizing 
that in doing so the employee 
neglected to ask the neces
sary questions to satisfy the 
customer, he would be re
warding the “wrong” behav
ior.

In conclusion, identify 
the type o f  service results 
and behavior you want and 
be sure to systematically re
inforce it. Be consistent and 
persistent and your employ
ees will follow through with 
the quality service you want 
them to provide.

Tom Borg is with Tom 
Borg & Associates, a cus
tomer development and em
ployee performance consult- 
ing f irm based in Canton, 
Ml, (313) 453-8019.

-Hope Health Letter
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News Briefs
How much coffee 
do you drink?

The a v e r a g e  co f fe e  
drinker drinks 3.5 cups o f  
coffee a day. More men than 
w om en drink coffee ,  and 
most drink it in the morning.

These are the findings of  
the U.S. Coffee Consumption 
Trends and Outlook study by 
the National Coffee Associa
tion.

The study says coffee is 
the second most popular bev
erage, next to soft drinks. 
People in the Northeast and 
North Central part o f  the 
U.S. drink more coffee than 
in other parts o f  the country.

The findings in this study 
may be beneficial in how you 
sell coffee at your station. For

example, did you know: 50 - 
59 year olds drink the most 
coffee. Regular coffee a c 
counts for 84 percent o f  all 
coffee consumed. Only 38 
percent o f  coffee drinkers 
drink their coffee black, the 
rest add sweetner, creamer or 
both.

The study also showed 
the rise in specialty coffees 
like gourm et flavored and 
cappuccino. Both espresso 
and cappuccino drinking rose 
in winter 1995. Although a 
large majority still drink regu
lar flavored coffee.

If you would like more 
information on the study, call 
the National Coffee Associa
tion at (212) 344-5596, or 
SSDA.

Law gives states 
I/M flexibility

The National Highway 
System was signed into law 
by President Clinton, giving 
s ta tes  f lex ib il i ty  w hen  it 
comes to inspection/mainte
nance programs.

T he  n ew  law  a l lo w s  
states to submit their own 
inspection/maintenance pro
grams and propose the num 
ber o f  credits they should re
ceive. This prohibits the EPA 
from applying any automatic 
credit discount to decentral
ized test and repair systems.

The new law also repeals 
the maximum national speed 
limit o f  55; repeals require
ments relating to motorcycle

helmet laws; and clarifies that 
the Clean Air Act require
ments apply only in non at
tainment areas and areas re
qu ired  to have  a ir  quality  
maintenance plans.

Car wash study to 
gauge customer 
attitudes

T he In te rn a tiona l  C ar  
Wash A ssoc ia t ion  is c o n 
ducting a study to gauge con
sumer perceptions o f  profes
sional car washing.

The study will include 
full service, exterio r co n 
veyor, self-service and in-bay 
automatic washes.

If  you would like more 
information contact ICA at 
(312)321-5199.

For Sale
E quipm ent.  An Allen  Sm artscope  with an osc illiscope. Call L eR oy  Schu ltz  at (31 3 )  459 -1049 .

A lgon ac station for sale. 120' x 120' fron tage  on M 29 in A lgonac .  Two bays, c -s tore , full serv ice  and 
self-servicc. G aso line ,  kerosene  and diesel. Som e eq u ip m en t  will stay. A cross  the street f rom  public 
access to St. C la ir  River. A t p resent a Sunoco , but can  change.  Call (810)  794-4310 .

Sunoco  station for sale. Tw o bays with a c-store. Call (517) 467-3003 .

Serv ice station eq u ipm ent.  Longtim e S unoco  dea le r  has sold his station. A vailab le  for sale; S unoco  
m erchand is ing  m aterials ,  d iagnostic  equ ipm ent,  cabinets,  signs, fluids, filters, w ip e r  b lades  and  o ther 
equ ipm ent.  For m ore  inform ation please call L eo B eacham  at (810) 739-3797.

Independent u n branded  station at 2002 W. M ain  in K alam azoo . Inc ludes three repa ir  bays and  self- 
serve pum ps for gas and diesel fuel. For m ore inform ation  p lease call Bill Freevol at 800 /862 -0358

Station for sale. 150' o f  M 24 frontage. Z oned  for com m erc ia l  use (c-s to re  and /o r  full service). A sk ing  
$250,000. Please call (810) 628-1875 for m ore  inform ation.

M ajor brand service station. Includes three-bay repair facility with c-store. P rim e East  L ansing  
location. Please call SSD A  at (5 17) 484 -4096  for nam e and n u m b er  o f  seller.

Auto repair and diagnostic  equipm ent.  C o m p u te r  scanner, brake lathe, strut com pressor ,  alien scope 
and many others. Please call SSD A  at (517)  484-4096  for n am e and nu m b er  o f  seller.

If you are interested in buying or selling an existing service station or equipment please call the 
SSDA at (517) 484-4096. We are keeping a running list o f  sellers and buyers.
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LAWRENCE A. WRIGHT, INC,
W ith over 2 5  years o f  experien ce  in the

automotive service industry, our direct specialty in 
accounting and consulting for the service station dealer 

makes us unique in this market area.

As your consulting "partner", we can assist you with:
M o n th ly  Financial Statem ents  

Counseling fo r Profit 
Business Valuations fo r Buy/Sell Planning  

Payroll Checkwriting  
Com puterized Accounting Systems 

Business and Personal Income Taxes

We serve the service community statewide!

Call today to set up your appointment for a 
free initial review.

Be sure to mention this ad!

28277 Dequindre 
Madison Heights, M I 48071-3016

Phone: (810) 547-3141 Fax: (810) 547-3223

SERVICE QUARTERLY
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Lansing. Michigan 4 8 9 3 3
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