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Reach new heights at Boyne

SSDA 1996 Convention will help you make
the most ofyour business and association

H ow do you
maintain  a
customer
base? How do you increase
that base? Is there a better
way tofind good employees ?
What's the latest in state/fed-
eral regulations?

Take your business to
new heié;hts by exploring
these and other issues at the
SSDA 1996 Convention Au-
gust 4-7 at Boyne Highlands.
The Convention Committee
and SSDA staff are planning
in-depth workshops aimed at
iImproving your business,
h_elpinggou_ market your sta-
tion. and giving you a clear
picture of the requlatory
front. _

We re also planning a
host of activities aimed at
winding down. Events like an
outdoor summer barbecue, a
spectacular dinner theater
?rogram, plenty of tree time
or rest and relaxation and/or
golf in the Harbor Springs /
Petoskey area of Northern
Michigan. Boyne Highlands
isan incredible resort nestled
near Little Traverse Bay.

Plan to bring your fam-
ily to Boyne Highlands (they

have an all-day childrens’
Brogram) this August for a
usiness tune up under the
beautiful Northern Michigan

Boyne Highlands is a complete family resort with tennis courts, outdoor pools, challenging golf courses,
nature trails, and a wide variety ofaccomodations from suites in the main lodge to two-floor condos.

summer sun. Watch your

mail for r_e%istrati_on materi- Inside March 1996
als. hotel information and our

early bird special. Ifyouhave ~ What are your

any questions please call  options jn Page 14-15

Amy at SSDA $517) 484-
4096. We look forward to
seeltpg you at Boyne this Au-
qust!

icing?
advertising’ Jack Baker and

his brother Jeff
keep 'service’in
service station.
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Editor
Amy Johnston
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SSDA

Compare us against your current
supplier. We at Eby-Brown would
appreciate the opportunity to
prove ourselves to you. We
want to become 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 Environmental, Bothell. WA

Hard hats. Worn gloves. We can help you build your
Mud on our boots. We are future. One phone call does
Parks Omega and have heen it all. Ask for your copies of
serving our clients for over ~our free Total Compliance

38 years. Program and TC 110 Leak
+ Service station Prevention brochures.
construction Call 1.313.684.1215.

TC 110 Leak
Prevention System
+ UST installation
+ Remediation
« Parts and equipment
+ Compliance service
- Low cost financing
+ Affordable insurance

Parks Omega

The Total Compliance Company
4901 McCarthy Drive, Milford, M1 48381
Phone 313.684 1215 Fax 313 684 1929

Terry Burns
Amy Johnston
Denise Bernwanger

Juli Chamberlin Byington

Tony DeLuca
Willie Calloway
George Robb

Executive Director

Director of Communications
Membership Services/Blue Cross
Executive Assistant

Membership Services

Marketing Representative
Marketing Representative

Board of Directors

Officers

President
Dennis Sidorski
J&S Shell
(313) 994-0373

5t Vice President
Larry Troy

M59 Crooks Auto Svc.
(810) 853-7137

2nd Vice President
David Cornish
Zeeb Road Amoco
(313) 769-0845

3rd Vice President
Rich Bratschi

Lake Lansing Mobil
(517) 484-2300

Treasurer

Gary Fuller

12 & Evergreen Shell
(810) 358-2087

Executive Committee

Philip Bucalo
New Five Shell
(313) 464-3323

Eric Evenson
Evenson Ent.
(313) 455-2636

Norman Fischer
Eastland Shell
(810) 744-2322

James Malek
Malek Shell
(616) 842-8677

Lou McAho
B? Beaver Shell
(810) 689-8186

Robert Walter
Franklin Standard. Inc.
(313) 626-2080

Ed Weglarz
Hunter & Oak Amoco
(810) 646-5300

Directors

Mark Ambroziak
Wixom 1-96 Shell
(810) 349-9900

Keith Anderson
Anderson Service Center
(517) 832-8895

Warren Barrone
University Amoco
(517) 351-0770

Reg Binge
Binge's Limited
(313) 792-0430

Connie Cothran
M-59 Pontiac Lake Shell
(810) 674-0408

Pete Doneth
Fenton Hill Shell
(810) 750-0300

Joseph J. Grish
Joe Grish Servicenter Inc.
(616) 584-3200

Matt Lentz
Haslett Road Marathon
(517) 339-0220

Jim Little
H & H Mobil
(517) 332-6335

Tim Mariner
Mariner Petroleum Company
(616) 538-7990

Darrell Marx
Marx Auto Care Inc.
(810) 553-2662

Derry Middleton
Lakeside Marathon Service
(810) 247-0080

Joesph Nashar
6 & Telegraph Shell
(313) 534-5910

Tom Onofrey
Standard on'the Hill
(313) 885-4630

Dennis Pellicci
D & M Pellicci Ent.
(810) 852-2191

George Schuhmacher
Colonial Standard Service
(313) 773-7000

Service Quarterly March, 1996



Features Articles

14-15 Dealer Profile
With a station in
the heart ofa
small town, broth-
ers Jack and Jeff
Baker say full
service will al-
ways he a natural
Eart oftheir
Usiness.
Inside the State
Mike Gadola is the
governorsfront man
In eliminating
unnecessary requla-
tions. Already his
office has cut 1,000
rules that are deemed
non-essential.
Departments
2 Board members 17 Members in the news
5 President's Corner 19 News Briefs
8 Viewpoint 23 New members

March 1996

Ist Quarter
Vol. IX No. XXXIII
ISSN 1043-7053

10 Membership
Dodson yields 20 percent premium dividends.
12 Your C-store
C-store designer Jim Mitchell takes a look at the
growing trends in design, customers and marketing.
13 Regulatory Update
House deciding on a bill that would reprimand both
retailers and minorsfor tobacco sales.
16 Business Focus
Financial advisor Gregory Tarr discusses key areas
oftax planning you may not have thought of
20 Supplier Spotlight
Mechanical Wash Systems helps you clean up
profits even after the sale; Aqua-Terra Inc. wants to
lake environmental liability offyour shoulders.
22  Law Talk
Attorney Mark Cousens looks at a crucial case of
oral agreements between Amoco and some dealers.
Advertisers
AQua-Terra, INC.. e 10
Blue Cross Blue Shield.....cccoceniiiiinnniinnen. 13
Comerica BankK ..o 23
Compatible Software Systems.....cceeeenene 21
[ 0 o X Yo o PSR 23
EDY-BIrOWN oo 2
Hawkins EqUipment.....cciniiniecnecieeen 16
Mechanical Wash Systems......cccoccevcvecieenen. ll
Mellema's Service Station Maintenance..... 5
Oscar W. Larson Company .....ceniennnnn. 7
Parks Omega ..o 2
Sunrise Environmental.....cccooieiniiiiniinennn. 15
Tire Wholesalers. ... 8
L A. Wright and Associates.....ccocceeieeiieieennnne 24
Young's Fuel Equipment......inienne. 4

Service Quarterly is published in March. June. September and December by the Service Station Dealers Association of Michigan, 200
North Capitol Ave.. Suite 420. Lansing. Michigan 48933. ©1996. SSDA-MI.

Subscription price to all members is free. All other U.S. subscriptions, $40 per year. Prepayment of $10 is required for single copy orders.
Subscription inquiries call SSDA-MI at (517) 484-4096. Address all single copy requests along with payment to SSDA-MI. 200 N.
Capitol. Suite 420. Lansing. Michigan 48933. Postmaster: Please send address changes to same.

Service Quarterly March, 1996



YOUNGS

FUEL EQUIPMENT

Young's Offers

e Tank & Piping Installation

« UST Removals & Replacements

« System Upgrades

= At the Pump Card Readers

= Aboveground Tanks

= Automotive Hoists

e Lubrication Equipment

= Electronic Monitor Systems

= Cash/Controller Consoles

= Canopy Installation

= Canopy Lighting and Upgrades

= Air Compressor Sales and Service

e Commercial Card Readers for
Unattended Fueling

= Remediation Services

« Oil Water Separators

= Transport Drop Hoses

« Airless Paint Sprayers

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

Full Service Electrical Department 24 Hour Emergency Service

Young's Fuel Equipment Services, Inc. VEMBER
G-5339 N. Dort Highway « Flint, MI 48505
Phone (8102 785-5500 or (810) 7890161  PE
ax (810) 785-4733
Toll Free (800) 547-1126

Providing the Highest Quality Service to the
Service Station Dealers Association.

Innovation in Fuel Distribution, Design and Installation.
Supported by a Commitment to Service.



President’s Corner
Dennis Sidorski, SSDA-MI President

Department of Agriculture our best
defense against the ‘had gas’ rap

The MDA has
become one of our
most reliable
supporters
through their
consumer
complaint line.

Bad gas has become a
hot topic.

Recently TV stations in
Grand Rapids and Metro-
Detroithave aired special re-
ports on customers being
ripped off by bad gas. Unfor-
tunately these stories have
pointed the finger at dealers.
Most dealers have sup#)ly
contracts specifying the fuel
must meet MDA octane stan-
dards, therefore the%/ are of-
ten at the mercy of their sup-
plier. Regardless, these recent
television reports have But
the dealer in a questionanle
light. And in this business

SALES e SERVICE « PARTS e INSTALLATION

MELLEMA’S
SERVICE STATION MAINTENANCE, INC.
11644 S. Greenville Rd.
Belding, Michigan 48809

616-794-2330 FAX

616-794-2606

MEMBER

PEI

Total Containment/Enviroflex

Bennett
o/C ZORN

EBW Hoists

Gasboy

Red Jacket

Clawson Tanks

Emco Wheaton

Certified Tank & Line Testing
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image is everything.

We do, however, have
a great course of defense at
the state level. The Michigan
Department of Agriculture
(MDA), specifically their
motor fuel quality division,
has become one of our most
reliable supporters through,
of all things, their consumer
complaint line -- 1-800-
MDA-FUEL.

In 1983 SSDA mem-
bers worked with MDA to
establish ~ 1-800-MDA-
FUEL as a way to not only
maintain the customer’s
trust, but to help expose and
punish fraudulent dealers
selling bad gas. In the 13
years since the line was set
up there have been many in-
vestigations into "bad gas”
retailers; but more impor-
tantly it has provided deal-
ers with a third party to
verify the quality of their Fas.
When a customer calls alleg-
ing bad gas has hindered
their car, the MDA immedi-
ately takes a fuel sample
from the station and tests it
intheir lab. In most cases the
results show there is no
problem with the gas.

The cooperation of
SSDA members and the
MDA s a great example of

Look for the logo

The 1996 SSDA Convention

logo will guide you to Boyne

Highlands for this year's
convention.

Look for it in your mail for the

the private sector and the
state working together for
the good of both an indus-
try and its customers. Your
association worked hard in
1983 to preserve the cred-
ibility of its members and cir-
cumvent harsher regula-
tions.

The relationship fos-
tered with MDA in 1983 has
led to other successful pro-
grams. like the “Fill It Up"
project, where dealers vol-
unteer to pump gas at the
self-serve price for handi-
capEed motorists, SSDA
worked hard to establish this
i)rogram as voluntary, al-
owing participating dealers
to set their own hours.
These efforts circumvented
legislation mandating hours
and participation. The
pro?ram’s success was re-
cently recognlzed nationally.
“The Lundberg Letter,” a
twice-monthly analysis of
the oil marketing industry,
called Michigan’s “Fill It
Up” program “a model for
the nation.”

SSDA is committed to
protecting a positive image
of our members as caring,
reliable and honest business
owners. | hope future me-
dia reports do the same.

latest in registration materials, the early bird special, and
regular updates. It's a great looking reminder of all that
awaits you at the SSDA 1996 Convention.

We look forward to seeing you at Boyne this August!

Thank you to Chris Knape for designing our convention logo.



The a( game

Every business needs to promote Itself, what
will work bestfor your station?

By Amy Johnston

dvertising. Some business owners
view it as a necessary evil. Others
see it as an integral, and even fun,

part of their business. The following article of-
fers insight on some of the more common forms

of advertising your business and throws out a few
suggestions you may not have thought of,
illboards

Many see billboards as one of the most cost
effective forms of advertising based on exposure.
Billboards cost half as much newspaper and ra-
dio, according to the Outdoor Advertising As-
sociation of America.

"Obviously the most effective medium for a

This billboard on 1-96 between Lansing and Grand Rapids uses its easy access off

service station without question is billboard ad-  the freeway as a selling point. Highway locations can really benefit from hillboards,

vertising,” said Roger Martin of the Lansing ad-
vertising firm Rossman-Martin and Associates.

SSDA member Randy Markham has been a billboard
user for 26 years. Currently he uses up to 15billboards for
his five Lansing area locations, trying to put one in each
direction on the highway to advertise his car washes and
fast food tie-ins. Rising costs have led Markham to shar-
ing billboards with other businesses. His billboard along |-
96 near Okemos includes the Comfort Inn and another busi-
ness. It's hard to measure the success of a billboard, but
Markham said his freeway business is good, so something
isworking. o N

According to the Mlch|%an Outdoor Advertising As-
sociation, 77 percent of Michigan residents use billboards
and 94 percent agree they help travelers. It'simportant to
use your freeway hillboards to give detailed directions to
your station and promote what the highway traveler wants,
whether that be food, clean restrooms or “easy on - easy
off"access. o

Outdoor advertising is usually sold on a 30, 60 or 90
day basis, with some companies letting you rotate your
site. Location is a big factor in determining the price of
billboard, as well as the materials used to display your
message (a painted on message vs. a printed poster).

Radio

Radio advertising allows a dealer the chance to make
local impact with their business name, while flexing their
creative muscle. Lansm? dealer and SSDA member Rich
Bratschi takes a Persona approach to his radio adve_rhsmg
—hte and his wite Colleen are the "on-air talent” in eac
spot.

: “We' ve had a lot of fun with radio," Bratschi said. “It’s
real gratifying when people say they heard your ad.”

6

For the motoring public, radio can be the last stop be-
fore a purchase, said Lisa Smith, gLeneraI sales manager at
Lansing’s Oldies 97.5 and Newstalk 1240. Smith said radio
has the advantage of being active and passive, hitting 96
percent of the population. o

Radio also offers a great chance for local tie-in.
Kalamazoo SSDA member Mert Frost advertises on the ra-
dio during Western Michigan University Bronco sporting
events. He said the radio ads are great companions to his
game program ads and his rink-side sign at the hockey arena.
Advertising executive Martin suggests offering your car care
expertise to a radio news/feature show.

Radio ads are commonly sold in 30 or 60 second blocks,
Smith said. She added, radio spots can be created and on the
air within a day, making them great for last minute promo-
tions or business changes. Markham said he uses radio when
he has a special promotion, like a grand opening.

Newspaper _ S

Newspapers tend to come in two varieties: daily and
weekly. Many agree daily papers are too large for advertis-
ing a neighborhood station. A better alternative might be
your community weekIY or “shopper” paper. These papers
are usually delivered to all households in a market area, reach-
ing 98 percent of the area's population, said Gayla McUmber
ofCommuth Papers of Michigan. McUmber said newspa-
pers are usually kept 4-6 days and are looked at as a busi-
ness and community reference tool.

Ne|ghbor_h_ood locations tend to benefit more from news-
paper advertising. Again, try to find a local tie-in. Several
dealers run “athlete of the week" promotions with the local
high school. Try putting the winning athlete’s picture and
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name in your station ad each week; or offer car care tips
with each ad; or use your ad to help promote community
events ){ou are involved in.

Yellow Pages

The average adult turns to the Yellow Pa?es 1.9 times
per week, according to the Yellow Pages Publishers Asso-
ciation. A Yellow Pages ad is seen more as a reference
than a blatant advertisement. A service station offering re-
pair and/or towing service will especially benefit from ad-
vertising in the Yellow Pages. However, with stations of-
fering so many services (car washes, c-stores, fast food) it
can be hard to decide the heading to place your ad under.
Yellow Pages are relatively cheap and have a year-long
run, but you're not able to change your ad during that year.

Direct mail

There are several ways to utilize direct mail. First, you
can cultivate your current customer base through mail pro-
motions. Keep an active data base of your customers g/ou
can get their names and addresses through work orders,
personal checks, or frequent buyer cards). Send them spe-
cial coupons, advance notice on promotions, and announce-
ments for sFeciaI events. Several members with repair fa-
cilities. including Bratschi, send service reminders for oil
changes and other regular maintenance. Bratschi said it’s
one of the best and most cost effective advertising meth-
ods he uses. More than 78 percent of Americans open,
read, look at, or set aside direct mail, while only 17 per-
cent discard it without even reading, according to the U.S.
Postal Service Household Diary Survey.

You can also use direct mail to attract new customers.
Check out the "Welcome Wagon” type of service in your
nei%hborhood. These groups will send a personalized let-
ter from your business to all new residents, and they usu-
ally provide you with monthly reports on who received
letters. Most metropolitan areas also have some form of a
“Coupon Pack” where your coupon is sent with others to
a IarFe group of households.

n-store promotion
Many dealers agree your best advertisement is your
business. “Your biggest advertisement is your location. Ev-
erything else is to supplement that." Bratschi said. “When
guymg advertising don't do something your corner already
0es.'

Several members hand out flyers and coupons at the
store. While this may not attract new customers, it is very
effective in bringing people back. Kalamazoo member Frost
said one of his biggest_promotions is his special oil change
ﬁnce, which is aavertised through station signs and flyers

anded out to customers. Some dealers use frequent UK
incentives. Forexample, Markham offers a car wash punc
card where you earn a free wash when you fill the card. If
you have a c-store with %ourmet coffee try a coffee club.

Try one or more of the following store promotions or
'free" advertising:

« Invite a local politician to come and greet constitu-
ents while pumping gas or serving coffee.

* If you have a large parking lot. let a local school or
group use it for a car wash.

* [fyou're near the highway try offering free coffee or
donuts with a fill-up to travelers on busy weekends like
Labor Day or 4th of July.

* Oiler f)]/our expertise on car care to a local radio or
television show, or a newspaper column.
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* Offer your sta-
tion as a backdrop
to local TV or print
media when they 're
doing stories on the
industry.

« Stay involved
in your community
by serving on local
boards, helping with
charity drives, or
sponsoring a local
team.

« Give away
‘freebies’ with your
station name on
them, like city maps,
magnets,  pens,
frisbees, calendars,
or small trash bags
for the car.

Whatever meth-

Let them know
your name.

Promote the fact you're a locally
owned business by using your
name often.

* Use your business name in all
ads and flyers, when answering
the phone, on free merchandise for
customers, signage at the station
if possible, and on all service
orders.

* Let the media know you'rea
local business. Many papers,
especially small ones, run local
business features regularly.

* Lend your support to local
events, charities, sports teams,
and/or institutions.

ods you use, make sure you take a good look at your station
first. What are you promoting? Where's your location? Who
are you trying to attract? A billboard may work well for a
highway location, while the local paper works better for a
nelghborhood station. Either Wa?]/ you look at it, advertising

is an important supplement to t

e look of your station, the

attitude of your employees, and the quality of your product.

The Oscar W. Larson Co.

Since 1944

MEMBER

the ONLY

Company You Need

* 24 HOUR SERVICE

« PETRO-TITE TANK TESTING
* US UST UNDER FILL TANK

TESTING

* SALES AND INSTALLATION

* TANK CLEANING

* TANKS AND DISPENSERS

* AIR COMPRESSORS
« CANOPIES
*« AUTOMOTIVE LIFTS

« ELECTRICAL CONTRACTORS

« LUBE EQUIPMENT
* CARD READERS

« TANK INVENTORY SYSTEMS 390 Multi-Grade

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

Dispenser with Outdoor card
Processing Terminal

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



Viewpoint

Terry Burns, executive director SSDA-MI

A little snow won't dampen a
dealer's work ethic

Do you ever catch your-
selfasking "Why am | in the
gasoline business?" That's a
great question as long as we
can answer it and/or learn
from it. Otherwise, it can tear
us apart.

Our industry has been in
the news a lot recently. Tele-
vision stories on gas quality
and employee safety aired in
February. Newspaper articles
on the rising, falling gas
prices are constantly ques-
tioning our industry. A recent
article inNational Petroleum
News by Steve Dwyer started
off saying, "Resilience —the
ability to recover from or ad-
just easily to misfortune or
change." Mr. Dwyer was re-
ferring to the Detroit area
petroleum market.

Resilience is the word
that best describes today’s
dealer. Each morning dealers
wake up to changes in mar-
keting fractices, new de-
mands from customers, and
supplier tactics to control

profit. Dealers have proven
their resilience over and over
to the point where the cus-
tomer expects it from us; of-
ten with no understanding of
what really goes on in this
business.

Andy Rooney recently
wrote an article titled "Tales
of a Blizzard." That article
was right on target in ex-
plaining the work ethic of a
dealer.

Mr. Rooney described
the recent enormous snow
fall in New York City and his
walk to work that morning.
He said he could walk in the
middle of the street because
the onI?/ traffic was a few
snow plows and a few resil-
ent business owners.

“All the good small
stores ... were already open

and someone was out front
shoveling, ” Mr. Rooney
wrote. "All the tacky stores
were closed and the 28 inches
of snow lay unshoveled in
front of them. | passed three
newspaper kiosks that were
open. The small businessmen
who run those needed the
money. When Igot to the of-
fice the company that deliv-
ers all the papers to CBS
hadn't shown up. There’s a
lesson here: The people who
had to make a living were
working; those getting paid
whether they came to work
or not, found it impossible to
get there."

There is no doubt that
when the people of NYC
went to their local service sta-
tion dealer that morning for
convenience items, emer-

gency vehicle assistance,
and/or gas, they found the
stations open, snow shov-
eled, and ready to serve.

S0, when we ask our-
selves, “Why am | in the
gasoline business?,” we can
|mmed|ate(ljy answer with: “|
have a product the customer
needs and wants daily. That
need brings us daily oppor-
tunities to attract new cus-
tomers. Then itis up to us to
keep those customers." This
ability to develop and main-
tain customers is the dealer’s
advantage over anyjobber or
company operated station.

If the above answer
isn’t enough to justify your
daig work, then fall back on
Andy Rooney’s comments
and answer, “I need the
money.”

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

CADILLAC WAREHOUSE
303 Hawthorn Street
Cadillac, MI 49601

(616) 775-6666

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.

TROY DISTRIBUTION CENTER
1783 E. 14 Mile Road
Troy, MI 48083

(8100589-9910

SOUTHFIELD WAREHOUSE
19240 West 8 Mile Road
Southfield, MI 48075

(8100354-9910
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Inside the State

Mike Gadola

Governor's front man on eliminating

unnecessary regulations

By Amy Johnston

Six months after Governor Engler set up the Office of
Regulatory Reform in 1995,1,000 unnecessary state rules
were axed. By this summer another 1.000 will be elimi-
nated.

The man at the chopping block is Mike Gadola, former
deputy legal counsel for the governor.

"We've certainly gone overboard in terms of over
regulating, there are simply too many rules,” Gadola said
from his office in Lansing.

Gadola is one of the front men in the governor s quest
to simplify government and take burdens off of business.
BX executive order in March 1995 Engler set up the Office
of Regulatory Reform to a) evaluate proposed rules for
relevance and common sense, and b) review existing rules
on the same criteria and either rescind or amend them.

"We pile rule upon rule in an effort to deal with every
possible circumstance,” Gadola said. “ We need to give
people the freedom to exercise their own common sense.”

Rules eliminated last Kear include several governing
education programs that haven't been funded In 20 years.
Gadola said. He also said they eliminated rules governin?
meat inspection at the state level, because it is now handled
solely by the federal department of agriculture. Gadola said
one reason his office eliminated so many rules last year was
because "no one else wanted to go to the trouble of getting
rid of these rules.”

Surprisingly, state agencies welcomed Gadola’s help in
tammé; regulations. He said he's probably touched every
stellte epartment so far in his quest to rid non-essential
rules.

~ “The agen-
cies have been
Very coopera-
tive.” he said.
"They re some-
what grateful
for our involve-
ment. it s the
first time there s
been any sup-
port from the
executive
office.

Now Gadola
is ready for help
from the public.
The governor s
executive order
specifically asks
the office to
review requests

Mike Gadola in his office in Lansing.
Gadola is clearing the state coffers of
non-essential. burdensome rules
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|s there a rule you could do without?

Here's how to let the, Office of Re(];_ulatory Reform know about a
rule/requlation that is better off eliminated.

¢ Call the office at (517) 373-0526.

= Write Mr. Gadola at: Office of Regulatory Reform, Olds
Plaza Building, 111 South Capitol Ave., Lansing, M| 48933.
= E-mail the office at http:\\migov.state.mi.us\rules\orr
« To check on the status of current rules being reviewed,
take a look at the ORF's site on The State of Michigan's
home page on the world wide web.

from the public. Gadola said there has not been enough
public input yet, so he's looking to gain visibility. The
governor touted the office in his State of the State address
earlier this year, but that may not be enough. The office has
gone to the world wide web with status reports on rules
being reviewed and an e-mail address for citizens to give
feedback and suggestions.

When a citizen makes a request to rescind or amend a
rule. Gadola s office talks with the appropriate agency,
responds to the citizen, and then takes any action needed.
Sometimes all that’s required is an administrative action to
change the rules. Sometimes the Ie?islature has to make a
statutory change. Either way. Gadola said the citizen s
concern will be looked at carefully.

The other half of the process Is looking at proposed
regulations before they are enforced. This means each
agency must file a “request for rule making" with the
Office of Regulatory Reform. The request addresses the

oals, enforcement, need, and economic impact of the rule.

adola' s office follows the rule through the entire process.
They are so involved, they now handle legal certification
(instead of the attorney general) and ther file the rule with
the Secretary of State. Each agency is also required by the
executive order to file an annual regulatory plan that
includes a review of existing rules and preview of rules on
the board for the coming year. Gadola Is also working with
the state legislature to curh the practice of including rule
provisions In certain laws.

In the future, Gadola would also like to greatly reduce
the amount of paperwork husiness owners must complete.
His office wants to follow the “paper trail,” surveying
existing forms to see why they are filled out and what
happens to them once they re sent to adeBartment. It's
sate to assume many forms completed by business owners
never make it past a filing cabinet.

Mike Gadola said he is enthusiastic about his office’s
narrow focus of Iessenin% the undue regulatory burden on
citizens. He hopes the public will give him feedback with
as much enthusiasm.
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Membership

Terry Burns, SSDA-MI

Workers' compensation /grogram
returns 20 percent to SSDA members

The SSDA insurance committee an-
nounced a Dodson Group premium dividend
of 20 percent for the 1994-95 year. Partici-
pating members ingood standing will receive
their dividends in mid-March. This dividend
IS in addition to great competitive rates and,
in mang cases, an up front scheduled credit.
This premium dividend is a great ex-
ample of the benefits of our Association.
SSDA benefits, like the Dodson program,
consistently increase members' bottom lines,
while giving them the business services they
need to stay competitive.
Ifyou do not currently participate in our
Dodson program now is the time to enroll.
The new 1996 rates are even lower than
1995 with the same scheduled credits in
place. If you would like to have a quote on  SSDA Executive Director Terry Burns accepts this year's premium dividend check
your workers' compensation from Dodson from Dodson Croup. The dividend is dispersed to members participating in the Dodson

- progran.
Group please call the SSDA office, From left; Dodson's Phil DeLage, T. Hale Johnston, SSDA's Burns, and Elmer Gibson

of Dodson Group.

SSDA welcomes Tony De Luca
to member services

Do you have
SSDA s environmental questions
happy to welcome about your site?
o o 6l o 1
ulion f e Do you need {uRHFE FBF
Tony joined our your insurance report?

staff at the first of
the year, and since
then he has been
meeting members
and studying current
and future member

Tony De Luca is the newest
addition to your association staff.

benefit programs.
~ Tony, who lives in Lan-
sing. brings with him 10
¥ears of experience working
or the Michigan House of
Representatives, and recent
work as a consultant on leg-
islative issues.
Be_([;lnmng this summer.
Tony will be on the road vis-

10

iting members to find better
ways to serve you.

"I'm looking forward to
meeting our members and
learning more about our in-
dustry.” he said.

If you see Tony at your
station this year, remember
he's not a salesman, he al-
ready works for you.

Aqua-Terra, Inc.

Environm entalConsultants

SERVING THE PETROLEUM INDUSTRY
We have cost-effective solutions
for all your environmental challenges.

Corporate Office - Grand rapias, Michigan
1-800-455-7408
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“Our Hanna Petro-Bay
Wash helped greatly im-
prove our bottom line. A
top quality wash in a lim-
Ited space. ”

-Tim Mariner

SSDA member

Wyoming dealer

The Operator's Choice in Vehicle Washing Equipment
HSI sells Value. You can Profit from Value.
The Motorist perceives a Soft Cloth Wash has Value and is willing to pay for it.
With Hanna-Sherman you have the selection that will best fit your needs.

CONVEYORIZED SYSTEM

The HSI Petro Plus and Deluxe Models
have the capability to wash and dry 50 to 70

SOFT CLOTH ROLL-OVER
The HSI Autostar Soft Cloth Roll-Over has

the capability to wash 30 to 35 cars per
cars per hour. The Soft Cloth "Mini" Tunnel hour with the Autostar Valet unattended
Systems operate with unattended or P0.S. Controls with Pump Island Credit
attended P.O.S. Controls Card Interface.
with Pump Island
credit card

For Profit, Reliability, Service and Installation call
MECHANICAL WASH SYSTEMS., INC. at (810) 543-5850

Unattended controls with two-way voice communications.
Pay at the rpump credit card interface.

Customer friendly wash process.

No-touch drying system.

Please call 1-800-722-WASH
to learn more ahout how a Hanna-Sherman
car wash can benefit your business.



Your C-Store

Jim Mitchell, president of Mitchell Design Group

Trends in merchandising, customers,
store design, marketing

Thefollowing article is
an interview with Jim
Mitchell, president of
Mitchell Design Group, that
appeared in the June 1995
issue of National Petroleum
News.

Some thoughts on fu-
ture trends from the ever-
fertile vision of Jim Mitchell,
president of Mitchell Design
Group, an Irving, Texas-
1tg_ased consulting and design

irm,

"Let's look at inventory,

for example. In the past, we
were verL/ concerned about

how quickly we could inven-

tory a store, instead of focus-

ing on how quickly can we
sell out everything we have
in it. We can turn far more
health and beauty aid sales by
seIIing trial size products in
wire dump baskets than try-
ing to sell a 20 oz. hottle of
hair sPray on a 3-ft. fixed
gondola shelf. The problem

Customers. "Probablythat's often mentioned is it’s

the most important trend in
our industry is the tendency
to start focusing on cus-
tomer satisfaction rather
than LUSt customer service,”
Mitchell says.

Customer satisfaction is
having the customer feel
very good inside your store.
|t becomes a pleasant expe-
rience. It has to do with how
the customer is treated, but
that’s only part of it
Mitchell says. "We have op-
portunities. Our customer
mix is no longerjust Bubba.
And the greatest lost oppor-
tunity in our industry today
is the woman shopper. If |
can pull in ‘grampies’ - con-
sumers over 50 - and | can
pull in women to the extent
they are at least 50 percent
of your customer base, there
is another 25-40 percent
volume mglour store right
there, and that’s done
through customer satisfac-
tionand visuals.”

Mitchell says this means
doing things so the whole
shopping tour is more cus-
tomer focused. "We’ve had
a tendency in the past to be

very mechanical in our train-
ing of our people in cus-

tomer service. Ithink that's
going to change.”

12

hard to inventory them. My
solution is don't worry about
thleI inventory, we're going to
sell it.”

do a betterjob ourselves.”

will be closing a lot of post

«  Merchandising Oppomffices between now and the

tunities. “The checkout
counter of the future is round.
It dispenses cigarettes from
the checkout itselfand hangs
wire baskets off the front for
merchandising.

“It provides a nice clean
look. We take vendor racks
off the checkout and put in
special display racks for
them. An example would be
smokeless tobacco. Instead
ofCoFenhagen having a rack
and all of them having indi-
vidual displays, we put it in
the ‘tobacconist room.' an
18-inch section with dividers

»  Micromarketing. "Thwhere the cans roll down so

truth is. we all sell the basic
products in every location
chips, candy, pastries and
coffee,” Mitchell says.
“Micromarketing has far
more to do with individual
locations. | would carry a
little different line of products
in a freeway location than in
a neighborhood site. In a
heavily traveled boulevard. |
might have a 14 to 20-ft.cof-
fee s%stem, whereas in a
ne_|ﬁh orhood I might get by
with 10 or 12-ft. This isn’t so
much micromarketing as de-
ciding that in a specific loca-
tion we’re going to carry ad-
ditional products over and
above our snack shop lineup.
“More important than
micromarketing is the need
to present products in a dif-
ferent image than in the past.
And be selective. Igo into in-
terstate stores that are sell-
ing sardines. Who put these
things in? This happens he-
cause we've gone to whole-
salers to define our product
mix. and they put the same
things everywhere. It's time
to take our stores back and

all show off together.
~ “There are opportunities
missed when we clutter up
out stores for no reason.
“Check cashing is going
to be a major force in our in-
dustry," Mitchell says. "Con-
sider that 40 percent of the
ﬁeople in the U.S. do not
ave checking accounts, and
they use check cashing places
as their banks. We have an
opportunity to put money in
the hands of our customer
base, right in the store.
“There's an overlooked
opportunity in what I call the
'home office." This is some-
thing as simple as a counter
with stools in front of it and
a pay phone. When was the
last time rou saw someone
usmg_a telephone outside, in
the dirt, in the sun. in the
noise, trﬁ_mg to balance a
book on his or her arm?
"Bring them inside the
store again we're looking
at customer-driven design
and put them down at a little
desk. Offer them coffee, a fax
machine and a computer.
"The U.S. Postal Service

year 2000," Mitchell says.
"There’s a little 6-ft. kiosk
that will be available verz
soon that offers 60 loc

boxes, dispenses stamps and
money orders all done
through a TV screen monitor
ina 6-ft. long kiosk. So here’s
another customer-driven ser-
vice.”

Store design. “In one of

the new designs we have,
called the ‘Home Plate’ the
employee walks no further
than 15 feet to get to the
branded food department,
stockroom, office, restrooms
or the walk-in cooler. The tri-
angular-shaped Home Plate
features a mall-like setting for
the seating area, rather than
just a few little booths up
against the window,

“Create amall,” Mitchell
says. "Open seats, silk plants,
light coming into the store - a
store with a 90-ft. glass front
Lhat feels like an open air mar-

et.

"We've been known as
the dirty little store on the cor-
ner. We've got to beat that
image. We've got to have
‘The Grand Promenade' - big.
high lobbies; big, %rand en-
trances. This will attract
women and Grampies and
keep the customer base we

have.

“The island marketer is
dead. It’s a design that, over
time, has proven out not to
work. It doesn't work be-
cause a good island marketer
has $10,000-$ 12,000/ week in
inside volume. You can't live
on $12.000/week volumes
now. We have to drive vol-
umes higher, and by doing
that, we're gomg to have to
have a new design.”
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Regulatory Update

State gets tough on
tobacco Sales to minors

Terry Burns, SSDA-M|

Senate Bill 730. abill to
regulate the retail sale of to-
bacco products, is now be-
fore the full House for con-
sideration. This bill brings the
state into compliance with
federal law prohibiting to-
bacco product sales to mi-

s,

This bill also allows the
state to have one general law
governing this issue, rather
than separate laws for each
county or municipality. The
general provisions of the hill
are;

. A
purchaser s proof of age

must be checked.

* A tobacco product
retailer must have a written
policy explaining the age
law.

« Each employee selling
tobacco products must sign
a form stating they have re-
viewed the written policy
and understand it

«Each employee selling
tobacco products must re-
ceive a copy of the law as
enacted.

state department of public

prospectivealth must be posted in each

husiness.

* A person who sells to-
bacco at retail shall display
single packages of cigarettes
behind the counter at a point
of sale or within plain view
of the cashier at the point of
sale only.

* Violations can be as-
sessed to the business, the
employee, and the underage
customer with fines from
$100 to $500 depending on
the infraction.

This bill penalizes both
the retailer and the underage
customer for violations. The
retailer is not in violation if
the underage customer pro-
vides a false identification, or
if no action is taken toward
the customer.

This bill as it is written
now seems to be a compro-
mise that will work. There
are many amendments sched-
uled for debate when the

The state police or ldouse takes up this bill. If

Asign provided by thgal law enforcement can en- you have any thoughts or

force the law (not the depart-  questions, please call the

ment of public health or a lo-
cal health department).

SSDA office. We will con-

tinue to update members.

Attention Service Station Dealers:

If you're In
acceptec

Service Quarterly March, 1996

the market fo
ealth plan, get the most
- UNquestionec
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Uncompromising
Full Service

By Amy Johnston

or more than 50 years residents of Tecumseh
have depended on the friendly, full service ofa
small station on Chicago Blvd. downtown.

Brothers Jack and Jeff Baker have no intentions of trading
in that famous service. Baker Brothers Friendly Service,

currently a Sunoco station, has no self-serve pumps, no
fountain drinks and no pizza slices. Instead ther offer plenty
of smiles, conversation, quality repair work, full service gas
pumping, and a long tradition of being there for motorists.

What started as a#)art time job...

In 1962 Jeff Baker followed in the footsteps of his two
older brothers and went to work for dealer Harold Easton,
Four years later Jack was on the job. In 1986 Mr. Easton
retired after 41 years in the business and sold the station to
Jeff and Jack. Since then Jack said there haven't been too
many changes at the corner station,

Sure, they switched from Mobil to Sunoco in 1990 and
the station has undergone aesthetic upgrades; but what’s
important has never changed. Both Jack and Jeff said their
station always has, and always will be. built on service.

“People are amazed there is still a place like this," Jeff
said. Jack added, “We're the only place in town where you
can get air for free.”

During their early years in the business there were at
one time 32 places to get Eas in Tecumseh, Jeff said. Today
there are four, and the Bakers’ station is the only one
offering full-service and repair.

In fact they're the only station offering repair for miles.
Jack said theg often get motorists off US 23. which is 15
miles away. Being able to help motorists is why Jack said
they' ve stayed in the business.

"It’s a satisfying business,” he said. “To be able to help
someone out on a Saturday or Sunday and get them hack on
the road [is great.]"

Adapting to an evolving community

Being open for repairs on weekends and nights is one
way Jack and Jeff have adapted to the changes in Tecumseh.

A small town lined with family owned businesses.
Tecumseh used to rely on Tecumseh Products as its eco-
nomic vein. Jack said when he was growm% up everyone s
father worked at the products company. When the company
downsized and closed much of its Tecumseh operations, the
town became more of a “bedroom community.” Now

14

Jeff (left) and Jack Baker got their first jobs working at the same station
they now own. Now their sons are working for them part time.

people commute from the small town to places like Ann
Arbor and Jackson for work: coming and going at all kinds
of hours. The Bakers stay open later for repairs and offer
weekend repair_hours, ,
Jack describes his hometown as “a great place to raise
a family.” He and Jeff have contributed greatly to the
c%penness of the community. Jack is currently mayor of
‘ecumseh, a volunteer position that works more Tike a part
time job. Jeff retired five years ago from a 20-year career
with the volunteer fire department, including five years as
fire chief. Baker Brothers Friendly Service also sponsors
softball, little league baseball and high school teams, as
well as a long list of community programs. _
“You've got to buy into the community,” Jack said.
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Formalities

*In 1962 Jeffstarted working at dealer
Harold Easton's station in Tecumseh.

* In 1966 Jackjoined Jeffat the station.
* In 1986 the Bakers bought the station,
and in 1990 they switched from Mobil
to Sunaco.

* Jack and Jeffgrew up in Tecumseh
with their four brothers and sisters.

* They have hoth raised their families in
the town as well. In fact, both Jack and
Jeffhave sons who are high school

The Bakers' Sunoco station, on Chicago Blvd. in Tecumseh, is one of many seniors and work part time at the
farr(}lkl-owAneéi businesses that line the streets of the small town between Jackson station.
and Ann Arbor.

The right source for the market Full serve will always be in style o
You also need to put something into this industry to Today oil companies are talking about “new" pro-
?ftum to SSDA to grams where employees are trained in full service. The

Eet something out of it. Jack and Je _
eep them connected to the market. “It keeps us abreast of ~Bakers have never abandoned full service. They feel the
what's going on in the industry. | don't know of a better ~ Customer wants a smile and personal attention, and is
source.” Jack said. Jeff agreed, saying the contact with willing to pay for it. Greeting each customer personally has
other dealers is invaluable. Their former boss. Mr. Easton, ~ worked well for the Bakers. Don't count on them drop-
was a longtime SSDA member and the Bakers said it only ~ ping the “friendly” from their station name any time soon.
made sense to join the association in 1986 when they

became dealers.

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
guantitative sample of TVHC at each test location.

*No interui)tion of service.

* No overfill; no topping off tanks.

* Tests any tank size and pipeline length.

. Michi%an State Police Fire Marshal approved.
* Reliable for any type offuel, oil or chemicals.
» Detects and locates leaks as small as 0.05 gph.
* Third party evaluations surPass EPA requirements.
* Method is on the EPA list otaccepted tests
October 1991.

* Does not subject tanks to any structurally
damaging pressures.

Sunrise Environmental
A licensed Tracer Tight Leak Detection Affiliate

Gordon Brown ¢ P.O. Box 353 « Marion, M|l 49665
(616) 743-6950 « Fax (616) 734-2055
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Business Focus

Gregory S. Tarr, Advanced Planner Group, American Express Financial Advisors Inc.

Have you thought of
everything when taxplanning?

For many people tax
season ends April 15. But if
you're a small business
owner, tax season has no
end. You need to be aware
of your tax situation in win-
ter, spring, summer and fall.

In fact, if you want to
take advantage ofall your al-
lowable personal and busi-
ness tax deductions next
April, you should start plan-
ning today. Here are some
key tax issues to consider. Of
course, for answers to ques-
tions about your particular
situation, you'll need to con-
sult your tax advisor.

“Do you have the right
business structure? At one
time Kou most likely decided
whether your business would
be taxed as a sole proprietor-
ship. C-corporation. or an S-
corporation. And. if your
business has experienced any
change, you need to deter-
mine whether or not this
original structure is still ap-
propriate.

From a tax standpoint,
each business structure has
its own advantages and
drawbacks:

* Ifyour business is a C-
corporation. then it is subject
to corporate tax rates. Your
personal tax liability is lim-
Ited to any income you re-
ceive from the corporation.

* Ifyou operate as an S-
corporation, partnership,
limited liability company, or
as a sole proprietor, all busi-
ness income and expenses
flow through directly to you.
You will have to pay taxes on
any profit generated by the
business. These taxes include

self-employment tax in addi-

tion to federal and state
taxes. (However, in the case
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of an S-corp. as long as the

owners pay themselves a rea-

sonable salary, any profits
which flow through directly
to them are not subject to
self-employment tax).

* One advantage of a C-
corp is the business can de-
duct the full cost of health in-
surance premiums. Sole pro-
prietors and S-corp owners
aren't so lucky. They can de-
duct only 25 percent of health
care premiums.

Pension plans. Are you
taking full advantage of the
tax benefits of a pension plan?
By setting up a money pur-
chase Keogh plan and fund-
in? it to the maximum level
allowed, you can save as
much as 20 percent of your
income —up to $30,000 a
year —in a tax-deferred re-
tirement account. Your initial
contributions are tax deduct-
ible, and you pay no taxes on
the account until you start
withdrawing funds, after age
59 and a half.

Another pension option
is the SEP. or simplified em-

ployee pension. This plan lets
you sock away 13 percent of
your earnings, up to
$22,500. One drawback: If
you establish a SEP for your-
self, you must set one up for
your employees as well.
Equipment  pur-
chases. Are you getting the
maximum current deduction
for new business equipment?
Section 179 of the tax code
allows you to deduct up to
$17,500 of the cost of equip-
ment in the year you buy tt
Otherwise, you must spread,
or depreciate, the deduction
over three, five or seven
Years. Section 179 is particu-
arly appealing ifyour equip-
ment purchases include com-
puters, copiers, fax ma-
chines, or high-tech items, If
you were to depreciate this
equipment over several
years, it could easily become
obsolete before you could
deduct the full cost.
Charitable donations.
As a small business owner
you can reap some henefits
through charitable dona-

tions. Well placed contribu-
tions can sometimes reduce
your taxable income. Just as
Important, they can increase
awareness and further the
standing of your business in
the community. Ideally you
should seek out organiza-
tions that have a logical con-
nection to your business. For
example, a repair facility
could donate time and parts
to fixing up cars for a needy
charity. You might also con-
sider structuring your chari-
table donation as a sponsor-
ship (like alittle Ieague team).
This maY be treated as a ﬁro-
motional item and could help
reduce the self-employment
tax for sole proprietors and
partnerships.

These are just a few is-
sues to consider when tax
planning. Your tax advisor
can help with more options
Bert_almng specifically to your

usiness.

Gregory Tarr is a ?uest
columnistfor this issue of ser-

vice Quarterly. He is a finan-
cial advisor at 810/827-1230.

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”

e Tank Lining “Glass Armor Epoxy”

* Tank Sales Installation and Removal
» State Required Overfill and Overspill Sold and Installed
* Pump Installation Sales and Service
e Distributor - Tokheim, Opw, Red Jacket, Gasboy, Emco

Wheaton, EBW

(810)335-9285
(810) 547-4477

Pontiac, Michigan

FAX (810) 335-6767

THEONECOMPANY.
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I\/Iembers_
Members In the news

The folowing SSDA members have appeared in their local papers. Ifyour business makes the news, please let us know
by calling SSDA at 517/484-4096. We monitor newspapers across the state, looking for our members in the news.

« Cathy Andrews, Grand Ledge Shell, Grand Ledge.
Cathy and her husband Ron's station was recognized for their
participation in To%/s for Tots. The Grand Ledge Indepen-
dent ran a photo ot Cathy and other participants in its No-
vember 21, 1995 issue.

* Mike Egnatuk, Homer Shell, Homer. Mike was men-
tioned in the December 28, 1995 issue of the Homer Index
for his participation in Toys for Tots. A local columnist rec-
ognized the good deeds of area businesses. Mike’s participa-
tion with Toys for Tots was also recognized with a photo-
graph in the December 15 issue of the Albion Recorder.

« Jim Hazel, Jim Hazel’s Union 76, Battle Creek. Jim
donated one of his U-Haul trucks to a local food drive cam-
paign. The Community Advisor in Marshall ran an article
November 15, 1995 about the food drive and Jim's help.

* Richard Keusch, Keusch Super Service, Portland.
Richard’s station is self-serve, however they will pump gas
for the elderly, handicapped, or anyone who truly needs it.
The column “Simon Says™ in the November 13, 1995 issue
of the Portland Review and Observer recognized Richard’s
(};enerosity to the community by going above the call of duty

or a normal self-serve station.

* Terry Kildea, Kildea Marathon. Okemos. Terry's sta-
tion in Okemos underwent a major renovation, adding a touch-
free car wash, and a large c-store with pizza, sub sandwiches
and bakery items. The progress of the station's renovation
was featured in the November 11. 1995 issue of The Lansing
State Journal.

«Jim Little, H&H Mobil. East Lansing. Jim was quoted
ina December 14. 1995 Lansing State Journal article on a
freezing rain storm in Lansing. Jim encouraged drivers to be
aware of tow (rucks and other emergency vehicles during
hazardous road conditions.

* Tim Mariner, Mariner Petroleum Company, Grand
Rapids. A feature article on Tim's career and his company’s
move away from auto repairs to food marts aPpeared in the
October 31, 1995 Wyoming Advance. The article talked about
Tim’s different locations, his education and start in the busi-

ness, and the quality
service at his stations.
The paper also ran a
photo of Tim’s latest
station in Wyoming.

. Dave
Markham, Down-
town Mobil. Lansing.
The December issue
of Lansing City Lim-
its magazine ran a
short bio of Dave and
hisjob as a convenience store owner. The article touched on
his family, an average work day, and what he likes about his
job. The magazine also ran a color picture of Dave near one
of the beveraﬁe coolers in his store.

* Darrell Marx, Marx Auto Care, Farmington Hills.
Pam’s Shell Service Station, owned by Darrell and his sister
Pam Migilore, was awarded a plaque from Keep Michigan
Beautiful for “outstandin%exterior Iandscaging and general
litter-free appearance.” The Farmington Observer reported
on this impressive award in its December 14, 1995 issue.
The article also mentioned that the station received the high-
estlagvgzrd from the Farmington Hills beautification contest
in 1994,

« Tom O’Connell, Howell Soft Cloth Car Wash,
Howell. Tom actually won a newspaper column about his
business in the Livingston County Press. Tom was the high-
est bidder in an auction for the newspaper column. Editor
Buddy Moorehouse touted the quality services and com-
petitive prices of Tom’s car wash.

* John Van Proven, Burlinzgame Amaoco, W\kl/oming.
John was quoted in the Januar%/ edition of the Wyoming
Advance for his opposition to the city charging gas stations
more for a business license than other businesses. John urged
Wyominﬁ City Council members to charge an equal license
fee for all businesses, instead of singling out certain busi-
nesses with higher fees.

NEWS

In memory of

The SSDA would like to offer its sympathy to the families and friends of the following
indiviuals who have served our industry vell.

Your industr

resource quide passed away in late January.

: « John E. Pallach Sr., semiretired
four times dealerand SSDA member passed away in
a year. January. Mr. Pallach’s station was Jack’s

Super Service in Detroit.
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« Joseph Alhage, retired station .
owner and SSDA member since 1974

Jerrf/ S. Cohen, a partner in the
Washington DC law firm Cohen, Milstein,
Hausfeld and Toll passed away in Decem-

ber. Mr. Cohen’s firm has assisted our na-
tional group,the Service Station Dealers of
America and Allied Trades, many times
over the years.
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Q. What can the SSDA do for me? SSDA

Service Station Dealers Association

A. Provide you with one hour of phone consultation with our legal consultant.

18

*Give you group insurance through Blue Cross/Blue Shield, which you can pass on to your
employees.

*Regular updates on legislative, regulatory and membership issues through Service Monthly
newsletter and Service Quarterly magazine.

. Save you up to 50 percent with a Visa/Mastercard program; with no transaction fees and a fixed
rate of 1.98 percent.

«Earn you an annual dividend with Dodson workers' compensation; this year's is 20 percent!

*Give you additional promotional points toward Tire Wholesalers programs, as a Tire
Wholesalers customer and SSDA member.

Host an annual convention each year filled with business advantages and entertainment.
*Protect your interests by having an SSDA representative on the MUSTFA Policy Board.
*Make sure your voice is heard in Lansing with an active legislative support network and PAC.
«Put a staff at your fingertips to find the legislative and regulatory answers you need.

*Invite you to join a network of hundreds of other dedicated professionals in the industry who
can help with advice and support.

.The SSDA can provide you with the knowledge you need and the savings you want,

Please send the application below to SSDA, 200 N. Capitol Suite 420, Lansing, M| 48933

A pplication for M embership

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

County: Type ofownership: 0O Corporate [m] Non-corporate

SOLE PROPRIETORSHIP PARTNERSHIP

Enclosed please kind a check for

Please charge my membership to my MC or VISA (please circle ONE) card # AND EXP. DATE

Please Bill M e

Annual Membership Dues: Annuatl Associate M embership D ues:
sa1 montnly (electronic banking) $25 monthly (electronic banking)
$480 annual payment $250 annual payment

Add $120 per station after four stations.

Signature Date March 1996 SQ
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News Briefs

Multi-state
lottery ball rolling

You can expect a mutli-
state lottery with big payouts
in Michigan by the end of the
year,

In February, the House
passed a bill allowing Michi-
gan tojoin with other states
for largerjackpots. Governor
Engler is expected to sign the
bill, which passed the Senate
earlier,

The Powerball game,
which involves 22 states,
voted in 1994 to not allow
Michigan tojoin. Therefore,
|ottery officials have already
started talks with several
other states for a new lottery
alliance. Lottery Commis-
sioner Bill Martin, who

talked with SSDA members
at the convention in August
about a multi-state lottery,
said such a lottery could
mean $200 million a year in
sales.

‘Fill It Up’
deemed a model
for the nation

Michigan’s ‘Fill It Up'
program for handicapper
i)ump service at stations, was
auded in a national publica-
tion as a role model for the
country.

“The Lundberg Letter."
a twice-monthly analysis of
the oil marketmq industry,
took an in-depth look at the
handicapped population and

service stations in a recent is-
sue. In the issue they re-

ported in detail on
Michigan's ‘Fill It Up' pro-
gram, calling ita role model
for the nation to follow.
The program allows
service station owners to
voluntarily offer full-serve
pumping at the self-serve
price to motorists with a
valid handicapper sticker.
Handicapped motorists can
locate stations offering the
service through an on-line
computer network, or by
looking for a special sign in
the station's window.
Station owners can sign
up for participation when
they renew their retail gaso-
line license. 1fyou would like
to sign up now. or if you are

For Sale

Car wash. A used rollover car wash. Nu-Star poly pad, five brush, soft cloth wash with underbody
rinse. Good operating condition, well maintained, newer cloth. Used three years. Call Tim Mariner or
John Racine at (616) 538-7990.

participating and need a new
sign, call SSDA at (517)484-
4096.

The cost of
fishing

Periodically we will
bring you poignant, often
funny, quotes. This one was
reported in Gongwer News
Service in January.

When discussing a pro-
posed hike in fishing license
fees for teens, Larry
DeVuyst. chair of the Natu-
ral Resources Commission,
said it was difficult to argue
that teens cannot afford a
$3.25 fishing license when
many of them are fishing in
$ 130 basketball shoes.

Equipment. An Allen Smartscope with an oscilliscope. Call LeRoy Schultz at (313) 459-1049,

Entire inventory of auto repair equipment. Longtime repair facility owner is selling all related equip-
ment. including cabinets, fixtures, all repair and diagnostic equipment, and related Mobil merchandis-
ing materials. Please call Ron Waligorski at Varsity Mobil (517) 332-0236.

Service station equipment. Longtime Sunoco dealer has sold his station. Available for sale: Sunoco
merchandising materials, diagnostic equipment, cabinets, signs, fluids, filters, wiper blades and other
equipment. For more information please call Leo Beacham at (810) 739-3797.

Gas station/c-store. An independently owned gas station with c-store in northern Genesse County.
Excellent cash flow, terms available. Please call (810) 686-8626 in the evening.

Algonac station for sale. 120"x 120' frontage on M29 in Algonac. Two bays, c-store. full service and
self-service. Gasoline, kerosene and diesel. Some equipment will stay. Across the street from public
access to St. Clair River. At present a Sunoco, but can change. Call (810) 794-4310,

Independent unbranded station at 2002 W. Main in Kalamazoo. Includes three repair bays and self-
serve pumps for gas and diesel fuel. For more information please call Bill Freevol at 800/862-0358.

Station for sale. 150' of M24 frontag
$250,000. Please call (810) 628-187

e. Zoned for commercial use (c-store and/or full service). Asking
for more information.

Ifyou 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 ofsellers and buyers.
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Supplier Spotlight

M echanical W ash Systems
Soft cloth wash can add shine to your business profits

Customer service at
Mechanical Wash Systems
Inc. is much more than sales
calls and a customer service
phone line. For the nearly 20-
year-old company it’s what
they do before and after the
sale.

Things before the sale,
like financial performance
projections; computer aided
design; marketing services;
and, coming this spring, in-
house financing. After the
sale of a soft cloth wash sys-
tem. Mechanical continues
to assist the owner by offer-
ing 24-hour, seven-day-a-
week service on all equip-
ment by factory trained spe-
cialists; brand name extra
service products like soaps
and waxes; and marketing
tools like pump toppers and
other si?na?e.

A tull Tine distributor of
Hanna-Sherman Interna-
tional car wash equipment.
Mechanical Wash Systems
has grown into one of the top
10 HSI distributors, and the

company with the best HSI
product mix available —they
have the awards to prove it
President and owner Lou
Allmacher started the com-
pany in 1977 after working
for Standard of Ohio (now
BP) developing car washes
and later working directly
for Hanna. He said he never
thought of getting out of the
car wash industry because
it's continually fascinating
and challenging.

The company's vice
president, Craig Morning-
star, agrees saying the indus-
try is still growing rapidly.
“It’s an industry that’s been
around a long time but is still
in its infancy,” he said.

The company looks at
each individual project with
this same enthusiasm.,
Morningstarsaid the differ-
ence in each car wash devel-
opment lets Mechanical
Wash use its creativity and
expertise. He said they're in-
sistent on working with the
contractors and other suppli-

Aqgua - Terra, Inc.
Company aims to take environmental liability offyour shoulders

Craiq Rupnow, president and CEO, said Aqua-Terra specializes in
supplying the ‘brains' for an environmental project.

20

Mechanical Wash Systems specializes in soft-cloth washes from roll-
overs to full-service conveyer systems.

ers through the entire project,
ensuring a consistentjob be-
yond a client’s expectations.

Mechanical specializes
in soft cloth car washes rang-
ing from rollovers to full con-
veyor systems, all with the
options of unattended con-
trols that can accept codes
and/or money. Morningstar
said soft cloth washes offer a
very consistent, thorough
wash at the lowest ﬁossible
operating costs. They are
widely accepted by the pub-

The staff at Aqua-
Terra, Inc. see their job as
pretty simple -- to reduce
their customers’ liability.

- "We want to get that

site off the books as an envi-
ronmental concern,” said
Cra|g Rupnow, President
and CEO of Aqua-Terra.

Aqua-Terra is a full-
serve environmental consult-
ing firm based in Grand Raﬁ-
ids, but with offices throug

lic as the most complete wash
Sﬁstem, he added. And Me-
chanical Wash will continue
to offer support and mainte-
nance, if necessary, for your
system long after the sale.

To find out more about
Mechanical Wash Systems
Inc. see their ad on page 1
of this magazine; or call 800/
722-WASH: or see them at
booth # 7 at the MPA trade
show April 9-11 in Grand
Rapids.

out Michigan and even one
in Poland. With 35 employ-
ees, Rupnow says the com-
pany has an edge with diver-
sified experience. Their av-
erage employee has more
than 10 years of exFerlence
inthe environmental area, he
added. _
Aqua-Terra’s expertise

see Aqua-Terra next pg.
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Agua-Terra

ranges from industrial safety
to air quality to hazardous
waste. But their main focus
continues to be the f)etro-
leum market, specifically site
evaluations, storage tank
management, and “the in-
vestigation and remediation
of contaminated soil and
ground water,” Rupnow
said.

Aqua-Terra has the
ability to evaluate a dealer's
location, whether it’s a site
that hasn't been cleaned up.
or one that's been aban-
doned by another contrac-
tor. Rupnow said they can
let a dealer know where they
stand with the changing
regulations, whether or not
they need to continue a
cleanup, and. if so. what's
the best course of action.

Aqua-Terra s staff is
well-trained in the new
RBCA cleanup standards
that allow a site to he
cleaned up only to a level
appropriate for its desig-
nated use. This means cer-
tain sites may be closer to
closure than an owner
thought. Rupnow said.
"[RBCAE1 IS a niche we're
filling." he added.

from previous page

Rupnow  considers
Aqua-Terra the brains for a
proi'ect. He said the company
will design a remediation
plan, oversee the project,
serve as the general contrac-
tor to expediate the plan, and
supervise subcontractors as
needed.

"We're very project and
service driven. We're ina ser-
vice industry,” Rupnow said.
“Project management is the
core of what we do. We have
the individuals to supply the
resources to the project man-
ager to get the job done on
time and in budget."

The specific, individual
experiences of Aqua-Terra
staff allows them to work
more efficiently on a project,
Rupnow said. Customers can
rest assured that every ele-
ment of an environmental
project will be dealt with,
greatly reducin? the Iiabilitﬁ
and possible Tines a tan
owner/operator faces.

For more information
on Aqua-Terra, Inc. see their
ad on page 10 of this maga-
zing; or call 800/455-7408; or
see them at booth #347 at the
MPA show April 9-11 in
Grand Rapids.

Visit both these suppliers and many more at the
MPA/MACS Trade Show April 9-11 at the
Amway Grand Plaza in Grand Rapids.
Call MPA at (517) 487-9139 for more details.

We remember longtime
Amoco dealer Richard Currie

Richard K. Currie. 74.
of cancer. He is survived by

assed away January 19, 1996
is wife Rose and his children.

Two of his sons. SSDA members John and Pat
Currie, now own and operate the Amoao station in Big
Rapids that Richard opened nearly 50 years ago. Richard
began his career as a dealer by opening a White Elephant
station in 1948. Later, in 1952. he became a Standard/

Amoco dealer.

“Last fall John and Pat joined the Big Rapids com-
munity in honoring their father, a longtime community

volunteer and supporter.

Contributions on behalf of Richard can be made to
the St. Mary s Building Fund of Big Rapids or to the

Huntington Disease Fund.
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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
Dailf/ Over/Short
EPA Gasoline Reconciliation
Repair Order Generation
Parts Inventory
General Ledger
On-Site Training
System Ui)grades
Professional Support
Trained experts in haraware and
software set-ups
Windows '95 Users:

We cun put iconsfor CSS
onyour screen

Further Enhance Your
Operations with
Windows,
Wordperfect
and Lotus

Consulting and
Training Available
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Law Talk

Mark Cousens, SSDA-MI Legal Counsel

Oral

worth t

An interim decision inan
action, by several Kansas
Amoco dealers alleging
Amoco breached contracts
regarding its discount for
cash program (DFC) and its
investment value rent pro-
gram. has produced a mix re-
sult. Dealers can take heart
inajudge's refusal to com-
pletely dismiss the action.
But many legal theories as-
serted are part of the written
agreement. This argument is
based on a clause found in
most dealer franchise agree-
ments. The clauses are often
labeled the “integration” or
“entire agreement” clause.
This part of the contract is
recognized in the law of vir-
tually every state as prohib-
iting either party to a con-
tract from trying to modify
the written agreement by re-
ferring to oral discussions
occurring before the contract
was signed. For example, a
consumer purchasing home
remodeling may agree,
orally, that there will be five
electrical outlets in every
room. But the written con-
tract maK specify only four.
Under this rule of law, the
written contract governs no
matter what the discussions
were.

The dealers acknowl-
edged this rule, but made
several arguments in an at-
tempt to get around it. None
of the attempts was success-
ful. The primary argument
the dealers made was the
contracts are “contracts of
adhesion.” That is, they are
pre-printed and issued on a

22

franch

DI

“take it or leave it" basis.
The court agreed that was
probably true. But. it said,
not every “adhesion” con-
tract is unenforceable. Con-
tracts ma% be enforced even
though they are made be-
tween parties of dramati-
cally unequal power —such
as dealer and supplier.

This aspect of the deci-
sion was especially disap-
pointing. Most dealers are
never going to have suffi-
cient bargaining leverage to
offset that of their supplier
(there are some dealers with
more leverage than others,
but even the strongest of
dealers is usually unable to
bargain the text of the fran-
chise agreement). Dealers
hoped a defense to the more
harsh provisions of the sup-
ply agreement was that the
contract was so one-sided,
some provisions might be
unenforceable. This deci-
sion. and the cases it cited,
deals a blow to that hope.
Still, the decision is not uni-
versally applicable (it is a
federal district court deci-
sion in another state) and
Michigan dealers could still
raise the same argument if
necessary.

The Judge dismissed ev-
ery claim the dealers raised
regarding the discount for
cash program. He held that
the dealers could not rely on
an oral promise made re-
garding the program when
the dealers™ contracts ex-
pressly forbade such prom-
ISes. In short, it is the express
terms of the written contract

that will be enforced. Oral
promises made before the
contract was written, no
matter how clear, and no
matter how made, are not en-
forceable if they contradict
the written agreement.

This looked like the end
of the dealers’ case regard-
ing DFC. But thejudge came
up with a theory of his own.
He noticed Amoco may have
told one court one thing and
this court another. Thejudge
read papers submitted by
Amoco in litigation challeng-
ing the state of Maryland’s
prohibition on discount for
cash. There Amoco had told
a court it would reduce the
DTW as part of the DFC pro-
gram. The judge seized on
that representation. He noted
it was quite different than the
assertion Amoco was making
to him. He then decided he
would not immediately dis-
miss the dealers' suit regard-
ing DFC/DTW discount. He
invited additional briefs and
facts. A decision on this is-
sue will be made in the near
future. It is possible the judge
will decide against Amoco on
this important issue. If so,
Amoco will owe a lot of deal-
ers a |ot of money.

This interim decision
teaches a very valuable les-
son. Dealers may not rely on
oral promises made them by
their supplier prior to the
making of a franchise. Every
dealer knows territory repre-
sentatives will often make
numerous representations re-
garding various proHrams.
And dealers historically rely

ISe agreements not
ne paper they're
nted on'

It is possible the
judge will decide
against Amoco on
this important
Issue. 1fso, Amoco
will owe a lot of
dealers, a lot of
money.

on such promises as much as
they rely on the written prom-
ises made. But dealer fran-
chises usually say theg are the
complete agreement between
dealer and supplier. Promises
made before the contract was
S|Pned must be made a part
of that contract when it is
signed. Otherwise, reliance on
oral promises is too often a
fool’s errand. _
We will have to watch this
case carefully. It may break
some new ground regarding
romises made by a supplier.
ut the primary message of
the case is certainly clear
enough. Dealers simply must
know that, as the late Samuel
Goldwyn said, “oral promises
are not worth the paper they
are printed on."
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Members

\Welcome new members

* Anthony Giglio, 15
Mile & Dodge Park Service,
Inc., Sterling Heights. An-
thony owns a Sunoco station
with three repair bays, gas
and a small c-store. After
working as a mechanic for 10
years, he opened his own sta-
tion three years ago. Anthony
said it was the advice from
other dealers that lead him to
SSDA membership. He also
said he is interested in the
Blue Cross Blue Shield pro-
gram.

* Ronald Somerville,
Somerville Ent., Inc., Shelby
Township. Ronald is an
SSDA associate member
who owns a car wash and
auto detailin% business. His
business includes a tunnel

wash system, and carpet and
apholstery cleaning. In the
Spring he hopes to add an
instant oil change. Ronald
said he used to be a member
of the association and that's
why he decided tojoin again
to take advantage of the in-
surance programs. In addi-
tion. his father and his
brother-in-law are members.

«  Philip Sanborn, Milbiscount

Street Station. Clio. Philip
has owned his unbranded sta-
tion with a c-store since
1987. He got into the busi-
ness because his dad was a
wholesaler and actually
owned Philip's station years
ago. He said he enjoys the
business although sometimes
it’s tough competing with

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.

Ifyou'rean SSDA member and would like to sign up for
this program, please call SSDA at (517) 484-4096.

Service Quarterly March, 1996

“the big guys.” On the advice
of his wholesaler, Philip
joined SSDA to ensure he
had a voice in Lansing. He
also said he hopes to take
advantage of SSDA’s lower
rates on health and workers'
compensation insurance, as
well as the low-rate
Comerica program.

primarily for the workers’
compensation program with
yearly dividends. He also said
he is looking into SSDA’s
health insurance program.

* Hassaim and Sami
Choucair, 7’s Middlebelt,
Inc. in Livonia.

* Fred Brans, Somerville
Ent., Inc. in Shelby Twp.

« Richard Bixman, Tire

House, Inc.,
Dearborn Heights. Rick is the
owner of a tire and custom
wheels shop that has been in
business since 1959 (he’s
been there since 1973). He
said he enjoys working with
customers, especially those
who enjoy investing in their
cars through custom wheels.
Rick said he joined SSDA

Are you a part of
Michigan's largest
dealer network?

Call SSDA-MI
today at
(517) 484-4096.

E1dorsed 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 Reciprocal Exchange

member

DODSON GROUP
9201 State Line Rd.

Kansas City, MO 64114
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LAWRENCE A. WRIGHT, INC.

With over 25 years of experience IN the
automotive service Industry, our direct specialty in
accounting and consultlng for the service station dealer
makes us unique in this market area.

AS YOUI consulting "partner”, We Can assist you with:

Monthly Financial Statements
Counseling for Profit
Business Valuations for Buy/Sell Planning
Payroll Checkwriting
Computerized Accounting Systems
Business and Personal Income Taxes

We serve the service community statewide!

Call today to set up Four appointment for a
free inifial review.
Be sure to mention this ad!

28277 Dequindre
Madison Heights, M| 48071-3016

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