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The National Technical Training Center evaluates equipment
and materials and approves aftermarket refinish products
for the OEM. Implementing the use of waterborne coatings
had been under consideration for the center ever since
California and Canada mandated their use in an effort to
reduce VOC emissions.
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Corporation announced it has installed an Aquabase® Plus partners to see how we can help continuously improve their

waterborne paint system in its Auburn Hills, Michigan overall quality. Selecting PPG coatings is recognition of the

National Technical Training Center. The change from value and excellence of our coatings.
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commitment to work with environmentally-friendly Diers Ford, Lincoln, Mercury

products and procedures. This move brings the training : .
center into conformance with other Chrysler facilities. A Increases Material Gross Profit

majority of Chrysler assembly plants already use PPG By Switching to D&R Auto Paint and Supply
waterborne coatings.
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1 Diers Ford, Lincoln, Mercury Increases Material Gross
Profit With an in shop inventory and the Touch Mix Paint Manager
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3 J.D. Power Releases 2008 Auto Insurance Study product, but you also have to be profitable with that

product. Parts and labor profits are constantly getting

squeezed. Every part of the business needs to make money.
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something we should have done a long time ago.
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Property Insurers Confront Rising Catastrophe Losseg

By LAVONNE KUYKENDALL
June 30, 2008ageCl1

Bad weather has cost U.S. property insurers more than $5
billion so far in second-quarter catastrophe-related claims --
equal to about three-quarters of all catastrophe claims during
2007 -- and could push the industry to an underwriting loss.

The claims are occurring even as insurers continue to reduce
prices, which gives them fewer resources for paying the
claims.

"It has been busy," said Allstate Corp. spokesman Rich
Halberg.

According to the property-claims services division of the
Insurance Services Office, an insurance-service provider, there
have been 15 weather-related catastrophes since April 1,
resulting in more than one million claims for a total of around
$5.5 billion. For the year, there have been total claims of $8.9
billion for 24 catastrophe events. Claims for all of 2007
amounted to $6.7 billion.

The Insurance Services Office defines a catastrophe as an
event that causes more than $25 million in insured losses and
causes a major disruption. So far this year, problems have
included tornadoes, severe storms, hail, flooding and
wildfires. It is usually the third quarter, not the second, that
poses problems due to the potentially huge cost of hurricanes.

At the same time, a soft pricing cycle over the past two years
has pushed some insurance policy premiums down by double-
digit rates, putting a squeeze on insurers' profit margins. The
rising losses could also help slow the rate of price-cutting.

The Property Casualty Insurers Association of America, which
represents around 40% of insurers, reported an industry wide
combined ratio of 99.9% for the first quarter, which means
that losses and expenses ate up virtually all the premiums
collected for the quarter.

Don Griffin, vice president of personal lines insurance for
insurers association, said that preliminary loss estimates for
recent catastrophes are likely to be revised upward, and that
insurers may take reserves based on what they expect
eventual claims to be. That could boost second-quarter loss
Reserves even more

PPG MVP Announces Fall Schedule for
Lean Training Program

PPG's MVP Business Solutions team announced the fall
schedule for its MVP Green Belt Training program. The four-
day course teaches the practical application of Lean Six
Sigma tailored for collision repair, and focuses on helping
shop owners and managers design and implement
processes that will result in the simultaneous improvement
of quality, speed and cost of operations.

The course will be offered on the following three dates:
October 6-9, Albuquerque, NM

November 17-20, Syracuse, NY

December 8-12, Duarte, CA

"The challenges for owners and managers of collision repair
businesses have never been greater," says Jim Berkey,
director of MVP Business Solutions for PPG Automotive
Refinish. "Collision repair businesses are faced with
shrinking repair opportunities, shrinking profits, fewer
capable people and performance pressures from insurers
and consumers. On top of this, there is an over-supply of
collision centers in the market.”

"Our Green Belt Training is the right solution for these
challenging times because it teaches owners and managers
how to eliminate waste, improve cycle time and efficiencies,
while reducing operating costs."”

According to Rich Altieri, senior manager, MVP Business
Solutions, the training curriculum is based on over four
years of extensive research and development, led by a team
of Master Black Belt Lean Six Sigma experts and MVP
collision center consultants.

"We hold these training programs at real-world collision
centers that are well along their way on the Lean Six Sigma
journey," says Altieri. "That way, other owners and
managers can more effectively relate what they learned in
the classroom to how it applies on the shop floor."

"We have graduated over 450 owners and managers to
date, many of whom are now on the continuous
improvement path provided by our MVP ParaKaizen
Workgroups," Altieri said.
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J.D. Power Releases 2008 Auto
Insurance Study

J.D. Power and Associates released the results of its 2008
National Auto Insurance Study that again once again found a
strong correlation between auto insurance company customer
satisfaction and policy renewal rates.

The study found that auto insurers with highly satisfied
customers have a renewal rate that is 9 percentage points
higher, on average, than insurers whose customers report low
levels of satisfaction.

"Increasing their numbers of highly committed customers by
delivering positive service experiences can be very rewarding
to auto insurers and significantly impact their financial
returns,” said Jeff Leiman, senior director of the insurance
practice at J.D. Power and Associates. "In an industry where a
one-percent shift in total market share can amount to a $1.6
billion dollar shift in premiums, enhancing the customer
experience to gain highly committed customers is absolutely
critical to auto insurers.”

Overall Customer Satisfaction Index (CSI) Ranking
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The study measures customer satisfaction with auto insurance
companies across five factors. In order of importance, they
are: interaction, policy offerings, billing and payment, price
and claims.

Overall satisfaction across the auto insurance industry has
increased-up from 781 points on a 1,000-point scale in 2007
to 787 in 2008. Additionally, satisfaction has increased
steadily during the past five years, improving by 25 points
since 2004. In 2008, eight of the 27 profiled insurance
carriers demonstrate significant year-over-year-
improvements in customer satisfaction.

"Intense competition in the marketplace and the consistent
improvement by carriers over time signal that insurance
companies recognize that merely satisfying customers is not
enough to remain competitive,” said Leiman. "The very
nature of the auto insurance market requires continuous
improvements in order to keep pace with ever-increasing
customer expectations."

Amica Mutual ranks highest in customer satisfaction with
auto insurance companies for a ninth consecutive year,
followed by State Farm, Erie Insurance, Auto-Owners,
American National Property and Casualty (ANPAC), and the
Automobile Club of Southern California respectively. USAA,
an insurance provider open only to U.S. military personnel
and their families, and therefore not included in the
rankings, also achieves a high level of customer satisfaction.

The study finds that 59 percent of customers with high
commitment report they would not switch their auto
insurer for any price, compared with only 9 percent of low-
commitment customers who say the same. Policy renewals
are also much more likely among customers with high
commitment levels, as 90 percent report they "definitely
will" renew their auto insurance policy, compared with only
14 percent of low-commitment customers who indicate that
they "definitely will" renew.

Customers with low commitment levels are also much less
likely to provide recommendations to friends and family
(9%) compared with highly committed customers (81%).
Additionally, the average number of recommendations
made by customers with low commitment (1.4) is notably
lower than the number of recommendations made by
high-commitment customers (7.7).

Do You Print and Distribute
This Newsletter to Your Techs?
Sign Them Up!

Many customers have told us that they distribute the D&R
Auto Paint and Supply newsletter to their techs. Thank You!
We hope it is a valuable service to your shop. If you would

like your techs, managers, office staff, dealer owners, fixed

op. managers, or other shop owners to receive the

newsletter, simple click on the management site below and
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your co-workers.

www.drautopaint.com/newsletter
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