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December 8§, 1994

Mr. Jack Gillis

Executive Directar

Certified Automotive Parts Association
1518 K Streer, N.W.

Washington, DC 20003

Dear Jack:

Enciosed find a coﬂ%r?.nrmis_fm/m)ﬂmmeeﬁnofam ACE, as promised. While I don't think youdl find apy

new revelations [the fezdback rom coilision repair representatives at this session was consistent in addressing (wo

! N 1. do 2 poor job of educating/advising their pelicvhciders

a. of their policy regarding the usage of CAPA pans

b. of the quality comparability of CAPA versus OEM parts

c. of providing policyhoiders with printed material explaining
the posture on both of these matrers.

1. fail to acknewledge that they must drive the use of CAPA parts because, singa rhay'rethe
aciusl-purelaser; they're the only party’ in the equation who gains financially.

ﬁ\. Manufacturers ...

i . .
W . ; ; .
\ I. fail to ensure that there is adequate inventory avaiiable.

. provide no advertising or promotion of their products to educate the consumer.

K

V 3. offer no incentives to encourags snops 1o use their products instead of those of the OEM’s.
Based on my experience in the industry generally. and expasure to the siill sensitive issue of afier market pants, [
have to admir that the shop owners’ assessment above is preuy darned accurate. The insurance industry. with a few
exceptions, has, at best, given oaly lip sarvice to its support of CAPA and has been abvsmal in conveying its

message 10 its sales force, employees and customess. Similarly. 10 my knowledge. the manuiacturers are guilty on
all couynts noted. '
II's an interssting situation because, with a linle bitof attention. insurers can fairly easily accomplish what they want

by: 1) inserting appropriate language in (heir pelicies. educating their agents. ciaims 5127 and policyholders, and .
expending a few doilars on collateral handout matarial; and 21 exerting pressure on the manufacturers and
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distributors to maintain inventory levels that minimize out-of-stock, back arder scenarios. Furthermore, with the
centinuing proliferation of direct repair programs and the resulting ability of insurers to accurately moniter parts
usage (and virtually everything else} through zutomated management reports, shops have litde alternative to the use
of CAPA parts when the estimate so requires.

In. the short term, it would be inexpensive and politically astute for the CAPA/manufacturers/insurers consartia ta

: develop for perusal at your mext meeting 2 consumer oriented pamphlet draft containing a brief explanation of
CAPA, the parts manufacturing process, and the quaiity control measures that are practiced. Assuming that it is
approved there, it could then be printed and distributed to body shops and insurers, either in a few test markets or
countrywide as determined by your committee. This would be an excellent gesture of good faith 10 the collision
repair industry that the "CAPA thres” is responsive to reasonable reguests, and would buy you and your partners
(the insurers and manufacturers) some additional time to develop a coordinated, naional approach to the issues
contzined in paragraph three above and the many others that you undoubtedly have to address.

It’s certainly not my intention to tell you how to run your business. Jack. so consider my remarks as well meaning
suggestions from a friend. You've made significant progress in the harshest possible envirenment in the last four
vears - an impressive accomplishment! The objective, clearly, is 1o continue te build on that mementum going
forward. If there is anything that CCC can do to assist, please don't hesirate to contaci Sam Barash. Cindy Schaier

Qr Tme.

Best regards,

T

J. Laurence Costin
VWice Chairman
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