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LEGAL/LGISLATIVE 

Member Alert: U.S., Mexico, Canada Reach Trilateral Trade Agreement 

Late Sunday night [September 30, 2018], the United States, Canada and Mexico reached a new trade agree-

ment to replace NAFTA right before the U.S.-imposed Sunday deadline. NAFTA is still in effect while the 

new agreement, called the United States-Mexico-Canada Agreement (USMCA), goes through Congressional 

review. The timing allows outgoing Mexican President Enrique Peña Nieto to sign the USMCA prior to him 

leaving office. 

“We are encouraged to see the United States reach a trilateral trade agreement with Mexico and Canada, al-

lowing duty-free movement of auto parts to continue between the three countries. As we continue to review 

the text, we hope the modernized agreement strengthens trade in the region and promotes consistency and pre-

dictability for U.S. auto manufacturers, distributors, retailers and service providers,” said Bill Hanvey, presi-

dent and CEO, Auto Care Association… 

EPA Considering Eliminating Refrigerant Sales Restrictions 

 The U.S. Environmental Protection Agency (EPA) is considering a proposal that could eliminate refrigerant 

sales restrictions on non-ozone depleting refrigerants such as R-134a. Specifically, the proposed rule suggests 

reversing a 2016 rule that instituted air conditioning appliance maintenance and leak repair requirements to 

non-ozone depleting substances (ODS). While the proposal for the most part applies to stationary air condi-

tioners, EPA is also asking for comments on provisions of the 2016 regulation that extended refrigerant sales 

restrictions to non-ODS such as R-134a. Those regulations, which went into effect in 2018, permitted sales of 

small containers of non-ODS refrigerants to non-certified individuals as long as the container was equipped 

with a self-sealing valve. 

EPA is proposing to eliminate the application of the leak repair requirements to non-ODS refrigerants based 

on their current interpretation that they do not have the authority under the Clean Air Act to apply the require-

ments to non-ozone depleting refrigerants. EPA also states that while they are only seeking to overturn one 

part of the rule, they are asking for comment as to whether it has the authority to impose the refrigerant sales 

restrictions on non-ODS as well. 
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Do You Have To Get Warranty Work Done At The Dealer? 

Auto Guide – October 5, 2018  

There’s no question that warranty coverage is one of the main reasons many people buy a brand new car rather 

than test their luck on the secondhand market. Knowing that you’ll have peace of mind for the first several 

years of ownership, at the very least – and in some cases, as long as a decade – makes it worth paying that new 

car premium. 

 Lost in the shuffle, however, is the fact that warranty repair work is a major profit center for car dealerships, 

which are reimbursed by the corporate mothership for every oil change, tire rotation, and parts replacement 

they perform. The cash flow that this type of work represents has created one of the most pervasive myths sur-

rounding owning a new vehicle: that all of your warranty work absolutely, positively, has to be done by the 

dealer. 

 It doesn’t. 

 Scare Tactics 

That doesn’t mean you won’t come across many, many arguments attempting to convince you otherwise. Per-

haps the most common is the threat that, should an owner attempt to have their in-warranty car or truck ser-

viced by someone other than the dealer – or in some cases, even at a different dealer than the one who sold 

them the vehicle – the entire warranty will be rendered void immediately. You’ll hear this repeated by friends, 

family members, and quite often less-scrupulous service managers attempting to keep your business where they 

think it belongs. 

 Then there’s the common claim that modern cars are ‘too complex’ for independent repair shops to work on 

properly, and that only dealers have the equipment and expertise required to work on the newest, and most ad-

vanced models. 

 Legal Opinions 

The latter feels persuasive at first. Wouldn’t it make sense that a dealership would have the most up-to-date 

gear and training for each model it sells? – and in some past cases (primarily with European automakers who 

did their best to withhold diagnostic tools from non-factory shops) it has carried the whiff of truth. However, a 

series of lawsuits concerning the right-to-repair, plus the gradual democratization of technology for independ-

ent mechanics, has leveled the playing field in terms of skill and tooling. 

 The long arm of the law has also intervened when it comes to the other scare tactic listed above, because it was 

used so often, and had such a chilling effect on owners. In fact, the United States has legislation, called the 

Magnuson-Moss Warranty Act, that deals specifically with in-warranty repairs. In effect since 1975, Magnuson

-Moss was intended to clarify the details of any guarantee associated with a consumer product, as well as offer 

individuals the freedom to have repair work effectuated by any shop or professional of their choosing, rather 

than relying exclusively on the manufacturer. 

Magnuson-Moss is a powerful tool, for several reasons. In addition to allowing you to go to a more convenient 

quick lube shop for an oil change, it also frees you from having to buy specific parts, fluids, or other compo-

nents from the dealership or manufacturer if you do not want to do so, without impacting your warranty status. 

In fact, if your vehicle requires a very specific part or a unique formulation of oil, and you can’t find an after-

market or third-party equivalent, the makers of your vehicle must provide you with it for free so you can have it 

installed elsewhere. 

 In Canada, the law is a little different. You don’t have to go to the dealer, natch, but you may be required to 

purchase OEM-specific fluids – such as transmission or engine oils – if they are absolutely required for the re-

pair work that needs to done. 

 Cross Those T’s 

The freedom to do what you want when it comes to your new vehicle warranty repairs comes with a very im-

portant caveat. Regardless of what work you have done, you need to keep meticulous records of who did it, 

where, and with what parts/fluids/belts/rubber, because car companies will always want to verify that the  
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procedures outlined in their own repair manuals were followed as closely as possible. 

 It makes sense. An OEM isn’t going to be willing to honor the warranty on your vehicle if you chose to fill 

the engine with a lubricant that wasn’t appropriate for its design specs, for example. Likewise, you’ll also see 

push-back if a third-party shop damages a replacement part, or another part of the vehicle while installing it. 

Keep track of everything that’s done outside the dealership, with receipts, so you can defend your warranty 

rights if required. 

 Your Car Belongs To You 

Many of you are probably asking yourselves why anyone would ever want to go anywhere else for service and 

risk having to argue with the dealership about warranty claims. There are a few compelling scenarios why 

some owners would choose to avoid a dealer service bay. 

 Some people live far from the spot where they purchased their car, and it’s simply more convenient to get mi-

nor servicing done locally rather than drive an hour or two for an appointment. Others are tired of having 

‘extras’ like engine flushes and other preventative maintenance pushed on them when simply trying to get 

their tires rotated. Finally, there is a small contingent of owners out there who enjoy the simple pleasures of 

working on their cars themselves. 

 The bottom line? Your car belongs to you. You make the payments every month, and you should get to decide 

when and where you want to have it worked on, without risking your warranty. 

 And fortunately, the law is on your side. 

The 2018 Election in Five Bullet Points 

1. Democrats won control of the U.S. House of Representatives, gaining at least 35 seats (a few races remain 

undecided). Democrats needed to gain 23 seats in order to secure the majority and were expected by most ana-

lysts to shift the balance by about 30 seats. 

2. Republicans expanded their lead in the U.S. Senate, picking up at minimum three seats: Indiana, North Da-

kota and Missouri. Florida is currently undergoing a manual recount with Republican Rick Scott leading by 

just over 12,000 votes. Democrats picked up two seats (Nevada and Arizona) while holding onto two tough 

seats in states where Trump is very popular (Montana and West Virginia). 

3. Democrats flipped seven governorships, with Georgia still undecided, while Republicans flipped one gover-

norship (Alaska). Excluding Georgia, Republicans now control 26 governorships and Democrats control 23. 

4. Democrats had a net gain of five state legislative chambers. Democrats now control 37 state chambers, 

while Republicans control 62. Democrats flipped over 370 state-level seats on election night, winning back a 

significant chunk of the 900+ seats lost during Obama’s tenure. 

5. Democrats had a net gain of six “trifectas,” which occur when one party controls both state chambers as 

well as the governorship. Republicans had a net loss of four trifectas, excluding the result in Georgia. As of 

today, only 13 states will have divided government, down from 16 prior to the election. 

Source: Ballotpedia 

MANAGEMENT NOTES 

A Reason Many Salespeople Fail and How to Avoid It 
By John Chapin 

 In a recent article by friend and colleague John Brubaker (CoachBru.com), he stated that, “According to a  
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 U.S. Department of Commerce research study, in the first five years of a business the survival rate for inde-

pendent small businesses is less than 20% but the survival rate for franchises is 95%.” 

He continues: “…it isn't so much the name recognition… it's the fact that with a franchise you get to utilize a 

turn-key set of business operations [a successful system that works] as opposed to having to invent the wheel 

in your own business. 

 …Starbucks [has] an excellent system which is why they have a thriving business. From the point of purchase 

displays, merchandising, upsells, menu options and language to the tiered pricing, customer service, and order 

production/fulfillment methods they have a calculated, streamlined process for every single touchpoint. (Note: 

The system does NOT vary from store to store within the franchise. The system IS the system.)” 

 During a discussion with me, he iterated that his own research found that salespeople and entrepreneurs that 

follow a sales system are 10 times as likely to be successful as those that don’t. The reason why this is true 

may not be what you expect. It’s also not the same exact reason for franchise success, though it’s similar. The 

primary reason why salespeople following a system are 10 times as successful as those that don’t, is that they 

care enough to have a system to begin with. Let me explain. The first step to success in sales is an iron-clad 

commitment that you’re going to be successful. Anyone committed to a goal lays out a plan and follows a sys-

tem to achieve that end. Whether it’s weight loss, learning how to play the harmonica… or sales goals. The 

person who just “kind of” wants to lose weight, thinks it “might be nice” to play the harmonica, or are in sales 

because it “pays the bills and gets them to the weekend”, aren’t putting in extra time to plan out how they’re 

going to actually make it happen. Similar to the person who spends more time planning a vacation than their 

retirement. They simply aren’t serious about the latter.   

The good news is: a sales system doesn’t have to be a painstakingly detailed, step-by-step system that’s re-

quired to run a franchise such as Subway or Starbucks. All that’s required is that it leads to enough of the right 

activities resulting in enough contacts with enough qualified prospects, to make enough sales to hit weekly, 

monthly, and annual sales goals. 

 The Necessary Ingredients for a Successful Sales System 

 Ingredient #1: A Plan 

Your plan is the easy part of this process. It simply consists of your goals, your activity, and your plan to get 

the activity done.  

 The first thing you need to determine is your annual sales goal. Once you have your annual goal, break that 

down to monthly and weekly goals. Next, calculate your daily activity. In order to do that, begin by dividing 

your annual goal by the size of your average sale. That will give you the number of sales you have to make for 

the year. Now, based upon your closing ratio, figure out how many proposals you need to present. Calculate 

the number of prospects you need to get that number of proposals. And finally how many calls does it take to 

get that number of prospects? Once you have the total number of sales, proposals, prospects, and calls, break 

those down to monthly, weekly, and daily numbers for each.  

 Your last step is to plan your days and weeks based upon the number of calls you need to make while getting 

your other activities done. Whatever your numbers are, with 168 hours in a week, you should have more than 

enough time. An example of the business portion of a day in your week might look like the following: 7 – 8 

a.m.: paperwork and prep for the day, 8 – 10 a.m.: prospecting phone calls, 10 to noon: in-person prospecting, 

noon to 1: lunch, 1 to 3: appointments, 3 to 5 prospecting phone calls, 5 o’clock: paperwork.  

 Ingredient #2: The Tools 

Your tools will consist of: a playbook, a binder with all scripts, a Concept Book, and a way to track and follow 

up with clients and prospects. Your playbook will include everything, but not limited to: company policies and 

procedures, how you start your day, how you find, contact, and follow-up with prospects, how to build long-

term relationships, and how you end your day. It’s basically something that you can hand to a brand new per-

son and they can be up and running once they have a general understanding of it. A binder with all scripts  
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contains: all prospecting calls, presentations, answers to objections, and all other items you need to convey to 

prospects and clients. Your Concept Book will contain all your “evidence”: testimonials, user lists, reference 

letters, endorsements, articles, guarantees, examples of where your product or service was applied with suc-

cessful results, and all documentation that supports any claims you make during your calls. Finally you need 

CRM (client relationship management) and PRM (prospect relationship management) systems in place. These 

don’t have to be super-complicated or even computerized, they just have to be effective. I have one sales rep 

who uses a Yearly Planner, 3x5 index cards, and an excel spreadsheet. Again, the keys here are that you have a 

system and that it’s effective.  

Ingredient #3: Follow the Plan and Make Adjustments  

Once you have your plan, get into action as soon as possible. Notice what is and isn’t working and make ad-

justments. Remember, imperfect action is better than no action. The biggest problem I see with putting a sys-

tem together is that some people become perfectionists and as a result, are never ready to take action. Take ac-

tion every day, even while you are putting your system together. Do not stop everything you’re doing and de-

cide you’re going to wait until you have the perfect plan in place. Do sales activities every day whether a plan 

is in place or not.  

 If you’re looking for an additional resource to help you put together a system, one of John’s tools is: Business 

Growth Vault at CoachBru.com. 

 

 John Chapin is a motivational sales speaker and trainer. For his free newsletter, or to have him speak at your 

next event, go to: www.completeselling.com  John has over 31 years of sales experience as a number one sales 

rep and is the author of the 2010 sales book of the year: Sales Encyclopedia. You can reprint provided you 

keep contact information in place. E-mail: johnchapin@completeselling.com. 

 

 John Chapin 

 # 1 Sales Rep w 31+ years’ experience, Author of the 2010 sales book of the year: SALES ENCYCLOPEDIA 

(Axiom Book Awards) - The largest sales book on the planet (678 pages).  

  

508-243-7359  -  24/7  

johnchapin@completeselling.com  

www.completeselling.com 

  

LINKEDIN: once logged in find me under: johnchapin1  

FACEBOOK: http://www.facebook.com/johnjchapin  

TWITTER: http://twitter.com/johnjchapin 

AAAMS NEWS 
 

     

Kennedy Office – More than Office Supplies 
The Sales Consultants and Customer Care Team at Kennedy Office are excited to partner with the members of 
AAAMS! Kennedy Office offers a wide variety of products to meet all your business needs. Whether it’s Break-
room, Janitorial, Furniture, Printing & Promotional, Toner or Office Supplies, Kennedy CAN help! Our partner-
ship will not only provide a complete source to meet your business needs, we will also be supporting the AAAMS 
with a % back of total sales each quarter as a revenue source for the association.  

http://r20rs6.net/tn.jsp?f=0015w5S--JDC3lhwkqDHa-zJPmZpV-Cj7O3IHXprwVX8iVsJ19xbt5u59OFW_1b6I6t-cbQPVmgyP5RTVqzDX3uf86JUBsp_UqFU4pjO02PBGwMiVX8liACjr2_-QAlR3HTvSZa9VwSYihIyqCTcMPslTzGUzHM2nwAUWXLu2-BKx68LK4gMulyGixZXl_r9-w29KBkAJ_T6H3yGDPQm8UX_68VDkQQLeITLVxJO
http://r20rs6.net/tn.jsp?f=0015w5S--JDC3lhwkqDHa-zJPmZpV-Cj7O3IHXprwVX8iVsJ19xbt5u59OFW_1b6I6t-cbQPVmgyP5RTVqzDX3uf86JUBsp_UqFU4pjO02PBGwMiVX8liACjr2_-QAlR3HTvSZa9VwSYihIyqCTcMPslTzGUzHM2nwAUWXLu2-BKx68LK4gMulyGixZXl_r9-w29KBkAJ_T6H3yGDPQm8UX_68VDkQQLeITLVxJO
http://www.completeselling.com
mailto:johnchapin@completeselling.com
mailto:johnchapin@completeselling.com
http://www.completeselling.com/
http://www.facebook.com/johnjchapin
http://twitter.com/johnjchapin
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 Kennedy Office also offers consulting services and spend management tools to help your business meet its budg-
eting goals. Maverick shoppers and multiple vendor options can quickly lead to increased spending on office prod-
ucts. We can help rein in spending through our Business Review process and Jr./Sr. Buyer program. This free re-
porting feature and consultation service is available to all Kennedy customers.Please contact Alix Hock at 800-733-
9401 to schedule an appointment so we can learn about your specific business needs and provide your custom 
pricing plan. Discover more about our many categories of products at www.kennedyoffice.com. Log in as a guest 
to explore the features and benefits of our website.  

Username – kennedyguest Password – kennedyguest 

Suggestions Welcome 

Every member of the AAAMS Board of Directors and Staff welcomes your suggestions, constructive criti-

cism, and especially your support on matters of mutual interest.  In the final analysis, the success of any Asso-

ciation and its programs depends on the cooperation and support of the members.  In 2019, why not resolve to 

become an even more active, supportive, and participating AAAMS member? 

AAAMS Office Holiday Schedule 

The AAAMS office will be closed the following days during the upcoming Holiday Season: 

   *Thanksgiving - Thursday, November 22nd and Friday, November 23rd; 

   * Christmas - Monday, December 24th and Tuesday, December 25th; 

   * New Years - Tuesday, January 1, 2019. 

Happy Thanksgiving, Merry Christmas and Happy New Year!!!!! 

--- Randy Lisk, Executive Vice President  


