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2015 AAACT Convention 

Recap 
The 2015 AAACT Annual Convention held recently at Harrah's Casino Resort, Cherokee, North Carolina was 
quite a success.  The weather was beautiful and the program outstanding.  Saturday's program consisted of a 
very informative session entitled "Exit Planning . . . Be Prepared", delivered by Carl Rogers, Rogers & 
Associates, Charlotte, NC.  After an informative update on upcoming credit card processing changes 
presented by Ricky Pearce, CoCard Merchant Services, Arfa Syed, Auto Care Association, Bethesda, MD, 
presented a thought-provoking session entitled "Digital Marketing in an Attention Economy".  The convention 
concluded Sunday morning with a Spiritual Message provided by recently elected Cherokee Nation Vice Chief 
and Pastor Rich Sneed, Cherokee, NC. 

The following is a summary of other happenings in Cherokee: 

� Awards were given to three (3) Directors who rotated off the Board:  Treasurer Ed Chappell of Garner, NC; 
Allan Rouzer of Salisbury, NC; and Mark Savage of Rockingham, NC. 

� The newly appointed Directors were:  Rick Brown of Winston-Salem, NC; Mike Edwards of Goldsboro, NC; 
and Jack Scholler of Statesville, NC. 

� New Officers were also elected by the Board and are as follows:– President: Bobby Flowers of Hickory, NC 
Vice-President: Max Miller of Benson, NC; Treasurer: Ron White of Burlington, NC; and Secretary: 
Randy Lisk of Raleigh, NC.  Out-going President Ralph Dickson, III of Gastonia, NC becomes Immediate 
Past President. 

� Awards were presented to the following AAACT Committee Chairs:  Convention– Sandy Crews of 
Jacksonville, NC; Finance–Ed Chappell of Garner, NC; Education Trust– Ron White of Burlington, NC; and 
Membership– Mark Savage of Rockingham, NC. 

� It was also announced that Ron White of Burlington, NC was inducted into the AAACT "Hall of Fame", and 
Sandy Crews of Jacksonville, NC was named AAACT's "Person of the Year".  Congratulations to Ron and 
Sandy!! 

We are also most grateful to Convention Chair Sandy Crews of Jacksonville, NC and her Committee (Bob 
Conley of Arden, NC; Chris George of High Point, NC; Mark Savage of Rockingham, NC; Jack Scholler of 
Statesville, NC; Scott Winchester of Charlotte, NC; and Hoyt Woodard of Asheville, NC) for putting together 
an outstanding event. 
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Sponsors 
Many Jobber, WD and Supplier Friends of AAACT were convention sponsors this year and we are most 
grateful for their support!  They are: 

PLATINUM: 

♦ CARQUEST AUTO PARTS 

♦ NAPA AUTO PARTS 

SILVER: 

♦ ASHEVILLE POWERTRAIN, INC. 

♦ AUTO SUPPLY CO., INC. 

♦ ROGERS & ASSOCIATES 

♦ JACK SCHOLLER EQUIPMENT 

BRONZE: 

♦ BATTERY SERVICE, INC. 

♦ EXIDE TECHNOLOGIES 

♦ THE FLOWERS CO. 

♦ IGO INSURANCE AGENCY 

♦ JENKINS AUTOMOTIVE & INDUSTRIAL SUPPLY 

♦ KITTRELL AUTO PARTS 

♦ MILLER PARTS & PAINT 

♦ NAPA AUTO SUPPLY & EQUIPMENT 

♦ NAPA MALI AUTO PARTS 

♦ PISTON RING & MACHINE CO., INC. 

♦ ROUZER MOTOR PARTS 

♦ ROYAL BUSINESS FORMS 

♦ SOUTHERN AUTO PARTS 

FRIENDS OF AAACT: 

♦ EDWARD JONES (Lonnie D. Hedrick, Advisor) 

♦ NAPA AMERICAN AUTO PARTS 

♦ SUPERIOR PARTS CO., INC. 

SATURDAY MORNING BREAKS: 

♦ DURAGLOSS APPEARANCE PRODUCTS 
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  

Scholarship “Live Auction” 
Thanks to the efforts of Convention Chair Sandy Crews and Auctioneer Frank Jenkins, the 2015 "LIVE 
AUCTION" and donations throughout the weekend netted $3,848.50 for the AAACT Scholarship Fund.  There 
were some great items auctioned off this year.  The following items were donated by ...  

o Asheville Powertrain, Asheville, NC: 6" Pottery Bowl; 8" Fifth Avenue Crystal Bowl; Butterfly Necklace; Heart 
Necklace; 57" Table Runner (Hand-stitched By 90-year-old lady); Vera Bradley Basket Night & Day Pattern (Includes 
Tote, Turnlock Wallet, Medium Cosmetic Bag, Zip ID Case) with Bottle of Biltmore Wine; Fitz & Floyd Glass 
Menagerie Limited Edition Fish Figurine; 5” x 7” Mikasa Crystal Picture Frame; and a Hobnail Glass Vase. 

o Piston Ring &Machine Co. – Washington, NC: Wine Rack with 3 Bottles of Wine; Art Glass Bowl; Wrought Iron 
Candle Stand & Candle; and a Fishing Trip for 3 Men (Includes Dinner and Lodging). 

o Exide Technologies - Rockingham, NC: Yeti Cooler Cup; Zebco Fishing Rod Combo; Nike (1 Dozen) Golf Balls; 
and a Buck Folding Knife 

o Duragloss Appearance Products - Burlington, NC: Two (2) Red Lamborghini Die Cast Cars; Green Tiffany Lamp; 
Burgundy Tiffany Lamp; Pink Rose Lamp; Apache Warrior Knife (Set of 4); Timberwolfe Bowie II Knife; Three (3) sets 
of 4 Folder Knives (Bear, Eagle, Deer, Wolf); and Four (4) Delta Ranger Frost Cutlery Knives. 
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o Harrah's Casino Resort - Cherokee, NC: Accommodations for two (2) Nights for two (2) adults at Harrah’s Casino 
Resort including one (1) complimentary Mandara Spa service, and Dinner & Breakfast for two (2) adults. 

o Southern Auto Parts - Jacksonville, NC: Wine Basket; White Fish w/Candle; Autographed Richard Petty 
Oldsmobile (1957); Silver Glass Vase; Spell Potion No. 13; and $100.00 for Scratch-off Card Winner. 

o CARQUEST AUTO PARTS - Raleigh, NC: iPad Mini 32GB;. 

o Miller Parts & Paint - Benson, NC: Antique Belted Chest; John Deere Tin Box; Amish Wall Art; and a Barbecue Set 
in Case. 

o NAPA AUTO PARTS - High Point, NC: Pandora Bracelet; Turquoise Necklace & Earrings; and Pearl & Silver 
Earrings; Swan Decoy (Hand Carved); Pearl Earrings; and a Fall Wreath. 

o NAPA MALI Auto Parts - Gastonia, NC: Two (2) Yeti Tumblers. 

o AAACT, Inc. - Raleigh, NC: Two (2) 1966 Ford F-100 (Die Cast) Truck Banks. 

o Jimmie Robertson of Raleigh, NC donated his $100.00 Door Prize to the Scholarship Fund. 

o Jack Scholler of Statesville, NC, who was the "Scratch-off Card Winner", donated $100.00 to the Scholarship Fund.  

o The Flowers Company, Hickory, NC donated $300.00 to the Scholarship Fund in honor of outgoing President Ralph 
Dickson, III. 

LEGAL / LEGISLATIVE 

Contingency Planning Urged for Proposed Overtime Rule 
By Allen Smith, J.D., manager of workplace law content for SHRM, 8/5/2015, Permissions 

It's probably too soon to start reclassifying workers in response to the proposed overtime rule, management 
attorneys agree. But it is time to start making contingency plans.  

Companies should be reviewing their exempt population, identifying those employees who earn less than the 
$50,440 level and considering how they will handle employees below the new threshold. The current salary 
level figure is $455 a week—$23,660 for a full-year worker. Under the proposed rule, the standard salary level 
is equal to the 40th percentile of earnings for full-time salaried workers, the Department of Labor notes in its 
summary of the proposed rule. The department projected the 40th percentile weekly wage in the final rule 
would likely be $970 or $50,440 annually in 2016.  

Factors to consider in reviewing job classifications include: 
1. Do positions meet the current duties test? 
2. Is it worth raising pay to get to a new salary level, or does it make more financial sense to pay affected 

employees overtime? 
3. Are there positions with employees above the new salary level and below the new salary level?  Is it 

important to keep them all in the same classification? 

Employers should give particular thought to: 
• Is there some level at which employees will receive a salary increase to maintain exempt status? 
• How will the company set the hourly rates for employees who become non-exempt? 

Do not start reclassifying now.  It is tough to predict the final salary level.  It also remains to be seen whether 
the Department of Labor will create a new duties test.  As employers plan ahead, Robert Boonin, an attorney 
with Dykema in Detroit and Ann Arbor, Michigan, recommended that they ask the following questions: 
• Should the company divide current salaries by 40 and pay time and one-half?  
• Should the company continue to pay salaries and pay half-time for hours over 40 under a “flexible 

workweek” type of structure?  
• Should the company establish hourly rates low enough so that when employees work their current shifts of 

more than 40 hours, their gross pay for the week is unchanged?  
• What are the employee relations consequences for each of these options?  
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• If employees lose their exempt status, what other structural changes will be needed, such as time-keeping 
and job descriptions?  

If employees are to be reclassified as nonexempt, then job descriptions will have to be revised. Drafting these 
now versus waiting for the finalized regulations may be appropriate. 

John Thompson, an attorney with Fisher & Phillips in Atlanta, said contingency planning should include 
assessment of:  
• Whether, and for which employees, management is prepared to pay a higher salary to maintain exempt 

status, with or without bonus pay included. 
• How confident management is about defending the exempt status of certain employees today, whatever 

the salary level might later be.  
• For employees whose status is in question, whether other Fair Labor Standards Act (FLSA) exemptions 

might be applied.  
• What kinds and amounts of pay will comply with the FLSA and fit within management’s financial 

constraints.  
• What communications program will be used to convey reclassification decisions.  

Don’t forget, Thompson cautioned, that the salary requirement applies on a workweek or pay-period basis. 
“Annualized figures might be fine for purposes of making projections or speaking in generalities, but they do 
not represent the regulatory requirement,” he said. “This is not simply a picky point: Some employers get the 
misimpression that, as long as the annualized figure is met, the exemptions’ compensation requirement is 
satisfied.” 

Remember - Flat or flag rate employees must meet ALL 3 of these criteria, in order to be exempt: 
1. The employee must be employed by a retail or service establishment; 
2. The employee's regular rate of pay must exceed one and one-half times the applicable minimum wage 

under FLSA section 6; AND 
3. More than 50% of the employee's total earnings, in a representative period, must consist of commissions 

on goods or services.   

If you have questions or concerns, contact your Human Resources provider, IGO HR Services: Sherry 
Robertson, PHR, SHRM-CP, 800-243-1560, sherry@igoinsurance.com. 
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  

EPA Bans HFC-134a in Model Year 2021 Vehicles 
The U.S. Environmental Protection Agency (EPA) has finalized a rule to prohibit uses of hydrofluorocarbons 
(HFCs), a class of greenhouse gases used in air-conditioning, refrigeration, and other equipment. 

The EPA is listing HFC-134a as unacceptable for newly manufactured light-duty motor vehicles beginning in 
Model Year (MY) 2021 except as allowed under a narrowed use limit for use in newly manufactured light-duty 
vehicles destined for use in countries that do not have infrastructure in place for servicing with other acceptable 
refrigerants.  This narrowed use limit will be in place through MY 2025.  Beginning in MY 2026, HFC-134a will 
be unacceptable for use in all newly manufactured light-duty vehicles.  EPA is also listing the use of certain 
refrigerant blends as unacceptable in newly manufactured light-duty motor vehicles starting with MY 2017. 

"Today's action delivers on the President's Climate Action Plan and the administration's commitment to acting 
on climate.  And it is in line with steps leading businesses are already taking to reduce and replace HFCs with 
safer, climate-friendly alternatives," said EPA Administrator Gina McCarthy.  "This rule will not only reduce 
harmful greenhouse gas emissions, but also encourage greater use and development of the next generation of 
safer HFC alternatives." 

In the United States, HFC emissions are expected to nearly double by 2020 and triple by 2030.  New 
technologies and new climate-friendly refrigerants can significantly reduce these emission increases.  EPA 
estimates this final rule will reduce greenhouse gas emissions of 54 to 64 million metric tons of carbon dioxide 
equivalent in 2025, equal to the carbon dioxide emissions from the annual energy use of more than 5.8 million 
homes. 
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  
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Two Recent E-Blasts from NCDMV License and Theft Bureau - 

Inspection Unit 

1. The General Assembly of North Carolina enacted Session Law 2015-163 House Bill 6 which is effective 
Thursday, October 1, 2015.  Law 2015-163 defines an Autocycle.  An Autocycle is a three-wheeled 
motorcycle that has a steering wheel, pedals, and seat safety belts for each occupant, antilock brakes, air 
bag protection, completely enclosed seating that does not require the operator to straddle or sit astride, 
and is otherwise manufactured to comply with federal safety requirements for motorcycles. An Autocycle 
for the purpose of a vehicle inspection should be considered a motorcycle and treated the same.  

2. Session Law 2015-241, House Bill 97, which affects the required brake light equipment on a vehicle has 
been ratified and on October 1, 2015 will become effective.  House Bill 97 made the following changes: 
vehicles manufactured after December 31, 1955, and on or before December 31, 1970, shall be equipped 
with one stop lamp on the rear of the vehicle.  All vehicles manufactured after December 31, 1970, shall be 
equipped with stop lamps, ONE ON EACH SIDE of the rear of the vehicle.  Please ensure that on or after 
October 1, 2015 all vehicles conform to these new standards. 

For more information, or if you have questions about these changes, please contact the Inspections Unit at 1-
877-421-0020, or your local License and Theft Bureau office. 

MANAGEMENT NOTES 

No, You Didn't Lose Your Largest Account Because of Price 
By John Chapin 

This past week an insurance agency called me for help because they just lost their largest account that they've 
had for the past 24 years.  When I asked how that happened, the clear, confident response was, "Price!"  The 
only piece of good news I could glean from this initial exchange was that my gag reflex is working perfectly. 

IF YOU THINK YOU LOST YOUR GREAT, LONG-TERM CUSTOMER BASED UPON PRICE . . . 

FIRST, understand that people don't change for the sake of changing...especially if they've been with 
you for a substantial amount of time.  The only way a long-term customer will change is if they see 
significant pain to staying with you coupled with significant benefit to moving.  You blew it somewhere.  
Somewhere you dropped the ball related to the relationship, value, or both.   

Possible solution:  You have to get into that account and do anything to save it.  In the process, find out 
why you lost it and start to correct the problem in the accounts you still have left. 

SECOND, understand that if someone's price is significantly better than yours, there's a reason that 
you'd better make clear to the customer because they are in danger.  There is simply no way 
someone can deliver a superior product, superior service, and a much lower price. If someone is 33% 
cheaper (use this word when referring to the competition) than you, as was the case with the insurance 
company, you are selling apples and they are selling oranges.  There are holes in the policy that can hurt 
them.   

Possible solution:  You need to get in there and scare the Bejesus out of them.  You have to raise doubt 
that they are getting what they expected.  For example, with an insurance policy, you have to show them 
where the possible holes are and where they might be exposed. 

NOTE:  The above assumes you still have a strong enough relationship and they still like and trust you.  If 
they trust (believe) you, and like you (aren't changing out of spite), you can raise that shadow of a doubt 
and that is your objective here. 

THIRD, you didn't lose this customer overnight.  It's probably been over a series of years.   
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Solution: You need to make some changes, most likely significant ones, to how you deliver value and 
build long-term relationships. 

HOW TO ELIMINATE YOUR "PRICE" PROBLEM 

STEP 1:  Accept that only about 7% of people buy primarily on price. 
Until you accept this fact, you'll never be able to overcome the price problem.  And no, your market isn't 
different and the people you're dealing with aren't different.  This is another excuse I hear weekly and in 
each and every case I've ever encountered, the top performing companies and salespeople are always 
selling more expensive products to the people who supposedly buy on prices.  Think about it.  How many 
things do you buy solely on the fact that they are the lowest price?  Do you buy your fiancé the cheapest 
diamond?  Do you send your kids to the cheapest schools?  Do you invest in the cheapest cancer 
treatment for your loved one?  These are extreme examples but they highlight the point that if you're like 
most people, the lowest price scares you.  Dad was right, "you get what you pay for." 

If you truly believe people buy on price, you don't have a price problem, you have a mindset and a 
sales problem.  "Price" is simply an easy, throw-away excuse to justify hanging out in your comfort zone 
and being mediocre while simultaneously avoiding the hard work and pain necessary for salvation.  There's 
pain in letting go of an old belief.  The amount of work it takes to build sales skills, adjust mindset, and 
admit you're wrong, is immense and the reality is: most people won't do it.  They will simply hide behind the 
price excuse and whine that their situation is different.  It isn't.  And the faster you accept that reality, the 
faster you'll begin to turn things around. 

STEP 2:  Realize that selling on price is the surest way to go out of business. 
There can only be one low-price provider.  If you are it today, you won't be it tomorrow or when your 
customer is shopping the next time.  There will always be someone willing to sell something cheaper and, 
in some cases, even give it away.  Low price cheapens the marketplace and destroys loyalty, trust, 
credibility, and relationships.  Competing on price will ensure both you and your business live a shorter, 
more painful life. 

Solution: Get great at building relationships and value.  This is going to take some work, but it will be 
worth it.  Look, is price important? Yes.  Is it the most important?  In 93% of the cases no.  It's funny that 
any time the subject of relationships comes up and I ask how important they are in the overall sales and 
business process, I usually get the answer that they are the most important part.  When I later ask the 
same person why they didn't get the business, they say "price". 

At the end of the day, whatever you believe to be true, will be true.  While I can show you over and over 
again study after study that show that only 7% of people buy primarily on price, you won't believe what you 
see, you'll see what you believe.  As we all know, the first sale is to yourself.  If you don't believe in your 
product and the price you're asking for it, you either need to find that belief or leave your company and go work 
for the low-cost provider.  Either way, if you're going to survive long-term, feel good about yourself, and 
ultimately thrive in the market place, you have to let go of the price excuse and learn to sell value and 
relationships. 

John Chapin is a sales and motivational speaker and trainer.  For his free newsletter, or if you would like him to speak at 
your next event, go to: www.completeselling.com.  John has over 27 years of sales experience as a number one sales rep 
and is the author of the 2010 sales book of the year: Sales Encyclopedia.  For permission to reprint, email: 
johnchapin@completeselling.com. 
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  

2016 Advertising Calendars 

Don’t forget to order the 2016 Advertising Calendars to keep your name in front of your customers all year 
long.  Information was enclosed in recent issues of “The Horn”.  If you have questions or would like to place an 
order, contact Rita at 800-849-8037, Fax: 828-286-4847, or email rwieskampaaact@aol.com.   
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INDUSTRY NEWS 

Average Vehicle Miles Rebound 
"Annual miles traveled by the average light vehicle in the U.S. declined most years between 2004 and 2014.  
As the number of cars and light trucks on U.S. roads increased nearly 6% over these ten years, light vehicle 
annual mileage climbed less than 3%.  As a result, average car and light truck 2014 mileage in the U.S. was 
nearly 600 miles lower than ten years earlier.  However, all this is changing during 2015.  For the first time in 
more than 15 years, 2015 light vehicle mileage is increasing significantly faster than car and light truck VIO 
(vehicles in operation).  This means average light vehicle use (annual miles) is climbing during 2015, a strong 
upward force on car and light truck aftermarket product volume." ~ Jim Lang 

Falling Annual Miles Per Vehicle.  The typical car and light truck in the U.S. averaged 10,900 miles during 
2004, not much higher than the annual distance traveled by the typical light vehicle several years earlier. 

Ten Year Decline.  Over the next ten years, annual miles per car and light truck in the U.S. declined, first 
rapidly, then at a slower pace.  Light vehicles averaged 10,900 miles during 2004,shrinking to 10,700 miles the 
following year.  Average car and light truck annual travel fell to 10,300 miles during 2008. 

Annual Mileage Gain Then Drop.  Annual light vehicle travel averaged 10,400 miles during 2009, peaking the 
next year (relative to 2004) at 10,600 miles before declining each of the next four years.  By 2014, average 
annual mileage per car and light truck in the U.S. fell to 10,300 miles, down 6% from ten years earlier. 

Average Annual Miles By Type Of Vehicle.  Average annual miles of cars fell more than 9% between 2004 
and 2014; while light trucks suffered a less severe annual mileage reduction, particularly since 2009.  Foreign 
nameplates, because of their lower average age and greater concentration among newer vehicles (which are 
generally driven more annual miles than older vehicles), recorded a modest increase in annual miles per car 
and light truck since 2009.  Domestic nameplates significantly declined in average annual miles over the last 
ten years, reflecting their higher average age and greater concentration among older vehicle age groups, 
particularly cars and light trucks 12 years and up. 

Projected Increase In Annual Miles During 2015.  Lang Marketing is projecting an increase of approximately 
2% in 2015 miles for the average light vehicle.  This will be the greatest average annual mileage gain per 
vehicle in more than 15 years. 

Not All Vehicles Rolling Up 2015 Mileage Gain.  However, this 2015 mileage increase will not be recorded 
by all types of vehicles.  Mileage growth will be concentrated among two vehicle groups: light trucks and 
foreign nameplates.  Domestic nameplates will decline in 2015 annual miles per vehicle, despite an up-tick in 
annual mileage for the typical light vehicle on U.S. roads. 

Implications For Aftermarket Growth.  Increased vehicle use (mileage) is positive for aftermarket product 
volume, since wear and tear of many parts (resulting in repair and replacement) is caused by mileage rather 
than just time. 

Strong Fundamentals.  Greater annual miles per car and light truck in the U.S. coupled with an aging vehicle 
population will be a one-two punch driving-up annual aftermarket product use per light vehicle, especially with 
the number of cars and light trucks in operation returning to a higher annual growth rate (compared the 2008 to 
2013 period). 

Six Major Takeaways. 

• Annual miles recorded by the average light vehicle on U.S. roads declined 6% between 2004 and 2014, 
as annual travel by the average light vehicle fell 600 miles. 

• Foreign nameplates (concentrated among lower vehicle age categories which are generally higher in 
annual mileage than older cars and light trucks averaged a modest increase in average miles driven 
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per car and light truck between 2004 and 2014; while domestic nameplates significantly declined in 
average annual mileage. 

• Lang Marketing is projecting an approximate increase of 2% in annual miles for the average car and 
light truck during 2015, the most significant annual mileage light vehicle gain in more than 15 years. 

• Annual mileage growth projected by Lang Marketing for the typical vehicle in 2015 will be concentrated 
among two vehicle groups: light trucks and foreign nameplates. Domestic nameplates will continue to 
decline in annual miles during 2015 despite an up-tick in miles for the typical light vehicle. 

• Increasing vehicle use (mileage) is positive for aftermarket product volume, with the increase in annual 
miles per car and light truck in the U.S. a significant factor driving-up 2015 aftermarket product use. 

• Growing annual miles per light vehicle in operation along with an aging car and light truck population 
will provide a one-two punch which will expand aftermarket product use during 2015, at user-price.  
Product growth will be augmented by a return to higher annual VIO (vehicles in operation) gains over 
the next several years. 

(Source:  The Lang Aftermarket iReport 9/10/15) 

AAACT NEWS 

In Memoriam 

We were deeply saddened to hear of the September 16, 2015 death of North Carolina Automotive Wholesalers 
Association Past President Cecil Dickson of Shelby, NC.  Cecil operated Dickson Auto Supply in Shelby from 
1963 until his retirement in 2009.  Our thoughts and prayers are with the entire Dickson family. 
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  

Welcome New Members!!! 

Affiliate (Manufacturer, AAACT Supplier, Sales Rep., Repair Facility, Body Shop) 

♦ Hodges Insurance, Inc., 120 N. Main St., P.O. Box 330, Louisburg, NC 27549 - Bryan Cash, 919-496-5155. 

♦ Interstate Batteries, 12770 Merit Dr., Ste. 1000, Dallas, TX 75251 - Richard Blose, 412-951-9776. 

♦ Rogers & Associates, 5821 Fairview Rd., Ste. 208, Charlotte, NC 28209 - Carl E. Rogers, Jr., 704-494-7070. 
* * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * * *  

AAEFCU Has Merged 

After a long and difficult decision process, the Board of Directors of the Automotive Aftermarket Employee 
Federal Credit Union has made the determination to merge with Destinations Credit Union in Baltimore.  
Largely due to industry attrition, the critical mass of membership necessary to maintain the credit union fell 
short and made it financially challenging to continue. 

Every credit union in Maryland was considered as a potential merger partner.  In the end, Destinations was 
selected for the following reasons: 

♦ They practice the same credit union culture of caring for members as does AAEFCU. 

♦ They are bringing Pat Moog along, an important consideration from among our members. 

♦ They offer more new services for AAEFCU members. 

~ Randy Lisk, Executive Vice President 


