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The CABA Mission 

The Chesapeake Automotive Business Association is a not-for-profit 501(c)6 trade 
association of aftermarket businesses in Maryland, Delaware and Washington, DC. 
CABA is dedicated to the development of locally owned auto repair & tire service cen-
ters, their jobbers and the aftermarket professionals that supply them. The focus of 
CABA efforts are on programs and services that enhance our members’ competitive 
skills, lower their business operating expenses and help them attract, motivate & 
keep the best employees. In summary: CULTIVATING EXCELLENCE! 

September, 2016 

 

Our Facebook URL is http://www.facebook.com/cababiz1. 

Half of employees don't understand their health benefits,  
poll says 
  
The typical argument in favor of the United States’ unique system of health care often centers 
on the freedom consumers have to choose the benefits that best meet their needs.In reality, 
however, few Americans are truly health care shoppers. Most get insurance through their 
employer, and even if the employer offers an array of options, many employees don’t under-
stand the benefits they can choose. 

A recent poll by Chicago-based employee communication software company Jellyvision  found  
48 percent of U.S. workers say that making choices about health insurance is “very stress-
ful.” Forty-one percent say enrolling in their employer’s health plan is very confusing. Roughly 
half of the 2,000 benefit-eligible employees surveyed say they don’t know what the out-of-
pocket maximum is for their health plan. A similar percentage couldn’t say what their employer 
contribution to the plan was. 

The key for employers is the 56 percent who say they would appreciate help from the compa-
ny in making health plan decisions. That figure, argues HR Dive, represents a major opportuni-
ty for employers to help workers out. The best way to help them through a process they find 
convoluted, it adds, is by using simple language to explain the steps and options. 

“Employers are seeing success with the right combination of accurate, clear information and 
tools to explain the perks in clean, clear language,” writes HR Dive’s Tom Starner. While past 
surveys have shown that American workers strongly consider benefits when choosing a job, 
there is an equal amount of evidence that shows they don’t have a strong grasp of the benefits 
their employers offer them, including health insurance and retirement. 

Much of the ignorance is because of the fact that for generations, many employers have of-
fered comprehensive insurance that covered the great majority of workers’ health care costs. 
Relatively few workers with employer-based insurance had to make decisions about costs; 
those were made by the employer and remained largely hidden from the average employee. 

After nearly two decades of rapidly rising health costs, however, many employers are moving 
toward high-deductible health plans or consumer-driven health plans. More are also offering a 
greater array of plans for workers to pick from. 

In the long term, advocates hope employees will become more sophisticated health care shop-
pers and make choices that prod the health care system into competing for consumers in a 
way that is more in line with traditional market economics. But the country still has a ways to 
go.  

 

 

 

 

 

 

http://www.facebook.com/cababiz1
http://www.benefitspro.com/2015/12/14/shifting-health-benefits-to-the-consumer
http://www.benefitspro.com/2016/06/01/mobilizing-the-health-care-consumer-army
http://www.jellyvision.com/
http://www.benefitspro.com/2016/07/29/workers-overwhelmed-by-health-care-decisions
http://www.hrdive.com/news/survey-employees-struggle-with-health-benefit-confusion-stress/426498/


CABA is online at www.caba.biz & www.facebook.com/cababiz1 
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CONTACT CABA FIRST FOR 

THESE BUSINESS NEEDS 

 

 

 Employee Retention Health Benefit 

 Maryland State Inspection forms 

 Vehicle & personal loans from Destinations CU 

 Shop Management Mitchell1 & Snap-On Shop-

Key 

 Identifix technical hotline 

 Technical education 

 Management education 

 Electricity & Gas group-buying service 

 Health Savings Accounts with Destinations CU 

 Waste recycling services 

 Custom-printed business forms 

 Stock business forms 

 Calendars 

 Plastic parts bags 

 Printer ribbons 

 Stickers (warranty, core, etc.) 

 Savings & Checking Accts with Destinations 

 Cash investment CDs from Destinations 

 Business Insurance 

 HR Management Services/Payroll 

 Check Guarantee 

 Credit Card Processing 

 Broadband Internet/Telecom 

 Website design/hosting 

 Uniform Rental 

 Mystery Shopping with Sales Training 

 Marketing Products—Improving exposure to 

Drive-by and Walk-by traffic 

MEMBER NEWS is a regular feature of the CABA Newsletter intended to relate 
recent news about CABA companies & our local industry people particularly 
concerning awards, obituaries, mergers & personnel changes. Anyone with 
news should send it to pat@caba.biz. 
 

Welcome new members:  
 
 

Do you know of any business owners who should be members of CABA? Call 
our office with their names. All aftermarket companies should be participating in 
CABA’s legislative agenda and, at the same time, enjoying the many financial 
benefits available to them through the Association. To accomplish our motto: 
“doing as a group what each cannot do individually,” CABA needs everyone 
involved. helping your own business at the same time. 
 

CABA ANNUAL MEMBERSHIP MEETING 
NOVEMBER 16, 2016 

All members are cordially invited to attend. Board members and staff will be 
present to answer questions or suggestions. If you wish to attend please phone 
Pat Moog at the CABA office, 410-647-0505 to ensure that space is available. 

 

This is your Association, here’s your chance to be heard! 

 Members Can Benefit: 

Savings, CDs & Loans 

New/Used Vehicles  

Home Equity and Mortgages 

Personal Loans  

For the latest savings and loan 
rates visit the Destinations credit 

union 

website at 

www.destinationscu.org 

For more rates, call  

410-663-2500  

8767 Satyr Hill Rd 

Parkville, MD 21234  
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                                                      CABA on Facebook 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

**Attention Maryland Vehicle Owners** 
New Maryland Law Insurance ID Card in All Vehicles 

Effective 10/01/2016, the State of Maryland requires drivers to carry a current insurance ID card in all vehicles. The law 
includes a provision that drivers without a current ID card can be fined.  
 
Please check your vehicle to be sure you are carrying a current ID card. ID Cards are included with each renewal of 
your personal, or commercial, auto policy. Should you require an additional copy of your ID Card, please contact our 
office at (800) 733-2530 or email us at julie.sewnarine@ksiinc.com. Please note that electronic cards are acceptable. 
 
For more information regarding the new law, click here to see House Bill 720 
 

 

Our Facebook URL is http://www.facebook.com/cababiz1. 

This makes it easier for our “friends” and the world in general, to “like” us and to see what is 
going on. CABA board member Greg Weller has created our site and keeps it interesting 
with articles, photos and up-to-date information on all of CABA’s events. Likewise, members 
can, with one click, get an update on regional meetings, CABA events and more. There are 
quick links to the credit union and CABA-endorsed service providers. Check us out! 

redir.aspx?REF=gQ_fqOUdeLmAvKxER9UqbA6Xqwo4xWa52X_3yVOps1h12gLtOeLTCAFtYWlsdG86anVsaWUuc2V3bmFyaW5lQGtzaWluYy5jb20.
http://KellerStonebraker.us9.list-manage.com/track/click?u=f8335d801aaf732df953944ad&id=5ba3e0cafa&e=c8cb79cfaf
http://www.facebook.com/cababiz1


Support the vendors who support 
the Association and therefore sup-
port you! 
 

These programs have been chosen 
by the Board of Directors for their 
cost savings and especially for the 
service level that they provide. 
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 CABA members are eligible and former AEFCU 

Members are now... 

Destinations Credit Union Members! 

NEW & USED CAR LOAN RATES 

REMAIN LOW! 

RATES AS LOW AS 1.99% 

Refinancing your current loan may lower your monthly 

payment or shorten the period of your loan. 

Buying a Car Soon? Want to refinance at a lower 

rate? Get A Great Rate From Your Credit Union! 

Call our office: 410-663-2500  

Visit our web site: www.destinationscu.org 

Or visit our main office:        8767 Satyr Hill Rd 

                                           Parkville, MD 21234  

 

 

 

 

 

                              Destinations Loan Rates  

Type of Loan                   Term                          APR as Low As:* 

New or Used Auto/Truck Up to 60 months     1.99%** 

                              61 to 83 months     2.49%** 

                              Up to 84 months     2.99%** 

Other Secured                    Up to 60 months     5.75%** 

(Motorcycle, boats, etc) Up to 120 months    6.75%** 

Home Equity Line of Credit         Prime minus 1% (4% APR Floor) 

(80% Loan to Value ) 

Home Equity Fixed Loan     Up to 7 yrs.                 4.99% 

(80% Loan to Value )           Up to 15 yrs.               5.49%                         

Signature (Personal) Up to 60 months       10.50%** 

                              Up to 120 months      11.50%** 

Overdraft Protection                       10.50%** 

MasterCard               Revolving          9.50% 

MasterCard Credit Builder Revolving          9.50% 

Share Secured           Regular IRA Dividend Rate + 3% 

Mortgage    30 and 15 year fixed and ARMS       Call for rates 

* Rates based on credit history and may be higher  

** APR reflects 1/4% discount for Automatic Payment Transfer or      
Payroll Deduction 

Add 1/4% back if repaid otherwise   

Interest rates are subject to change without notice.  

 

 

 

 

 



CABA Education Calendar Page  6 

The CABA Education Calendar is intended to present a comprehensive list of skills, management and technical classes of value to owners, managers, 
counter/sales professionals and technicians in Maryland, Delaware and Washington, DC. Any education provider including parts jobbers, manufactur-
ers, associations, community colleges, education professionals and more are invited to submit their listing information (see below for format needed). 
Submit class information to CABA via email sal@caba.biz at least one month in advance of the scheduled beginning date of each class. 

CABA is online at www.caba.biz & www.facebook.com/cababiz1 
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We all know or have heard of individuals who have had a tragedy in their family and places them in a non-recoverable 
financial situation. For years, the automotive aftermarket has had a charity that helped such families, but it has been 
little publicized.  Now, the Foundation is in the hands of industry professionals and truly wants to help individuals and 
families in need. The employee must be in the automotive aftermarket. The Foundation will examine each individual 
case and make a determination of what funds are needed. Here is the information and contact points. Save this page. 

The AACF, or Automotive Aftermarket Charitable Foundation, was founded in 1959 to assist automotive aftermarket 
members and their families who, due to catastrophic illness or terrible accident, have exhausted all other available re-
sources in maintaining a reasonable existence. 

Our Mission - to provide sustainable solutions for those in great need - is what drives us every single day. To 
make good on our mission, we're staffed by a dedicated team of experienced industry executives who donate their time 
to this worthy cause. 

But we can't do it alone. 

The AACF depends on the generous assistance of companies and individuals within our industry to provide the financial 
support to fund the foundation. Together, we can assist those within our industry who desperately need help. 

If tragedy strikes, it usually does so without warning. And when it does, the AACF is here to help find a solution. 

Whether it's you, a loved one, co-worker, or someone you know in the industry that has fallen on hard times due to a 
catastrophic event or condition, you can turn to the AACF as an advocate and ally in this time of need. With professional 
experts and resources from across the Automotive Aftermarket, we provide advice and support - quickly and confident-
ly. 

If you need help or know someone in need... 
You may contact us to discuss the particulars of the situation to see how the AACF can assist the individual or family.  

ALL CALLS AND CORRESPONDENCE ARE IN THE STRICTEST OF CONFIDENCE. 

AACF 

5716 Folsom Blvd #149  Sacramento, CA 95819 

Phone: 916-628-0271     Email: info@aacfi.org       http://www.aacfi.org/ 

 

 

 

mailto:info@aacfi.org
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CABA 2017 

Reference Directory 

SPACE CONTRACT 

 

 Full Page—4 1/2 “ X 7 1/2 * 

  SOLD  Inside Cover (Front or Back)….…………….………. $700 

  SOLD  Back Cover…………………………………………………. $775 

    Tab Pages…………………………………………………… $575 

  _____  2 Pages.……………………………………………………… $850 

  _____  Full Page.……………………………………………………. $475 

 

 Half Page (4 1/2”x 3 3/4”)……..……………………………………………...…….$300 

 

 1/3 Page (4 1/2” x 1 7/8”)……..…………………………………………………….$250 

 

  

PDF with embedded fonts and graphics if possible or TIF both  

high resolution BLACK & WHITE ONLY 

 

ADS MUST BE IN BY DECEMBER 16, 2016  
        

   _____ Repeat previous years ad (please check size)   

   _____ New ad to follow (please check size) 

   _____ Repeat previous years ad with minor changes (please check size).   

              Changes are as follows: 

 

   _____________________________________________________________________________ 

   _____________________________________________________________________________ 

   _____________________________________________________________________________ 

 

Please fax to 410-544-8130 or email to Pat@caba.biz  
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FAX: 410-544-8130 



Message from Your Board Member 

It pays to advertise in your monthly CABA newsletter!  Call 410-647-0505 to reserve your Ad space. 
1/2 page: $185 or 1/4 page $150 (Big discounts for full year or half-year) 

Little Known Facts… 

Quaker Oats for fast pain relief... it's not for breakfast 

any more! Mix 2 cups of Quaker Oats and 1 cup of water 

in a bowl and warm in the microwave for 1 minute, cool 

slightly, and apply the mixture to your hands for soothing 

relief from arthritis pain. 

 

A cat has 32 muscles in each ear. 

 

The Bible does not say there were three wise men: it only 

says there were three gifts. 

 

Rubber bands last longer when refrigerated. 

 

After spending hours working at a computer display, look 

at a blank piece of white paper. It will probably appear 

pink. 

 

Women burn fat more slowly than men, by a rate of  

about 50% calories a day. The highest temperature ever 

recorded in the continental USA. 

 

US was 134 degrees on July 10, 1913 in Death Valley,  

Greetings, CABA Members!  

In a recent Ratchet & Wrench article expert sales management trainer Jim 

Pancero discusses Redefining Selling for a New Generation.  Pancero points 

out the millennial generation is now in a major buying- and decision-making 

position and that means the way your team sells needs to be adjusted to 

best connect to and win the business from this increasingly important gen-

eration of customers. The big issue today is that there are three generations 

in the workforce: the boomers who are 55 years and older; the gen X, which 

is mid 30s to early 50s; and the millennials, which are under 35. Studies 

show every other generation tends to be a dominant generation and the 

ones in between tend to be adjusting generations. Gen X has been identified 

as an adjustment generation while Millennials are dominant redefining the 

way we communicate and what we value as important. The challenge for 

companies today is having two very distinct customer sets to satisfy. 

When it comes to boomers versus millennials their very distinct difference in 

values definitely changes the selling process. Boomers are still heavily influ-

enced by the sales rep. Although they may do simple online research, they 

want an expert sales rep to give his or her expert recommendations. On the 

other hand the millennial buyer loves doing extensive online research for 

themselves trying to decide what they want or need before talking with a 

sales rep. Millennials are influenced by peers and social media. Millennials 

are cautious when seeking advice and suggestions from a sales rep, feeling 

their answers might be biased. Millennials for the most part will only start 

talking to sales reps much later in the selling process, after they have done 

their homework and selected what they feel they need to buy and at what 

buying  price. In order to find out what changes you must make to your sell-

ing process to win over millennial buyers you must first identify where your 

customers are now. If you are selling mostly older folks you probably won’t 

have to change for awhile.  

 

The younger your average customer is, the more critical it is you’re aware of 

and participating in the communication. We can talk about what a boomer 

or millennial wants, but it still comes down to the uniqueness of the individ-

ual. Instead of guessing what the customer’s preferred method of communi-

cating might be, ask them. Millennials tend to be affirmed by the chatter 

communications, which is ongoing, updated process communications. If you 

are working on my car, send me a text message when you  start working on 

it and when you finish. Some kind of communication of progress is viewed 

by millennials as connection.  

 

With all the above said we must still position ourselves as an advisor. After 

doing all their extensive online research millennials will from time to time 

come to us prepared to make a not so wise buying decision.  

 
 

It is still our job today as the advisor to take control and challenge the cus-

tomer’s preconceived than the millennial customer, you want to be helpful 

but In order to find out what changes you must make to your selling process  

to win over millennial buyers you must first than the millennial customer, 

you want to be helpful but In order to find out what changes you must make 

to your selling process to win over millennial buyers you must first identify 

where your customers are now. If you are selling mostly older folks you prob-

ably won’t have to change for awhile. The younger your average customer is, 

the more critical it is you’re aware of and participating in the communica-

tion. We can talk about what a boomer or millennial wants, but it still comes 

down to the uniqueness of the individual. Instead of guessing what the cus-

tomers preferred method of communicating might be, ask them. Millennials 

tend to be affirmed by the chatter communications, which is ongoing, updat-

ed process communications. If you are working on my car, send me a text 

message when you are start working on it and when you finish. Some kind 

of communication of progress is viewed by millennials as connection. With 

all the above said we must still position ourselves as an advisor. After doing 

all their extensive online research millennials will from time to time come to 

us prepared to make a not so wise buying decision. It is still our job today as 

the advisor to take control and challenge the customer’s preconceived no-

tions of what they think they need to ensure it is what they really need to 

solve their problem. 

 

It was already mentioned that millennial customers are weary of taking 

advice from a sales person, so how can we become an advisor they will trust 

and enjoy interacting with?  As simplistic as it sounds we must first show 

respect. If you are much older than the millennial customer, you want to be 

helpful but you cannot talk down to them. Many millennials feel like they are 

not treated as a regular customer. We saw this 20 years ago with the prob-

lems of selling to females in our industry, who were intimidated and uncom-

fortable going to shops. That was the hot topic in sales: how do you sell to 

women? We have the same scenario happening all over again. A lot of the 

same attributes of customer service come into play, which is treat them with 

respect, give them options with explanations. Pancero’s wraps up his article 

by giving his definition of success as when we can take complex ideas and 

explain them with simple concepts without talking down to people, adding, 

that’s going to be the key to persuasion in this business. 

 

Article contributed by  

Doug Meekins 

CABA Board Member 

308 Crain Highway N. 

Event Calendar 
 

AAPEX/SEMA 
Las Vegas, NV 
November 1st-4th, 2016 
 
CABA Annual Membership Meeting 
November 16, 2016 


