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PReSIDeNT’S MeSSAGe

The Tradition of Learning and 
Sharing Continues
Where do I start? As the newest president 
of NARSA, I should start by thanking the 
other members of the Board of Directors 
for having the confidence and trust in me 
to elect me to lead the organization for the 
next two years.  I also want to thank my 
wife and business partner, Sandy, for giv-
ing me the support and encouragement to 
take on this volunteer post.

The Board decided that at the begin-
ning of every NARSA meeting we should 
always start with our values and mission.  
We recently finished a strategic planning 
process in which we looked at the past, 
present and future of the organization, its 
members, its potential members and the 
markets in which we all participate to gen-
erate a guiding document – our plan.

One of our first things is to communi-
cate it to our members and nonmembers 
so they will know what exactly it is we do, 
why we do it, and for whom we do it.  It is 
our way to establish continuity and a way 
to pass the torch from one Board to the 
next Board.

What are those important, few guiding 
thoughts?  We started with why.  NARSA 
exists to create access to opportunities for 
its members through vision, knowledge, 
and innovation.

Then we asked who we are to better 
understand ourselves and our culture. 
NARSA Members:

•	 are	committed	to	sharing	and	learning;	

•	 seek	growth	through	vision	and	
innovation;

•	 are	willing	to	mentor;

•	 are	dedicated	to	professionalism;

•	 have	a	non-wavering	belief	in	support	
of	the	industry;	and

•	 possess	a	positive	entrepreneurial	
spirit.
What do we do that binds all of us to-

gether?  We are in the heat transfer busi-
ness.  That is common ground whether 
you run a repair shop, distribute parts, de-
sign systems or manufacture parts.  

Chances are if you are like me, you do all 
of them to some degree or another.

In addition to the guidelines, the Board 
wanted to express a bottom line commit-
ment or guarantee that will help it govern 
how it makes and uses policy to accom-
plish its mission.  The NARSA guarantee 
is to provide neutral forums for network-
ing, education, and professional develop-
ment in the heat exchange industry.

We do this to create access to opportu-
nities for all the membership.  
Membership in NARSA is like buying a 
new TIG welder with all of the bells and 
whistles.  At first, you are all excited when 
you first purchase the machine.  The weld-
ing store delivers it.  You put in the middle 
of the shop floor.  You take three months 
to decide where you want to put it.  You 
take another three months to get an electri-
cian to hook it up and six months before 
you even turn it on.

Over this same time, the welding rep 
comes by a couple of times and each time 
he asks how about the new machine and 
how it is working for you.  He can see that 
not much is happening but he keeps offer-
ing to send out an instructor. Your re-
sponse, I am too busy right now.  Here is 
this large business investment that is not 
making you any money but you have it 
just the same.

I see NARSA membership pretty much 
the same.  You only get out of it what you 
are willing to put into it.  You need to plug 
it in, turn it on and practice at it in order to 
make it work. 

When I started in this business in 1981, 
my father and I attended a NARSA-
Northeast Regional Conference in Cherry 
Hill, New Jersey.  I was overwhelmed by 
the number of suppliers and vendors. You 
want to know something?  I was the odd 
boy out.  I thought: “Man this is a good 
old boys show.”  All the old guys knew 
each other.  They all bellied up to the bar, 
sat in the hospitality suites.  I was a little 
fish, actually more like a guppy.

Everybody seemed to have it all going 

on.  I was just trying to figure out if I had 
enough for gas and tolls for the way 
home.  I didn’t quite know what it was but 
I knew they had something I wanted.  
They had experience and they were will-
ing to share it.  I learned some things and 
one of them was to attend more of these 
kinds of meetings.  I did even though I 
had to put some things to the side like the 
bowling and softball leagues but it was 
worth it.  These guys were speaking my 
language – heat exchange.

I have benefited from my association 
with NARSA and meeting and working 
with my peers.  I hope that I can be as suc-
cessful as those presidents who came be-
fore me in keeping this organization mov-
ing forward and providing all of us with 
the opportunities to continue to grow.  In 
looking at the men and women on the 
Board and the members of NARSA, I 
know we will all be blessed with some of 
the most intelligent, caring and sharing 
people in the industry.  I am grateful for 
this opportunity and looking to making 
the most if it – for all of us. 
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NARSA NewS

continued on next page

NARSA Names Mark Taylor 2014-2016 President
GLEN BURNIE, MD – Mr. Mark Taylor, president and owner of 
ERS Cooling Systems here, has been named president of 
NARSA the International Heat Transfer Association.  In his ca-
pacity as NARSA president, Mr. Taylor will lead the organiza-
tion’s Board of Directors in setting policy and working with staff 
to effectively implement programs in pursuit of the goals of the 
international trade association.

Mr. Taylor heads ERS Cooling Systems which was started by 
his father, Donald W. Taylor, in 1981. Through the years it has 
grown from a three-person auto and radiator repair shop to a 
21-person multi-faceted repair, distribution and metal fabrication 
facility specializing in heat transfer products including mobile air 
conditioning for heavy truck and construction machinery.  ERS 
Cooling Systems has six departments: radiator service shop, 
welding, truck service, off-road mobile A/C service, on-site ra-
diator generator service and heavy duty cooling system part 
sales.  Parts distribution is available to wholesale, jobber, and 
retail markets.

Taylor’s term as president will conclude in 2016.  Outgoing 
president Pat O’Connor will remain as Chairman of the Board 
for a two-year term and said that he will remain active on several 
committees including Membership and the HD Conference 
Committee.

Bobby Duran of S & F Radiator is the 2014-2016 NARSA Vice President.  
Angelo Miozza of West Side Radiator Works returns as Treasurer and Mark 
Taylor of ERS Cooling Systems is the 2014-2016 President.

Other officers elected by the Board at its annual meeting in 
Las Vegas included: Bobby Duran of S&F Radiator Service Inc. 
in	North	Bergen,	NJ	as	Vice	President;	Angelo	Miozza	of	West	
Side	Radiator	Works	in	Denver,	PA	as	Treasurer;	and	Riekie	
Roncinske of Taalman Inc. in Laredo, TX as Secretary. 
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NARSA NewS
continued from previous page

In addition to the officers, the members 
of the 2014-2015 Board of Directors are: 
David Bienvenu of Radiator Service Inc. 
in	Houma,	LA;	David	Bitel	of	Detroit	
Radiator	Corp.	in	Romulus,	MI;	Matt	
Burgard of Serck Services Inc. in Denver, 
CO;	Roland	Ewert	of	Thermal	Solutions	
Inc.	in	Orange,	CA;	Kyle	Rickermann	of	
Affton	Radiator	&	A/C	in	St.	Louis,	MO;	
Wes Stephenson of Mill Masters Inc. in 
Jackson,	TN;	Justin	Stuart	of	Bushey	

In Memoriam

Darrel e. Sallee of Auto-kool, Former Member 
of the NARSA Board of Directors
HERMISTON, OR – Darrel Eugene 
Sallee, 64, passed away on December 9, 
2014 at his home surrounded by family.  
He was born February 5, 1950 at Pryor, 
Oklahoma to Merel Eugene and Mary 
Marie (Thompson), Sallee.  The family 
moved from Oklahoma to Payette, Idaho 
and eventually to Pendleton, Oregon in 
1955.  He was joined by a sister, Sonya 
Kay	Sallee	in	January,	1956.

He grew up attending Pendleton 
schools graduating from Pendleton High 
School in 1968.  He and his dad shared the 
same hobby.  They were members of the 
“Blue Mountain Hardtop Racing 
Association” and Darrel was “1968 
Rookie of the Year” while driving car #9.

A short time later he enlisted with the 
United States Navy and was stationed on 
the USS Bon Homme Richard where he 

worked on the flight deck during the Viet 
Nam War.  After four years of service he 
was honorably discharged returning back 
to Pendleton where he was employed with 
J&M Towing and Wrecking.

In 1973 he met the love of his life, 
Rhonda Simmons. They were married 
May 3, 1975 in Pendleton and had three 
children, Jolene, Jeremy, and Jacob.

After J&M Towing and Wrecking, he 
worked for Schaefer Radiator until he 
moved to Hermiston and started his own 
business,	Auto-Kool,	in	1981.		The	busi-
ness started in a one bay shop on 
Hermiston Avenue and was eventually 
moved to Highway 395 becoming one of 
the largest heat exchange shops in the 
Northwest.  He has served on the regional 
and national board of directors of NARSA.

A leader in the community, he served 
as 1980 VFW Commander Post 922, 
President of the Hermiston Babe Ruth in 
1992 and Committee Chairman, 1992-
2000 Hermiston Ducks Unlimited.   He 
was awarded 2008 Hermiston’s Man of 
the Year, the 2010 Umatilla County Fair 
Manager’s Award and from 2004 to pres-
ent he served on the Farm City Pro-Rodeo 
Board of Directors.  He was an active vol-
unteer for the Pendleton Round-Up as 
well as a past competitor. He loved help-
ing others and he cherished every moment 
he spent with his granddaughter to whom 
he was “Poppie”.  He enjoyed numerous 
outdoor activities including hunting, fish-

Automotive	in	Midland,	MI;	Jesse	White	
of	Amherst	Radiator	in	Tonawanda,	NY;	
and Wayne Juchno of NARSA in 
Wexford, PA.

NARSA exists to create access to op-
portunities for its members through vision, 
knowledge, and innovation.  The member-
ship of the international trade association 
consists of businesses engaged in the pro-
duction, repair, distribution of heat ex-
changer products and services for trans-
portation and industry.

Founded in 1954 as the National 
Automotive Radiator Service Association, 
NARSA – The International Heat Transfer 
Association is a non-profit trade associa-
tion headquartered in the USA.  NARSA 
provides education, communication and 
business development programs and ac-
tivities including online and print publica-
tions, certifications, meetings, conferences 
and trade exhibitions. NARSA is located 
in Wexford, PA, a suburb of Pittsburgh, 
and has members in 37 nations. 

ing, team roping, scuba diving, and skiing. 
NARSA Exec Wayne Juchno com-

mented, “Darrell was way too young to go 
and will be missed by his many friends in 
the business including myself.  He was so 
full of life.  As a board member, he was 
very open and honest with his opinions. 
He was never shy in sharing them either. 
You always knew where he stood. Our 
condolences go out to his family and close 
friends. We will keep them in our 
prayers.”

Surviving Darrel are his wife, Rhonda 
Sallee, daughter Jolene Sallee-Davis and 
granddaughter	Molly	Davis	of	Hermiston;	
his sons Jeremy Sallee of Hermiston and 
Jacob Sallee of Chicago, IL, and a sister, 
Sonya	K.	Sallee	of	Hermiston.		He	is	pre-
ceded in death by his parents Merel and 
Marie Sallee.  In lieu of flowers contribu-
tions may be made in Darrel’s memory to 
Western Wishes, P.O. Box 19613, Reno, 
NV 89511.  
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NARSA 2015 Calendar
MACSW Convention
Orlando, Florida
February 5 - 7

NARSA/MACSW Business 
Seminar
Atlanta, Georgia 
March 5 - 6

Mid America Trucking Show
Louisville,	Kentucky
March 26-28

NARSA EdTech Meeting
Dallas, Texas
April 18

Off Shore Technology Show
Houston, Texas
May 4 - 7

NARSA Board  
of Directors Meeting
Nashville, Tennessee
May 15

NARSA EdTech Meeting
North Carolina 
May 30

NARSA HD Heating and 
Cooling Conference
Buffalo, New York 
September (tbd)

NARSA Convention/AAPEX
Las Vegas, Nevada
November 1 - 5

Automotive Techs Make More 
Online Parts Purchases than 
Consumers/DIYers
BETHESDA, MD— Contrary to conventional wisdom, the larg-
est portion of the online purchasing, or e-tailing, market for re-
placement parts is the professional technician segment, accord-
ing to E-Tailing in the Automotive Aftermarket from the Auto 
Care Association.  In addition, professional technicians purchase 
a slightly different mix of products, compared to the consumer/
DIY portion, which results in a higher dollar volume. 

The groundbreaking E-Tailing in the Automotive Aftermarket 
digital study analyzes the online retail market for sales of after-
market parts, and serves as the foundation for the Auto Care 
Association to provide a unified estimate of online sales within 
the aftermarket.  The full report provides a comprehensive analy-
sis of the e-tailing channel based upon a triangulated analysis of 
pre-existing studies, existing data, consumer and installer sur-
veys, and in-depth interviews (IDIs) within the auto care industry.

In addition to the full report, the research is also available in 
these four modules:

•	 Executive	Summary	-	provides	an	overview	of	all	the	key	
component study findings which include insights from the 
market	sizing,	repair	shop/installer	and	consumer	research;

•	 Market	Size	and	Growth	-	totals	dollar	volume	of	replacement	
parts	sold	via	e-tailers	for	2013	in	consumer	dollars;

•	 Repair	Shop/Installer	Survey	Results	-	includes	an	in-depth	
analysis of the repair shop’s usage of e-tailing within their 
business;	and

•	 Consumer/Vehicle	Owner	Survey	Results	-	examines	the	
DIY automotive consumer and their e-tailing habits.

IMR Inc. and The Martec Group were commissioned by the 
Auto Care Association to perform the research and modules for 
this report. Each version of the report is priced differently for 
Auto Care Association members and non-members.  For pricing 
and more information, visit www.autocare.org/etailing. 
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FOR ReLeASe

IRS Announces Increase in 
Business Mileage Deduction Rate
 WATERFORD, WI – The Internal Revenue Service (IRS) has 
announced the 2015 national optional business mileage deduction 
rate of 57.5 cents for U.S. business drivers, effective January 1, 
2015. 

To establish the rate, the IRS worked closely with Runzheimer 
International, the company who has provided annual vehicle cost 
data to the IRS since 1980.  The company also provides mobility 
benchmark data to organizations in the U.S. and Canada.

The 2015 rate of 57.5 cents reflects a cent-and-a-half per mile 
increase as compared to the current rate of 56 cents-per-mile, 
which went into effect January 1, 2014.

“Although fuel costs are trending lower, that decrease is offset 
by increases to the annual fixed cost components, such as vehicle 
capital costs and residual values,” said Cris Robinson, Research 
Analysis Supervisor of Runzheimer International.  “The result is 
an increase in the mileage deduction rate for 2015.  The data 
Runzheimer International collects for the IRS highlights the 
shifts in market conditions nationwide and enables the IRS and 
other organizations to make more informed business decisions 
related to vehicle costs.”

The 57.5 cents-per-mile rate is the amount that a U.S. taxpayer 
can deduct for vehicle expenses on a 2015 tax return for recorded 
business miles. 

China Commercial Vehicle Industry Sales to 2017 Growing at 6% CAGR 
DALLAS – RnRMarketResearch.com says sales volume of 
China’s commercial vehicles is estimated to register a CAGR of 6 
percent in 2014-2017, and will reach 5.12 million in 2017. 

The development of the commercial vehicle industry is closely 
related to China’s macro economy.  In 2013, the growth rate of 
China’s GDP fell to 7.7 percent, while commercial vehicle market 
experienced slow growth at the same time, with output and sales 
volume increasing by 7.6 percent and 6.4 percent, respectively. 

In view of Chinese commercial vehicle market segment, the 
truck market remains depressed due to the slower pace in infra-
structure construction and project construction.  In 2013, output 
and sales volume of trucks in China were 2.705 million and 
2.726 million separately, edging up 3.3 percent and 2.8 percent 
year-on-year.  It is expected that the truck market will maintain a 
moderate growth trend over the next few years because of con-
tinuous structural adjustments of China’s macro economy.

Driven by positive factors including tourist bus and school bus 
sales, the passenger car market saw rapid development in recent 
years within China’s commercial vehicle industry.  In 2013, the 
output and sales volume of the passenger car in China reached 
483,000 and 477,000, rising by 13.4 percent and 12.0 percent from 
a year earlier respectively.  It is projected that spurred by new en-
ergy bus and school bus increases, the bus market will keep grow-
ing fast, with an estimated average growth rate of around 10 per-
cent in 2014-2017.

Key	Companies	profiled	in	the	China	Commercial	Vehicle	
Industry Report, 2014-2017 include Beiqi Foton Motor Co., Ltd., 
Dongfeng Automobile Co. Ltd, Shenyang Jinbei Automotive 
Company Limited, Anhui Jianghuai Automobile Co. Ltd., 
Liaoning SG Automotive Group Co. Ltd., Jiangling Motors 
Corporation,	Ltd.,	Xiamen	King	Long	Motor	Group	Co.,	Ltd.,	
CNHTC Jinan Truck Co., Ltd., Chongqing Changan Automobile 
Company Limited and Zhengzhou Yutong Bus Co. Ltd. 

Atlanta: 859.581.7500             Charlotte: 859.581.7500          
Cincinnati: 859.581.7500          Chicago: 815.725.1470 
Dallas: 972.227.1210             Houston: 713.670.0220          
Los Angeles: 562.921.0748     Orlando/Tampa: 863.606.5999 
Philadelphia: 215.289.9480     Seattle/Portland: 562.921.0748 
   

Now in Stock - Can Ship Today

Over 40 
Makes & 
Models

Tour & Transit Bus Radiators & CACs

45-0297AT 
Industrial  
Radiator

27-0182 
Volvo 

Oil Cooler

27-02323 
Komatsu 
Radiator
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Difference by degrees!

UNIPART
INTERNATIONAL

RadiatoR options Fin options

ChaRge aiR CooleR options

otheR heat tRansFeR pRoduCts and seRviCes

*  AC Condensers & Components
*  Fans and Shrouds
*  Oil & Transmission Coolers
*  DPF & EGR Products  Services

*  Industrial Condenser Coils
*  Tube and Shell Heat Exchangers
*  Plate Heat Exchangers
*  Fin Tube Heat Exchangers

Bolt UpSolder UpplaStic alUminUm

Serpentine Fin
* Low Height

* Super Low Height

dimple 
Staggered Flat  

Fin

loUvered 
Staggered Flat 

Fin

canted in line 
Flat  Fin

Smooth or 
dimpled tUBe

complete cac Fin tUBe option Bar & plate option

overStock liqUidation Sale

 Serving North America’s Heavy Duty Cooling Needs!

*  Engineering and Design 
*  Thermal Design and Calculation
*  Custom Fabrication
*  General Heat Transfer Service

 3FLX000258 -Freightliner/Sterling Radiator-Copper/Brass-9500 Series 08-11 (Mercedes engine) w/ oil 
cooler and PTO box - $750.00
 3FLX000262 - Freightliner Radiator-Copper/Brass-Cascadia 08-11 w/ oil cooler and PTO box - $750.00
 3FLX000278 - Freightliner Radiator-Copper/Brass-Condor 00-04 Industrial Flat Fin w/ PTO box - $500.00
 3FLX000263 - Freightliner Radiator-Copper/Brass-Columbia/Cascadia 07-11 (Mercedes engine) w/ oil cooler - 
$750.00
 3FLX000264 - Freightliner/Sterling Radiator-Copper/Brass-Cascadia/Model A9513 08-present (MBE 4000 
engine) w/ oil cooler -$750.00
 3FLX000265 - Freightliner Radiator-Copper/Brass-Cascadia 08-present - (Mercedes engine) w/ oil cooler - $750.00
 3FLX000270 - Freightliner Radiator-Copper/Brass-Columbia/Cascadia 07-11 (Mercedes engine) w/ oil cooler - $750.00
 3FLX000257 - Freightliner Radiator-Copper/Brass-Cascadia/Classic/Sterling Model A9513/AT9500 08-11 
(MBE 4000 engine) w/ oil cooler - $750.00 
 3FLX000260 - Freightliner Radiator-Copper/Brass-Cascadia 08-11 (Mercedes engine) $750.00
 3FLX000261 - Freightliner Radiator-Copper/Brass-Cascadia 08-11 w/ oil cooler (drain plug on right side) - 
$750.00
 3SRI050108, CAT-398 RADIATOR (43-7400), reg $15,800 on sale for $13,000

seRCk distRibution  5502 pearl Street, denver, co 80216   (303) 292-0936 / (800) 253-3942
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AuTOMOTIVe

New Car Technologies Still working Out the kinks, 
Says AAA Assessment 
ORLANDO, FL – AAA’s Automotive 
Engineering experts are confident new 
advanced driver assistance technologies 
like blind-spot monitoring and lane-depar-
ture warning systems have great potential 
to keep drivers safer, as long as motorists 
are aware of system limitations. 

As part of AAA’s auto technology se-
ries, these two systems were recently eval-
uated.  While the systems performed ef-
fectively in multiple situations, this evalu-
ation uncovered scenarios where the sys-
tems failed to perform as expected.  This 
included delayed warnings by the blind-
spot monitoring technologies and lane-
departure warning systems failing to track 
the lane under certain road conditions.  

AAA’s research, conducted with the 
Automobile Club of Southern California’s 
Automotive Research Center, found that: 

•	 blind-spot	monitoring	systems	had	
difficulty detecting fast-moving 

vehicles – such as when merging onto 
a busy highway. Alerts were often 
provided	too	late	for	evasive	action;

•	 motorcycles	were	detected	by	blind-
spot monitoring systems 26 percent 
later	than	passenger	vehicles;

•	 road	conditions	were	often	a	problem	
for lane-departure warning systems. 
Worn pavement markers, construction 
zones and intersections can cause the 
lane-departure warning system to lose 
track of lane location.

•	 The	litany	of	alerts	and	warnings	could	
be confusing.  Auditory or visual 
responses – or a combination – could 
be similar to other advanced driver 
assistance features that delivered the 
same warnings.
“With nearly three-quarters of 2014 

vehicles offering blind-spot detection and 
50 percent offering lane-departure warn-
ing as options, it is key that consumers are 

educated on how to get the best benefit 
from these systems,” says John Nielsen, 
AAA’s managing director of Automotive 
Engineering. “AAA’s tests found that 
these systems are a great asset to drivers, 
but there is a learning curve.”

Test-track and on-road evaluations also 
highlighted system performance differ-
ences between test vehicles. 

“Some blind-spot monitoring systems 
we tested had a short detection range, 
which meant that a vehicle was already in 
the blind spot before the alert came on,” 
says	Megan	McKernan,	Manager	of	
Automotive Engineering at the Automobile 
Club of Southern California. “The lane-
departure warning system on several ve-
hicles experienced false-positive and miss-
detections, which resulted in an inconsis-
tent driver warning.  This can be annoying 
and could result in the driver disabling the 
system due to the false alerts.”

Pros and cons aside, motorists will en-
counter advanced driver assistance tech-
nology as automakers cascade these de-
vices across vehicle lines.  Being aware of 
these systems and understanding how they 
operate is a necessary step before driving 
the vehicle.

In addition to AAA’s Automotive 
Engineering evaluation of these systems, 
the AAA Foundation for Traffic Safety has 
also provided an assessment of lane-depar-
ture warning systems, along with six other 
advanced technologies, in the August 2014 
report Evaluating Technologies Relevant 
to the Enhancement of Driver Safety.

 Conducted by the Massachusetts 
Institute of Technology AgeLab, this study 
rates not only the potential for lane-depar-
ture systems to reduce crash fatalities but 
also rates how this advanced driver tech-
nology has actually performed based on the 
limited data currently available.  Motorists 
can review the AAA Foundation’s rating 
for new in-vehicle technologies, along with 
extensive informational material, at https://
www.aaafoundation.org/ratings-vehicle-
safety-technology. 
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AuTOMOTIVe

Frost & Sullivan Identifies a New Frontier for 
the Light Vehicles Market  
LONDON,	UK	–	Eastern	Europe	and	
Central Asia offer very interesting oppor-
tunities for the light vehicles sector which 
includes passenger cars and light commer-
cial vehicles.

A new Frost & Sullivan’s study analy-
ses	this	market	in	Kazakhstan,	Uzbekistan,	
Ukraine,	Azerbaijan,	Belarus,	Kyrgyzstan,	
Turkmenistan and Tajikistan, and finds 
that by 2021 the annual light vehicle sales 
volume in these eight countries is expect-
ed to reach nearly one million.

“The upward trend will be driven pri-
marily by low vehicle density, old vehicle 
parc and booming economic activity sup-
ported by surging middle-class popula-
tion,” explains Anna Ozdelen, Consulting 
Analyst, Automotive & Transportation, at 
Frost	&	Sullivan.	“Kazakhstan,	
Uzbekistan and Ukraine are expected be 
top regional markets for automotive sales 
and production.”

According to Frost & Sullivan, the top 
five	markets	(Kazakhstan,	Uzbekistan,	
Ukraine, Azerbaijan and Belarus) will 
continue to account for 98 percent of 
light	vehicles	sales.		Kazakhstan	will	be-
come a priority market for automotive 
investment being the gateway to the mar-
ketplace of Eurasian Economic Union, 
boasting surging demand in the domestic 
market as well.

“GM, Renault-Nissan, Hyundai, 
Volkswagen and Toyota represent the top 
five leading OEMs accounting for 75 per-
cent of the total market in 2014,” confirms 
Mohamed Mubarak, Automotive Principal 
and Regional Head.  However, Chinese 
players are expected to increase their pen-
etration in both production and sales. 
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Value-added Services Gain Prominence in the Dynamic Class 8 
Truck Leasing and Financing Market 
         MOUNTAIN VIEW, CA – The increasing price of new trucks 
will likely not significantly impact the viability of the North 
American Class 8 truck leasing and financing market.

Rather, the market will witness the rise of new solutions, 
business models, and revenue streams as original 
equipment manufacturer (OEM) captives offer 
fleet management services and telematics-
related value propositions to compete with 
non-captive firms.  Services, parts sales and 
warranty contracts, in particular, will be 
revenue-generating services that offer im-
mense scope for growth.

Fleet management services may mean a 
shift in the customer base for suppliers of 
radiator and A/C parts and services for 
trucking fleets and independents.  
Relationships that had been built over the 
years with the actual maintenance people at the 
trucking firms themselves may be at risk.  Suppliers will need to 
reach out to the leasing firms who will control the parts and ser-
vice pipeline.

New analysis from Frost & Sullivan’s Strategic Analysis of 

the North American Class 8 Truck Leasing and Financing Market 
finds financing is expected to remain the top choice among con-
sumers despite losing some market share.  It accounts for 64 per-
cent of all new Class 8 truck purchases.  Leasing and cash pur-
chases will account for 28 percent and 8 percent, respectively.

“While non-captives have historically been leaders in the leas-
ing and financing market, the line between the two parties will 
blur as captive business strategies begin to mirror those of non-
captives,” said Frost & Sullivan Automotive and Transportation 
Senior Industry Analyst Wallace Lau. “This has resulted in 
unique service solutions being offered to consumers by both par-
ties such as contract maintenance, extended warranties and fleet 
management services.”

However, captives will have to remain cautious in their busi-
ness strategies as the risk of truck defaults or another economic 
downturn could lead to the downfall of any OEM.  In fact, the 
slow pace of economic recovery has forced companies to delay 
capital expenditures for trucks until more robust growth takes 
root.

As consumer confidence gradually returns, U.S. interest rates 
and potentially, annual percentage rates for trucks, could see a 
slight raise.  Hence, captives and non-captives alike must deliver 
innovative packages to quell consumer concerns over payment 
options, access to credit, and service solutions.

“With fleets and owner-operators looking to streamline daily 
operations and improve overall efficiency and profitability, new 
opportunities have risen for OEM captives and non-captives to 
deliver customized, flexible services,” revealed Lau. “Captives 
and non-captives must position themselves as complete, one-stop 
service solutions to attract and retain consumers in the North 
American market.” 
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Diesel Progress Names Generac a 
2014 Newsmaker of the Year 

ATRI Research Documents Looming Shortage for Trucking Industry 

WAUKESHA,	WI	–		Diesel	Progress	
North American Magazine named Generac 
Power Systems a 2014 Newsmaker of the 
Year, notably proclaiming that 2014 was 
a “coming of age” for Generac given the 
many acquisitions and engine news the 
company put forth this year.

The award recognizes companies that 
have made the most important news and 
that had the greatest abundance of news in 
the past year.  Diesel Progress commends 
Generac on “making aggressive moves, 
going into new and different product and 
market segments, , while at the same time 
protecting their core businesses.”

“We are extremely proud of this 
award,” said Aaron Jagdfeld, Generac 
President and CEO, “It is coveted in our 
industry and we’re grateful of Diesel 
Progress’ recognition of all the news sur-
rounding Generac this year.”

Among the news surrounding Generac 
in 2014, the acquisition of MAC, Inc., a 
leading manufacturer of premium-grade 
commercial and industrial mobile heaters, 
took prominence.  Generac also released 
several new products in 2014 including the 

PowerPact™ and Synergy home standby 
generators, a 400 kW and 350 kW gaseous-
fueled standby generator, and unveiled a 
new mobile app for the popular Mobile 
Link™ cellular remote monitoring system.

“This award motivates us to look ahead 
to 2015 and we look forward to all of the 
exciting news surrounding Generac the 
coming year will bring,” said Jagdfeld.  
For more information regarding Generac, 
visit www.generac.com.

Since 1959, Generac has been a leading 
designer and manufacturer of a wide range 
of generators and other engine-powered 
products. As a leader in power equipment 
serving residential, light commercial, in-
dustrial and construction markets, 
Generac’s products are available through a 
broad network of independent dealers, 
retailers, wholesalers and equipment rental 
companies. The company markets and 
distributes its products primarily under its 
Generac and Magnum brand names.  

ARLINGTON, VA – Trucking joins a 
growing list of industries facing labor 
shortage.  Lack of sufficient numbers of 
younger people replacing retirees can im-
pact many things including number of 
trucks on the road and cost of freight.

The American Transportation Research 
Institute (ATRI), the trucking industry’s 
not-for-profit research organization, today 
released a white paper that highlights a 
challenging future for the trucking industry 
based on demographic data and a dramatic 
shift in the age of the industry’s driver 
workforce.  The findings document impli-
cations for the ongoing driver shortage. 

ATRI’s analysis of U.S. Census Bureau 
data found that the trucking industry is 
disproportionately dependent on employ-
ees 45 years of age or older, many of 
whom will retire in the next 10 to 20 
years.  Complicating this is a sharp de-
crease over the past 20 years in the num-

ber of younger drivers that make up the 
industry, particularly those 35 and under.    

The average age of our current driver 
workforce is 52 and we are noticing fewer 
and fewer younger individuals applying for 
jobs	in	recent	years,”	said	Keith	Tuttle,	
Founder, Motor Carrier Service, Inc. and a 
member of ATRI’s Research Advisory 
Committee.  “If the industry doesn’t collec-
tively figure out how to recruit younger 
drivers, we may not have anyone left to haul 
freight in the coming decades.  With more 
and more of the nation’s freight being 
hauled by trucks now and in the future, this 
is a piece of the puzzle we have to solve.”

The report discusses the issues impacting 
the industry’s ability to attract younger driv-
ers, and offers solutions to the problem in-
cluding an increased vocational presence for 
the trucking industry and closing the gap 
between high school and CDL eligibility. A 
copy of the white paper is available from 

ATRI’s website at www.atri-online.org.
ATRI is the trucking industry’s 501(c)

(3) not-for-profit research organization.  It 
is engaged in critical research relating to 
freight transportation’s essential role in 
maintaining a safe, secure and efficient 
transportation system. 
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6th Annual HD Heating and Cooling 
Conference Continues winning Streak
HOUMA, LA – From social activities to the super tech sessions, the 6th Annual HD 
Heating and Cooling Conference had a little of something for everyone.  The meeting 
continued to build on past successes and added a few new twists.

Back from NARSA meeting hiatus were social events including tours to regional at-
tractions like the Mr. Charlie Oil Rig Museum and the Cajun Man’s Swamp Tour and 
the first ever NARSA Gumbo Cook-off. 

The real hit and the main attraction were two days of top notch technical program-
ming that included Friday classroom presentations on field repairable Mesabi heat ex-
changers	from	L&M	Radiator	with	Roger	Bauer;	marine	environment	corrosion	with	
Jerry	Brown;	Airetool	service	tools	with	Eric	Caulfield;	four	rules	of	heat	transfer	with	
Mark	Meller;	and	plate	and	fin	concepts	with	Jon	Paulos.

Friday also featured the first and hopefully not the final NARSA Gumbo Cook-off.  
Former radiator man and now camp chef and alligator hunter, Shawn Whitney instructed 
several competing teams in the art of gumbo prep and cooking.  The final products were 
taste-tested by a panel of hungry judges before the rest of the group had their chance to 
enjoy each team’s recipe.

Hands on sessions at Radiator Service Co. Inc. filled the Saturday program with dem-
onstrations of many different diagnostic and repair techniques for a variety of coolers 
and heat exchangers.  There was also a guided self-tour which will be covered in its own 
feature in a coming issue.  David Bienvenu and his entire staff did a fantastic job in pre-
paring the multi-building facility with interactive work stations and static displays of 
tools and equipment.  If you were looking to redo your place, the shop presented a pleth-
ora of different approaches to work flow, equipment, and storage.  Staff was on hand to 
explain anything and everything. 

One of the main attractions of any swamp tour 
makes a calling at the boat.  Host for the event 
was Ron “Black” Guidry who told the group 
about the swamp wildlife, plants, water and 
oil and gas exploration. He also is able to call 
several support actors such as this small gator.

Ron “Black” Guidry talks on the finer points 
of Cajun concertina construction before 
entertaining the tour group. “Black” is because 
he is from Bayou Black.

The beauty of the water ways and the swamp is 
something special to see.

Jenna and her father Wes Stephenson from Mill 
Masters enjoyed the tour with 30 some other 
NARSA folks.

The Louisiana swamp is not home to just wildlife but 
is also home to vital and oil and gas production in 
the USA as this capped well is testimony.

One for the record book.
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Unfortunately the tour was cut short by a 
drenching down pour but the group did have 
some time to explore the rig.

Mr. Charlie was one of the first submersible rigs 
used in the Gulf.  Today it functions as an oil rig 
museum and sometime training facility.

The volunteer host provided the group with 
details on the rig construction, history and use.

Apex global product manager Eric Caufield did the 
classroom session on the Airetool Service tools.  A group of 
the firm’s staff was on hand for the Saturday demonstrations 
as well.

Corrosion is difficult to control but 
there are alternatives to help prevent 
it.  Jerry Brown of Brown Corrosion 
Services Inc. covered methods to 
control corrosion typically found in 
marine environments.

Presentations were held in the very comfortable setting provide by the Houma-Terrebonne 
Convention Center.

Gary Dick and Roger Bauer of L&M Radiator Inc. made the 
Friday morning presentation on the field repairable Mesabi 
heat exchanger and were on hand for the live demo on 
Saturday as well.

Mark Meller from Active Radiator 
returned to the program and gave 
the audience a great mini-lecture on 
the four rules of heat transfer.

NARSA president Pat O’Connor presents TSM’s 
Kim Dale with a sponsor award assisted by 
NARSA VP Mark Hicks.

Colorado’s Matt 
Burgard picks up a 
sponsor award for 
Serck Services.

Pat O’Connor presents 
conference chair David 
Bienvenu with a well-deserved 
award for his over-the-top 
support provided by his family 
and his staff for the conference.
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NARSA meetings always feature time to not only learn in a formal 
atmosphere but also with informal conversations sparked by the surroundings.

A busy month to prepare and hectic weekend did not deter David 
Bienvenu from taking the time to share a detailed point with Bert Thompson.

Radiator Service Inc. staffers 
Michael Diggs and Cliff Hendon 
looked tired and relieved that it was 
all about to end.  All of the staff at 
Radiator Service went out of their 
way to make everyone welcome 
and to share what they do on a 
daily basis.

John Herbert, production manager at Radiator Service Inc., goes over a 
repair with an eager audience.

Radiator Gumbo judges were not hard to find.  From left to right, Eric Johns, 
Bobby Duran, David Bienvenu and Chuck Braswell.

Aaron and Randy Lalonde of Canadian Heat Transfer Solutions flank Cajun 
entertainer Ron Guidry.  Ron, who in addition to being the Cajun man 
tour proprietor, is also a local entertainer specializing in Cajun folk music.  
He also has a bit of cult following in Canada when he made famous the 
“Aiyeee” man from the KIA 4-wheel drive commercials.

Mark Taylor came down from Maryland a few days earlier to help David 
in setting up.  Here he uses one of the work stations to discuss a repair.

The NARSA Gumbo Cook-off winning team consisted of: Michel Kleinpeter, 
team leader; Bob Koch of Serck Services Inc.; Teena Gardenas of TSM-
Dallas; Michelle “Nikki” Taal and Synde Sutherland.

Lucky Roncinske works under the 
expert eyes of camp chef and 
alligator hunter Shawn Whitney 
who taught the food- competitors 
his mighty rad gumbo recipe.
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Aluminum vs. Copper-Brass Radiator: 
The Great Debate
EDITOR’s NOTE: This topic has been under continual debate 
and is often resolved by what the customer wants, what the ve-
hicle is expected to do, when it is needed, or what type of envi-
ronment it will need to survive.  And one of the biggest determi-
nants is how much will the customer pay in the long run. The 
“Cooling Journal” is fortunate to have permission to reprint this 
article which appears at the C.G. & J website, www.cgj.com.  
The article covers a lot of ground and it will be printed in two 
installments.

Every car enthusiast and weekend mechanic has heard this debate 
and probably even participated in it. Arguments for either side 
range from heat transfer properties to price. But what are the 
facts for each type of radiator? We’ll explore the different proper-
ties of each and how that impacts your radiator’s functionality in 
this multiple part series.

Given how hotly this topic is debated and the number of fac-
tors that go into it, we’re going to split this discussion into mul-
tiple segments. This will allow us to explore each topic in greater 
detail than we would be able to do otherwise. We will investigate 
all of the following topics:

•	 Construction	Differences;

•	 Corrosion	Susceptibility;

•	 Price	and	Maintenance;	and

•	 Final	Thoughts.

Radiator Basics
To ensure that everyone has the same basic knowledge of radiator 
design, let’s take a look at what a radiator does and how it ac-
complishes it.  Radiators are water to air heat exchangers, mean-
ing it takes hot water (your coolant) and passes the heat off to the 
air.  To do this, an average radiator is composed of the following 
components:

•	 Tanks	–	where	the	coolant	enters,	is	stored,	and	leaves	the	
radiator;

•	 Headers	–	facilitates	mounting	the	tank	to	the	core;	and

•	 Core	–	a	series	of	alternating	tubes	and	fins	that	facilitates	the	
exchange of heat to the air.

As coolant passes through the radiator, it flows through the 
tubes in the core and heat will transfer from the coolant to the 
cooler metal tube walls then to the fins and to the air.  The fins 
provide	additional	surface	area	to	release	heat;	however,	they	can	
also restrict air flow if packed too tightly. Additionally, wider 
tubes provide more surface area for the fins to contact the tube 
which allows for more heat to be pulled from the coolant.  With 
all of that in mind, we can see that the important factors to the 
ability of a radiator to function well are as follows:

•	 Tube	width

•	 Fins	per	inch	(FPI)

•	 Air	flow

Based on this, the ideal radiator would use wide tubes with 
enough FPI to facilitate heat transfer without restricting air flow. 
Your average radiator is built with two, three, or four rows of 
tubes.  So why do we have different amounts of rows in the 
cores?  We’ll discuss that in the next segment.

Aluminum vs. Copper-Brass: Construction
So far in our journey through the topic of aluminum vs. copper-
brass radiators, we’ve explored how a radiator transfers heat from 
the coolant to the air.  Now we’ll take a look at the differences in 
how aluminum and copper-brass radiators are built.

In summary, we note that a radiator can perform best when it 
is built with wide tubes and enough fins per inch (FPI) to maxi-
mize surface area without adversely affecting air flow. That being 
said, your average radiator contains either two, three, or four 
rows of tubes, which may seem contrary to the ideal radiator set-
up.  Why the different numbers of tubes?  It primarily comes 
down to the strength of the materials.

by C,G, & J Heat Transfer

Standard aluminum radiator cores are made with only two rows of 1 inch.  
A radiator can perform best when it is built with wide tubes and enough 
fins per inch (FPI) to maximize surface area without adversely affecting air 
flow.  That being said, your average radiator contains either two, three, 
or four rows of tubes, which may seem contrary to the ideal radiator 
setup.  Why the different numbers of tubes? It primarily comes down to the 
strength of the materials.

The equivalent copper-brass radiator core for a two-row standard 
aluminum core can be made with four rows of tubes since it is restricted 
to the smaller tube.  Given that you have to leave some space between 
tubes for air flow considerations, the four row copper-brass radiator will also 
be thicker than the two row aluminum radiator.

continued on next page

http://www.cgj.com
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Aluminum vs. Copper-Brass: Strength
The brass tubes used in a typical radiator are 1/2 inch in width 
whereas typical aluminum tubes are 1 inch wide (and can be 
made wider).  If wider tubes are better, why not make brass tubes 
wider?  Simply put, the copper-brass tubes are so soft that when 
you make them wider you have to increase the thickness of the 
tube walls to the point where the radiator core will weigh almost 
three times more than normal.

Why does the thickness have to be increased?  Your cooling 
system becomes pressurized as it heats up.  This helps raise the 
boiling point of the coolant and allow it to absorb additional heat 
from the engine.

Copper-brass can’t handle the additional pressure in larger 
tubes without thicker walls.  So a wider tube means a thicker wall 
and significant weight gain for copper-brass.  On the other hand, 
aluminum tubes can be made wider, have thicker walls, yet weigh 
significantly less than the copper-brass equivalent (anywhere from 
40 percent to 60 percent lighter).  And as we discussed before, 
wider tubes allow more surface contact with the fins which im-
proves the radiator’s cooling ability.

Standard aluminum radiator cores are made with only two 
rows of 1 inch tubes, but the equivalent copper-brass radiator core 
has to be made with four rows of tubes since it is restricted to the 
smaller tube. Given that you have to leave some space between 
tubes for air flow considerations, the four row copper-brass radia-
tor will also be thicker than the two row aluminum radiator.

You may be saying to yourself, “All this is fine and great, but I 
know copper conducts heat better than aluminum.”  It is a fact that, 
of the two metals, copper has the better heat conductivity rating.  It 
would be nice if we could just leave it at that, but that’s not the end 
of the discussion.  A copper-brass radiator is not made solely of 
copper, which creates a complication in the heat transfer process.

Aluminum vs. Copper-Brass: Heat Transfer
Between the two types of radiators, an aluminum alloy radiator is 
a more uniform metal construction than a copper-brass radiator.  
This is due to how the radiator core and headers are assembled.
Aluminum cores and headers are fused together in a process 
known as brazing, resulting in a uniform unit.  Copper-brass 
cores and headers are combined using solder, which is made of 
different metals.  

The aluminum brazing process produces an all-aluminum unit 
giving it a uniform ability to conduct heat. (As a quick side note, 
there are some companies that build aluminum radiators using 
epoxy, but C, G, & J Inc. doesn’t use epoxy since it won’t hold up 
as well as a brazed unit.)

By comparison, the solder used to join copper-brass is usually 
a lead/tin solder, which does not transfer heat as well as the cop-
per-brass.  This effectively insulates areas of the copper-brass 
radiator and slows the heat transfer process.

There have been attempts to create a brazing process for cop-
per-brass, but they have all been too expensive to be practical.  
For most vehicle applications, that leaves us with an all-alumi-
num two-row radiator and/or a copper-brass/lead and tin soldered 
four-row radiator. 

why the Number of Rows is Important 
Since the wider aluminum tubes provider greater surface contact 
with the fins, it can conduct heat more efficiently than the cop-
per-brass.  The brass tubes and copper fins have significantly less 
contact between them due to the spacing between and curved 
edges of the tubes.

So while copper may conduct heat better than aluminum, both 
the solder used in its construction and the decreased surface con-
tact with the fins reduces the radiator’s ability to transfer heat.  
When you combine all of these factors together, the end result is 

continued from previous page
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that both a two-row aluminum radiator and a four- row copper-
brass radiator have about the same cooling ability.

One advantage aluminum does have is that it can do this with-
out	being	as	thick.	Keep	in	mind	that	as	a	radiator	core	grows	
thicker, air flow through the core becomes more difficult. A ra-
diator can’t cool an engine if there is no air flow, and air (like any 
fluid) is always going to follow the path of least resistance. 
Regardless of the material used, a thicker radiator is always more 
difficult to pass air through.

Before we wrap up this segment of our Aluminum vs. Copper-
Brass discussion, let’s review the facts about the construction 
differences between the two.

Aluminum Construction 
•	 Stronger	metal

•	 Pure	aluminum	metal	has	less	heat	transfer	capability

•	 Core	and	headers	are	brazed	as	one	solid	piece,	allowing	
uniform heat transfer

•	 Wider	tubes	provide	better	contact	with	fins	for	better	heat	
transfer

•	 Core	is	thinner,	allowing	better	air	flow

•	 Lower	weight

Copper-Brass Construction
•	 Weaker	metal

•	 Pure	copper	metal	has	better	heat	transfer	capability

•	 Core	and	headers	are	soldered	together,	reducing	heat	transfer	
capability

•	 Smaller	tubes	means	less	contact	with	fins	and	reduces	heat	
transfer

•	 Core	is	thicker,	which	can	impede	air	flow

•	 Weighs	more

If a radiator could be constructed from all copper-brass with 
no solder and wider tubes, its cooling ability would be way be-
yond	the	aluminum	equivalent;	however,	weight	would	still	be	a	
major issue.  As it stands, equivalent aluminum and copper-brass 
radiators will provide similar cooling capability with the alumi-
num radiator being both thinner and lighter. This is far from the 
end	of	our	discussion;	however,	as	there	remains	a	number	of	
other factors to take look at.  

Aluminum vs. Copper Brass:  Corrosion 
Susceptibility 
Now that we understand the factors that allow a radiator to ex-
change heat from the coolant to the air as well as the differences 
in construction of an aluminum radiator and a copper-brass radia-
tor, it’s time to take a look at how well they resist corrosion.

Let’s face it, no matter how well you maintain your car, parts 
are going to wear out. There’s not much point in using parts that 
are going to wear out faster than others. This is where some pret-
ty heated debate can come in between aluminum and copper-
brass. Before we get to the differences between the two, let’s look 
at some of the similarities.

 

Common Ground
Environments with a lot of salt are disastrous to both types of 
radiators. Whether you live near the coast or are driving all win-
ter on salted roadways, you have to take extra care with your ra-
diator (as well as the rest of your car). Salt encourages oxidation 
of metal, which causes metal to rust. If you operate your vehicle 
in a salty environment, chances are you know just how problem-
atic this can be.

While both types of radiator are adversely affected by salt, 
they also both form their own protective oxide skin. You can 
think of this “skin” as a thin layer of corrosion that helps prevent 
further corrosion. It is spontaneously formed when the metal is 
exposed to air. One minor difference between the two skins is 
aluminum’s skin is transparent and does not affect the look of the 
radiator where as copper turns brownish-red then green. Since the 
green color of copper is considered an eye-sore, copper-brass ra-
diators are traditionally painted. Depending on the type of paint 
used, this can reduce the radiators ability to transfer heat. There is 
a major difference between strength of these skins, but we’ll get 
to that in a moment.

Regardless of which radiator you have, you must use the prop-
er type of antifreeze and distilled water. Antifreeze contains many 
different additives to help keep the cooling system clean, main-
tain proper pH, and inhibit corrosion. As a quick note on anti-
freeze, never mix different types of antifreeze together and make 

continued on next page
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sure that you use the antifreeze that your 
system is designed for. For more info on 
antifreeze, read our “Do I Need Antifreeze 
in Warm Weather?” and “Can I Mix 
Different Types of Antifreeze?” articles. 
We’ll get into some more details regarding 
corrosion and your coolant in a minute.

So both types of radiators are destroyed 
by salt heavy environments (as most met-
als are), they both develop their own pro-
tective oxidized skin, and they require dis-
tilled water and the proper antifreeze. 
Now that we know the similarities, let’s 
look at the differences between the two.

Differences in Corrosion 
Susceptibility:   Aluminum’s  
Oxide Layer

While both metals form a protective 
skin, the protective oxide layer that forms 
on aluminum is impressively strong. Even 
though the layer is extremely thin (as little 
as 1 nanometer), it is impermeable (mean-
ing fluid cannot pass through it) and ad-
heres strongly to the parent metal. In addi-
tion to this, if the layer of oxide is 

scratched off, it is repaired immediately in 
most environments. Because aluminum’s 
corrosion resistance is so good, it is added 
to brass alloys to make them stronger and 
more resistant to corrosion. That says a lot 
in itself.

Galvanic Corrosion (often 
referred to as “electrolysis”)

Before we start this discussion, we 
need to clear up one misnomer. When 
most people talk about galvanic corrosion 
in radiators, they use the term “electroly-
sis.” Electrolysis is a different type of re-
action than galvanic corrosion, but the 
term “electrolysis” has been used so long 
that most people don’t realize it is incor-
rect.

Electrolysis is a method of using a di-
rect electrical current to force a chemical 
reaction. It is commonly used in commer-
cial application to separate metals out of 
ore. Electrolysis can happen in your cool-
ing system, but only if a stray electrical 
current is somehow connected to the sys-
tem (a bare wire touching the radiator). 
Galvanic corrosion is more likely to occur 
than electrolysis.

Galvanic corrosion occurs when an an-
ode metal is in contact with a cathode met-
al through an electrolyte solution. The an-
ode metal will dissolve and collect on the 
cathode metal producing an electrical 
charge as well as destroying the anode 
metal. This is how a battery works, but is 
quite destructive to a cooling system. The 
coolant can act as an electrolyte solution, 
particularly when tap water is used instead 

of distilled water and your antifreeze is 
not changed at the proper intervals. The 
additives in antifreeze that help protect 
against corrosion will breakdown which is 
why your antifreeze must be changed on a 
regular basis.

Galvanic corrosion requires dissimilar 
metals, and if you remember from our pre-
vious segment, Construction Differences, 
a brazed aluminum radiator is all alumi-
num where as a copper-brass radiator con-
tains copper, brass, and a lead/tin solder. 
This solder makes a copper-brass radiator 
more susceptible to galvanic corrosion 
than aluminum.

If you know a little about the chemistry 
of aluminum and copper, you may be 
aware that copper has a higher nobility 
than aluminum. A metal’s “nobility” deter-
mines whether or not it will corrode when 
in an electrolyte solution with a dissimilar 
metal;	however,	in	our	case,	this	is	a	bit	
misleading. 

Copper may have a higher nobility than 
aluminum, but that simply means it is not 
the metal that will corrode. 

Instead, copper will attract the metal 
that does corrode, which will be the lead/
tin in the solder since it has less nobility 
than copper and brass. When galvanic cor-
rosion does occur, the solder holding the 
copper-brass core and headers together 
will deteriorate creating leaks and weak 
spots within the core.

Since modern vehicles and parts are 
designed for aluminum components, there 
is significantly less risk of galvanic corro-
sion with an aluminum radiator. If you are 
a die-hard copper-brass radiator fan, you 
may be tempted to replace the stock alu-
minum radiator with a copper-brass radia-
tor. 

This would be an expensive mistake. 
While your copper-brass radiator would 
not be at risk of corrosion, all of the alu-
minum components that your coolant 
touches will be at significant risk of gal-
vanic corrosion.  

That’s because, as we mentioned be-
fore, aluminum has less nobility than cop-
per;	therefore,	it	will	corrode	preferen-
tially to the copper-brass. Needless to say, 
this means expensive repairs to your en-
gine and other components. 
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Tap into the incredible network of the International 
Heat Transfer AssociationMwith the NARSA Heating 
and Cooling Exchange. Powered by MultiView, the  
Exchange gives heating and cooling professionals a 
faster and easier way to find great vendors.

Simplifind your search today at  
narsaheatingandcoolingexchange.com.
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A Home (Page) Remodeling Job
You may have something critical in 
your office that you haven’t dusted 
off since 2007 that may be adversely 
affecting your customers’ ability to 
do business with you.  No, it’s prob-
ably not the top of your credenza, but 
it may be your shop’s website on 
your office computer.

If this is the case, you may want to 
consider rebuilding the main vehicle 
many of your customers use to find 
out the location, hours, services of-
fered and other important information 
about your shop.

You now have tools available to you that may not have been 
as popular a dozen or more years ago when you first constructed 
your site, like a content management system (CMS).

What is a CMS?  A software program that allows for easy 
editing and maintenance of your website, a CMS may free you 
from the chains to a third party when it comes time to edit or 
add pages to your website.  (Something you may have been put-
ting off for years.)  Examples of popular CMS programs include 
WordPress, Joomla! and Drupal.

You may even want to consider  a simple, easy-to-use, web-
based website publishing tool and hosting site like Squarespace, 
which can allow you to do everything  yourself right from the start.

Five Web Design Best Practices
As you reconstruct that all-important virtual portal to your shop, 
here are five web design best practices to keep in mind, as sug-
gested by Heather Mansfield, author of Social Media for Social 
Good.

1). Have a simple, visually powerful homepage design, using 
large images and minimal text.  For instance, Squarespace 
offers templates which embody this best practice.  Just plug in 
your text!  Also, instead of links, use icons and buttons.

2). Format text for easy reading.  Limit paragraphs to two to four 
sentences.

3). Limit the layout to two columns.  One column takes up two-
thirds of the page, and is used for content stories.  The second 
column is for navigation and graphics.

4). Mega tags provide information about your website like page 
description, keywords, the author of the document, and when 
the webpage was last modified, but are not displayed.  

by Ted Janusz

continued on next page
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MARkeTING

®

AOCS Series
AC Series

AB Series
AB2000 Series

American Industrial is a major manufacturer of shell and tube 
and air-oil cooled heat exchangers, located in Lacrosse, VA, 
between Richmond, VA and Raleigh, NC metropolitan areas. 

Our 220,000 sq. ft. state of the art manufacturing plant contains 
over 50 CNC machines to produce a variety of heat exchangers 

to meet customer’s requirements. We are able to deliver heat 
exchangers from stock with expedited delivery within 24-48 hours.

American Industrial 
Heat Transfer Inc.

355 American Industrial Drive
Lacrosse VA 23950

www.aihti.com 
Email: sales@aihti.com 
Phone: 434-757-1800

Fax: 434-757-1810

Because mega tags have been abused by so many shifty 
search engine optimization (SEO) ‘experts’ over the past ten 
years, search engines are increasingly giving higher priorities 
to page titles instead of mega tags to generate search results.  
Therefore, every page of your website should have a unique 
title.

5). Host your blog inside your website.  Why?  Every time you 
publish and then promote a blog post, the blog drives traffic to 
your website.  And the more content you publish under your 
website URL, the higher your shop will rank in search engine 
results.  Fresh blog content gets priority over static web pages.

Two Tricks to Aid Your SEO Efforts
Two additional simple actions you can take to increase the chanc-
es of your website being found in a favorable position after an 
Internet search are:

 1). FAQs.  Include a frequently asked questions page on your 
website as a way to answer typical real-life questions that 
your visiting customers want to know about.  It’s also great 
for SEO because you can add keyword-rich sentences to your 
website.  Just ask your employees, “What are the questions 
we get repeatedly from our customers?”  Your customers may 
end up finding this to be the most useful feature of your 
website.

2).   A resource page can provide useful information to readers, 
and can contain those all-important keywords your customers 
are searching for.  This page would be a great place to put 
your auto or truck care tips and tricks.  Again, not only can 
this be useful to the search engines to get you better 
placement, but it can also help your human visitors as well. 

Remodeling your neglected website may be a lot easier (and 
more fun) than you ever imagined.  By doing so, you can im-
prove your Internet search engine rankings.  But more impor-
tantly, you can provide better and more complete information to 
the customers you are here to serve. 

Ted Janusz will be presenting a two-day seminar in Atlanta in 
March on using social media to build a business.  He has deliv-
ered over 500 full-day seminars in 49 of the 50 states (lone ex-
ception: Wyoming), from Halifax to Vancouver, and in Puerto 
Rico.  He writes a regular column on improved ways for you to 
market your services for the monthly periodicals of national and 
international associations.  Ted earned his MBA in Marketing 
from the University of Pittsburgh and produced the “Social 
Media Marketing Guide” for the International Parking Institute 
and for Enhanced Insurance.  For details and to register for the 
seminar presented by NARSA and MACS, go to www.narsa.org 
or see the promotional brochure in this issue.



This seminar has been developed and sponsored by NARSA –  
The International Heat Transfer Association and MACS – The 
Mobile Air Conditioning Society Worldwide.
Department store magnate John Wanamaker once said, “Half of 
my advertising dollars are wasted. The problem is, I don’t know 
which half!”
Can you just imagine if Wanamaker was trying to advertise his 
department stores . . . today?
Getting and keeping new customers is the main way that you 
ensure the longevity of your shop. But how can you do that now, 
without needlessly spending (and wasting) thousands of dollars?

Developing 
Social Media Strategies for 
Bottom-Line Results 
for Your Business

March 5 & 6, 2015
Westin Atlanta Airport
4736 Best Road
Atlanta, GA 30337
(404) 762-7676
www.westinatlantaairport.com

Join us for Social Media: Developing Social Media Strategies for 
Bottom-Line Results for Your Shop!

Presented by

• Limited Class Size
• Peer-to-Peer Interaction
• Targeted to You
• Concentrated on Real Life Experiences

It used to be that promoting your business was relatively easy. You just took out an ad in the Yellow Pages 
or the local newspaper, ran a few spots on 
television or the radio, and waited for the phone to ring. But today, it’s a completely different story:

Yellow Pages – Telephone companies indicate 
that only one out of seven customers use the White Pages, so many of their directories 
have been discontinued. Are the Yellow Pages far behind?

Newspapers – Total newspaper advertising revenue is expected to plummet from $42 billion in 2007 to $10 billion in 2017. But what difference does it make anyway if only 
Traditionalists are still reading newspapers?Television – Back in the 1980s, you had three 

choices of networks on which to advertise. 
That’s it! Buy ads on all three and you had your bases covered. But today you have a 
hundred (or more channels) to choose from.Radio – To escape from commercials, listeners 

are now switching to satellite radio and Web-based music providers like Pandora.



You’ll learn:
A form of marketing that ALWAYS works
• In-person promotional ideas – set up an Advisory Council, 

engage in Fusion Marketing, and employ Public Relations
• Why businesses lose customers – and how you can avoid 

the little-known, number one reason
• Why the marketing of the future will be Mobile Marketing
• What kinds of marketing are other shops doing? What’s 

working? And how do they know?
• 7 Web design best practices
• How to write for the Web
• How to get content for the Web and your social media 

sites
• 6 email newsletter best practices
• Nothing beats video – using YouTube to virally get your 

word out
• Why some marketing programs work – and others don’t – 

S-U-C-C-E-S for success
• Is the daily deal (Groupon and Living Social) right for your 

shop?
• How to use Google to promote your shop
• Google versus Bing
• What is Google+? Why should you care?
• 7 Facebook pages best practices
• Top 6 ways to use LinkedIn to promote your organization
• Using Twitter effectively
• How to use Blogs to promote your shop
• Understanding the other major social media sites, 

Instagram and Pinterest
• How to deal with the four types of negative feedback 

online
• How great organizations use social media

Meet your Facilitator:
It’s not because Ted Janusz has delivered 
over 500 full-day seminars in 49 of the 50 
states (lone exception: Wyoming), from 
Halifax to Vancouver, and in Puerto Rico. 
It’s not because he was invited to share his 
business insights on Geraldo at Large on 
the Fox News Network.
It’s not because he writes a regular column 
on improved ways for you to market your 
services for the monthly periodicals of 
national and international associations. 
It’s not even because he has earned his MBA in Marketing from 
the University of Pittsburgh. Nor is it because he produced the 
“Social Media Marketing Guide” for the International Parking 
Institute and for Enhanced Insurance.
No, the reason that the workshops delivered by Ted Janusz 
regularly sell out is because he is a dynamic, engaging facil-
itator who delivers no-nonsense solutions on how you can 
improve the way you promote your shop.

As a result of this highly interactive, fast-paced session, you’ll take ideas 
back to the shop and immediately start driving your bottom line upward!

Schedule
Wednesday, March 4 Plan to arrive in the evening

Thursday, March 5 Continental Breakfast begins 7:00 am 
 Seminar begins 8:00 am 
 Seminar concludes 5:00 pm

Friday, March 6 Continental Breakfast begins 7:00 am 
 Seminar begins 8:00 am 
 Seminar concludes 5:00 pm

Feedback from your fellow members on our earlier Business to Business (B2B) Marketing Basics and Using Social Media for B2B 
Marketing Success seminar:

“The material covered was very relevant and detailed. Also, time was allowed for a good amount of exchange with other 
members and the speaker kept things moving along and interesting. Well done!”

“I liked the speed of the speaker, he didn’t waste time over explaining. It was very nice to have a speaker and organizer that 
took the assumption that even though we don’t all have degrees we are all intelligent.

“Ted did a great job getting all involved in the discussions.”
“Ted Janusz was flexible enough to restructure around the 
needs of the audience and that we were able to apply what 
was learned immediately.”

“ Great ideas to take back 
to your business!”



Who should attend?
Business owners and managers responsible for growth, 
development and management in firms that specialize in 
providing products and services for heat transfer and mobile 
air conditioning.

Registration Fees NARSA and MACS Members
$545 for first person from a business; $495 for each 
additional person from the same business. Registration 
requires nonrefundable $200 deposit per person. 
Registration fees are due one week prior to the event.
Registration Fees for Nonmembers
$795 per person
Registration includes: workbook, continental breakfast 
Thursday and Friday, refreshment breaks Thursday and 
Friday, lunch Thursday and Friday.

The Westin Atlanta Airport Hotel
Room rate $119 plus tax per night
Westin Atlanta Airport 
4736 Best Road 
Atlanta, GA 30337 
(404) 762-7676 
www.westinatlantaairport.com
The Westin is a short complimentary 
shuttle ride away from Atlanta 
Airport. Nestled between major inter-
states I-85 and I-285, The Westin 
Atlanta Airport is just down the road from Georgia International 
Convention Center. Additionally, it is only eight miles from 
the most popular things to do in Atlanta, making it the ideal 
choice for a visit to the Atlanta area. Enjoy complimentary basic 
wireless internet access in your guestroom, outdoor heated 
pool, state-of-the-art Westin Workout Fitness Studio and more 
during your stay at The Westin Atlanta Airport Hotel. 
Revive your spirit in the 10-story 
lobby atrium, with beautiful marble, 
glass, and foliage. Relax in the 
outdoor heated pool or reenergize 
at our WestinWORKOUT® Fitness 
Studio. Enjoy 24-hour dining from 
Palio, or grab Starbucks® coffee on 
your way to the airport. During your 
stay, be sure to take advantage of 
BAGS, their unique airport skycap service located in the hotel 
lobby. Open daily from 6am to 2pm, this affordable service 
allows departing guests traveling domestically on AirTran, 
American, or Delta Airlines to receive their airline boarding 
passes and check their baggage directly from the hotel.

NARSA – The International Heat Transfer Association has 
provided focus for the business of thermal management for 
transportation by providing commercial and technical forums 
that lead business development and product innovation 
for more than 58 years. Founded in 1954 as the National 
Automotive Radiator Service Association, NARSA continues 
today as the leading trade association dedicated to education 
and communication to a loyal and growing membership 
base. For more information go to www.narsa.org.

Founded in 1981, the Mobile Air Conditioning Society (MACS) 
is the leading non-profit trade association for the mobile air 
conditioning, heating and engine cooling system segment 
of the automotive aftermarket. MACS represents a growing 
membership in North America and 47 countries around the 
world. The Society serves the industry through informational 
tools, self-paced educational materials, leader-led training clinics, 
advocacy and other member services. Since 1991, MACS has 
assisted more than 1 million technicians to comply with the 1990 
Clean Air Act requirements for certification in refrigerant recovery 
and recycling to protect the environment. To learn more about 
MACS Worldwide visit our website at www.macsw.org. 

Feedback from your fellow members on our earlier Business to 
Business (B2B) Marketing Basics and Using Social Media for  
B2B Marketing Success seminar:

” Not too big of a class and it catered to our industry.”

“I have been in NARSA since 1997. I have attended many  
NARSA programs. This was the best I have attended. You will  
have a lot of work to do to top it.”

“I liked that Ted Janusz was flexible enough 
to restructure around the needs of the 
audience and that we were able to apply  
what was learned immediately.”



Business to Business Marketing Basics & 
Using Social Media for B2B Marketing Success 

 
March 14 to March 16, 2012 
Grapevine, Texas 

 
Tuition Information: 
 

NARSA Members and their staff: $525 per person plus *lodging.  Additional people from the 
same business $495 per person.  Tuition deposit of $200 per person is needed to reserve 
your seat in the class.  The balance is due February 15, 2012.   
 

Nonmembers: $675 per person plus *lodging.  Tuition deposit of $200 per person is needed 
to reserve your seat in the class.  The balance is due February 15, 2012.   
 

Tuition Includes: registration for sessions; handouts; round trip transportation to and from 
DFW airport; breakfast, lunch and dinner on Thursday; breakfast and lunch on Friday; 
refreshment breaks all day Thursday and Friday.   
 

*$139 plus taxes per night, recommended stay Wednesday and Thursday nights.  Program will be 
over by 4 p.m. on Friday. 

 
Attendee Information 

Name:           Fee: $    

Job Title:         

Company:         

Street Address:        

City:    State:  Zip:    

Phone:         

Email:          
 

Additional Attendees 

Name:           Fee: $    

Name:           Fee: $    

                      

Total: $    

Payment Information 

□ Check:         

Credit Card 

Name:          

Card No.     Exp. Date   

Address         

Signature         

Please complete this registration form, copy and email it to: info@narsa.org or fax it to NARSA at: 
724.799.8416.  You will receive a confirmation via email or fax. 
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Nonmembers: $675 per person plus *lodging.  Tuition deposit of $200 per person is needed 
to reserve your seat in the class.  The balance is due February 15, 2012.   
 

Tuition Includes: registration for sessions; handouts; round trip transportation to and from 
DFW airport; breakfast, lunch and dinner on Thursday; breakfast and lunch on Friday; 
refreshment breaks all day Thursday and Friday.   
 

*$139 plus taxes per night, recommended stay Wednesday and Thursday nights.  Program will be 
over by 4 p.m. on Friday. 
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Please complete this registration form, copy and email it to: info@narsa.org or fax it to NARSA at: 
724.799.8416.  You will receive a confirmation via email or fax. 

Tuition Information: 
NARSA and MACS Members and their staff: $545 for first person from a business; $495 
for each additional person from the same business. Registration requires nonrefundable $200 
deposit per person. Registration fees are due one week prior to the event. 
Nonmembers: $795 per person 
Tuition Includes: workbook, continental breakfast Thursday and Friday, refreshment breaks 
Thursday and Friday, lunch Thursday and Friday.
Hotel Rate: $119 plus taxes per night, recommended stay Wednesday and Thursday nights. 
Program will be over by 4 p.m. on Friday. 

Developing 
Social Media Strategies for 
Bottom-Line Results 
for Your Business

March 5 & 6, 2015
Westin Atlanta Airport
4736 Best Road
Atlanta, GA 30337
(404) 762-7676
www.westinatlantaairport.com

Presented by

NARSA Member Registration: Please fax completed registration from to 724-799-8416 or go on line to www.narsa.org or send 
via mail to: NARSA, 3000 Village Run Rd., Ste. 103, #221, Wexford, PA 15090. For more information call, (724) 799-8415.
MACS Member Registration: Please fax completed registration form to 215-631-7117 or go on line to www.macsw.org or send 
via mail to: MACS Worldwide, 225 S. Broad St., Lansdale, PA 19446. For more information, call (215) 631-7020 x304
Nonmembers: Use either pathway to register.
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CLASSIFIeD

            CLASSIFIEDS 
 

EMPLOYMENT 
 
 

 
 
 
 
 
 
 
 

HELP WANTED: Radiator Repair Technician: Relocate to an area with year round outdoor activities, including skiing, 
boating, fishing, and hunting. Mac’s Radiator & Repair, Inc. is seeking a Radiator Repair Technician/Journeyman for our 
Portland, Oregon location.  Applicant must have bench work experience in rebuilding and soldering radiators and 
experience working on radiators themselves, NOT just removing them from vehicles.  Some other forms of welding 
experience preferred!  Good benefits including vacation pay, holiday pay, sick pay 401k, and good working conditions 
with a company that cares about the environment and safety of its employees. Applicants must pass drug and pre-
employment blood lead/ZPP test.  M-F days.  Full time.  Call Brad or email resume to tconger@macsradiator.com.  Will 
help with some relocation expenses for the right candidate.  Mac’s Radiator & Repair, Inc., 6147 SE Foster Rd., 
Portland, OR.  Phone: 800-835-3456; Fax: 503-777-3570 

IMMEDIATE HIRE:  Experienced Radiator Technician.  The candidate must be willing to relocate to beautiful 
Flagstaff, Arizona.  A four season climate and outdoor activities abound.  Must have a minimum of 5 years of bench 
work experience in soldering and rebuilding light to heavy duty radiators (i.e. run headers, modular core, etc…)  Steel 
and aluminum welding / fabrication experience preferred.  We provide a state of the art facility.  Monday – Friday work 
week (full time).  We offer vacation and holiday pay.  Salary depends on experience.  Candidate must pass pre-
employment drug screening and medical baseline testing.  The company will provide relocation assistance to the right 
candidate.  Contact Chris @ 520-850-9000 and/or email resume to chris@bigunssw.com. 

HELP WANTED: Radiator Engineer: American Industrial is a major manufacturer of shell and tube and air-oil coolers, 
and is looking for several engineers to help with design and manufacturer of a variety of radiators and charged air 
coolers.  The individual must have experience in radiator and charge air color sizing and design from inception to 
completion.  Minimum 5 years of experience required.  Location of office is in Lacrosse, Virginia, at our new, state of 
the art, 220,000 sq. ft. manufacturing plant.  Other locations include an office in the Chicago, Illinois metropolitan area, 
or positions are available for individuals who wish to work independently from their home location.  If you are a radiator 
engineer who meets the requirements mentioned, please email your resume to employment@aihti.com. 

Regional Sales Manager – SPAL USA: The Northeast Regional Sales Manager is responsible retaining and expanding 
business with current customers and developing new business for vehicle airflow engine and oil cooling, HVAC, and 
other airflow cooling needs. The candidate will be responsible for all customers within the assigned territory. 60-75% 
travel is required within the region. The Regional Sales Manager maintains relationships with customers and works to 
obtain new customers.  This is a work from home position - location flexible. 

HELP WANTED: Freelance writers wanted for the Cooling Journal. Technical topics on heat exchange, brazing, 
welding, rigging, tools; business topics on markets for heat exchange products; cooling system service and repair for 
trucks, buses; high performance and auto racing thermal management; general business advice articles for small business. 
Send credentials and desired compensation to: info@narsa.org. No phone calls please. 

HELP WANTED: Jasper Engines and Transmissions is in search of a Radiator Technician for our Jasper, IN location. 
Responsibilities include: 
• Cleaning, testing, and repairing radiators (prior welding experience is preferred but not required.) 
• Utilizing torches, various hand tools, and various other types of machinery 
• Dealing with customers and vendors on a daily basis. 
• Computer experience preferred 
• Other duties may be assigned and some mechanical work may be required as needed 
Contact: Jill Neighbors, Hiring Coordinator, Jasper Engines and Transmissions, 
815 Wernsing Rd, Jasper, IN 47546, 812-482-1041 ext. 2072. 

            CLASSIFIEDS 
 

EQUIPMEMT FOR SALE 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Refurbished radiator repair equipment: 
 Inland J2 Boil out tank w/electric lift and gas burner.  Excellent condition - Never 

Used! 
 Inland Model 60B Test Tank w/Inside carriage lift. Excellent condition - Never 

Used! 
 
Call Chuck at Rocky Mount Radiator & A/C for prices 1-800-682-2702. All equipment 
shipped or picked up from Rocky Mount, North Carolina.  

Old Metal Radiator Tanks and Old Radiators (GM, Ford, & Chrysler) available.  Call 
775-331-3747. 

AGI Sonic Cleaner for Sale - $1200.  Contact: Eddie Zimmermann, Red’s Radiator 
Specialty, (504) 945-8567 Or (504) 722-7847, redsradiatorspec@bellsouth.net 
 

            CLASSIFIEDS 
 

 WANTED 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  

Old radiator equipment in re-buildable condition. Call or email Chuck Braswell, 
rkymtrad@aol.com or 800-682-2702. 

 W.A. Whitney hand held punch for side brackets.  No. 8 model preferred. 
 New unused “ZOO“ Flush Gun. 

  

Please contact:  randylalonde@rogers.com,   1-705-937-0655 

Good Condition Voss radiator or oil cooler manufacturing equipment and tooling except for 
their CNC header plate punching machine. 
 

Main interest is good quality flat fin machines and CT (Z fin) 
 

Please Contact: heatexchangerservices@yahoo.com or heatex@clear.net.nz       

Brice Thomas Radiator is looking for used copper brass oven, fin machines and support 
equipment for the manufacturing of copper brass radiator cores.  Flat fin and serpentine 
design.  
 

Also looking for support staff for the radiator shop and copper brass radiator manufacturing. 
 

Email photos and all inquiries to phillip@cgj.com. No phone calls please. 

Does anyone have a film core making kit tucked away in a shed somewhere?  
 

Would also really like a vintage flared tubed core manufacturing kit if someone has one to 
increase our current capacity.  
 

We are looking for a large ultrasonic cleaner, seen one for sale in a U.S. shop for sale but 
looking for a separate buy. 
 

Contact: 
Steve Parker (steve@coolexperts.co.uk) 
 

Coolex Heat Transfer Ltd 
Unit 8, Bloomsgrove Industrial Estate 
Norton Street 
Nottingham 
England NG7 3JG 
U.K. 
 

0044 115 942 3344 
Web: coolexperts.co.uk             CLASSIFIEDS 

 

SHOPS FOR SALE 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 
 
 
 

Successful Heavy Duty Radiator Repair Shop for Sale 
Family owned and operated for more than 80 years. This shop is NARSA Heavy Duty 
Certified and is located in Roanoke, VA and it serves most of VA. For serious inquiries 
please email Jeff Gibson at gibradman@gmail.com. 
 

$55,000 ($20K inventory, $10K equipment included), one owner operated 31 years.  
Rent $1,200 month, sub-rent $1,800 income.  Call Scott Lee 714-554-6032 or cell 909-
714-1230  

Radiator and a/c service for sale (in business for 66 years) or equipment for sale: 
 

 Four vehicle lifts 
 Three state of art recovery machines 

 (Three old machines that could be brought up to date also) 
 One stainless steel test tank with two lifts 
 Two overhead hoists 
 Magnum high pressure steam washer 
 2 ultra-sonic tanks – (one completely operational & one needs some repairs) 
 Old fork truck 
 Sandblaster 
 Brake lathe 
 Mig welder 
 Tail pipe bender 

 
Contact:  jr truax, black’s radiator, maryville, tn 865-983-4720. 

Radiator shop in the city of Sparks, NV and the only one in Sparks, NV.  Have been in 
business for over 36 years.  Asking $90,000.00 turnkey and take over.    Call 775-331-
3747 

eMPLOYMeNT wANTeD

equIPMeNT FOR SALe

SHOPS FOR SALe

Wanted  
Freelance Writers 

WANTED: Freelance writers wanted for the Cooling 
Journal.  Technical topics on heat exchange, brazing, 
welding,	rigging,	tools;	business	topics	on	markets	for	heat	
exchange	products;	cooling	system	service	and	repair	for	
trucks,	buses;	high	performance	and	auto	racing	thermal	
management;	general	business	advice	articles	for	small	
business. Send credentials and desired compensation. to: 
info@narsa.org. No phone calls please.
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NARSA Phone: 724.799.8415
NARSA Fax: 724.799.8416
Email: info@narsa.org

AD INDex

ACCu-TeCH SYSTeMS
1107 North Reading Road,  P.O. Box 129 
Denver, PA 17517
Website: www.accu-tech.net

Page 11
Phone: 717.336.4901
Fax: 717.336.0529
Email: accutech@ptd.net

New quALITY AuTO RADIATOR CORP.
245 Turnbull Canyon Rd
City of Industry, CA 91745
Website: www.nqarc.com

Page 10
Phone: 622.333.9932
Fax: 626.333.7223
Email: nqarc@yahoo.com

ACTIVe HeAVY-DuTY COOLING PRODuCTS
3675 Amber St. 
Philadelphia, PA 19134
Website: www.activeradiator.com

Page 6
Phone: 800.783.4030
Fax: 215.289.9490
Email:  
sales@activeradiator.com

NIAGARA COOLeR INC.
6605 Slayton Settlement Rd.
Lockport, NY 14094
Website: www.niagaracooler.com

Page 20
Phone: 716.434.1235
Fax: 716.434.1739
Email: jmloiacano@aol.com

ALL RADIATOR SuPPLY
14510 Garfield Ave 
Paramount, CA 90723
Website: www.allradiator.com

Page 16
Phone: 562.663.1300
Fax: 562.663.1301
Email: mail@allradiator.com

OMeGA eNVIRONMeNTAL TeCHOLOGIeS
1401 Valley View Lane, Suite 100
Irving, TX 75061
Website: www.omega-usa.com

Page 8
Phone: 972-812-7000
Email: Leonard.oshman@
omega-usa.com

AMeRICAN INDuSTRIAL HeAT TRANSFeR
355 American Industrial Drive
Lacrosse, VA 23950
Website: www.aihti.com

Page 21
Phone: 434.757.1800
Fax: 434.757.1810
Email: sales@aihti.com

PACIFIC BeST INC.  
10725 E. Rush Street
S. El Monte, CA 91733
Website: www.pacificbestinc.com

Page 9
Phone: 626.350.8000
Fax: 626.350.8900
Email: megyin@pacificbestinc.
com

C, G, & J
2776 Wills Creek Rd, PO Box 82
Gadsden, AL 35904
Website: www.cgj.com

 
Page 3
Phone: 800.223.4299
Fax: 256.546.4614

PLASTANk INC.
949 Highland Way
Grover Beach, CA 93433
Website: www.plastank.com

Page 18
Phone: 800.562.5886
Fax: 805.543.0203
Email: rick@plastank.com

CSF INC.
2941 N Locust Ave
Rialto, CA 92377
Website: www.csfradiators.com

IFC
Phone: 909.355.1991
Fax: 909.355.2149
Email: custservice@csfim-
ports.com

SCHRADeR
205 Frazier Road
Altavista, VA 24517
Website: www.schraderinternational.com

Page 20
Phone: 434.369.8820
Email: djones@schraderintl.com

DALLAS COOLeR SeRVICe, INC.
12717 Eastgate Dr, Suite #3 
Mesquite, TX 75181
Website: www.dallascoolerservice.com/

Page 4 & 11 
Phone: 972.222.8888
Fax: 972.285.8905
Email: sales@dallascoolerser-
vice.com

SeRCk SeRVICeS 
5501 Pearl Street 
Denver, CO 80216 
Website: www.serckservices.com

Page 7
Phone: 303-292-0936
Fax: 303-292-2464
Email: kburgard@serckservices.
com

DeTROIT RADIATOR CORPORATION
15385 Pine Street
Romulus, MI 48174
Website: www.heavydutyradiator.com

Page BC
Phone: 800.525.0011
Fax: 734.284.9086
Email: sales@detroitrad.com

THeRM PROCeSSeS, INC.
1609 E 8th St, PO Box 223603
Dallas, TX 75203
Website: www.thermprocesses.com

Page 21
Phone: 214.942.3131
Fax: 214.946.5976
Email: info@thermprocesses.com

FINART, INC.
201 W Dyer Rd, Suite C
Santa Ana, CA 92707
Website: www.finart.com

Page 18
Phone: 714.957.1757
Fax: 714.957.1768
Email: info@finart.com

JIFFY-TITe COMPANY, INC.
4437 Walden Avenue
Lancaster, NY 14086
Website: www.jiffy-tite.com

Page 17
Phone: 888.605.7788
Fax: 716.681.7788

JOHNSON MANuFACTuRING COMPANY
114 Lost Grove Rd, PO Box 96
Princeton, IA 52768
Website: www.johnsonmfg.com

Page 5
Phone: 563.289.5123
Fax: 563.289.3825
Email: johnsonmfg@aol.com

MCALLeN PLASTIC TANkS & RADIATOR SuPPLY
Carretera Federal Mexico Tuxpan Km. 140 
Col. La Morena, C.P 43625
Tulancingo de Bravo, Hidalg, Mexico
Website: www.mcallenplastictanks.com

Page 9
Phone: +52.775.75.32298
Fax: + 52.775.75.50400
Email: ceballosrd@hotmail.
com

Mailing and shipping address:

NARSA/IHTA
3000 Village Run Rd.,  
Suite 103, #221
Wexford, PA 15090-6315 



wayne Juchno
Editor
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POINT

New Beginnings
The culture of the NARSA organization 
has been one of sharing, learning and 
mentoring.  It has been for 60 years.  
Several initiatives by the Board of 
Directors this past year will insure that 
leaning will become a center piece for the 
immediate future.

Take a look around your business as 
several of the Board members did. They 
saw a work force that is aging.  The peo-
ple on whom their businesses rely are ap-
proaching retirement.  In ten years, many 
of the people on whom they rely to answer 
phones, sell the service, and repair the 
products and vehicles will be retiring. 
Who will replace them?  Who will replace 
us?

NARSA exists to create access to op-
portunities for its members.  A huge need 
has been identified and now is the time to 
open the doors to the opportunities that a 
skilled and knowledgeable workforce will 
tap.

Now is the time to begin the process of 
building systems to train a workforce for 
today and tomorrow. Training is needed to 
provide the opportunities for NARSA 
members to better serve their customers 
with efficient and reliable service and 
products.  Training and education fit with-
in the mission of NARSA and they will 
become even more important to the future 
of the organization as they are integral to 
the future of the NARSA membership.

Workforce development will become 
the guiding focus for the Board of 
Directors and the staff.  Plans are begin-
ning to evolve from the initial work done 
over the past four years to evaluate the 
certification program.  Other first steps 
included the assembly of an outline of 
skills and knowledge that are used in the 
diagnosis, repair, sales, and purchase of 
heat exchange products and services.

It is a big initiative and one that the 
Board fully supports. The Board has made 
workforce development one of its top pri-
orities because it represents the biggest 
payout for its members.   It knows that 
with a professional workforce its members 
will continue to succeed in a crowded and 

competitive marketplace. With properly 
trained and educated people, NARSA 
members will be able to lead the market-
place with the innovations in products and 
services that are necessary for success.

Workforce development is rooted in the 
60-year history and culture of the organi-
zation.  But new processes for training 
workers need to be created and reinforced 
with a formal ladder for skills and knowl-
edge attainment.  Desirable skills and apti-
tudes need to be married to necessary 
knowledge and information acquisition. 
The industry can no longer function with 
an informal process that saw the knowl-
edge and skills handed down from one 
generation to another via on-the-job train-
ing.

The experience that on-the-job training 
provides must be reinforced with the 
course work that can be delivered live and 
in-person, via computer and the internet.  
The scope of information is expanding.

  Soldering, brazing and welding all 
require different knowledge and skill sets. 
Cooling system and A/C system diagnosis 
and repair require an even more diverse 
range of knowledge acquisition.

It is a complicated world in which we 
live and the heat exchange industry is not 
immune to the constant change in technol-
ogy and business processes.  An industry-
wide workforce development initiative as 
envisioned by the Board is going to take a 
great deal of energy and creativity.  Not 
only will the organization be looking at 
content for development but it will also 
need to explore how the content can be 
delivered.  It will be a long process and 
will span several years but already the ini-
tiative is having a positive impact as peo-
ple begin to evaluate the situation and pro-
pose changes to existing programs and 
direction. NARSA envisions a future that 
is positive and filled with opportunity for 
the right people and the right kind of busi-
nesses.

It is time for new beginnings and they 
will begin with a focus on workforce de-
velopment to improve access to the oppor-
tunities that lie ahead. 
 






