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Outgoing UMA board chair Dale Krapf cuts the ribbon to officially open the Expo 2018 show floor. 
Looking on are new chair Gladys Gillis, UMA President and CEO Stacy Tetschner and board member 
Dave Dickson. See more Expo stories beginning on Page 10A.
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Expo 2018 exhibitors report 
‘positive mood in the crowd’

SAN ANTONIO — Battling 
federal regulations that could harm 
the industry has been the rallying 
cry at recent UMA Motorcoach 
Expos.

Not this year.
With UMA coming off a suc-

cessful year of fighting off such 
regulations as increased insurance 
minimums and onerous leasing re-
quirements, there was a more posi-
tive vibe and a focus on taking the 
offensive with regulators instead of 
always playing defense.

The tone was set during the 
Sunday morning Expo opening 
 session when Ken Presley, UMA’s 
vice president of legislative and 
regulatory affairs and industry 
 relations/COO, made the follow-
ing statement while discussing the 
current regulatory atmosphere in 
Washington:

“I have no new regulations to 
talk to you about.”

Presley’s comment drew a 
round of applause and started Expo 
off on a positive note that continued 
for the remainder of the motorcoach 
industry’s premier annual event, 
which included some changes in 
programming and a lively awards 
ceremony featuring an emcee who 
kept the audience in stitches.

“I am very pleased with the out-
come,” said Stacy Tetschner, UMA’s 
“new guy” president and CEO, who 
joined the association last year and 
was experiencing his first Expo.

“We had strong attendance 
from both our operators and indus-
try partners and all I spoke with left 
the meeting invigorated and pleased 
with their experience,” Tetschner 
said.

New UMA chair Gillis seeks expanded education programs
SAN ANTONIO — When 

Gladys Gillis took over as chair of 
the United Motorcoach Associa-
tion board of directors last month, 
most of the talk focused on the fact 
that she was the first woman to 
rise to that position.

But Gillis just shrugs at such 
talk.

After all, she says, she always 

knew it eventually would happen.
“At my first Expo, after five 

years in the industry, I said I would 
be the chair someday,” Gillis said 
during an interview at UMA 
Motor coach Expo 2018 in San 
Antonio.

She said that over the years, 
there have been plenty of female 
UMA members who would have 

made excellent chairs, including 
Autumn Diepert Brown, Sandy 
Allen and June Bratcher, a pioneer-
ing motorcoach operator who was 
named winner of this year’s BUS-
Ride Industry Achievement Award.

“She could have run circles 
around this place,” Gillis said of 
Bratcher.

So why did it take this long for 

a woman to become UMA chair?
“I do not know,” Gillis said. 

“I’ve never gone around asking 
that question.”

She stressed, however, that even 
though UMA is “certainly male 
dominated, I’ve never seen it as a 
good-old-boy network. Everyone 
who gives time to this board really 
cares about the organization. It’s 

hard to give up 
all that time.”

Gi l l i s  sa id 
that one reason 
UMA has more 
male operator 
members could 
be that it used to 
be diff icult for Gladys Gillis

CONTINUED ON PAGE 17A c
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REV Group takes over North American Setra sales from MCI
SAN ANTONIO — Expo 2018 

attendees could be excused for 
being a little confused when they 
encountered a Setra luxury mo-
torcoach parked in the REV 
Group’s exhibition area.

After all, Motor Coach Indus-
tries has been the exclusive North 
American distributor of the  Daimler- 

owned Setra coaches since 2012.
But that all changed at the end 

of 2017, when Daimler announced 
that REV Group subsidiary REV 
Coach had taken over Setra sales 
in the United States and Canada as 
of January 1, saying MCI’s focus 
on selling its own motorocach 
models was affecting sales of 

Setras. 
Germany-based Daimler “de-

cided to terminate the distribution 
rights agreement (with MCI) as 
the product ranges of both compa-
nies do not fit perfectly well with 
each other,” Ulrich Bastert, head 
of marketing, sales and customer 
services at Daimler Buses, said in 

a news release announcing the 
change.

“Together  wi th  the  REV 
Group, we will strive to further ex-
pand Setra’s market coverage, 
strengthen our performance, and 
further improve support to better 
serve our coach customers in the 
United States and Canada,” Bastert 

said. 
In its own release acknowledg-

ing the distribution change, MCI 
said Daimler advised the company 
its decision “was based on its be-
lief that MCI’s own competing mo-
torcoach models did not allow for 
sufficient attention to the Setra 

CONTINUED ON PAGE 18A c
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LeBron to head new Asian American Motorcoach Association
ALEXANDRIA, Va. — A new 

association formed to promote 
Asian-American motorcoach op-
erators has teamed up with an in-
dustry veteran to help operators 
with driver training and regulatory 
compliance.

The Asian American Motor-
coach Association has named God-
frey LeBron to head the organization 
as its chief administrative officer.   

“This is an exciting opportuni-
ty for me,” LeBron said. “The 
Asian-American community sin-
gle handedly revitalized scheduled 
service in this country and I am 

excited to see them advance their 
goals and interest in legislative and 
regulatory affairs.”  

LeBron is the former longtime 
co-owner of Paradise Travel and 
was a member of the United Mo-
torcoach Association board for two 
decades and served as its chair. He 
also was president of the Bus As-
sociation of New York.

He is nationally recognized for 
his expertise in driver training, reg-
ulatory compliance and Americans 
with Disabilities Act compliance. 

LeBron said he hopes to build 
bridges between Asian-American 

operators and regulatory officials, 
vendors and manufacturers.

“The Asian community has 
such a strong story to be told and 
nobody is telling it,” he said.

Tingting Guo, secretary of the 
Asian American Motorcoach As-
sociation, said LeBron’s experi-
ence as a trainer is one of the rea-
sons the board selected him to run 
the association. She said LeBron 
recently hosted an ELD training 
session in New York’s Chinatown 
for 20 operators.

The objectives of the new asso-
ciation are:

• To promote the protection 
and advancement of its members 

• To assist members in under-
standing and complying with fed-
eral, state and local laws and regu-
lations in a format they can 
comprehend 

• To advocate and promote 
equality and uniformity among 
members relative to legislative and 
regulatory action

• To advocate and promote co-
operation among members and 
o t h e r  m o t o r c o a c h - r e l a t e d 
organizations

• To provide a forum for the ex-

change of ideas 
and best practices 
among members 
through confer-
ences, education-
al programs and 
social activities

“The AAMA 
board is certain 
that Mr. LeBron’s 
extensive knowl-
edge and dedication to the industry 
will assist in creating a vibrant and 
exciting organization,” said David 
Wang, president of the association 
and owner of Eastern Coach.

Royal Excursion of Indiana buys Excursions Trailways
SOUTH BEND, Ind. — Royal 

Excursion has acquired Excursions 
Trailways, a Ft. Wayne, Ind.-based 
premium charter bus company. 
Terms of the deal  were not 
released. 

As a result of the acquisition, 
Royal Excursion, a charter bus and 
luxury transportation provider 
serving northern Indiana and the 
greater Midwest, has grown its 
customer reach considerably. 

Excursions Trailways travels 
throughout the United States and 
Canada from its locations in Ft. 

Wayne and Ottawa, Ohio. 
“Our mission has always been 

to offer a diverse selection of qual-
ity ground transportation, the 
highest level of safety, customer 
service, reliability, flexibility, hon-
esty, and of course, tremendous 
value,” said Shannon Kaser, owner 
and president of Royal Excursion. 

“With this transaction, our com-
pany now serves valued customers 
across northern Indiana and Ohio, 
and we will be adding to our corps 
of professional drivers with new 
job openings,” Kaser said. 

Founded in 2000 with one bus 
by Thomas Bazow and Pat O’Bri-
an, two full-time teachers, Excur-
sions Trailways has grown into a 
fleet of 20 buses. The company 
serves corporate and group outings, 
with customers including semi-pro, 
collegiate and high-school athletic 
teams, church groups, students and 
family-focused groups. 

Excursions Trailways is also 
proudly certified by the U.S. De-
partment of Defense and autho-
rized to carry the men and women 
serving in the military, a distinc-

tion held by fewer than 10 percent 
of the motorcoach companies 
nationally. 

“We started our company more 
than 17 years ago with the goal of 
being the most reliable and well-
run bus company in the industry,” 
Bazow said. “That focus continues 
and will carry on as we join Royal 
Excursion.” 

Plans for Excursions Trailways 
include a gradual integration with 
Royal Excursion operations. All 
64 employees of Excursions Trail-
ways are expected to remain with 

the company, and additional hires 
are planned for the near future. 
Both Bazow and O’Brian will stay 
onboard in executive positions. 

“Tom and Pat have built an im-
pressive company from the ground 
up,” said Ben Norris, managing 
partner of NEP, an equity sponsor 
of Royal Excursion. “Their busi-
ness’ commitment to customer 
safety, satisfaction and service fits 
perfectly with the model and opera-
tions that Shannon has also created 
f r o m  s c r a t c h  w i t h  R oy a l 
Excursion.”

Godfrey LeBron
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Reduced Unified Carrier Registration fees approved
WASHINGTON — After a 

four-month delay, the Federal 
Motor Carrier Safety Administra-
tion has approved a rule reducing 
annual Unified Carrier Registra-
tion fees for commercial motor 
carriers.

The reductions, spelled out in 
a Federal Register notice, total 9.1 
percent in 2018. They will rise 
slightly in 2019 but would still be 
4.55 percent below current levels.

In dollars, the reductions will 
range from $7 to $6,749 below the 
current fees per operator next year 
and from $3 to $3,375 in 2019, 
based on the number of vehicles in 
an operator’s fleet.

The more vehicles a company 
operates, the higher the reduction 
will be.

Here are the new fees com-
pared with the current amounts:

• Fees for two or fewer mo-
torcoaches, currently $76 a year, 

will be $69 in 2018 and $73 in 
2019.

• Fees for three to five vehi-
cles, currently $227, will be $206 
in 2018 and $217 in 2019.

• Fees for six to 20 vehicles, 
currently $452, will be $410 in 
2018 and $431 in 2019.

• Fees for 21 to 100 vehicles, 
currently $1,576, will be $1,431 in 
2018 and $1,503 in 2019.

• Fees for 101 to 1,000 vehi-
cles, currently $7,511, will be 
$6,820 in 2018 and $7,165 in 
2019.

• Fees for 1,001 or more vehi-
cles, currently $73,346, will be 
$66,597 in 2018 and $69,971 in 
2019.

UCR is a federally mandated, 
state-administered program for 
registering and collecting fees 
from operators of commercial ve-
hicles engaged in interstate travel. 
It requires motor carriers, motor 

private carriers, freight forward-
ers, leasing companies and bro-
kers based in the United States, 
Canada and Mexico to pay fees 
through their base states on behalf 
of all participating states.

Federal regulations require 
FMCSA to reduce the fees for all 
motor carriers if the total fees in 
the previous year exceed the 
amount necessary to satisfy the 
revenue entitlements of the partic-
ipating states and the UCR plan’s 
administrative costs.

The Unified Carrier Registra-
tion Plan board recommended the 
reduction to the Department of 
Transportation in March 2017 
after total revenues collected in 
2016 exceeded the entitlements of 
$107.78 million distributed to the 
41 participating states, plus $5 
million established for administra-
tive costs to operate the plan.

Registration is supposed to 

begin each year on October 1, but 
a Federal Register notice issued 
by FMCSA in September an-
nounced that the annual registra-
tion period had been delayed until 
November 1. 

A lawsuit was filed in late Sep-
tember claiming the UCR board 
violated federal open meetings 
acts by failing to notify the public 
of a September 14 meeting in 
which it determined the 2018 fee 
structure and the delayed registra-
tion start period.

A court agreed with the plain-
tiffs in the case and required the 
board to post the minutes from its 
September meeting on its website. 
However, the court said it lacked 
the authority to rescind the deci-
sions made by the board at the 
meeting.

Separately, the state of Texas 
sought to block the changes due to 
a squabble with the board over 

revenue sharing. The Texas DMV 
claims the UCR has shorted it 
more than $33 million in owed 
revenue since 2007 — about $3 
million a year.

The U.S. Department of Trans-
portation was able to proceed with 
the rule, regardless of Texas’ 
claims.

The state will have to pursue 
another avenue to rectify the issue, 
if there is one. 

State enforcement of the UCR 
registration requirements com-
monly begins January 1. Since the 
2018 registration has had to be de-
layed several months, however, the 
UCR board is requesting that 
states hold off on enforcement of 
the requirement until 90 days after 
the fees go into effect; that is, not 
until April 5, 2018. 

The Commercial Vehicle Safe-
ty Alliance has adopted this 
position.
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OTTAWA — Now that the 
electronic logging device mandate 
has begun in the United States, a 
similar rule is expected in Canada 
before long.

The Canadian government has 
published its own f irst draft of 

rules that would require the devic-
es for truck and bus drivers.

Once finalized, the mandate 
will be rolled out within two years, 
according to a notice in the Cana
da Gazette, an archive of proposed 
and official regulations similar to 

the Federal Register in the U.S.
“This will make (truck and 

bus) drivers less prone to fatigue,” 
Transport Minister Marc Garneau 
said. “It will make our roads safer.”

According to the notice in the 
Gazette, there is an international 

consensus that fatigue is associat-
ed with 15 to 20 percent of crashes 
in transportation. The provincial 
and territorial governments of 
Canada recorded an average of 
9,400 convictions per year for 
hours-of-service violations be-
tween 2010 and 2015.

While the mandate would only 
apply to federally regulated com-
mercial vehicles, Garneau stressed 
that local governments should enact 
their own ELD mandates. The Ca-
nadian Trucking Alliance, which 
has long been supportive of an ELD 
mandate, applauded Garneau’s an-
nouncement and pledged to consult 
with provinces on how to roll out 
these devices as soon as possible.

“Regardless of how long it 
takes to publish a f inal rule in 
Canada Gazette II, CTA would 
like to see all provinces introduc-
ing mandatory enforcement of 
ELDs as soon as possible,” CTA 

President Stephen Laskowski said 
in a press release.

CTA recommended that the 
Council of Ministers Responsible 
for Transportation and Road Safe-
ty support an intraprovincial ELD 
mandate and expand educational 
awareness for the rule.

The ELD mandate in the U.S. 
went into effect on December 18, 
but there are still trucking groups 
that are trying to delay or derail 
the requirement.

“The U.S.’s experience in im-
plementing ELDs has shown us 
that even with two years to prepare, 
there will be some in our sector that 
never choose to comply in time,” 
CTA Chairman Gene Orlick said. 
“While we need to be respectful of 
the transition-time requirements of 
ELD implementation to businesses 
and governments, we also must en-
sure everybody is fairly complying 
with the rules.”
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Canada eyeing U.S.-style ELD mandate in next two years

Calif. to spend millions
on clean transportation

SACRAMENTO — The Cali-
fornia Air Resources Board has 
approved a $663 million clean 
transportation plan in an effort to 
increase the use of environmental-
ly friendly trucks, buses and cars.

According to CARB, the pur-
pose of the funding is to eliminate 
harmful diesel emissions, particu-
larly those that infiltrate low-in-
come communities. The plan de-
votes $398 million to incentivize 
the use of clean heavy-duty trucks, 
freight equipment and buses. 

About $190 million of that 
sum is directed to high-tech 
freight equipment, such as yard 
trucks, fork lifts and cranes. An-
other $20 million will be used to 
make loans for clean trucks more 
accessible.

“This investment will continue 
to drive the market for new vehi-
cle technologies and put more 
 ultra-clean and zero-emissions 
trucks, buses and cars into the 
communities across California 
that need them the most,” CARB 
Chair Mary Nichols said.

Although diesel trucks ac-
count for only 2 percent of vehi-
cles in California, they emit the 
most smog-forming pollution and 
are responsible for two-thirds of 
all diesel soot. Diesel particulate 
matter can contribute to cancer, 
premature death and other health 
problems.

A press release from CARB 
states that California is home to 
20 manufacturers that produce 60 
models of hybrid, low-NOx and 
zero-emissions trucks and buses.

“The overall number of com-
panies involved in building clean 
trucks and buses in California has 
been growing rapidly over the past 
several years, creating jobs in our 
state,” the press release states.

Reducing exposure to air tox-
ins and establishing protective 
air-quality standards were objec-
tives outlined in California’s Sus-
tainable Freight Action Plan, 
which was published by Gov. Jerry 
Brown in July 2016.

According to the plan, the 
state aims to deploy more than 
100,000 freight vehicles capable 
of zero-emissions operation and 
maximize the use of freight equip-
ment powered by renewable ener-
gy by 2030.

California’s efforts to promote 
cleaner trucks on the road contrasts 
with some federal actions to roll 
back fuel efficiency rules. On Nov. 
9, the U.S. Environmental Protec-
tion Agency issued a proposed rule 
to repeal the Obama administra-
tion’s medium- and heavy-duty 
truck Phase 2 greenhouse gas 
emissions and fuel efficiency stan-
dards for the glider industry.

Glider kits refer to older trucks 
that have been refitted with newer 
engines. At an EPA hearing Dec. 
4, Glen Kedzie, vice president and 
energy and environmental counsel 
for American Trucking Associa-
tions, said that by EPA’s own ad-
mission, glider vehicles may ac-
count for as much as 33 percent of 
total NOx emissions from all 
heavy-duty on-highway vehicles 
by 2025 if left unchecked.
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NEW YORK CITY — Gov. An-
drew M. Cuomo has announced the 
start of a three-year pilot program 
for 10 all-electric buses with the 
goal of reducing emissions and 
modernizing the Metropolitan 
Transportation Authority’s bus fleet. 

Using lessons learned from the 
initial phase of the pilot, the MTA 
intends to order an additional 60 
all-electric buses. Timing of the 
larger order will be dictated by the 
buses’ performance during the ini-
tial phase of the pilot. 

The  new zero-emiss ion , 
all-electric buses support environ-
mental sustainability, are quieter 
than traditional buses and will fea-
ture amenities such as Wi-Fi and 
USB ports to enhance customer 
experience.

“As we overhaul and reimagine 
the MTA, we have an opportunity 
to not only modernize our bus fleet 
but to also reduce emissions that 
impact the environment and public 
health,” Cuomo said. “This new 
program helps the MTA secure a 
cleaner and greener future while 
leveraging the latest in innovative 
advancements to push New York’s 
transit systems into the future.”

In addition to testing the new 
electric buses, the MTA has or-
dered 110 new compressed natural 
gas buses to operate across the 
Bronx and Brooklyn between now 
and the first quarter of 2019. 

The new buses will be the first 
CNG 60-foot articulated buses 
and will refresh a portion of the 
existing fleet of 781 40-foot CNG 
buses, taking the oldest buses out 
of service and adding capacity. 
CNG buses are cleaner burning 
and have lower particulate emis-
sions than diesel buses.

After a study of best practices 
from systems across the U.S. and 
around the world, the MTA identi-
fied two vendors to manufacture 
10 all-electric buses, which were 
leased for test and evaluation over 
a period of three years in the New 
York City operating environment. 

The f irst of those vendors, 
Proterra, was selected to provide 
five over-night charging electric 
buses that will be operated on 
routes including the B32 in Brook-
lyn and Queens. The second ven-
dor, New Flyer Industries, will 
provide five buses that will be op-
erated on the M42 and M50 routes 
in midtown Manhattan. 

All of the new electric buses 
will feature customer amenities 
such as Wi-Fi and USB ports that 
w i l l  enhance  the  cus tomer 
experience. 

The three-year lease for the 
Proterra buses includes six depot 
charging stations, which will be 
installed in the Grand Avenue 
Depot in Maspeth, Queens, where 

the buses will be recharged over-
night or mid-day. The first leg of 
the pilot will also include one “en-
route” high-power charging sta-
tion, which will be located at Wil-
l i amsburg  Br idge  P laza  in 
Brooklyn and be used to extend 
the range of the buses by quickly 

recharging without having to re-
turn to the depot. 

The plaza is the hub for nine 
routes that serve Brooklyn, Man-
hattan and Queens.

The three-year lease for the 
New Flyer buses includes two 
depot charging stations, which 

will be installed in the Michael J. 
Quill depot, Manhattan, where the 
buses will be recharged overnight 
or mid-day and to eventually sup-
port maintenance and operations 
type activities. The first leg of the 
pilot will also include two “en-
route” high-power charging sta-

tions, one on East 41st Street and 
the second at Pier 83, Circle Line 
on West 43rd Street. 

The MTA plans to learn if 
these two chargers can eventually 
support 24 hours of operation 
without having to return buses to 
the depot.
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800-782-8902, x3264 or email  
bus@lancerinsurance.com.

New York City’s transit system testing electric buses
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I love shrimp. 

Not the little ones 
t h a t  c o m e  i n 
cheap cocktails 
or the week-old 
ones at the local 
all-you-can-eat 
Chinese buffet.

I ’m talking 
about  the big, 

fresh, beautiful ones you only see 
when the background of the pic-
ture is the ocean. As luck would 
have it, our recent move to the 
Texas coast has put us right smack 
in the middle of some of the best 
shrimping in the galaxy. 

Yesterday, I had shrimp for 
lunch. That may not sound like 
much of a story (and definitely not 
a story for a marketing column), 
but the tale is found in how I ended 
up at the restaurant eating it. 

As I’ve taught in this industry 
over the last six years, I’ve watched 
as we’ve embraced using social 
media because of the benefits that 
come with it. In the beginning, I 
would ask questions like: “How 
many of you in this room have cor-
porate accounts on Facebook for 
your business?” 

The subsequent show of hands 
was always only a smattering of 
those in attendance. In contrast, 
when I ask that same question 
today, all hands go up. 

While this represents progress, 
it actually doesn’t directly cor-
relate to the benefits derived from 
our social media efforts any more 
than simply owning a hammer 
does in the building of a house. 
How the hammer is used is re-
markably more important than the 

act of owning one. 
Social media is a slippery 

slope; after putting effort into it, 
it’s easy to dismiss it as irrelevant 
or useless. You can invest time, for 
example, and see little results — 
particularly if you didn’t put the 
effort where it counts or if the met-
rics you’re looking at aren’t good 
indicators of what has come from 
what you did. 

Checking Facebook
Now, back to my lunch. As 

someone new to the area, one of 
the first things I did was join Face-
book groups that would give me 
some reach beyond my few local 
neighbors and the crazy cat lady 
across the street. I wanted to poke 
my nose into the community, see 
what was going on and be able to 
ask questions and get answers 
from others outside of my normal 
social sphere.

It worked. 
I almost immediately felt 

“plugged in” to conversations 
about local hot spots and happen-
ings. From the comfort of my 
couch, I gleaned information as 
people discussed everything from 
ways to reduce the amount of trash 
on the beaches to where the best 
steak is on a Friday night. 

One Sunday evening as I was 
perusing the local goings-on, I 
stumbled upon an ad: “Monday, 
Monday,  Monday…Coconut 
shrimp and fries, $5.99.” 

Now, while I love shrimp, they 
are expensive. Even living close to 
the shrimp fleet, these little crusta-
ceans cost real money. So, finding 
a “deal” on them looked good to 
me. 

Monday rolled around, and 
though I’d made a note of it, I 

hadn’t penciled it in my calendar 
or even really decided to go. But 
then something interesting hap-
pened. When lunchtime came, I 
got a call to run a quick errand. I 
wasn’t really thinking about it as I 
drove over, but as I pulled out to 
leave the place I had been asked to 
go, I found myself driving past the 
restaurant. I remembered the ad, 
pulled over, went in and enjoyed a 
$5.99 plate of coconut shrimp and 
fries. 

As I sat eating the butterflied, 
golden-brown, coconut-crusted 
balls of deliciousness, I thought 
about what had brought me there. 
While I noticed a lettered sign out 
front advertising the aforemen-
tioned special, I honestly wouldn’t 
have given it a second glance if I’d 
driven past twice. 

Nevertheless, the restaurant 
was full of people who were eating 
coconut shrimp, and so I pulled 
open Facebook to try to find the 
post I had seen the day before. I 
found it. Zero likes, zero shares, 
zero comments. 

Part of the slippery slope of so-
cial media is the belief that our 
mission is to garner feedback from 
our audience; that is to say, we 
judge the effectiveness of our ef-
forts by simply looking at the “en-
gagement” statistics from a post. 
While there are times when these 
stats can be helpful indicators, 
they  can  a l so  g ive  a  f a l se 
negative.

This little restaurant may have 

believed that its post did nothing. 
The owners could have looked at 
the engagement stats, thought “no 
one cared, no one shared,” and de-
cided to simply cut Facebook be-
cause, darn it, it just takes so much 
time. 

But doing this would obviously 
have been a mistake. As I sat en-
joying my meal, I thought back to 
my days as a creative director in a 
remarkably pre-digital world. In 
that  world,  campaigns were 
thought out and tracked via tradi-
tional means to try to determine 
the ROI without the instant results 
of digital statistics. It was a world 
in which we simply could not 
watch in real time how an ad was 
performing or see exactly how an 
audience was interacting with a 
post. 

Playing the ‘long game’
While this now seems a bit like 

the Dark Ages, it also brought 
some comfort as we played what I 
can only call the “long game.” We 
would create a strategy and work 
the plan until we could ultimately 
determine exactly how our efforts 
were affecting the bottom line. 

As I sat in that every-seat-tak-
en restaurant watching an endless 
stream of shrimp pouring from the 
kitchen, it struck me that the long 
game is just as relevant and im-
portant today. How do we play that 
game on social media in the bus 
business, and how do we not let 
analytics stand in the way of our 
ultimate success? Those are great 
questions. 

First, we must have a strategy 
that we believe in. Social media 
has changed and there are a few 
things to keep in mind. The first — 
and perhaps most important — is 

that research shows that people are 
not looking to “connect” with 
brands. 

People often bristle when I say 
that, but think of the last time you 
saw something going on in the 
world and thought to yourself, “I 
wonder what Pepsi has to say about 
this?”

Remember when the only ads 
we saw were in the Sunday paper 
or on billboards? Today’s advertis-
ing on social media is a far cry 
from how things were advertised 
when most of us were kids; in fact, 
marketing has crept into almost 
every aspect of our lives. (I re-
member, for example, that shortly 
after my wife gave birth to our 
fifth child, the nurse came in to de-
liver a “gift.” Turns out, it was a 
packet of coupons.)

Advertising has become some-
thing we have learned to filter in 
our heads. We see it, recognize it 
and file it away. Sometimes that 
information is never thought of 
again, but other times it will come 
to mind — perhaps during the 
lunch hour as you drive by the 
place you know is selling shrimp, 
or when you’re put in charge of 
booking transportation for your 
family reunion. 

As you focus on marketing 
your charter business, recognize 
that your job is to provide clear 
and relevant information to poten-
tial consumers. Period. The vast 
majority of the time, your posts 
might have the same stats as this 
restaurant’s ad about the coconut 
shrimp: No shares, no comments 
and maybe not even a single like. 
Nevertheless, your posts will still 
be  use fu l  in  g rowing  your 
business.

Coconut shrimp for less than $6? They had me at ‘hello’
Marketing Minute

I t ’s  t h e  Smar t  Move

CONTINUED ON PAGE 16A c
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By Dave Millhouser

“The Mace” 
planned a three-
pronged attack 
to resolve his 
problem. He was 
1 , 5 0 0  m i l e s 
from home and 
his Scenicruiser 
appeared to be 

overheating. 
One reason we called him 

Mace had to do with the time a 
4104 wouldn’t start. He tried push-
ing it with a van with no joy, so his 
solution was to back the van up, 
gain some momentum and ram 
that sucker. 

The bus started, but the van 
windshield popped out, and I 
digress.

Mace’s first step involved tap-
ping the temperature gauge in 
hopes it would bounce back into a 
“safe place.” This never works, but 
costs nothing. 

Step 2 involved plastering 
electrical tape over the annoying 
“hot engine” light.

When that didn’t solve things, 
he moved on to step 3 — the “nu-
clear option” — in which he dis-

abled the automatic shutdown, 
hoping that both the gauge and 
light’s separate systems were fib-
bing, and headed towards home.

He made it, but instead of an 
oil change the Scenic needed an 
engine change. Checking the water 
would have told him the bus was 
speaking truth.

Modern coaches are loaded 
with automated systems to en-
hance safety and protect equip-
ment. Generally reliable, they oc-
casionally lie, so understanding 
their personalities can be critical. 
If Mace had a more nurturing rela-
tionship with his bus, that 8V71 
might still be alive.

Consider the question of 
whether trusting technology too 
much (or too little) creates danger 
when it fails or becomes baffled by 
a situation it wasn’t designed for. 
We need to understand how doo-
hickeys work, and what it looks 
like when they get confused.

In 2013, an Asiana Airlines 
Boeing 777 landed short in San 
Francisco.

After hitting a seawall, it cart-
wheeled across the airport and 
came to rest. Miraculously only 
three people were killed (including 

one who was run over by a rescue 
vehicle).

The pilot and copilot were both 
experienced, but not on that model 
plane. If I understand correctly, 
during approach they switched on 
an autopilot feature that was sup-
posed to help keep them on the 
glide path, but it was incorrectly 
set.

The airliner thought it was 
being asked to climb for a go-
around and powered up. 

The crew cleverly saw that they 
were now way too high (a bad 
thing if you’re trying to land) and 
disengaged the autopilot. What 
they didn’t notice was that an auto-
matic throttle they expected to 
control their speed was in the air-
plane version of “park,” and they 
descended too rapidly. Just before 
they struck, the pilot saw the 
ground coming up and hit the gas, 
but it was too late.

The crew was zigzagging be-
tween several automated systems 
they didn’t fully understand. These 
were supposed to enhance safety, 
but an earlier peek out the window 
would have told them to take man-
ual control.

Translate that into coaches and 

what might it look like? 
A charter bus coasted to the 

shoulder for a forced re-gen after 
its engine lost patience with the 
driver, who had ignored numerous 
electronic pleas to voluntarily re-
generate in a safe place. Things 
might have worked out if it hadn’t 
been nighttime, and if, following 
the re-gen, the coach driver had 
pulled back onto the road a bit 
more carefully. 

He didn’t, and a truck rammed 
him from behind. 

A knowledgeable driver would 
have known that when a diesel par-
ticulate filter gets constipated, it 
only gives a finite number of warn-
ings before choking the engine. 

Many modern buses have lane 
departure warning. Nifty, but what 
if you’re driving on a road that 
lacks lines it can read? Or if you’re 
used to a bus that does have it, and 
get assigned one that doesn’t? It is 
probably best to keep track of 
those lanes yourself and use tech-
nology as a backup.

What happens if your adaptive 
cruise control loses a radar sensor 
(you DID know it had radar)? 
Does a light come on? Does it 
disengage?

Or does it merrily merge with a 
car in front of you? Worth know-
ing, and bearing in mind. 

When an engine fault annunci-
ator flashes, is it a suggestion or a 
demand for attention? Is the en-
gine the problem, or the light?

If a tire pressure warning 
comes on, is the air really low or is 
it the sensor? Hopefully we re-
member how to check t i res 
manually.

I’m suggesting that we pull up 
our “big boy (or girl) pants” and be 
real drivers. It’s nice when technol-
ogy catches a mistake before 
things jump ugly, but there’s no 
substitute for understanding the 
coach when we are at the helm.

Ronald Reagan once said, 
“Trust, but verify.” Torturing his 
quote a bit to make it fit, if he was 
driving a coach he might say, 
“Trust yourself, but verify with 
technology.” (“Know thy bus” is a 
bit high highfalutin.) 

Last I heard, Mace was driving 
a beer truck. Wonder how that 
worked out?

Dave Millhouser is a bus indus
try marketing consultant and free
lance writer. Contact him by email 
at Davemillhouser@gmail.com.

Pull up your ‘big boy (or girl) pants’ and be real drivers



SAN ANTONIO — Heartfelt 
tributes to the motorcoach indus-
try’s best operators, drivers and 
mechanics was interlaced with 
hearty laughter during the UMA 
Motorcoach Expo’s annual Lead-
ership Awards Celebration.

Funny motivational speaker 
Tim Gard added a new, refreshing 
and laugh-out-loud twist to a seri-
ous and celebratory event without 
diminishing the well-deserved 
honors for winners. He reminded 
the audience that it’s important to 
have fun in life and work.

Many motorcoach representa-
tives were recognized for their 
good work at the dinner event.

The Vision Award for a large 
fleet operator, running 15 or more 
coaches, went to Cardinal Buses 
Inc. of Middlebury, Ind.

The Vision Award for a small 
fleet operator, running fewer than 
15 coaches, went to Trobec’s Bus 
Service Inc. of Saint Stephen, Minn.

The Green Highway Award 
from MCI went to Jack Wigley of 
All Aboard America! in Mesa, Ariz.

The grand champion of the 
UMA International Driver Com-
petition was Barac Wimberly of 
Travel Lovers Tours & Cruises of 
St. Petersburg, Fla., who won 
$2,500. First and second run-
ners-up, respectively, were Ted J. 
Dubbs of Krapf’s Coaches of West 
Chester, Pa., $1,000; and James 
Sencenbaugh of Daniel’s Charters 
of Lula, Ga., $500.

The winner of the UMA Main-
tenance Competition was Dave 
Meyerhofer of Kobussen Trail-
ways in Kaukauna, Wis., who won 
$2,500. First and second run-

ners-up, respectively, were Greg 
Lammers, Cavalier Coaches Inc. 
of Owatonna, Minn., $1,000; and 
Peter Haunold, Royal Highway 
Tours Inc., Fairbanks, $500.

The top mechanic, Meyer-
hofer, delivered one of the best 
lines of the evening: “We’re not 
grease monkeys anymore; we’re 
technicians.” He also praised his 
company, where he’s been em-
ployed 29 years and hopes to fin-
ish his career.

Dan Shoup of Cardinal Buses, 
the Large Fleet Operator Vision 
Award winner, accepted the award 
with his brother, Matt.

Dan said that when he began 
getting more management respon-
sibilities several years ago, he 
asked a very successful friend 
what he should do “to make this 
work,” and the friend said to hire 
people smarter than he is.

“I thought, ‘This will be easier 
than I thought,’” Shoup said to 
laughs.

“To make this work,” he also 
tells himself and his people: “No 
customer we have is required to 
take a bus trip. It’s all voluntary; 
we need to earn their business. 
When we accept their money for 

the payment, we’ve made a prom-
ise to them that we’re going to do 
what we said we’d do and we’re 
going to do our best to do it right 
and we really try to do that.”

He also tells his people that it’s 
OK to charge a fair price.

Tim Schubert, owner of Small 
Fleet Operator Vision Award win-
ner Trobec’s, accepted the award 
with his daughter, Bethany, one of 
two who work in the business. The 
other is Becca.

“I’m so blessed that I can go to 
work every day with my daughters; 
this is truly a blessing,” he said, 
also thanking employees, business 
partners and others for helping 
make Trobec’s a success over 80 
years.

“This night and this award will 
be in our hearts forever,” Schubert 
said, humbled by the honor.

Gladys Gillis of Starline Luxu-
ry Coaches in Seattle and UMA’s 
new board chair, recognized 34 
drivers from 26 companies for 
meeting excellence-in-driving re-
quirements. They represent 251 
years of crash-free driving, she 
said.

Of those, four were recognized 
as master drivers for having 12 or 

more consecutive years of crash-
free driving: Barac Wimberly of 
Travel Lovers Tours & Cruises of 
St. Petersburg, Fla., who won the 
driver competition; Patrick Levels 
of Echo Transportation of Grand 
Prairie, Texas; Harlequin Pipkins 
Jr., also of Echo Transportation; 
and Isiah Wilson Jr. of Atchison 
Transportation Services Inc. of 
Spartanburg, S.C.

Gillis said for too long the in-
dustry allowed one of its best as-
sets, its professional drivers, “who 
are the backbone of our industry 
and probably spend more face time 
with our customers than anyone 
else in the organization,” to go 
unrecognized.

UMA changed that last year 
when it began annually recognizing 
its drivers with the first UMA Inter-
national Driver Competition and 
Excellence in Driving recognition.

Other awards that were handed 
out during earlier Expo 2018 
events:

• Silverado Stages of San Luis 
Obispo, Calif., won the first annu-
al Motorcoach Marketing Council 
Award, which was accepted for the 
company by marketing manager 
Cory Medigovich.

• The Safety Leader of the Year 
Award went to Bob Crescenzo of 
Lancer Insurance.

• The BUSRide  Industry 
Achievement Award from BUS
Ride Magazine went to Daisy 
Charters & Shuttles of San Anto-
nio and was accepted by company 
CEO June Bratcher.

• Metro Magazine’s Motor-
coach Operator of the Year Award 
went to Holiday Tours Inc., which 
is run by UMA board member 
David Moody and his brother, 
Jonathan.

The motivational speaker, 
Gard, a member of the National 
Speakers Association Hall of 
Fame, brought out prop after clev-
er prop to entertain the audience, 
sharing the positive powers of 
laughter on people.

One prop included a pair of 
rubber chicken feet hanging out of 
his suitcase, which he said keeps 
his bag unbothered in overhead 
bins. He also donned “Don’t bug 
me” glasses — complete with 
large compound insect eyes and 
antennae — people can wear when 
they don’t want to be bothered.

He brought extra props to share 
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Jack D. Wigley Barac Wimberly Dave Meyerhofer Cory Medigovich Bob Crescenzo June Bratcher David Moody

Industry standouts recognized at Motorcoach Expo

Matt and Dan Shoup of Cardinal Buses Inc. of Middlebury, Ind., accept the Large Fleet 
Operator Vision Award from Dale Krapf, right, who was attending his last Expo as UMA 
board chair.

Tim Schubert of Trobec’s Bus Service Inc. of Saint Stephen, Minn., accepts the Small Fleet 
Operator Vision Award along with his daughter, Bethany, during UMA Motorcoach Expo’s 
annual Leadership Awards Celebration.

CONTINUED ON PAGE 15A c
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Deep in 
the heart

of expo
Right, Dave Dickson of Elite Coach, a member of the UMA board 
of directors, poses with his new friends during the Sneak Preview 

After Party at the Buckhorn Saloon & Museum in San Antonio.

Joe Thielen of Thielen Bus Lines and Mathew Strack of Strack 
Ground Transportation catch up while relaxing on a bus on the 
UMA Motorcoach Expo show floor.

UMA executives, board members and friends toast Dale Krapf, 
second from right, who served two years as UMA board chair. 
Gladys Gillis, right, took over as chair from Krapf last month.

The future is so bright in Fort Lauderdale, Fla., the site of Expo 2019, that Lisa Allen 
of Amador Stage Lines and her friends need to wear shades while taking a selfie 
during this year’s Cigars and Cordials event.

Paul Wong, left, of Keller Transportation in Waldorf, Md., greets 
Joses Cheremond of JC Charters & Tours in Largo, Md., during the 
UMA Welcome Reception on Saturday night.

Expo attendees mingle with old friends and meet new ones during the UMA Welcome Reception, held 
at the Henry B. Gonzalez Convention Center in San Antonio the night before the official start of Expo 
2018.
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Expo 2018 attendees enjoy food, drink and hundreds of stuffed animals of all varieties during the 
Sneak Preview After Party at the Buckhorn Saloon & Museum in San Antonio.

Ryan, Stephen and Matthew Cassidy of Coach Atlantic Transpor ta
tion Group compete in an armadillo race during the Sneak Preview 
After Party at the Buckhorn Saloon & Museum in San Antonio.

Gladys Gillis, left, the new chair of the UMA board of directors, 
gets a little silly with Clavonne Holter of Drive To Health and Dan 
Holter of Rochester City Lines.

UMA President and CEO Stacy Tetschner, standing at right, addresses 
members of the National Association of Motorcoach Operators 
(NAMO) during UMA Motorcoach Expo 2018 in San Antonio.

Casino the longhorn steer, who was parked in front of the 
Buckhorn Saloon & Museum, was the perfect photo prop for 
UMA members attending the Expo Sneak Preview After Party.

Throngs of people head for the show floor shortly after the ribbon cutting signaling the official 
opening of the Expo 2018 exhibit hall. Meanwhile, above them is a reminder that Expo 2019 will be 
held in Fort Lauderdale, Fla., next Jan. 610.

First Class Tours of Houston issued the winning bid of $550,000 for a brand new Prevost H345 
motorcoach during the Motorcoach Marketing Council’s eighth annual live auction at Expo 2018. 
Pictured, left to right, are Christian Riddell of the Motorcoach Marketing Council; Francois Tremblay of 
Prevost; Jeff, Greg and Jean Rogers of First Class Tours; and Jack Forbes of Prevost.
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Driving and 
fixing buses
The UMA Maintenance Inter
change (participants shown in 
photo at left), the UMA Inter
national Driver Competition and 
the UMA Maintenance Com
petition are perennial favorites 
at Expo, and this year was no 
different. The maintenance and 
driver competitions featured 
large cash prizes, making them 
even more popular and compet
itive this year.

Jonathan Wilson of Kobussen Buses Ltd. in Wisconsin navigates the driving course during the second 
annual UMA International Driver Competition at Expo 2018.

The second annual UMA International Driver Competition attracted 32 drivers, up from 26 last year. 
They are pictured here before the start of the driving portion of the competition.

UMA President and CEO Stacy Tetschner, left, presents a plaque 
to Kevin Whitworth of Whitworth Bus Sales in Miamisburg, Ohio, 
to commemorate the 20th anniversary of the UMA Maintenance 
Interchange, which Whitworth has helped coordinate since its 
beginnings.

Drivers competing in the second annual UMA International Driver 
Competition at Expo 2018 had to take a difficult written test 
before hitting the course to show off their driving skills.

Marc Robbins of Red Carpet Charters in Oklahoma City checks out a motorocach engine 
to find any problems during the UMA Maintenance Competition during Expo 2018.

Dave Meyerhofer of Kobussen Trailways in Wisconsin searches for problems during the 
UMA Maintenance Competition at Expo 2018. Meyerhofer took home the $2,500 first 
prize and a trophy provided by the competition’s sponsor, ABC Companies.
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States, cities crack down while Washington deregulates
SAN ANTONIO — While de-

regulation fever has gripped Wash-
ington, state and local efforts to 
regulate motorcoach operations 
continue to threaten federal pre-
emptions that have allowed inter-
state travel to flourish. 

Examples of efforts to raise 
revenue or stifle outside competi-
tion through regulations were dis-
cussed during the annual State As-
sociation Summit at Motorcoach 
Expo 2018.

“I think we are going to see 
more of these. They need the 
money,” said Ken Presley, vice 
president of legislative and regula-
tory affairs and industry relations/
COO of the United Motorcoach 
Association. “We have to think 
about the potential for every city 
and county and political subdivi-
sion to create regulations. It could 
get pretty scary.

“It is important that we start 
pushing back,” Presley said. “The 
federal preemptions are sacred. If 
we don’t take care of them, they 
are going to go away.”

 Operators visiting Chicago are 
facing not a revenue grab but rath-
er a clumsy effort to regulate party 
buses. Motorcoach tourism in Chi-
cago has been stifled since last 

fall, reported Cherie Hime, execu-
tive director of the Midwest Bus 
and Motorcoach Association.

“A Chicago ordinance affects 
any trip involving a passenger vehi-
cle of 15 or more passengers re-
gardless of licensing jurisdiction,” 
Hime said.

“The ordinance requires a li-
censed security guard and installed 
security cameras for any trip with 
stops at locations in the city where 
alcohol is served or when passen-
gers are consuming alcohol on the 
vehicle during the trip.

“Chicago police and inspectors 
used this ordinance to stop buses. 
Operators have cancelled planned 
trips to the city due to the increased 
costs and inability to be compliant 
with the ordinance.”

Fortunately, tourism officials 
have joined the Midwest associa-
tion in resolving the problems cre-
ated by the ordinance.

“We have had some very suc-
cessful meetings with the city and 
were able to educate them on how 
the ordinance affects the conven-
tion and leisure tourism markets in 
Chicago,” Hime said. “They know 
they are discouraging visitors. The 
issue hopefully will be resolved 
this spring.”

San Francisco
The California Bus Associa-

tion is battling a permit and in-
spection  protocol imposed on car-
riers picking up passengers at San 
Francisco International Airport.

“SFO, probably for the last 40 
years, maybe longer, had a require-
ment that carriers coming into the 
airport had to file for a permit,” 
said Michael R. Waters of Pacific 
Coast Sightseeing and Coach USA 
in Moss Beach, Calif. 

“It was applied to pick-ups pri-

marily — they don’t enforce drop-
offs. In addition to the permit pro-
cess, which has a fee, there is a 
mandatory inspection of every 
bus. We have to install a decal on 
each side of the bus and install a 
transponder. The fee (for an air-
port trip) is rather minimal — I 
think it is $6,” said Waters, a mem-
ber of the board of directors of 
California Bus Association.

While bus and coach operators 
believed the inspection process vio-
lated federal preemptions from 
such local regulation it was tolerat-
ed until the past year, when airport 
inspectors began to write “idiotic 
failures” on motorcoaches, he said.

“They failed a new bus be-
cause the inspector felt the seat re-
cline was outside of specif ica-
tions. There was no mention of 
what the specification was, but the 
bus failed. We were told it was the 
inspector’s opinion.

“It went from those types of 
things to too many candy wrappers 
on the floor. You are allowed to 
have four newspapers on board — 
the fifth one is a failure. There are 
absolutely ludicrous inspection 
criteria,” Waters said.

If a motorcoach fails inspec-
tion or is late for an appointment, 

the airport imposes a $250 re-in-
spection fee, he said. “This has 
been a sleeping bear for years. Ev-
erybody paid the fees and went 
through the moronic inspections 
until all these nitpicking failures 
came up.”

The California Bus Association 
has presented its federal preemp-
tion arguments to airport officials. 
They have decided that permit de-
cals can become voluntary but they 
have not budged from demands for 
vehicle inspections, Waters said. 
The state operators are intent on 
pursuing the airport’s compliance 
with federal preemptions.

“The association has spent a 
lot of money and we may spend a 
lot more,” he said. “When you see 
this wave starting to form you have 
to cut the legs out from under it. If 
your airport starts talking about 
permits and fees at all, get into the 
first meeting and bring the argu-
ments that ‘You are not allowed to 
preempt federal laws.’”

Austin, Texas
Presley updated the state asso-

ciations on the results of UMA’s 
lawsuit attempting to overturn 
local permitting requirements im-

Cherie Hime, executive director of 
the Midwest Bus and Motorcoach 
Association, tells the audience at 
the State Association Summit about 
a strict Chicago party bus ordinance 
that is discouraging operators from 
sending charters into the city.

CONTINUED ON PAGE 15A c
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posed by Austin, Texas.
“This is very relevant to a lot of 

the state preemption stuff we were 
talking about,” he said. “Austin de-
cided that they were going to dust 
off an old ordinance and reinstate it 
and start requiring charter buses 
that travel through their city to pur-
chase a permit. It would require an 
inspection and displaying a decal.

“The ordinance had a lot of 
things that went with it. You 
couldn’t have more than five news-
papers on the bus. All of your 
buses had to be painted alike.”

Two U.S. Supreme Court cases 
have shaped challenges to such local 
regulations, he said. The first, de-
c i d e d  i n  1 9 9 8 ,  wa s  G re y 
hound Lines v. City of New Orleans.

“It was the only case dealing 
with this, prior to us suing Austin, 
for passenger carriers,” Presley 
said. “New Orleans was requiring 
permits to travel in that city by 
bus. Greyhound sued and the 
courts found that when Congress 
deregulated charter services it dis-
placed local regulations.”

Many federal court cases have 
addressed local regulation of tow 
trucks, particularly City of Colum
bus v. Ours Garage, decided by the 
U.S. Supreme Court in 2002.

In that case, Presley said, “The 
Supreme Court said the states and 
their political subdivisions, basi-
cally cities and towns, can enforce 
motor vehicle safety, highway 
route controls or limitations based 
on the size or weight of the motor 
vehicle, and minimum insurance. 
Referred to as the ‘saving clause’ 
by the legal community, it extends 
to local jurisdictions a little bit of 
wiggle room thought to originally 
be reserved exclusively for states.”

The narrow claim of safety can 
save some degree of local permit-
ting as pursued by Austin, he said.

“Greyhound prevailed because 
there was no safety associated with 
the New Orleans permit. But Aus-
tin made this play of safety — if 
they say they are trying to regulate 
safety there is a good chance that 
they can require a permit,” he said.

What constitutes a legitimate 
intent to promote safety? That is 
not certain, Presley said. 

“Everything that is called safe-
ty is not necessarily safety. The 
courts have allowed a lot of lati-
tude, but you can challenge them. 
They must be consistent with Fed-
eral Motor Carrier Safety Regula-
tions. It can’t be about candy wrap-
pers. Theoretically the regulations 
are supposed to be approved by the 
Secretary of Transportation. If a 
permit is just associated with fund-

ing, you have an argument. If they 
say it is related to safety, your bat-
tle is a little bit tougher.”

The federal courts have upheld 
the position that state and local 
governments cannot require inter-
state carriers to display permit de-
cals, Presley said.

“That is clear cut now. This is 
where you can start pushing back 
on all these city permits. If they 
know they cannot require decals, 
we can win because this shifts the 
burden back on them. The people 
who are out there enforcing these 
permits are going to throw their 
hands up and say ‘We can’t en-
force this.’ Eventually we will kill 
these permits across the country.”

Portland, Maine
Another battle facing mo-

torcoach operators is competition 
from public transit agencies in vio-
lation of federal charter service 
rules that restrict public systems 
from competing with private carri-
ers for charter work. Presley de-
scribed the conversion of chartered 
shuttle service at the University of 
Southern Maine into an extension 
of the transit agencies scheduled 
service.

Presley presented this portion 
of the program when winter storms 
delayed the flights of scheduled 
panelists Gregg Isherwood of Cus-

tom Coach and Limousine in Port-
land, Maine, and Scott Riccio of 
Northeast Charter and Tour in 
Lewiston, Maine.

“Greg Isherwood said he has a 
charter that runs from the Univer-
sity of Southern Maine into the 
city of Portland a few times a day. 
It is a $400,000-a-year contract. 
He said he has gotten a notice that 
the university is not going to renew 
the contract,” Presley said.

“The public transit agency de-
cides they are going to take that 
service over. The university is 
going to pay the $400,000 to the 
transit authority. Greg perceived 
that as a violation of the charter 
service rule. We dived into it and 
found that what the transit authori-
ty decided to do was expand their 
service out to the University of 
Southern Maine. In reality, there is 
no rule that keeps them from tak-
ing your charter and turning it into 
mass transit,” he said.

While a legal challenge may 
not succeed, a public relations 
campaign might help, Presley said. 

“The only thing you can do is 
appeal to the good citizens of Port-
land. They are going to pay for 
this. Every one of those fares will 
be subsidized and they are going to 
need a capital grant to purchase 
the $6 million worth of buses to 
run this route.”

State associations
CONTINUED FROM PAGE 14A
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with attendees eager to try his 
brand of humor.

“Folks, we can have fun when 
we do this job, can’t we?” Gard 
said, also urging listeners to talk 
with people, not at them.

“Make this your policy to have 
fun,” he said.

“When you look at your com-
ing year and all the challenges that 
are out there, I want you to have 
fun, too; UMA wants you to have 
fun,” Gard said. “We want to be 
able to laugh at the things we can 
to be able to be serious about the 
things we have to. Laughter be-
comes you if you let it.”

One of Gard’s props included a 
mock credit card he likes to hand 
to unsuspecting hotel desk clerks 
when they ask for a major credit 
card and some other form of iden-
tification, with one side reading 
“This is a Major Credit Card,” and 
on the flip side, “Here is some 
other form of identification.” It’s a 
way to lighten the typically mun-
dane travel moment for both sides.

See you at UMA Expo next 
year in Fort Lauderdale, Fla., and 
remember to bring a major credit 
card and some other form of ID.
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The second part of this is es-
tablishing what’s relevant to a con-
sumer. In my case, it was shrimp. 
The idea of shrimp for lunch for 
under $6? Come on…they had me 
at “hello.” But how do we do this 
in the transportation business? 
Probably not with shrimp. 

Is it with pictures of shiny, 
beautiful buses? No! Definitely 
not, because we spend so much 
time thinking about, working on, 
paying for and using motorcoach-

es, buses and other vehicles in our 
industry, we sometimes start to be-
lieve that we’re somehow in the 
equipment business. 

Unfortunately, filling your so-
cial feeds with pictures of empty 
buses — even against scenic back-
grounds — is tantamount to the 
restaurant I ate lunch at sharing 
pictures of clean dishes and silver-
ware, empty booths and beautiful 
shots of their business establish-
ment. (None of those images 
would have resulted in me sitting 
there eating coconut shrimp.)

Our social strategy in the mo-

torcoach industry must be about 
the shrimp. It has to get right to the 
heart of what our customers care 
about. 

Whether you’re speaking to the 
bridal market by sharing informa-
tion about wedding planning, 
talking to corporate clients about 
the liability associated with plan-
ning holiday parties where alcohol 
is served, or sharing a photo of a 
sports team on your coach with 
their testimonial about the perks of 
traveling with you, the information 
you post needs to be relevant, in-
teresting and pertinent to your in-

tended audience. That is how you 
leverage social media. 

Here’s the thing: if you were to 
take a stadium full of people and 
statistically calculate how many of 
those folks would be responsible 
for booking a coach in the next 12 
months, the number of people 
you’d end up with would fit inside 
one van. 

This means that an entire stadi-
um of people wouldn’t think about 
coaches when they have a trans-
portation need. That’s why seeing 
pictures of shiny new buses would 
be completely ineffective; they 

don’t even know they need what 
you’re selling!

We have to remember this and 
use social media advertising as a 
way to inspire consumers to drop 
what they’re doing to come try our 
coconut shrimp. We must look be-
yond the instant statistics of shares 
and likes to see how our social 
media strategy is actually helping 
us sell more charters, to more peo-
ple, for more money.

 For more information about 
the Motorcoach Marketing Coun-
cil and its programs, go to www.
motorcoachmarketing.org.

Marketing Minute
CONTINUED FROM PAGE 8A

Navigating conflicting state and federal marijuana laws
SAN ANTONIO — Marijuana 

is a prohibited substance for safe-
ty-sensitive motorcoach employ-
ees holding a commercial driver’s 
license, even if they’re in one of 
the many states that have legalized 
medical or recreational use of the 
drug, according to speakers trying 
to bring some clarity to an evolv-
ing and complex issue.  

“As operators, we have to make 
sure that our drivers and other 
safety-sensitive people are aware 
of that,” Glenn Every, president of 
Tonche Transit Inc. in Mount 
Tremper, N.Y., said of medical 
marijuana, which some drivers 
might assume they can use for ar-
thritis or other conditions

“But if they test positive, 
they’ve got a problem,” said Every, 
who also is an attorney.

Every, along with Gladys Gil-
lis,  CEO of Starline Luxury 
Coaches and new chair of UMA, 
and Jennifer Lancaster, acting 
drug and alcohol program manag-
er for the Federal Motor Carrier 
Safety Administration, comprised a 
panel addressing state and federal 
drug laws dealing with marijuana.

The discussion was designed 
to help operators navigate the dos 
and don’ts of the increasingly 
ubiquitous drug, now legal in 29 
states and the District of Columbia 
in some form.

The federal government con-
siders marijuana a schedule 1 
drug, the most serious level.

“That criminalizes its posses-
sion, manufacture, distribution 
and sale,” Every said. “So you can 
see that legalization at the state 
level is now in direct conflict with 
the federal level.”

A doctor’s referral for medical 
marijuana doesn’t excuse a CDL 
holder testing positive for marijuana.

“An MRO (medical review of-
ficer) cannot downgrade that posi-
tive test to a negative test,” because 
marijuana is a schedule 1 drug, 
Lancaster said. “It’s pretty black 
and white with us, so it’s just a no 
go.”

Every noted that doctors can’t 
write prescriptions for medical 
marijuana, adding that doing so 
would violate federal law.

“They get around it by making 
a referral, a recommendation,” he 
said. 

Every noted the confusion and 
challenges confronting operators 
in various states.

“This is an area that’s evolving 
so fast,” he said. “There are splits 
between the federal circuits, there 
are contrary opinions coming out 
of state courts versus federal 
courts, so it’s an area that has to be 
watched very, very closely.”

U.S. Attorney Jeff Sessions 
added more cloudiness just days 
before the UMA panel when he re-
scinded what had been a hands-off 
approach to state marijuana laws 
under the Obama administration.

“The move essentially shifts 
federal policy…to unleashing fed-
eral prosecutors across the country 
to decide individually how to pri-
oritize resources to crack down on 
pot possession, distribution and 
cultivation of the drug in states 
where it is legal,” according to a 
CNN report.

FMCSA’s Lancaster recom-
mended operators who haven’t al-
ready should subscribe to the Of-
fice of Drug and Alcohol Policy 
and Compliance list serve to get 
emails to help stay abreast of the 
issue.

Any changes with drug and al-
cohol policy, ODAPC will put out 
an email, “so it’s a very good re-
source,” she said.

Gillis said operators often find 
themselves in gray areas, which can 
be costly for them in cases that end 
up in lawsuits. She distributed a 
handout with topics she recommend-
ed operators consider to try to lessen 
their gray-area vulnerabilities.

“I’m not trying to make deci-
sions for them (operators), but I’m 
just saying, ‘You need to be think-
ing about it,’” Gillis explained 
after the panel presentation. “They 
should be trying to work with their 

local police and trying to find a 
way out of the gray area because 
right now they’re sitting in a gray 
area and that’s a (check) waiting to 
be written.”

Regarding employees who are 
not in safety-sensitive positions, 
Gillis said she would not terminate 
them over marijuana because of 
the liberal attitudes toward the 
drug in Seattle, where her compa-
ny is based. Recreational marijua-
na is legal in Washington, but that 
may not apply in other states, she 
said, urging operators to seek ad-
vice in their own states about the 
best policies.

“You’ve got to tune into your 
state’s chamber of commerce, your 
business associations, your legisla-
tors — you’ve got to understand the 
gray area and the risk and you’ve 
got to ask for help,” Gillis said. 
“You need your state to tell you one 
way or the other, where’s the line,” 
because operating in a gray area 
can end up in costly lawsuits.

In New York State, Every said, 
there is a very protective statute 
for medical marijuana users.

“You cannot discipline them or 
fire them, basically,” he said. “It’s 
difficult to say the least. If they’re 
a safety-sensitive person, obvious-
ly we’ve got Jennifer (at FMCSA) 
and her friends telling us, ‘No, no, 
no,’ but New York is saying, ‘Don’t 
do anything.’ 

“Now, that hasn’t been tested 
and my advice would be to follow 
the federal law,” he added, antici-
pating how such a ruling would 
come down. “But, again, it’s with 
your non-safety-sensitive people, 
that’s why you need a separate pol-
icy for them.” 

Every asked FMCSA’s Lan-
caster if carriers should expect 
roadside motorcoach inspections 
to include searches and drug dogs. 

It’s up to state and local police, 
she said, predicting dogs could be-
come part of searches.

Every also asked if operators 
should talk to state and local po-
lice about under what circum-

stances they’ll pull a bus over or 
search with dogs or otherwise on a 
routine stop.

“Most def initely,” Lancaster 
said. “I would think for the carrier, 
the more knowledge that you guys all 
have, the better equipped you are.”

Every also cautioned operators 
to be aware of passengers who 
might be significantly impaired by 
cannabis when dropping them off 
at their vehicles. If they get in their 
car and harm someone, the opera-
tor could be held liable, he said, 
comparing it to alcohol.

“We have to very careful about 
how we handle people who are im-
paired,” he said.

For a driver suspected of being 

impaired and subject to a drug test, 
Lancaster also had a recommenda-
tion: Drive the driver to the testing 
facility. Do not ask a person sus-
pected of being high to drive him-
self to testing, she said.

“Unfortunately, that is a com-
mon issue that happens,” she said.

Lancaster also reminded listen-
ers that, effective Jan. 1, drug and 
alcohol policies must reflect testing 
for four semi-synthetic opioids. 
Those are hydrocodone, oxyco-
done, hydromorphone and oxymor-
phone. The opioids are schedule 2.

“That is why a driver may use 
that if they have a valid prescrip-
tion rather than use marijuana,” 
she said.

Marijuana Legalization Status
■ Medical marijuana broadly legalized
■ Marijuana legalized for recreational use
■ No broad laws legalizing marijuana

1.  Revise your drug and alcohol policy to allow for termination if an 
employee fails a drug test or admits to drug use.  

2.  Revise your drug and alcohol policy to require employees to disclose 
that they are using medical marijuana prior to taking a drug test. 

3.  Ensure your staff knows the legal definition of “safety sensitive.” 
4.  Add clauses to Terms & Conditions to address:
 –  Must customers store alcohol and marijuana products in the 

luggage bay?
 – Can customers carry cannabis products onto the bus?
 – Can customers smoke or vape on the bus?
5.  Change driver conduct policy to disallow drivers from accepting food 

or drink from passengers.
6.  Can you have a drug-free workplace policy and fire a medical user 

that does not have a CDL for failing a drug test? Find out in your 
state.

7.  Revisit and review “reasonable suspicion test” requirements with 
your staff.

8.  Speak out in your state. Work to identify and abolish the gray 
areas that will leave you at risk.
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women to get loans to purchase 
m o t o r c o a c h e s  a n d  l a u n c h 
businesses.

“I had to put my house up in 
order to have buses,” said Gillis, 
who had been working at Boeing 
for 13 years as a process engineer. 
“I took $250,000 out of my 
401(k).”

That was in 1998, when she and 
her business partner, Becky Pritch-
ett, launched a company that would 
become Seattle-based Starline 
Transportation, which focused on 
contract and paratransit services. 

Five years later, they rebrand-
ed the company as Starline Luxury 
Coaches with higher-quality vehi-
cles and a focus on customer 
service.

Gillis eventually bought out 
her partner and expanded the com-
pany over the years to include five 
locations, 110 vehicles and 160 
employees offering charter, spe-
cial event, shuttle, express and 
pop-up services.

Gillis joined the UMA board 
15 years ago and has served on the 
executive committee for six years, 
the last two as vice chair.

She said that over the past six 
years, the executive committee, in-
cluding outgoing chair Dale Krapf, 
“started tearing into UMA’s f i-
nances and developing measurable 
executive performance metrics.” 
Then they had to focus on finding 
a new president and CEO to re-
place Victor Parra, who stepped 
down last year after nearly 18 
years leading UMA.

“You wouldn’t believe all the 
time that took,” Gillis said. “But 
now I am taking over as chair of an 
association that is stable and has 
its finances in shape, and that has 
a new president and CEO. I feel 
like I am going on vacation.

“Not that I won’t get anything 
done,” she added.

Gillis said one of her top prior-
ities as chair is to push UMA’s ed-
ucation programs out to the state 
and regional associations. She said 
that because motorcoach company 
staffers generally don’t attend such 

major events as Expo, they are un-
able to benefit from the education 
sessions offered at those events.

“It is mainly company leaders 
who attend Expo and go to the ed-
ucation sessions,” Gillis said. “I 
think we need to offer those ses-
sions at state and regional events 
so staffers can also take advantage 
of them. They would have a real 
meaningful impact on those 
individuals.”

She said that company leaders 
who attend such education ses-
sions might go back with some 
great ideas, but it is difficult for 
staff members to implement those 
ideas, resulting in “implementa-
tion paralysis.”

“We need to bring these mem-
ber services closer to the staffers 
who would benefit the most from 
them,” she said.

Gillis said she also would like 
to focus on identifying driver and 
mechanic jobs as career paths in 
an effort to attract more quality 
p e o p l e  t o  t h o s e  c r i t i c a l 
professions.

She said a third objective 

would be to explore ways of work-
ing together with the American 
Bus Association.

“I’d like to see the UMA and 
ABA legislative agendas come to-
gether and have the associations 
speak with a unified voice,” she 
said. 

There has long been animosity 
between the two motorcoach asso-
ciations, which discussed merging 
a while back but failed to reach an 
agreement.

Small operators that make up 
the bulk of UMA’s membership 
tend to view ABA as supporting 
the agendas of such major compa-
nies as Greyhound Lines. That has 
often resulted in UMA and ABA 
having opposing views on pro-
posed industry regulations.

Gillis said the negativity and 
competition between the two asso-
ciations isn’t good for the mo-
torcoach industry. She said it is 
likely that they have a lot in com-
mon and that it is worth exploring 
whether they can work together on 
some legislative and regulatory 
issues.

“We might be able to drain the 
swamp around all of the negativi-
ty,” she said, adding that she is not 
advocating merging UMA and 
ABA.

UMA President and CEO 
Stacy Tetschner said it was excit-
ing to see the association welcome 
its first female chairperson into 
leadership, “especially one with 
such great insights into our indus-
try and what it takes to run a suc-
cessful motorcoach operation.”

“I am looking forward to work-
ing with her as we continue to 
make UMA more relevant and es-
sential to our members and those 
operators who are not yet our 
members,” Tetschner said.

Although Gillis acknowledges 
that her being the f irst female 
UMA board chair has some histor-
ic significance and is being high-
lighted by some, she said she 
couldn’t believe that it is 2018 and 
there is still a woman taking over 
any position for the first time.

“It’s amazing to me that we 
have a first woman doing anything 
in this day and age,” she said.

Gillis
CONTINUED FROM PAGE 1A

Many of this year’s 183 exhibi-
tors seemed to agree, whether they 
were multi-year veterans of the 
event of were attending their first 
Expo.

At the Executive Coach Build-
ers Inc. exhibit, Tom Fielding, gen-
eral manager and sales manager for 
the Springfield, Mo., company, said 
turnout was good for his second 
year at Expo.

“It looks like the right crowd 
and the kind of customers we’re 
after,” Fielding said on the second 
day of the event.  

“Trade shows are more about 
networking and talking and meet-
ing your customers and getting to 
know them more than they are buy-
ing events these days, but we feel 
like we’re getting the word out,” 
Fielding said of the 40-year-old 
company, which has long focused 
on limousine building but has 
broadened its lineup to include the 
52-seat Ecoach45 that is built on a 
Freightliner M2 chassis.

Spread the word 
Jeffrey Farrington of ELD Solu-

tions in Brentwood, Tenn., a first-
time Expo exhibitor, said that with 
the new ELD mandate taking ef-
fect, “we thought it was probably a 
good time to get in front of a lot of 
different markets.”

While the company has primar-
ily worked with the trucking and 
government sectors, Farrington 
said it has several operators that are 
running motorcoaches and he want-

ed to spread the word about the 
company at Expo.

“So far, so good,” he said on his 
second day exhibiting. “I’ve had re-
ally good conversations. It’s inter-
esting to me that while the majority 
of them are on something already, 
they’re actually looking to poten-
tially get on something else. 
(They’re) not happy with the cur-
rent provider. 

“So I think it is a benefit for us to 
be here for that perspective because 
even though the majority of them 
have it already, they’re still kind of 
testing the waters and trying to find 

a solution that fits their needs.”
Jim McCann, a consultant at 

Spader Business Management in 
Sioux Falls, S.D., who has been at-
tending Expo for 12 years, said one 
of the benefits of the event is that it 
gives business operators the chance 
to work on their business instead of 
in their business.

‘Good mood’ 
“It’s a refreshing, invigorating 

sort of experience,” McCann said.
He said his booth was busy 

during the show and that there was 
“a good mood in the crowd, so I 

think it’s going really well for us.”
AmeriFuel of Richland, Wash., 

another first-time Expo exhibitor, 
decided to attend this year because 
“we heard great things about this 
show,” said Ivy Gamboa, a consul-
tant for the company, which offers a 
fuel-management program. 

“We have been doing a couple 
other shows around the country and 
everybody kept on telling us, ‘You 
have to go to UMA — that is one of 
the best shows there is,’ so that’s 
why we booked it,” Gamboa said.

She said the show was going 
well, with AmeriFuel seeing many 

of its existing customers as well as 
new ones who might not know 
about the services available to them 
at the pump.

“We’ll definitely be here next 
year,” she said. “We’re excited to be 
part of the association.”

UMA off icials already are 
working on next year’s Expo, 
scheduled for Jan. 6-10 in Fort Lau-
derdale, Fla.

Tetschner said future Expos 
will reflect the pace of change that 
is affecting all industries, including 
the motorcoach industry.

“As we look forward, I am ex-
cited to help UMA keep pace with 
the changes we are seeing every 
day,” he said. “As we move forward, 
we will see various components of 
Expo reach outside the single 
in-person experience, such as by 
extending education and connec-
tion opportunities throughout the 
year that will culminate annually 
with Expo.

Incredible staff 
“UMA has an incredible team 

of staff and volunteers that are ded-
icated to bringing a consistent and 
relevant experience to our attend-
ees. I am very proud of the work 
they have done,” Tetschner said. 
“And I’m even more excited to see 
that they are already looking to next 
year to see how we can improve on 
our program even more.”

UMA already has opened reg-
istration for Expo 2019. UMA 
members who register by February 
15 will receive the lowest Expo 
rate of $295. To register, go to 
www.motorcoachexpo.com.

Expo mood
CONTINUED FROM PAGE 1A

Expo 2018 exhibitors referred to the annual event as “a refreshing, invigorating sort of experience” and said there 
was “a good mood” among attendees.
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See you next year in

Fort Lauderdale, FL

2019 UMA Motorcoach EXPO Pre-Registration for Operators: $295 before 2/15/18

Register for the 2019 UMA Motorcoach EXPO in Fort Lauderdale by February 15, 2018 to receive the lowest EXPO rate of $295 per 
person! Go to www.motorcoachexpo.com to register at this low rate for a limited time—for UMA members only!
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brand in Canada 
and the U.S.

“The  dec i -
sion comes as 
MCI is expand-
ing its own mo-
torcoach lineup 
and service net-
work,” MCI said.

MCI said it 
has sold only 282 new Setra mo-
torcoaches since taking over distri-
bution rights in 2012. Last year, 
the company sold only 21 Setras, 
said Paul Soubry, president and 
CEO of New Flyer Industries, 
MCI’s parent company.

“We’re maybe a little disap-
pointed,” Soubry said during UMA 
Motorocach Expo 2018 in San 
Antonio.

But he said the change would 
be good for MCI because it would 
allow the company to focus on its 
own products, including the rede-
signed J4500 model, a new 35-foot 
coach, the D45 CRT LE commuter 
coach and a battery-electric mo-
torcoach planned for 2020. 

“We tried to make it work,” 
added Brent Maitland, MCI vice 
president of marketing and prod-
uct planning.

Setra S 407 and S 417 mo-
torcoaches were introduced to the 
North American market in 2003, 
and MCI started selling them in 
2012 as part of an agreement that 
included Daimler purchasing a 
10-percent equity interest in MCI.

The distribution agreement re-
mained in place after New Flyer 
acquired 100 percent of the equity 
of MCI — including Daimler’s 10 
percent — in December 2015.

Under the new distribution 
agreement with REV Group, parts 
sales, service and warranty sup-
port for Setra coaches in service 
will remain with MCI through 
June 29 and then transfer to REV 
on July 1.

REV Group is a manufacturer 
and distributor of a wide variety of 
specialty vehicles, including am-
bulances, fire trucks, school buses, 
mobility vans, municipal transit 
buses, terminal trucks, cut-away 
buses, street sweepers and recre-
ational vehicles. 

Tim Sullivan, president and 
CEO of REV Group, said adding 
Setra motorcoaches “will provide 
yet another first-class entrée to our 
portfolio of transportation vehi-
cles. This collaborative agreement 
provides for limitless transporta-
tion opportunities to explore in 
North America that we jointly be-

lieve will significantly enhance 
our overall market presence.”

Daimler said it will repurchase 
all new Setra coaches and service 
parts inventory on hand at MCI as 
part of the agreement.

However, MCI still has about 
80 used Setras in its inventory that 
have been traded in on new coach-
es over the years. Industry observ-
ers say that if MCI has to keep 
those coaches, there is a chance it 
could decide to sell them at a dis-

count, which would negatively af-
fect the resale value of Setras.

A similar situation arose a cou-
ple years ago when ABC Compa-
nies was stuck with a bunch of 
Temsa coaches in its inventory and 
sold them at low prices, wrecking 
the resale value of Temsas.

MCI reportedly has warned 
REV Group and Daimler that they 
would be better off if they pur-
chased the used Setras instead of 
MCI trying to unload them.

All MCI would say on the re-
cord is that it would be interested 
in selling them.

“If they wanted to buy them, 
we’d be happy to sell them to 
them,” Soubry said.

Meanwhile, MCI said it would 
continue to honor its agreement to 
provide parts sales, service and 
warranty support for Setra coaches 
through June.

“We will support them to the 
best of our ability,” Maitland said.

Setra
CONTINUED FROM PAGE 1A

Daimler announced that REV Group subsidiary REV Coach has taken over Setra sales in the United States and 
Canada as of January 1, saying MCI’s focus on selling its own motorocach models was affecting Setra sales. 
This Setra S 417 TC was on display in REV Group’s booth during Expo.

Paul Soubry
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The 2018 MCI® J4500. 
Discover the beauty within.
Cue the lights. Bring on the ambiance. When it comes to wowing passengers, the 2018 

MCI J4500 has the inside track. With a newly redesigned interior, the J4500 features 

more beautiful lighting throughout, including programmable variable LED color lighting that 

can bathe the cabin in the hue of your choice. And now, with the most floor space in the 

industry, the J4500 offers the best-in-class legroom and seating for up to 60 passengers. 

Factor in the model’s low total cost of operation, its more spacious and functional driver 

cockpit and a rear window option, and you’ve got a coach that’s truly ready to impress. 

Get Enlightened.
Check out the 2018 MCI J4500 coach 
at www.j4500-enlightened.com 

This puts coach travel 
in a whole new light
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