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ROCHESTER, Minn. — A 
5-year-old legal battle between 
Rochester City Lines (RCL) and 
the city over its public-transit bid-
ding process recently turned in 
favor of the private bus company.

The Minnesota Court of Ap-
peals ruled last month that there 
was an “impermissible appearance 
of bias” in the City of Rochester’s 
2016 process of seeking bids from 
companies to operate its public-
transit system.

That means the bidding process 
will have to be repeated pending an 
appeal of the ruling by the city to 
the Minnesota Supreme Court.

“We’re just seeking justice,” 
said Dan Holter, general manager 
of RCL. “The methods they used 
throughout the process have been 
unjust. We tried to tell them what 

they were doing wrong, but they 
wouldn’t listen to us.”

The legal wrangling between 
RCL and Rochester began in 2012 
when the city awarded a contract 
to national giant First Transit to 
provide bus service. Prior to that, 
the family owned RCL had provid-
ed transit service in Rochester for 
46 years.

RCL sued the city over what it 
contended was a “biased” bidding 
process, and the case recently was 
taken to trial before a Minnesota 
district court after four years of 
appeals.

The current legal squabble that 
led to a May 15 appeals court  ruling 
involves Rochester’s decision late 
last year to award another four-year 
contract to First Transit. RCL also 
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Bias claims upheld in Rochester City Lines transit bid

The Minnesota Court of Appeals ruled that there was an “impermissible appearance of bias” in the City of 
Rochester’s 2016 process of seeking bids from companies to operate its public-transit system.

New UMA CEO plans to promote ‘the good stuff we do’
ALEXANDRIA, Va. — Stacy 

Tetschner had been working at the 
Arizona-based National Speakers 
Association for 25 years when he 
decided to launch an informal job 
search earlier this year.

Tetschner, who had been CEO 
of the NSA since 1998, said he 
wasn’t actively looking for a new 
job, only “putting out feelers.” 

That resulted in his receiving a 

variety of email notifications about 
openings in the association field, 
including one from the United Mo-
torcoach Association seeking ap-
plicants for president and CEO.

“I kept getting emails about the 
UMA job and I kept deleting them,” 
Tetschner said. “I didn’t know any-
thing about motorcoaches.”

Then one day he looked at a 
UMA email closer and thought, 

“This is interesting.” So he applied.
UMA’s board of directors ap-

parently also found Tetschner in-
teresting because it selected him 
from hundreds of applicants to 
take over as president and CEO, 
replacing Victor Parra, who retired 
at the end of March after 19 years 
at the helm of UMA. 

“Stacy embodies the strong 
leadership and strategic vision that 

the board of directors was hoping 
for in our next chief executive,” 
said Dale Krapf, chairman of 
UMA and Krapf’s Coaches. 

Tetschner started at UMA on 
June 5 after driving across the 
country with his 175-pound St. 
Bernard, Oso. (His family flew).

He said was attracted to UMA 
because it is positioned for a great 
future and because the board is ac-

tively engaged 
in improving 
the association’s 
contributions to 
its members and 
to the success of 
the motorcoach 
industry.

“The board 
seems to want 
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With thousands of electric 
transit buses whirring around the 
world, the first production battery-
powered motorcoach debuted at 
UMA Motorcoach Expo in St. 
Louis this year on the way to its 
first test runs. 

Electricity, however, may be 
powering up to a third of new mo-
torcoaches within a decade.

Several hundred electric tran-
sit buses were sold last year in 

North America, said Paul Soubry, 
president and chief executive offi-
cer of New Flyer Industries Inc. in 
Winnipeg, Manitoba. 

“In the coach environment 
electric is negligible,” Soubry 
said. “I am not sure there is ever 
going to be replacement of the 
conventional market, but clearly 
there is a niche where all-electric 
makes sense. When we get out 
five and 10 years, I think 25 to 30 

percent of what we sell is going to 
be all-electric.”

Chinese manufacturer BYD 
displayed what it called “the 
world’s first 45-foot battery-elec-
tric over-the-road coach” at this 
year’s Motorcoach Expo. Its bat-
teries can power the bus 200 miles 
on a charge.

“The market for this is pretty 
much as a commuter coach,” said 
Bobby Hill, regional sales manager 

for BYD. “This type of coach will 
be going to the Antelope Valley 
(California) Transit Authority. It 
also is good for large corporations 
to use as employee shuttles, espe-
cially if they have campuses across 
town or bring in workers from 
park-and-rides 50 to 75 miles out.”

New Flyer has delivered more 
than 6,400 electric transit buses in 
North America over the past two 
decades, said David Warren, di-

rector of sustainable transporta-
tion. These included diesel-elec-
tric hybrids, hydrogen fuel cell 
electrics, trolley electrics ener-
gized by overhead power lines and 
battery electrics.

All but diesel-electrics are 
considered zero-emission vehi-
cles, he said, and New Flyer deliv-
ered 241 of them last year, up from 
144 in 2015.

Battery-electric motorcoaches slowly making inroads
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Stacy Tetschner
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WINNIPEG — A 5-year-old 
joint venture between Canadian 
bus manufacturer New Flyer In-
dustries Inc. and Scottish bus 
maker Alexander Dennis Limited 
is ending.

The companies, which joined 
forces in 2012 to build medium-
duty, low-floor 30- and 35-foot 
buses known as MiDi buses, an-
nounced that beginning in the 
fourth quarter of this year, manu-
facture of the buses will shift from 
New Flyer’s St. Cloud, Minn., 
plant to a new Alexander Dennis 
facility in Nappanee, Ind.

“The decision to terminate the 
joint venture and transition the 
product to Alexander Dennis was 

a mutual one,” Wayne Joseph, 
president of Transit Bus Business 
at New Flyer, said in a statement.

Joseph said the shift would 
allow New Flyer to expand the 
production capacity at its St. 
Cloud facility for its Xcelsior 
heavy-duty transit bus, while Al-
exander Dennis plans to combine 
manufacturing of the MiDi bus 
with its double-deck Enviro500 
series bus in Nappanee.

He said that since 2014, 200 
Buy America-compliant MiDi 
buses have been deployed in com-
munity shuttle service and to cor-
porate campuses and universities 
throughout North America. Since 
the joint venture began, MiDi buses 

have been delivered to 22 operators 
in Canada and the United States.

With the termination of the 

joint venture, the manufacture, 
sales, marketing and aftermarket 
parts sales for the bus will be tran-

sitioned to Alexander Dennis. 
New Flyer said it has complet-

ed manufacturing for all firm or-
ders and will continue to support 
all commitments made to existing 
MiDi customers for care and prod-
uct support. 

“It has been a privilege to part-
ner with such a respected player in 
the North American market and 
after this promising start, now is 
the right time for us to take full 
ownership of this product,” said 
Alexander Dennis CEO Colin 
Robertson.

“We are looking forward to 
this new chapter and to bringing 
the product to our own manufac-
turing facility in Nappanee.”

New Flyer, Alexander Dennis ending MiDi joint venture

OTTAWA — Canada is hoping 
to increase the number of interna-
tional tourists visiting the country 
by 30 percent by 2021.

The Canadian government has 
developed a 20-point plan, called 
“New Tourism Vision,” which also 
has a goal of doubling the number 
of Chinese tourists over the next 
four years.

Although those numbers sound 
ambitious, Canada has seen the 
number of international visitors 
grow by 7.5 percent in 2015, to 
17.8 million, and by 11 percent in 
2016, to 20 million tourists.

If those annual increases con-
tinue the 30 percent goal would be 
within reach.

“Through our government’s 

‘New Tourism Vision,’ we have a 
clear plan to build on this success 
and showcase our beautiful land-
scapes, incredible experiences and 
unique culture to the world,” said 
Bardish Chaggar, Canada’s Minis-
ter of Small Business and Tourism.

The plan calls for the govern-
ment to increase funding for market-
ing, support the renewal of products 

and services al-
ready offered, and 
make Canada eas-
ier to access for 
international trav-
elers by expand-
ing the electronic 
Travel Authoriza-
tion System, which exempts visitors 
from some countries from obtaining 

a Temporary Resident Visa.
In addition to targeting Chi-

nese visitors, the government will 
fund marketing programs to entice 
more Americans to visit Canada. 
The U.S. leisure market already is 
Canada’s largest source of interna-
tional tourists, accounting for 
70 percent of overnight visitors to 
the country.

Canada planning for 30% more international visitors

Bardish Chaggar

New Flyer Industries Inc. and Alexander Dennis Limited are ending their 
five-year joint venture to build medium-duty, low-floor 30- and 35-foot 
buses known as MiDi buses.



WASHINGTON — As many 
as 2,172 motorcoaches may be 
carrying passengers despite unre-
solved safety defects that were 
the subject of federal recalls in 
2015 and 2016, a study of federal 
documents has found.

All six major bus manufactur-
ers selling motorcoaches in North 
America were represented among 
17 safety recalls conducted by the 
National Highway Traffic Safety 
Administration during those two 
years. A total of 5,676 motor-
coaches were recalled.

Unresolved recall defects 
rarely appear as factors in fatal or 
injury accidents, but if they do the 
impact can be enormous, posing 
the risk of punitive as well as 
compensatory damages, said Paul 
Berne, senior vice president of 
Lancer Insurance. 

According to quarterly re-
ports that manufacturers are re-
quired to submit to NHTSA, 
3,504 of those recalled motor-
coaches had their defects “reme-
died” by the end of the first quar-
ter of 2017, leaving 38 percent 
with defects unremedied. 

Under federal regulations, the 
reports must be filed for six quar-
ters after a recall is issued and list 
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Some owners of recalled coaches slow to fix defects
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“Wow! That is disconcerting. I 
wonder how many of those we in-
sure,” said Paul Berne when told 
that 2,172 motorcoaches with un-
resolved safety defects may be on 
the road this weekend.

Defect recalls have long been 
a topic of safety presentations for 
customers of Lancer Insurance, 
said Berne, the company’s Cleve-
land-based senior vice president 
and chief claims officer. 

“We speak to customers at 
nearly every opportunity we get 
and one of the things we talk about 
is this very issue,” he said.

“We have told them very clear-
ly, if you receive a recall notice 
and you make the conscious deci-
sion to not comply with it, if you 

put that vehicle on the road and 
that defect is a factor in a loss, 
then you have opened yourselves 
up to a potentially huge exposure, 
not only in terms of the compensa-
tory damage aspect of the case but 
quite possibly punitive damages as 
well.”

Accidents implicating recalled 
safety defects are rare, however. 
Unremedied recall-related defects 
do not appear in a database search 
of motorcoach incidents investi-
gated by the National Transporta-
tion Safety Board.

“I recall very clearly one inci-
dent from probably over 10 years 
ago,” Berne said. “The recall in-
volved the placement of a safety 
bar across the lavatory window of 

a certain manufacturer’s motor-
coach. The (operator’s) company 
was aware of this, ordered the part 
but kept the bus in service.”

Before the bar was delivered, 
the motorcoach was dispatched. 

“The group went out and an 
incident occurred where a passen-
ger was ejected through that win-
dow at highway speed and re-
ceived a very serious brain injury. 
The passenger survived and had a 
miraculous recovery, but it was a 
virtually indefensible case in 
terms of the operator’s liability,” 
Berne said

“It was a very unusual set of 
circumstances but an occurrence 
of exactly what the safety bar was 

Recalled coaches insurance risks
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the number of motorcoaches that 
have been repaired or “have been 
inspected and determined not to 
need the remedy.”

Federal law requires manufac-
turers to report defects and per-
form inspections and any needed 
repairs without charge to the vehi-
cle owner. According to a federal 
guidance document, “vehicle man-
ufacturers are responsible for their 

vehicles and all original equip-
ment installed on them.”

The 2015-16 motorcoach re-
calls included 2,351 defects that 
could cause control of the coach to 
be impaired or lost; 1,617 defects 
that could pose fire risks; and 653 
defects that could cause sudden 
engine shutdowns and loss of 
power.

Other defects present increased 

risk of injuries in the event of a 
collision or sudden deceleration — 
1,149 involve seating and 63 in-
volve window hardware.

Three additional safety recalls 
covering 842 motorcoaches have 
been issued in 2017. These have 
not yet been subject to quarterly 
reports.

Many of the coaches not re-
ported as remedied may have been 

inspected and repaired if needed, 
said Tim LaFon, vice president of 
regulatory affairs for the Volvo 
Group of Nor th America in 
Greensboro, N.C. The group in-
cludes Volvo Bus and Prevost.

“A lot of customers have big 
service facilities,” LaFon said. “In 
some cases they will do the repairs 
but have not submitted their claims 
yet. We might see a lower amount 
(of remedied coaches reported) but 
it is not necessarily that the vehicle 
has not been repaired.”

Nonetheless, the remedied rate 
remains at 67 percent for motor-
coaches subject to 2015 NHTSA 
recalls, according to the latest 
quarterly reports. The six recalls 
that year covered 806 coaches, of 
which 537 have been reported as 
remedied.

Two of  the  2015 recal ls 
achieved total compliance. Motor 
Coach Industries reported that 
“single pedestal seats” on nine 
2016 J4500 motorcoaches may 
have been installed with one of 
four bolts placed in an incorrect 
position. 

Temsa reported that some air 
pressure relay valves may have 
permitted insufficient air pressure 
to reach rear axle parking brakes, 
allowing the parking brake to en-
gage while the vehicle was in mo-
tion. The engaged brakes could 
have overheated and created a fire 
risk. All 64 of these 2013-2016 
T S 4 5  m o t o r c o a c h e s  we r e 
remedied.

Noncompliance with NHTSA 
safety recalls is a concern across 
motor vehicle industries. Accord-
ing to a March report from the 
Congressional Research Service, 
NHTSA issued recalls for 120 mil-
lion vehicles from 2013 through 
2015 — 45 million had not been 
remedied by the middle of 2016.

“Recalls rarely achieve 100 
percent completion rates, leaving 
many defective vehicles on the 
road long after a recall is initiated,” 
stated the report, “Issues with Fed-
e ra l  Moto r  Veh ic l e  Sa fe ty 
Standards.”

“Safety recalls are voluntary,” 
LaFon said. “There is no way we 
can force people to come in and 
have their vehicles repaired.”

However, he believes Volvo’s 
commercial passenger vehicle op-
erators are more diligent than other 
customers. “When you are carrying 

CONTINUED ON PAGE 17 c
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Even though the Trump admin-
istration is promising to unveil its 
$1 trillion national infrastructure-
funding plan as early as this month, 
many states are pushing ahead with 
their own proposals to pay for 
transportation improvements.

South Carolina became the lat-
est state to raise fuel taxes when 
the legislature overrode Gov. 
Henry McMaster’s veto of the fuel 
tax increase last month.

Beginning this year, South 
Carolina fuel taxes will increase 
by 2 cents a gallon every July 
through 2022, for a total increase 
of 12 cents, to pay for infrastruc-
ture projects. 

The state’s current fuel tax is 
16 cents on both gasoline and die-
sel and will increase to 28 cents 

over six years.
Other states that have passed 

or are considering fuel-tax in-
creases, vehicle-fee increases or 
bond packages to fund infrastruc-
ture include Tennessee, California, 
Indiana and Montana.

Some state officials say they 
doubt the Trump plan will make a 
big dent in their need for road and 
bridge repairs and replacements, 
while others are reluctant to rely 
on public-private partnerships — 
likely a cornerstone of the Trump 
plan.

Private investment in infra-
structure could include tax incen-
tives for private parties that subsi-
dize big-ticket projects, with those 
investors recouping their costs 
through tolls or fares on roads, 

bridges, rail systems and airports. 
Tolls are unpopular in many states, 
especially rural ones.

The U.S. has an $836 billion 
backlog of needed repairs and im-
provements to roads and bridges, 
plus an additional $90 billion 
backlog for public-transit systems, 
according to the Federal Highway 
Administration.

Those needs have grown as the 
money available from the Federal 
Highway Trust Fund for states fell 
by more than 9 percent from 2010 
to 2015, according to an Associat-
ed Press analysis of the most re-
cent f igures from the highway 
administration.

The federal gasoline tax has 
remained at 18.3 cents a gallon 
since 1993, the longest gap be-

tween increases. Trump recently 
said he would consider higher fuel 
taxes as part of his infrastructure 
plan, but such a move likely would 
meet resistance from Congress.

As a result, sevearal states have 
adopted higher fuel or sales taxes to 
pay for transportation improvements.

They include:
• Tennessee, where Republi-

can Gov. Bill Haslam signed a bill 
in April to phase in a 6-cent hike in 
the gas tax and a 10-cent diesel tax 
increase

• Indiana, where a transporta-
tion plan raises an average of $1.2 
billion annually by increasing gas 
taxes and vehicle fees and gradu-
ally shifting fuel sales taxes from 
the  s ta te’s  genera l  fund to 
infrastructure

• California, where a $5 bil-
lion annual plan raises fuel taxes 
and vehicle fees to pay for repairs 
to state and local roads, while also 
providing money for public transit 
and biking and walking trails

• Montana, which recently ap-
proved its first fuel tax increase in 
nearly 25 years 

• Wyoming, which earlier this 
year enacted a law that doubles ve-
hicle and driver’s license fees 

• Idaho, Utah and West Virgin-
ia, all of which approved transpor-
tation bonding measures, with West 
Virginia’s proposal contingent on 
voter approval later this year

Transportation funding mea-
sures also are pending in Louisi-
ana, Minnesota, Oklahoma and 
Oregon.

States taking initiative in raising fuel taxes, fees

NEW YORK CITY — Motor-
coach drivers traveling in New 
York City have something new to 
keep  an  eye  ou t  fo r :  s ta te 
troopers.

New York State Police, nor-
mally known for patrolling upstate 
highways, have stepped up their 
traffic enforcement in New York 

City.
 Critics say state troopers 

handed out 14,542 summonses to 
New York City motorists in the 
first four months of this year — a 
759 percent increase from all of 
last year, when they wrote 1,692 
tickets.

Troopers wrote only four tick-

ets in 2015 and none in 2014. 
Most of the tickets issued by 

troopers this year have been for 
speeding and cellphone use.

There is speculation that by de-
ploying 150 more troopers to pa-
trol city highways, bridges and 
tunnel crossings in December, 
Gov. Andrew Cuomo was seeking 

to increase state revenue and to 
take a political jab at New York 
Mayor Bill de Blasio.

“This is a good old-fashioned 
turf war,” a city elected official 
told the New York Post. “This is the 
governor trying to show the mayor 
that all of New York is the gover-
nor’s turf.” 

The governor’s office said the 
additional troopers were deployed 
in December to patrol state-owned 
bridges and tunnels with the cross-
ings transitioning to cashless tolls. 
They provide extra security amid 
worldwide terror threats targeting 
infrastructure and to catch toll 
scofflaws.

State police issuing traffic tickets to NYC drivers
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By Pierre Brenenstuhl

Because of our aging work 
force and the lure of high-tech jobs 
— coupled with a multitude of 
counter-productive restrictions 
and outdated mindsets — the 
transportation industry is experi-
encing an unnecessary critical 
shortage of next-generation driver 
applicants.

Why unnecessary?
Because we are thinking in a 

tight box and doing the same 
things over and over. We are look-
ing under rocks for applicants, 
making compromises in our hiring 
criteria and relaxing our profes-
sional performance standards for 
current drivers who would have 
been terminated if a replacement 
were available.  

Sound familiar?
So, thinking outside of the box 

is the most logical solution and it’s 
staring us right in the face: 18- to 
20-year-olds, a long-overlooked 
source of labor.

That is the most logical an-
swer, unless you are an insurance 
company.

Apples and oranges
Insurance companies tend to 

look at 18- to 20-year-olds and see 
high claims statistics. But that’s 
comparing apples and oranges. 
The youth demographic they are 
basing their restrictions on are the 
untrained and immature with little 
direction.

After all, the military has suc-
cess with putting 18 year olds be-
hind the wheels of a variety of ve-
hicles, ships and aircraft.

They accomplish that by vet-
ting and training their young re-
cruits. And that is the same thing 
the bus industry can and should do.

In fact, it has been done and it 
was successful. I did it myself sev-

eral years ago for a client in 
Maryland.

The owner of a midsized char-
ter and tour bus company who was 
experiencing a high applicant re-
jection rate from the available 
work pool told me that he under-
stood that 18-year-olds can drive 
charter buses in intrastate service. 
He had a 17-year-old employee 
working on the wash crew who he 
thought would be a great driver 
candidate when he turned 18 and 
wanted to hire him before he found 
another profession.

Four-week course
After an extensive interview 

and vetting, I agreed to start train-
ing the young man (I’ll call him 
Doug) in our four-week Profes-
sional Bus Driver Training Pro-
gram, which includes classroom 
theory, driving range vehicle han-
dling skills, behind-the-wheel de-
fensive driving and accident avoid-
ance training.

I then placed him with a care-
fully selected mentor for two weeks 
of in-service passenger training. 

To make a long story short, 
Doug became a very reliable and 
successful incident- and accident-
free in-state charter driver until he 
turned 21, when he was moved up 
to interstate status and continued 
to be an in-demand driver for the 
company’s long-distance multi-
state tours.

 Doug continued his charter-
bus career for several years until 
he was invited by Tommy Dorsey 
to become his full-time tour-bus 
driver, which he did for the next 10 
years until he retired from the 
open road and became a success-
ful car dealer in Florida.

The problem with the require-
ment that drivers be at least 21 is 
that by the time our young people 
reach that age they have been lured 

into other professions such as 
something they have been training 
for and exposed to all their lives 
— electronics.

So, as an industry we have a 
big job to do and that is to con-
vince the insurance industry and 
ourselves that with proper vetting 
and training 18- to 20-year-olds 
should be considered as one of the 
solutions to replenishing the 
shrinking driver pool.

 Currently, many organizations 
and employers such as those in the 
retail and health-care fields are in-
vesting in our nation’s youth. 
There also are youth organizations 
like the Explorer Scouts, public-
service cadets, the Civil Air Patrol, 
the Experimental Aircraft Associ-
ation, and the Air Force Combat-
ives Program.

They all are preparing our 
young adults for careers in many 
f ields, except transportation. 
Membership in these organiza-
tions could be a component in our 
vetting process. 

Training is key
The most important element 

here is the training program, which 
must contain an approved curricu-
lum and be conducted by experi-
enced bus transportation training 
professionals.

 It cannot be conducted by a 
truck school, lead driver or man-
agement-appointed person for the 
simple reason that you don’t know 
what they don’t know, and that ap-
plies to most any driver in the in-
dustry who has not been profes-
sionally trained. Again, they don’t 
know what they don’t know.

The training curriculum for 
motorcoach operators must mirror 
the United Nations-sanctioned Eu-
ropean “Certificate Of Proficien-
cy” program, which all commer-
cial drivers in Europe must obtain 

in order to travel inter-country.

Rigorous program
The program is akin to obtain-

ing a pilot’s license as it contains a 
lengthy ground school classroom 
training in theory, laws of motion, 
map reading and contingency 
planning, as well as many hours of 
behind-the wheel-vehicle handling 
and defensive driver training.

The certificate is good for five 
years, at which time a refresher 
course must be completed. 

Contrast that with this country’s 
minimal qualif ication require-
ments of passing a CDL test with 
very little theory and a road test 
that many times is conducted in a 
school bus.

This was not the plan when 
Congress passed the Commercial 
Motor Vehicle Safety Act of 1986. 
The original draft called for man-
datory formal training for all new 
CDL applicants. 

However, loud cries of “foul” 
and extensive lobbying by our 
transportation industry resulted in 
a political firestorm that caused 
the training requirement to be 
dumped and the grandfather clause 
to be substituted. 

Thousands of nonqualif ied 
drivers now had CDLs.

One other important factor in 
the shrinking driver pool is the 
lack of exposure to our industry by 
the nation’s youth. 

Think about it. When is the last 
time you saw a movie or TV show 
or even a commercial that featured 
a bus or motorcoach?  Even the 
Greyhound commercials are gone. 

So what can we do as an indus-
try and individual operators to get 
the exposure needed to get the at-
tention of our nation and the pub-
lic as a whole?  

Do what other industries do:
• Hold an open house, put 

coaches on display, and have driv-
ers talk up their jobs to generate 
interest.

• Have drivers visit schools 
and give career talks to classes.

• Get your buses into commer-
cials. Talk to local TV stations about 
trading your bus for staff transport 
in return for on-air exposure, or pay 
for a short commercial.

• Hire youth interns for the 
summer to expose them to our 
industry. 

Eighteen- to 20-year-olds need 
to be attracted to the industry, and 
insurance company minimum age 
requirements for drivers need to be 
relaxed.

Bus company owners also need 
to be trained as to what really quali-
fies a driver to be called a profes-
sional because many bus people 
don’t know what they don’t know.

You can dress a person in a 
spiffy uniform and place him or 
her behind the wheel of a great 
looking, expensive commercial 
vehicle. But that doesn’t make him 
or her a professional driver.

In fact, I can say that in general 
many of our so-called professional 
drivers are aware that they are not 
fully trained professionals and 
some are aware that they don’t 
know what they don’t know. 

They are thirsty for profession-
al training, as I find when I hold 
in-service training classes. The 
students are still asking questions 
as I try to leave and they tell me 
they have a new sense of pride be-
cause they now have the knowl-
edge to be truly professional and 
safe drivers.   

Pierre Brenenstuhl is CEO of 
Prodrive Safety, which provides 
safety, training and support ser-
vices to motorcoach operators and 
also conducts accident investiga-
tions. He can be reached at pro-
drivesafety@gmail.com.

Making a case for 18-year-old bus, motorcoach drivers



 9 June 15, 2017 OPINION Bus & Motorcoach News Bus & Motorcoach News  OPINION June 15, 2017 9

By Dave Millhouser

“What’s the matter? Afraid of 
the dark?” 

After driving 24 hours or so, I 
had just whined to my boss, Joe, 
that I was getting a bit weary and 
was hoping for a relief driver. 

There were only another 200 or 
so miles left on this jaunt east from 
Colorado, and golly gee whiz, we 
didn’t have any spare drivers. 

Joe himself had been awake for 
36 hours dealing with crises sprin-
kled across the interstates, so he 
was implying that I should  “man 
up” and finish the trip.

This was in the 1960s and we 
were an ICC-exempt nonprof it 
hauling high school kids cross-
country to Christian camps. We 
were “lawful” if not wise, and op-
erated in a way that would be seri-
ously illegal today. 

In a mostly irrelevant aside, in 
the years we operated, the only in-
jury related to millions of passen-
ger miles was a broken toe. One 
girl was waving goodbye to the 
driver after a trip, and somehow 
didn’t notice the drive wheel until 
it squished her toe. 

Our drivers were highly moti-

vated, young and either lucky or 
blessed.

We managed to pull this off, for 
a couple of years, because we were 
extremely well led. Joe outworked 
us and never asked us to do any-
thing that he wouldn’t do himself. 

He always had our back and, as 
a result, we would do anything for 
him. 

In addition, it was sort of a 
handpicked crew. Virtually every 
one was a leader, too. 

We trusted each other almost 
to a fault, and 50 years later many 
of us are still close (and at least a 
dozen of us infested the bus indus-
try for years). Our gang was a 
 picture postcard of inspired 
leadership.

And we failed. 
Ultimately the parent organiza-

tion came to the conclusion that we 
would never be economically via-
ble, so they sold the buses and 
began using charter companies.

Pardon the misplaced meta-
phor, but we missed the boat by not 
understanding the difference be-
tween leadership and management. 

We had terrif ic people, but 
lacked the system to manage them 
and to make sure they and the 

equipment were consistently in the 
right place. Our solution to most 
problems was to work harder, 
which only carried us so far (pun 
intended).

Ten years later, while working 
for a coach manufacturer, I saw the 
same dichotomy rear its ugly head 
again. 

We had some of the best tech 
reps in the industry, and their re-
sponse to emergencies was phe-
nomenal. They were allowed to 
pull parts off the assembly line 
when necessary and flew people 
and parts all over the country — 
anything to get a customer up and 
running. 

The president himself once 
worked an entire Sunday to solve 
an electrical problem on a new 
coach.

The trouble was, we had a 
flawed system in place to manage 
support. Parts were often back-or-
dered and minor service issues 
languished in the bureaucracy until 
they became catastrophic. 

The aftermarket parts manager 
figured he could keep his invento-
ry expense artificially low by using 
the assembly line as his piggy 
bank.

Customers quickly learned 
they couldn’t trust our system, but 
they could trust our people, so 
every problem became a “crisis.” 

Our biggest competitor had a 
support system that ground slowly, 
but reliably. Customers could 
count on them and didn’t declare 
an emergency every time they 
blew a light bulb. 

They’re still in business.
There’s a necessary balance 

between leadership/personal ini-
tiative and managing through a 
system. You can have the best peo-
ple in the world and lead them 
well, but without a system they 
will eventually fail. 

It works the other way too. 
Coloring books have made a come-
back, but filling in the spaces with 
the correct crayon doesn’t make 
you an artist. 

Slavish commitment to manag-
ing through a system won’t work 
either. Doubt it? Think back to the 
last time you were at the registry. 
Customers don’t like being mashed 
into conformity.

The trick seems to be designing 
a mechanism that reliably handles 
normal tasks but allows your peo-
ple to use initiative when mechani-

cal, often defen-
sive, actions get 
in the way. 

Leadersh ip 
and management 
are two different 
but overlapping 
disciplines. Nei-
ther is a goal, but 
rather a tool used 
to move toward what is best for 
your business.

In 1967 my boss let me pull on 
my bussy big boy pants for the first 
time and drive a bus alone from 
Atlantic City to Baltimore. 

Seated behind me were 40 
trusting kids. Heading out of town, 
I smoothly accelerated onto the 
Garden State Parkway, rolling con-
fidently south. I got all the way to 
the end before realizing that I 
should have taken the turnpike. 

I led/drove those kids safely to 
Cape May. My driving skills passed 
muster, but managing the trip better 
(in the form of reading the map) 
might have gotten them where they 
wanted to go — Baltimore.

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

Leading without managing can run a company off the road

Dave Millhouser
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By Christian Riddell
Motorcoach Marketing Council

 
The  d i ffe r-

e n c e  b e t we e n 
doing something 
proactively and 
doing it reactive-
ly is obvious. 

From vehicle 
maintenance to 
our own personal 
health, there are 

myriad reasons why one may 
spend time on proactive preven-
tion instead of dealing with the re-
sults of procrastination. 

Perhaps Benjamin Franklin 
said it best when he said, “An 
ounce of prevention is worth a 
pound of cure.” 

If we were going to talk about 
vehicle maintenance, you would 
probably roll your eyes and move 
on to the next article. (Obviously 
you know and appreciate the need 
for preventative maintenance and 
being proactive in the longevity of 
your fleet.) 

If we started discussing per-
sonal health you would, in all like-
lihood, again roll your eyes be-

cause you already know that eating 
well, exercising and getting ade-
quate sleep are essential aspects of 
good health. 

Another example of preventive 
medicine, a proactive step, is try-
ing to control the outcome of your 
future health. 

Good news, though: we are not 
going to be talking about any of 
those things. We are here to talk 
marketing. Proactive marketing. 

If an ounce of prevention is in-
deed worth a pound of cure, then 
in this case, an ounce of proactive 
marketing is worth a full dispatch 
sheet.

Overlooked practice
Proactive marketing is proba-

bly one of the single most over-
looked aspects in the motorcoach 
industry today. 

While we are, as a group, re-
markably good at taking phone 
calls and doing on-demand sales 
and quotes, most of us drop the 
proverbial ball when it comes to 
looking beyond the “right now” 
and finding ways to boost our sales 
numbers. 

One of the quickest ways to 

make this happen is to look back 
and make sure we book as much 
repeat business as we possibly can. 

Consumers are a fickle bunch. 
Just ask United Airlines after one 
l i t t le  v ideo  ge ts  pos ted  on 
YouTube. 

Sometimes, as in that case, 
consumers take information and 
make buying decisions based on it 
(“I would prefer to choose an air-
line that probably won’t drag me 
off a flight on which I am already 
seated, so I will book with another 
airline”). 

Other times they are less so-
phisticated and make buying deci-
sions based on things that, from 
the outside looking in, make no 
logical sense to the people trying 
to sell them a service. 

Take, for example, the “Google 
factor.” While Google knows noth-
ing about motorcoach travel, safe-
ty ratings, customer service, main-

tenance, vehicle fleet age or other 
factors related to being a good op-
erator, it still determines which 
companies get most of the traffic 
from people searching for our ser-
vice in any given market. 

How? More than 75 percent of 
the total clicks go to the top three 
search results. While this makes 
little sense, we are all guilty of this 
in our day-to-day lives, as we look 
to Google when we’re searching 
online for recommendations of 
providers, services or products.

Some years ago my family was 
driving through Idaho on our way 
for a summer visit to my grandpar-
ents. We stopped at a truck stop and 
I saw a truck driver up on the back 
of his semi-truck tying down his 
tarps over a full load of potatoes. 

I remember watching him as 
he was carefully checking each tie 
down to make sure not even one 
potato could jump out the top of 
the truck.

Bouncing potatoes
As he was exiting the parking 

lot, his tire hit a curb and the truck 
jolted a bit as it fell back down to 
the road. When this happened, a 

little door opened on the back of 
the truck and potatoes started 
pouring out. 

As he drove away, he left a line 
of bouncing potatoes behind him. I 
am sure, to this day, that all the 
while as he drove down the road 
losing potatoes, he felt assured 
that his tarp was secure and noth-
ing was being lost. 

Like this truck driver, we in 
this industry spend a lot of time 
believing that our tarp is secure. 
We believe that customers who 
have used us in the past are, to 
their dying breath, loyal to us, and 
that if they have transportation 
needs we will be their first call. 

But like in the case of the po-
tato hauler, that confidence can 
often be misplaced and simply 
equate to a false sense of security 
as we line some backcountry road 
with our truckload of potatoes. 

So, you may ask, how do we 
patch the holes and make sure that 
all of our potatoes get to the fac-
tory and come out as delicious 
tater tots? Great question. 

It is important that we do two 
things as providers of services to 

An ounce of proactive marketing is worth a ton of business
Marketing Minute

I t ’s  t h e  Smar t  Move

Christian Riddell
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to get involved with setting strate-
gy and turning it over to the team 
to implement that strategy for the 
benefit of members,” Tetschner 
said. “I was able to do that well at 
NSA and I’m looking forward to 
doing that here.”

Tetschner, 49, joined NSA in 
1992 after a brief career as a restau-
rant manager and two years work-
ing in membership sales for the 
California Restaurant Association.

“I was trying to hone my sales 
skills and I became intrigued with 
the whole association world,” he 
said. “It was a great transition to 
the association industry.”

Tetschner’s first job at NSA was 
as membership and chapter rela-
tions manager. At the time the asso-
ciation, whose members are profes-
sional speakers, was undergoing 
major changes, including doubling 
its dues, and he was charged with 
growing membership.

Tetschner later was promoted 
to a job helping develop a new 
conference center at NSA. Then, 
only six years after he joined the 
association, there was a leadership 
shakeup that resulted in the hiring 
of a new CEO. However, she only 
lasted 90 days on the job.

Tetschner said he felt at the time 
that he was qualified to do the job, 
but the board thought that at 30 
years old he was too young. But the 
board decided to give him a chance 
and offered him a one-year contract 
to head NSA, after which his per-
formance would be evaluated.

“They liked what I was doing 
and I loved what I was doing,” 
Tetschner said, so he was promot-
ed to CEO. “It was a pretty rapid 
advance, but I was at the right 
place at the right time.”

During Tetschner’s tenure as 
CEO, NSA improved the quality of 
its educational programs for its 
3,500 members and generally 
raised the professionalism of the 
organization. Member communi-
cations also were improved with 
the development of a magazine, 
podcasts and videos.

“We established metrics to 
build speaking careers and got 
professionals to come together and 
bui ld  a  suppor t  s t r uc ture ,” 
Tetschner said. “It’s all about help-
ing members make more money.”

He said he also plans to work 
on developing more educational 
programs at UMA, improving 
communications and engagement 
with members, and “getting the 
word out about the good stuff we 
do. And the good stuff we do is the 
best there is. We’re delivering ben-
efits at the highest level.”

Tetschner also can leverage his 
connections in the trade associa-

tion world and the convention and 
meetings industry. He is an active 
member of the American Society 
of Association Executives, where 
he has served on the board and as 
vice chairman of ASAE and the 
Center for Association Leadership. 
He also has served as chairman of 
the board and as a director for the 
Convention Industry Council. 

Tetschner said his philosophy 

on running a trade association is an 
outgrowth of his relationship with 
his youngest son, Raymond, a Na-
tive American child who has Down 
syndrome. 

Tetschner and his wife, Mi-
chelle, adopted Raymond after 
serving as his foster parents. They 
also have two other sons, ages 23 
and 26.

The couple read all the books 

they could find about Down syn-
drome but “didn’t find anything 
positive,” Tetschner said.

So they decided to publish their 
own book, “Windows Into Heaven: 
Stories Celebrating Down Syn-
drome,” a compilation of positive 
stories they gathered and edited.

“Native Americans believe that 
people with Down syndrome and 
other disabilities have a special 

window to the Great Spirit,” 
Tetschner said. “That’s why the 
book is titled ‘Windows Into 
Heaven.’

“I see things through Ray-
mond’s eyes and that has affected 
my view of associations. We have to 
value different approaches,” he said.

“Associations exist to serve all 
members, not just the ones who do 
things a certain way.”

New CEO
CONTINUED FROM PAGE 1
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the buying public. First, it is criti-
cal that we do what we say we are 
going to do. That is a given. 

If you say you are a luxury 
transportation provider, be one. If 
you promise world-class service, 
provide it. No amount of marketing 
or sales can overcome a bad experi-
ence for your buying public. 

Short memories
Second, assume that no cus-

tomers will ever remember you 
and work hard to get them to buy 
from you again. 

I think the “biggest hole in the 
truck” of our industry is the assump-
tion that if someone used us once, 
they will automatically use us again. 
The truth is a bit more humorous 
than it is sinister, but consumers 
don’t remember that kind of thing. 

Chances are they found you in 
a Web search or somebody over 
coffee said to call you. They called 
and booked their family reunion 
and you did a one-day move for 
them two years ago. 

When they have another need 
today, they’ll go right back to the 
beginning and start with a Google 
search for “bus rentals” or “charter 
buses” in your local market. 

Most companies I talk to do 
very little to stay in front of their 
buying public. An occasional 
email or a few social media posts 
are about the extent of most com-
panies’ plans to get in front of 
those who have purchased from 
them in the past. 

The truth is that it is six times 
more expensive to get a new cus-
tomer than it is to retain an old 
customer. This is, in large part, be-
cause you already know where the 
person who bought from you is, 
you know how to get in touch with 
them and they have already experi-
enced your product or service. 

So, what do you need to do to 
close that little door and keep 
those potatoes in the truck? It’s ac-
tually pretty simple. I recommend 
two things. 

First, build a viable outreach 

program to your buying public. 
Use email and direct mail to keep 
your brand at the top of their minds 
on at least a quar terly basis 
(monthly would be better, but 
don’t let more than a quarter go by 
without getting in front of them). 

The second—and perhaps the 
most important piece of the puzzle 
for booking more charters in the 
short term—is look where you 
have been in order to go forward 
more effectively.  Print out your 
bookings for the next three months, 
as well as your bookings over the 
last three years. I know this is a big 
list for some, but with an hour or 
so of time it can be a gold mine. 

Next, sit down and look at the 
list. Highlight any bookings that 
could (or should) be recurring ac-
tivities (family reunions, parking 
lot shuttles, employee outings, 

corporate retreats or large events 
are all good candidates). 

Outreach campaign
Once you have the list, start 

your outreach campaign. Phone 
calls, personal emails, and even 
handwritten notes mailed the old-
fashioned way will go a long way 
to stopping the inevitable “search” 
this year when people are looking 
for your services. 

These simple efforts will put 
potentially lost bookings back on 
your dispatch sheets where they 
belong. 

We need to assume less when it 
comes to consumers. We can’t be-
lieve they remember us and will 
book with us again, and we cer-
tainly can’t simply hope that the 
phone will ring. 

We must look for ways to shut 

that proverbial potato-spilling 
door and plug the holes that are 
costing us valuable bookings. Our 
ability to reach out and touch the 
people who could, should or would 
book with us again will go a long 
way toward keeping our bookings 
up and our customers loyal. 

Selling more charters, to more 
people, for more money starts with 
little decisions to be better at mar-
keting what we have to those who 
need what we are selling. This 
ounce of prevention will help drive 
profits up and create a customer 
base of people who are loyal and 
less sensitive to price. 

These are the folks that end up 
booking with us again and again. 

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

www.motorcoachexpo.com

REGISTRATION IS NOW OPEN
SIGN UP EARLY & SAVE!

Marketing Minute
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June 2017

20-23 Pennsylvania Bus 
Association Annual Meeting, 
Radisson, Corning, N.Y. Info: 
www.pabus.org

22-25 New England Bus Asso c. 
Annual Meeting, Sea Crest 
Beach Hotel, Cape Cod, Mass. 
Info: www.newenglandbus.org

Calendar July 2017

29-Aug 2 SCMA-GMOA-
AMA Regional Meeting 2017, 
Sheraton Arlington, Arlington, 
Texas, Info: www.southcentral
motorcoach.org

August 2017

6-9 IMG Strategic Alliance 
Meeting, Nashville, Tenn. Info: 
www.imgcoach.com
14-15 Midwest Bus & Motor-

coach Association Annual 
Convention and Roadeo, 
Traverse City, Mich. Info: www.
mbmca.org/convention
17-20 National Association of 
Motorcoach Operators Annual 
Conference, Alexandria, Va. Info: 
www.namocoaches.org
25-29 Student & Youth Travel 
Association Annual Conference, 
Albuquerque, Info: www.syta 
events.org/conference2017

Don’t
miss a
single
issue!
Call 866-930-8421 
or email changes to: 
ebalm@busandmotorcoachnews.com
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Bus Washing Made Easy!

Bus Washing
System

We Will Save You Benjamins!
info@wash-bots.com203-340-9388

Wash a BUS in 6 minutes

Operated by one person

Brush only 
Inclination system

Minimize water 
and detergent use

Electric, Battery, 
and diesel power

challenged that bidding process as 
biased.

The current court fight began 
when Rochester issued a request 
for proposals (RFP) in June 2016 
to operate its public-transit service 
from 2017 to 2021. 

RCL, which submitted a bid to 
provide the service, issued a pre-
bid protest to the city claiming the 
bidding process was biased be-
cause five of the eight members of 
the RFP evaluation committee also 
had been members of the 2012 
RFP evaluation committee.

The bus company had claimed 
in its earlier suit that the 2012 
committee was “tainted by partici-
pation in an evaluation process 
that the evidence shows relied 
upon a collusive agreement be-
tween the City and First Transit to 
rig the proposal evaluation pro-
cess, with respect to interviews 
and scoring.” 

In its 2016 pre-bid protest, 
RCL argued that the city’s inclu-
sion of five of these “tainted” indi-
viduals on the 2016 evaluation 
committee undermined the fair-
ness and impartiality of that com-
mittee and rendered the 2016 RFP 
process “inherently unfair.” 

But the city moderator over-

seeing the RFP process rejected 
RCL’s protest in August. The city 
then awarded the four-year con-
tract to First Transit in November.

RCL petitioned the Minnesota 
Court of Appeals seeking review 
of the moderator’s denial of its pre-
bid protest, and on May 15 the 
court agreed with RCL and re-
versed the moderator’s rejection of 
the protest.

The appeals court said in its 

ruling that although there was no 
proof of actual bias on the part of 
the RFP evaluation committee, 
there was an “impermissible ap-
pearance of bias” resulting from 
the inclusion of the five holdover 
members on the 2016 committee.

“We reverse the moderator’s 
denial of RCL’s pre-bid process 
and hold that the 2016 RFP pro-
cess and any contract awarded 
through that process are invalid,” 

the court ruled.
The Rochester City Council 

has voted unanimously to ask the 
Minnesota Supreme Court to re-
view the appeals court ruling. 

Meanwhile, the original 2012 
lawsuit by RCL was the subject of 
a trial that began in late May.

The basis of that suit was that 
Rochester’s RFP process was un-
fair and biased in favor of First 
Transit and that the city ignored a 

conflict of interest.
Holter said that two of his own 

managers who represented RCL 
during the interview process had 
— unbeknownst to him — applied 
for jobs with First Transit. He said 
the city was aware of the job offers 
but did not disclose the informa-
tion to him.

RCL also filed an action with 
the Federal Transit Administration, 
maintaining that the city violated 
federal regulations requiring a 
government entity using federal 
transit funds to compete with a pri-
vate carrier to pay just compensa-
tion to the affected business.

The FTA rejected the claim 
and the lawsuit against Rochester 
bounced around the court system 
for five years before the Minnesota 
Supreme Court ruled that there 
was sufficient cause to order the 
case to trial in district court.

That trial began in late May 
and was expected to last several 
weeks. Steven Diaz, a Washington, 
D.C., lawyer who represents RCL, 
said if RCL prevails, the company 
would ask for monetary damages 
based on its loss of business. He 
said there also is a chance that the 
FTA, which provided federal fund-
ing to Rochester to subsidize its 
public-transit system, could re-
quest that the city reimburse the 
government.

Rochester City Lines
CONTINUED FROM PAGE 1

The legal wrangling between RCL and Rochester began in 2012 when the city awarded a contract to national giant 
First Transit to provide bus service. Prior to that, the family owned RCL had provided transit service in Rochester for 
46 years.
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B Y D  w a s 
founded in 1995 
to manufacture 
ba t te r ies  and 
e m p l o y s 
180,000 people 
at 22 factories 
a r o u n d  t h e 
world. 

“ B a t t e r i e s 
are our bread and butter,” Hill said. 
“They got into building vehicles to 
showcase the battery technology.”

BYD has built more than 5,000 
electric buses globally, making it 
“by far the most popular electric 
transit vehicle on the planet,” ac-
cording to a company press 
release. 

BYD’s North American opera-
tions are headquartered in Los An-
geles. It manufactures batteries 
and buses in Lancaster, Calif.

Companies selling motor-
coaches in North America almost 
universally claim to be developing 
electric versions of their vehicles.

Temsa will be ready to receive 
orders by the end of 2017 with its 
four different electric models de-
signed for transit and intercity 
transport purposes, said Deniz 
Cetin, an account manager at the 

company headquarters in Adana, 
Turkey. 

“Some of those transit vehicles 
have already started servicing as a 
test unit in Turkey’s local munici-
palities,” Cetin said.

Temsa’s three electric transit 
buses have specified ranges of 37 
to 155 miles. The intercity bus has 
a 155-mile range.

“We are planning to get one or 
two of our electric vehicle models 
Americanized within the next two 
or three years,” Cetin said.

Motor Coach Industries (MCI), 
a subsidiary of New Flyer, an-
nounced in January that it is devel-
oping an electric version of its 
J4500 model for the commuter 
shuttle market. MCI also offers its 
D-Series coaches with compressed 
natural gas and diesel-electric 
power.

ABC Companies also is look-
ing at manufacturing fully electric 
motorcoaches in the future, possi-
bly in another year and a half, 
ABC President and CEO Dane 
Cornell said. 

Spanish coachbuilder Irizar 
has been manufacturing electric 
transit buses for the past couple 
years for use in European cities, 
and it is possible the company will 
someday introduce them in the 
U.S.

Battery-electric power for mo-
torcoaches  “is still at the very 
early stage in research-and-devel-
opment-trial environments,” Sou-
bry said.

With New Flyer’s experience 
and its acquisition of MCI in late 
2015, he said, “We think we are a 
natural to come in. We are taking 
what we have learned at New Flyer 
and applying it to a motorcoach. 
Our ability to cooperate and col-
laborate has been fantastic.”

Electric motor technology was 
quite refined by the end of the 19th 
century. Battery-powered automo-
biles were popular until superior 
gasoline engines were developed 

in the first decade of the 20th cen-
tury. Battery buses and delivery 
trucks were common into the 
1910s.

Even on a bus, “The torque of 
the motor is instantaneous,” said 
BYD’s Hill, “almost jet-f ighter 
exhilaration.”

Limited battery storage capac-
ity and a high weight-to-energy 
ratio stalled development of over-
the-road electrics until petroleum 
prices and occasional shortages 
rose toward the end of the 20th 
century. Battery capacity contin-
ues to define the bus-motorcoach 
category.

“The most logical place to start 

was transit,” Soubry said. “You 
know where you are going, how 
many people you’re carrying, the 
pace and the range.”

For long-distance coach travel, 
he said, “I think we are going to 
see the continued development of 
diesel and some niche areas where 
natural gas might make sense.”

But battery technology is well 
matched for transit and commuter 
coach service. 

“There is a range of operators 
that have very unique, def ined 
profiles. Look at the San Francisco 
Bay area where they are shuttling 
employees,” he said.

  

 
UNITED MOTORCOACH ASSOCIATON  

INTERNATIONAL DRIVER COMPETITION 
 

Sign up for the  
UMA Driver Competition 

and prove your skills! 
 

 

Compete for top honors and cash awards  

Sign up online and learn more about the competition at WWW.UMADRIVERMEMBER.ORG 

2017 Champion Stephen Davis 

2017 Driver Competition Semi-Finalists 

MCI President Ian Smart autographs a bus bank to mark the purchase by Coach Atlantic Group 
of Prince Edward Island, Canada, of 13 MCI J4500 coaches. Looking on, from left, are Marsha 
Doiron of Coach Atlantic, Patrick Scully of MCI, and Adam Doiron and Matthew Cassidy of 
Coach Atlantic.

Paul Soubry

Electric coaches
CONTINUED FROM PAGE 1

New Flyer Industries has delivered more than 6,400 electric transit buses in North America over the past two 
decades. They include the Xcelsior battery-electric bus (pictured), diesel-electric hybrids, hydrogen fuel cell electrics 
and trolley electrics energized by overhead power lines.

CONTINUED ON PAGE 15 c
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“They have a defined route and 
dwell times that are quite large — 
in between and after runs and over-
night — for charging batteries. 
With the lack of need for a bag-
gage area, that allows us to be very 
creative with the size of the batter-
ies and the charging strategy.”

Hill said battery technology is 
changing all the time. “It seems we 
get an increase every three or four 
months. Several years ago the 40-
foot BYD bus had a range of about 
116 miles. Now that bus is right at 
200 miles.”

Higher battery eff iciency 
could overcome the weight burden 
of extending range by adding bat-
teries. With current technology, 
the specif ications for a 40-foot 
New Flyer Xcelsior transit bus list 
a curb weight of 31,000 pounds for 
the electric model, 5,000 pounds 
more than the diesel version.

Charging technologies also 
could enable electric motorcoach-
es to roam farther.

“Maybe we won’t see charging 
like we originally thought we 
would, where we drive-charge, 
drive-charge,” Soubry said. “We 
are starting to play with range ex-
tenders, whether it be a fuel cell or 

a small diesel or gasoline engine 
that allows the vehicle to charge on 
the fly. Then we rely mostly on 
charging at the base depot over-
night where electricity is off-peak 
and low-cost.”

Wide deployment of charging 
infrastructure will extend range, 
too, Hill said. 

“It will take infrastructure to put 
charging ports and devices at truck 

stops along the highway, major 
hotel chains and places that charter 
groups typically stop,” he said.

Warren from New Flyer said 
the company’s battery-electric 
buses can be quick-charged at an 
equipped bus stop.

“This capability requires only 
six minutes of re-charge for every 
hour of service operation,” he said. 
“Buses can operate continuously 

around the clock where charging 
infrastructure is placed directly 
on-route.”

Another mileage extender is 
wireless on-the-fly charging 
through induction coils embedded 
in the pavement and the bottom of 
the bus or coach. An inductive 
charging system was installed last 
year in a Scania bus and at a bus 
terminal in Sweden. 

Suppliers said the batteries on 
the transit bus could provide up to 
10 kilometers (6.2 miles) of travel 
and be recharged in six to seven 
minutes while parked above the 
coil.

A converted Volvo bus was 
tested in the Netherlands in 2012. 
Its batteries received overnight 
charges that were supplemented by 
“top-up” charges each time it vis-
ited an inductive charging station, 
giving it a daily range of 288 kilo-
meters (179 miles).

A new electric bus currently 
costs $250,000 to $350,000 more 
than a comparable diesel bus, War-
ren said. However, he said, “Under 
certain conditions New Flyer does 
project up to $400,000 in energy 
savings compared to diesel over 
the 12-year life of the bus.”

Operating savings also are sub-
stantial, he said. 

“The maintenance advantages 
of battery-electric buses are pri-
marily attributed to the elimination 
of engine and oil filter changes, no 
emission system, no transmission 
and less brake wear due to the 
electric motor’s regenerative brak-
ing capability,” Warren said.

“New Flyer projects $100,000 
to $200,000 maintenance savings 
over the 12-year life of the bus, de-
pending on the duty cycle.”

Electric coaches
CONTINUED FROM PAGE 14

LCD MONITORS  |  AUDIO • VIDEO SOLUTIONS  |  RADIO • PA SYSTEMS  |  OBSERVATION SYSTEMS  |  LCD MONITORS  

www.BusElectronics.com
SAME-DAY SHIPPING | IN-HOUSE TECH SUPPORT | COMPETITIVE PRICING

877.378.2267 • Tim@RVCams.com

  and now...

Buy 3 or more, get 1 FREE!
— Promotion runs thru June 2017 —

JENSEN® 15" LCD Bus Monitor
JE1569BVM

Entertainment. Value.

Chinese manufacturer BYD displayed what it called “the world’s first 45-foot battery-electric over-the-road coach” 
at this year’s Motorcoach Expo. Its batteries can power the bus 200 miles on a charge.
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The following is a summary of 
NHTSA motorcoach recalls since 
the beginning of 2015:

 
Fire hazards 

An exhaust clamp at the turbo-
charger could prematurely fail on 
some 2009-2013 Volvo 9700 mo-
torcoaches, allowing hot exhaust 
gases to leak and potentially ignite 
mater ia ls  inside the engine 
compartment.

A missing coolant line clip in 
various 2011-2016 Prevost models 
could permit the coolant line to 
rub against a braided fuel line.

Loss of control
On a range of 2010-2016 Van 

Hool coaches, front steering 
knuckle carriers from certain pro-
duction batches did not meet mini-
mum strength requirements and 
could crack and “lose functional-
ity.” A total failure could cause a 
wheel to separate from the coach. 
Remedies depend upon each part’s 
production batch and ultrasonic 
testing.

Seven 2016 Prevost H3-45, 
H3-VIP, and X3-45VIP coaches 
with independent front suspension 

were fitted with grade 8.8 mount-
ing studs from a supplier 
that “may not meet their 
ISO specification. The bolts 
have an ultimate yield lower 
than required by the design 
specification. If the studs fail, 
the wheel may pivot in the di-
rection of braking force mo-
ment, which may increase the risk 
of a crash.”

The front sway bar on certain 
2014-2016 MCI J4500 coaches 
may potentially fail, cracking at 
one of the bushing/clamp locations 
and adversely affecting vehicle 
handling.

Steering gearbox bracket fas-
teners could become loose on some 
2018-2016 Temsa TS35C coaches. 
As a result, control of the vehicle 
could “become difficult or lost.”

Some 2016 Temsa TS35C 
coaches were assembled with de-
fective front axle control arm 
bushings. “Hot crimping which 
connects tube ends with solid 
shafts of front axle control arm 
joint housings may crack and tube 
may separate from shaft. Control 
of vehicle may become difficult or 
lost.”

Due to incorrect wheel spac-
ing, some 2015-2017 Temsa TS45 
coaches had insufficient clearance 
between the rear twin tires, which 
could cause tire rubbing and pre-
mature tire failure. Wheels on all 13 
affected coaches were replaced.

Brakes
For certain 2017 J4500 coach-

es, MCI reported that, “Due to a 
multiplexing system program error, 
an audible or visible warning may 
not alert to a low air pressure condi-
tion in the vehicle’s primary service 
brake air reservoir system. Parking 
brakes could be applied automati-
cally and without warning.”

On some 2013-2016 Temsa 
TS45 coaches, output pressure 
from an “inversion relay valve” 
could change and result in insuffi-
cient air pressure for the rear axle 
parking brake. The parking brake 

could become engaged while 
the vehicle is in motion.

Loss of power
Engine and transmission 

electrical relays on some 
2008-2017 Volvo 9700 

coaches were undersized and 
could fail, resulting in an engine 
shutdown and disabling the bus.

A ground cable on some 2016-
2017 Volvo 9700 coaches may have 
been installed in the wrong loca-
tion, causing an inadequate electri-
cal contact that could cause a relay 
to fail, resulting in an engine shut-
down and disabling the bus.

Seating
A possible bracket weld defect 

on Recaro Ergo-M operator’s seats 
led to a recall of a variety of MCI 
motorcoaches from the 2011 
through 2016 models years; a 
Setra recall of some 2011-2012 
coaches; and a Van Hool recall of 
several models manufactured for 
the 2011-2016 model years.

Some American Seating slid-
ing passenger seats fitted to 2015-
2016 Prevost X3-45 coaches de-
veloped f issure cracks at  a 

mounting point and were replaced 
with redesigned components.

Kiel passenger seats in nine 
2016 MCI J4500 motorcoaches 
may have been installed with one 
of four mounting bolts in an incor-
rect position.

Other
Van Hool reported that the air 

brake release time on 48 motor-
coaches — 2015 and 2016 TD925 
and TDX models — did not meet 
federal specifications. Van Hool 
believed this did not pose a safety 
risk but NHTSA directed a recall.

Window mounting hardware on 
certain 2015 and 2016 MCI J4500 
coaches with single-pane passenger 
windows may not have been prop-
erly installed, allowing bolts to be-
come loose and potentially permit 
the upper mounting bracket to de-
tach in the event of a collision or 
contact with the window.

A supplier reported that cracks 
or fractures could develop on cer-
tain windshield wiper arms fitted 
on 2016-2017 Prevost H3-45s. The 
cracks could cause the arms to de-
tach. The wipers were replaced 
with modified castings.

Contact your local representative for details.

www.power-mfg.com
877-500-6999

Mark Roberts  574-849-0080  mroberts@power-mfg.com
Mike Hemby  352-430-7977 Mike@CTCCoach.com
Howard Nichols  407-808-3322  Howard@CTCCoach.com 
Charlie McCarron  407-403-2494  Charlie@CTCCoach.com
Richard Olsonawski  253-219-0749  Richard@CTCCoach.com

103 S. Nashville Avenue | Orlando, FL 32805
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NHTSA files provide overview of recent coach recalls
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people instead of goods, you are 
going to be extremely careful,” he 
said.

MCI cooperates with NHTSA 
to release bulletins and diligently 
works with customers to update 
the affected vehicles, a spokesman 
for the coach manufacturer said.

Officials at Temsa and Van 
Hool failed to respond to requests 
for information.

The recent recall rates for mo-
torcoaches are similar to rates for 
other motor vehicles. 

“On average only about 70 
percent of vehicles subject to re-
call are fixed within the 18-month 
period during which manufactur-
ers provide recall completion 
data,” said a 2011 Government 
Accounting Office (GAO) report 
to Congress.

GAO called on NHTSA and 
Congress to strengthen regula-
tions that would increase the rem-
edy rates for recalled vehicles, 
including “developing national 
standards that would categorize 
the severity of a recall and wheth-
er a vehicle should be operated.”   
Such advances could include au-
thority to declare a vehicle an 
“imminent hazard.”

Coach recalls
CONTINUED FROM PAGE 4
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supposed to remedy.”
Claims arising from recalled 

safety defects also arise rarely 
among carriers insured by Nation-
al Interstate Insurance of Rich-
field, Ohio, said Michelle Wilt-
gen, assistant vice president and 
national marketing manager.

“I’m sure we’ve had claims 
that have involved manufacturers’ 
defects. We will adjust the claims, 
as we would any other claim, and 
then subrogate against the manu-
facturer for the amount we paid 
based on their negligence,” she 
said.

Identifying responsibility for a 
property damage claim may be 
difficult, Wiltgen said. 

“Subrogation isn’t always easy 
as the liability isn’t always clear,” 
she said. “For example, if a bus 
catches on f ire and it is deter-
mined that the cause of the fire 
was a blown turbo, that might 
sound like clear liability. But it 
may not be if the operator didn’t 
maintain the system and due to 
(the operator’s) negligence, the 
fire happened.”

Berne acknowledged the pres-
sures facing carriers to keep a mo-
torcoach in revenue service.

“I have said to operators, ‘I 
fully understand that it can be a 

very tough business decision. You 
have a coach that is ready to go 
and the day before the trip you get 
a recall notice. You have got to de-
cide whether you are going to pull 
that vehicle out of service and per-
form the recall or go forward with 
the trip,’” he said.

“My job is to tell you what 
happens if you go forward with 
the trip and what the consequenc-
es will be if something bad hap-
pens. Any time you see the key 
words ‘fuel line,’ ‘brakes,’ ‘fire’ or 
‘ejection hazard,’ you have to 
make the tough decision to do 
what is necessary to get the reme-
dial repairs done (before) you put 
the vehicle in service.”

The 11 motorcoach recalls 
handled by NHTSA in 2016 ac-
counted for 1.1 percent of the 927 
motor vehicle recalls that year af-
fecting 53.2 million units. 

The agency listed 864 recalls 
as “uninfluenced,” meaning they 
were self-reported by manufactur-
ers. It classifies an action as “in-
fluenced” if prompted by NHTSA 
investigations or ordered by 
NHTSA via the courts.

All motorcoach recalls since 
the beginning of 2015 appear to 
have  been se l f - repor ted  by 
manufacturers.

“Obviously things are going to 
happen from time to time, but we 
are trying to improve on making 
sure we have early notification,” 
Volvo’s LaFon said. “On the bus 
and truck side I have worked on 
over 100 recalls in the past 16 years. 
What we have done is identify 
items quickly and take action. What 
you will see in most cases — which 
is probably the case for other manu-
facturers, too — we are taking ac-
tion before there is an accident.”

One of the largest recent re-
calls in the commercial vehicle in-
dustry was prompted by MCI 

when its certification procedures 
found that some Recaro Ergo M 
operator’s seats “did not hold the 
requisite load when tested” be-
cause some of the five required  
welds on a bracket were missing.

The issue was reported to the 
seat manufacturer, which found 
the defect present on some seats 
because a metal part supplier “had 
deviated from the welding control 
plan without approval.”

It was estimated that the defect 
affected 1 percent of seats but led 
to a recall of 17,280 Ergo M seats, 
which the company markets for 

bus, motorcoach, truck, off-road, 
m i l i t a r y  a n d  m o t o r h o m e 
applications.

The 2015 seat recall required 
three motorcoach manufacturers 
to recall vehicles for inspections 
of seat welds. Affected were 607 
MCI coaches from the 2011 to 
2016 model years; 91 Setras from 
2011 to 2012; and 205 Van Hools 
from 2011 through 2016.

A truck recall last year showed 
how successful compliance could 
be when regulators, manufactur-
ers and operators work together.

The Federal Motor Carrier 
Safety Administration joined 
forces with NHTSA and Volvo 
Truck for an enhanced recall ef-
fort that produced total compli-
ance, within nine months, of a 
safety recall affecting nearly 
16,000 heavy trucks.

The recall was issued on Feb. 
16 “due to a steering shaft defect 
that potentially could have caused 
the truck driver to unexpectedly 
and suddenly experience a com-
plete loss of steering.”

“Acting immediately, NHTSA 
took the unprecedented step of 
reaching out to its sister agency 
and requested FMCSA to assist in 
getting the recalled commercial 
vehicles brought to a stop,” stated 
an NHTSA press release.

Insurance risk
CONTINUED FROM PAGE 4
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ORLANDO — SeaWorld is 
moving further away from its con-
troversial killer whale shows and 
closer to the more kid-friendly 
Sesame Street neighborhood.

SeaWorld Entertainment Inc. 
and Sesame Workshop, the non-
prof it behind the long-running 
“Sesame Street” children’s educa-
tional show on PBS, have an-
nounced they plan to build a second 
theme park in Orlando by 2022.

They also said they are consid-
ering adding more parks in the 
future.

SeaWorld already has one Sesa-
me Place theme park at its Lang-
horne, Pa., location near Philadel-
phia that offers roller coasters, 
w a t e r  r i d e s ,  s h o w s ,  p a -
rades, games and interactions 
with Sesame Street mascots.

The company also has smaller 
Sesame Street Bay of Play kiddie 
areas in its San Diego, San Anto-
nio and Tampa theme parks.

SeaWorld’s current licensing 
agreement with Sesame Street al-
lows it to use Sesame Street char-
acters in its parks. It had been set 
to expire in 2021. The new agree-

ment extends the partnership 
through 2031.

By expanding its licensing 
agreement with Sesame Street, 
SeaWorld continues to move away 

from the controversy over its orca 
shows that attracted intense animal 
rights protests and an a critical 
documentary, “Blackfish.”

The company ended its orca-

breeding program last year after 
years of declining attendance and 
pressure from activists following 
the 2013 release of the documen-
tary, which chronicled the life of 
an orca that killed a SeaWorld 
trainer during a performance in 
Orlando in 2010. 

“We do want to continue to di-
versify, and strategically, I think 
that’s the main point,” Joel Manby, 
president and CEO of SeaWorld 
Entertainment, told the Associated 
Press.

“Sesame Street as it exists today 
only exists on television,” Manby 
said. “We’d like to build the actual 
Sesame Street that kids can be on 
and walk down. We will have hope-
fully a Sesame parade, rides (and a) 
show where they can see and meet 
the Sesame characters.”

The new attraction at Orlando’s 
SeaWorld will be an overhaul of 
the Shamu’s Happy Harbor play 
area, which has children’s rides 

C L A S S I F I E D  A D V E R T I S I N G

ONEONTA, N.Y. — Camilla 
“Cam” Morris, who spent 28 
years with Oneonta Bus Lines, 
has taken a position as manager of 
Hale Transportation’s  new 
Oneonta division.

“Hale Transportation decided 
that an additional division would 
be a great addition to their com-
pany,” Morris said. 

“I am excited for this new chal-
lenge, looking forward to new av-
enues of motorcoach travel and am 
thrilled to be working with young 

professionals that will one day 
form our industry leadership.”

Morris serves as president of 
the Bus Association of New York 
State.

DES PLAINES, Ill. — Jason 
Rounsaville has joined Motor 
Coach Industries  as Rocky 
Mountain pre-owned coach re-
gional manager. 

Rounsaville previously was a 
pre-owned vehicle sales manager 
at a large northern California mo-
torcoach charter operator and at A 
to Z Bus Sales in Sacramento.

At MCI, Rounsaville is re-

sponsible for customers in Arizo-
na, Utah, Colorado, Wyoming, 
Idaho, Montana and Alaska. He 
reports to Mitch Guralnick, vice 
president of MCI pre-owned sales.

“With (MCI owner) New Flyer 
allowing us to expand our sales re-
gions, we took the opportunity to 
hire Jason,” Guralnick said. “He is 
a highly experienced sales profes-
sional on the West Coast who has 
his own following of operators 
who trust him to help with their 
transportation needs. 

“He is a good match for MCI 
because he knows the MCI and 
Setra brand very well, and he’s 

well positioned in a region where 
there is an opportunity for greater 
growth.”  

MCI will offer pre-owned in-
ventory at its new sales and ser-
vice center opening this fall in the 
San Francisco Bay Area.

Rounsaville got his first expo-
sure to the motorcoach industry as 
an entertainer.

A talented vocalist, lyricist and 
musician who plays seven instru-
ments, he was part of a gospel 
music group for 23 years that trav-
eled cross-country in converted 
Eagles and other buses.

Rounsaville and his wife also 

founded and ran 
Chariot Coach, 
an entertainer-
coach  leas ing 
b u s i n e s s  i n 
Nashville. 

“I bring a life-
time of bus indus-
try knowledge to 
the position,” Ro-
unsaville said. “I specifically want-
ed to join MCI because of its lead-
ership legacy and to continue to 
grow relationships with operators 
in the region adjacent to MCI’s 
for thcoming San Francisco 
location.”

and a net climb.
For Sesame Workshop, the 

park expansion allows it to spread 
its brand via theme parks during a 
time of intense competition for 
children’s viewing attention.

“I think it occurred to us that 
there was a market opportunity to 
build more of them,” said Jeffrey 
Dunn, CEO of Sesame Workshop. 
“At Sesame, we know that the 
theme parks are a great way to 
deeply engage our fans with the 
characters that they love.”

SeaWorld and Sesame Street 
haven’t decided where the next Sesa-
me Place theme park after Orlando 
will be located, but they say they want 
to go to an underserved market. 

SeaWorld operates parks under 
the SeaWorld, Busch Gardens, 
Aquatica, Discovery Cove, Water 
Country USA and Adventure Is-
land brands. Manby said it’s pos-
sible that someday Sesame Place 
parks might outnumber the other 
brands.

People
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SeaWorld planning new Orlando Sesame Street attraction

SeaWorld Entertainment Inc. and Sesame Workshop have announced they plan to build a second Sesame Place 
theme park in Orlando by 2022. SeaWorld already operates a Sesame Place in Langhorne, Pa. (pictured).
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