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Dave Myerhofer’s experience, 
dedication and pride carried him to 
his second national championship 
in the UMA Maintenance Compe-
tition at Motorcoach Expo 2018 in 
San Antonio.

His scores on written and 
hands-on diagnostic tests had to 
excel — he was competing against 
other former champions.

“I’ve been working on buses 
for 29 years with the same compa-
ny. It’s something I fell in love 
with. I take pride in the buses and 
feel like they are mine,” said Myer-
hofer, who turns wrenches and 
runs computer diagnostics at Ko-
bussen Trailways in Kaukauna, 
Wis.

Myerhofer was awarded a tro-
phy and check for $2,500 from the 
Maintenance Competition sponsor, 
ABC Companies. ABC Executive 
Vice President and COO Roman 
Cornell, who presented the trophy 
and check at the UMA Leadership 
Awards celebration, said mo-
torcoach mechanics are “the un-
sung heroes of our industry.”

The first runner-up was Greg 
Lammers of Cavalier Coaches in 
Owatonna, Minn., who received 
$1,000 and a trophy. Second run-
ner-up Peter Haunold of Royal 
Highway Tours in Fairbanks, Alas-
ka, received $500 and a trophy.

Myerhofer elicited a roar of 

PRESORT STD
US POSTAGE PAID
PHOENIX AZ
PERMIT NO 1424

Postmaster: Please deliver before or on June 15

PIGEON FORGE, Tenn. — 
Tourism continues growing since 
fires burned the outskirts of this 
popular motorcoach destination in 
eastern Tennessee in fall 2016, 
sparing attractions but razing the 
homes of many of the area’s 
workers.

The area around Gatlinburg, 
six miles up U.S. Highway 321 
from Pigeon Forge, was harder hit, 
although its major attractions 

along its main street, the Parkway, 
were not damaged either. 

The fire claimed 12 lives, an-
other died of a heart attack and an-
other in a vehicle fleeing the blaze, 
and 191 were injured. Tennessee 
Gov. Bill Haslam called the fire 
“ the  wors t  in  a  centur y  in 
Tennessee.”

More than 2,460 structures 
were damaged or destroyed, ac-
cording to coverage of the fire in 

local newspapers.
Since Bus & Motorcoach 

News last checked in on the region 
a year ago (see the July 1, 2017, 
issue),  new attractions have 
opened and more are on the way as 
the area, a gateway to Great Smoky 
Mountains National Park, contin-
ues to deliver on its promise of 
adding something new each year 
— bolstering a destination known 
as the home of Dollywood theme 

park and myriad other features, 
from food to shows, rides, shop-
ping, music and museums.

The area’s attractions and 
friend liness make it a popular des-
tination for motorcoach tours and 
charters.

“Our supplier partners that we 
have here are all experienced in 
working with the motorcoach 
groups and they just bend over 
backwards with Southern hospi-

tality,” said Kay Poole, sales man-
ager for the Pigeon Forge Depart-
ment of Tourism and a certified 
travel industry specialist. 

“The tour operators love it 
here, they love working with our 
suppliers in town and they know 
that we are excited to have their 
groups come visit,” Poole said.

Ed Tonahill, group tour direc-
tor for Crown Coach Corp. in 

Tourism strong 19 months after deadly Pigeon Forge fire

Dave Myerhofer, who turns wrenches and runs computer diagnostics at Kobussen Trailways in Kaukauna, 
Wis., says his dedication and pride carried him to his second national championship in the UMA Maintenance 
Competition earlier this year.
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Motorcoach mechanics are the
‘unsung heroes’ of the industry
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The federal electronic logging 
device mandate is visiting haunt-
ing apparitions upon motorcoach-
es — ghost codes that can shut 
down engines, jam transmissions 
or welcome hackers on board.

“A lot of things can happen 
with ghost codes caused by ELD 
devices,” said Louis Hotard, direc-
tor of technical service for ABC 
Companies in Winter Garden, Fla. 

“The biggest complaint we are 
hearing today is about ghost pow-
er-train codes that can shut the bus 
off and cause transmissions not to 
shift correctly. 

“Sometimes you can unplug 
the ELD, restart the coach and it 
will run fine. Then in four or five 
hours the problem will come 
back,” Hotard said.

ABC is the North American dis-

tributor of Van Hool motorcoaches.
“We have heard it has been a 

challenge for the operators,” said 
JP Pelletier, vice president of engi-
neering for Motor Coach Indus-
tries in Winnipeg. “There are 
 numerous systems on the market 
and there are not really any stan-
dards in terms of how these sys-
tems are designed.

“All of these systems are 

self-certified so they go on the list 
as approved, based on the supplier 
or manufacturer making the state-
ment it is a compliant device,” Pel-
letier said.

The modern motorcoach is a 
finely tuned electronic device that 
also happens to carry an engine, 
transmission and people. The 
linked computerization of devices 
evolved along with the complexity 

of drive train control systems, 
heating and ventilation, lighting 
and passenger comforts such as 
Wi-Fi and USB ports, Hotard said.

“There are so many functions 
you want to have done on the 
coach, without the multiplexing 
you would have tons of wire and 
more mechanical relays. When 
you turn on the headlights, there 

Operators beware: Ghosts could be haunting your ELDs

CONTINUED ON PAGE 11 c
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MCI’s all-electric J4500e completes phase one testing
DES PLAINES, Ill. — Motor 

Coach Industries’ all-electric 
J4500e prototype successfully 
completed its phase one testing. 

MCI said the coach ran flaw-
lessly at both low and high speeds 
up to a sustained 70 mph on the 
highway.

The J4500e coach is on sched-
ule for January 2020 production 
and orders are being taken now. 

The electric architecture incor-
porated in the MCI J4500e fea-
tures a high-torque Siemens 2130 
LB FT electric drive system with a 
planned range to meet long-dis-
tance applications, and a Nickel 
Manganese Cobalt (NMC) battery 
at 450 kWh with high-power plug-
in battery charging to 100 percent 
in under three hours. 

MCI also will apply its bat-
tery-electric platform to the D45 
CRT LE commuter coach followed 
by the electric 35-foot MCI J, giv-
ing operators the most comprehen-
sive choices in all-electric coaches.

 “We’re enormously pleased by 
these early test results — our 
all-electric J4500e delivered smooth 
power across varied roadways and 
impressive results in acceleration, 
handling and ride quality,” said JP 

Pelletier, vice president of MCI 
engineering. 

Pelletier said the electric motor 
lessens interior cabin noise, in-
creasing passenger comfort. The 
J4500e regenerative braking, spe-
cifically designed to feel like the 
brakes on a clean-diesel coach, 
also performed as intended. 

“MCI has covered electric ter-
ritory before with hybrid diesel- 
electric coaches built in the early 
2000s that are still in service, but 
with the all-electric platform, 

we’re benefitting from (MCI par-
ent) New Flyer’s longtime bat-
tery-electric low-floor transit ex-
pertise,” he said.

MCI President Ian Smart said 
that because of New Flyer’s and 
MCI’s complementary experience 
in electric, “MCI is set to offer the 
most reliable, comfortable, efficient 
and passenger-friendly electric 
coaches to private and public opera-
tors anywhere in North America.”

MCI will now move its J4500e 
test to northern California, where 

public and private operators are 
eyeing all-electric expansion for 
their key customers. Major Silicon 
Valley technology employers are 
expanding their own private coach 
shuttle systems attractive to mil-
lennial workforces, and success in 
that market requires a deep under-
standing of how employer opera-
tors will be using these coaches.

“The time-tested reliability of 
the J4500 coach matched to an 
all-electric powertrain and charging 
methods adopted from New Flyer 

battery electric Xcelsior Charge is a 
powerful benefit — we’re able to 
closely collaborate with customers 
to provide the optimal electric pro-
pulsion and charging solution based 
on their exact usage and scheduling 
needs,” said Patrick Scully, MCI 
executive vice president of sales 
and marketing.

The support grid for MCI’s 
all-electric product line includes 
more than 24 f ield support ex-
perts; seven MCI Sales and Ser-
vice Centers across the U.S. and 
Canada; the MCI Academy — the 
company’s expanding online and 
hands-on technical training de-
partment; and NFI Parts, where 
operators have access to MCI and 
New Flyer original equipment 
parts along with parts for most 
other makes and models. 

“The electric future at MCI is 
in line with our overall objectives 
of building low-cost-of-operation 
and easy-to-service models,” 
Smart said. “MCI’s proven coach-
es combined with New Flyer’s bat-
tery-electric Xcelsior Charge ex-
pertise will pave the way for 
vehicle reliability and help our 
customers make a smooth transi-
tion to electric.”

Motor Coach Industries’ all-electric J4500e prototype ran flawlessly at both low and high speeds up to a sustained 
70 mph on the highway during recent testing. The coach is on schedule for January 2020 production
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FHWA plans meetings about impact of automated vehicles
WASHINGTON — The Fed-

eral Highway Administration 
(FHWA) has launched a series of 
meetings designed to gather infor-
mation about integrating automat-
ed vehicles into the nation’s road 
network.

The National Dialogue on 
Highway Automation will focus 
on the potential of automated ve-
hicles to significantly transform 
the nation’s roadways and the un-
certainty they will cause for the 
agencies responsible for the plan-
ning, design, construction, opera-
tion and maintenance of the road-
way infrastructure. 

A series of meetings beginning 
in June and running through the end 
of 2018 will be held across the coun-
try to facilitate information sharing, 
identify key issues and prepare the 
infrastructure and the broader trans-
portation community to safely and 
efficiently integrate automated vehi-
cles into the road network.

Input received during the Na-

tional Dialogue will help inform 
national research, policy and pro-
grams and will aid in the develop-
ment of a national transportation 
community for automation.

The program will engage an 
expanded set of stakeholders, be-
yond FHWA’s typical stakehold-
ers, in order to ensure that this 
issue has broad input. These stake-
holders will include original 
equipment manufacturers, tech-
nology suppliers, transportation 
network companies, associations 
and public-sector partners.

The meetings will last one to 
one and a half days and generally 
include 100 to 150 participants. 
These meetings are meant to gath-
er input and information from 
stakeholders and will include sig-
nificant interactive components, 
such as breakout discussions and 
listening sessions.

The objectives for the National 
Dialogue include gathering input 
from a broad group of stakehold-

ers on key issues, challenges and 
concerns in highway automation, 
such as infrastructure readiness, 
traffic operations, transportation 
planning and other topics impact-
ed by automation.

The meetings also will facili-
tate information sharing between 
industry, public agencies and oth-
ers to understand the current state 
of automated driving systems and 
roadway capabilities and inform 
FHWA actions.

Another goal is to update insti-
tutional structures for working 
with existing and new stakehold-
ers and to aid in developing new 
partnerships and strengthening co-
ordination channels between in-
dustry, associations, public agen-
cies and other key groups.

FHWA also hopes to raise 
awareness of agency and U.S. De-
partment of Transportation activi-
ties in automation and emerging 
technologies and to identify op-
portunities for strategic partner-

ships between federal activity and 
state, local, and industry activity.

Focus areas for the meetings 
include:

• Planning and Policy: This 
focus area will explore relevant is-
sues for the planning and policy 
community, such as travel demand 
changes from automation, land-
use implications, infrastructure 
funding, right-of-way use, trans-
portation systems management 
and operations, automation legis-
lation/policy and other topics.

• Digital Infrastructure and 
Data: This focus area will center 
on the data requirements and 
needs of automated vehicles (e.g., 
digital work zone maps, road clo-
sures). It will explore the possibil-
ity of developing new partnerships 
and collaboration between public 
agencies and industry for data 
sharing and safety.

• Freight: This focus area will 
deal with truck platooning applica-
tions and automated truck freight 

delivery issues. It will cover possi-
ble implications on traffic patterns 
and operations, as well as potential 
infrastructure considerations.

• Operations: This focus area 
will survey the range of operations 
challenges from highway automa-
tion and initiate a discussion on 
what further research is necessary 
to address them.

• Multimodal Safety and In-
frastructure Design: This focus 
area will cover infrastructure re-
quirements, standardization and 
consistency for automation. It will 
highlight topics where automation 
technology developers and public 
agencies need collaboration to 
plan for locations where existing 
roadway infrastructure, road con-
ditions, design features and envi-
ronments could lead to potential 
safety hazards.

Information about upcoming 
meetings can be found at https://
ops.fhwa.dot.gov/automationdia-
logue/index.htm.

www.counteractbalancing.com
1 800 572 8952

*Counteract is the only balancing product on the market proven to improve 
fuel economy in independent  SAE J1321/TMC RP-1102 

Type II Fuel Consumption tests. 
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GRAIN VALLEY, Mo. — The 
Owner-Operator Independent 
Drivers Association, which rep-
resents small-business truckers, is 
opposed to allowing drivers 
younger than 21 to operate inter-
state commercial motor vehicles. 

OOIDA, along with Advocates 
for Highway and Auto Safety and 
12 other organizations, sent a let-
ter to federal lawmakers urging 
them to oppose two House bills 
that would allow younger drivers 
to operate interstate CMVs.

The letter states that the impe-
tus for the bills — a shortage of 
drivers — does not exist and points 
to statistics to support the fact 

there are plenty of drivers for any 
future supply needed.

Most in the bus and trucking 
industries say they are facing an 
extreme driver shortage.

The letter also brings up a pre-
vious attempt to lower the age to 
18 in 2001, which was rejected by 
federal regulators.

“This has been tried before and 
no one with any common sense 
thought it was a good idea,” said 
Todd Spencer, acting president of 
OOIDA. 

The letter was sent to the U.S. 
House of Representatives Com-
mittee on Transportation and In-
frastructure and was signed by a 

long list of diverse groups.
The groups are opposed to two 

specific legislative proposals that 
would allow teenagers to drive 
large trucks and buses: H.R. 5358, 
the Developing Responsible Indi-
viduals for a Vibrant Economy 
(DRIVE-Safe) Act, and H.R. 
3889, the Waiving Hindrances to 
Economic Enterprise and Labor 
(WHEEL) Act.

The DRIVE-Safe Act would 
establish an apprenticeship pro-
gram for anyone younger than 21 
who has a commercial driver’s li-
cense. The act would require a 
driver 21 or older to accompany 
the apprentice for two probation-

ary periods totaling 400 hours, in-
cluding 240-plus hours of operat-
ing a CMV.

The WHEEL Act would alter 
eligibility requirements for the 
federal government’s commercial 
driver pilot program, which is 
open only to workers 18 to 21 
years old who are military or for-
mer military personnel, received 
specif ied heavy-vehicle driver 
training in the armed forces and 
are sponsored by a participating 
motor carrier.

The act would change those re-
quirements to 18- to 21-year-olds 
who have a valid CDL and a clean 
driving record and who have com-

pleted a training program or simi-
lar qualification.

The letter points out that intra-
state CMV drivers under the age 
of 19 are four times more likely to 
be involved in fatal crashes, and 
CMV drivers who are 19 to 20 
years old are six times more likely 
to be involved in fatal crashes.

“We think it’s irresponsible to 
put young kids behind the wheel of 
a truck in order to avoid addressing 
the real problems of high turnover,” 
Spencer said.

“The focus should instead be 
on fixing the staggering turnover 
rate with better pay and working 
conditions.”

OOIDA, safety groups oppose drivers younger than 21

evaluation of      Chart or      Tour

Call us today at 1-800-448-7001 or 
visit www.rbs2000.com to request an 
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    Tour: Our browser based tour 
management system designed 
speciically for the motorcoach 
industry. Manages reservations, 
itineraries, receivables, payables, 
produces management reports and 
escort, driver and customer documents escort, driver and customer documents 
for group and retail tours. Real time, fully 
integrated credit card processing is 
available using a secure and reliable 
gateway service. Accessible 
from any computer with internet 
access. Hosted at RBS secure data 
facility. RBS professional staff manages facility. RBS professional staff manages 
server hardware and software and 
performs all updates and daily backups.

New release coming soon! 
Visit www.rbs2000.com for the latest 
news, timeline, features, and more 
related to      Tour version 3.
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    Chart: Features include customer
and contract management, vehicle 
inventory, scheduling and dispatch,
accounts receivables, and numerous
accounting and operations reports.
Additional modules include: Prophesy
Mileage and Routing,      Mileage and Routing,      Mile (IFTA 
reporting). Driver Duty (payroll and time 
management), Email, Advanced 
Accounting and Advance Dispatch 
management and reporting; and more!

Web Manager Module: Provides online 
credit card processing, integrated quote 
requests, online access to Drivers' requests, online access to Drivers' 
schedules and other custom      Chart 
data access via the web.

Data Backup and Recovery: Remote 
services includes daily, scheduled 
backup of RBS data iles over a secure 
connection.

go

Tour Management System
Tourgo

Charter Management System
Chartgo

Charter & Tour Software
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GREENBELT, Md. — The 
Commercial Vehicle Safety Alli-
ance’s 2018 Operation Safe Driver 
Week will take place July 15 to 21. 

Traffic safety personnel will 
be on the lookout for unsafe driv-
ing behaviors by commercial 
motor vehicle drivers and passen-
ger vehicle drivers as they work 
toward zero deaths on roadways.

Unsafe driver behaviors by 
CMV drivers and passenger vehi-
cle drivers continue to be the lead-

ing cause of crashes. The Federal 
Motor Carrier Safety Administra-
t ion ’s  “Large  Tr uck  Crash 
Causation Study” cites driver be-
havior as the critical reason for 
more than 88 percent of large 
truck crashes and 93 percent of 
passenger vehicle crashes.

Examples of dangerous driver 
behaviors that enforcement per-
sonnel will be tracking throughout 
Operation Safe Driver Week are 
speeding, distracted driving, tex-

ting, failure to use a seatbelt while 
operating a CMV or in a passenger 
vehicle, following too closely, im-
proper lane change, and failure to 
obey traffic control devices.

CVSA’s Operation Safe Driver 
Program was created to help to re-
duce the number of crashes, deaths 
and injuries involving large trucks, 
buses and passenger vehicles due 
to unsafe driving behaviors. 
During Operation Safe Driver 
Week, there will be increased 

CMV and passenger vehicle traf-
fic enforcement.

Operation Safe Driver Week is 
sponsored by CVSA, in partner-
ship with FMCSA and with sup-
port from industry and transporta-
tion safety organizations. 

It aims to help improve the be-
havior of all drivers operating in 
an unsafe manner — either in or 
around CMVs — through educa-
tional and traff ic enforcement 
strategies to address individuals 

exhibiting high-risk driving 
behaviors.

To find out about Operation 
Safe Driver Week enforcement 
events going on in your area, con-
tact the agency/department re-
sponsible for overseeing CMV 
safety within your jurisdiction. A 
list of agencies from around North 
America can be found at https://
cvsa.org/contactpage/contacts/law- 
e n fo rc e m e n t - l e a d - ag e n c y - 
contacts/.

Operation Safe Driver Week scheduled for July 15-21
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FTA announces up to $84
million in transit-bus grants

WASHINGTON — The Fed-
eral Transit Administration is of-
fering up to $84.45 million in 
competitive grant funds through 
its Low or No Emission (Low-No) 
Bus Program. 

The Low-No Program sup-
ports projects sponsored by local 
transit agencies to bring advanced, 
American-made bus technologies 
such as battery electric power and 
hydrogen fuel cells into service 
nationwide.

“One of Secretary (Elaine) 
Chao’s priorities is preparing for 
the future by engaging with new 
technologies to ensure safety, 
without hampering innovation,” 

said FTA Acting Administrator K. 
Jane Williams. 

“The Low-No program is an 
opportunity for transit agencies to 
utilize next-generation technolo-
gies as part of their bus systems 
while promoting American inno-
vation and manufacturing.”

FTA will award the grants to el-
igible recipients, which include 
public transit agencies, state trans-
portation departments and tribes, 
on a competitive basis. Projects will 
be evaluated by criteria such as the 
applicant’s demonstration of need, 
the project’s benefits, project im-
plementation strategy and capacity 
for implementing the project.

New transportation grants will replace TIGER program
WASHINGTON — The U.S. 

Department of Transportation has 
announced a replacement for the 
Transportation Investment Gener-
ating Economic Recovery (TIGER) 
grants.

DOT published a notice of 
funding opportunity for $1.5 bil-
lion through the Better Utilizing 
Investments to Leverage Develop-
ment discretionary grant, or 
BUILD, program.

Although BUILD will replace 
the TIGER program, it is similar. 
They both award grants a competi-
tive basis to local or regional entities 
to fund roads, bridges, transit, rail, 
ports or intermodal transportation.

The last round of TIGER 
grants awarded about $500 million 
to fund 41 projects in 43 states and 
territories.

“BUILD transportation grants 
will help communities revitalize 

their surface transportation sys-
tems while also increasing support 
for rural areas to ensure that every 
region of our country benefits,” 
Transportation Secretary Elaine 
Chao said.

DOT said BUILD applicants 
will be assessed on the basis of 
safety, economic competitiveness, 
quality of life, environmental pro-
tection, innovation, partnership 
and additional nonfederal revenue 
for future transportation infra-
structure investments.

A large share of the grants will 
be awarded to projects in rural 
areas, including for rural broad-
band deployment.

The Consolidate Appropria-
tions Act of 2018 made $1.5 bil-
lion available for BUILD grants 
through September 2020, the same 
amount as the TIGER grants.

 The maximum grant award for 

BUILD recipients is $25 million, 
and no more than $150 million can 
be awarded to a single state.

The BUILD grants require that 
at least 30 percent of funds must 
be awarded to projects in rural 
areas, but the secretary of trans-

portation is required to ensure an 
appropriate balance of addressing 
rural and urban needs.

National Association of Coun-
ties Executive Director Matthew 
Chase said the BUILD program 
will serve as another element to 

the partnership between federal 
and local government agencies. 
Chase said that counties invest 
more than $122 billion each year 
in infrastructure projects and own 
46 percent of the nation’s roads 
and 38 percent of its bridges.
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New York, Iowa stepping 
up to fund infrastructure

With infrastructure funding 
stalled in Congress, a growing 
number of states are stepping up to 
develop their own plans for paying 
for road and bridge projects.

Two states that have recently 
focused on infrastructure funding 
are New York and Iowa.

In New York, Gov. Andrew 
Cuomo announced that an addi-
tional $125 billion would go to-
ward infrastructure investment 
over the next f ive years. That 
builds on Cuomo’s existing $100 
billion infrastructure initiative and 
will include state and federal funds 
as well as private sector capital.

“From building bridges to re-
vitalizing our subway and rail sys-
tems, we have invested more in 
our infrastructure than any other 
administration, and now we must 

take the next step forward with an 
additional $125 billion commit-
ment,” Cuomo said. “These efforts 
will improve travel and transporta-
tion, strengthen regional econo-
mies and increase our state’s com-
petitiveness, and make New York 
stronger and more resilient for fu-
ture generations.”

In Iowa, the state Department 
of Transportation presented a draft 
of the $3.4 billion 2019-23 Trans-
portation Improvement Program 
to the state Transportation Com-
mission, which crafts transporta-
tion policy and identifies transpor-
tation needs.

The plan will fund interstate 
reconstruction projects in the 
western part of the state and wid-
ening of U.S. Route 20 across 
Iowa.
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By Christian Riddell
Motorcoach Marketing Council

 
Big data is a 

big deal. Market-
ers  around the 
globe have turned 
to data as a power-
ful ally in finding 
new customers 
and cross selling 

to existing ones. 
Big data, an umbrella term that 

refers to all the data points avail-
able to marketers, includes every-
thing from what you buy at the 
grocery store to what you watch on 
cable TV.

Almost everything we do these 
days has a digital footprint, and 
those footprints are, in most cases, 
available to marketers to try to de-
cide if we’re the perfect fit for their 
products or services. 

While big data is a really popu-
lar buzzword in the marketing eco-
sphere, I believe that small data is 
the single most overlooked mar-
keting tool in the motorcoach 
industry. 

Small data, at least for the sake 
of this article, is the data that exists 
inside your business. You can track 
that data and use it to grow your 
business by consistently focusing 
on (and answering) four important 
questions.

1. What do your customers 
buy from you? 

This may sound simple, and 
for the most part it is. Knowing 
what people buy from you is the 
first step in understanding how to 
sell more of it. 

You don’t just want to know 
that they bought a line-run ticket, a 
charter or a school bus move. You 
want to know what they did with it, 
what time of day they needed it 
and how often they may have that 
need in the future.

Imagine that you own a gro-
cery store and you’re trying to in-
crease prof its. The answer to 
growth wouldn’t necessarily be to 
add more products or expand the 
size of the store. At some point, 
you have to utilize the shelf space 
you have to increase profit. 

For example, you might notice 
that you have half an aisle devoted 
to pickled pigs feet, but you only 
sold 10 jars last month. In contrast, 
though you only sell two types of 
beef jerky, you moved hundreds of 
units in the last 30 days. 

This data helps you replace 
product that isn’t moving with 
product that is, thereby increasing 
your sales inside the confines of 
existing space.

We have the same opportunity 
in the motorcoach business. If you 
have a piece of equipment sitting 
or empty seats on a line run, that’s 
your “existing shelf space” and 
you have to figure out what prod-
uct to put in it. 

In bus terms, the question is 
this: What type of customer are 
you most likely to talk to that will 
f ill those empty seats? Perhaps 
you know that your line-run cus-
tomers are primarily professionals 
in their 20s and 30s, or you’re sell-
ing a lot of work to local business-
es that need shuttles due to major 
road construction projects. 

Intelligence-based selling allows 
you to market to the people who are 
most likely to be your customers by 
selling them a product you already 
know they’re interested in.

2. How did a customer hear 
about you?

If you have ever read an article 
I have written, you know this is 
something near and dear to my 
heart. Why? BECAUSE IT MAT-
TERS MORE THAN MOST 
THINGS A BUSINESS DOES!!! 
(Sor r y,  I  ge t  ca r r i ed  away 
sometimes.)

Most motorcoach operators 
I’ve worked with over the past 10 
years employ some kind of a shot-
gun approach to marketing (throw 
it all against the wall and hope that 
enough of it sticks to pay the bills). 
Some do very little, others do a lot; 
some spend hardly anything on 
true marketing while others spend, 
spend and spend. 

The one thing these operators 
have in common is that most of 
them don’t know what’s actually 
generating their results. Is it the ad 
running in the local magazine, the 
radio spot, the website, Google 
search, busrates.com, or some-
thing else they’re doing? 

They don’t know, which means 
they’re afraid to assess and refine 
the money spent on marketing. 
(What if they cut something that’s 
actually generating results?) 

So, the marketing budget 
grows year after year until some-
one comes in with a broad-stroke 
machete, hacking it apart while the 
owners clench their teeth, hold 
their breath and hope it doesn’t 
hurt too bad.

Knowing how your customers 
found you gives you the super 
power to eliminate all of that non-
sense, and it gives you the intelli-
gence to spend less and do more. 

And it makes sense, right? If 
nine of the 10 things you’re doing 
aren’t generating any results, you 
can stop spending money on them 

and, instead, invest it where you’ll 
get a return.

This is something I’ve shared 
with countless operators. If you’ll 
do this one thing, I promise you’ll 
spend less and get more results 
than you’re getting right now. (For 
the record, I have yet to have any-
one prove me wrong on this.)

If you’ve ever made advertis-
ing decisions based solely on what 
you think, feel or believe, try this 
instead: Ask every single customer 
who calls you, regardless of wheth-
er they book or not, how they heard 
about you. Be as specific as you 
can and record the data. 

You can’t imagine how em-
powering it is to make decisions 
based on what you know is actual-
ly working.

3. When are you busy?
This should be a no brainer. 

Should be. You should have a col-
or-coded calendar on your wall: 
green for days you want more 
business, yellow for days that are 
almost full and red for any days 
that are sold out. 

Using a calendar system al-
lows you to (eventually) have a 
working calendar for the current 
year and a forecast calendar from 
last year. As the years stack up, 
you’ll be able to use those calen-
dars to identify clear patterns, and 
those patterns can quickly be 
turned into bottom-line dollars. 

This is simple supply-and-de-
mand economics. On days when 
you traditionally have very little 
demand and an abundance of sup-
ply, you want to sharpen the pen-
cil, get competitive with pricing 
and market more aggressively to 
those who traditionally consume 
your product during those times 
(see question 1). 

On yellow days (or days that 
are traditionally yellow year after 
year), you want to limit discount-
ing and consider peak-demand 
surcharges. 

And on red days? They’re your 
cash-money days. Don’t discount 
or charge peak surcharge rates, 
and make sure you’re only book-
ing customers who pay on time 
and won’t cancel at the last 
minute. 

The calendar approach, along 
with the data from question 1, 
gives you the ability to fill up slow 
days and make busy days more 

profitable. And it’s probably the 
easiest way to increase bottom-line 
revenue. 

Remember, this doesn’t come 
from what you think, feel or re-
member. It comes from hard data. 

4. Why did someone choose 
NOT to buy from you?

I went to a farmers market re-
cently and bought a delicious wa-
termelon that weighed 25 pounds. I 
probably walked by a dozen melon 
stands, and to an untrained eye they 
all looked exactly the same. 

Many were handing out sam-
ples and calling potential custom-
ers into their booths, some claimed 
they had better melons than any of 
the other vendors and still others 
were offering discounts (one even 
had a two-for-one deal). 

So how, you may wonder, did I 
choose where to buy my juicy, deli-
cious, red-seeded watermelon? 
Simple. I chose the vendor closest 
to the parking lot. (Because who 
wants to carry a watermelon that 
heavy a quarter of a mile to the car?)

I imagine that once the market 
closed at the end of the day, ven-
dors talked about ways they could 
sell more next time (reduce the 
cost, offer a three-for-one deal, 
give away bigger samples, etc.). 

The expensive vendors may 
have thought they didn’t sell as 
many melons because of price, or 
maybe they wondered if there was a 
quality issue. But here’s the thing: I 
bet none of them considered that 
proximity to the parking lot could 
be the ultimate buying factor. 

We do this same thing in the 
bus business all the time. We see 
the difference between the charter 
quotes we send out and the busi-
ness we actually book, and then 
make the same assumptions the 
watermelon vendors were likely 
making. (“It must have been price. 
Maybe our equipment is too old. 
They must not like our drivers. If 
only we could sell at more of a dis-
count, we would fill up those dis-
patch sheets.”) 

But often, like the melon ven-
dors, we’re just plain wrong. 

Reaching out to customers to 
ask for the sale after issuing a 
charter quote or ticket price for a 
line run is good business. I don’t 
think anyone can debate that. 

But the few companies that do 
that often stop when it comes to 
being told they didn’t get the work, 
and that’s unfortunate. One of the 
most important pieces of small 
data available to any company is 
the follow-up question: “May I ask 
why you decided to book with our 

Four ways to gather data, increase business
Marketing Minute

I t ’s  t h e  Smar t  Move

CONTINUED ON PAGE 10 c
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By Dave Millhouser

“ I  k n o w 
NOTHING!” 

Yo u  m a y 
think I’m talking 
about  myself , 
but actually it’s a 
quote  f rom a 
c h a r a c t e r  i n 
“Hogan’s  He-

roes,” an iconic 1960’s sitcom. 
Sergeant Schultz was a Nazi guard 
at a WWII prisoner of war camp. 
Did I mention it was a comedy?

Schultz was a favorite of the 
scheming prisoners because he 
was easily scammed. When they 
couldn’t trick him, it wasn’t diffi-
cult to bribe him with Hershey 
Bars — he weighed 325 pounds.

Part of his shtick was that he 
obeyed orders literally, regardless 
of whether they made sense. When 
things went awry and the happy 
throng of prisoners made the 
camp’s leaders look foolish, he 
whined “I know NOTHING!”

Over the years I’ve been disre-
spectful to regulators and bureau-
crats. This is a bit of a mea culpa (a 
smidgen of Latin to make me look 
smart). 

In some ways they’re caught in 
the same trap as poor Sergeant 
Schultz, compelled to promulgate 
and enforce rules that often make 
no sense, imposing Draconian 
solutions on sometimes non-exis-
tent problems.

On the rare occasion when they 
admit things aren’t working as 
planned, they point to the lawmak-
ers who either wrote, or autho-
rized, the regulations and utter the 
immortal words “I’m just follow-
ing the rules” (bureaucratic speak 
for “I know NOTHING”).

And they are, to an extent, right. 
Should they dare to do things differ-
ently, or use common sense, they 
might befoul the bureaucracy, which 
thrives on mindless consistency.

A wizened bus industry execu-
tive recently chastised me, point-
ing out that it wasn’t fair to blame 
a robot if it was programmed in-
correctly. We should be taking a 
closer look at where the silliness 
starts.

Some of you read this column 
and say, “Who writes this non-
sense?” We might want to redirect 
that sentiment to the current 
steaming pile of regulations.

Lawmakers either write them 

or authorize regulators to do it. 
There seem to be at least three 
forces at work as rules are written.

First is the politics. Every time 
there is a visible problem, politi-
cians feel they must “do some-
thing.” It has to be quick because 
the public’s attention span is mea-
sured in nanoseconds, and it has to 
be visible because the real goal is 
re-election. 

Nothing says it has to be a 
comprehensive, or even effective, 
solution. It just has to look good 
on Twitter.

After the Bluffton accident the 
political pressure to mandate seat-
belts was overwhelming. (Ironic 
because this was the kind of crash 
where seatbelts would have done 
more harm than good). 

Seatbelts may be effective, but 
isn’t it possible they should be part 
of a comprehensive scheme? For 
decades our industry grunted, but 
never tested, “compartmentaliza-
tion.” We eventually got a regulato-
ry slap. Some of the onus is on us.

A school bus driver just burned 
to death when he couldn’t get his 
belt off. One misguided soul 
thought the lesson is that we need 
better physical exams for drivers 

so they’d be strong enough to 
unbuckle.  

A broad safety scheme would 
consider what happens when a 
coach full of buckled-in seniors 
catches fire.

A really comprehensive study 
would have taken too long for the 
election cycle. We live in a repub-
lic because the founders knew that 
pure democracy was too impul-
sive. Elected officials should offer 
thoughtful leadership rather than 
dashing to the front of the regula-
tory lynch mob.

The second force is the indus-
try itself. The Big Guys have fig-
ured out that extensive regulation 
can drive smaller competitors out 
of business and provide cover 
when things go bad. They can af-
ford their own lobbyists to influ-
ence legislation to their benefit. 

When events turn poopy, they 
whine, “I’m just following the 
rules.” They were in compliance 
with regulations that they helped 
write (or bury). 

That, by the way, only works 
sometimes. Civil juries don’t al-
ways bite.

In third place, sadly, is the gen-
uine desire to solve real problems. 

Too often this one is abused by the 
f irst two, and is used to push 
through misguided mandates.

So much of what we THINK we 
know turns out to be wrong that a lit-
tle humility might be in order. One 
generation’s common sense is often 
the next generation’s punch line. 

Regulations shouldn’t be written 
by politicians chasing votes, Big 
Guys seeking protection in the guise 
of safety, bureaucrats searching for 
relevance, or grieving relatives 
wanting something “good” to come 
quickly out of “their” tragedy. 

They ought to be the result of 
long-term comprehensive studies 
that we, as an industry, should 
support. 

Instead, in the current age, 
they’re often reaction to Twitter 
feeds masquerading as facts. Both 
the industry and the regulators 
should be ashamed that, to the best 
of my knowledge, there has only 
been one modern “crash test” of a 
full-sized motorcoach in the U.S. 

Collectively we don’t know too 
much more than Sergeant Schultz.

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

Bureaucrats know nothing about effective regulation
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LOS ANGELES — Five years 
after its launch in Europe, long-dis-
tance, low-fare bus company Flix-
Bus has hit the road in the United 
States. 

American travelers are now able 
to purchase FlixBus tickets on major 
routes in the Southwest, including 
service to Las Vegas from Los An-
geles, Phoenix and San Diego. 

Fares on some routes are as 
low as $2.99 one way.

FlixBus is the brainchild of three 
young entrepreneurs, Jochen En-
gert, Daniel Krauss and André 
Schwämmlein, who wanted to de-
velop a new means of travel that was 
a blend of tech-startup, e-commerce 
and traditional transportation. 

Based on this concept, FlixBus 
was launched in Germany in 2013 
with a business model in which the 
company manages the technology, 
ticketing, customer service, net-
work planning, marketing and 

sales, while its local partners are 
responsible for the daily operation 
of buses.

“Our business model has revo-
lutionized the way people view — 
and utilize — buses in Europe, and 
we are excited to offer this fresh 
take on bus travel to people in the 
United States,” said Schwämmlein, 
CEO of FlixMobility. 

“We harness technology to cre-
ate a better experience for travel-
ers, with the goal of providing 
smart and green mobility for ev-
eryone to experience the world — 

and we do all of it without owning 
a single bus.”

For phase one of the U.S. 
launch, 180 initial FlixBus con-
nections are being operated by six 
regional bus partners: Arrow Stage 
Lines, American Explorer Mo-
torcoach, Gray Line Arizona, Pa-
cific Coachways and Transporta-
tion Char ter Services — all 
members of the United Mo-
torcoach Association — and USA 
Coach Services. 

FlixBus plans to add another 
400 connections in phase two. 

“The FlixBus model allows us 
to focus on the daily operation of 
our buses — something we have 
over 30 years of experience doing 
— and puts the technology and 
marketing in the hands of the ex-
perts at FlixBus,” said Terry Fisch-
er, president of Transportation 
Charter Services in Orange, Calif.

“FlixBus provides companies 
such as TCS a new business op-
portunity, and we’re looking for-
ward to growing together through 
this partnership,” Fischer said. 
“It’s a smart way to operate, which 

ultimately benefits the customer.”
With its U.S. launch, FlixBus 

hopes to encourage more people to 
park their cars and choose a more 
sustainable form of transportation. 
On top of buses being the most en-
vironmentally friendly form of 
public transportation available, 
FlixBus passengers can choose to 
offset their carbon emissions by 
purchasing “CO2 Compensation” 
tickets, thereby making a volun-
tary environmental contribution.

“In the United States, we want 
to show people who take their cars 
on long-haul drives that the bus 
can provide a convenient alterna-
tive, one that allows them to work, 
relax or sleep while they travel,” 
Schwämmlein said. “You can eas-
ily fall asleep in LA and wake up 
in front of Caesar’s Palace in Las 
Vegas if you want. Travel can and 
should be simple and accessible to 
everyone.”

European company FlixBus using local operators in U.S.
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competitors?” 
The data that comes from that 

will give you a level of business 
intelligence that you probably 

never thought possible. You won’t 
have to give away melons, provide 
samples or offer discounts. In-
stead, you can address the real 
issue and move your booth closer 
to the parking lot!

These four data points are a 

foundation you can use to radically 
improve your business. But like 
any data, gathering it is only the 
beginning of the battle. 

You must begin to reshape 
what you do based on the informa-
tion that you get. Use the data to 

inform how you spend marketing 
dollars, when and how you dis-
count, what you charge and whom 
you market to. 

At the end of the day, I can 
make you this promise: If you’ll 
focus on these four questions to 

gather and use small data in your 
business, you’ll sell more charters, 
to more people, 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 8
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isn’t a switch on the dash that turns 
on the headlights — you told the 
computer to turn on the head-
lights,” he said.

“The computer turns the inside 
lights on and off, handles the sta-
bility control and cruise control 
and tells the engine and transmis-
sion what to do.”

The Federal Motor Carrier 
Safety Administration ELD man-
date for trucks and motorcoaches 
became effective on Dec. 18, 2017, 
to improve tracking of drivers’ 
hours of service and records of 
duty status. Due to issues opera-
tors were facing in equipping thou-
sands of vehicles with ELDs, the 
administration delayed full en-
forcement until April 1.

The sudden shock of injecting 
the new device into delicate multi-
plex systems, some nearly two de-
cades old, has prompted a lot of 
allergic reactions.

“This may be the f irst time 
people are hooking things into the 
multiplex system of the coach. It is 
not a plug-and-play operation,” 
Hotard said

There are international stan-
dards for the basic electronic con-
nection device, the J1939 diagnos-

tic port, and the operating system, 
the controller area network (CAN), 
that ELD devices use to monitor 
and track vehicle operations.

“The devices are communicat-
ing with our CAN network. That 
alone gets our attention,” Pelletier 
said. “If the devices are not in-
stalled correctly, that catches our 
attention. If someone makes a de-
cision to splice into the OEM wir-
ing made by any manufacturer, not 
just MCI, that really gets our 
attention.”

The multiplexed systems were 
not designed with plans for ELD 
devices to stick their noses into ve-
hicle management systems. The 
electronic controls don’t even like 
it when something tries to steal a 
bit of electricity.

“One guy tried to hook a radio 
into the power line for the CAN,” 
Hotard said, and created a lot of 
problems on the coach.

Differing demands
ELD manufacturers also have 

faced challenges in adapting to the 
differing demands of trucks and 
motorcoaches, as well as differ-
ences between older and newer 
coaches. There are 371 self-certi-
f i ed  ELDs  reg i s t e red  wi th 
FMCSA.

“Trucks operate on 12-volt 

systems, motorcoaches on 24 
volts,” Hotard said. “If the ELD 
provider is catering to both mar-
kets they need to handle both. 
Some of the ELDs made for trucks 
a r e  n o t  n e c e s s a r i l y  f o r 
motorcoaches.”

Motorcoaches also differ over 
model years, partly because newer 
systems operate at higher data 
transfer speeds.

“A 2018 vehicle might have a 
different issue than a 2005,” Ho-
tard said. “Because of the 20-year 
useful life of buses, a customer 
might have different versions of 
multiplex — or even no multiplex 
— on buses from the same 
manufacturer.”

Motorcoach manufacturers 
cannot design accommodations 
for 371 ELDs, Pelletier said. 

“Frankly, it is not possible for 
us to install, test and evaluate 
every one of those devices in any 
short period of time,” he said. 
“Ideally, the entire industry would 
use one device and we could en-
sure that that device functions 
flawlessly with our vehicles.”

Although FMCSA has said it 
will remove any unworkable ELDs 
from its registry, its listing current-
ly identifies none as revoked.

The manufacturers of mo-
torcoaches and ELDs are working 

on fixes for the ghosts.
“A lot of ELD manufacturers 

are having to tweak their systems,” 
Hotard said. “Most bus manufac-
turers have adapted specific plugs 
for the ELD so it can extract data 
without screwing up the rest of the 
bus. We are providing a dedicated 
plug just for the ELD. It is called a 
gateway module — it allows the 
ELD to read data from the CAN 
line but protects the CAN line 
from faulty data from the ELD.

“We work with each individual 
customer and model and help 
them, whether it is programming 
or equipment. Sometimes we have 
to work with the ELD provider,” 
he said. “Operators should be 
aware that they should consult 
their bus manufacturer when they 
hook stuff up so they can get a 
clean way to install it.”

Scrutinize suppliers
Pelletier advised operators to 

select electronic device suppliers 
carefully. 

“Pick a system that you have 
some confidence in and a manu-
facturer that is going to be around 
for the long-term,” he said. “Have 
confidence that it will meet your 
requirements. Don’t necessarily 
buy the one that costs the least.”

ELDs do not meet basic cyber-

security standards and could give 
hackers access to vehicle opera-
tions at the control module inter-
face or over cellular telephone 
connections that transmit data, the 
National Motor Freight Traffic As-
sociation has warned its members.

“As far as NMFTA has been 
able to ascertain, the current ELD 
rule, as written and implemented, 
requires both two-way CAN bus 
connectivity and Internet connec-
tivity,” the association stated.

“This creates some genuine 
concern regarding the cybersecuri-
ty posture of the ELD devices 
themselves as they create a bridge 
between the Internet and the CAN 
bus network of the vehicle. 

“If the ELD devices could be 
exploited to send malicious traffic 
to the vehicle CAN bus, it could 
have serious consequences to the 
safe operation of the vehicle. 
While existing and proven device 
manufacturers hold the majority of 
the ELD market, the new mandate 
has brought a number of new en-
trants into the market hoping to 
capitalize on the opportunity.”

NMFTA cited a cybersecurity 
expert’s analysis that ELD systems 
it tested “did very little to nothing 
at all to follow cybersecurity best 
pract ices  and were open to 
compromise.”

ELD security
CONTINUED FROM PAGE 1
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Memphis, concurs.
“I’d have to say they and Bran-

son (Mo.) are probably the two 
friendliest destinations out there,” 
Tonahill said. “They just like to see 
people come and enjoy their area 
and it is a beautiful scenic area,” es-
pecially during the fall colors that 
typically peak around mid-October.

Friendliness, fun and beauty 
sell, and visitors have returned in 
droves since the fires. Amusement, 
lodging and restaurant gross reve-
nues are up a combined 12 percent 
in the first quarter of 2018 from 
the same period last year, accord-
ing to Pigeon Forge Department of 
Tourism figures. And that follows 
a record 2017 in terms of gross 
revenue for the city.

“We show no residual effects 
from the fires of 2016,” Poole said. 
“In fact, everything is just boom-
ing here. Pigeon Forge has a lot of 
new things coming in.”

They include a new Tru by Hil-
ton opening in July, which follows 
the opening of a Home 2 Suites by 
Hilton last year, Poole said. 
They’re part of a new, 174-acre en-
tertainment and retail development 
called The Mountain Mile & Tower 

Shops that’s under construction. 
It will include a new thrill ride, 

the 200-foot-tall “Mountain Mon-
ster,” with three rides from the 
tower overlooking the Smoky 
Mountains.

A new attraction that opened in 
March is Pigeon Forge Snow, a 
3 5 , 0 0 0 - s q u a r e - f o o t  i n d o o r 
snow-tubing facility offering 15 
lanes of tubing on real snow, Poole 
said. The attraction says it’s the 
first indoor snow facility in the 
U.S. offering real snow year-round 
— in a comfortable, climate-con-
trolled environment.

Also new: a high-diving hillbil-
l i e s  show and  compe t i t ive 
long-jumping canines in the Hat-
field and McCoy Dinner Feud per-

formance. A $3 million renovation 
to the Hatfield and McCoy theater 
added a 24-foot-deep Olympic div-
ing pool into which hillbilly divers 
from the Hatfield and McCoy clans 
take the plunge in the new water 
scene of the dinner feud.

“The hillbilly performers 
spring from diving boards that are 
high above the stage to see which 
family can win the diving competi-
tion,” a tourism department release 
states. “The water scene also in-
corporates a new rain curtain that 
pours water on the performers to 
add the dramatic effect of a ‘feud-
ing storm’ in the theater.”

Also, athletic dogs leap across 
the new pool to retrieve a toy or 
stick, adding an additional twist to 

the show, which includes comedy, 
music, clogging, singing and 
acrobatics.

The tourism department also 
touts new 2018 attractions that 
include:

• iLuminate, DRUMLine and 
speed painter Dan Dunn at Dolly-
wood’s Summer Celebration, and 
TobyMac and Crowder at the 
park’s annual Rock the Smokies 
event on Aug. 25

• Crave Golf Club, a $7 mil-
lion sweet-themed golf destination 
featuring a 36-hole multilevel fa-
cility spanning 18,500 square feet 
plus a candy shop and gourmet 
milkshake bar

• What’s billed as the world’s 
largest replica of the RMS Titanic 

on display at the Titanic Museum 
Attraction and built from 56,000 
LEGO bricks — a 25-foot-long 
project conceived and constructed 
by Brynjar Karl Birgisson, a 
10-year-old autistic boy 

• The new Lumberjack Feud 
Show featuring world-class athlet-
icism and high-energy competi-
tion along with audience participa-
tion, and a 104-room Margaritaville 
Island Inn 

A Fairfield by Marriott hotel is 
opening next year, Poole said.

Pigeon Forge and neighboring 
Gatlinburg and Sevierville get a 
lot of visitors on their way to and 
from Great Smoky Mountains Na-
tional Park, which last year was 
again the most visited national 
park, with 11.34 million visitors 
who spent about $923 million in 
gateway communities, she said. 
The visitation was up about 0.2 
percent from 2016, again setting a 
new record.

Pigeon Forge has about 6,000 
permanent residents, but gets more 
than 9 million visitors a year, Poole 
said.

Also helping fuel tourism has 
been the 232,000-square-foot Le-
Conte Event Center that opened in 
2013 and attracts religious confer-
ences, trade shows and competitions.

Pigeon Forge
CONTINUED FROM PAGE 1
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#Operators Count on UMA
The United Motorcoach Association  has been on the 
side of the independent bus and motorcoach operator 
since 1971 and members benefit from programs, services and
discounts that support you in running your business. 

And much more . . .
Visit www.uma.org to learn more about all your member benefits.

UNITED MOTORCOACH ASSOCIATION

Pigeon Forge, Tenn., home of Dollywood theme park and myriad other features, from food to shows, rides, shop-
ping, music and museums, has seen tourism rise since a deadly fire in November 2016.
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“So we are getting visitors that 
had never been here before that are 
coming to the LeConte Center and 
also to Cal Ripken Baseball Expe-
rience, which is located here in Pi-
geon Forge” and attracts youth 
teams from throughout the coun-
try, Poole said. “Those two venues 
have brought in countless incre-
mental business to Pigeon Forge 
and our area.”

The Ripken Experience, built on 
a ridge above Pigeon Forge in 2016, 

includes six replicas of professional 
ballparks, each with unique dimen-
sions and characteristics.

Crown Coach’s Tonahill said 
Pigeon Forge is attractive for cli-
ents of the 11-coach company and 
within a day’s drive.

“I love Pigeon Forge and Gat-
linburg and Sevierville, I mean it 
is a welcoming area, the people are 
friendly and it’s a good destination 
for tourists,” he said.

“You’ve got all the attractions. 
You’ve got Dollywood and the water 
park there for youth, you’ve got the 
shows, and you’ve got what used to 

be Dixie Stampede.
“There’s a Motown show there, 

there’s Smoky Mountain Opry, 
there’s Dolly Parton’s story about 

the Smoky Mountains, Hatfields 
and McCoys, you’ve got the Titan-
ic, you’ve got WonderWorks — I 
mean I can go down the list,” Tona-

hill said.
“It’s always neat, they always 

have good shows; their shows are 
always first-class,” he said.

Pigeon Forge
CONTINUED FROM PAGE 12

WASHINGTON — The Amer-
ican Bus Association has partnered 
with Motor Coach Industries to 
create a new motorcoach driver of 
the year award.

The award will recognize an 
individual who has gone above and 
beyond the performance of his or 
her duties as an over-the-road mo-
torcoach driver, professionally ex-
ecuting safe motorcoach operation 
while providing the traveling pub-
lic with the safest form of passen-
ger transportation in the United 
States. 

The award will be presented 
during ABA’s 2019 Annual Meet-

ing & Marketplace in Louisville 
next January.

“Motorcoach drivers are the 
face and backbone of our indus-
try,” said ABA President and CEO 
Peter Pantuso. “They deliver mil-
lions of passengers safely each 
year to their destinations providing 
the utmost in customer service. 

“They are truly the representa-
tives of our member companies,” 
Pantuso said. “People always re-
member their driver and the expe-
rience they had with them on a 
trip.”

MCI Vice President of Market-
ing and Product Planning Brent 

Maitland said driver recognition is 
long overdue.  

“There are many critical fac-
tors in creating a great experience 
for the passenger, starting with the 
quality, design and maintenance of 
the vehicle they are riding in,” 
Maitland said. “But none is more 
important than the driver. Their 
passion for safety, equipment care 
and overall passenger care keeps 
our industry rolling.”

The award has f ive bench-
marks to judge nominees. Each 
nominee must: 

• Be employed as an over-the-
road motorcoach driver by an ABA 

member (full or part-time)
• Have a minimum of 10 years 

cumulative experience driving an 
over-the-road motorcoach

•  N o t  h ave  a ny  f e l o ny 
convictions

• Not have had any driving 
 violations in the past three years, 
excluding form and manner 
violations

• Not have had a chargeable 
accident for a minimum of 10 
years, not including non-charge-
able incidents or incidental acci-
dents (bumpers, mirrors) 

Nominations with supporting 
documents must be received to the 

Bus Industry Safety Council by 
Sept. 30, 2018. Completed nomi-
nation forms can be emailed to 
bisc@buses.org.

“The motorcoach industry is 
known for being the safest form of 
transportation on America’s high-
ways,” said Al Smith, chair of ABA’s 
Bus Industry Safety Council.

“This is a direct result of our 
extraordinary drivers. BISC takes 
pride in recognizing the drivers 
that make this recognition possible 
and we are delighted to participate 
in helping to select and recognize 
one of America’s finest with the 
ABA Driver of the Year Award.”

ABA, MCI partner to create driver-of-the-year award

GAFFNEY, S.C. — Freight-
liner Custom Chassis Corp. has 
delivered its 50,000th chassis to 
UPS.

“This is a momentous and spe-
cial day for (Freightliner), one that 
is the culmination of an incredible 
amount of teamwork, dedication 
and effort on the part of a lot of 

people over the past 20-plus 
years,” said Freightliner Custom 
Chassis President Jeff Sather.

“This is also a day that certain-
ly wouldn’t be possible without 
UPS, a customer who views us as 
much more than just a vendor — 
but rather as a valued, strategic 
partner, as they have for more than 

two decades.”
Freightliner began its partner-

ship with UPS in 1996, delivering 
more than 600 units of its MT-45 
chassis that first year. It has deliv-
ered more than 1,000 chassis in a 
year to UPS 13 times since 1996, 
with a peak of more than 6,000 in 
2015.

Freightliner delivers its 50,000th chassis to UPS

FOR SALE
2009 TD 925 Van Hool

Seats 81 People • Cummins Engine • ZF Transmission
• Recent Interior • $100,000

Contact Jimmy Hall: 
jimmy@venturebustours.com 

or 757-494-1480

Set of 31 Amaya seats out 
of 2011 Van Hool C2045

All leather seats with aircraft style 
tray table on the back of each seat. 

11 doubles with cup holders in 
the middle. 9 singles with a single 
cup holder on the side. Does not 
include mounting nuts and bolts.

$2,500 or Best Offer
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laughter from the 2,000 industry 
members in attendance when he 
said, “We’re not grease monkeys 
anymore, we’re technicians.”

About 70 percent of the main-
tenance work on a modern mo-
torcoach is performed without get-
ting greasy f ingernails,  said 
Myerhofer, who also won the 
maintenance competition three 
years ago. He and a staff of four 
technicians maintain 100 school 
buses and 10 motorcoaches.

“We have been able to extend 
the drain intervals on oil changes 
so there is less to do there, but 
there are more electronics. We ser-
vice our coaches every 13,000 
miles. We do an oil analysis and 
have a huge checklist, with proba-
bly 50 points, that starts at the front 
bumper and goes all the way to the 
back,” he said.

Myerhofer said that while elec-
tronic management is a major part 
of maintenance these days, “The 
electronics are not as much trouble 
as people would think. MCI builds 
a good bus. There are 13 comput-
ers on the bus and you have got to 
understand how they talk to each 
other. I try to go to any schooling I 
can.”

Proud of coaches
Myerhofer feels a sense of 

pride when he watches one of his 
motorcoaches hit the road.

“There is a feeling of accom-
plishment when I pull it outside 
and see it fixed,” he said. “I’m a 
big part of the trip. If something 
goes wrong, the drivers call me 
24/7/365 — 95 percent of the time 
I have an answer for them.”

Lammers started working as a 
mechanic while still in high school. 

“I grasped it, and I got into the 
motorcoaches more than the school 
buses,” he said. “My grandfather 
was a mechanic. I was always 
taught that if you know how some-
thing works, you should be able to 
back-track and figure out how to 
fix it.”

Lammers was the Expo main-
tenance competition winner in 
2008, 2014 and 2015. He was the 
runner-up in 2011 and 2013. He 
credits his four decades of experi-
ence for  h is  success  in  the 
competition. 

“We have always had a good 
preventive maintenance program 
here. I think that is why I do pretty 
good,” he said.

 Continuing education has been 
an emphasis in his career, which 
began professionally with Cavalier 
in 1977.

 “We had about 20 school buses 
and four GMC motorcoaches,” 
Lammers said. “I tell new guys that 
when I started the throttle pedal was 
still connected to the engine by a 
cable. Those GMCs were old two-
stroke Detroits with manual four-
speeds. Everything was mechani-
cal, nothing was computerized.

“Now the whole bus is comput-
erized from the HVAC to the light-
ing, engines, transmissions and 
brakes.”

Fleet manager
Lammers is now fleet manager 

overseeing the maintenance of 
Cavalier school buses and mo-
torcoaches at nine locations in 
Minnesota and Iowa. He supervis-
es 31 technicians caring for about 
350 pieces of equipment, including 
17 motorcoaches, support vehicles 
and several school buses.

“I haven’t worked in the shop 
full-time since about 2005 but I 
keep up. If you are going to over-
see people and they come to you 
for answers, you have to have some 
ideas,” he said.

Last summer his home shop 
was a man short for a few weeks so 
Lammers had to work in the shop.

“I still have it,” he said. “I’m 
not as good as I was 20 years ago 
because of my physical abilities. 
Some of this is big, heavy work. 
But I still understand how things 
work.”

He thought he was retired from 
the maintenance competition until 
he heard that the prize money was 
being boosted with the ABC Com-
panies sponsorship. 

“When they upped the ante to 

$2,500 to win from $500, I thought 
maybe I will come out of retire-
ment. I loved the idea of the com-
petition, the camaraderie and the 
networking with people.”

Haunold, also the second run-
ner-up last year, credits devotion to 
his trade and the Alaska tour cycle 
to his success in the maintenance 
competition.

“Every time I see one of my 
coaches on the road, it is like one 
of my kids,” he said. “It is neat to 
see the guests going to Denali and 
other destinations because of what 
we do to keep them on the road and 
keep them safe. It is critical that 
our inspections are spot-on.”

Haunold’s shop keeps its fleet 
running nearly non-stop from May 
through September. Then each ve-
hicle gets a thorough check-up and 
rejuvenation, he said. 

“When October hits we bring 
the coaches in one by one and do a 
seven-page inspection to make 
sure every component is ready to 
make another season.”

Increased complexity
The organizers of the main-

tenance competition have tried to 
come up with tougher diagnostic 
problems to compensate for tech-
nicians who continue to become 
more skillful despite the increas-

i n g  c o m p l ex i t y  o f  m o d e r n 
motorcoaches.

“It was a lot tougher than in the 
past,” Myerhofer said of this year’s 
competition. “There were some 
missing lights and things under-
neath the bus were quite different 
and tough to find — some air lines 
and electrical stuff that were discon-
nected. You had to look hard. There 
are a lot of smart people there.”

The competition also shines a 
light on the motorcoach industry, 
Myerhofer said.

“It shows the pride and quality 
of the technicians who work on the 
buses. When our buses leave the 
yard, customers can realize there 
are good people working on them 
and they are safe to drive. Anything 
mechanical can break. If we know 
how to f ix it before it is on the 
road, then all the better.”

Maintenance
CONTINUED FROM PAGE 1

CLASSIFIED ADVERTISING

2002 MCI 102ELS3
Detroit Allison, 276k 
miles, generator, full 
bathroom, wet bar, 
kitchenette, power 
window shades, rear 
lounge folds into bed.

Priced to sell – Make an offer
Call Aaron 507-412-1086

T2145 
VAN HOOL 
COACHES 
FOR SALE

2005 (1) and 2006 (2) Models
58 pax (non-lift), Carrier HVAC, Restroom, DDC S60 Engine, 

ZF Transmission, REI 5 Monitor Video, Excellent Interiors, Paint & 
Body, Aluminum Wheels, Mileage 635K to 710K

Priced to Sell: 2005 at $94,999 ~ 2006’s at $109,999
Clean Florida buses…NO CORROSION!

Contact Brian Scott
727-545-2088 or bscott@escotbuslines.com

June 2018

18-21 Pennsylvania Bus 
Association Annual Meeting, 
Doubletree Hilton, Williamsburg, 
Pa. Info: www.pabus.org
21-24 New England Bus 
Association Annual Conference, 
Water’s Edge Resort & Spa, 
Westbrook, Conn. Info: www.
newenglandbus.org

Calendar July 2018

22-26 AMA-SCMA-GMOA 
Regional Meeting, Evergreen 
Marriott Conference Resort, 
Stone Mountain, Ga. Info: www.
gamotorcoachoperators.org

August 2018

7-10 International Motorcoach 
Group Strategic Alliance Meet-
ing, Doubletree Hilton, Sonoma, 
Calif. Info: www.imgcoach.com

16-19 2018 NAMO Annual 
Conference, Westin Cape Coral 
Resort at Marina Village, Cape 
Coral, Fla. Info: www.namo- 
coaches.org

September 2018

12 Maryland Motorcoach 
Association Annual Crab Fest, 
Info: www.marylandmotorcoach.
org

Peter Haunold of Royal Highway Tours in Fairbanks, Alaska, was second runner-up in the 2018 UMA Maintenance 
Competition. Haunold, also the second runner-up last year, credits devotion to his trade and the Alaska tour cycle 
for his success.

Greg Lammers
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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.
Visit J4500-enlightened.com 

This puts coach travel  
in a whole new light
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