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WASHINGTON — Lobbying 
efforts by the United Motorcoach 
Association and others in the com-
mercial motor vehicle industry are 
showing signs of success in 
Congress.

Two bills are moving through 
the House of Representatives that 
would block the Federal Motor 
Carrier Safety Administration 
from increasing the minimum fi-
nancial responsibility (liability in-
surance) limits on motor carriers.

One proposal is part of the 
overall bill to fund the Depart-
ments of Transportation and Hous-
ing and Urban Development (H.R. 
1371). It  would prohibit the 
FMCSA from using any of the 
funding it receives to implement 
an increase in the minimum finan-

cial responsibility requirements on 
companies that transport passen-
gers or property.

Rep. Scott Perry, R-Pa., also 
introduced legislation (H.R. 2077) 
to prevent the Secretary of Trans-
portation from unilaterally raising 
insurance minimums on the mo-
torcoach and school transportation 
industries. It also would require 
the secretary to conduct a compre-
hensive study of minimum finan-
cial responsibility requirements 
for motor carriers of passengers.

Perry said Congress historically 
has set minimum insurance limits 
and should not abdicate its regula-
tory and legislative responsibilities 
on this issue. 

“The motorcoach and school 
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Industry officials vent their frustrations over FMCSA
WASHINGTON  — The na-

tional commercial motor carrier 
safety system — from Congress to 
federal regulators to state inspec-
tors — was criticized for confus-
ing, misguided and sometimes an-
tagonistic enforcement during a 
hearing intended to discuss safety 
improvements.

The U.S. House Subcommittee 
on Highways and Transit invited 
five industry representatives, in-

cluding United Motorcoach Asso-
ciation member Brian Scott, to 
discuss the “Future of Commer-
cial Motor Vehicle Safety: Tech-
nology, Safety Initiatives and the 
Role of Federal Regulation.”

The hearing, held late last 
month, produced some talk about 
future technology and safety ini-
tiatives, but participants mostly 
vented about current federal regu-
lations and regulators.

The Federal Motor Carrier 
Safety Administration was gener-
ally blamed for a punitive ap-
proach to compliance with admin-
istrative regulations rather than 
issues more closely related to road 
safety, such as traffic enforcement 
and driver behavior.

In one exchange that summed 
up the tone of the hearing, Rep. 
Bob Gibbs, R-Ohio, asked UMA’s 
Scott if the FMCSA engaged with 

the industry effectively.
“I would say absolutely not. It 

is a hostile environment,” replied 
Scott, president of Escot Bus 
Lines of Largo, Fla. “There was a 
time when the FMCSA would 
work with the industry. Those days 
are long gone.”

Rep. Cresent Hardy, R-Nev., 
later asked Scott if regulations 
were restricting opportunities to 
grow his business.

“What we have seen in the 
course of 30 years we have been in 
business is what I call mission 
creep from just about every feder-
al agency that has purview over 
what we do,” Scott said. “The reg-
ulatory burden in general just 
seems to be one of ‘gotcha’ from 
just about every agency there is. 
That weight that we have coming 
from the FMCSA doesn’t really 

Inbound Chinese group-travel market seen growing
As the motorcoach tour market 

has generally dimmed and dwin-
dled during the past 15 years, one 
of the few bright spots has been 
the growth of the inbound Chinese 
market. 

New figures — from a variety 
of sources — suggest that growth 
will continue to outpace other 
groups.

Nearly 2.2 million Chinese 
visitors traveled to the United 

States last year, a 21 percent in-
crease over 2013.

And by 2019, China is project-
ed by the U.S. National Travel and 
Tourism Off ice to become the 
third-largest inbound market, 
sending some 4.9 million visitors 
to U.S. destinations.

By 2021, nearly 7.3 million 
Chinese are projected to travel to 
the U.S., contributing nearly $85 
billion a year to the economy and 

supporting 440,000 jobs, the 
White House said in November.

Extended visas
That is when President Obama 

announced that visas for Chinese 
would be extended five years for 
students and exchange programs 
and 10 years for businesses and 
tourists.

Extending the visa validity pe-
riod makes it easier for Chinese 

travelers to return to the United 
States for a second or third visit.

Since the November announce-
ment, the State Department has 
seen a 41 percent increase in Chi-
nese applications for U.S. visas, 
Christopher Thompson, president 
and CEO of Brand USA, told the 
China Daily. Brand USA is a 
 public-private partnership to pro-
mote inbound tourism.

Also seen as aiding the surge is 

the U.S. State Department opening 
of more consular offices in China 
in 2013, reducing the wait time for 
visa application processing. 

According to the 2014 United 
Motorcoach Association Member-
ship Survey and Industry Assess-
ment, China was the No. 4 suppli-
er  of  inbound internat ional 
customers for the motorcoach 
 industry in 2013. Ahead of China 
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Congress considering bills 
to block insurance increase
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Prized Addition. ABC Companies is donating this refurbished 1955-56 GM Scenicruiser to the 
Museum of Bus Transportation in Hershey, Pa. ABC restored the coach eight years ago, converting the 
livery to that of Faribo Lines, a bus company once operated by ABC founder Clancy Cornell. See story 
on Page 18.



Real commitment
goes the distance

*calculated using Motorcoach Census 2013 statistics (coaches sold x average miles per year x 15 years) © 2015 ABC Companies. All rights reserved.

For more information call: 800.222.2875
email abcinfo@abc-companies.com
or visit www.abc-companies.com

Over four billion miles driven*
– that’s our commitment in action

ABC and Van Hool, both family-owned companies, have been partners for nearly 30 years. We help get you 
into the right motorcoach or fleet, one manufactured to minimize your operating expenses and maximize the 
customer experience. Our commitment continues with long-term, extensive product support, to keep you 
on the road to business success. Going the distance with you–that’s how you know it’s real commitment.
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RICHFIELD, Ohio — Nation-
al Interstate Corporation, which 
experienced a challenging finan-
cial year in 2014 due mostly to a 
rise in truck accident claims, con-
tinued to see its net income decline 
during the first quarter of 2015.

National Insurance, a leading 
motorcoach industry insurer, re-
ported first-quarter net income of 
$7.1 million, or 36 cents a share, 
compared with $8 million, or 41 
cents a share, during the same pe-
riod in 2014.

The company attributed the de-
cline to both lower operating earn-
ings and after-tax realized gains 
from investments.

On the positive side, National 

Insurance said it experienced 
fewer accident losses during the 
January-to-March period.

“Development from our as-
signed risk claims, over which we 
have no control, and our runoff 
business were a drag on 2015 first-
quarter results,” said Dave Michel-
son, president and CEO of Nation-
al Interstate. “However, we are 
pleased with the positive move-
ment of the 2015 first-quarter ac-
cident year combined ratio of 96.2 
percent.”

Michelson said rate increases 
on renewed business averaged ap-
proximately 6 percent during the 
first quarter, with alternative risk 
transfer (captive insurance) up 5 

percent and the remaining tradi-
tional businesses averaging an in-
crease of about 9 percent.

He added that the underwriting 
expense ratio of approximately 20 
percent for the f irst quarters of 
both 2014 and 2015 remains favor-
able and is in line with the ratios 
reported for the past two full years.

The company generated net 
gains from investments of $1.1 mil-
lion for the 2015 first quarter, com-
pared with $2.6 million last year, 
from sales and gains related to lim-
ited partnership investments.

The company said gross pre-
miums written for both alternative 
risk transfer and transportation, 
the largest components, decreased 

approximately 7 percent compared 
with last year, while specialty per-
sonal lines and Hawaii and Alaska 
were relatively flat.

National Interstate has been fo-
cusing in recent years on shedding 
poor-performing policies, which 
has affected earnings, and that 
continued during the first quarter 
of this year. 

“In the 2015 first quarter this 
disciplined underwriting contrib-
uted to the decrease in our top line 
when compared to the 2014 first 
quarter as renewal retentions were 
impacted as a result of rate actions 
and non-renewals of underper-
forming accounts,” Michelson 
said. “We do not expect the first-

quarter gross premiums written 
decrease to continue throughout 
the year, but we will continue to 
prioritize disciplined underwriting 
ahead of top-line growth.”

He said the company plans to 
continue its emphasis on pricing 
and risk selection and on improv-
ing its accident year combined 
ratio.

“Without question our primary 
focus has been, and continues to 
be, on improving accident year un-
derwriting results and we feel the 
2015 first quarter is an indication 
that our actions are working and 
moving us closer to our goal of 
low-mid 90’s combined ratios,” 
Michelson said.

National Interstate reports mixed first-quarter results

GAINESVILLE, Ga. — Of all 
the vehicles in your fleet, the ones 
that may be holding their residual 
value the best are the large passen-
ger vans.

The Black Book, an indepen-
dent commercial vehicle valuation 
service, reports that as new Euro-
style vans are being introduced in 
the U.S., older, boxier, full-size 
vans have shown strong results at 
vehicle auctions.

 The vehicles were expected to 
finish 2014 with an increase in re-
sidual value, while the broader 
market showed depreciation.

Specif ically, full-size vans 
were forecast to f inish the year 
with an increase of 1.7 percent in 
value, according to a senior execu-
tive at Black Book.

The strength of used full-size 
van values corresponds to the eco-
nomic recovery in the services 

sector for plumbers, electricians, 
carpet layers and other service 
fleets. 

These tradesmen and their 
fleets often buy passenger van 
models and convert them to cargo 
vans by removing seating.

Additionally, the new Europe-
an-style vans, such as the Ram 
ProMaster and Ford Transit, have 
brought more interest and atten-
tion to the category, even though 

the first used U.S.-made, Europe-
an-style vans won’t appear at auc-
tions for at least 12-16 months 
after being placed into service, ac-
cording to Black Book.

“There’s more demand for that 
older box van,” said one Black 
Book executive. “It’s a good choice 
for the buyer who’s looking for a 
more reasonable price of entry for 
that tool.”

Almost 233,000 full-size vans 

were sold at auction through Octo-
ber in both passenger and cargo 
models. Through the same time a 
year earlier, just over 206,000 had 
been sold.

Vans make up a signif icant 
percentage of used-vehicle sales in 
the fleet industry. For the seven 
leading fleet management compa-
nies that provide vehicle sales data 
to Black Book, vans made up 6.6 
percent of their sales in 2014.

Passenger vans hold their value as economy improves
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ROCHESTER, N.Y. — A se-
ries of fights involving students at 
Rochester’s Downtown Transit 
Center has prompted the city’s 
public bus system to stop busing 

students after this school year.
Rochester-Genesee Regional 

Transportation Authority CEO 
Bill Carpenter said the contract 
between the Rochester City School 

District and the Regional Transit 
Service ends in June and will not 
be renewed.

The decision means the RTS 
will have to cut 144 jobs and the 

school district will likely have to use 
a private bus company next year.

The agreement between the 
school district and the transit au-
thority was controversial when it 

started in 2006. The Federal Tran-
sit Administration ruled in 2007 
that the transit authority was pro-
viding illegal service for the 
school district, displacing routes 
that had been operated by Laidlaw 
Education Services.

However, a judge later struck 
down the FTA’s ruling, allowing 
the agreement to go forward.

The public bus system typical-
ly has been seen as a better option 
to accommodate schools with dif-
ferent closing times and to allow 
students to get to and from after-
school activities and jobs.

The city, transit authority and 
school district most recently have 
been in the spotlight after a series 
of student f ights at or near the 
Transit Center. The problems with 
violence aren’t new, but shifted to 
the center when the facility opened 
late last year.

Jim Redmond, chairman of the 
transit authority, said the efforts to 
stem recent fights have failed.

“People have the right to move 
safely through our system,” he said.

Busing students represents a 
significant percentage of the tran-
sit authority’s annual revenue. 
Carpenter said it would lose $11 
million out of its $90 million bud-
get by ending the contract with the 
city schools.

WASHINGTON — The Fed-
eral Motor Carrier Safety Admin-
istration is calling for comments 
on its proposal to create a “Beyond 
Compliance” program to reward 
motor carriers for implementing 
safety systems that exceed regula-
tory requirements.

“The U.S. Department of Trans-
portation and motor carriers have 
invested millions of dollars in re-
search, development and imple-
mentation of strategies and tech-
nologies to reduce truck and bus 
crashes,” the agency said in a Fed-
eral Register f iling last month. 
“FMCSA is evaluating the impacts 
of considering a company’s proac-
tive voluntary implementation of 
state-of-the-art best practices and 
technologies when evaluating the 
carrier’s safety.”

The FMCSA is requesting re-
sponses by June 22 to specif ic 
questions as well as any supporting 
data the agency should consider in 

the potential development of a Be-
yond Compliance program. It said 
such a program would include 
“voluntary programs implemented 
by motor carriers that exceed regu-
latory requirements, and improve 
the safety of commercial motor ve-
hicles and drivers operating on the 
nation’s roadways by reducing the 
number and severity of crashes.”

Carriers could implement safe-
ty programs or such technologies 
as speed limiters or lane-departure 
warning systems.

An analysis by the FMCSA in 
2009 of the benefits and costs of 
lane-departure warning systems 
predicted a reduction of 1,973 in-
juries and 100 fatalities annually 
through the use of just that one 

technology.
In developing its Compliance, 

Safety, Accountability program in 
2010, the FMCSA said it found 
agreement among industry and 
law enforcement stakeholders that 
an incentive-based approach to 
improving carrier safety would be 
a more effective tool than the cur-
rent penalty-based system.

The agency said that to test the 
concept of Beyond Compliance, it 
is interested in working with the 
private sector on demonstration 
projects but would not consider re-
quests from carriers for safety waiv-
ers, exemptions or pilot programs.

The FMCSA said it wants to 
know what technologies would be 
appropriate and what type of incen-
tives would encourage motor carri-
ers to invest in technology and best 
practices programs, plus how the 
agency could verify that the volun-
tary technologies or safety pro-
grams were being implemented.

The FMCSA also highlighted a 
2011 report by the American Trans-
portation Research Institute that 
detailed possible benefits from al-
ternative compliance, especially 
for larger operators that tend not to 
see a major change in safety perfor-
mance after traditional compliance 
reviews, while smaller operators 
tend to see bigger gains in safety.

WASHINGTON — The Fed-
eral Motor Carrier Safety Admin-
istration has published as a final 
rule increasing f ine levels for 
several different violations of 
Federal Motor Carrier Safety 
Regulations.

The new fines take effect on 
June 2.

The FMCSA said the adjust-
ments were inflation-driven, 
pointing out that “most of the civil 
penalties were last adjusted for in-

flation in 2007, and some have not 
been changed since 2003.” 

The agency noted that other 
changes to the civil penalties were 
mandated by the Moving Ahead 
for Progress in the 21st Century 
Act (MAP-21) spending bill 
passed in 2012.

Examples of the higher penal-
ties include hefty increases for vi-
olating these out-of-service 
orders: 

• $5,000 more for requiring or 

permitting operation of CMV by 
driver

• $5,000 more for conducting 
operations during suspension or 
revocation for failure to pay 
penalties

• $1,000 more for operation 
by driver of CMV or intermodal 
equipment that was placed out of 
service

A complete summary of the 
increased fine levels can be found 
at federalregister.gov.
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www.vdoroadlog.com

Call: (855)-ROADLOG 
Visit: www.vdoroadlog.com  |  E-mail: roadlog-sales@vdo.com

VDO RoadLog is a complete compliance reporting solution 
that eliminates handwritten log books and automates your 
“back end” for HOS, IFTA and IRP reporting. And, unlike 
other ELD systems, RoadLog is available with no contract 
and no monthly fees. 

RoadLog automatically keeps an accurate, up to 
date record of driving time, so drivers can focus on 
passengers. And, RoadLog provides an instant log 
printout that shows complete HOS & DVIR data – 
roadside inspections have never been faster.

Visit www.vdoroadlog.com to hear testimonials from 
real RoadLog users and to find out where to get yours.

“  No more messy logs... 
it is a nice, easy to understand 

format…and RoadLog catches 

the violations as well.”

John Coakley 

Manager of Operations and Safety 

Klein Transportation, Inc.

CO3074 Bus_and_MotorCoach_RoadLog_No more messy logs_HalfH_5-15_V1.indd   1 4/9/15   4:16 PM

Safety agency increasing fines for several violations

FMCSA proposes ‘Beyond Compliance’ reward program

Rochester transit system will no longer bus students
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WASHINGTON — The Na-
tional Transportation Safety Board 
has issued recommendations about 
the proper use of onboard video 
systems by school buses and mo-
torcoaches to make sure they can 
assist in accident investigations.

The recommendations stem 
from a recent NTSB safety report, 
Commercial Vehicle Onboard 
Video Systems, which focused on 
the video systems on two buses in-
volved in crashes, one of them re-
sulting in a fatality.

The NTSB said the onboard 
video systems on both buses were 
either improperly installed or in-
cluded inferior cameras.

Buses and motorcoaches are 
equipped with onboard video sys-
tems for a variety of reasons. They 
can be used to monitor passenger 
behavior and dissuade negative ac-
tions, such as bullying or theft; to 
monitor traffic surrounding the 
vehicle and assist in recording the 
observance of traffic laws; and to 
enhance driver safety through 
feedback programs that correct 
potentially unsafe behaviors.

The NTSB has also used on-
board video systems in its acci-
dent investigations. 

In some cases, however, com-
mercial vehicle onboard video 

systems lack the capability to re-
cord useful video in certain condi-
tions, or they are not properly in-
stalled or maintained.

Common shortcomings among 
video systems include: 

• No view of what is happen-
ing in front of the vehicle 

• No view of all seating posi-
tions, including the driver 

• Lack of low-light recording 
capability (no night vision) 

• Low frame rates, such that 
videos are jumpy or skip over 
events 

• Poorly positioned cameras 
• Improperly maintained 

cameras 
The NTSB safety report high-

lighted a 2012 accident in Port St. 
Lucie, Fla., that involved a semi-
truck traveling 63 mph colliding 
with a school bus preparing to 
make a left turn. The bus, occu-
pied by the driver and 30 elemen-
tary school students, was equipped 
with lap belts and a continuous 
audio and video system that re-
corded useful pre-crash, crash and 
post-crash information.

However, of the four camera 
views, none recorded the one oc-
cupant who was fatally injured. 

The other accident covered in 
the report occurred in 2011 in Ke-
arney, Neb., when a semi-truck 
overturned and came to rest across 
both lanes of Interstate 80. A short 

 time later, two commercial vehi-
cles — another semi-truck and a 
motorcoach — came upon the 
overturned truck. 

The semi managed to only side-
swipe the overturned truck but the 
bus crashed into it. 

The motorcoach had seatbelts 
and a continuous audio and video 
system, which recorded pre-crash 
information from a forward-facing 
camera. However, due to poorly 
oriented interior cameras and a 
lack of low-light recording capa-
bility, the system did not capture 
any information concerning the 
driver or the motorcoach interior.

As a result of the safety report, 
the NTSB has sent recommenda-

tions on the optimum use of video 
systems to trade organizations rep-
resenting the commercial motor 
vehicle industry, including the 
United Motorcoach Association. 

The NTSB recommends that 
school districts and bus operators 
properly install and maintain on-
board video systems and check to 
make sure they:

• Provide visibility of the 
driver 

• Provide visibility of each oc-
cupant seating location 

• Provide visibility forward of 
the vehicle 

• Ensure optimized frame rate 
• Allow low-light recording 

capability (night vision)

NTSB offers tips on using onboard video systems

GREENBELT, Md. — This is 
your second warning: Roadcheck 
is coming up fast.

The annual North America-
wide safety blitz, operated under 
the aegis of the Commercial Vehi-
cle Safety Alliance, will be con-
ducted from Tuesday, June 2, 
through Thursday, June 4. 

Since Roadcheck is the largest 
targeted-enforcement program of 
commercial vehicles in the world, 
motorcoach operators should be 

ready for 72 hours of rigorous and 
thorough destination and roadside 
inspections.

Each year, roughly 10,000 
 CVSA-certified local, state, pro-
vincial and federal inspectors at 
1,500 locations across North 
America perform bus and truck 
inspections. 

A total of 1,071 motorcoaches 
were inspected during Roadcheck 
2014, down from 1,471 inspected 
the year before. 

Experts say the first line of de-
fense during a Roadcheck inspec-
tion is the driver. Drivers should 
be reminded to keep a keen eye on 
their paperwork.

“It’s not so much maintenance 
anymore; they’re getting nailed for 
paperwork,” says one safety 
specialist.

The CVSA offers its own set of 
tips to get ready for Roadcheck.

Brakes, fuel and exhaust sys-
tems, lighting, steering, suspen-

sion, tires, wheels, rims and hubs 
are all listed in a prep package on 
its website. Don’t forget battery 
terminals.

Roadcheck inspectors typically  
perform more than 70,000 truck and 
bus inspections during the three-day 
marathon, 65 percent of which are 
North American Standard Level 1 
inspections — the most comprehen-
sive type of inspection. 

Roadcheck has been around 
for 27 years.

Roadcheck 2015 is just around the corner

You Purchase “State of the Art” Buses…
Why not Demand a “State of the Art” A/C Compressor?

Demand a BITZER Compressor from Your Systems Provider

                       Some of the Many Features:

- Highest Reliability
- Lightest and most Compact Design in the World
- Highest Speed Range of any Transit Compressor in the World
- German Designed, American Built

BITZER U.S., Inc.
To learn more, visit www.bitzerus.com

Phone: 770-503-9226
Email: sales@bitzerus.com / mlish@bitzerus.com
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By Gary Miller 
 
Lacking sufficient capital to 

grow is the main constraint for 
most small companies. 

To reach the next level of suc-
cess, capital is the fuel that drives 
a company’s growth engine. With-
out it, reaching that next level is 
almost impossible.

Many entrepreneurs are skilled 
at starting and building small, suc-
cessful companies.

But growing a small company 
into a bigger one is very different, 
and in many ways a more difficult 
task, which is why raising growth 
capital is so important.

Entrepreneurs and business 
owners often stumble in obtaining 
growth capital because they are in-
experienced and unprepared. 

Here are the key questions, and 
some answers.

What do I do first?
1. Prepare your company to 

raise capital. Hire an experienced 
management consulting firm to 
help you prepare your company 
and to help you raise the capital. 

Raising capital means seeking 
investors whether it is debt equity 
through a bank loan or investor eq-

uity through an investment firm.
To prepare for either choice, 

clean up your books and records, 
prepare for due diligence, update 
your strategic business plan, detail 
how much capital is needed in-
cluding its purpose and uses, and 
plan the optimal deal structure.

Lean on your consultant for 
help with all this. 

2. Develop growth and ex-
pansion plans. Prepare detailed 
f inancial pro formas showing 
monthly income and expenses.

Institutional investors look to in-
vest in companies that have a clear 
differentiation, scalability, execu-
tion capabilities, and a great man-
agement team. Your growth plans 
must be creative and strategic.

Consider forming a joint ven-
ture, strategic partnerships or stra-
tegic alliances with your custom-
ers, vendors or competitors.

3. Hire a valuation company 
to render a “market valuation” 
opinion.

Don’t expect the sort of sky-
high valuation entrepreneurial 
companies enjoyed in the past. In-
vestors have returned to ground 
level. Therefore, be prepared to 
give up more ownership for small-

er amounts of capital and possibly 
even more control if you need to 
raise equity capital. 

4. Prepare a “leave behind” 
presentation. Prepare marketing 
materials such as an executive 
summary, management presenta-
tion and due diligence materials.

Your knowledge, confidence, 
experience, commitment and en-
thusiasm are critical to your suc-
cess. Practice the presentation. 
Know your numbers! 

Where do I find growth capital? 
First, decide whether you are 

willing to give up some equity and 
some control of your business. 

If not, then your options may 
be limited. The path you will then 
follow is to seek debt financing or 
debt equity through a variety of 
sources: 

(1) Small Business Adminis-
tration loan programs have signifi-
cantly expanded over the last de-
cade ranging from loan program 
guarantees to women’s business 
centers; (2) asset based lenders; 
(3) factoring companies; (4) mez-
zanine financing companies (a hy-
brid of debt and equity); (5) self-
funding (second mortgage on your 
home, tapping retirement ac-

counts); (6) friends and family; (7) 
banks (revolving lines of credit 
and structured f inancing); (8) 
Small Business Investment Com-
panies; (9) business incubators; 
(10) peer to peer lending and in-
vesting; (11) OFIs (other financial 
institutions, such as GE Capital); 
and insurance companies.

If you are willing to give up 
some equity and some control of 
the business, then your options ex-
pand substantially and you can fol-
low both paths of debt equity and 
investor equity.

I tell our clients to look at a va-
riety of sources: (1) angel and ven-
ture capital investors; (2) high and 
super high net worth individuals; 
(3) family offices; (4) private eq-
uity firms; (5) investment bankers; 
(6) merchant bankers; (7) crowd 
funding; (8) joint ventures, part-
nerships, alliances; and (9) SBA 
venture capital programs.

Make no mistake about it. Plen-
ty of growth capital sources are 
waiting for the right opportunity. 
However, there is a price to pay and 
a cost to bear for growth capital. 

Expected returns vary signifi-
cantly depending on the source of 
capital. The cost of capital is high 

for privately held. Investors in this 
space are seeking high returns. 

I tell clients, it is best to raise 
capital when you can, not when you 
need it. It doesn’t matter who the 
capital sources are, if you’re des-
perate for funds, they will smell it a 
mile away. Your chances of success 
will be reduced greatly if you are 
playing with a weak hand.

The best institutional investors 
act as partners. They bring in other 
investors, open doors for business 
development, help in recruiting, 
act like coaches, are objective in 
their advice as your company 
grows, and guide you through the 
inevitable difficult times.

Choose your source wisely. 
Match your choice to your goals. 
Be aggressive, creative and per-
sistent and develop the ability to 
convince others to buy into your 
vision and share your dream on a 
foundation of substance, trust and 
integrity.

Remember, growth is the 
greatest driver of enterprise value.

Gary Miller is founder and 
CEO of GEM Strategy Manage-
ment Inc., a management consult-
ing firm. Contact him at gmiller@
gemstrategymanagement.com.

Key questions, answers for getting the capital you need 

Almost everything we do these 
days involves computers and pass-
words, and with hacking so preva-
lent this is a good time to make 
sure your passwords are strong 
enough to repel hackers.

Here are six ways to fortify 
them:

Make your password long. 
The recommended minimum is 
eight characters, but 14 is better 
and 25 is even better than that. 
Some services have character lim-
its on passwords, though.

Use combinations of letters 
and numbers, upper and lower 
case and symbols such as the ex-
clamation mark. Some services 
won’t let you do all of that, but try 
to vary it as much as you can. 
“PaSsWoRd!43” is far better than 
“password43.”

Avoid words that are in dic-
tionaries, even if you add num-
bers and symbols. There are pro-
grams that can crack passwords by 
going through databases of known 
words. One trick is to add numbers 

in the middle of a word — as in 
“pas123swor456d” instead of 
“password123456.” 

Another is to think of a sen-
tence and use just the first letter of 
each word — as in “tqbfjotld” for 
“the quick brown fox jumps over 
the lazy dog.”

Substitute characters. For in-
stance, use the number zero in-
stead of the letter O, or replace the 
S with a dollar sign.

Avoid easy-to-guess words, 
even if they aren’t in the diction-

ary. You shouldn’t use your name, 
company name or hometown, for 
instance. Avoid pets and relatives’ 
names, too.

Likewise, avoid things that can 
be looked up, such as your birth-
day or ZIP code. But you might 
use that as part of a complex pass-
word. Try reversing your ZIP code 
or phone number and insert that 
into a string of letters. As a re-
minder, you should also avoid 
“password” as the password, or 
consecutive keys on the keyboard, 

such as “1234” or “qwerty.”
Never reuse passwords on 

other accounts — with one ex-
ception. Over the years, many in-
dividuals have created dozens of 
accounts. Many are for one-time 
use, such as when a newspaper 
website requires registration to 
read a full story. It’s OK to use 
simple passwords and repeat them 
in those types of situations, as long 
as the password isn’t unlocking 
features that involve credit cards 
or posting on a message board.

Six ways to create better, stronger passwords
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By Dave Millhouser

It was the strangest thing. 
Every one of the 170 kids who’d 
just returned from a youth camp in 
Colorado found, when they had 
their photos printed, an identical 
picture of their (beloved) bus driv-
ers. None of them remembered 
taking the shot, and had no idea 
how it got there.

I know.
We’d bused the kids up an 

abandoned rail bed called Chalk 
Creek Gulch and dropped them 
off in the wilderness so they could 
climb a mountain. Generally they 
left their cameras and other stuff 
in the coaches, and we drivers felt 
the need to stay and guard their 
belongings. We were also too lazy 
to make the climb, based on 
the assumption that, if you’ve 
seen one mountain, you’ve seen 
them all.

As soon as the kids were out of 
sight, we’d grab all the cameras, 
strike a macho pose, and take the 
same selfie with each one. Then 
we’d put each camera back where 
we found i t ,  secure  in  our 
immortality.

It was pure luck, but we did do 
one thing right. We knew that we 
were accountable for our passen-
gers’ stuff that had been left on our 
coaches, and other than taking bad 
photos, we’d made sure it was all 
secure.

Perhaps it’s obvious, but we 
need to make drivers aware that 
both they and their company have 
some responsibilities even when 
they and the passengers aren’t on 
the bus.

Line operators generally re-
mind folks to take their belongings 
with them when they disembark, 
but charters and tours are differ-
ent. At stops, folks leave their 
things in seats and package racks, 
and some sort of security needs to 
be provided.

Lock the door
Sometimes the driver stays 

with the coach. Other times they 
join the group and, it is hoped, lock 
the entrance door. Either is fine, 
but passengers need to know what 
to expect.

A similar situation arises on 
trips where luggage is stored in the 
baggage bays. Most modern 

coaches have locks, but they need 
to be used. In ye olden days there 
were stories of miscreants running 
alongside buses caught in traffic, 
opening the compartment doors 
and making off with luggage. If 
the coach has an automatic locking 
mechanism, the driver needs to 
know how to use it.

It’s also not a bad idea to in-
form passengers that, once an item 
is buried in the under-floor bays, 
it’s difficult, if not impossible, to 
remove it before the day’s trip 
ends. Medicine and anything else 
that might be needed during the 
day should be brought into the 
coach’s cabin.

When storing items that are 
definitely going to be needed mid-
trip, it’s a good idea to stick them 
in a curbside bay (heck, you knew 
that) and make it clear before de-
parture when the bays will be un-
locked and available.

Drivers should know how bay 
door locks function on their coach-
es. Some require compressed air to 
open, perhaps necessitating firing 
up the coach for unscheduled 
access.

You probably know your folks 

well, and none of them would pil-
fer stuff, but when you farm a job 
out, your customer is going to hold 
everyone in sight accountable if 
there’s a problem. Bear that in 
mind when you hire another com-
pany. It’s not just whether their 
drivers are honest, but also wheth-
er their training includes securing 
the passenger’s belongings.

Safety and stuff
The point (and you already 

knew this, too) is that we are not 
just responsible for our passen-
gers’ safety, but in many situations 
for their stuff, and we need to train 
drivers accordingly.

When drivers are going to 
leave their coaches (locked up), it 
doesn’t hurt to give some thought 
about where they park them. They 
should be looking for secure areas 
that minimize the likelihood of a 
break-in, such as a special bus-
parking area at a hotel. And they 
should remember that leaving roof 
hatches open on an empty bus is an 
invitation to an athletic thief.

If your driver can’t find a se-
cure parking area, someone needs 
to stay with the coach. But then 

they are still on 
d u t y,  w h i c h 
cou ld  c rea te 
hours-of-ser-
vice problems. 
It would be bet-
ter to clearly 
a n n o u n c e  t o 
passengers that 
they need to 
take their belongings.

I live near a tiny commercial 
f ishing cove, and one night I 
parked my demonstrator coach in 
the gravel lot next to the dock. The 
next morning I found a broken 
window and evidence that a fisher-
man had slept in the back seat. It’s 
possible that alcohol was involved; 
who knew that fishermen drank?

In hindsight, I shouldn’t have 
parked the bus there, but was very 
lucky I spotted the signs that a 
drunk had slept in the back of the 
bus. Imagine showing up at a cus-
tomer’s place with a shiny demo 
and having a smelly f isherman 
stagger up the aisle.

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

Keep passenger belongings safe — after you take selfies

Dave Millhouser
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By Christian Riddell
Motorcoach Marketing Council

Last month we talked about the 
opportunities that exist outside of 
our current customer bases. We 
touched on the fact that even 
though we will move more than 20 
million people this year, only a 
small percentage of those people 
are actually responsible for book-
ing the coach. 

This month we would be re-
miss if we did not discuss the op-
portunity those non-bookers repre-
sent to the future of this industry. 

In marketing, there are three 
categories of customers worth ad-
dressing in your efforts to fill up 
those pesky dispatch holes. The 
f irst — and the lowest-hanging 
fruit — is past customers. These 
are people who know about your 
product, know what you offer, and 
who have, in the past, actually paid 
you for your services.

Keeping these customers 
happy and rebooking them is good, 
but it is better to expose them to 
what is possible. If you have a 
wedding planner who books with 
you, he or she may not know you 
also do local sightseeing trips. 

Your corporate transportation co-
ordinator may not know you also 
do wine trips or you could handle 
the company’s upcoming team-
building events.

It is also important to consider 
that one of the fastest ways to get 
new business is to have your sales 
team follow up with happy cus-
tomers and ask for referrals. These 
warm handoffs can go a long way 
i n  h e l p i n g  y o u  l a n d  n ew 
customers. 

The second group includes the 
more than 500 million people in 
North America who will not set 
foot on a motorcoach this year but 
who will almost all do something a 
coach would make better.

Although this represents a 
massive opportunity to grow, we 
understand they also represent the 
most challenging sector to market 
to because they simply don’t know 
what we have to offer.

Blue Juice and Mentholatum
Many have misconceptions 

about modern motorcoach travel. 
They picture in their heads old, 
tired coaches that smell of Blue 
Juice and Mentholatum and are 
filled with octogenarians. Few un-

derstand the modern luxuries and 
amenities that make what we offer 
so much better than any other form 
of group transportation.

The opportunities here are as 
big as the market and as diverse as 
the populations we serve. Howev-
er, it will take work to show people 
who we are and what we have to 
offer. The tools created by the Mo-
torcoach Marketing Council will 
help open these doors and show 
more and more people just how 
great we are. 

The other demographic that 
we, as an industry, need to realize 
as an untapped market includes 
people who ride in our coaches but 
who are not responsible for the 
booking. I am constantly surprised 
by the lack of enthusiasm many 
charter operators show for this av-
enue of marketing.

These are people who have 
been on a coach; they have seen 
the amenities and they understand 

how efficient and effective we are 
at group transportation. In most 
cases, they will arrive comfortably 
and safely at their destination, they 
will be happy with the service and 
they will leave feeling like they 
had a good experience. 

As charter companies, we work 
hard to ensure this is the case. We 
invest in driver training and equip-
ment we can be proud of. We work 
hard to ensure our maintenance 
program keeps our coaches on the 
road safely. We pay our wash crews 
to keep the coaches looking (and 
smelling) good. 

Then we load 50 passengers 
onboard and work to get them 
from point A to point B safely and 
comfortably. Yet in most cases, 
only one out of those 50 charter 
passenger s  i s  ac tua l ly  ou r 
“customer.”

Busload of customers
That means that the other 49 

are potential customers who have 
already been exposed to our com-
pany, our equipment and our level 
of service. These are people who 
may have never been on a coach 
before, or perhaps they use coach-
es regularly but have never thought 

to book one.
They could be business pas-

sengers whose company uses 
coaches but who have never 
thought to look into chartering a 
coach for their son’s sports teams. 
They could be people attending a 
wedding who never thought this 
could be the perfect solution for 
their growing church’s transporta-
tion needs. 

We, as an industry, know if you 
have a group that needs to go from 
point A to point B, there is no bet-
ter way than on a motorcoach. We 
know we are the greenest, most ef-
ficient and most comfortable, con-
venient and cost-effective way to 
move groups.

We cannot, however, assume 
that just because someone attend-
ing their cousin’s bat mitzvah rode 
a coach from their hotel to the 
venue, they also will know about 
the benefits of motorcoach travel. 
Yet, this is a very real opportunity 
for us to plant those seeds in that 
person’s mind. 

Now, I know what you are 
probably thinking. People paid to 
charter the coach. We can’t be sell-
ing to their guests. Well, you are 

Marketing Minute
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    Tour: Our browser based tour 
management system designed 
speciically for the motorcoach 
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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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and contract management, vehicle 
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accounting and operations reports.
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Accounting and Advance Dispatch 
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Web Manager Module: Provides online 
credit card processing, integrated quote 
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schedules and other custom      Chart 
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Data Backup and Recovery: Remote 
services includes daily, scheduled 
backup of RBS data iles over a secure 
connection.
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Charter Management System
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partially right and completely 
wrong.

Yes, someone chartered your 
coach and you shouldn’t send a 
salesperson onboard to make sure 
every one of those passengers ends 
up on your email list. But that is 
not the kind of selling you should 
be doing anyway.

Planting seeds
You are already selling your 

service by the very nature of how 
you do business. How your drivers 
dress, how the passengers are 
treated and how your coach looks 
and smells already are selling what 
you do. The next step is simply to 
plant some seeds about what else 
motorcoaches are great at doing. 

This can be done in unobtru-
sive, non-threatening ways that 
will deliver the message and won’t 
cross the line with your paying 
customers. There are lots of ways 
to do this. Some are easy and fast, 
some are more difficult, but all 
will deliver real results. 

One of the simplest ways to ac-
complish this is to implement a 
“campaign of the month” that in-
cludes distributing materials on 
your coaches focusing on the ser-
vices you offer and the advantages 
of coach travel. Materials for more 
than 20 such campaigns are avail-
able through the GoMotorcoach 
program.

This can be as simple as at-
taching a card rack and brochure 
holder to one of the front rows of 
the coach. Some operators have in-
corporated these messages into 
their safety briefing videos. These 
short commercial messages sim-
ply talk about all the things a coach 
can do, with no hard selling 
needed.

Other operators have their driv-
ers hand out the GoMotorcoach 
pass-along cards that highlight a 
specific service or attribute, while 
still others have built custom piec-
es that include safety messages on 
one side and marketing messages 
on the other. These are handed out 
to everyone boarding the bus. 

Marketing to these passengers 
does not have to be expensive or 
intrusive, nor does it require a 
sales pitch. It simply requires an 
effort to get them to think, for just 
a moment, about all of the other 
places in their life where a motor-
coach might fit and to deliver a 
quick explanation about how to 
book with you.

This is an opportunity to show 
them how affordable we are. Break 
down the cost of your minimum 
into a per-seat cost, and say things 
like “Prices starting at $8 per per-

son” to get people thinking about 
all the ways they could use your 
coach.

No matter where you live or 
market, if you sell charters, far 
more people get on your coaches 
every day than those who have 
booked with you. This is an oppor-
tunity to engage with and recruit 
new customers from a group that 
has already seen exactly what you 
have to offer.

As you prepare to grow your 
business and to launch your mar-
keting campaigns targeting those 
hundreds of millions of people 
who need what you have to offer, 
don’t forget about those that are al-
ready well within your reach — 
your current passengers. 

For more information about 
the Motorcoach Marketing Coun-
cil and its programs, go to www.
motorcoachmarketing.org.
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were Canada, Mexico and Germa-
ny. Japan was fifth.

The overall surge in Chinese 
visitors largely is seen as a num-
bers game. The world’s most popu-
lous country has a rising middle 
class with a growing desire — and 
the money — to travel.

Chinese tourists spend $6,000 
each per trip to the U.S. on aver-
age, the highest of any country 
they visit, according to Thompson 
of Brand USA. 

The total number of Chinese 
tourists traveling abroad jumped 
nearly 20 percent last year, to 109 
million, according to China Na-
tional Tourism Administration, a 
government agency. That means 

the U.S. currently is capturing only 
2 percent of Chinese overseas trav-
elers, leaving lots of room for 
growth.

Getting ‘China ready’
The National Tour Association 

reports it continues to register 
more tour operators to serve Chi-
nese group travelers.

NTA announced earlier this 

spring that enrollment in its “China 
Inbound Program” has grown to 
more  than  200  ac t ive  tour 
operators.

Last year, the NTA China In-
bound Program conducted famil-
iarization trips to Arizona; Hous-
ton and Galveston Beach, Texas; 
Park City, Utah; and, this year, 
New Orleans.

The trips were organized in 

collaboration with NTA supplier 
and DMO members, helping the 
program operators explore new 
destinations and develop new 
product and itineraries beyond the 
gateway cities, the NTA said.   

Along with assisting tour op-
erators, the NTA says it works with 
hotels and other tour suppliers to 
help them become “China-ready.” 

Haybina Hao, NTA’s director 
of international development, 
leads workshops in cities across 
North America, explaining Chi-
nese customs and expectations to 
those working with the group lei-
sure travel market.  

The ‘Chinese’ way
“It took time for American 

travel professionals to learn about 
the Chinese market and become 
confident working with it,” Hao 
said. “It’s been eight years since 
we opened the market up, but it’s a 
scary market for some because it’s 
so complex — culturally, politi-
cally and the way the Chinese do 
business.”

Hao’s sessions are designed to 
help suppliers understand how to 
meet travelers’ expectations, how 
to conduct a cultural analysis and 
how to deal with the unexpected. 
She also provides translation ser-
vices and encourages tour suppli-
ers to make their information — in 
print and online — available in 
Chinese.

Last month, an NTA board del-
egation traveled to China, where, 
along with Hao, they met with 
government officials involved in 
Chinese travel trade and owners of 
key Chinese travel agencies. The 
delegation also attended the China 
Outbound Travel & Tourism Mar-
ket and the World Travel Market 
Vision Conference.

“And back in the U.S., we help 
China Inbound Program operators 
get Chinese travelers into more 
motorcoaches, hotels, restaurants, 
stores, parks and attractions,” Hao 
said.

NTA is sponsoring a China 
Market Forum in mid-August in 
Savannah, Ga., as part of Contact, 
the association’s annual tour oper-
ator retreat.

The ‘ugly Chinese’ 
While the NTA and others seek 

to educate the American travel in-
dustry about the Chinese tourist 
market, the Chinese government 
has embarked on a program to ed-
ucate its citizens about being bet-
ter visitors. 

While “the ugly American” is 
an old travel industry cliché, badly 
behaving Chinese tourists are now 
being pressured to improve their 
manners while traveling abroad.

The often-brusque style of 
Chinese tour groups ranges from 
minor slights, such as spitting and 

www.motorcoachexpo.com
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CARSON, Calif. — A Carson-
based bus dealership was not liable 
in a 2010 rollover bus crash that 
killed two Chinese tourists and in-
jured eight others during a trip to 
the Grand Canyon, a jury has ruled.

The Los Angeles Superior 
Court jury last month found in 
favor of BusWest in a lawsuit filed 
by 13 plaintiffs who claimed there 
would have been fewer casualties 
had the company equipped the 
minibus with seat belts. The plain-
t i ffs  sought  $57 mil l ion in 
damages.

“Our hearts went out to the 
plaintiffs, but we just didn’t think 
there was any responsibility on the 

part of the dealer,” the jury fore-
woman told the Daily Breeze.

She said bus owner Betti Chi 
could have provided the plaintiffs 
with a bus that had seat belts and 
that the tourists decided to board a 
bus without belts.

Douglas Robinson, a lawyer 

for BusWest, said during f inal 
 arguments that his client had no 
role in providing the vehicle’s 
specifications.

Seven of the 10 tourists were 
ejected from the 2006 Starcraft bus 
in the crash, which occurred on a 
sharp curve along Pierce Ferry 

Road, just off U.S. Highway 93 in 
Arizona. Driver Zhi Lu testified 
that he lost control of the minibus 
after failing to see a sign before a 
curve signaling a speed reduction 
to 35 mph. 

Robinson maintained that fault 
for the accident was attributable to 

Lu and his employer, TBE Interna-
tional Inc., which was owned by 
Chi and bought the vehicle from 
BusWest in 2008.

TBE, Chi and bus manufactur-
er Forest River Inc. settled with the 
plaintiffs before trial for $8.25 
million.

California bus dealership cleared in fatal crash
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INTRODUCING THE NEW FORD TRANSIT

The 2015 Transit Wagon with the high roof 
has a CENTER AISLE THAT’S 6'5" HIGH.*

 *Medium roof shown.

THE NEW 
2015
TRANSIT

UP TO 
100.5 CU. FT.
Hauling lots of people usually means 
hauling lots of their stuff. The Transit 
Wagon offers generous cargo space behind 
the last row of seats.† There’s plenty of room 
for briefcases, computer bags, luggage and 
steamer trunks. All are easily accessible, 
thanks to widely opening rear swinging doors 
and a cargo fl oor as low as 28.2 inches.†

CONFIGURATIONS
SEATING6

With available seating for 8, 10, 12 or 15 
passengers, you can choose the Transit 
that best fi ts your needs. All 15 passengers 
can take their seats easily,† thanks to a 
center aisle. And to make sure no one feels 
boxed in, it’s available with fl ip-open windows 
on both sides, front and rear.

The new 15-passenger Transit Wagon is 
equipped with the industry’s fi rst 5-row 
side airbags.†† Standard. And with multiple 
safety features designed to help protect 
passengers, safety is clearly the top priority 
in Transit.

•  T H E  N U M B E R S  D O N ’ T  L I E  •
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15 PASSENGERS
5 ROWS

 1 AMAZING 

INNOVATION

BEST-IN-CLASS FACTORY-BUILT CARGO CAPACITY 
 IN A 15-PASSENGER WAGON**

cutting in line, to more outrageous 
incidents.

In Thailand in February, Chi-
nese tourists outraged Thais by 
drying underwear in an airport, 
defecating in public and kicking a 
temple bell.

In December, a group of Chi-
nese tourists abused Thai staff on a 
flight from Bangkok.

The rude behavior prompted 
Thailand authorities to issue thou-
sands of Chinese-language hand-
books on etiquette.

“Uncivilized behavior when 
traveling overseas has to some ex-
tent already affected the image of 
Chinese people,” the China Na-
tional Tourism Administration 
stated on its website. Such inci-
dents “make Chinese people blush 
with shame,” it said.

Blacklisted offenders
To save Chinese face, the 

China National Tourism Adminis-
tration announced new rules last 
month to establish a “blacklist” of 
offenders who demonstrate illegal 
or inappropriate behavior abroad.

 The six types of banned be-
havior include causing disturbanc-
es on public transport, damaging 
cultural relics, ignoring social cus-
toms and engaging in gambling or 
prostitution.

Under the trial regulations, the 
China National Tourism Adminis-
tration is developing a national da-
tabase on misbehaving tourists, 
with the records kept for up to two 
years, though tourists are allowed 
to appeal their inclusion on the list.

The rules do not specify what 
punishments are likely, but the 
Beijing Times reported that being 
blacklisted could affect a person’s 
ability to travel abroad again or se-
cure a bank loan, as an offender’s 
information may be passed to law 
enforcement, customs, transport 
and banking authorities.

Chinese groups
CONTINUED FROM PAGE 12
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LOUISVILLE, Ky. — The 
Bendix Wingman collision mitiga-
tion system, which was introduced 
to the motorcoach industry last year 
on new MCI coaches, is being up-
graded with additional features, in-
cluding a camera that can identify 
speed limit signs and report speed-
ing drivers to their employer.

Bendix says its new Wingman 
Fusion combines radar- and cam-
era-based safety systems and inte-
grates them with vehicle braking 
to bring a heightened level of colli-
sion avoidance to the market.

The system can automatically 
apply the brakes to avoid collisions 
with stationary vehicles, but it 
can’t yet identify non-metallic ob-
jects such as wildlife.

Among the features it does in-
clude are lane-departure warnings, 
following-distance alerts and over-
speed alerts — a new attribute.

The Wingman Fusion camera 
reads speed limit signs posted along 
the road and, when the driver ex-
ceeds the posted limit by 5 mph, the 
system issues an audible warning.

When the driver is 10 mph over 

the speed limit, the system will 
again issue an audible alert, but 
also will de-throttle the engine for 
one second to get the driver’s 
attention.

Additionally, it will capture 10 
seconds of video — five from be-
fore and after the threshold was 
crossed — and will transmit that to 
the fleet manager.

A total of 20 seconds of video 
are captured and available if the 
fleet manager wishes to access the 
complete video, but only 10 sec-
onds are transmitted to reduce data 

requirements.
Another new system feature is 

called “alert prioritization,” which 
— in the event multiple warnings 
are generated — will determine 
which of them is the most urgent 
and issue only that one.

Early impact warning
Bendix executives say Wing-

man Fusion will provide up to 3.5 
seconds of notice to a driver before 
an impact occurs. This is seen as 
being particularly useful when a 
motorcoach or other large com-
mercial vehicle is coming upon 
stopped traffic and is in danger of 
a rear-end collision. 

Wingman Fusion will provide 
audible alerts and, if necessary, 
apply the brakes to reduce the se-
verity of the collision or prevent it 
altogether, the company says.

“Wingman Fusion represents a 
pioneering technological stride 
that is far more than simply the 
collection of its parts,” said Scott 
Burkhart, Bendix vice president of 
sales, marketing and business de-
velopment. “It offers an all-inclu-
sive, better-performing safety op-
tion for fleets…”

The Wingman Fusion system 
is now being offered to truck and 
bus OEMs, and MCI says it’s look-
ing at the latest technology.

“Our roadmap takes into ac-
count the new advances made by 
Bendix, and MCI will look to in-
corporate these on coaches if ap-
propriate,” said MCI Vice Presi-
dent of Marketing and Product 
Planning Brent Maitland.

MCI adopts technology
About a year ago, MCI an-

nounced it was introducing a se-
ries of active safety and wheel-end 
technologies from Bendix Com-
mercial Vehicle System on its pop-
ular J4500 model. (See June 1, 
2014, and March 1, 2015, issues of 
Bus & Motorcoach News.)

The suite of technologies in-
cluded the Bendix Electronic Sta-

bility Program full-stability sys-
tem, Bendix Wingman advanced 
collision mitigation technology, 
Bendix Wingman active cruise 
with braking, the Bendix ADB22X 
air-disc brake, and the SmarTire 
Tire Pressure Monitoring System.

Maitland said addition of the 
systems represented a significant 
advancement in vehicle safety, 
performance and reliability.

Bendix ESP is designed to help 
address both roll and directional 
instability through sensors that 
recognize and mitigate conditions 
that could lead to rollover and 
loss-of-control situations.

Active interventions
Bendix Wingman is built on 

the foundation of Bendix ESP. It 
uses a radar sensor mounted to the 
front of a vehicle to provide active 
cruise control with braking fea-
tures, along with collision mitiga-
tion technology that delivers both 
warnings and active interventions 
to help drivers potentially avoid 
rear-end collisions, or at least help 
reduce their severity.

The Bendix ADB22X air disc 
brake provides improved stopping 
power while virtually eliminating 
brake fade, and offers drivers a 
car-like feel and straight, stable 
stops, the company says. 

Bendix’s SmarTire continu-
ously monitors the pressure and 
temperature of each tire to provide 
real-time tire status information to 
the driver.

A temperature-compensation 
feature allows the system to accu-
rately monitor pressure whether 
the coach has been sitting idle or 
has been driving for hundreds of 
miles. 

“While no system replaces the 
importance of safe drivers practic-
ing safe driving habits, Bendix and 
MCI are…improving motorcoach 
safety for drivers, their passengers 
and everyone on the road,” said TJ 
Thomas, Bendix director of mar-
keting and customer solutions.

Bendix upgrades collision mitigation system

Ontario considers online
ticket dispute system

TORONTO, Ont. — The prov-
ince of Ontario is considering 
adopting an online system for dis-
puting traffic citations, or what are 
known as administrative monetary 
penalty system fines.

The Web-based traffic court of 
sorts would allow individuals or 
companies to deal with traffic-re-
lated provincial and municipal 
fines via the Internet.

The province currently is con-
sulting with various stakeholders 
in a bid to determine whether 
motor carriers think an online sys-

tem would be effective, and wheth-
er it could maintain the principles 
of procedural fairness, including 
the right to be heard before an un-
biased decision-maker.

Fundamentally, for owners of 
commercial vehicles, it boils down 
to whether movement to an online 
system would be of benefit or a 
hindrance in disputing municipal 
or highway traffic offences.

The Ontario Motor Coach As-
sociation has expressed concerns 
about the unintended consequenc-
es of such a system.
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SAN FRANCISCO — Luxury 
transit startup Leap has been threat-
ened with legal action by a group 
accusing the company of violating 
the Americans with Disabilities Act 
by removing wheelchair accessibil-
ity features from its buses.

The Independent Living Re-
source Center filed a complaint 
with the Department of Justice al-
leging that Leap illegally discrimi-
nates against disabled people by 
not making its buses wheelchair 
accessible. 

The group also sent a demand 
letter to he company threatening 
legal action if it didn’t reinstall the 
wheelchair features.

According to the San Francisco 
Chronicle, Leap purchased used, 
wheelchair-accessible public transit 
buses and then retrofitted them to 
add bar-style seating and plush 
leather armchairs to the spaces 
once reserved for wheelchairs.

“You don’t get to pick and 
choose what members of the public 
you serve,” Jessie Lorenz, execu-
tive director of the Independent 
Living Resource Center, told the 
newspaper. “People with disabili-
ties in San Francisco run the gamut. 
Some of the people here with dis-
abilities are the haves. There are 
software engineers in wheelchairs 
that would love to use Leap.”

Leap runs one route between the 
Marina District and the Financial 
District during the morning and 
evening rush hours, offering work-
ers a comfortable ride complete 
with iced coffee and Wi-Fi for a 
one-way fare of $6. The company, 
which has raised $2.5 million in 
venture capital, began a version of 
its service in 2013, but then went on 
hiatus and started up again in 
March.

The demand letter sent to Leap 
alleges that in application docu-
ments submitted to the California 
Public Utilities Commission, Leap 
“identified all of its buses as ac-
cessible to individuals with dis-
abilities. Meanwhile, Leap rede-
signed and refurbished the buses 
and added many amenities.” (Leap 
is not currently licensed; accord-
ing to the letter, its application is 
still pending.)

The letter demands that the 
company “immediately redesign 
and operate its buses to provide 
full and equal transit services for 
individuals who use wheelchairs.”

It notes that many clients of the 
Independent Living Resource Cen-
ter have also complained about 
Leap’s inaccessibility. An anti-Leap 
Facebook group is advocating a bus-
blocking protest on Leap’s route.

In an email to the Chronicle, 
Leap CEO Kyle Kirchoff did not 

explained why the company chose 
to rip out its wheelchair-accessi-
bility features.

“The reason we bought used 
buses in the first place was so we 
could inexpensively strip down the 
interior to an empty box, and create 
the type of experience that would 

encourage people who typically 
drive their own cars to work, to start 
riding the bus.” he said. “It was im-
portant to start from scratch.”

Kirchoff said that the company 
has always planned on eventually 
adding accommodations for dis-
abled passengers and is “currently 

investigating ways we can remove 
seats from one of our buses to ac-
commodate disabled commuters.”

In a previous statement, Leap 
also said that its “understanding is 
that used vehicles do not have the 
same accessibility requirements as 
new vehicles.”

After the complaint was filed 
with the Department of Justice, the 
Chronicle determined that at least 
four Leap buses had wheelchair ac-
commodations before they were sold 
to the startup, meaning that the com-
pany would be required to maintain 
those features under the law.

Luxury transit company threatened with discrimination suit

Whatever 
lies ahead...
we’ll help you
get past it.

Get Lancer behind  
your fleet!
Since 1985, motor coach companies  

have known that, when disaster 

strikes, no insurer has their back like 

Lancer. Today, more motorcoach 

companies rely on Lancer than any 

other insurer for on-site support from 

our exclusive Catastrophic Response 

(CAT) Team...and over 100 nationwide 

bus claims specialists whose only job 

is to get them back on the road to 

profits fast!

For a premium quote, call your agent 

or 800-782-8902 x3264.  

Email: bus@lancerinsurance.com

Learn more: lancerinsurance.com

370 W. Park Avenue, P.O. Box 9004, Long Beach, NY 11561    I     lancerinsurance.com    I     
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seem to be accomplishing much of 
any goal.”

Participants in the hearing took 
aim at various FMCSA policies, 
including its efforts to significant-
ly increase the minimum levels of 
financial responsibility (liability 
insurance) required of bus and 
truck companies. The FMCSA’s 
Compliance, Safety, Accountabili-
ty (CSA) program also was a tar-
get of ire. Even the president of the 
Commercial Vehicle Safety Alli-
ance, representing state law en-
forcement agencies, called for 
CSA scores to be removed from 
public view because the program 
“is not being used as intended.”

Good news, but… 
“The safety record of commer-

cial motor carriers and motor-
coach operators has improved dra-
matically since the Federal Motor 
Carrier Safety Administration was 
established in 1999,” said Rep. 
Sam Graves, R-Mo., committee 
chairman, in his introductory 
statement. “The number of large 
trucks and buses involved in fatal 
crashes decreased by 17 percent 
and 4 percent, respectively, from 
2003 to 2013.

“Industry, drivers and the en-
forcement community alike de-

serve credit for these achievements. 
I am concerned, however, about the 
growing scope and number of new 
regulations being placed on the in-
dustry,” Graves said.

Among his goals, he said, is 
“reforming the way FMCSA un-
dertakes rule-making.”

Rep. Peter A. DeFazio, D-Ore., 
past chairman of the subcommit-
tee, said, “We can do better. Many 
of the problems we investigated — 
the development of CSA, drug 
testing, medical qualifications of 
drivers, bus safety, truck size and 
weight, cross-border trucking, 
FMCSA’s oversight of carriers — 
unfortunately is all still very much 
a work in progress. Very little has 
been settled.”

Congress shares responsibility 
for the muddle, DeFazio said. In the 
last federal surface transportation 
law, “We directed FMCSA to un-
dertake 41 regulatory changes, most 
of which required rule-making. We 
keep mandating lots of activity and 
today it seems to have resulted in 
less clarity for the industry and a 
wide variety of stakeholders.”

As an example, DeFazio cited 
driver hours-of-service rules. 
“FMCSA’s regulations are incredi-
bly difficult to understand,” he said.

The FMCSA also was criti-
cized for not acting promptly on 
congressional mandates.

“The DOT (Department of 

Transportation) recently convened 
a negotiated rule-making commit-
tee to develop a rule on driver 
training,” said Rep. Eleanor 
Holmes Norton, a Democrat repre-
senting Washington, D.C. “Robust 
driver training is something Con-
gress has directed DOT to consid-
er for nearly 25 years. The first di-
rective was in a bill in 1991. To say 
this rule is overdue is putting it 
fairly mildly.”

Financial responsibility
In his opening remarks Graves 

said the government should spend 
its resources on “initiatives that 
will move the needle in terms of 
reducing crashes, injuries and fa-
talities on the nation’s highways. 
Of particular concern to me is a 
recent regulatory proposal to raise 
the minimum levels of financial 
responsibility potentially by mil-
lions of dollars.”

Rep. Scott Perry, R-Pa., who 
has introduced a bill that would 
block the FMCSA from imple-
menting higher insurance mini-
mums, focused on the issue in his 
questioning of hearing partici-
pants, including UMA’s Scott.

Perry asked Scott how the mo-
torcoach industry would be affect-
ed if required to boost insurance 
coverage from $5 million to $20 
million per bus, an increase that 
has been discussed in recent 

months.
“It would be financially devas-

tating,” Scott answered. “For com-
panies smaller than myself, it 
would literally put them out of 
business. It very well could put us 
out of business as well. It would 
most certainly discourage new en-
trants from coming into this indus-
try because they simply would not 
be able to afford it. 

“There has been no study, no 
data shown that even proves that it 
is necessary. It is almost like the 
action might be specifically de-
signed to put companies out of 
business to a certain extent.”

Perry asked if Scott’s company 
has been involved in any accidents 
that approached $5 million in 
liability.

“We have been in business for 
33 years and no, we have never ex-
perienced a loss that has even come 
remotely close to that,” Scott said.

Compliance, compliance
Representatives of the trucking 

industry also expressed their frus-
tration with FMCSA policies and 
regulations.

“Instead of a reasoned, under-
standing approach to improving 
highway safety by addressing the 
key factors behind at-fault truck 
crashes, FMCSA policy enforce-
ment is driven by a goal of abso-
lute compliance with the letter of 

every single regulation, no matter 
the connection to at-fault crashes,” 
testif ied Danny Schnautz, vice 
president of Clark Freight Lines of 
Pasadena, Tex.  

“This is a huge missed opportu-
nity to achieve greater safety results 
at a lower regulatory burden,” said 
Schnautz, who represented the 
Owner-Operator Independent Driv-
ers Association at the hearing.

He said an enforcement em-
phasis on finding violations harms 
motor carriers by degrading safety 
scores over insignif icant viola-
tions and diverting attention to 
paperwork.

“Recently one of my trucks was 
inspected by a Texas state trooper,” 
he said. “Although the truck was in 
stellar condition, an inspection vio-
lation impacting our CSA score 
was issued because the trooper de-
termined that the decals for two 
digits of the truck’s USDOT num-
ber were unreadable.”

Schnautz added, “At a recent 
safety meeting, rather than discuss 
topics that would actually relate to 
safety outcomes, such as breaking 
down the preventative actions a 
driver could have taken to avoid a 
crash, because of CSA we trained 
drivers on the proper completion 
of a form.”

Meaningful improvements will 
require a broadened approach 

Industry officials
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transportation industries have an 
exceptionally high safety record,” 
he said. “If we unnecessarily raise 
minimum insurance rates we’ll only 
force out of business companies 
with an extremely safe track record; 
this is not the proper role of the fed-
eral government. We shouldn’t look 
to penalize companies that work 
hard and play by the rules.”

The issue is a primary focus of 
UMA lobbying efforts and was 
prominently discussed during the 
2015 Capitol Hill Days in March. 
During the two-day event, 80 UMA 
members held face-to-face meetings 
with senators and representatives in 
their Washington, D.C., offices to 
boost their awareness of federal is-
sues threatening the motorcoach in-
dustry and its customers.

Members of UMA’s leadership 
team, including UMA Vice-Chair 

Dale Krapf, met with Perry during 
Capitol Hill Days to discuss the in-
surance issue.

“The bus and motorcoach in-
dustry is facing a dire threat to 
growth and sustainability of our 
industry,” said Krapf, board chair-
man of Krapf Bus Companies. “A 
grateful United Motorcoach Asso-
ciation is thrilled Congressman 
Perry took the time to listen to the 
industry’s concerns and introduce 
critical legislation.” 

Insurance bills
CONTINUED FROM PAGE 1

from the current rules- and en-
forcement-centric model, said 
Tom Kretsinger, president of 
American Central Transport of 
Liberty, Mo., who represented the 
American Trucking Associations.

Traffic enforcement
“Despite clear evidence driver 

behavior is responsible for the ma-
jority of crashes, federal funding 
for on-road truck enforcement is 
predominately spent on inspecting 
vehicle condition, not traffic en-
forcement, Kretsinger said. “Gov-
ernment research shows that traf-
f ic enforcement coupled with 
limited inspection is at least four 
times more effective in preventing 
crashes and saving lives. Yet 
FMCSA data reflects a steep de-
cline in enforcement activity.”

State law enforcement agen-
cies also would like to adjust the 
focus of commercial motor vehicle 
activities, said Capt. Bill Rees of 
the Idaho State Police, who is pres-
ident of the Commercial Vehicle 
Safety Alliance.

The federal government influ-
ences state enforcement goals 
through the Motor Carrier Safety 
Assistance Program, which gives 
the states $218 million in annual 
funding.

“Most critical is giving the 
states more flexibility to design 
and implement programs that im-
prove commercial motor vehicle 
safety,” Rees said. “Our top prior-
ity is saving lives but we also have 
a responsibility to meet a long list 
of requirements under the Motor 
Carrier Safety Assistance Program 
to enforce associated safety regu-
lations…with limited resources.”

The federal program requires 
states to conduct roadside inspec-
tions, traffic enforcement, compli-
ance reviews, safety audits, target-
ed strike forces and educational 
activities, Rees said. 

CSA is broken
The Safety Measurement Sys-

tem scoring within the Compli-
ance, Safety, Accountability pro-
gram is “definitely broken,” said 
Rep. Bob Gibbs, R-Ohio. “When I 
talk to truckers in my district, the 
stories they tell me are unbeliev-
able and scary.”

Schnautz, speaking for the 
Owner-Operator Independent 
Drivers, called for current CSA 
scores to be pulled from the Inter-
net. He said carrier scores could be 
tarnished for violations unrelated 
to safety.

“We get citations for a trailer 
light being out on a daytime, 
20-minute drive. That light won’t 
be used in that 20-minute drive,” 

Industry officials
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he said. “It has turned us into a 
standard of perfection and that is 
not the real world.”

Schnautz said carrier scores 
could be ruined by the overzeal-
ousness of local law enforcement 
agencies. “It is easy money for an 
agency, a jurisdiction, to pull a 
truck over that has one light obvi-
ously out, write the ticket and let 
him go. That is a big disconnect. 
The revenue drives this a lot.”

Rees agreed that CSA scoring 
is not working. “CVSA supports 
legislation to remove the scores 
from public display for a number of 
reasons. It is beginning to impact 
our state programs. Motor carriers 
are now requesting inspections fre-
quently in an effort to try and get 
clean inspections and get their 
scores down. We have the citation 
adjudication to deal with now.

“The bottom line, it is not 

being used as intended. We have 
shippers using this to determine 
whether a carrier is safe and it was 
never intended for that.”

Sound science and enforcement
UMA’s Scott, in a prepared 

statement he read to the subcom-
mittee, took issue with what he 
called the FMCSA’s “over-zealous 
regulatory enforcement and lack 
of due process,” as well as delays 
by the agency in processing new 
entrant applications, often result-
ing in companies never opening.

He shared real-life cases of 
motorcoach operators who were 
wrongly forced out of business by 
the FMCSA, resulting in huge fi-
nancial losses.

“A long, miserable trail of em-
ployee layoffs, equipment repos-
sessions, foreclosures and unpaid 
creditors are the hallmark of the 

FMCSA’s unwarranted out-of-ser-
vice orders,” Scott said. “Surely 
Congress wants the FMCSA to di-
rect companies to correct deficien-
cies when they find them, but not 
to put companies with longstand-
ing good safety records out-of-
business — the equivalent of the 
corporate death penalty.”

Scott said UMA is willing to 
work with Congress to create “a reg-
ulatory climate at the FMCSA that 
ensures safe practices by drivers and 
operators, reasonable regulations 
grounded in sound science and test-
ing, and strong but fair enforcement 
of regulations that will improve the 
safety for our passengers and the 
traveling public while at the same 
time supporting a vibrant and grow-
ing passenger transportation indus-
try. We do not believe these goals 
are mutually exclusive.”
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HERSHEY, Pa. — Parked 
prominently on the floor of the 
Museum of Bus Transportation 
here is a motorcoach that seems 
destined to become the flagship of 
the museum fleet — a 1955/56 
Scenicruiser.

Yes, a “1955/56” Scenic. 
The coach has been on display 

since last summer when ABC Com-
panies loaned it to the museum. 

A months-long process has 
been under way to transfer owner-
ship of the coach after ABC Com-
panies decided last fall to donate it 
to the museum. The ownership 
change is expected shortly with a 
ceremonial handover of the title 
and keys in June.   

ABC acquired the coach eight 
years ago, restored it at the com-
pany facility in Faribault, Minn., 
and kept it at its headquarters com-
plex in Winter Garden, Fla., before 
loaning it to the museum last year.

With the donation, the museum 
is, in effect, getting two Sceni-
cruisers for the price of none.

That’s because Scenicruiser 
(PD4501-932) has the ABC histo-
ry that has more twists and turns, 
as well as potholes and detours, 
than any road it traveled during the 

40-plus years it was in service. 
Thanks to research by Fred 

Rayman, acknowledged Sceni-
cruiser expert and co-author (with 
Tom McNally) of the 2013 book, 
Greyhound Scenicruiser: Flagship 
of the Fleet, lots is known about 
the service life of the coach.

But, like any good bus story, 
the tale of the 932nd Scenicruiser 
to roll off the General Motors as-
sembly line also has gaps and a 
little mystery.

Long, difficult road  
Here are a few of the high (and 

low) points on the long road of 
Scenicruiser No. 932:

First, it’s actually two Sceni-
cruisers — Nos. 365 and 932.

Scenicruiser No. 365 was de-
livered to Pacific Greyhound Lines 
in April 1955. Over the years it 
was part of the fleet of Western 
Greyhound Lines and Central 
Southwest Greyhound Lines.

Ten years into its service life, 
in the early morning of Aug. 29, 
1965, it was on a Houston to New 
Orleans run along U.S. 90 when a 
west-bound lumber truck crossed 
over the center line and hit the bus 
nearly head-on. The crash, be-

tween Vinton and Edgerly, La., 
killed the truck driver and 10 pas-
sengers on the bus. Twenty-seven 
passengers were injured. 

The Houston-based driver of 
the Scenicruiser, Jeff Blankenship, 
survived. The lower level of the 
coach was destroyed.

In May 1956, Scenicruiser No. 
932 was delivered to Eastern Grey-
hound Lines. It was transferred to 
Central Southwest Greyhound 
Lines, running coast to coast. In 
1967, No. 932 experienced a major 
fire in the rear end.

Within a year or so, the rear one-
third of No. 365 was mated with the 
front two-thirds of No. 932. As part 
of the rebuild, the surviving coach 
was converted into what was known 
as a combo-car, that is, a freight-
hauling passenger bus.

This was done by removing the 
seats from the aft portion of the upper 
deck, erecting a bulkhead to partition 
off the remaining seats, and installing 
an access door that replaced the rear-
most curbside window. 

An estimated 100 of the 1,001 
Scenicruisers that General Motors 
delivered to Greyhound were con-
verted to combo-cars. The conver-
sion reduced the passenger seating 
capacity from 43 to 26.

Scenicruiser No. 932 was es-
sentially the surviving bus of the 
rebuild and reconfiguration. It was 
given a new fleet number, 0753, 
and operated from Dallas to Mem-
phis to New Orleans to Houston 
and back to Dallas.

Greyhound retired the coach 
early in 1977 after 21 years on the 
road. 

Between 1977 and 2007, when 
it was purchased by ABC Compa-
nies, Scenicruiser No. 932 had a 
succession of owners, including 
the First Baptist Church in Denver; 
Bellingham-Sumas Stages and 
Hesselgrave International, both of 
Bellingham, Wash.; and a Hessel-
grave driver.

 ABC purchased it from the 
Hesselgrave driver and restored it 
to a seated coach, reinstalling 

Scenic ruiser seats in the upper 
deck with the exception of those 
across the rear of the bus. A solid 
bench seat was installed instead of 
the five reclining seats Scenicruis-
ers had originally. 

The cargo door was removed 
and replaced with a solid side wall.

Finally, ABC painted the coach 
in the livery of Faribo Lines, a char-
ter service once operated by ABC 
Companies founder Clancy Cornell. 
In the early 1970s, Faribo Lines 
owned and operated a Scenicruiser 
(No. 777) that it eventually sold.

The last long road trip of No. 
932 occurred in April 2010 when 
Coach USA Executive Vice Presi-
dent John Oakman and Bus & Mo-
torcoach News columnist Dave 
Millhouser, a retired ABC sales 
representative, drove the coach 
3,006 miles from Winter Garden to 
Adrian and Amarillo, Texas, for a 
reunion of Scenicruisers. The bus 
performed flawlessly. 

Iconic design, designer
Many bus industry veterans 

consider the Greyhound Sceni-
cruiser to be the most-attractive 
bus ever to roll along an American 
highway. Its basic design was cre-
ated by world-famous industrial 
designer Raymond Loewy.

Among Loewy’s designs were 

the Shell, Exxon, TWA and the 
former BP logos, Coca-Cola vend-
ing machines, Lucky Strike ciga-
rette packaging, the Studebaker 
Avanti and Champion, and Air 
Force One livery.

Popular attraction
Since the Scenicruiser went on 

display at the museum last year, it 
has become a popular attraction. 
“It seems like every visitor can re-
late to it,” notes museum President 
Tom Collins.

ABC Companies is a long-time 
supporter of the museum. Clancy 
Cornell has served several terms 
on the museum board. 

“He, (current ABC Chairman) 
Dane Cornell and everyone at ABC 
have been instrumental in the resto-
ration of four of our most popular 
historic coaches,” Collins said. 

The Museum of Bus Transpor-
tation (www.busmuseum.org) shares 
a building with the Antique Auto-
mobile Club of America, providing 
a wide variety of historic vehicles 
for car buffs, as well as bus nuts. 

The Scenicruiser will be for-
mally donated by ABC Companies 
during the museum’s annual 
Spring Bus Fling on Saturday, 
June 6, on the museum campus in 
Hershey. For information, call 
(717) 566-7100 Ext. 119.

REPOS FOR SALEREPOS FOR SALE
•“Bank Repos” across the US   • Priced to Sell

• Variety of Makes & Models

1-877-737-2221 x30716
www.Bus-Buys.com — View “Repo Inventory” 

Excellent Condition–none nicer! 
Cummins • B500 • 58 pax w/lav 

200k TCM • Michelin Tires 
Alcoa Rims • Cordless Mics 

CD/DVD • Lots more options 
 Partial Financing O.A.C. 

$264,900
Trade for MCI D or DL3 Considered • More available 

Call / Email today for photos and more info! 
sales@royalstarhawaii.com / 808.832.6261

NEWLOWERPRICE!

Museum fleet gains iconic coach — the Scenicruiser 

FOR SALE – 5 Thomas 30 Foot Transit Buses
2008 Model Year, 30 perimeter seats + standees, double door, 
MBE Engine, Allison B300 transmission, Carrier A/C, clean 
white paint, excellent interiors, mileages vary from 233,000 

to 255,000. All owned and operated since new by ESCOT Bus 
Lines in Florida – NO corrosion. Priced to sell: $30,000 each. 
Call Brian Scott for information at (727) 545-2088

Bus & Motorcoach News columnist Dave Millhouser, a special advisor to the 
board of the Museum of Bus Transportation, steps off the Scenicruiser he 
once helped drive more than 3,000 miles.

June 2015
25-28 New England Bus 
Association Annual Conference, 
Mountain View Grand Resort & 
Spa, Whitefield, N.H. Info: www.
newenglandbus.org.

August 2015
8-12 Georgia, Alabama and 
South Central Motorcoach 
Associations Regional Meeting, 
Lake Lanier Islands, Ga. Info: 
www.alabamamotorcoach.org.

10-11 2015 Midwest Bus & 
Motorcoach Association Con- 
vention, Hotel Fort Wayne, Fort 
Wayne, Ind. Info: www.mbmca.
org.

20-23 Motorcoach Associa-
tions of South Carolina, North 
Carolina and Virginia Regional 
Meeting, Doubletree by Hilton, 
Columbia, S.C. Info: www.
scmotorcoach.org.

October 2015
17-20 42nd Annual California 

Bus Association Convention and 
Trade Show, Tenaya Lodge at 
Yosemite, Fish Camp, Calif. Info: 
www.cbabus.com.

25-27 2015 BANY Annual 
Meeting and Marketplace, Villa 
Roma Resort and Conference 
Center, Callicoon, N.Y. Info: 
www.BANYbus.org.

30 California Highway Patrol 
Commercial Vehicle Safety 
Summit, Wyndham Anaheim in 
Garden Grove, Calif. Info: www.
chp.ca.gov/html/cvss

Calendar



When your most valuable business asset has wheels, you need mobile solutions for managing critical 
operations. Prevost helps you turn your smartphone into a powerful tool that can increase effi ciency 
and decrease downtime. Our Locator app helps you fi nd the nearest Prevost service center from 
anywhere in North America, while our Tools app and driver’s side QR codes give you instant access 
to valuable Prevost service resources like maintenance manuals, driver’s guides, contact information, 
and service bulletins. The available Operator Marketing Tools help you to more effectively market 
your business. Plus, our digital interior design tools let you customize and see your coach before we 
start production, which helps you make better business decisions from the very beginning. No one is 
more invested in your success than Prevost. 

WE HELP YOU RUN 
YOUR BUSINESS FROM 
THE PALM OF YOUR HAND.

www.prevostcar.com



“TEMSA”,  “TS35” and Circle Design marks are trademarks owned by TEMSA GLOBAL SANAYI VE TICARET ANONIM SIRKETI.

TM

With top quality manufacturing, fully stainless steel exterior, and luxurious 
comfortable interior, your customers are sure to be satisfied.  We offer 
coaches of 30, 35, and 45 feet to accommodate a group of any size and 
help you best utilize your fleet.  Reliability that’s affordable. 

RELIABLE TRAVEL
RELIABLE COACH  RELIABLE SERVICE

877-723-4045 or visit WWW.CHBUSSALES.COM
For more information, contact CH Bus Sales at:


