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FORT MCMURRAY, Alberta 
— Diversif ied Transportation 
LLC is in the business of moving 
workers between their homes in 
Fort McMurray and the oil sands 
mining operations to the north.

In recent weeks, however, the 
motorcoach company has been fo-
cused on evacuating those workers 
as a major wildfire rages through 
we s t e r n  C a n a d a ’s  A l b e r t a 
province.

“Our buses are the first in and 
the last out,” said Mark Hannah, 
oil sands vice president for Diver-
sified Transportation, a division of 
Pacific Western Transportation.

Since the out-of-control forest 
fire started in early May, Diversi-

f ied has used about 200 motor-
coaches to move more than 80,000 
workers from the mining camps to 
Edmonton and Calgary.

Diversif ied also has had to 
move its fleet out of the path of the 
wildfire, which often shifts direc-
tion unexpectedly, three times.

As of late May the company 
had suffered no losses.

“All of our employees are safe 
and accounted for and all of our 
equipment is OK,” Hannah said, 
adding that the company has 700 
employees, five maintenance and 
off ice facilities and about 600 
buses.  “We’ve had no asset 
damages.”
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As Wi-Fi usage soars, operators scramble to control costs
About six months ago, Ira 

Steinberg, co-owner of Brook-
field, Conn.-based Coach Tours, 
thought somebody had figured out 
a way to tap into the Wi-Fi system 
on his coaches because the com-
pany’s data use was soaring.

But that wasn’t the case. Cus-
tomers were just using more data 
— a lot more.

Late last year, “it started to 
creep up and then this spring, it 
just took off,” Steinberg said.

“As things change and as more 
and more devices are Wi-Fi capa-
ble and they do more and more 
stuff, the data usage just took off 
and I’ve never seen anything like 
it before,” he said.

Customers often carry more 

than one Wi-Fi capable device, in-
cluding smartphones, tablets, lap-
tops, headphones and activity 
trackers.

And it’s not just young people 
who want Wi-Fi. Seniors do, too, 
Steinberg said.

Coach Tours, with 22 buses, 
isn’t alone in seeing Wi-Fi usage 
increase.

“They’re all talking about it,” 
Tom Ready, general manager of 
La Crescent, Minn.-based Ready 
Bus Co., said of fellow operators.

Ready said motorcoach opera-
tors need to cover their costs for 
providing ever more bandwidth to 
customers.

“The airlines charge you to sit 
in a wider seat now; it’s the same 

model,” Ready said, adding that 
people are accustomed to paying 
for such things. “That’s the model 
that we use and I would strongly 
urge all our members to do the 
same thing.”

Customers expect Wi-Fi and 
will pay for it, he said, noting that 
about 75 to 80 percent of the 

Bus company at ground
zero in Canadian wildfire
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TULSA, Okla. — When it 
comes to cracking down on motor-
coach operators, federal regulars 
sometimes just won’t give up.

Take, for example, the case of 
KrafTours Corporation of Tulsa. In 
2010, the Federal Motor Carrier 
Safety Administration accused 
one of the company’s drivers of 
operating without a license and 
levied a fine against KrafTours.

The company disputed the 
charge, arguing that the driver was 
unaware that his license had been 

suspended. Since then, the driver 
has died of cancer and KrafTours 
has stopped operating. 

That, it seemed, was the end of 
that.

Not so fast, says FMCSA, 
which recently renewed its 6-year-
old effort to extract a fine from the 
company.

The case was resurrected ear-
lier this year when FMCSA Agen-
cy Counsel Matthew J. Hardy is-
sued a “Field Administrator’s 
Reply to Interim Order” in the 

docket matter concerning Kraf-
Tours Corporation. The notice re-
newed a “Notice of Claim” filed 
on September 21, 2010, for an al-
leged violation of federal safety 
regulations on August 13, 2010.

The action was described as 
vindictive and embarrassing by 
Michael A. Kraft, the carrier’s op-
erator and attorney, in a caustic re-
sponse filed with FMCSA.

“Because any comment, even a 
whisper, about this matter has 
been non-existent for most of six 

years, Respondent, KrafTours 
Corporation, is not so much sur-
prised as disappointed that its gov-
ernment, while lamenting endless-
ly about budgetary shortfalls and 
increased responsibility neverthe-
less has found time, energy and 
resources to pursue a stale claim 
that might have rightfully faded 
into the deep recesses of the FMC-
SA’s D.C. computer system but for 
a reawakening by Assistant Ad-
ministrator, Mr. (John) Van Steen-
burg,” his filing states. 

FMCSA charged that the 2010 
violation occurred when “Respon-
dent knowingly allowed, required, 
permitted or authorized its driver 
to operate a CMV in commerce, 
from Oklahoma to Tennessee, at a 
time when that driver’s CMV li-
cense had been suspended by the 
State of Oklahoma.”

Kraft, serving as his own attor-
ney, denied the accusation and in-
sisted that neither he nor the driver 
was “knowingly” aware of the sus-

FMCSA pursuing 6-year-old fine against former operator
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Diversified Transportation LLC’s motorcoaches were the first ones in and the last ones out to evacuate workers 
from the oil sands mining operations in Alberta, Canada, when a major wildfire threatened the area.

CONTINUED ON PAGE 11 c
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ALEXANDRIA, Va. — There 
is good news for United Motor-
coach Association members: UMA 
has launched its new website.

The new site (the Web address 
remains www.uma.org) is ex-
tremely user friendly and features 
much more content and function-
ality than the previous version. 

The site is well-organized and fre-
quently updated with news, indus-
try information and social media.

UMA’s goal with the new site 
is to provide a more functional and 
interactive place for members and 
the general public to learn about 
the motorcoach industry and have 
access to resources.

There also is a dedicated por-
tion of the site for members, who 
can log in and download important 
documents and find other helpful 
resources. With the revamped 
website, the momentum following 
the recent successful UMA Motor-
coach EXPO and Capitol Hill 
Days can easily continue online.

As members explore the site, 
they will see that they now have a 
hub to get operator guides, training 
and other documents. The mem-
bers-only section is packed with re-
sources and benefits to help UMA 
members run their businesses.

“We want to create another av-
enue for our visitors and members 

to easily connect with the associa-
tion,” said UMA President and 
CEO Victor Parra.

“It is important that our mem-
bers stay knowledgeable and well 
trained. This revamped website is 
another example of UMA doing 
everything possible to ensure that 
our members are successful.”

FAIRFAX, Va. — Two well-
known names in the passenger 
transportation industry — Hotard 
and Trailways — have joined forc-
es as Eva M. Hotard takes over as 
president and CEO of the Trail-
ways Transportation System, Inc.

Hotard succeeds Gale C. Ells-
worth, who had retired last year 
after serving nearly two decades as 
president and CEO of Trailways, 
only to return as acting president 
when her replacement, Sheila D. 
Ryba, left the organization after 
fewer than two months on the job.

A search committee composed 
of Trailways board members unan-
imously selected Hotard from 
more than 400 applicants.

“Eva ran a very successful bus 

company. She has been in the busi-
ness for many years, worked her 
way up through the ranks and has a 
wonderful reputation as a talented 
business leader,” said Trailways 
Chairman Ron R. Moore, presi-
dent of Burlington Trailways in 
West Burlington, Iowa.

 “She knows all of the trials 
and tribulations that independent 
bus companies go through,” Moore 
said. “Eva clearly understands ev-
erything about the industry. We se-
lected her because of her experi-
ence and her leadership skills. 
Like Gale, Eva is passionate about 
the industry.”

Hotard, who spent nearly 30 
years with her family’s business, 
Hotard Coaches, most recently 

wo r k e d  a s  a 
m a n a g e m e n t 
consultant and 
executive coach. 

The Hotard 
family has been 
in the bus busi-
ness since 1935, 
when Etienne 
Hotard launched a line-run service 
between the Eastbank River Par-
ishes of Louisiana and New Or-
leans. In 1960, Eva’s father started 
Hotard Coaches as a one-bus op-
eration offering scheduled service 
between Vacherie, La., and New 
Orleans. It later became known for 
its charter transportation services.

Eva Hotard, one of nine sib-
lings, all of whom worked in the 

family business at one point, start-
ed her career with Hotard Coaches 
in 1977. She was named general 
manager in 1984 and president and 
CEO in 1993, a position she held 
until 2004.

Hotard had overall responsibil-
ity for the operating entities, two 
leasing entities and a partnership 
with land holdings. Under her 
leadership, Hotard Coaches grew 
from a three-vehicle operation to a 
fleet of more than 100 vehicles. It 
became one of the largest travel 
services companies in the Gulf 
South, with offices in New Or-
leans and Baton Rouge, La.; Bi-
loxi, Miss.; and Washington, D.C.

During her leadership tenure, 
the Hotard family businesses ex-

panded to include a destination 
management company for large 
themed events and meetings, pur-
chased a receptive tour operator, 
and gained 50 percent ownership 
(in partnership with the New Or-
leans Steamboat Company) of 
Gray Line of New Orleans, a sight-
seeing company.

She also led company initia-
tives to develop a customer-service 
monitoring system, customized 
 operating and fleet management 
software, convention sales systems 
and a system for training drivers.

In 2005, Hotard drew upon 
her experience hiring and training 
key managers to execute growth 
strategies when she became a 

Trailways ends yearlong search, names Eva Hotard CEO

UMA’s enhanced website offers more content, functionality
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WASHINGTON — The U.S. 
Department of Labor has unveiled 
a long-awaited rule that will make 
millions of American worker eli-
gible for overtime pay.

The rule, which will take effect 
Dec. 1, will double the threshold at 
which executive, administrative 
and professional employees are 
exempt from overtime pay to 
$47,476 from the current $23,660.

That’s expected to make 4.2 
million additional workers eligible 
to receive time-and-a-half wages 
for each hour they put in beyond 
40 a week.

Labor Secretary Thomas Perez 
said the current overtime threshold 
was originally intended to exempt 
high-paid executives but instead 
has denied overtime to low-level 
retail supervisors and entry-level 
office workers who often toil 50 to 
70 hours a week.

“Too few people are getting 
the overtime that (federal law) in-
tended,” he said. “It’s simply not 
right.”

Vice President Joe Biden called 
the change a critical part of the 
White House’s goal of “restoring 
and expanding access to the mid-
dle class. The middle class is get-

ting clobbered.”

Middle-class wages
The rule represents the Obama 

administration’s most prominent 
initiative to lift middle-class 
wages. President Obama’s call 
to raise the federal minimum wage 
from $7.25 an hour to more than 
$10 has been stymied by Republi-
cans in Congress.

The share of full-time workers 
who qualify for overtime has fall-
en from 62 percent in 1975 to 7 
percent today, according to the ad-
ministration. Under the new rule, 
35 percent of workers will qualify.

While some businesses wel-
come the measure, many say it 
will simply force them to reshuffle 
salaries to get around the regula-
tion. Others fear it will mean de-
moting white-collar workers and 
altering workplace cultures.

Many companies expect to con-
vert salaried workers to hourly em-
ployees who will need to punch a 
clock and track their hours, hurting 
morale in some cases because sala-
ried, exempt positions are often con-
sidered more prestigious, even if 
they aren’t high-paying positions.

Some companies will likely 
maintain the status of salaried em-

ployees, but will still have to mon-
itor their hours and net the extra 
pay for when they log more than 
40 hours.

Others will lift workers’ base 
pay to the new threshold to avoid 
paying overtime.

Part-time help
Many small businesses say 

they can’t absorb the added cost 
and will instruct employees to 
work no more than 40 hours a 
week, bringing on part-time work-
ers to pick up the slack, said Dan 
Bosch, head of regulatory policy 
for the National Federation of In-

dependent Business.
Perez said that will still be a 

plus because it will restore leisure 
time to overworked employees.

Some businesses plan to cut 
base employee pay to offset the 
overtime, effectively skirting the 
requirement.

“The Obama rule puts a huge 
cost and regulatory burden on em-
ployers, who will face pressure to 
cut back on benefits and full-time 
employees,” said Trey Kovacs, 
policy analyst with the Competi-
tive Enterprise Institute.

But U.S. Rep. Mark Takano, 
D-Calif., said it’s “long overdue,” 
adding that “millions of employ-
ees are working long hours with-
out fair compensation.”

Concessions made
The administration, which ini-

tially proposed the rule last sum-
mer, did make concessions in re-
sponse to the 270,000 public 
comments it received. For one 
thing, it lowered the new salary 
threshold to $47,476 from the pro-
posed $50,544.

It also is allowing employers to 
apply bonuses and incentive pay-
ments to up to 10 percent of the 
new salary threshold. The thresh-
old also will be updated every 
three years instead of annually, ris-
ing to $51,000 on Jan. 1, 2020.

Perez said the new rule also 
clarifies the types of duties white-
collar employees must perform to 
be exempt. That potentially makes 
eligible an additional 8.9 million 
workers now misclassified, he said, 
such as certain administrative em-
ployees who don’t supervise 
anyone.

The Labor Department pro-
posed the new rule last July and ac-
cepted comments from interested 
parties through September 4. The 
more than 270,000 comments it re-
ceived helped shape the final rule.
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Millions of workers will soon qualify for overtime pay

WASHINGTON — The pro-
jected publication date for the pro-
posed Commercial  Driver’s 
 License Drug and Alcohol Clear-
inghouse has been pushed back 13 
days, from August 16 to August 
29, according to the Department 
of Transportation’s monthly regu-
latory update.

The rule would establish a da-
tabase of CDL holders who have 
failed or refused a drug test and 
would require carriers to upload 

the information to the Federal 
Motor Carrier Safety Administra-
tion annually.

Carriers also would be re-
quired to check the database when 
hiring drivers.

One other pending regulation 
that would require speed limiters 
on large commercial vehicles, 
which has been awaiting Office 
of Management and Budget 
 approval for a year, is expected to 
be published before the end of 

June.
FMCSA also reminds opera-

tors that the congressionally man-
dated Unified Registration Sys-
tem that became effective last 
December for new entrants will 
also apply to existing registrants 
beginning on September 30.

Another proposed rulemaking 
that is expected to be published 
early next year would include 
MAP-21 enhancements and other 
updates to the URS.

Drug and Alcohol Clearinghouse delayed

Don’t
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WASHINGTON — Even be-
fore a charter bus headed to a ca-
sino crashed in Texas recently, kill-
ing eight people, casino-bound 
buses were on the federal govern-
ment’s radar.

That one-vehicle rollover last 
month near Laredo has raised ques-
tions — and a possible lawsuit — 
about whether casinos that hire 
charter buses are responsible when 
those operators skirt safety rules.

Similar lawsuits have been 
successful in the past. Last month, 
for example, a Dallas County jury 

ordered the Choctaw Nation of 
Oklahoma to pay $11 million to 
the families of two women who 
were killed in 2013 when a char-
tered bus crashed on the way to a 
casino.

Even before the Texas crash, 
the U.S. Department of Transpor-
tation issued new rules aimed at 
further stemming the tide of bus 
crashes, some of which have oc-
curred on trips to and from New 
York and Mohegan Sun Casino in 
Uncasville, Conn.

The rules are aimed at keeping 

riders within the confines of a bus 
after a crash, or “mitigating occu-
pant ejection,” as the DOT put it in 
a press release.

In 2013, the National Highway 
Traffic Safety Administration stip-
ulated that new buses must have 
seat belts beginning later this year. 
And, in 2014, NHTSA directed bus 
lines to improve structural integrity 
so windows and emergency exits 
don’t pop out and become “ejection 
portals” during a rollover.

The rules issued last month are 
performance requirements for 

windows and roof panels, as well 
as testing guidelines that include 
propelling an “impactor” weigh-
ing 57 pounds toward a bus win-
dow at 13.4 mph.

To pass, windows would have 
to stand up to projectiles measur-
ing four inches, or displacement of 
6.9 inches if the test glass is 
pre-broken.

Emergency exit latches would 
have to prove functional after a 
crash and be designed so as not to 
hinder exit.

Bus crashes have been a source 

of concern in Connecticut because 
of two instances of accidents on 
routes to and from New York City 
and the casino.

In 2011, a bus returning from 
the casino careened off a Bronx 
roadway and killed 15. The driver, 
who had been accused of falling 
asleep at the wheel, was acquitted 
of manslaughter charges.

Earlier this year, a bus heading 
to the casino hit a guardrail and 
flipped in the snow on Interstate 95 
in Madison. A total of 36 passen-
gers were injured, some critically.

Casino charter crashes prompt government regulations

Trucker association asks for delay in sleep apnea rule
GRAIN VALLEY, Mo. — The 

Owner-Operator Independent Driv-
ers Association has requested an ex-
tension to submit comments about 
the obstructive sleep apnea ad-
vanced notice of proposed rulemak-
ing so it can properly review results 
from a yet-to-be released survey.

OOIDA Executive Vice Presi-
dent Todd Spencer submitted a let-
ter to the Federal Motor Carrier 
Safety Administration’s Scott Dar-
ling and the Federal Railroad Ad-
ministration’s Sarah Feinberg re-
questing an extension until August 

to file comments. 
Spencer said the American 

Transportation and Research Insti-
tute initiated a survey that will pro-
vide a comprehensive look at the 
impact of obstructive sleep apnea 
screening and treatment within the 
motor carrier community, which is 
beyond the information that any 
one carrier can provide.

The results of the survey are 
expected to be released this month. 

“With this data in hand, OOIDA 
will be able to present a better anal-
ysis of the information requested 

by the advanced notice of proposed 
rulemaking,” Spencer wrote. 

“Immediately upon release of 
the study, OOIDA staff will begin 
our evaluation of the data. We then 
require the opportunity to compile 
our findings and share those with 
our members, as well as time to 
elicit feedback from our members. 
OOIDA members consist of indi-
viduals who have very full sched-
ules on a daily basis. To complete 
this process properly and provide 
useful feedback to the Agencies, 
we require sufficient time.”

FMCSA and FRA published 
the advanced notice of proposed 
rulemaking about a potential sleep 
apnea regulation on March 10. 
Since then, the agencies have so-
licited comments from members 
of the trucking, motorcoach and 
medical industries about the issue. 
Public listening sessions on the 
topic took place in Washington, 
D.C., Chicago and Los Angeles. 

Spencer said any rule regarding 
sleep apnea testing would strongly 
affect OOIDA’s members.

“OOIDA’s members are pri-

marily small business owners, and 
they collectively own and operate 
more than 200,000 individual 
heavy-duty trucks,” Spencer 
wrote. “They will be greatly im-
pacted by any rule relating to 
screening and treatment for ob-
structive sleep apnea, along with 
the majority of truck owners. With 
90 percent of carriers being com-
prised of six trucks or less, this 
concern is substantial. As such, we 
have the responsibility to thor-
oughly assess all data available on 
obstructive sleep apnea.”
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BISMARCK, N.D. — An 
1,885-mile stretch of U.S. High-
way 83 that runs through the Mid-
west from Canada to Mexico is 
being envisioned as an “Autono-
mous Friendly Corridor” for driv-
erless vehicles.

North Dakota technology talk 
show host Marlo Anderson and the 
Central North Trade Corridor As-
sociation have been working since 
2014 on the project.

The corridor, which Anderson 
calls “underused,” runs through 
North Dakota, South Dakota, Ne-
braska, Kansas, Oklahoma and 
Texas. It crosses the northern bor-
der into Manitoba and touches the 
southern tip of the United States, 
ending at Mexico.

Under the current plan, the au-
tonomous highway would be the 
first in the United States to allow 
driverless vehicles to transport 
cargo and passengers.

“Our areas are all kind of land-
locked,” Anderson said. “Our 
country was founded east to west 
so, generally speaking, trying to 
go north-south is really, really 
difficult.”

While a vehicle driving itself 
isn’t unheard of — Google, for ex-
ample, has been using autono-
mous cars since 2009 — a specific 
highway for the technology to 
share the road with human-operat-
ed vehicles is new. 

The Central North Trade Corri-
dor Association, a volunteer organi-
zation, is not alone in its thinking. 
In January, U.S. Transportation 
Secretary Anthony Foxx announced 
that President Obama proposed 
$3.9 billion over the next 10 years 
to develop innovations for self-driv-
ing vehicles. The proposal has not 
yet gone through Congress.

U.S. Sen. John Thune, R-S.D., 
chairman of the Senate Committee 
on Commerce, Science and Trans-
portation, spoke last month at a 
committee hearing about the poten-
tial benefits of driverless vehicles. 

“Full, self-driving cars will be 
here sooner than we think,” Thune 
said in his opening remarks. “We 
are facing an opportunity to ex-
pand (vehicle technology) while 
also making it smarter and safer.”

Anderson’s ideal test run 
would be driving — or rather not 
driving — from Bismarck, N.D., 
to Pierre, S.D., on Highway 83. He 
hopes for a test run in 2017.

“That’s what we’re going for, 
but there’s a lot that has to be 
ironed out between now and then,” 
he said. “But it’s possible. The 
technology is there.”

Only seven states have legisla-
tion regarding autonomous vehi-

cles. North Dakota approved a 
measure last year allowing a study 
about which, if any, laws need to 
be changed to accommodate auto-
mated vehicles and to research 
how they could reduce traffic ac-
cidents and congestion and im-
prove fuel economy.

Autonomous vehicles would 
obey the laws of driving, Anderson 
said. “So it stops at stop signs, 
goes the speed limit,” he said. 

While that might mean safer 
roads, it also means that “Ameri-
cans need to be comfortable being 
passengers in their own vehicles,” 

as Thune put it.
Anderson, who has been a pas-

senger in 20 or so autonomous ve-
hicles said, “It’s like getting in the 
car with a new driver. It’s a little un-
comfortable at first, but when you 
see how good they drive, you relax.” 

Anderson and the corridor as-

sociation are working toward cre-
ating a coalition of the six states 
and Canada. 

“It’s pretty strong now between 
Canada and North Dakota,” An-
derson said. “This will set a foot-
print for the rest of the country to 
follow.”
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Highway 83 seen as future driverless vehicle corridor
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By Stephanie Ricca
Hotel News Now

Independent hotels and Millen-
nials just may be a match made in 
heaven, thanks to the popularity of 
authentic local experiences among 
today’s travelers.

And while unique experiences 
aren’t reserved for Millennials 
alone, independent hoteliers are 
noticing that this valuable cohort is 
more and more tuned in to experi-
ential travel, so they’re offering 
specialized marketing in the form 
of themed promotions and other 
content designed to attract them.

The Little River Inn in Men-
docino, Calif., had Millennials 
specif ically in mind when it 
launched its “Meet Mendocino” 
website last summer to showcase 
what general manager Cally Dym 
calls “truly, our ‘favorites’ list 
around the region.”

Meetmendocino.com devel-
oped out of Dym and her team’s 
desire to share curated itineraries 
with younger, newer guests who 
might not know the area.

“We’ve been around a very 
long time, and one of the happier 
challenges we have is figuring out 
how to keep evolving and updating 
and keeping current, while still not 
appearing to change,” she said. 
“Millennials are the upcoming 
travel group and we want to cap-
ture them now, so they build mem-
ories here.”

The itineraries and recommen-
dations on the site include things 
like hiking trails, wine bars and 
sports. Many of the recommenda-
tions are destinations at the hotel, 
like the Little River Inn Bar, but 
they’re not limited only to the ho-
tel’s venues and activities, nor are 
they limited only to partners the 
hotel has relationships with.

That’s on purpose, Dym said. 

Convention and visitor bureau 
sites often include content limited 
to paid partners, for example, 
which isn’t always the most help-
ful to the traveler.

“On this site, we included ex-
actly what we think is best,” she 
said.

That might mean it includes a 
bar the chef likes or a hiking trail a 
team member recommends.

The site makes no overt men-
tions of the Little River Inn, and it 
also lists other hotels as well.

“The soul of the site really isn’t 
about marketing; it’s about what’s 
cool here,” Dym said. “We wanted 
to grow it organically.”

With a growing number of 
young people traveling to the area, 
she said the site has been a success 
in reinforcing local experiences — 
something the hotel has always 
considered part of its DNA.

Often, content attractive to 
Millennial travelers is right in a 
hotel’s backyard.

That was the case for New 
Mexico’s Heritage Hotels & Re-
sorts, which operates nine inde-

pendent hotels in the state. Maresa 
Thompson, Heritage’s marketing 
and creative director, developed 
promotions around the TV shows 
“Breaking Bad” and “Better Call 
Saul,” which just so happen to ap-
peal to Millennial travelers, she 
said.

“Because the shows were 
filmed here, we thought it would 
be fun to put together some unique 
packages to target people interest-
ed in the shows, and we sell a lot of 
them,” she said.

Authenticity is the backbone of 
all the company’s promotions and 
PR campaigns at its hotels, and 
Thompson said that resonates par-
ticularly well with Millennials.

“We focus on psychographics 
and interests (when creating pro-
motions and packages), but where 
we’re moving, particularly with 
technology and the way we’re mar-
keting, is hitting more of that Mil-
lennial traveler,” she said. “It’s a 
way to make that person more of 
our audience and that’s only going 
to grow.”

The “Breaking Bad” and “Bet-

ter Call Saul” packages gain trac-
tion among Millennials in part be-
cause Heritage is pushing them out 
through social channels rather than 
more traditional paid marketing, 
she said.

Knowing what area attractions 
will bring Millennials to town 
helps with content, too.

Ingrid Summerfield, president 
of Filament Hospitality, which op-
erates more than 15 independent 
hotels mostly located in Califor-
nia, Utah, Wyoming and Hawaii, 
said the company targets promo-
tions to specific age groups when 
the situation warrants it.

“In Palm Springs, Calif., for 
example, there are reasons why a 
younger age group may come to 
our property (the V Palm Springs) 
at certain times, like during the 
Coachella (music festival),” she 
said. “So we’ll create very specific 
packages that speak to that age 
group.”

A hotel’s price point is another 
factor that influences traveler pro-
file, and independent hoteliers are 
developing content targeted to 

Millennials at hotels that may be 
friendlier on their wallets.

“Price does factor in, along 
with general mood of the proper-
ty,” Summerfield said. “Millenni-
als aren’t going to go to a stuffy 
hotel.”

She cited Filament’s Basecamp 
hotels (with locations in Lake 
Tahoe and Tahoe City, with a Boul-
der, Colo., location opening soon), 
which offer bunk-style rooms and 
a cozy-cabin vibe, which attracts 
younger people to the area.

Thompson said Heritage also 
matches programming with a ho-
tel’s price point.

“We see our Millennial travel-
ers are staying at our economy 
properties and they may be more 
price-conscious than our non-Mil-
lennial travelers, so that factors 
into our programming,” she said.

Summerf ield also said that 
across the board, encouraging com-
munity space at independent hotels 
is another way to attract Millennial 
and Millennial-minded travelers.

“We create public spaces and 
programming that allows for en-
gagement and for people to hang 
out,” she said. “It might be s’mores 
by the f ire or ping pong by the 
breakfast room. Our properties are 
designed to encourage social 
interaction.”

All  three  hote l  off ic ia ls 
stressed that while certain proper-
ties and promotions may have in-
herent appeal for younger Millen-
nial travelers, independent hotels 
are designed to appeal to the Mil-
lennial mindset, whatever the trav-
eler’s age.

Stephanie Ricca heads the day-
to-day operations for Hotel News 
Now’s content initiatives. She 
has nearly a decade of experience 
in hotel trade journalism, most re-
cently serving as editor-in-chief at 
Hotel Management magazine.

Independent hotels have their sites set on Millennials
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ISSUE NO. 309

ITHACA, N.Y. — A new study 
from Cornell University suggests 
that hotel guests appreciate sub-
stantive responses to negative re-
views, but operators should go 
easy on review responses.

The study found that revenue 
levels increase as the number of 
management responses increases, 
but only to a point. After about a 40 
percent response rate, hotels seem to 
reach a point of diminishing returns. 

The study, “Hotel Performance 
Impact of Socially Engaging with 
Consumers,” was conducted by 
Chris Anderson, an associate pro-
fessor at the Cornell School of 

Hotel Administration, and Saram 
Han, a doctoral student.

“We see that hotel managers 
generally want to interact with 
guests who post reviews online, 
but the question remains of exact-
ly how to do that,” Anderson said.

“We ran several tests of what 
happens when the hotels respond 
to reviews posted on TripAdvisor. 
For one thing, simply encouraging 
reviews is related to an improve-
ment in a hotel’s TripAdvisor rat-
ings, compared to competitors.”

Anderson and Han found that 
the simple fact that managers re-
spond to reviews leads to im-

proved sales and revenue when 
consumers click through from Tri-
pAdvisor to the hotel’s listing at 
online travel agents.

“However, we found a caution-
ary situation,” Anderson said. “It 
turns out that making too many re-
sponses is worse than offering no 
response at all, in terms of both 
ratings and revenue. So, managers 
should focus on making construc-
tive responses to negative reviews 
rather than simply acknowledging 
positive comments.”

The study can be read at http://
scholarship.sha.cornell .edu/
chrreports/10/.

Responding to online hotel reviews is good — to a point
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By Dave Millhouser

My buddy Johnny owned a 
sightseeing company in Washing-
ton, D.C. One night (many years 
ago so it’s long past the statute of 
limitations), he got a phone call 
from a driver. 

He said the automatic trans-
mission in his MC8 had betrayed 
him and refused to engage any 
gear but reverse. 

Johnny thundered across town 
in a spare coach to rescue the 
stranded customers. Once they 
were happily on their way, he 
climbed into the MC8’s driver’s 
seat and backed that jewel plumb 
across our nation’s capital to his 
garage. 

How would you like to be a 
driver stopped at a red light and 
have a bus butt pull up next to you, 
then roar off backwards when the 
light turned green?

Think this is about Johnny’s 
unbelievable backing skills? 
Gotcha.

Consider other things that are 
being done backwards, and the 
dangers they present.

In business, you use creativity 
and sweat to provide services that 
people want to buy. If you are suc-

cessful, they pay you for them. The 
better you do, the more you make. 

Wouldn’t it be easier to do it 
backwards? Decide how much 
money you want, and require your 
customers to provide it. Then, if 
you feel like it, offer whatever 
level of quality you’re in the mood 
for. 

Instead of working at improv-
ing services or making them more 
efficient, pump all your effort into 
thinking up ways to demand more 
revenue and f igure out ways to 
fool customers into thinking some-
one else is paying.

This backwards approach only 
works when the public has no 
c h o i c e  ( l i k e  w i t h  t r a n s i t 
authorities).

Then, of course, there is the 
regulatory environment that sup-
posedly makes businesses operate 
honestly and safely. Theoretically, 
elected officials make the rules, 
and we might assume they’d hire 
folks knowledgeable about the in-
dustry to enforce them. 

Nah. Legislators delegate re-
sponsibility for rulemaking and 
enforcement to bureaucrats whose 
expertise is — bureaucracy. Those 
functionaries then try to learn the 
business they’re responsible for 

controlling. 
When things go awry, officials 

we elected (and therefore can fire) 
cower behind layers of civil ser-
vice employees who are difficult 
to discipline.

On the rare occasion when in-
cumbents are “fired,” the bureau-
crats live on, hovering out of sight 
in the depths like prehistoric 
coelacanths.

In this backward approach, the 
public suffers as companies pour 
resources into compliance with 
regulations of dubious value rather 
than improving service, productiv-
ity or products. 

Clyde Wayne Crews of the 
Competitive Enterprise Institute, 
in his annual survey of the state of 
federal regulation, posits that if the 
money spent in America on en-
forcing and complying with feder-
al regulations was used instead to 
start a whole new country, that 
country would be a major econom-
ic player on the world stage.

A wizened friend said that “ev-
eryone wants a good economy, but 
it’s been taken over by regulators 
and bureaucrats and Congress is 
scared to do anything.”

We sometimes take a back-
wards approach to legitimate law 

enforcement, working at making it 
easier  to police people and 
industries. 

Our Founding Fathers insisted 
on a Bill of Rights limiting govern-
ment, in order to do the opposite. 
They’d seen how police power 
could be abused, and wanted to 
limit it. Even well-intentioned 
abuse is abuse (everyone thinks he 
or she is on the side of angels). Nazi 
Germany is an example of efficien-
cy in making law enforcement sim-
ple and easy. A bit of sloppiness is a 
hallmark of a free society.

A regulatory agency whose 
statistics mulishly include traffic 
violations that were dismissed by 
the court system may be well in-
tentioned, but the Founding Fa-
thers would want to spank them.

That particular incident may be 
behind us (pun intended), but is 
symptomatic of a backwards ap-
proach in which regulators feel 
free to ignore “due process.”

The garage phone rang and my 
friend, a mechanic, picked it up. A 
driver reported that he’d just start-
ed his engine and it was blowing 
oily dark smoke and going back-
wards when he stuck the transmis-
sion in first gear. 

“Go back and shut that sucker 

off,” said my 
fr iend.  When 
the driver came 
b a c k  o n  t h e 
p h o n e  a n d 
asked what to 
do next, he said, 
“Start ‘er back 
up.” This time 
all went well, 
and the driver thought my buddy 
was a wizard.

In ye olden days, sometimes if 
you punched the starter button 
(rather than hold it down), two-
stroke Detroit Diesel engines 
could fire up backwards. You then 
had a bus with one forward speed 
and four in reverse — noisy, little 
useful power and belching black 
smoke out of the air filter. There’s 
a metaphor in there somewhere.

Johnny from D.C. might like 
that, but it isn’t very practical in 
the long run. In fact, if you didn’t 
shut it down in time, it seized (the 
oil pump is pulling when it should 
be pushing).

Doing things backwards in-
volves some real long-term risks.

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

Traveling backwards through Washington with regulators

Dave Millhouser

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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NEW YORK CITY — “I am 
sitting in my off ice and have a 
pretty good view. I am not in a cu-
bicle somewhere. I am looking at 
the spire of the Empire State 
B u i l d i n g ,”  s a i d  S h aw n e e 
Schreiber.

She spoke on her cellphone 
from her “office,” the driver’s seat 
of a motorcoach, while her passen-
gers — a school group from Penn-
sylvania — enjoyed their end-of-
year field trip.

Schreiber, a bus driver since 
1987, joined Krapf Coaches in 
1992 and has been a full-time 
coach driver for six years.

“I’ve enjoyed driving and 
being on the road since I was a kid. 
I always had an attraction to drive 
the coaches because of the chal-
lenge and because I could go be-
yond the local area and broaden 
my horizons,” she said. “The sec-
ond part I like is the people I meet. 
I meet people from all walks of 
life, all religions, all backgrounds. 
It is so cool to converse with them 
and learn about them. It keeps you 
very open-minded.

“The hours are pretty good, the 
pay is generally good and I am sit-
ting in New York City with a pretty 

good view.”
As transportation industries 

face chronic shortages of drivers, 
especially for over-the-road ser-
vice, women may be a relatively 
overlooked source of employees in 
a field traditionally dominated by 
men.

“Recruiting of drivers is al-
ways an issue and is escalating,” 
said Patricia A. Crowley, executive 
director of the Greater New Jersey 
Motorcoach Association. “Quali-
fied drivers are qualified drivers, 
regardless of sex.”

Gary D. Krapf, president of 
Krapf’s Coaches in West Chester, 
Pa., said the company employs two 
full-time women coach drivers, 
“who are as good as anyone we 
have, driving our newest coaches.”

“Being that we operate other 
services like transit and school 
buses, we traditionally have had a 
lot of female drivers,” Krapf said. 
“Like the men, if they prove they 
are coach material they get a 
chance to move into charters.”

Tim Stout, president of Stout’s 
Transportation in Trenton, N.J., 
said the company has a female 
driver who has been there for more 
than 40 years.

“We are trying to reach out to 
more women, and just had a brain-
storming session on such,” he said.

But, as operators and drivers 
agree, the factors that make it dif-
ficult to recruit and retain long-
distance drivers may discourage 
women more than men.

“As you know it is a different 
lifestyle,” Krapf said. “Male or fe-
male, it is difficult to attract driv-
ers to travel over the road.”

The call of the open road sings 
to women as well as men.

 “It is a challenge. I love it,” 
said Nakita Jones, a driver for Pan-
orama Tours of Clifton, N.J. “I get 
to travel and I get to meet new 
people.”

Xylina Steeples, who started 
driving a motorcoach last year 
after 15 years of driving school 
buses, said, “It makes me feel free 
and I am traveling to places I prob-
ably would have never seen if I had 
a normal job.”

“Right now I am in Philadel-
phia. Yesterday I was in Washing-
ton, D.C., and Virginia. Tomorrow 
I will be in New York,” said Stee-
ples, also a former transit bus op-
erator who now drives for Vandalia 
Bus Lines in Caseyville, Ill.

“This job is fun — very, very 
fun. We meet so many great people 
and many of them want to keep in 
touch with us.”

About one-quarter of Vandal-
ia’s drivers are women, said com-
pany Vice President Dennis Streif.

Jennifer Gossett has been driv-
ing Vandalia charters for seven 

years. “I used to operate a transit 
bus. I feel like I have accomplished 
something. I never thought I would 
be traveling across the country in a 
big bus.

“I enjoy the freedom of being 
my own person and being respon-
sible for handling things. You are 

Women motorcoach drivers respond to call of the road
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Xylina Steeples, who started driving a motorcoach last year after 15 years 
of driving school buses, said,“It makes me feel free and I am traveling to 
places I probably would have never seen if I had a normal job.”
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 company’s 85 buses have Wi-Fi.
Even Southwest Airlines, 

which lets two bags fly free, charg-
es $8 per day, per device, for in-
flight Internet access on Wi-Fi en-
abled aircraft.

Among hotels, which typically 
offer free basic Wi-Fi, some have 
tiered pricing with extra fees for 
faster service or more devices. 

“You don’t want it to be a red 
cost, a negative,” Ready said. “Just 
raise the prices, they’ll pay it. 
They’re not going to not go with 
you if you’re a good-quality guy. 
This is an add-on — you’re al-
ready giving them a nice, nice bus 
and some healthy insurance and a 
skillful driver. This is one of those 
much-more deals.”

Coach Tours is considering 
raising its per-bus Wi-Fi charge, 
now $15 a day, to about $30 or $35 
around mid-July to cover its rising 
data costs, Steinberg said. There 
also are costs for wireless routers 
and services attached to them.

Steinberg said Coach Tours 
had a 60-gigabyte-a-month plan 
with its wireless carrier, but that 
wasn’t enough, so it bumped up to 
80. Not enough. So it bumped to 
100. Still not enough.

The company was at 341 giga-
bytes in May with four days left on 
its monthly plan, he said.

“The most we could buy was 
100 gigabytes in a package plan 
and it was running us about 
$1,100, $1,200 a month for that 
much,” he said. “But the overage 
was $15 a gig.”

His carrier has been good 
about working with him to adjust 
his plan upward, he said, and the 
company now has settled on 281 
gigs at $2,500.

Coach Tours also has benefited 
from using Cradlepoint Inc. to 
manage content  and speeds 
through wireless routers on the 
buses. It also can control when 
movies or videos are downloaded 
to prevent the consumption of 
large amounts of bandwidth all at 
once.

“If one or two people down-
load a movie, it’s not a big deal,” 
Steinberg said. “If you’ve got 40 
(people) downloading a movie, it’s 
a horror show.”

Cradlepoint’s ability to restrict 
content also has been helpful in 
preventing inappropriate use, he 
said.

Motorcoach operators need a 
set of tools for control, said Lind-
say Notwell, vice president of car-
rier and international business for 
Cradlepoint.

“All of our devices have … 
built-in things like white-listing 

and black-listing and also a couple 
of unique ones around rate-limit-
ing,” Notwell said of allowing or 
prohibiting sites and controlling 
speeds.

“So we can say, ‘Only allow 
each Wi-Fi client so many bits per 
second of speed.’ We also allow 
them to open everything up in 
terms of speed, but then eliminate 
video streaming if they (operators) 

wanted to do that. So there’s lots of 
ways to skin the cat here” to help 
operators manage their Wi-Fi.

Transportation is the fastest-
growing segment of Cradlepoint’s 
business, Notwell said.

Operators not only have to 
worry about where people are 
going online and how much data 
they’re using, they also have to be 
concerned about malware, he said.

Cradlepoint works in conjunc-
tion with Zscaler, a leader in con-
tent filtering and malware protec-
tion, to solve those issues via the 
cloud, he added.

Cradlepoint operates as a gate-
keeper of sorts. Its cloud-managed 
services give operators the ability 
to provide performance, control 
and security, Notwell said. The 
systems also help control costs.

Cradlepoint’s enterprise-grade 
routers also allow seamless transi-
tion between cellular networks 
without interrupting customers’ 
devices or apps, he said.

“It’s table stakes now if you’re 
operating any sort of passenger car-
riage that you need to offer Wi-Fi, 
otherwise people are choosing who 
they ride on based on the fact that 
they have Wi-Fi,” Notwell said.

Wi-Fi
CONTINUED FROM PAGE 1

Joe Sco
President and 
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Easton, PA
Lancer customer since 2005

370 W. Park Avenue, P.O. Box 9004, Long Beach, NY 11561 | www.lancerinsurance.com

“I’ve never dealt with a better claims 
 team – top to bottom – than Lancer’s.”

“Ninety-nine percent of our company’s 
claims come out of our pocket due to 
our high deductible, so nothing is 
more important than minimizing the 
level of our losses. Lancer knows that, 
and fights hard to get all our claims 
settled effectively and efficiently.
When there’s an accident, Lancer gets 
to injured parties and their families 
quickly, in an effort to mitigate a 
problem from the outset.

Every Lancer representative I have 
dealt with has had a really good 
understanding of the situation at
hand and the nuances of our business. 
They also have what I think of as the 
Lancer style – get right on it, get the 
facts and try to get it settled for as 
little as possible.”

If you want fair, proactive
claims-handling from a passenger 
transportation specialist, ask your 
agent for a Lancer quote or call Lancer 
directly and get assigned to an agent.

To learn more, call
800-782-8902, x3264 or email  
bus@lancerinsurance.com.
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displaying your professionalism 
and courtesy and letting your cli-
ents see what it is like to be in the 
hands of a safe driver.”

Driving a motorcoach should 
not be a problem for a woman, es-
pecially if she has experience op-
erating a school bus — as many 
charter candidates do.

“Some women have the idea 
that they can’t do it,” Steeples said. 
“A coach is much bigger. Other 
than that there is no difference.”

On the positive side, she added, 
“In a coach the ride is much 
smoother. And we have air condi-
tioning and air brakes. It is just like 
driving a car, except larger.”

Males applying for driving po-
sitions may have more experience 
in vehicles larger than school 
buses, said Alan Thrasher, presi-
dent of Thrasher Brothers Trail-
ways in Birmingham, Ala. 

“We have learned to filter care-
fully. When we can test-drive a fe-
male candidate, we can tell if she 
is more intimidated by a motor-
coach than the school bus she 
drives,” Thrasher said.

For any potential charter driver 
there is the matter of being away 
from home for days or weeks .

“That is probably why more 

women aren’t driving,” Steeples 
said. “They have children and fam-
ily and can’t get away.”

Jones agreed, adding that she 
doesn’t see as many women driv-
ing charter buses as school buses. 
“Maybe they don’t want to travel 
that far, maybe they have family 
issues and don’t want to be on the 
road. For them school buses would 
be a good choice.”

Gossett said her children, who 
are older, “get along fine with my 
traveling.”

Schreiber said she could not 
have driven a coach when she was 
younger. These days she does not 
have to pick children up after 
school.  “My kids are 31 and 35.”

Even the women behind the 
wheel disagree on the possible 
customer-service benefits of fe-
male operators.

“Most men are good at driving 
but women are more nurturing on 
the road,” Gossett said. “It is a 
pleasure to make people comfort-
able and happy.”

Schreiber agreed. “I don’t want 
to stereotype anyone, but I think 
women are more attentive to de-
tai ls  and to accommodating 
people.”

Suzan Randall-Miner, who has 
been driving charters for the past 
three years for Red Carpet Char-
ters of Oklahoma City, said it has 

to do with personality rather than 
whether a driver is a man or a 
woman.

“If you treat people respectful-
ly and have a big smile on your 
face, it is not any different,” Ran-
dall-Miner said.

Women drivers acknowledge 
that there is a bias among passen-
gers — and even some male 
drivers.

“Some people tend to assume 
that you don’t have the same driv-
ing skills as a man,” Schreiber 
said. “You do have to learn when 
to stick up for yourself. It is more 
of an issue for a certain age group 
— some older men getting on the 
bus will say, ‘My, oh my. We have 
a woman driver.’

“My goal is to convert them. 
Invariably at the end of the ride I 
hear, ‘Great job for a lady!’ I don’t 

take it personally anymore.”
Randall-Miner expressed simi-

lar sentiments. “The biggest issue 
we have is trying to overcome that 
fact that men — usually older driv-
ers and sometimes older passen-
gers — don’t believe we should be 
driving coaches.”

But some passengers welcome 
the feminine touch, Gossett said. 

Women drivers
CONTINUED FROM PAGE 10

Suzan Randall-Miner, who has been driving charters for the past three years for Red Carpet Charters of Oklahoma 
City, said it has to do with personality rather than whether a driver is a man or a woman.

CONTINUED ON PAGE 13 c
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“When I get behind the wheel I 
hear people say, ‘We have a woman 
driver! Thank you!’”

Rick Whipple, safety and train-
ing manager at Red Carpet Char-
ters, said women do a very similar 
job as men.

“We do not have a preference 
whether we hire men or women,” 
he said. “We need more drivers. 
Gender does not matter.”

School buses are a good place 
to start a driving career, said Elaine 
Evans, a Vandalia Bus Lines driver 
for 13 years.

“School bus companies have a 
high turnover rate and they are 
willing to train people,” she said. 
“Consider riding a coach to a cou-
ple of destinations to see how situ-
ations work out, how people inter-
act with the driver, how the driver 
handles the road.”

Evans spoke from a Chicago 
park on Lake Shore Drive while 
her passengers, the Saint Louis 
University baseball team, played 
nearby. She does not believe all 
women are cut out for motorcoach 
work.

“Everybody has issues in their 
life, whether it is family or a boy-
friend or whatever. I don’t know if 
I would recommend it to all 

women.”
However, Jones said, “Give it a 

chance. You can always go back to 
school buses.”

A good support system at 
home is key to a driver’s success.

“I have a lot of support — my 
children are 20, 18 and 13 years 
old,” Randall-Miner said. “They 
are good kids and they do fine. If a 
woman has a good attitude and is a 
good driver, there is no reason she 
shouldn’t drive a motorcoach.”

Women drivers
CONTINUED FROM PAGE 12

 management consultant and exec-
utive coach. She formalized her 
consulting business as High Per-
formance Quest, LLC, in 2010. 

With emphasis on leadership 
development and clear growth 
strategies, she focused on working 
with owners and CEOs of small 
and medium-size businesses to 
transform their companies into 
high-performance organizations. 

Hotard was trained in execu-
tive coaching by renowned leader-
ship coach Lee Thayer. She par-
ticipated for 10 years as a member 
of The Executive Committee, a 
CEO development organization.

“It’s a challenging transition 
for companies to grow from an 
entrepreneurial-style organization 
to a well-managed-style organiza-
tion,” Hotard said. “I enjoy work-
ing in that area. You have to be re-
ally strong in your systems and 
strategies and diligent in your 
management. That’s what makes 
you a strong competitor.

“My passionate purpose is 
helping people journey from who 
they are to who they ought to be to 
lead high-performance organiza-
tions,” she added. “Leadership 

mastery is a journey like no other; 
it brings true meaning to life. Great 
leaders create a better future for 
their organizations. The Trailways 
board is open to new opportuni-
ties. I’m looking forward to being 
of service to them.”

Hotard has held numerous 
leadership positions in industry as-
sociations over the years. She was 
a founding member and first chair-
man of the International Motor-
coach Group (IMG) and has served 
on many organizational boards 
and committees for organizations 
including the National Motor-
coach Network, the American Bus 
Association, Gray Line World-
wide, the Mississippi Gulf Coast 
Convention & Visitors Bureau, 
and the New Orleans Convention 
and Tourism Bureau.

In 2000, Hotard was honored 
with the METRO Magazine Mo-
torcoach Industry Achievement 
Award “for her service to the in-
dustry’s associations and for her 
example and leadership as a suc-
cessful provider of safe and high-
quality passenger service.”

Her career has not been limited 
to the passenger transportation in-
dustry. From 2003 to 2005, as a 
partner in a start-up ready-mix 
concrete company, Baker Ready 

Mix Concrete & Building Materi-
als in New Orleans, Hotard served 
as financier and played a key role 
in the planning process for all as-
pects of the business.

Hotard said that in her new po-
sition she plans to build on the al-
ready formidable Trailways brand.

“A strong brand helps every-
one on the Trailways Team,” she 
said. “The companies in the Trail-
ways system are exuding optimism 
to grow and to embrace the future. 
They work very well together.”

Safety and driver performance 
also will be areas of focus for 
Hotard.

She has been collaborating 
with the Alliance Safety Council 
to introduce the program to the 
motorcoach industry to improve 
driver performance and to support 
c o m p a n y  o w n e r s  i n  r i s k 
mitigation. 

Ellsworth was praised for post-
poning her retirement to help 
guide Trailways through its longer-
t h a n - e x p e c t e d  l e a d e r s h i p 
transition.

“Gale did an excellent job,” 
said Moore, chairman of Trail-
ways. “We really can’t thank her 
enough and truly hate to see her 
leave — but wish her much happi-
ness in her new phase of life.”

Trailways
CONTINUED FROM PAGE 3

Shawnee Schreiber, a full-time 
coach driver for Krapf Coaches for 
six years, said, “I’ve enjoyed driving 
and being on the road since I was 
a kid. I always had an attraction 
to drive the coaches because … I 
could go beyond the local area and 
broaden my horizons.”
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TORONTO — Ontario is pro-
viding $20 million in 2016-17 to 
municipalities across the province 
through the Connecting Links pro-
gram to make roads and bridges 
safer, create economic growth, and 
create or sustain jobs.

Premier Kathleen Wynne an-
nounced the funding in Barrie 
with Transportation Minister Ste-
ven Del Duca. The City of Barrie 
will receive $675,000 to rehabili-
tate part of its connecting link on 
Highway 26 — a one-kilometre 
section of Bayfield Street from 

Livingstone Street to the city limit.
Connecting links are municipal 

roads or bridges that connect two 
ends of a provincial highway 
through a community or to a border 
crossing. The province is providing 
$20 million to 23 municipalities to 
repair these connecting links. Fund-
ing for the program will increase to 
$25 million in 2017-18 and $30 
million in 2018-19.

Ontario is making the largest 
investment in public infrastructure 
in the province’s history — about 
$160 billion over 12 years for proj-

ects such as roads, bridges, transit 
systems, schools and hospitals. 
This investment is supporting 
110,000 jobs every year across the 
province.

In 2015, the government an-
nounced support for more than 325 
projects that will keep people and 
goods moving, connect communi-
ties and improve quality of life.

Investing in infrastructure is 
part of the government’s economic 
plan to build Ontario up and de-
liver on its number-one priority to 
grow the economy and create jobs. 

The four-part plan includes invest-
ing in talent and skills, including 
helping more people get and create 
the jobs of the future by expanding 
access to high-quality college and 
university education.

The plan is making the largest 
investment in public infrastructure 
in Ontario’s history and investing 
in a low-carbon economy driven 
by innovative,  high-growth, 
 export-oriented businesses. The 
plan is also helping working On-
tarians achieve a more secure 
retirement.

Quick Facts
• There are about 217 miles of 

roads and 70 bridges along con-
necting links in 77 municipalities 
across Ontario.

• The Connecting Links pro-
gram was launched last November, 
with funding starting in the spring.

• Connecting Links funding cov-
ers up to 90 percent of eligible project 
costs, to a maximum of $3 million. 

• A recent report found that in-
vesting $1 in public infrastructure 
in Canada raises GDP by $1.43 in 
the short term and up to $3.83.

There have been close calls, 
however. At one point, when the 
winds shifted and pushed the fire 
away from the oil sands opera-
tions, Diversified began moving 
workers back to the area. But they 
were forced to turn back halfway 
up the highway when the wind 
changed course and the fire began 
moving back toward the oil fields.

Hannah said that because oil 
production accounts for a major 
portion of Canada’s economy, 

there is pressure from the govern-
ment to get the mines up and 
running.

“But we won’t put anybody in 

harms way,” he said. 
Hannah said that because the 

company’s buses are in the middle 
of the action, drivers have heard 

plenty of heart-wrenching stories 
from people being evacuated. “It’s 
very emotional,” he said.

Some Diversified employees 
have lost their homes in McMur-
ray, which has been devastated by 
the fire. It was hoped that people 
would be allowed back into the 
community to survey the damage 
earlier this month.

“We are looking at a plan to re-
enter the community,” Hannah 
said. “We want to ensure that we 
have counselors for our employ-
ees. For us, that’s as big a deal as 
anything, making sure our employ-

ees get through this. There will be 
a lot of emotion.”

He said a major concern is that 
many people will not return to Fort 
McMurray after the fire because 
they lost their homes and the town 
is heavily damaged.

“It’s a beautiful community, 
but it is quite transient,” Hannah 
said. “A lot of people go there to 
make a bunch of money in the oil 
fields. But many of them may feel 
it is too devastated to return to.

“I saw on the news that 17 per-
cent of the town’s businesses will 
go bankrupt because of this.”
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Canadian fire
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Ontario spending $20 million on roads and bridges

Diversified Transportation LLC has had to move its fleet three times out of 
the path of the wildfire, which often shifts direction unexpectedly.
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TORONTO — After years of 
operating in the city without rules 
— and infuriating taxi companies 
— Uber is now legal in Toronto.

But the popular ride-hailing 
service must adhere to a regulatory 
framework passed by the Toronto 
City Council.

“The bottom line is we have a 
popular service being used by hun-
dreds of thousands of Toronto-
nians but it’s not regulated,” said 
Mayor John Tory. “That is not 
satisfactory.”

Tory, who introduced 20 pages 
of regulations, described them as a 
compromise that will help the taxi 
industry compete and give con-
sumers what they want.

The new rules will help the taxi 
industry “survive and thrive” by 
lifting the regulatory burden 
placed on it over the years by the 
city council, the mayor said.

“I believe it represents the best 
possible way to do the two things I 
talked about: regulate the compa-
nies that have come into the mar-

ketplace and make sure that the 
cab industry can transition itself 
and stabilize itself,” he added.

Uber Canada general manager 
Ian Black said the company is 
pleased with the new regulations. 
They want time to review the chang-
es made at the meeting, but overall, 
can live with the regulations.

“Now we’re excited to get to 
the work of continuing to innovate 
transportation in Toronto without 
the constant regulatory debate,” he 
said.

Critics on the council com-
plained bitterly that the regulations 
open the taxi industry to a takeover 
from a foreign company and com-
promise safety.

“Yes, there is a more level 
playing field between the million-
aires and the billionaires, but for 
the consumer the level playing 
field goes down,” Council member 
Gord Perks said. “The drivers lose, 
the public loses, the billionaires 
and the millionaires win.”

A m o n g  t h e  n e w  U b e r 

regulations:
• Drivers must hold $2 million 

in liability insurance and provide 
proof to the city.

• Drivers must provide a back-
ground check to the city

• Uber will charge a minimum 
fare price of $3.25.

• Uber vehicles can be no older 
than seven model years.

• Taxis can charge surge pric-
ing, like ride-sharing services, if 
rides are booked through a smart-
phone app.

Toronto allows Uber to operate legally — with regulations
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Low Mileage

TORONTO — The Ontario 
government is being urged to 
begin raising the highway speed to 
130 kilometers per hour (about 81 
mph) from the current limit of 100 
(62 mph).

Chris Klimek of Stop100.ca 
said the perfect place to conduct a 
pilot project on higher speed limits 
would be the new Highway 407 
East extension, a section of which 
is scheduled to open this year.

In a letter to the government, 
Klimek said he has 40,000 sup-
porters for the proposal to raise 

speed limits to 120 to 130 km/h on 
the 400 highway series, including 
elected officials.

As a pilot project, the govern-
ment should try out the higher 
speed limits on the brand new 407 
extension, he said.

“After this we would keep 
pushing for speed limits that do 
not criminalize safe driving,” 
Klimek told the Toronto Sun. “Be-
cause currently drivers who are 
doing 110, 120, 130 km/h — and 
they have been doing this for de-
cades — are all considered law-

breakers and violators and this is 
what we believe is wrong.”

Other jurisdictions have moved 
to higher speeds on divided, wide 
highways with no negative impact 
on safety, he said.

The Ontario government has 
yet to embrace the idea.

Bob Nichols, a spokesperson 
for the Ontario Ministry of Trans-
portation, said the top speed al-
lowed on the Hwy 407 East exten-
sion would be 100 km/h.

Transportation Ministry offi-
cials routinely review polices and 

practices to determine if they are 
current with research and “best 
practices” around the world, Nich-
ols said.

“This includes periodically re-
viewing Ontario’s speed limits to 
make sure they are appropriate, 
taking into account factors such as 
road design, traffic volumes and 
collision trends,” Nichols said. “In 
2012, speed limits on 400-series 
highways were reviewed in detail. 
At that time, the decision was 
made not to raise speed limits.”

Nichols pointed out that On-

tario has one of the strongest road 
and highway safety records across 
North America, ranked first or sec-
ond for the past 13 years.

Klimek said that the province’s 
strong record of safety proves his 
point — motorists have been large-
ly ignoring the posted speed limit 
and traveling safely at between 
110 and 130 km/h for decades on 
Ontario’s major highways.

“Our highways are top-quality 
world-class highways and they 
have been designed for 120 km/h, 
not for 90 or 100,” Klimek said.

Canadian activist pushes higher speed limits on roads
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By Christian Riddell
Motorcoach Marketing Council

One of the most important 
questions a business can ask itself 
is: Do we have customers or 
clients?

While people in both catego-
ries purchase things from you, 
there is a dramatic difference be-
tween the two. 

For those who don’t know me 
well, I am an avid boater and fish-
erman. If I have any time, ever, I 
choose to spend it with my family, 
on the water, chasing fish. This 
means that, over the years, I have 
purchased more than my fair share 
of gear.

Having five kids means that 
most of my gear purchases are pre-
ceded by looking at the best of the 
best, and then purchasing some-
thing far more affordable, with the 
exception of one thing: My 
coolers. 

Coolers are an interesting 
study. All of them are about the 
same: white rectangles of various 
sizes whose sole purpose is hold-
ing ice and keeping stuff cold.

While this  seems simple 

enough, the surprising truth is that 
while you can buy a 25-quart cool-
er at about any sporting goods 
store for $25, just around the cor-
ner on the next aisle you will find 
a comparably sized cooler selling 
for around $300. 

A company called Yeti has fig-
ured out how to sell coolers that 
start at $300 and go up to more 
than $1,400. Does it hold ice? Yes. 
Is its size based on how many cans 
can fit in it? Yes. Does it hold ice 
for a remarkably long time? Yes.

But is it worth more than 10 
times what its competitors are 
worth? If you ask me and other 
loyalists, yes it is. 

Recently, however, I was intro-
duced to a new entry in the cooler 
market, a company that has bla-
tantly copied the design and prod-
uct line of Yeti coolers and is now 
selling its products for half of Ye-
ti’s prices. 

Based on my gear-purchasing 
history, my budget constraints and 
my desire to keep my catch icy 
cold, I bet you know exactly what I 
did next. I went out and bought 
myself a new, shiny, ice-holding 
Yeti cooler. 

The reason why is a study in 
the difference between a customer 
and a client, and it’s a model we 
should all strive to replicate in our 
own businesses. 

Why did I pay twice what I 
could have paid for a product? 
Why did my loyalty to a company 
and its brand keep me from doing 
what I do in almost every other 
purchase in my life?

And, most importantly, how do 
my cooler purchases have anything 
to do with selling more charters, to 
more people, for more money? 
Let’s begin by tackling that first 
question.

Why did I pay twice what I 
could have paid for a product? 

I know that this may sound 
crazy to some people, but we all do 
it. Why do you buy the Advil brand 
headache medicine instead of the 
store brand when your head is 
throbbing?

No matter who you are, there 
comes a moment when you are 
buying something and price is not 
the key motivator. In my case, I al-
ready own a lot of Yeti products, 
not just because of the brand but 
because they work really well.

They have never let me down, I 
have never had an issue with any 
of their products, and I own a lot of 
them. Some people would say that 
I have “drunk the Kool-Aid,” but 
the truth is that ever since I first 
purchased a cooler from them, 
they have earned my business.

I can’t say that I would ever 
purchase another brand of cooler 
— ever. I am a client of Yeti; I no 
longer shop when I purchase a 
cooler. I just go and buy another 
tried and true. 

I was recently talking to an op-
erator who told me about some-
thing that had happened in her 
market where a competitor was 
targeting her customer base. She 
got a call one day from a client 
who said, “This guy called and of-
fered a super-discounted rate to 
book with them. We’re not going 
anywhere, but I thought you should 
know.”

That is a client. The low rate 
didn’t entice them; rather, it was 
about a relationship they had with 
a company. 

Why did my loyalty to a com-
pany and its brand keep me from 
doing what I do in almost every 
other purchase in my life?

Some may argue that I did it 
because they are the best coolers 
out there. While I do believe that 
they are an exceptional producer 
of coolers and it is truly amazing 
how they manage to hold ice for so 
long, they are not alone in that 
space.

Since they revolutionized cool-
er technology, many companies, 
including huge names like Cole-
man and Cabela’s, have brought 
products to market that do just 
about the same thing and cost less. 
The truth is that loyalty goes far 
beyond product. In the past, I have 
talked a lot about the fact that 
when we sell “product,” we are 
doing ourselves a disservice by 
commoditizing what we do.

At the end of the day, whether 
we sell coolers or motorcoach 
charters, there is always someone 

Wash Fast  & Easy
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Bitimec bus wash machines are advanced, affordable, powerbrushing 

systems delivering positive ROI to bus fleets worldwide. A single operator 
can wash up to 40 buses in one shift; each unit in 6-8 min.

Available in Electric for fixed washbay or Battery and Diesel for wireless use.

info@wash-bots.com1-877-637-1900
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else who does it just about as good 
as we do and is willing to charge 
less, sometimes way less. 

Loyalty that converts someone 
from a customer to a client is about 
building a relationship with the 
company that you are buying from. 
In my case, it was not about going 
to a factory or even ever talking to 
the owners. It was about feeling 
like the company culture was 
something that I could get behind. 
It was about feeling like they felt 
the same way about the outdoors 
that I do. It was about feeling 
connected. 

I can tell you that this was not 
an accident. In fact, I’m sure it rep-
resents a big part of their intention-
al campaign. I have often thought 
about the meetings they must have 
had as they started to launch their 
coolers. 

“Ok, so here’s what we are 
going to do. We are going to manu-
facture a cooler that does a great 
job of being a cooler, but we are 
going to sell it for 10 times what 
anyone has ever paid for a cooler 
before. Cool? Cool. Let’s get 
started.”

Imagine the looks on the faces 
of the marketing and sales teams.

In our industry, we find our-
selves constantly “sharpening the 
pencil” to try to whittle off a few 
percentage points here and there to 
compete with our local market on 
price. I did it when I sold charters 
because that is the way it was done. 
But the truth is it doesn’t need to 
be done that way. 

So how do we take the lessons 
of a wildly successful cooler com-
pany that has transformed millions 
of people from cooler customers to 
hardcore brand-fanatic clients and 
put them to work for our charter 
businesses? 

The first and most important 
step is to realize that price is not 
the only motivating factor when it 
comes to people choosing a trans-
portation company. Often a rela-
tionship is worth far more than a 
few hundred dollars.

Next, ask yourself what you 
need to do to actually have a rela-

tionship with your customers. If 
you have high-value customers, 
what do you need to do to make 
them clients? Is it going to meet 
with them, thanking them for their 
business and asking what you can 
do to be a better provider? Is it tak-
ing them to lunch and talking 
about their kids? Is it sending them 
a thank you card? 

Whatever it is, do it, and do it 
consistently.

Next, look at your company 
culture. Is everything you do, from 
social media to invoicing, repre-
senting your company in a light 
that will entice people to be your 
client? Or, are you just an easy, in-
expensive company to buy things 
from?

Think about ways to better en-
gage with your customers about 
things they care about. Make them 
feel like they are part of your fam-
ily, and that you want for them 

what they want for them. 
I imagine that when Yeti came 

to market, the big players like 
Coleman and Igloo were sitting 
around laughing at a company that 
had the audacity to think it could 
sell coolers for such outrageous 
prices.

It is not hard to believe that 
companies that had competed on 
price for so many years would 
have thought that the folks at Yeti 
were off their rockers. Today, both 
companies have coolers that com-
pete with Yeti’s performance and, 
yet again, they are trying to com-
pete on price. 

We, as an industry, offer a re-
markable product. We offer safety 
unmatched by any other mode of 
transportation. We are better for 
the environment than any other 
group transportation solution 
available, and we are priced at a 
point so far below our competition 

that it is almost humorous.
It is time that we embrace the 

fact that the way it has always been 
done is not necessarily the way it 
will be done in the future. There is 
a groundswell of emerging energy 
that is going to change the way we 
market our products to the buying 
public in the motorcoach industry.

The future is bright and when 
we look back, we will see that this 
moment was the beginning for 
those companies that chose to be-
come the Yeti of the motorcoach 
industry.

Customers pay the bills, but 
clients are our future. Look at your 
company and see what you can do 
to turn more customers into clients 
and you will find a brighter, more 
consistent and sustainable future.

For more information about the 
Motorcoach Marketing Council 
and its programs, go to www.motor-
coachmarketing.org.

Marketing Minute
CONTINUED FROM PAGE 16

2002 MCI D4505
55 Passenger
Series 60/Allison
Clean Southern Coach
$95K - NEW PAINT

2001 Vanhool C2045
57 Passenger
Cummins/Allison
Rebuilt Engine
$84.5K - SEVERAL

2008 Setra 417
56 Passenger
300k Miles, 110V Outlets
Good Condition
$195K - ONE IN STOCK

2012 CAIO G3400
38 Passenger
Just Off-Lease, Low Miles
Black Leather Seats
$3,950/month, $10K down

®
See More Inventory From All Eight Locations at:

www.AllianceBusGroup.com
ALONG FOR THE WHOLE RIDE ®

Also Available: 2000 Vanhool T2145 (3)  •  2009 Setra 417 (1)  •  2012 CAIO G3600 (2)

Better Inventory. Lower Prices. 
Call NOW: 985-605-1845

Alliance Bus Group

June 2016

20-23 Pennsylvania Bus 
Association Annual Meeting, 
Gettysburg Wyndham Hotel, 
Gettysburg, Pa. For more infor-
mation: www.pabus.org.

23-26 New England Bus 
Association Annual Conference, 
Essex Resort & Spa, Essex, Vt. 
For more information: www.
newenglandbus.org.

July 2016

16-20 AMA-SCMA-GMOA 
Regional Meeting, Marriott Shoals 

Hotel & Spa, Florence, Ala. Info: 
www.gamotorcoachoperators.org.

August 2016

8-9 Midwest Bus Association 
Annual Convention and Rodeo, 
Holiday Inn & Suites, Carol 
Stream, Ill. Info: www.mbmca.org/
convention.

17-21 NCMA-VMA-MCASC 
Regional Meeting, Embassy 
Suites Charlotte-Concord Golf 
Resort & Spa, Concord, N.C. Info: 
www.scmotorcoach.org.

18-21 National Association of 
Motorcoach Operators Annual 
Meeting, Resorts Casino, Atlantic 
City, N.J. www.namocoaches.org.

Calendar
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KINGMAN, Ariz. — What 
started two decades ago as a hu-
mane effort to rescue tigers from 
Las Vegas magic acts soon could 
transform, with the help of a Las 
Vegas entrepreneur, into one of 
northwest Arizona’s biggest eco-
nomic-development projects.

Jonathan Kraft, a former Las 
Vegas magician who founded and 
operates an exotic-wildlife sanctu-
ary along Route 66, has proposed a 
state-of-the-art animal park west 
of Kingman that he said could 
bring almost 200 permanent jobs 
and tens of millions of dollars in 
spending to Mohave County.

The $36.3 million project also 
could lure tour buses from Las 
Vegas and attract hundreds of 
thousands of visitors a year.

“It’s probably the most exciting 
thing to come to Mohave County 
in quite a while,” said Jean Bishop, 
county supervisor for the district 
where the park is planned.

The proposed Wild Planet An-
imal Sanctuary, as envisioned by 
Kraft and his partners, including 
Las Vegas entrepreneur Bruce 
Perlowin, received zoning approv-
al by Mohave County supervisors 
but a construction start date hasn’t 
been set.

The zoning approval followed a 
recommendation by the county’s 
planning and zoning commission to 
change the property from agricul-
tural/residential to commercial/rec-
reational, as Kraft’s group request-
ed. At 4,000 acres, the park would 
be among the largest of its type.

“It’ll be a nice project out 
there,” zoning commission mem-
ber Krystal Gabrielson said during 
the hearing, referring to the site in 
Golden Valley northwest of King-
man. The sanctuary could open by 
2018 or 2019.

Keepers of the Wild
Wild Planet would be the se-

quel to Keepers of the Wild, a 175-
acre sanctuary operated by Kraft 
and set in a scenic, boulder-strewn 
canyon along Route 66 in Valen-
tine, east of Kingman. It features 
retired Las Vegas show tigers, a 
bear, smaller wild cats, llamas and 
alpacas, primates, reptiles, birds, 
wallabies and other injured or res-
cued wildlife — even a wild hawk 
that lost an eye after getting bon-
ked by a golf ball.

The business plan for Wild 
Planet is set on a grander scale, 
with more acreage, animals, ame-
nities and potential impact.

The plan describes a place 
where people could view upwards 
of 1,000 animals — tigers, ele-
phants, camels, kangaroos and 
many other species including those 
native to the Southwest — from el-
evated walkways. Visitors would be 
transported to viewing platforms 
on solar-powered trams or carts.

The park also would have a 
tropical bird aviary, butterfly gar-
den and reptile house. It would 
feature an animal quarantine/re-
covery area, an RV park, restau-
rant, wine bar, memorial garden, 
wedding chapel, museum, camp-
ground and housing for staff.

“We give them a lot of space, 
which is why it costs so much to 
build these habitats,” Kraft said.

The proposed sanctuary would 
be closer to Las Vegas, Hoover 
Dam, Laughlin, and the west rim 
of the Grand Canyon and Skywalk. 
It’s seven miles west of U.S. High-
way 93, which links Phoenix with 
Las Vegas.

The site features rolling hills, 
canyons and lusher vegetation 
than the desert acreage along 
Highway 93.

Tourist opportunity
Kraft and his partners are pur-

suing the project not just to pro-
vide a refuge for abused and aban-
doned wildlife but because they 
sense a budding tourist opportuni-
ty in the lengthening economic 
shadows of Las Vegas.

The gambling mecca currently 
lures 41 million people a year, with 
many visitors favoring excursions 
from the city.

Zoos and wildlife parks in this 
country attract 175 million visitors 
annually, according to the Associa-
tion of Zoos and Aquariums.

The park’s ambitious business 
plan projects more than 500,000 
annual visitors, roughly one-third 
arriving in 10 or so daily tour 
buses. It estimates annual revenue 
of $24.7 million from admissions, 
food/gift purchases, fundraising 
and other activities. That would 
exceed anticipated operating ex-
penses of $12.1 million, including 
a payroll of $4.6 million.

Jobs at Wild Planet could in-
clude administrators, chefs, ani-
mal-care workers, gardeners, gift-
shop attendants, janitors and 
security staff.

The anticipated 180 or so per-
manent jobs, along with hundreds 
more during construction, would 
be welcome in Mohave County, 

where unemployment exceeds the 
statewide average. More than 350 
people in the area lost jobs nearly 
two years ago when the Mineral 
Park copper mine closed.

Budget plans
The budget estimates $36.3 

million for construction of the 
1,800-acre first phase. The biggest 
expenditure would be $4 million 
for animal enclosures plus f ive 
miles of elevated walkways and 
viewing platforms.

Keepers of the Wild Park al-
ready welcomes visitors, who can 
glimpse tigers sunning themselves 
on boulders, wallabies skittering in 
and out of their house and a grizzly 
bear stretching for a back rub when 
Kraft walks by.

Both parks would be havens 
for retiring exotic-animal enter-
tainers and the thousands of other 
creatures in private hands that 
often aren’t well cared for or out-
grow their enclosures.

Many get seized by authorities, 
who sometimes send primates and 
other animals to Keepers of the 
Wild.

Kraft wants to position Wild 
Planet to take in some of these 

Arizona wildlife sanctuary future tour bus destination
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The United Motorcoach Association brings over 50 years of experience helping the nation’s motorcoach industry become the 
model for the world.  The Clarence Cornell School of Business and the Bus & Motorcoach Academy can help you 

navigateall of the twists and turns in your road to success. 
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 creatures and keep them out of 
“canned” hunts, where hunters 
shoot disoriented, often-injured an-
imals that are accustomed to captiv-
ity and thus lack natural survival 
skills, with limited room to flee. 
Thousands of big cats alone are es-
timated to be in private hands. 

“They need a place to go,” he 
told Mohave County officials at 
the zoning meeting. “We want to 
accommodate them.”

The use of animals in enter-
tainment also is under greater 
scrutiny and, in some cases, de-
clining. For example, Las Vegas 
magician Rick Thomas stopped 
using tigers and donated five to 
Keepers of the Wild. 

The Ringling Bros. and Bar-
num & Bailey Circus is phasing 
out elephants from its shows by 
2018, retiring its 13 remaining 
pachyderms to its Florida elephant 
sanctuary. SeaWorld Entertain-
ment has come under criticism for 
using orcas in its marine acts, 
highlighted in the documentary 
film “Blackfish.”

Kraft gave up his entertain-
ment career and switched to ani-
mal protection after witnessing the 
mistreatment of tigers and other 
creatures. He winces when recall-

ing the declawing injuries sus-
tained by some big cats during 
their days as performers.

Keepers of the Wild will con-
tinue to operate as a separate at-
traction. It laid the groundwork 
for the larger proposed park, 
which would provide additional 
homes for rescued animals and 
more opportunity to educate the 
public on wildlife — another key 
objective.

Kraft founded Keepers of the 
Wild in 1995 in Las Vegas, moved 
it to White Hills, then transferred it 
to the current location in 2001. 
About two dozen people work 
there, along with a similar number 
of volunteers.

“He has a solid reputation in 
Mohave County,” Supervisor Bish-
op said.

Keepers of the Wild is accred-
ited by the BBB Wise Giving Alli-
ance, having met standards for 
governance, effectiveness, financ-
es and more. It received a clean bill 
of health in its latest inspection by 
the U.S. Department of Agricul-
ture, which regulates animal wel-
fare. Non-profit researcher Guide-
Star gives it  a top mark for 
providing transparent information 
about its operations.

Helped by a donation of nearly 
$1.6 million from Perlowin, Keep-
ers of the Wild reported revenue of 

$3.6 million in 2014, up from $1.6 
million the prior year. Its surplus, 
or net income, swelled to nearly 
$1.6 million from $63,000 in 2013. 
Kraft credits a nationwide fund-
raising strategy focused around di-
rect mail, and a stable of high-dol-
lar donors, for the improvement.

Administrative costs account 
for less than one-fifth of the facil-
ity’s annual expenses, for which 
food and veterinarian care weigh 
heavily. 

“We go through $20,000 a 
month in beef,” Kraft said. A single 
tiger can require $25,000 worth of 
food and medical attention in a year.

Even grazing animals, pri-
mates and smaller creatures can 
run up a sizable tab.

“When I shop for produce and 
dark greens, we’re averaging $300 a 
week, and that’s just for the little 
guys,” said Tina Matejek, Kraft’s 
wife  and co-director  of  the 
sanctuary.

Kraft’s salary of $65,000 is 
below the $97,000 median earned 
by executives who head non-prof-
its of the same size as Keepers of 
the Wild, according to researcher 
Charity Navigator.

Lions roaring
Perlowin, a self-described for-

mer drug smuggler who spent nine 
years in prison, said he met Kraft 

through common friends who share 
a passion for animal welfare. He 
now serves as chief executive offi-
cer of Hemp Inc., a company de-
voted to the use of industrial hemp 
in lawful products like clothing.

He founded and formerly 
served as CEO of Medical Mari-
juana Inc., the first company to 
enter the legal-marijuana industry. 
He was featured on the CNBC doc-
umentary series “Marijuana Inc.”

“As a kid, as a hippie, I decided 
I wanted to change the world,” Per-
lowin said. “But if I instead fund 
the people who are working to 
change the world, like Jonathan, 
my workload gets reduced by, like, 
10,000 percent.”

Perlowin, who donated land for 
the Wild Planet site and has hold-
ings in the area, envisions more 
economic development along 
Highway 93 that could include re-
tailing, hotels and housing.

A proposed campsite at Wild 
Planet could be especially interest-
ing, he said. Informally dubbed 
“Snore and Roar,” it would allow 
tourists to listen to the sounds of 
wildlife in the park while drifting 
to sleep.

“A lion roaring is one of the 
most fascinating, incredible sounds 
you’ll ever hear at night,” Perlowin 
said. “What kids (or adults) 
wouldn’t want to experience that?”
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HOUSTON 
— Ken Sellers 
has been named 
vice president, 
safety and com-
pliance, for TBL 
G ro u p ,  I n c . , 
o w n e r  o f  t h e 
A F C | E C H O 
Transportation brands.

Sellers, who brings decades 
of safety and law enforcement 
expertise to the new position, 
will be responsible for the day-
to-day supervision and manage-
ment of the organization’s in-
house safety department.

His duties will include over-
sight for all safety compliance 
and training, including driver 
training, as well as ongoing de-
velopment and implementation 
of best-in-class safety initiatives. 

Sellers also will serve as liai-
son to federal agencies and state 
legislators and will represent 
AFC|ECHO on applicable boards 
and committees within the 
industry.

He most recently served as 
DOT Compliance Manager for 
Dialog Wireline Services, LLC, 
where he was responsible for 
compliance with regulations.

People

Ken Sellers
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Introducing the Bus & Motorcoach Academy’s Prevost Preparatory School for Professional Motorcoach Drivers.

Developed to help new drivers prepare for their CDL, Prevost Prep also gives experienced drivers an opportunity 
to keep current on unique skills of a professional motorcoach driver. 

Click - Learn - Succeed

Prevost Prep is here to help you get your license, stay current, and be the best you can be!

www.uma.org/academy
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June 29th

HAMILTON, Ontario — What 
is the most important element for 
washing vehicles in your company?

Company image? Driver satis-
faction? Extending the life of equip-
ment? Environmental impact?

All the above can be accom-
plished with great returns in many 
aspects of your business, but they 
still are generally ignored by most 
companies, which put little invest-
ment or thought into having a con-
sistent wash.

In today’s world of environ-
mental concerns, the bus, motor-
coach and transit industries have 
put serious thought into reducing 
their impact on the environment. 
They have analyzed ways to be ef-
f icient with tires, engines, fuel 
consumption, aerodynamics, etc.

How about doing an analysis of 
your vehicle washing?

A great wash of your vehicle 
can result in satisfied customers 
and drivers and reductions in both 
environmental impact and capital 
costs. Not many other mainte-
nance items are as visible and im-
pactful as having nice, clean vehi-
cles every day.

Generally, the most popular au-
tomatic machinery to wash vehi-

cles consists of automated drive-
through, rollover and walk-around 
units. These automated systems 
enable a bus to be washed and 
rinsed in less than five minutes.

Also available are water-recla-
mation and recycling systems to 
offset environment concerns and 
save on water costs.  

However, many operators are 
still using the manual pressure-
washer and hand-brush scrub sys-
tem, taking up to 30 minutes or 
more to wash and rinse.

Washing inside your building, 
in a majority of cases, means you 
are tapped into your municipal 
water and sewer system, so the 

grey water is being sent to the local 
treatment facility. You are paying a 
big cost to the municipality to 
clean this water.

Are you paying for sewage dis-
charge as well? Many companies 
do not realize that there is a water-
in charge and in many cases a hefty 
water-out charge.

Today’s technology allows for 
water-treatment systems at your 
wash bay that allow you to capture 
your water, clean it and reuse it for 
washing.  There is zero discharge, 
thus  saving money and the 
environment.

Whether you are washing in-
side your building or outside in 
your parking lot, the use and cost 
of water can be a major hidden 
cost. Do the analysis and you could 
f ind major savings, especially 
when you look at your cost per gal-
lon of water.

After determining the cost of 
water, you will have to include the 
cost of labor, chemicals and sup-
plies (brushes, cloths, etc.). Over-
all, bus washing has more impact 
than most operators take time to 
consider. There is a major effect on 
both the environment and the bot-
tom line of every company. 

Take time to consider your 
footprint on the environment.

These articles were submitted 
by Jack Jackson, president of 
Awash Systems Corp. He can be 
reached at jjackson@awashsys-
tems.com or 800-265-7405. For 
more information, go to: www.
awashsystems.com.

Saving money and the environment through bus washing

HAMILTON, Ontario — Fric-
tion is in!

In the past month I have been 
to three tradeshows displaying our 
washing system to various indus-
tries. The same question is asked 
every hour: “Do the brushes 
scratch the paint?”  

Unfortunately, there still are 
operators that use cheap products 
or the wrong materials and ruin 
the industry’s progress in this 
field. We have thousands of cus-
tomers washing thousands of ve-
hicles every day with our products 
with no issues.

As a manufacturer that only 
sells friction washing equipment, 
we feel it is imperative for the in-
dustry to understand that there are 

brush materials that have been 
used for millions of washes every 
year that do not damage paint, 
wraps or decals.

First is the highly recommend-
ed foam brush, which is non-pene-
trable and sheds not only dirt and 
grit, but also water. If water pene-
trated the foam, it would bring in 
dirt and grit that could be released 
in the next wash cycle.

The other benefit of foam is its 
durability and life span. The foam 
bristles outlast any other product 
by two times or more, based on the 
number of washes in a five-year 
cycle. 

The other successful brush 
material we use is polyethylene. 
This is a lighter, more flexible 

brush material than polypropylene 
or cloth. 

The secret to this brush is the 
structure; it is not round, it is a cru-
cifix formation. This is where most 
of the issues of the past caused a 
bad reputation in the industry.  

A round brush f ilament has 
very little coverage when touching 
a surface. Also, most round brush 
filaments are hollow, so they tend 
to slightly collapse and bounce 
when in contact with a surface. 

The most common issue with 
polyethylene or polypropylene 
brushes is that customers do not 
change them after their life expec-
tancy has expired. 

Maintenance is the key to a 
perfect outcome.

Friction is the key to clean buses
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Contact your local representative for details

www.coachtransitcomponents.com
www.power-mfg.com

Convert your D3/DL3 to have the look 
of the D4505 with upgraded headlights 

D4505 FRONT MASK CONVERSION

CTC-PWR-D4505-Halogen ...... $1,975.00

CTC-PWR-D4505-Hybrid......... $2,385.00

CTC-PWR-D4505-LED ............. $2,795.00

Three Headlight Kit Options Available:
 Headlight Kit (Halogen) 
 Headlight Kit (LED) 
 Headlight Kit (Hybrid LED Low Beam, 
   Halogen High Beam) 

Kit Shown in Picture

GREENWICH, Conn. — It 
happens every day, many times a 
day, at every bus or coach depot 
whether large or small. 

Bus washing!
It’s an image-setting function 

as important as a crisp chauffeur’s 
uniform, courteous service or any 
of the many tricks of the trade 
coach operators employ to project 
a smart appearance.

And clean buses are as much 
the face of the coach or bus opera-
tion as any other feature operators 
use to maintain or improve their 
image.

Our best prospects are custom-
ers with clean buses. They are the 
ones who, no matter what, have 
prioritized a clean fleet into their 
doctrine, and they are the ones who 
best appreciate that the task at hand 
needs time and resources.

Our best customers are consci-
entious, hard-working people, 
many of whom have climbed up 
the ladder in a family business, 
where washing a bus was their 
“mail room.”

And no matter how long the 
day had been, mom or dad needed 
that bus washed and often joined 

in. Possibly some have never 
washed a bus in their life, but all of 
our customers have at some point 
or other recognized it’s a tough job 
and it’s a job that needs doing.

Tom Holden of Rose Chauf-
feured Transportation in Pineville, 
N.C., is a new customer and char-
acterizes our average client.

Tom came up to us at a recent 
show with a simple need: “We 
need to wash a lot of buses at night 
and I have to make the job easier 
for my crew.”

It always comes down to two 
things: One, recognizing that the 
fleet needs to be clean, and two, 
recognizing that it’s a hard job to 
do by hand alone.

There is a long list of suppliers 
out there waiting for more opera-
tors to be infected with those two 
eureka moments. The job needs 
doing, and the job is tough. 

Coach operators need to mod-
ernize with equipment equal to the 
task. You may need a small-foot-
print, economical system such as 
available from Awash or Bitimec 
starting at $15,000, or a multiple-
brush rollover machine for several 
hundred thousand such as are 

available from Balanger, Pseco, 
Westmatic or Whiting, or some-
thing in-between.

But unless you have five buses 
or less, you should recognize 
mechanization of the wash process 

is the only smart way to maintain 
the clean-image — which is essen-
tial to your prosperity — and to 
eliminate endless turnover by hav-
ing a happy wash-crew.

This article was submitted by 

Bruno Albanesi, president of 
 Bitimec International Inc. You can 
reach him at 203-637-1900 or 
info@wash-bots.com. For more 
information, go to: www.wash-
bots.com.

A clean bus is essential to an operator’s prosperity

A clean bus is an image-setting function as important as a crisp chauffeur’s uniform, courteous service or any of 
the many tricks coach operators employ to project a smart appearance.
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pension, so FMCSA should have 
dismissed the violation and what 
was then a fine of $1,810.

The incident stemmed from a 
traffic ticket that a KrafTour driver 
— a 28-year veteran — received 
for running a red light in his pri-
vate vehicle. The driver paid the 
fine then was assessed a $50 li-
cense reinstatement fee but, Kraft 
asserted, without the driver’s 
knowledge. When that fee went 
unpaid the state suspended the 
driver’s license.

Kraft said the driver told him 
of the red-light ticket at the time 
and produced a receipt showing he 
had paid the fine, which both he 
and the driver figured took care of 

the issue.
The license suspension came 

to light following a compliance re-
view conducted by an Oklahoma 
state trooper who apparently ran 
the names of KrafTour’s drivers 
through a database of license in-
formation that is available to state 
authorities but not motorcoach 
operators.

The following day, the trooper 
returned to KrafTours’ office and 
cited the carrier for allowing the 
driver to operate a coach without a 
proper license.

When informed of the suspen-
sion, Kraft immediately contacted 
the driver, who was on the road 70 
miles from Tulsa, and ordered him 
to park his bus. A car was sent with 
a replacement driver and returned 
the suspended driver to the office. 

A few hours later the driver ob-
tained a money order and immedi-
ately delivered it to the state to 
cover the reinstatement fee.

“We had no reason to believe 
that some unknown fee had not 
been paid and that it would lead to 
my driver having his license sus-
pended,” stressed Kraft at that 
time.

Hefty protest
Disturbed by the violation no-

tice, Kraft carefully crafted a 13-
page letter protesting the action 
against his company and sent it to 
FMCSA.

Among the many reasons he 
cited supporting his request for a 
dismissal were that the regulation 
requires that the operator “know-
ingly” allowed a driver without a li-
cense to operate a bus; that the rule 
is vague and over-reaching; that the 
safety history of the company de-
fies any claim of danger to the pub-
lic; and that regulators require so 
much paperwork a super-human ef-
fort is required to manage it.

“It is ridiculous and the height 
of folly to suggest that KrafTours 
management would knowingly vi-
olate any federal regulation when a 
simple remedy was available for 
only $50,” he wrote in his plead-
ings. “This response alone has cost 
our company at least a hundred 
times $50 and has been a distrac-
tion from our focus on operating 
an extremely safe motorcoach 
fleet.”

Kraft said he was particularly 
concerned that he was presented a 
preprinted form stating that Kraf-
Tours admitted to the violation. 
Kraft declined the trooper’s re-
quest to sign the form.

“It was intimidating to be 
asked to sign such a form by some-
one carrying a gun and wearing a 
badge,” Kraft noted.

Kraft also was distressed that 
FMCSA placed his company name 
and the violation on its website be-
fore the action was adjudicated. 
 
Fast forward

The latest order from FMCSA 
recounts the history of the case, 
then announces, “The FA (field 
administrator) wishes to pursue 
prosecution of this matter.”

The following paragraphs ex-
plain, “The FA’s submission of ar-
gument and evidence asserts the 
standard of proof for a motion for 
final order…The FA’s submission 
demonstrates there is no genuine 
issue of material fact in dispute in 
this matter…The FA has estab-
lished, by a preponderance of the 
evidence, that Respondent violated 
49 CFR 383.37(a).”

Due to the recent lack of reve-
nue for KrafTours, “The Interim 

Order holds the civil penalty will 
be no greater than $820, the gross 
revenue cap set forth in the Uni-
form Fine Assessment program.”

The government’s order also 
notes, “On April 14, 2015, Re-
spondent’s operating authority was 
involuntarily revoked.”

That claim requires clarifica-
tion, Kraft responded. 

“On March 6, 2015, when lia-
bility insurance coverage was set 
to renew, KrafTours’ management 
made the VOLUNTARY decision 
not to renew its insurance and 
therefore to voluntarily cease op-
erations…making even this faulty 
enforcement effort moot. The As-
sistant Administrator’s order might 
lead an uninformed reader to sur-
mise a more devious motivation by 
Respondent, KrafTours, other than 
exhaustion and disgust with what 
has become of what was once, and 
for a long time, a nice, friendly, 
purposeful industry.”

Not a ‘knowing’ act
Kraft’s filing also asserts that 

FMCSA’s notion of “preponder-
ance of evidence” ignores the re-
buttal that KrafTour’s action was 
not a “knowing” act.

“The Field Administrator 
seems determined to bootstrap his 
claim into one of strict liability 
without addressing or even recog-
nizing affirmative defenses pre-
sented by the Respondent. Consid-
ering all the facts and circumstances 
surrounding this matter, it may 
well be the case that within the 
FMCSA’s flavor of Administrative 
Law, the United States Constitu-
tion doesn’t even apply.

“KrafTours has addressed the 
entire matter fully, more than once. 
The Field Administrator has not 
only failed to address issues raised 
by the Respondent, but has tor-
tured the truth, manipulated the 
facts, ignored relevant issues and 
singularly caused delay that has re-
sulted in irreparable harm to the 
Respondent, KrafTours…the Field 
Administrator has demonstrated 
either a vindictive and punitive 
demonstration to Washington that 
he really is doing his job, or he is 
demonstrating equally convinc-
ingly that he hasn’t enough to do.”

Furthermore, the response 
adds, “The Field Administrator 
does himself no favors by choos-
ing to pursue this claim with all its 
flaws, and he woefully embarrass-
es himself and the agency by con-
tinuing to flagrantly violate Re-
s p o n d e n t ’s  C o n s t i t u t i o n a l 
protections…If the true purpose 
of the Claimant’s agency is to pro-
mote highway safety, in this case it 
has proven nothing. In this matter, 
no danger to the public ever 
existed.

“By continuing its quest, 
Claimant is wasting limited tax-
payer funds and agency energy 
which could be used for genuine 
good instead of creating only what 
has been referred to as ‘Safety 
Theater,’ the illusion of safety in 
order to continue a spiteful 
battle.”

The delay in pursuing the case 
also is criticized in KrafTours’ 
response. 

“In the interim, (driver) Mr. 
Edward Boyd, the subject of this 
original debacle, died of liver can-
cer some years ago. He is therefore 
unavailable to testify in this or any 
de novo hearing on this matter.”

In an interview Kraft said he 
was pursuing the case on behalf of 
other small carriers who are still in 
business.

“There are a thousand coach 
operators that have been fined for 
nothing but little issues but didn’t 
know how to fight them,” he said. 
“The enforcers flagrantly ignore 
the Constitution and other legal 
protections because they expect 
these operators not to know them. 
This time they ran into somebody 
who does know.”

KrafTours “Moves for a Final 
Order and finding in its favor,” its 
response concludes. If the case is 
prosecuted, the company “will 
surely address these shortcomings 
in an appropriate forum at even 
more expense and distraction to 
both sides.”

No comment
An FMCSA spokesman de-

clined to respond to Kraft’s filing. 
“As the matter is still active I am 
unable to comment,” said Duane 
DeBruyne, deputy director of 
communications.

DeBruyne did note that Kraf-
Tours maintains some appearance 
of remaining active. “Note its most 
recent correspondence on compa-
ny stationery dated April 11, 2016, 
found in the docket.” 

While Kraft did use company 
stationery in his correspondence, 
he said KrafTours no longer par-
ticipates in any travel business. He 
said he was within days of selling 
his four coaches and was planning 
to rent his shop.

The company website appar-
ently was last updated in 2011, but 
visitors may still click to view the 
carrier’s safety record on the U.S. 
Department of Transportation 
SAFER website.

The record shows that Kraf-
Tours still has a “satisfactory” rat-
ing and, within the previous 24 
months, has experienced no crash-
es and had no vehicles or drivers 
placed out of service. The SAFER 
log also lists the carrier’s operating 
status as “Not authorized.”

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 
 Michelin Tires • Alcoa Rims • CD/DVD • Lots more options 

Lower Price: $369k • Partial Financing O.A.C.
Trade for MCI D or DL3 Considered • More available 

Call or Email today for 
more photos and info! 

808.832.6261
sales@royalstarhawaii.com

NEWLOWERPRICE!

Tulsa case
CONTINUED FROM PAGE 1

CLASSIFIED ADVERTISING

To place a Classified Ad, 
call 866-930-8426

FOR SALE – 4 MCI E4500 COACHES

2 – 2002 & 2 – 2004 models, 58 passenger, Carrier HVAC, Restroom, Detroit Diesel 
Series 60 engine w/Jake, Allison B500 trans, REI 6-monitor video, very good interiors, 

paint & body, aluminum wheels, mileage between 600,000 – 800,000. 
Florida buses...NO CORROSION! Priced to sell: 2002’s – $94,900, 2004’s – $134,900 
Contact Brian Scott for info at (727) 545-2088 or brian@escotbuslines.com



BEST VIEW  
FROM EVERY ANGLE.
Prevost coaches deliver the luxury experience that today’s 
charter travelers are looking for. With their fuel-efficient 
powertrain and low-maintenance design, they’re as comfortable 
on your balance sheet as they are for your passengers.

www.prevostcar.com



THE smart choice

…For a Lasting Partnership.   Providing your clients with the right motorcoach is 
smart business.  CH Bus Sales has the premier choices to help you succeed. Our 
products are impeccable, and our personalized service is unequaled.  When you 
buy a Temsa, you become our partner in success and a part of our family.

We believe in relationships that last, and service that comes in first. 

For more information, contact CH Bus Sales at:
877-723-4045 or visit www.chbussales.com

CH Bus Sales is the exclusive distributor of Temsa motorcoaches in the U.S.


