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NOT ONLY WERE bodyshop 
executives, their partners and
Glasurit distributors treated to a
high quality seminar, but they
were accommodated and 
entertained with the best
Queenstown had to offer. There
were dinners, golf, jet-boat and
helicopter rides, clay pigeon
shooting, motivational speak-
ers and much more. As one
might expect from a German 
organisation, every event ran
on time and exceeded expecta-
tions, qualities for which Glasurit
refinish products are also
known. Guests were put up at
Millbrook, one of the most 

highly regarded resort hotels
in New Zealand. 

At a gala dinner, some 50
awards were given in recognition
of the value Glasurit places on its
customers, particularly those
who have been with the brand
for many years.

While Glasurit did not reveal
exact figures, estimates put the
cost of the entire exercise at
over one million dollars. 

Although there are several
high quality paint suppliers to
the Australian market, Glasurit
appears to have the lion’s share
of the leading shops and is a
specified refinish for a number

of prestige car brands, including
Mercedes and BMW. It is also a
strong contender in the move
to waterborne basecoats with
its Line 90. 

Why Glasurit would lavish
such attention on its Australian
market became clearer when
the conference was addressed
by Colin von Ettingshausen,
regional business director for
refinish business in the Asia
Pacific. He said that while the
region, which contained the
emerging giants, India and
China, accounted for a tenth of
the world market for BASF,
Australia/New Zealand was now

20 per cent of that market and
growing. When you consider
that these two countries have a
combined population of 
only 25 million, against the 
Asia pacific population of 3.5
billion, the ANZ performance
beggars belief.

Von Ettingshausen put the
success of Glasurit in Australia/
New Zealand down to the talent
of its marketing team and the 
calibre of the bodyshops using
the products. This was why the
company, and its distributors,
were willing put so much into
thanking everybody involved
and offering management 

Glasurit sets a benchmark in 
education and entertainment 
BASF Coatings Australia, marketer of the Glasurit refinish brand, has undoubtedly
set an Australian promotional record for the smash repair industry by flying 221
people to New Zealand for a five-day retreat conference in mid April.

The cast of Glasurit executives and distributors takes a bow at the conclusion of the conference. Far right is Pascal Goerdes, BASF Coating managing director in Australia.
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“When you start a job you 
finish it,” he said. “Idle in-
ventory is fatal to production.”

Some factors that can cause a
job to stop are wrong or late
parts, additionals, interrup-
tions, lack of communication, 
re-works, sub-lets, lack of 
materials, poor scheduling, 
loss of control, bottlenecks, 
equipment and tool failures.

Of these, parts are among
the worst offenders. He sug-
gests a shop manager should get
to know the suppliers personally
and sit down for a business
meeting to discuss ways for im-
provement – from both sides. 

He described the perfect re-
pair as beginning with meeting
the customer, then sell the repair
(including telling the customer
what will be done), disassemble,
write a damage report, negotiate
with the insurer, schedule the
job, order and receive the parts,
assign the job to the techni-
cians and complete the repair.
Key to this procedure is writing
the damage report only once, 
ordering parts only once and the
vehicle never stopping once it
had been assigned to the tech-
nicians. When scheduling a job,

there are certain tasks that
Blinkenstaff says must be carried
out parallel to the mainstream
production of the job. They 
include items like paint mixing
and colour matching.  

One measure of throughput
is to calaulate the number of
cars being put through a booth
per day. The benchmark is five,
and this can be more achievable
by having a painter spray a car
just before he leaves in the
evening and having a car ready
to go straight into the booth
first thing next morning.

“I’ve talked to shops that
think they need another booth
until they look at their booth
throughput and find the
problem is actually there,”
Blinkenstaff said. “A booth is
premium floor space, yet how
often do we see a car only
moved out when there is
another one ready to come in. A
booth should never be idle as
long as there are painters in the
shop. That may mean stag-
gering the painters’ lunch
breaks so that somebody is
painting all the time.” 

In dealing with insurers,
Blinkenstaff suggests more
transparency, regular consul-
tations, industry-lead negotia-
tions on broader issues, and to
bear in mind that, especially in
a mature market like Australia,
policy renewals were more
sought-after than new policies.
This means that it is critical to
make the policy holder’s repair
experience as pleasant as
possible. He complimented
Sheens shop in Melbourne for
including a bunch of flowers
with every job that goes out.

A valuable concept that
Blinkenstaff imparted was that
quality and productivity go
hand in hand. Correct damage
reports, ready parts, well run
shops and no re-works serve
both needs. He cited an
example of the comparison
between a Buick and a Toyota
Camry which were going head
to head for market share in the
US. The Toyota not only won
the day with a vastly superior
car, but it took only 23 hours to
produce it whereas the Buick
took 31 hours.

assistance to further build the
strength of Glasurit shops. 

THE CONFERENCE
While the emphasis was clearly
on paint, this was no hard sell
event. Nobody needed to be per-
suaded to use Glasurit. What it
set out to do was to assist the
company’s distributors and cus-
tomers to be more profitable,
which would lead to growth,
which would lead to more paint
being used.

This was done in several ways.
There were guest speakers 
dealing in general panel shop
topics and there were Glasurit
marketing and technical staff
telling the shops how to get the
best out of management and
training that was on offer from
Glasurit programs.

THE SPEAKERS
Bernie Blinkenstaff
Unabashed American, Bernie
Blickenstaff, must rate as one of
the most informative and 
enthusing speakers to address
an Australian panel shop 
audience. While his credentials
are extensive, the audience best 
related to the fact that he’d
been a US panel shop owner 
and operator since 1976. Much
of his wisdom has been 
drawn from personal experi-
ence. Central to his message is 
‘manage what you can affect, 
and what you can’t (like how

cars are made or OH&S laws or
how insurers are consolidat-
ing), forget about’.

“Focus on how you can make
your customer happy,” he said,
“or how you can improve your
management skills so that 
every part of the shop runs
better.” Throughout his talks he
encouraged change, but said
not expect it too quickly,
suggesting the best way was to
take ‘baby steps’.

He warned against playing
the victim of business getting
tougher or skilled technicians
being harder to find or the 

right equipment becoming 
too expensive.

“Get over it!” he roared, “it’s
business. Being a victim is
debilitating! 

Realise that everybody’s sale
is somebody else’s cost. It’s not
personally directed at you.”

Although the standard of
repair work in Australia is world
class, the US market has some
directions that Blikenstaff
believes will come to Australia.
One is the growth of multi-
operators like Car Star; another
is the increase in numbers of
female customers – currently
running art 54 per cent in the
US; and another is more
transparent arrangements 
with insurers.

In dealing with change and for
greater efficiency, Blinkenstaff
has an impressive list. 

It begins with management by
objective, but with the prereq-
uisite that the business has to
first be measured. “No meas-
urement, no management,” he
said, “and tell your people what
the measurements are about.
They will do more for you if they
know what’s expected. 

“When we play sport, we play
hard and we play to win.
Everybody in the game knows
the rules and they always know
the score. Why should it be
different in business?”

Another use for measure-
ment is to be able to participate

in key performance indicators
(KPIs). Blinkenstaff named 26
KPIs that could be used to meas-
ure panel shop performance. 

“I don’t suggest you use all of
them,” he said. “Shops tend to
work with a few key KPIs that
they monitor regularly. The
important thing is to be able to
see trends and the best setup
for KPIs is to run them across a
rolling 12 months spreadsheet.
Your strengths and weaknesses
will soon show up.”

One of Blinkenstaff ’s pet
aversions is jobs that become
stationary in the shop. 
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Bernie Blinkenstaff, a fire-in-the-belly
speaker with a multitude of best
practice ideas for bodyshops.

Jenni Neary gave an update on what
the insurers were doing.

➔‘Manage what you can affect, and what
you can’t ..., forget about’.
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In meeting the skills short-
age, Blinkenstaff suggests
dividing tasks in the shop so
that highly skilled techni-
cians like painters are not
spending time on low skill work
which should be done by ‘entry
level techs’. 

As a conclusion to an out-
standing three part series,
Blinkenstaff named the five
reasons why panel shops
employees come to work. They
are, in order: interesting work,
appreciation and recognition,
being included in information
sharing about the company, job
security and money. 

“If you don’t have the first
four, you’ve only got money,”
he concluded, “and you 
know that somebody will
eventually come along and offer
them more.”

Jenni Neary
Insurance industry analyist,
Jenni Neary, dealt with the vital
subject of understanding motor
insurers and some likely 
direc-tions they may take in 
the future. 

She pointed out that
Australia had a very unusual set-
up in the insurance industry in
that it was controlled by a small
number of big players: IAG,
Suncorp (now incorporating
Promina), QBE and Allianz. As
far as motor insurance goes,
Suncorp and IAG are now neck
and neck for size and, between
them, control more than 80 per
cent of the market. Allainz has
about 11 per cent and QBE
about six per cent.

The audience of repairers
really sat up and took notice
when Neary predicted that
Suncorp, which had been
regarded as a relatively easy

going company to work with,
would eventually adopt the
more profitable, but less liked,
two quote model of AAMI. 

Summarising each of the main
motor insurance players, Neary
said that IAG has a deeply held
analytical culture resulting from
the comprehensiveness of its
data bases and its strong re-
search capability. Of all the in-
surers, it had the greatest influ-
ence on accident minimisation.

“The recent conflicts with the
smash repair industry have had
an impact on the way IAG
thinks about its business,”
Neary said. “It has moved away
from being almost entirely
based on the reduction of 
cost repairs to a business 
model based on value to the
company of return business
where quality and safety are
paramount, along with good
customer experience.

“The cost of repairs will
always be important to IAG but
the company also values non-
cost related factors. IAG now
plans to support its PSRs to 
run their businesses more
sustainably through systems,
training, advertising support,
sharing trend data and use of
the NRMA logo.

“Suncorp has had the
weakest performance of the
majors in recent times, but now,
with the Promina merger,
change will take place –
although slowly.

“Allianz is the largest insurer in
the world, with gross written
premiums of $147 billion. It in-
sures half the Fortune 500 com-
panies. Allianz is controlled from
Germany and for this reason the
management accountabilities
are complex, and decisions and
processes tend to be slow and

have limited transparency in
Australia.

“Allianz believes it pays on
average 10 per cent more for
repairs than IAG or AAMI,”
Neary said, “and has supported
the retention of ‘funny time,
funny money’. This support
may be because they don’t have
as good a sense of the real cost
of repairs and the current
system works for them.

“QBE is primarily a business
insurer and is highly profitable
and successful internationally,”
Neary went on. “Cost of repairs
is a key factor for QBE and its
future strategy will be focused
on this and on customer
satisfaction. It is likely that, in
order to get more control over
costs and in view of its small
market share and limited 
ability to support a repair
network, QBE may move to
develop its own in-house
collision services.”

Neary did not surprise her 
audience by listing what insurers
want: competitive pricing, cus-
tomer service, quality and safe-
ty, efficiency, speedy and on-
time repairs, predictability in
repair costs, transparency, pro-
fessional working relationships
and sustainability.

Neary also touched on the
likelihood of the consolidation
of shops in Australia although,
in the US, where the idea was
spawned, the sector only
accounts for 15 per cent of
repair capacity.

The consolidations that have
taken place are nonetheless im-
pressive. Some have over 250
shops, with call centres operat-
ing around the clock, offers of
customer financing, national
warrantees, training and sys-
tems. One of the biggest, Car
Star, is currently tying to make an
entry into Australia.

“One thing is very clear,”
Neary concluded, “the days of
the small single shop are
numbered. In order to maintain
profitability the repair industry
will continue to rationalise with
the formation of buying groups,
consolidations through both
acquisition and franchising and
increased specialisation by
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Glasurit training guru, Jamie Panter

Colin von Ettingshausen, regional
business director from BASF Coatings,
Asia, flew in to give Australia a pat 
on the back.

Ian Wiklinson, national sales manager,
ANZ for BASF, launched Galsurit’s new
technical support program.

Trevor Scott, BASF Ratio consultant and
talented air guitarist, sorted the good
bodyshops from the not-so-good.

➔“I’ve talked to shops that 
think they need another booth
until they look at their booth
throughput and find the 
problem is actually there” 
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some. Each business will need
to determine how it will
respond in this increasingly
competitive market.”

Trevor Scott
BASF ratio consultant, Trevor
Scott, took a different tack in
his brief address to the
repairers. Rather than bring
information and statistics from
outside, he recounted his
observations from visiting
virtually hundreds of body-
shops to assist them in bench-
marking and participating in the
Vision Plus program.

“I thought I’d share with you
some of the things that good
and not-so-good shops have in
common,” he said. “First we’ll
look at the top performers.
They believe in, and use, KPIs.
They usually have their
favourites that tell them what
they need to know about their
shop’s performance – which
they measure. They don’t just
measure profits. They insist on
accurate data to make decisions
rather than gut feel. They do
timely reviews, follow through
on their observations, look
outside their own four walls and
strive to create a positive appeal
and culture.

“Now for the below average.
They say they don’t have time
to generate figures or look at

reports. They also complain
that no matter how much they
ride their staff they just don’t
perform, and that ‘bloody
insurance companies’ are killing
their business. And this is my
favourite: ‘It’s pointless de-
veloping staff because they will
just leave and take that know-
ledge elsewhere.’” 

Some other failings he men-
tioned were that they blame
everybody else, they are un-
friendly to staff and customers,
and they know everything.

Product backup
While it has become customary
for refinish suppliers in Australia
to offer more than just product
to their customers, they all 
do it in different ways. While
Glasurit has appeared to rely
on its product quality as the

major benefit to its users, 
the conference revealed a 
new depth of commitment 
to assisting the efficiency 
and profitability of its body-
shop customers. 

The heart of the service is the
Glasurit Painter Academy which
last year completed its shootout
programme to find the best
Glasurit spray painter in
Australia. The shootout takes
place over an 18 month cycle.

Jamie Panter, BASF regional
technical manager, ANZ/ASEAN,

is in charge of the company’s
comprehensive training pro-
gram which comprises a num-
ber of topics taught at the 
Sydney headquarters or 
taken into Glasurit shops for in-
house training.

Panter and his team have
relaunched the training
program based on what shops
said they wanted. Part of that is
an assessment of painting skills
in which Glasurit will visit a
shop and rate each painter. The
results are converted into a bar
chart which shows levels of
competency, between silver,
gold and platinum. The report
is given to the shop owner 
to decide whether further
training is appropriate. It is
from the platinum standard
group that the shootout
contenders are drawn. 

“Although our shootout
grand finalists were all within a
few percentage points of each
other, there is a vast difference
between the best and the worst
standards in shops,” Panter said.
“I would estimate it could be 
as high as 50 per cent. The 
need for training therefore 
becomes obvious.”

Panter also talked about the
other assistance Glasurit can
give in benchmarking. The
company has been collecting
paint shop data for over seven
years. In addition there is online
help through Vision Plus On
Line (VPOL).

Ian Wilkinson, national sales
manager for the BASF in 
Australia and New Zealand, 
announced the launch of the
Glasurit upgraded bodyshop 
offer which complements the
start of the Access Support Pro-
gram in 2005. It is a joint initia-
tive with Glasurit’s distribution
partners who contributed some
funding to the conference. The
new program aims at giving
technical support on a needs
based, personal approach.

Included in the program is
an annual bodyshop review
with detailed analysis of all
work processes, management
seminars to begin next 
year, and assistance with
bodyshop layout.

➔Organsied by . . . 
The Glasurit conference
was planned and executed
with the assistance of
Results Plus, an event or-
ganiser that has been
retained by Glasurit for the
past three years.
Results plus also staged 
the 2005 Suncorp confer-
ence and has a compre-
hensive understanding of
the smash repair industry.

Glasurit flew 221 people to Queenstown to learn more about repairing and enjoy one of the most spectacular places on earth.

24-36_NewsExtra.qxd:Layout 1  6/7/07  11:54 AM  Page 36



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.6
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType true
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 1
  /Optimize false
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile (None)
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth 8
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.16667
  /EncodeColorImages true
  /ColorImageFilter /FlateEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth 8
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.16667
  /EncodeGrayImages true
  /GrayImageFilter /FlateEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages false
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Acrobat 8 Distiller settings for the Blue Star Print Group. Use these settings to create high resolution PDF documents required for print.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [595.276 841.890]
>> setpagedevice


