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T
here’s a scene in the ’60s prison movie “Cool Hand 

Luke,” where the title character, played by Paul 

Newman, is being shackled after attempting to 

escape. The hammer hitting the metal clinks against a silent 

background, while the rest of the prisoners look on.  

The captain tells Luke to get used to the clinking sound, 

since he’ll be wearing those chains for a while. Luke gives a 

snarky reply. Unimpressed, the captain strikes Luke, knocking 

him to the dusty ground. The captain then delivers one of  

the most famous lines in movie history.

“What we’ve got here is failure to communicate.”

While the context of a prison setting and a guy who just 

won’t play by the rules might not quite fit with jobbers, the  

line is significant in the auto parts business.

It’s all about communication. The ability to communicate 

effectively is essential to be successful in this business.  

Or any industry, for that matter. A “failure to communicate” 

means lost customers, lost profits, and maybe a lost business. 

Whether it’s the supplier with the jobber, the jobber with  

the shop, or the shop with the customer, no one succeeds 

when communication fails.

That’s something I’ve picked up in my short time in this job. Before becoming 

editor of Jobber News, I was plying my trade as the web editor for our digital portal, 

AutoServiceWorld.com (if you haven’t checked it out, go now).

And there’s much for me to learn.

This is a wonderful business. I’m truly amazed at how great the people are. I recently 

paid a visit to a couple of jobbers, and what hit me was the open welcome you gave 

me. You’re busy, you have businesses to run, and have a million things on your minds. 

But you all took the time to sit (and in one case, stand) with me to talk about the jobber 

market.

And you love the business.

The passion is there. It’s obvious. Whether it’s the people, the customers, or the art of 

making a sale, you love what you do.

I want to tap into that love. I want to make sure Jobber News is there for you. I want it 

to deliver all the news you need. I want you to flip through every page of this magazine, 

read every story, and, when you’re done, feel informed. 

But I need your help.

What do you want to know? How some jobbers find success? What the OEs are 

doing? What’s happening in telematics? What the manufacturers are up to? Tell me. 

Didn’t like a story? Think we need to take a deeper look at something? Have a possible 

story idea? Tell me.

Do you have an event coming up? Have you hired a new employee? Are you 

celebrating an anniversary? Is someone new in charge? Reach out to me:  

adam@newcom.ca. 416-510-6763. Tell me what’s on your mind. Even if you just want  

to shoot the breeze, I’m game.

I hope to meet and talk with many of you over the next little while. Here’s hoping 

“failure to communicate” will never be a concern, at least between readers and this 

magazine.   JN
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Uniroyal 
consolidates 
three lines 
into one
With the launch of the 
new Tiger Paw AWP 
3, Uniroyal is bringing 
together three lines of 
tires under one name.

The AWP 3 is 
available for 85% 
of passenger cars 
and minivans on 
the market today. It 
replaces the Tiger 
Paw AS65, Tiger Paw 
Touring, and Tiger 
Paw AWP 2.

The newest tire went 
on sale in March and 
offers a 100,000 km 
warranty on H and 
V speed-rated tires. 
T speed-rated tires 
have a 110,000 km 
warranty. The AWP 
3 is available in 72 
different sizes.

“The Uniroyal Tiger 
Paw AWP 3 tire 
provides value-
conscious consumers 
a budget-friendly, 
all-season tire,” says 
Frederic Ollendorff, 
country operational 
marketing manager 
for Uniroyal Canada. 

Vancouver’s Pacific Coliseum was the place to 

be in early April as Lordco opened its doors to the 

biggest tradeshow in Canada. About 16,000 people 

took in the company’s 27th annual show, which 

welcomed visitors to more than 275 exhibitors, 

ranging from automotive to high performance to 

paint and body to engine parts.

The automotive parts and accessories distributor 

and retailer saw suppliers not only showcase, 

but sell products on the floor of the arena. In the 

neighboring Agridome, crowds saw exhibits from 

tool and equipment companies.

Themed the “Call of the Caribbean,” the Lordco 

show featured a number of giveaways. The grand 

prize was a 2017 Jeep Wrangler and was won by 

Rob Zimmer of Zimmer Wheaton Pontiac Buick 

GMC Ltd. Armorall and STP gave away a signed 

Richard Petty STP auto hood to James Aubit. 

Bosch’s Cube Reaction Race 500 bike was won  

by Brian’s General Auto Service out of Delta.

Lordco also brought in Canadian race car driver 

D.J. Kennington, who welcomed attendees. He 

recently raced his Lordco and Castrol-sponsored 

Toyota Camry, which was on display at the show, 

in the Daytona 500.  JN

LORDCO TRADESHOW ATTRACTS THOUSANDS
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Nearly 1,000 attendees were on hand for the recent CAPS Auto Parts & Tire 

Show in Ottawa. 

It’s the second time the EY Centre played host to the automotive aftermarket 

show. In addition to the visitors, a number of exhibitors were also on hand for  

the event.

Special guest Danielle Colby from the U.S. reality show American Pickers paid 

a visit, and the Dumolin Competition team showed off their latest Dodge Pinty’s 

Series racer.

The show was divided into two segments. One was Next Generation, whereby 

teachers and students from local technical schools stopped by and CAPS 

members promoted industry opportunities and mentorships. The other featured 

vendors, who were on hand to discuss their products and services directly with 

CAPS customers.

And prizes were also handed out, topped by a brand-new Chevrolet Spark.  

Khal Kyoz of Leitrim Auto Service took home the new set of wheels.

“We are committed to providing superior products and services with the 

highest level of quality to our valued customers,” said CAPS owner Chuck 

Berthiaume at the event. “We are pleased with the turnout at our community 

expo, and we look forward to the event’s continued growth and success in  

the Ottawa community.”   JN

CAPS EVENT WELCOMES LARGE CROWD  

From left, Danielle Colby, of the U.S. reality show American Pickers; Dawn Stoeckl-Petric, CAPS; and CAPS’ 
Ghazi Mankal with a new Chevrolet Spark, which was won by Khal Kyoz of Leitrim Auto Service.

APPOINTMENTS 

Patrick Hébert is the next Canadian 
national sales manager for CRP 
Automotive, the company has 
announced.

He will be responsible for developing 
customer relations and customer service 
initiatives within the Canadian market, 
and the management of the Canadian 
sales team of the original equipment 
replacement and service parts company.

Hébert was previously with B-Line Tire 
and Auto Supply as its general manger. 
He managed day-to-day operations 
and sales for Eastern Canada. He also 
spent time with Schrader International 
(Sensata) as its regional sales manager, 
again for Eastern Canada.

Jon Owens has joined the Epicor 
Software automotive business as senior 
account executive. With 32 years of 
experience in the automotive parts and 
service industry, he will be responsible 
for collaborative industry data analytics 
solutions for manufacturers and 
their channel partners, the company 
announced.

Owens was recently vice-president of 
market development with AutoMD, 
a consumer-focused automotive 
service website. He has also served 
as vice-president of sales and market 
development for the Aftermarket Auto 
Parts Alliance. His previous experience 
includes time with The Timken 
Company, Babcox Media, and Auto 7.

Owens has also been active in several 
industry organizations, including the 
Auto Care Association, the Automotive 
Communications Council, the 
Automotive Warehouse Distributors 
Association, and the Young Executives 
Society. 
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Ford is pumping $500 million into research and 

development in Canada.

The company has announced the cash will go 

towards extending its connectivity reach by adding 

400 software and hardware engineers, and opening 

the doors on a new research and engineering 

centre in Ottawa.

The goal of the facility, Ford says, will be to 

establish a focus on research and advanced 

engineering geared towards telematic software and 

the connected car. The engineers being brought in 

will be working towards connectivity, telematics, 

and infotainment.

The move brings Ford’s investment commitment 

in the past six months in Canada to $1.2 billion, 

according to a company announcement. It 

announced in November that the company 

would spend $700 million to transform operations 

in Windsor into a powertrain facility. Ford also 

announced upgrades to its assembly complex in 

Windsor.

“Connectivity is the critical component to the 

future of mobility,” says Raj Nair, Ford’s executive 

vice-president of global product development 

and chief technical officer. “Whether it’s 

providing information to help reduce congestion 

in cities, allowing vehicles and infrastructure to 

communicate to keep us safer on the road, or 

simply knowing all your personal settings when 

you enter a self-driving vehicle, connectivity is  

the key.”

Its talent tied to connectivity will be doubled, 

Nair adds.

In addition, the Ottawa Research and 

Engineering Centre will also focus on research 

and development across infotainment, in-vehicle 

modems, gateway modules, driver-assist features, 

and autonomous vehicles. Ford will also have 

similar facilities in Ontario in Waterloo and 

Oakville; Cary, N.C.; and Sunrise, Fla.

This will be Ford’s first centre focused on 

connectivity research and advanced technology  

in Canada, and it will serve global connectivity 

needs for the automaker. 

“Canada has reinforced its position in Ford’s 

global operations as the company shifts to lead 

as both an auto and mobility company,” says Joe 

Hinrichs, president of the Americas at Ford Motor 

Company. “With this commitment and the support 

from key strategic partners, we have established 

a strong future for the highly skilled and talented 

employees across Canadian operations.” 

Part of the research and development 

investment relates to research at Ford’s Windsor 

and Oakville operations, where the company 

will increase its sustainability and fuel-efficiency 

research capacity. Being supported are advancing 

powertrain technologies, alternative fuels, and 

lightweighting development at the Powertrain 

Engineering Research and Development Centre 

(PERDC) in Windsor, as well as research focused 

on capturing industrial emissions and converting 

them to usable fuel at the Fumes-to-Fuel Research 

Development Centre in the Oakville Assembly 

Complex.   JN

FORD BETTING BIG ON CANADIAN TECHNOLOGY

Canada  
has reinforced 
its position in 
Ford’s global 
operations as 
the company 

shifts to lead as 
both an auto 
and mobility 

company.
– JOE HINRICHS, PRESIDENT  

OF THE AMERICAS AT  

FORD MOTOR COMPANY
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Intel has purchased Mobileye in a deal valued at about $15 

billion. The recently announced deal combines Mobileye’s 

software that processes information from cameras and other 

sensors with Intel’s hardware, data centres, and its own software.

“This acquisition essentially merges the intelligent eyes of the 

autonomous car with the intelligent brain that actually drives 

the car,” Intel’s chief executive officer Brian Krzanich wrote in  

a note to company employees about the acquisition.

The acquisition, expected to close by the end of 2017, will 

allow the companies to bring components to market faster at  

a lower cost, officials from Mobileye say. 

Automakers and some technology companies are testing 

autonomous vehicles in states such as California and Michigan. 

Intel has a base in Arizona where it houses its Autonomous 

Vehicle Lab to test the technology, and nearly all use software 

from Mobileye to read inputs from cameras, radar, and laser 

sensors. The software makes decisions on what an autonomous 

car should do. 

Mobileye, an Israeli company,  

says it has contracts with 27 different 

automakers. It also makes software 

that runs automatic emergency 

braking and semi-autonomous cruise 

control systems that are in cars and 

trucks on the road today.

The deal is the latest combination, 

as automakers and technology 

firms race to build autonomous 

cars, and for leadership in life-

saving electronics. Mobileye, with 

660 employees, has been forming 

partnerships worldwide as its growth 

continues as a separate company. 

BMW, Intel, and Mobileye partnered 

last year, and Mobileye has teamed up with Delphi Automotive 

to develop building blocks for a fully autonomous car.  JN

INTEL BUYS MOBILEYE  
 This  
 acquisition 
essentially 
merges the 
intelligent  
eyes of the 
autonomous 
car with the 
intelligent  
brain that 
actually  
drives the  
car.
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Since the auto industry is the largest part of the 

manufacturing sector, it was important that the 

Motor & Equipment Manufacturers Association sit 

down with officials from the U.S. government over 

concerns about trade, tax, and regulatory reforms.

And the two sides got together in late March, a 

few weeks after MEMA wrote to U.S. Vice President 

Mike Pence and Wilber Ross, secretary  

of commerce, to request a meeting. 

In an announcement, MEMA said it aimed to 

address important issues related to motor vehicle 

parts suppliers and “create greater awareness 

among the Trump administration of the motor 

vehicle parts supplier industry.”

“Suppliers play a leading role in job creation  

and investment growth and are a major contributor 

to the national economy,” says MEMA president 

and chief executive officer Steve Handschuh. “For 

this reason, our participation in discussions like 

this regarding free trade agreements and tax reform 

is critical.”

There was a feeling of eagerness to educate 

themselves about the industry and to gather 

input, notes MEMA’s executive vice-president of 

government affairs, and Automotive Aftermarket 

Suppliers Association (AASA) president and chief 

operating officer, Bill Long. “This was an important 

opportunity to establish a working relationship 

with the Trump administration and to articulate the 

significant economic impact our industry has on 

the American economy.”

MEMA “sought a better understanding of 

the timing and process for changes the Trump 

administration may be considering regarding 

review of the North American Free Trade 

Agreement (NAFTA),” the announcement said. 

Issues discussed included corporate tax reform, 

supporting manufacturing jobs, and how a border 

adjustment tax would impact the industry, whether 

it’s the original equipment or aftermarket sectors.

The group noted that more discussions are 

expected to take place with government officials 

“in the coming weeks.” 

MEMA has already said it “supports tax 

reform initiatives that will increase American 

manufacturing employment without putting an 

integrated supply chain at risk.” That would include 

a predictable tax code that would grow job creation 

and investment in the U.S. But it also warned a 

border tax could upend the industry.   JN

MEMA MEETS WITH TRUMP OFFICIALS

Issues  
discussed 
included 

corporate 
tax reform, 
supporting 

manufacturing 
jobs, and 

how a border 
adjustment tax 

would impact 
the industry.

No matter what kind of vehicle comes into your shop, rest assured you’re not just getting the right fit, but also the
best quality.  Keep your customers’ cars running longer, stronger with NAPA KNOW HOW.

866-GET-NAPA | NAPACANADA.COM
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AGING VEHICLES WILL CONTINUE  
PROPPING UP AFTERMARKET
The demand for aftermarket services 
will continue through at least to 2021, 

according to a new study.

The Cleveland-based Freedonia Group 

says the North American aftermarket  

saw sales of $12 billion in 2016 – and 

$10.3 billion, or 86%, of that came from  

the U.S. market. 

The U.S. market for engine, transmis-

sion, and drivetrain components will  

go up by 1.6% through 2021. That’s up 

from the 2011-2016 range, but Canada 

and Mexico will see bigger increases,  

the study points out.

Helping boost aftermarket sales of 

powertrain components is the fact that 

the average age of cars stood at 11.4 years 

in 2016. Other factors include climatic 

extremes in certain areas – some being 

affected by snow, others by heat.

With increased technology in vehicles, 

such as computers and sensors, the cost 

to repair and replace such units is also 

adding to increased sales, the study found. 

Tempering sales growth, however, the 

study found that technology improve-

ments also mean maintenance and repair 

intervals are decreasing and car owners 

are finding better reliability and durability 

in powertrain components.   JN

GATES CANADA GETS NAPA SUPPLIER NOD
Gates Corporation’s Canada division was named the 2016 NAPA  

  Supplier of the Year.  

  “Thanks to Gates’ market leadership, product quality, cataloguing 

capabilities, technical, and sales support, NAPA stores enjoyed significant sales 

increases on Gates’ product lines in 2016,” says Tom Hunt, vice-president of product 

development at NAPA. “Gates has always been a fantastic partner to work with so this 

award is well-deserved.”

Jack Ramsey, senior vice-president of Gates North America Automotive Aftermarket, 

notes that the achievement is the result of a strong team. “What is most rewarding 

is that this recognition by a key customer like NAPA goes far beyond a typical sales 

award and recognizes all facets of the business, including sales, marketing, production, 

distribution, engineering, finance, customer service, quality, and other business 

elements…a total team recognition.”   JN
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departments are increasingly complex 

environments with 65% of organizations 

using from six to more than 50 security 

products, increasing the potential for 

security effectiveness gaps.

To exploit these gaps, the report’s data 

shows criminals leading a resurgence of 

“classic” attack vectors, such as adware 

and email spam, the latter at levels not 

seen since 2010. Spam accounts for 

nearly two-thirds (65%) of email, with 

eight to 10% cited as malicious. Global 

spam volume is rising, often spread by 

large and thriving botnets.

Ten years ago, malware attacks were 

on the rise, with organized crime profiting 

from them. In today’s shadow economy, 

thieves now run cybercrime as a business, 

offering low barrier-to-entry options to 

potential customers. Today perpetrators 

can be anyone, anywhere; they don’t 

require a security background and can 

easily purchase “off-the-shelf” exploit kits.

Current off-the-shelf signature and 

behavioural-based anti-malware are no 

longer a match for the latest generation 

of cybercriminals, who utilize mutating 

hashes, sophisticated obfuscation 

mechanisms, self-propagating malware, 

and intelligent (AI) malware components. 

It is no longer enough to detect and 

respond. One just has to look back to 

2016, when several organizations were 

compromised by unknown adversaries. 

For example, the incidents at Yahoo 

broke records in terms of sheer breadth 

of the data breached. Back in September 

of 2016, the company revealed that a 

staggering 500 million user accounts 

had been compromised. The hacking 

began in 2014 and continued until it was 

discovered late last year. A month later, 

Yahoo outdid itself when it confirmed 

that a different case of hacking had been 

carried out, and this time, it involved at 

least one billion user accounts.

In October of last year, the U.S. bore 

the brunt of an attack by a botnet that 

took over thousands of household 

appliances such as webcams and DVRs, 

to launch a so-called distributed denial 

of service (DDoS) against Dyn, a leading 

U.S. domain name system provider. The 

attack, which used a malware called 

Mirai, left millions unable to find major 

websites such as Netflix and Twitter for 

one whole day.

We also saw the emergence of an P
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market tracker  |  cyber attacks

CYBERCRIME’S EVOLUTION 

With telematics and autonomous 

vehicles ramping up quickly, 

cybersecurity is becoming a major 

concern for the aftermarket. 

Just over one-third of organizations that  

experienced a cybersecurity breach in the 

last year reported substantial customer, 

opportunity, and revenue loss of more 

than 20%.

According to the Cisco 2017 Annual 
Cybersecurity Report (ACR), 90% of these  

organizations are now improving 

their threat defence technologies and 

processes by separating IT and security 

functions, increasing security awareness 

training for employees, and implementing 

risk mitigation techniques.

The Cisco report surveyed nearly 3,000 

chief security officers (CSOs) and security 

operations leaders from 13 countries. 

The global report highlights challenges 

and opportunities for security teams to 

defend against the relentless evolution of 

cybercrime and shifting attack modes. 

In the report, CSOs cite budget 

constraints, poor compatibility of systems, 

and a lack of trained talent as the biggest 

barriers to advancing security measures. 

Leaders also reveal that their security 

AFTERMARKET

 .....ATTACKS NOW COMING FROM THIEVES 



JOBBER NEWS / MAY 2017 |www.autoserviceworld.com 15

upstart hacking group called OurMine. 

This group of allegedly young hackers 

have carried out social media hacks 

and possibly attacked popular online 

platforms such as the Pokémon GO 

game, BuzzFeed, and Variety. What 

adds to the level of OurMine’s notoriety 

is its successful hacking of several 

prominent personalities’ social media 

accounts. Its growing list of distinguished 

victims includes Facebook’s CEO Mark 

Zuckerberg, Google’s Sundar Pichai, and 

Twitter’s Jack Dorsey, among others.

These events underline just how 

important it is for the automotive 

industry to get it right when it comes 

to cybersecurity in connected and 

autonomous vehicles. With just over 100 

million connected vehicles currently on 

the road and autonomous vehicles on the 

horizon, cybersecurity is of the utmost 

importance.

Fortunately, customer safety and 

satisfaction are the foremost concerns 

for automakers. As a result, OEMs, 

Tier 1s, regulatory bodies, insurance 

companies, technology companies, 

telecommunications providers, and 

organizations affected by the new attack 

landscape are all working to strengthen 

the industry’s cybersecurity posture.

The ICIT Cybersecurity Think Tank 

says critical infrastructure organizations 

cannot afford to suffer another Yahoo-

style breach. What is needed is 

sophisticated, machine-learning-based 

artificial intelligence (AI) that depends 

on complex algorithms to detect, 

prevent, and mitigate malicious files and 

code prior to execution, based on their 

characteristics.

While Internet-connected vehicles offer 

an avenue for attack, they also provide 

a potential solution to cybersecurity via 

over-the-air (OTA) software updates. 

Those updates are only now being offered 

by a limited number of automakers.

The 2017 ACR revealed the potential 

financial impact of attacks on businesses, 

from enterprises to small- and medium-

sized businesses. More than 50% of 

organizations faced public scrutiny after 

a security breach. Operations and finance 

systems were the most affected, followed 

by brand reputation and customer 

retention. 

For organizations that experienced an 

attack, the effect was substantial:

Twenty-two per cent of breached

organizations lost customers.

 Twenty-nine per cent lost revenue.

 Twenty-three per cent of breached 

organizations lost business 

opportunities.

Recently, hacking has become 

more “corporate.” Dynamic changes 

in the technology landscape, led by 

digitization, are creating opportunities for 

cybercriminals. While attackers continue 

to leverage time-tested techniques, they 

also employ new approaches that mirror 

the “middle management” structure of 

their corporate targets.

New attack methods model corporate 

hierarchies: Certain malvertising 

campaigns employed brokers (or “gates”) 

that act as middle managers, masking 

malicious activity. Adversaries can then 

move with greater speed, maintain their 

operational space, and evade detection.

Meanwhile, old-fashioned adware – soft-

ware that downloads advertising without 

user permission – continued to prove 

successful, infecting 75% of organizations 

investigated.

Cisco advises these steps to prevent, 

detect, and mitigate threats and minimize 

risk:

Make security a business priority. 

Executive leadership must own and 

evangelize security and fund it as a 

priority.

 Measure operational discipline. Review 

security practices, patch, and control 

access points to network systems, 

applications, functions, and data.

 Test security effectiveness. Establish 

clear metrics. Use them to validate and 

improve security practices.

So as technology continues to develop, 

vigilance is essential to protect valuable 

data from nefarious players.  JN

– By Jobber News Staff

OPERATING AS A BUSINESS.....

Fortunately, customer safety and satisfaction 
are the foremost concerns for automakers.
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ADVERTISEMENT

Down East Auto Parts owner Michael 

MacPherson found out early that success in 

the aftermarket isn’t just about selling parts 

to people. It’s about creating lasting relationships. 

“My motto has always been I don’t want a one-time 

customer, I want a lifetime customer,” he says. “And 

Bestbuy understands that. They work exactly the 

same way.” 

Born and raised on a farm near Bellevue, a tiny 

hamlet outside Montague, P.E.I., Michael admits he 

wasn’t really into cars as a kid – though as he says, 

“Growing up on a farm, there’s always machinery 

involved.” He just needed a full-time job, and only 

discovered his true calling after he began working  

at a local parts store.

“I found out I loved sales, and networking with 

people. The product knowledge came easily as well, 

since I have a photographic memory for numbers; 

so without me knowing it, it turned out to be a good 

fit.” (Indeed, that photographic memory is evident in 

our conversation; recalling the various milestones of 

his life, he can easily recount the precise date when 

each of them happened.)

From those early days, his simple philosophy 

of seeing customers as people, rather than just a 

sale, was a winning formula. The store’s sales grew 

exponentially with his involvement. “I’d like to take 

some pride in that, since I was doing 50% of the 

sales, as well as handling several other departments: 

marine, paints, etc.” 

But he was becoming restless. He saw a number 

of ways things could be handled better, but 

there was little room for advancement. When the 

opportunity arose to launch his own business, he 

jumped, opening the first Down East Auto Parts  

in Montague, in September of 2004. “I knew my  

plan would work,” he says. “I just didn’t know  

how quickly.” 

A scant three years later, the company moved 

to its current location, almost doubling in size from 

2,400 to 4,000 square feet. Then – February 14, 

2011, to be precise – Down East expanded again, 

opening a branch in Charlottetown, P.E.I.’s biggest 

market. It wasn’t long before he began to realize 

other changes were in order.

“As we grew, I knew I had to buy better, make 

my voice heard more about the quality of the parts, 

about buying power, and about service. We had 

joined another buying group early on, but it was  

time to look for a new buying group.”

His research soon revealed that Bestbuy was 

hands-down the best choice for independent 

distributor owners like him; the skills that had 

made his operation a success – great people skills, 

networking, fair and honest dealing – were hallmarks 

of the way Bestbuy operated as well. By May, just 

three months after opening the Charlottetown store, 

he left his old buying group and joined Bestbuy, and, 

he says, things just took off.

“There’s no one thing I could say about what 

makes Bestbuy a great fit for us. One is the other 

shareholders – we’re all independents, but it’s about 

PEOPLE MAKE 
THE DIFFERENCE

Bestbuy’s
By Martha Uniacke Breen

Michael MacPherson, Down East Auto Parts, Charlottetown, P.E.I.

www.bestbuydistributors.ca

Michael MacPherson 
with 14-year-old son 
Jordan, who is interested 
in following dad into the 
business one day.
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the shared values we have going forward. Another  

is the staff in the Bestbuy family. From the president, 

Jeff Van de Sande, right down to the parts pickers, 

they form a really unique team. It’s a privilege to 

work with them; we’re partners, really.”

Another point of pride with Michael is the quality 

of the parts he can offer through Bestbuy. “We have 

the best brands in the business, along with our  

own brand, QAP (Quality Automotive Parts), which 

is top quality. The Best Auto program for installers 

is really strong too; it helps us grow our installer 

business while giving independent service providers 

the marketing tools and cost-saving benefits to  

help grow their business.”

Bestbuy’s social and business events are 

extremely important as well. “We attend all the 

Bestbuy trade shows, and participate in their 

programs. The annual Buy & Sell Show is great 

because it gives us a chance to see different parts  

of the country, while meeting with suppliers and 

fellow shareholders.” 

Today, with the two locations thriving, he takes 

great pride in having some of the best in the 

business working alongside him. Tod Storring, 

who’s been with him since day one, along with 

Danny Butler, Colin Cahill, Glen MacAuley, and 

Ryan MacDonald, handle inside sales; Brian “Buck” 

Carragher is their accounts manager and road 

salesman. There are also two hard-working drivers 

who traverse the island delivering the parts. Michael 

also thanks Steve McGarrity, who is Bestbuy’s 

business development manager for Atlantic Canada. 

He credits this combination of a great staff and  

the expertise of Bestbuy with putting Down East  

in the position it’s in today, as a leading P.E.I.  

parts supplier.

What advice would he give those considering 

membership in Bestbuy? “I’d tell them to jump 

onboard! I just really like the direction of the group. 

We stick together and help each other grow our 

business, while still maintaining our independence. 

No matter what the size of your company – we have 

every size, from small to medium to large distributors 

with multiple locations – Bestbuy will welcome you 

with open arms.”

Michael MacPherson, owner of Down East Auto Parts, 
seen outside his store in Charlottetown, P.E.I., where he 
has grown his business into one of the top auto supply 
stores in the city. (Inset) MacPherson and inside sales 
manager Colin Cahill help a customer.

“We have  
the best 
brands in  
the business, 
along with  
our own brand, 
QAP (Quality 
Automotive 
Parts),which  
is top quality.”
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ORANGE IS THE NEW BRAKE LUBE
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silicone formula is compatible with all plastic and rubber components.
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BY GEOFF KIRBYSON

C ounter staff are more likely to increase 

success, service levels and brake part 

sales if they channel their inner Dr. Phil.

That’s because when you’re selling 

brakes, the key thing isn’t what gets rung 

through the register today; it’s that your 

customers are sufficiently happy with the 

service they’ve received that they’ll keep 

providing revenue for years to come.

The “old” model for aftermarket brake 

sales might have been about raking in  

as much money as possible in a single 

transaction, but the new aftermarket is  

all about relationships and win-win con-

versations to move business forward,  

says Bob Greenwood, president and CEO  

of Automotive Aftermarket E-Learning  

Centre in Surrey, B.C.

“True value delivered creates purchase 

loyalty,” he says. “Do you really know the 

business you are selling to? Do you know 

their planned path, and where they are 

taking their business over the next three 

dation after obtaining every piece of rel-

evant information about the customer’s 

needs – is the vehicle made in North 

America or Europe, is it a three-speed,  

is it a four-seater?

“Sometimes customers will look at you 

funny when you ask these questions, 

because they think you’re killing time,” 

he says.

But if some important queries aren’t 

answered, the car could be up on the 

hoist and the shop won’t be able to finish 

the job, because the brake pads either 

don’t fit or are the wrong design for the 

vehicle.

And when working with do-it-your-

selfers, it is also important to ensure you’re 

properly servicing their needs with proper 

questions. Tennyson has no problems 

asking as many questions as he needs to, 

because many of Piston Ring’s customers  

drive two or three hours to get there. 
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Delivering  
VALUE 

Add in service and knowledge to give sales a boost.

brake sales  |  

goes beyond 
PRICE 

years? If you don’t, then you are not part 

of their solution – you are just trying to 

sell them anything you can, instead of 

bringing value to them.”

Greenwood says brake distributors 

should discuss the front counter process 

with shop owners to ensure they have an 

in-depth chat with consumers, including 

educating them about the benefits of  

buying quality parts.

“It’s not selling the work; it’s counselling 

the client as to what’s in their best inter-

ests,” he says, adding that the jobber and 

brake distributors needs to work in tan-

dem to ensure service advisors are bring-

ing all issues that can affect safety and 

reliability to the forefront when talking to 

the end-customer. That is why, he says, 

shops are hiring you – to advise them.

A critical part of the relationship, 

according to Charlie Tennyson, counter-

person at Piston Ring in Vermilion Bay, 

Ont., is being able to make a recommen- continued on page 20
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They’re not concerned with saving a few 

nickels here and there; they want to know 

what they’re getting works properly so 

they don’t have to make the drive again 

any time soon.

He doesn’t consider himself an 

upseller, but he makes a point to edu-

cate consumers on where it makes sense 

to pay for quality, and brakes are one 

of those areas. As soon as he brings up 

safety concerns for critical cargo such as 

children, family members, and pets, cus-

tomers tend to be a lot less Scrooge-like 

with their money.

“It’s surprising how many people want 

to scrimp on tires and brakes. But they 

have money for fancy lights and stereos,” 

he says.

He’ll always recommend brakes that are 

made to original equipment standards.

Chris Copeland, branch manager of 

Bumper to Bumper in Vancouver and 

Richmond, B.C., says it’s a misperception 

that customers base their brake purchase 

decisions on price.

“Most often the customer wants to 

install the brakes once and not have to 

come back [because of] noise. Counter-

persons should offer something that they 

know has performed well in the field and 

has some quality history to it. That’s first 

and foremost,” he says.

Some vehicles simply don’t match up 

well with particular brake products, so it’s 

important to be able to offer more than 

one option to the customer.

“It may sound corny, but you want 

them coming back. It’s about continuing 

the relationship and not just making what 

you can,” he says.

Copeland says his counterpeople do 

a great job of helping their customers 

potentially kill multiple birds with one 

stone, and avoid having to come in 

unnecessarily in the near future.

“It’s not an upsell. It’s using your coun-

terperson’s knowledge to help your cus-

tomer. If they’re coming in for a brake job, 

VDO: 
coverage,  
quality and 
peace of mind

VDO - A Trademark of  
the Continental Corporation

When you choose VDO,  
you can be confident  
you’ve made the right call. 

VDO radiator and 
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cooling fan assemblies are 
ready to install right out of 
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and tested to OE specs  
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to coverage, no one  
beats VDO!
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For more information,  
call: 800-564-5066 or email: 
salessupport-us@vdo.com

www.vdo.com/usa
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are they also replacing their rotors? If not, 

why not? When you’re offering them brake 

pads and they don’t come with hardware 

or lubricant, make sure you acknowledge 

that with the customer,” he says. 

“If they’re [replacing the brakes] and 

they have the car up and the wheels off, 

they could be upset that they weren’t 

offered lubricant.”

Greenwood says it’s important to edu-

cate technicians, so they believe in the 

product and can speak truthfully about it 

with customers.

“When a technician believes, they get 

behind the message. Don’t try to sell them 

a bill of goods; show them the quality 

tests of the product so they can judge for 

themselves how good the product is and 

get behind it,” he says.

In fact, it’s critical that technicians are 

part of the inner circle regarding business 

decisions, Greenwood says, and they 

should have input as to what lines their 

shop carries based on quality and the ser-

vice it’s delivering to the consumer. 

“Owners who do not involve the techs 

and staff to move the business forward 

do not have a great culture within the 

business. Instead, they have a business 

with employees who have a job and not a 

career,” he says.

When it comes to the art of the sale, 

Copeland believes there’s no substitute 

for experience.

“It’s about educating your customer 

and giving them the opportunity to say 

‘no, thank you’ as opposed to assuming 

they don’t want to be upsold,” he says.

And when a shop declines the offer, good 

counterpeople don’t let it bother them.

“As long as they’ve done what they can 

do to help the customer, they don’t have 

time to let it worry them too much. They 

have phones ringing and web orders com-

ing through,” he says.   JN

– Geoff Kirbyson is a freelance journalist 
based in Winnipeg, Man.

“Counterpeople should offer something that they 
know has performed well in the field and has some 
quality history to it. That’s first and foremost.”  

– CHRIS COPELAND, BUMPER TO BUMPER 
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I
t sometimes feels like “disruption” isn’t 

a strong enough word to describe the 

coming years for the auto industry.  

Whether it is evolutionary or revolu-

tionary, the industry, including the after-

market, is facing a period of uncertainty. 

Plans are being worked on to connect 

today’s (mostly) offline automotive world 

with a future one that is always online. 

And it doesn’t appear to be too long until 

drastic changes happen.

Accounting and advisory firm KPMG 

recently released its annual Global 
Automotive Executive Survey, and the 

findings may surprise many on what is 

coming down the pipe – and how quickly.

The aftermarket will need to adjust. 

Car ownership to be halved
It may not be too long until you look 

around and notice fewer cars parked in 

driveways around your neighbourhood. 

By as little as 10 years from now or even 

sooner, the number of car owners could 

be cut significantly, if things play out the 

way auto execs believe it will.

But that doesn’t mean shops will see 

fewer cars. Instead of owning, consumers 

will rent cars when in need of wheels.

Almost 60% of 1,000 industry execu-

tives polled across 42 countries say half of 

today’s car owners won’t want to own a 

car in 2025, according to the Global Auto-
motive Executive Survey.

This means disruption could be huge, 

the report says. “The main business model 

of the automotive industry today relies on 

car ownership. However, if 50% of today’s 

car owners no longer want to own a car 

by 2025, it would entail a drastic revenue 

drop for today’s automotive industry, and 

the business model disruption would be 

even more dramatic.”

More than a third of consumers agree 

with this possible future. Agreement goes P
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INDUSTRY TO BE HIT BY 
EVOLUTION & REVOLUTION 
Car ownership is expected to plummet in just a few years. 
What will that mean for the aftermarket?
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BY ADAM MALIK

up as the age group 

lowers. Some 42% of 

those aged 18-24 agree 

compared with only 19% 

of those aged over 65. 

Mobility as a Service (MaaS) – car-shar-

ing and car rentals – will take the place of 

individual ownership, as people become 

increasingly fed up with everything that 

goes into driving yourself around.

“This might show that the customer 

cannot yet let go of car ownership, and 

will only tend towards shared economy 

mobility concepts (MaaS) when the cost 

and discomfort of a self-owned vehicle 

(discomfort of finding parking, traffic 

congestion, etc.) becomes significantly 

higher than the utility of car ownership,” 

the report says.

But Peter Hatges, KPMG Canada’s 

national sector leader, automotive, has 

doubts that things 

will play out in exactly 

the way the executives 

think. 

“The jury is out for me as to 

whether people will resort to that kind of 

usage,” Hatges says. “I love having my own 

car. I come from a different era. Maybe 

people don’t care, but I still think there’s a 

love affair with the car. I think the technol-

ogy inside the car, the fact that it’s yours, 

the fact that you’ve personalized it and can 

make it different, I think still stands out to 

people. So hopefully that’s not going to 

change.”

That loss of personalization will make 

owners stand out from renters. “I think if 

THE 
TOP

Trend Executives who 
 say it is extremely  
 important (%)
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Connectivity and digitalization 49

Fuel cell electric vehicles (FCEVs) 47

Hybrid electric vehicles (HEVs) 44

Market growth in emerging markets 43

Increasing use of platform strategies  
and standardization of modules 40

Creating value out of big data  
(e.g. vehicle & customer data) 39

Mobility-as-a-service/Car sharing 39

Autonomous and self-driving cars 37

Downsizing of internal combustion  
engines (ICEs) 31
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cars become merely rental assets, I think 

they will lose a lot of their personalization 

and uniqueness because people won’t 

care,” he says. “And then you’ll have this 

distinction in the market between cars 

that are rented and cars that are owned. 

Cars that are owned will be very different. 

They will be personalized, they’ll (look) 

better, they’ll be cooler.”

The aftermarket will continue to be 

served by consumers who want to person-

alize their cars, and that will be a market 

to exploit. However, Hatges warns, it 

won’t be a shop’s bread and butter. 

“I think when people buy their own 

cars, I think there’s an inclination to make 

it different, so the aftermarket exists par-

tially to serve that, partially to serve cus-

tomers that want to maintain their cars, 

etc.,” Hatges says. 

The emergence of a rental or non-

owner market could lead to “a big 

reduction in aftermarket part usage and 

modifications of that nature. If you’re rent-

ing a car, you’re not going to change the 

exhaust system to make it sportier.”

With more cookie-cutter cars on the 

roads, parts makers will face pressure 

from rental companies to provide parts 

at a discount. Expect to hear a lot about 

price concessions, Hatges predicts. “Big 

rental car fleets will start to maximize 

value…(vehicles) won’t be stocked with 

all the latest stuff, as opposed to a car that 

you might buy yourself.”

And price concessions also will affect 

technicians, pushing changes to the way 

the industry operates. The business model 

could shift due to the change in the num-

ber of car owners versus car renters. 

“You’ll have big rental pools that are 

maintained on a more centralized basis,” 

Hatges says.

Car rental companies will ask for dis-

counts and better service if they’re sup-

plying a shop with a fleet of vehicles. But, 

Hatges says, it may be something shops 

are willing to do in exchange for the vol-

ume of work.

“I think the benefit is, you will be able 

to service a large and predictable fleet 

of vehicles. And that’s pretty good. That 

makes for good business, because you’ll 

have an identifiable market. Then you’ll 

know exactly where the market is, and 

then you know exactly what the market 

needs,” he says. “So you’re able to stream-

line your business accordingly. And while 

it’ll be price competitive, hopefully the 

volume impact of that makes it lucrative 

to deal with the size and scale of the 

rental fleets that might emerge.”

The future of e-vehicles
Currently, battery electric vehicles are 

the top trend in the automotive industry, 

according to the survey. But it appears 

the concept will not last forever. Instead, 

respondents believe that in the long term 

fuel cell technology is the way to go.

The Global Automotive Executive Sur-
vey found that BEVs have overtaken con-

nectivity and digitization as the top trend 

until 2025. 

The upward trend for BEVs has been 

rapid; it was ranked ninth only two years 

ago, in 2015. “Strong regulatory restric-

tions have increased the pressure to react 

and therefore make e-mobility the top key 

trend among executives,” the report says.

Furthermore, “There’s a clear desire 

to improve fuel economy,” says KPMG’s 

Hatges, citing the Corporate Average Fuel 

Economy (CAFE) mandate, which calls 

for doubling gas mileage of new cars and 

trucks. “Fuel consumption as we know it 

is expected to be halved. So to do that, 

some sort of electrification could be a big 

catalyst.”

But there’s more behind the push, the 

report adds. Electric vehicles are “a trend 

that’s closer to the current reality of auto 

execs [and] is easier to grasp than last 

year’s number-one trend of connectivity 

and digitalization, which requires com-

pletely new competencies.”

However, 62% of executives say that 

BEVs will fail because of infrastructure 

challenges. “The key issue…seems to be 

setting up a user-friendly charging infra-

structure,” the report says.

Moreover, Hatges notes, “It is viewed as 

green technology.” But the more daunting 

question is, “How much electricity do you 

have to generate? If everyone was to plug 

in their vehicles in North America and 

generate electricity at the same time every 

night, you would need a lot of electrical 

generation.”

It creates an interesting dilemma, he 

adds. “I don’t know how you’d have the 

ability to pump all that electricity [into the 

system].”

And drivers are accustomed to a rou-

tine. People drive where they need to 

go, and stop off at a gas station to refuel. 

If you’re driving an electric vehicle and 

charge up, where do you go? 

Turning gas stations into recharging 

stations is no easy task, Hatges says. “It’s 

pretty challenging to see how we might 

make a wholesale infrastructure change 

and convert everything to electricity, and 

be able to actually produce the electric-

ity that’s required to satisfy all those cars. 

That’s a tall order.”

The federal government recently 

announced a $7 million investment in a 

Quebec company to develop advanced 

electric vehicle charging stations across 

Canada, but Hatges doesn’t seem overly 

impressed. “Isn’t that the price of two gas 

stations? If you want to put it that way. 

Where are we going with that?”

As mentioned, however, the survey 

found 78% of respondents say fuel cell 

electric vehicles (FCEVs) are the way to 

go. “Execs are hesitant regarding co-oper-

ation and unsolved infrastructure chal-

lenges,” says John Leech, KPMG’s U.K. 

automotive leader. “The reason that execs 
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  I think the benefit is, you will  
  be able to service a large  
  and predictable fleet of  
  vehicles. And that’s pretty  
  good. That makes for 
good business, because you’ll have an 
identifiable market. – PETER HATGES, KPMG CANADA
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believe in fuel cells may be their strong 

attachment to existing infrastructures and 

traditional vehicle applications.”

The report notes that “The refuelling 

process can be done quickly at a tra-

ditional gas station, making recharging 

times of 25 to 45 minutes for BEVs seem 

unreasonable.”

“And fuel cell technology is a little dif-

ferent,” Hatges notes. “You just take the 

oxygen and the hydrogen, and mixing it 

together makes electricity. The concept’s 

a little easier.”

But the technology for FCEVs is still 

far off, he continues, “and will bring new 

unsolved challenges, like the cooling of 

hydrogen or safe storage in a car.”

Another challenge is the consumer 

market, which has not yet fully welcomed 

the idea of electric vehicles. The most 

essential requirements have not yet been 

met, such as a user-friendly charging infra-

structure. And to do so will take time, the 

report adds.

“Moreover, the industry is still struggling 

in making batteries more efficient and 

cheaper and are developing elaborate 

second-life programs for batteries,” KPMG 

observes. “The most elemental challenge 

with batteries is that recharging times are 

significantly longer than refilling a con-

ventional fuel tank, and will prove to be 

an insuperable obstacle to mass accep-

tance of electric mobility.”

Hatges agrees. “Will it be faster to 

charge a vehicle? Will batteries be lighter? 

Will they hold the charge longer?” he 

asks. “No one seems to be confident 

enough that the actual battery technology 

can get to a place to overcome some of 

the natural impediments.”

Combustion engines on the way out
Internal combustion engines look like 

they could be eventually be on the way 

countries believed to be upcoming trends 

in the industry. 

“OEMs see the importance in continu-

ously managing the mainly evolutionary 

powertrain technology (ICEs), agreeing 

that revolutionary electric drivetrains still 

need time for implementation and cannot 

be easily integrated into existing platform 

concepts,” the report observes.

“I think the move to hybrid is a real pos-

sibility for a lot of manufacturers, [with] 

some combination of electrification and 

gasoline,” Hatges predicts. “To me, that 

seems the most practical.”

Respondents said they were “torn 

between evolutionary and revolutionary” 

ideas of drivetrain technology.

“Traditional combustion engines will 

be technologically relevant, but socially 

unacceptable,” KPMG’s automotive leader 

in France, Laurent des Places, notes in the 

report.

And the way things are going, diesel 

will soon be gone, the survey reported. 

Fifty-three per cent of executives believe 

diesel is already dead. “This is quite 

alarming for several manufacturers and 

regions, considering their expected diesel 

penetration rates for 2023, such as Indian 

manufacturers, with an overall diesel 

share of more than 60%.”

That said, it won’t be easy to remove 

diesel from the market, due to typical 

applications such as long-distance heavy 

truck engines, the study states. “Diesel will 

still be a viable option in many applica-

tion scenarios and markets, bearing in 

mind long distances, rural areas, and 

fewer emerging countries.”

Furthermore, there don’t appear to be 

any short-term alternatives for medium 

and heavy trucks.

Changing purchasing criteria
With the emergence of self-driving cars, 

two out of three executives agree that tra-

ditional purchasing criteria will become 

irrelevant. 

Autonomous driving will revolutionize 

the way we will use cars and make the 

purchasing criteria of the past obsolete. 

Sixty-eight per cent of executives believe 

that the traditional purchasing criteria will 

not determine the purchase of a car any-

more. Even now, 60% of consumers abso-

out – or, at least, drastically reduced in 

just over five years.

The Global Automotive Executive Survey 

predicts that drivetrains for electric vehi-

cles could hold a 30% share of the global 

market by 2023, up from a mere 4% in 

2016. This will be thanks to a regulatory-

driven market. 

Germany, India, the Netherlands, and 

Norway all have plans to phase out petrol 

and diesel cars – Germany and India by 

2030, with Netherlands and Norway even 

sooner, by 2025.

“In this case, it would be the first time 

in history that the absolute number of 

produced (internal combustion engines) 

would significantly decrease,” the report 

says.

“That’s going to be fascinating,” says 

KPMG’s Hatges. 

But it will also be pretty weird, he says, 

since it represents such a dramatic change 

to the way things are now. “It’s a changing 

time. I think some of the changes are so 

revolutionary, we haven’t seen something 

like this in 100 years, since they intro-

duced the assembly line by Ford.”

That said, 76% of executives surveyed 

say internal combustion engines are more 

important than electric ones, and will be 

for a long time.

Hatges can see why. “I think people like 

the combustion engine. It’s gotten better 

and better over time. It produces phenom-

enal horsepower now. 

“Things have changed quite a bit. I 

think the biggest drawback is that, you got 

this proven and tested technology that’s 

working better and better and better and 

better, they keep improving it, well, why 

throw it out?”

Downsizing engines used to be a con-

cern for manufacturers. That’s not the 

case anymore, as the need ranked 10th on 

the list of what 1,000 executives from 42 
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  Fuel consumption as we  
  know it is expected to  
  be halved. So to do that,  
  some sort of electrification  
  could be a big catalyst.  
  – PETER HATGES, KPMG CANADA
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lutely or partly agree that other factors will 

become more essential when cars do the 

driving, and they can use their time more 

effectively while travelling. 

As soon as the car can do the driving, 

it will no longer matter if customers are 

sitting in a pure battery-electric or fuel-

cell-electric vehicle. The key will be how 

consumers can use their time and how 

new revenue streams can be generated. 

Already the vast majority of executives 

and consumers agree that these will deci-

sively influence future purchase decisions.

The digital ecosystem
Eighty-five percent of executives agree that 

the digital ecosystem will generate higher 

revenues than the hardware of the car. 

KPMG’s survey says the digital ecosystem 

will be the main source for revenue as 

the automotive industry shifts away from 

the car itself. With significant upcoming 

changes in powertrain technologies and 

their effects on increasing investments, 

the profits of today’s OEMs will decrease. 

The digital ecosystem can counterstrike 

these developments and generate higher 

revenues in the automotive value chain 

than the hardware of the car itself, reflect-

ing both data streams: the one generated 

within the car (upstream) and the one cus-

tomers bring into the car (downstream). 

Looking at the development of new 

business models outside of the automo-

tive industry, this development seems 

very likely to become true. When the 

main source of revenue in the automotive 

industry shifts away from the car itself, 

current value drivers have to be  

re-evaluated and new value drivers will 

have to be identified and integrated into  

a new business strategy.

Data is the foundation of digitalization, 

and therefore the automotive industry 

must see it as a core element. A key chal-

agement. The Global Automotive Executive 
Survey shows that executives are more 

confident that a single sign-on platform 

will be an absolute purchasing criterion 

to consumers, because they may already 

see future advantages for themselves. A 

single sign-on platform not only makes a 

consumer’s life easier but at the same time 

entails a big advantage for the Grid Master 

to actually manage the platform. 

For those automotive companies 

striving to be the Grid Master, the target 

should be to become the manager of 

such a platform, in order not to give away 

valuable customer data to aggressive  

competitors or third-party players.

Who owns the data, anyway?
While 30% of executives believe that 

OEMs are the owner of consumer/vehicle 

data, more than 40% of consumers believe 

that the owners/drivers of the vehicle are 

the sole owners of the vehicle/consumer 

data, according to the KPMG survey.

To establish a sustainable service and 

data-driven business model, this key 

question needs to be answered. Today, 

automotive and tech companies take for 

granted that consumers will be willing to 

give their data away in return for compa-

rably low benefits and rewards. However, 

most consumers have the opinion that 

they themselves own the data. 

An overwhelming majority of execu-

tives, 81%, believe that consumers are 

likely to share their consumption behav-

iour data. In comparison, only 58% of 

consumers are willing to share this infor-

mation. In fact, 84% of consumers sur-

veyed expect compensation in exchange 

for their data. This suggests that execu-

tives need to think of attractive incentive 

schemes and reward systems in order  

to offer benefits in exchange for data.  

This year, even more customers are 

asking for direct monetary benefits in 

exchange for their data, which could be 

put into practice with a reduction in the 

total cost of ownership or an increase in 

the total cost of usage. Results also reflect 

an increase in consumers’ desire to be 

provided with an individual customer 

experience over the whole customer  

lifecycle.  JN

– With files from Jobber News Staff

lenge will be to make the business model 

profitable. In order to do so, new capabili-

ties and competencies must be developed.  

KPMG says measuring market share 

simply based on unit sales has become 

outdated now that connected vehicles 

generate higher revenue streams based on 

endless digital upselling potentials over the 

entire lifecycle. According to the report, 

71% of executives agree that one con-

nected vehicle generates higher revenue 

streams than 10 unconnected vehicles. 

To attain a more accurate measure of 

success in the future digital ecosystem, 

the question will be less about revenue  

or profitability per unit, and more about 

customer value over the whole lifecycle.

Data as a revenue stream
Executives recognize that data is the fuel 

of the new business model and the clear 

focus is on creating value out of upstream 

and downstream data. In the future, OEMs 

will not only make money with the hard-

ware of the car itself, but capitalize on the 

digital ecosystem, enabling OEMs to gen-

erate significant revenue streams by also 

selling vehicle-independent products and 

services throughout the entire customer 

lifecycle, not necessarily linked to mobility.

Auto executives are confident that they 

have the ability to generate money with 

data. When owning the customer rela-

tionship, managing customers over their 

entire lifecycle, and when making the  

car independent from other operating  

systems, an OEM will then be able to 

make money with data.

By 2025, a single sign-on platform with 

a personal ID will be an absolute pur-

chasing criterion for mobility customers, 

according to 82% of executives.

A single sign-on platform to which cus-

tomers can log on with their individual ID 

enables better customer relationship man-
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  enough that the actual  
  battery technology can get to  
  a place to overcome some of  
  the natural impediments. 
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A range of new technologies now 

awaits jobbers when selling ride 

control. The push has become more 

aggressive from ride control technology 

makers to fully integrate electronic units, 

and more advancements are coming.

Mark Boyle, director of marketing, 

North America Aftermarket, with 

Tenneco, manufacturer of Monroe 

shock absorbers, struts, and related ride 

control solutions, figures it will be a few 

years before the more advanced original 

equipment electronic suspensions are 

seen in the aftermarket.

“These technologies range from 

adaptive systems that allow drivers to 

choose how their suspensions interact 

with the driving environment, to fully 

active systems that provide ‘flying carpet’ 

style control of wheel and vehicle 

body motions,” he says. “Obviously, 

these systems depend on sophisticated, 

“If one system is not functioning correctly, 

it will impact the other three.”

“Shocks and struts help control sus-

pension movement under a full range of 

operating conditions,” says Boyle. “This, 

in turn, helps control weight transfer, such 

as when braking or cornering, and assists 

in holding the tires against the road.”

An issue, Boyle adds, is that custom-

ers believe shocks and struts are merely 

about providing a comfortable ride. “Their 

primary job is to help provide the steer-

ing, stopping, and stability characteristics 

drivers rely on every time they get behind 

the wheel. As shocks and struts wear out, 

braking distance can increase in certain 

situations and the vehicle might not offer 

the same precise steering response and 

stability. It is important for service writers 

to communicate these facts to their cus-

tomers, just as they might point out the 

potential dangers of operating a vehicle 

that has worn-out tires or brakes. 

“When the consumer is reminded that 

their safety could be at stake, they will 

want to learn more so they can make an P
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NOT JUST PARTS
Considering the whole picture  
can help boost ride control sales.

ride control  |  

integrated electronics combined with 

highly advanced dampers.”

Technology advancements mean think-

ing about ride control differently. Many 

jobbers and their counterpersons con-

tinue to view ride control as a collection 

of different parts, and sales focus on sell-

ing individual ride control parts. 

However, sales need to be based on 

selling the entire system of ride control, 

where the different parts work together as 

a complex system to maintain vehicle sta-

bility and keep all four tires on the road.

“When I ask a jobber and their counter 

staff, they often think of ride control as 

referring to the individual parts: shocks, 

struts, brakes, etc. What is overlooked 

is ride control is four systems – steering, 

suspension, brakes, and tires – that each 

impact each other,” says Mac McGovern, 

director of marketing and training, North 

America, for KYB Americas Corporation. 

Selling the system 
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educated decision. The key is to start that 

conversation as early as possible.”

McGovern says a counterperson needs 

to start thinking of ride control “holisti-

cally.” When a service writer calls in for 

a ride control part, the counterperson 

needs to ask if the shop’s technician has 

done an inspection of the whole ride 

control system. 

Too often, McGovern adds, technicians 

will only inspect a single component or 

system in ride control. If they are doing a 

brake replacement, technicians will often 

forgo inspecting the other components of 

the vehicle’s ride control system to see if 

the shocks, struts, or ball joints are worn 

and in need of replacement. If those parts 

are worn, they will impact the vehicle’s 

braking, even if new brake friction has 

been installed.

By emphasizing the necessity for a 

complete inspection, a counterperson 

can ensure increased sales of ride control 

components and systems.

“Today’s OE ride control components 

are precisely engineered and built – and 

so are replacement units from leading 

aftermarket suppliers,” Boyle adds. “But 

this doesn’t mean that shocks and struts 

necessarily last longer than they might 

have 10 or 20 years ago. Driving styles 

have changed and, in general, road 

conditions can be quite challenging in 

many areas.”

An important note, he adds, is that 

many vehicles on the road today are 

designed to give drivers precise response 

to steering and control. 

“When any of the components that 

contribute to this ride quality begin to 

wear out, these ride and handling char-

acteristics could degrade. Additionally, 

with the continued popularity of low-pro-

file tire and wheel packages, the role of 

shocks and struts in filtering out noise, 

vibration, and harshness has become 

very important.”

These factors point to a growing, rather 

than shrinking, ride control opportunity.

“The key to capturing this opportunity 

is to implement a formal ride control 

inspection and recommendation program 

at the service provider level,” Boyle says. 

“Jobbers should urge their shop accounts 

to inspect every vehicle for worn shocks 
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and struts, and recommend replacement 

when needed. Letting a customer leave 

your shop without advising them of a nec-

essary safety-related repair is simply not a 

good business practice, nor is it going to 

help the shop earn the customer’s loyalty 

and trust.”

The opportunity to sell and install strut 

replacements typically only comes by 

once in a lifetime – the life of a vehicle, 

that is.

“Therefore, it’s in everyone’s best inter-

est – including the vehicle owner – to 

specify and install a premium-quality part 

that has been designed, built, and tested 

to provide OE-style performance on that 

vehicle,” Boyle says. “Cutting corners by 

choosing a lesser quality unit from an 

unknown manufacturer could put the 

shop’s reputation at risk. When you only 

have one chance to do a job, it makes 

sense to use the best parts.”

He also advises jobbers to remember 

that, while the popularity of strut assem-

blies continues to grow, there is still strong 

demand for individual, “base” struts, the 

damping unit without the coil spring and 

other parts. 

“It’s important to remember that vehicle 

manufacturers specify very precise ride 

and handling profiles for each model, and 

it’s up to the ride control supplier to help 

deliver these characteristics,” Boyle says.

There are thousands of different 

combinations of precise valve settings, 

coil springs, upper bearings, and other 

components in today’s vehicles, Boyle 

notes, and it’s reasonable to understand 

that suppliers to the aftermarket won’t 

offer a complete strut assembly for all 

applications.

“As a result, most distributors and 

jobbers will continue to carry and sell 

a large number of base struts, springs, 

upper strut mounts, and other individual 

components.”  JN

– By Jobber News Staff 
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W ith the end of the Ontario Tire 

Stewardship looming, many are 

left wondering, “What’s next?”

The stewardship was “an awesome 

program,” according to Bob Ward, owner 

of The Auto Guys in St. Thomas, Ont. 

and vice-president of the Automotive 

Aftermarket Retailers of Ontario. But the 

agency, which collects eco fees when 

tires are purchased from a retailer that 

then go towards recycling the tires, will 

be closing its doors at the end of 2018.

The program is essential, Ward says, and 

needs to be continued. “It virtually elimi-

nates the unnecessary dumping of tires.”

Bob Bignell, executive director of 

the Ontario Tire Dealers Association 

and board member of the Ontario 

Tire Stewardship (OTS), agrees. His 

association is working to help figure out 

what will happen by the end of 2018, 

when the stewardship shuts its doors. 

The program, he says, has “very close 

to 100% diversion rate, which means all 

the tires in the province of Ontario get 

diverted away from landfills,” making the 

program a resounding success.

“That’s what the whole thing was 

designed to do – to find a viable source 

for these tires to get recycled and brought 

back in, rather than be disposed of 

(irresponsibly),” Ward says.

Andrew Horsman, executive director 

of the OTS, also noted that wheels are in 

motion so that no one will be left in the 

lurch. Everyone is in agreement to make 

sure the wind-up and transition does not 

result in the program and the state of tire 

recycling in Ontario sliding backwards. 

“They don’t want to go back to the days of 

illegal dumping. We don’t want to go back 

to the days of tires going into landfills.”

And when the time comes that the  

provincial government outlines regula-

tions, then the responsibilities of future 

recycling operators will become clear, 

Horsman adds. Until then, “It’s a little  

premature [to speculate].”

Ward would like to see a third party 

come in and oversee a new system of 

recycling tires, and have fees dropped 

if so much revenue is being collected 

through the program. 

“People really don’t mind paying the 

fees,” he says. “They’re used to the eco 

fees now. It’s on everything. I mean, it’s 

on electronics, it’s on oil filters, it’s on a 

container that oil products come in. Per-

sonally, I don’t mind paying these fees 

knowing that these products are going to 

be responsibly disposed of or recycled.

“It won’t be a provincial agency, I can 

tell you that,” he continues, noting the 

government’s role will be to oversee the 

system to monitor and track and provide 

enforcement and compliance.

If he had to guess, Horsman believes 

the lion’s share of the market will centre 

around a couple of big players that have 

the business model to handle recycling 

on their own. 

Bignell’s primary concern is seeing a 

seamless transition of the program into 

new hands. “The market’s going to want 

(assurances) first and foremost so that  

the market is not affected.”

And the market – including the after-

market – will get their chance to speak 

up, Horsman says. “There is going to be 

an extensive consultation process on a) 

our wind-up, and b) how this wind-up 

is going to translate into the new world. 

And we look forward to engaging them 

in that discussion so that they can have 

that input and ensure that their concerns 

about ‘How am I going to get serviced, 

where my tires are going to go, how we 

are going to make sure tires get recycled’ 

get answered.”   JNP
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The Ontario Tire Stewardship 
will close by the end of next 
year. What will happen to tire 
recycling in the province?

FILLING THE 
VOID AFTER 
STEWARDSHIP 
SHUTDOWN 

BY ADAM MALIK
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THE PERILS OF CONFIDENTIAL 
REPLACEMENT RECRUITING

Replacing a non-performing employee without 

his or her knowledge can be a difficult task. 

What are the pitfalls that can derail this approach, 

and alternate approaches that may be more 

effective? I spoke to Larry Smith, the founder of 

Kathbern Management, a management recruiting 

firm. He explained the problems companies face 

when trying to replace an existing manager on a 

confidential basis.  

Let’s say you are GM of ACME Widget and your 

current distribution manager isn’t working out. 

After spending several months engaging with him, 

you feel he still isn’t improving fast enough. He will 

have to be replaced. 

Rather than terminating him and providing him 

with severance pay, you have decided to recruit 

his replacement on a confidential basis while he 

continues to work. At least he will be contributing 

something rather than leaving an open hole. ACME 

Widget has a great reputation and many people 

would love to work there.

Good luck with that. There is a very high 

likelihood that one of two things will happen:

You will be discovered. The employee in question 

may find out that he is about to be replaced and 

you will have to confirm or deny it. If you are 

successful in finding a replacement, the truth will 

come out and the incumbent will know that his 

suspicions were accurate. If the problem manager 

can figure out that he is about to be replaced, 

chances are good that others will discover that as 

well, creating fuel for a lot of time-wasting gossip.

Stealth Succeeds. You may manage to disguise 

your search so that the incumbent is unaware 

of what you are up to. However, the lengths to 

which you must go in order to ensure that the 

search for the replacement manager is completely 

confidential make it almost impossible to actually 

do the search effectively. You have disguised the 

job title, company, and the location very well, so 

that instead of saying “distribution manager at 

ACME Widgets in Kitchener,” the job posting is for 

a “department manager at Confidential in South 

Western Ontario.” This description is so vague that 

many people will not bother to apply. You will 

also be totally unable to use ACME Widget’s great 

reputation as a means of attracting candidates. 

What to do?

You may have a very small group of potential 

candidates whom you could approach to inquire 

about their interest in the role. If this works out, you 

can smoothly transition to the new appointee while 

simultaneously terminating the incumbent. Perfect.

But more likely, there won’t be an obvious 

replacement, so a search will be required. If you 

feel that a confidential search isn’t the way to go 

because of the problems noted above, then you 

have two choices:

Working notice. Have a frank discussion with the 

employee and provide formal notice of termination 

at a future date that meets the terms of the 

employee’s employment agreement and the law. 

Immediate termination. If you come to the 

conclusion that working notice is a poor option, 

then you need to make a clean break with the 

employee, providing written notice of termination 

and have the employee depart immediately. 

Under either of these scenarios, you can be 

very specific as to the job, the duties, and the 

location, and you can use the reputation of your 

organization as a positive tool for attracting the best 

talent available.

Unless you and your team are very well versed 

in the legal implications of this process, it is 

recommended that you seek legal advice in order 

to minimize any potentially negative (and costly) 

consequences.   JN
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The ultimate goal of all your social 

media activities is not just to 

maximize your likes and add friends, 

but to attract visitors to engage with your 

online presence and ideally, convert them 

into active customers. The more finely 

tuned your online marketing is to the 

potential audience you want to attract, 

the greater your chances of success. One 

of the most important ways to build that 

potential audience is through search 

engine optimization, or SEO.

SEO is the use of specialized words, 

known as keywords, that search engines 

like Google and Bing look for when they 

return search results to a user. The closer 

your site’s (or social media platform’s) 

keywords are, especially in aggregate, 

to the words a user types in during a 

search, the higher it tends to rank in the 

search results. So it’s to your advantage to 

select words that represent your business 

activities accurately, and to mention them 

prominently in all your online marketing – 

your Facebook, LinkedIn and other social 

media platforms, as well as your website. 

However, it’s not quite so simple as 

slipping in words like “aftermarket,” “parts 

supply,” or “auto repair,” as often as you 

can. Search engine optimization should 

be considered as only one component 

of your overall social media marketing; 

think of it as the online equivalent of a 

billboard outside your shop. Just name-

dropping certain words, Mad Libs style, 

to articles on your website, a link to a 

supplier’s site containing great product 

information, or even general-interest 

articles that are relevant to your audience: 

stories posted on government sites or 

from experts in fields related to marketing 

or the automotive industry, or what are 

called “influencers”: trade-press articles, 

for example, or people who are known in 

the industry for their insights.

You can also increase your ranking 

using the power of search optimization 

by finding ways to increase references 

to your company’s name in outside 

online media. Say, perhaps, you’ve been 

interviewed for an article in a publication 

like Jobber News. Contact “influencers” 

or other relevant business media and 

invite them to create a link to it. If a client 

or other media colleague mentions you 

favourably, provide the link on your site 

or Facebook page.

Google Analytics is a great tool to help 

you uncover what kind of content is 

producing the most response with users 

who visit your site. By focusing on what 

users are interested in and how much 

they are engaging with the content you 

post, you can shape a strategy that will 

maximize returns from users you attract 

through online searches. 

Remember, everything you do online 

should be aimed at achieving two goals: 

to drive traffic back to your website, 

where you can position yourself as the 

won’t produce the kinds of results you 

want, unless you can deliver optimized 

content that will hold the visitor’s 

attention. Sure, they might click on your 

page, but if there’s nothing there to grab 

them, they’ll click away within a few 

seconds. So how do you hold a visitor’s 

attention once you’ve attracted them?

The secret to working with SEO is to 

think quality, not quantity. The material 

they find there should have genuine 

relevance and interest, and not just be 

designed for maximum clicks. Focus 

on compelling content that is designed 

to encourage them to stick around and 

explore. 

We have discussed ideas for great con-

tent in earlier articles, but here again are a 

few top tips. Aim for shorter, digestible arti-

cles that are easy to see and access – stud-

ies show people rarely read articles that 

are longer than about 500 words, unless 

they are really interested – along with 

pictures and videos, “listicles” (stories that 

organize the information into numbered 

paragraphs), and great graphic design that 

is neither too busy nor too spare. 

That doesn’t mean you should always 

avoid presenting in-depth information. By 

using links to longer articles – especially 

in platforms like Twitter – you can 

position yourself as a source of more 

substantial information and expertise, 

without getting a casual visitor “lost in the 

weeds.” Links can direct the user back 
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done well, it can substantially boost the 

number of users who will visit your online 

media. But as with all your marketing, 

online or off, your main objective is to 

convert visitors into customers. Once 

you’ve captured their attention, the 

go-to source for expertise and service; and 

to attract, and maintain, the interest of 

users who visit your online platforms, not 

just for one evening’s browsing but on a 

ongoing basis. 

The beauty of tools like SEO is that 

quality of your content is what will help 

you make that conversion.   JN

Luciana Nechita is director of public affairs 

at AIA Canada; Martha Uniacke Breen is 

contributing editor of Jobber News.
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TIME TO REVIEW SOME KEY  
JOBBER TERMINOLOGY

Change seems to be so difficult for this industry 

to embrace. Yet, change we must, or we die.

There are also some changes to terminology 

used every day in business that should be cleaned 

up as well, if you expect to maintain a proper 

image and respect with the people you sell to.

It has been acknowledged nowadays that a 

competent person who diagnoses the problem 

with a vehicle today and brings it back in line with 

the manufacturer’s mathematical specifications 

is no longer a licensed mechanic, but a licensed 

diagnostic technician. This person has a very high 

skill level of diagnostic abilities and knowledge, 

and spends a tremendous amount of time each 

month to perfect his or her skill level. 

I truly believe this person’s description will 

eventually evolve into diagnostic engineer. That 

is how much competency is required today. 

Mechanic is out, and the skill of the technician 

must clearly be acknowledged. 

There’s another term that the entire manufactur-

ing, WD, and jobber sectors of the industry should 

seriously consider removing from their everyday 

vocabulary. The term is “installer.” 

It’s a term that people who operate automotive 

shops hate. It’s an old-fashioned term that does 

not reflect the true description of the business 

today; worse, it’s a term that can be perceived as 

condescending. Calling an automotive service 

provider an installer implies that the job is not that 

important, as if it represents the bottom of the food 

chain. This term may have made sense back in 

the ’50s, but it does not reflect the real importance 

that this group represents to the entire automotive 

aftermarket industry today.

It’s time to acknowledge the change that has 

taken place within the maintenance and repair 

side of the industry, and the importance it reflects 

on interactions with the retail consumer of today, 

which in turn reflects on the sales that the other 

three levels of the industry rely on. 

The best service providers concentrate on 

building trust, advising, counselling and bringing 

value-added services to their client base. They 

are focusing on understanding to whom they are 

selling, and customizing their service to that client, 

based on the client’s needs and expectations.

In this sense, service providers are at the top 

of the food chain, not at the bottom. If the front-

line troops do not sell, if they do not fully satisfy 

their customer/client 

base, then the revenue 

stream is affected all 

the way down the line 

to the jobber, WD, and 

manufacturer. If the 

service provider is not 

effective at operating 

profitably, then 

everyone else in the 

industry is affected, in 

true dollars and cents. 

Service providers 

are looking at 

maintaining today’s 

client’s vehicle for life, 

not just a one-time 

sale. This level of the 

industry has changed 

dramatically, and the 

skill level required to 

be successful today 

is tremendous. Today, the competent service 

provider is a true business professional, not just  

an industry tradesperson.

It’s high time the industry worked to speak 

accurately about the top level of our commerce.  

If we begin to recognize how important it is to truly 

understand this change, and reflect that in our 

day-to-day thinking, conversations, and actions, 

our business relationships would improve quite 

dramatically. The trade days are over; welcome to 

the new aftermarket profession.   JN

business management  |  

“It has been 
acknowledged 
nowadays that  
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person who 
diagnoses the 
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is no longer a 
licensed

mechanic,
but a licensed

diagnostic 
technician.”
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