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The Automotive Industries Association 
of Canada (AIA) has finally opened its 
membership rolls to independent 
repair shops.

Well… sort of.
It won’t be full membership, exactly, 

but a new program gets service providers 
through the door with non-voting 
associate status for $179 a year.

The Automotive Service Association 
Program (ASAP) give shops access to 
technical and management training 
events, presence on a national shop-
finder web site, financial services for 
their customers, and technical 
expertise on a range of topics including 
vehicle reprogramming.

It will be the first time that shops will 
have direct access to AIA programs as 
associates. And while it’s not first-class 
membership, it is a step toward unifying 
the entire industry under a single asso-
ciation banner – something that some 
of us have advocated for decades.

So why now?
According to AIA executives, it’s all 

about the extraordinary times we’re 
living through, when the ground rules 
about vehicle propulsion, mainte-
nance, use, and ownership are all being 
rewritten.

“We are seeing the arrival of a funda-
mental change in the vehicle mainte-
nance and repair environment, where 
electronics, telematics, and vehicle data 
are rapidly forming the heart of the 
diagnosis process,” says Andrew 
Shepherd, AIA’s senior director of 
industry programs. “Aftermarket service 
providers are going to need a connec-
tion to new training and new equipment, 
but more importantly a connection to 
a community where challenges can be 
faced and solutions can be developed.”

He says the ASAP can be that 
community for forward-looking shops, 

while also serving a higher cause.
AIA has had to step up its lobbying 

efforts in recent years on behalf of auto-
motive businesses that are not directly 
aligned with carmakers. At political 
meetings, legislative negotiations, 
Senate committees, and bi-lateral 
discussions, the association needs to 
be seen as representing the whole 
industry, not just manufacturers and 
distributors of parts.

Having a direct link to the largest 
sector of the repair and service 
community – the independent busi-
nesses across the country that actually 
do the hard work of maintaining vehicles 
– gives AIA even more credibility. And 
greater influence translates to greater 
clout for the entire aftermarket.

AIA’s target number of ASAP shops 
is not particularly ambitious. According 
to Shepherd, signing up 300 members 
by the end of the year would be a good 
start, and he expects service provider 
interest to plateau somewhere between 
1000 and 1500 shops within a few years.

Personally, I think $179 a year is a 
reasonable investment if for no other 
reason than to gain access to industry 
movers and shakers. Rubbing shoulders 
with senior executives at the manufac-
turing and warehouse-distributor level 
is a tremendous business advantage. I’ve 
seen first-hand how shop owners have 
been able to capture the attention of 
supply chain leaders at an AIA luncheon 
or networking break. Within a few 
minutes they can often negotiate a reso-
lution to an ongoing business concern.

For shop owners with an agenda – 
either for the industry or their shop – 
AIA’s new associate program could be 
an invaluable resource. 

SERVICE NOTES

EDITOR  |  Allan Janssen 
(416) 578-1586  allan@newcom.ca

CONTRIBUTORS  |  Alan Beech, Riley Fletcher, 
Bob Greenwood, Mark Lavelle.

ART DIRECTION  |  Tim Norton/Elaine Borg 
(416) 614-5810  tim@newcom.ca

DIRECTOR OF BUSINESS  
DEVELOPMENT  |  Peter Bulmer   

(416) 605-5346  peterb@newcom.ca

QUEBEC & EASTERN CANADA  
SALES DIRECTOR  |  Denis Arsenault
(514) 947-7228  denis@newcom.ca

ADVERTISING PRODUCTION MANAGER, 
PRINT/DIGITAL  |  Alicia Lerma  
416-510-6845   alicia@newcom.ca

CIRCULATION MANAGER  |  Lilianna Kantor
(416) 614-5815  lily@newcom.ca

CARS magazine is published six times a year by Newcom Media Inc., 
5353 Dundas St W. Suite 400, Toronto, ON, M9B 6H8. The magazine 
serves the Canadian automotive repair and service industry.  
Subscriptions are free to those who meet the criteria.  For others:  
single copy price: $7.00 plus tax; one-year subscription in Canada: 
$53.95 plus applicable tax; 2-year subscription in Canada: $84.95 plus 
applicable tax; one-year subscription in U.S: US$95.95; single copy 
price: US$10.00; one-year subscription in all other countries: 
US$97.95. Copyright 2019.  All rights reserved. The contents of this 
publication may not be reproduced by any means, in whole or in part, 
without prior written consent of the publisher. The advertiser agrees 
to protect the publisher against legal action based upon libelous or 
inaccurate statements, unauthorized use of photographs, or other 
material in connection with advertisements placed in CARS.  The 
publisher reserves the right to refuse any advertising which in his 
opinion is misleading, scatological, or in poor taste.  Postmaster:  send 
address changes and undeliverable Canadian addresses to Circulation 
Dept., CARS, 5353 Dundas St W. Suite 400, Toronto, ON, M9B 6H8.

CANADIAN AUTO REPAIR & SERVICE MAGAZINE

Member of the Audit Bureau of Circulations 
Newcom Media – Publications at  
5353 Dundas Street West, Suite 400
Customer Number: 4006214
Publication Mail Agreement #40063170
Print edition ISSN 2368-9129
On-line edition ISSN 2368-9137

VP, PUBLISHING  |  Melissa Summerfield
VP,  EDITORIAL  |  Rolf Lockwood 
PRESIDENT  |  Joe Glionna 
CHAIRMAN  |  Jim Glionna

CORPORATE OFFICES
HEAD OFFICE
5353 Dundas Street West, Suite 400,  
Toronto, ON M9B 6H8 
Telephone: 416-614-2200  
Facsimile: 416-614-8861

MEDIA INC.

Credibility, clout,  
and access

Tell me what you think. You can reach 
me at allan@newcom.ca.

There are some good reasons to support 

AIA’s membership initiative for repair shops.

By Allan Janssen
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EyeSpy pictures 
reveals criminal 
behaviour
I was shocked by the EyeSpy 
picture “At Loose Ends” 
(December 2018). This vehicle 
is one pot hole away from 
possibly killing someone. 
Whoever installed the cotter 
pin and thought it was OK to 
drive is a criminal!
Gerry Sadler, Coast Spring and Axle, Langley, B.C.

Dangerous vehicle must have been for sale “as is”
If the 2004 Santa Fe in your December EyeSpy was truly available at a dealer-
ship, the customer must have chosen it from the “As is” part of the lot.
Bill Knowles, Port Hope, Ont.

There should be no such thing as “as is” sales
That vehicle shouldn’t have been up for sale in that condition – even “as is.” 
Personally, I don’t believe in “As Is” sales. If it’s not safe, don’t even try to sell 
it. The general consumer assumes a registered business is responsible for 
their products… and the courts do too. I’m really happy the boys at Midas 
Bayfield in Barrie, Ont. demonstrated their responsibility to their valued 
customer. A tip of the hat to them.
Bob Paff, Automotive Service Business Network

Why would a side object 
sensor stall the engine?
I enjoyed reading Jeff Colton’s take on 
oscilloscopes (“Scoping Things Out,” 
November 2018). One thing puzzles 
me, though. What does a side object-de-
tection module have to do with shutting 
down the engine?
Hans Seidl, St. Catharines, Ont.

The side object detection system alerts 

the driver when a vehicle is approaching 

along the side of the vehicle. It also 

comes into play during backing and 

parking. The reason it caused a no-start 

in this case is because it’s on the same 

network as the theft module. When the 

side object module shorted the network 

to ground, the theft module could not 

communicate to the BCM. No theft 

message means no crank.   

—Jeff Colton

How did you make your 
‘spider’ circuit tester?
Great article on the Acadia low-speed 
LAN problem (November). Could you 
clarify the “spider” that you built to test 
the circuit?  Have you got wires running 
to every module, effectively bypassing 
the twisted pair?
Kevin Wright, Meineke, Pickering, Ont.

The low-speed LAN on this particular 

vehicle is a single wire, not a twisted pair. 

The spider I made is a single input wire, 

splicing off to 12 different outputs. I went 

from the bridge input and joined each 

module one at a time until I saw the 

network crash.                      —Jeff Colton

Without inspections, drivers 
will ignore vehicle defects
There’s one thing missing in the calcu-
lation of future repair costs. (“New 
technologies will double repair bills,” 
December 2018) Without safety 
standards bolstered by mandatory 
inspections, consumers will be able opt 
out of repairs on their ADAS safety 
systems. There will be little repair shops 
can do about that.
Peter Foreman, Foreman's Integra Tire 
Auto Centre, Langley, B.C.

Jack Maciejewski, owner of JP Auto Service in 
Mississauga, Ont., discovered this crazy do-it-
yourself project under the hood of a 2004 
GMC Envoy that was towed in for a no-start. 
Someone purchased and installed the wrong 
battery – one without side-terminals, so a 
cable had to be employed to hold it in place. 
The customer had been driving around like 
this for a month before the improvisation 
failed. “The only fix for a situation like this is to 
install the correct battery,” Jack said.
Have an interesting picture to share? Send a 
high-resolution image to allan@newcom.ca

Tethered connection

LETTERS



YourMechanic, a U.S.-based mobile car 
repair network, has raised $10 million 
in funding to enter the Canadian market.

The online service, which connects 
car owners with mobile mechanics, 
provides more than 800 maintenance, 
diagnostic, and repair services in cities 
across the U.S. Since December, it has 
been operating in Toronto, with plans 
to scale to other Canadian cities as 
consumer awareness and demand 
increases.

The company also plans to add new 
services designed to attract more rental 
companies, rideshare operations, and 
corporate and government fleet 
managers.

Founded in 2012 and headquartered 
in Mountain View, Calif., the company 
sees itself as an alternative to tradi-
tional brick-and-mortar repair shops, 

powered by an army of freelance 
technicians.

Increasingly the company plans to 
focus on fleet work.

“Like most people in auto, we believe 
car ownership is changing, and there 
will be less individual car ownership 
and more ride-share, car-share and 
fractional type of ownership. We want 
to service any car, anywhere, any time, 
under any model,” YourMechanic 
president and CEO Anthony Rodio told 
CARS magazine. “We have found that 
having a platform of consumer work 
augmented by fleet work is key to 
having happy mechanics, and happy 
mechanics are key to happy customers.”

He said attracting technicians is not 
a problem. In fact, he said the company 
turns away nine out of 10 applicants.

“That’s not generally because of an 

inability to turn wrenches,” Rodio 
pointed out. “It’s because a lot of tech-
nicians don’t interface with customers 
very much. They’re in the back, and it’s 
the service advisor or shop owner that 
talks to the customers. Our mechanics 
are our brand, so they have to be able 
to interact with customers. There are 
soft skills that we look for.”

George Marji, a Toronto-area tech-
nician who has been licensed for 15 
years, joined YourMechanic late last 
year as, one of the company’s first tech-
nicians in Canada.

He believes mobile work is the wave 
of the future.

“I definitely see this becoming more 
common,” he said. “It is the future of 
automotive repair. A lot of people don’t 
have the time to go to a shop and spend 
a few hours there. We’ll come to you 
while you continue to do what you have 
to do at home or the office. Our 
customers absolutely love it.”

He said business was slow in the early 
days – mostly due to the weather and the 
time of year – but things are really picking 
up. And he enjoys the flexibility of the job 
and his direct interaction with customers.

Marji said he has not found it difficult 
to work without major service equipment 
like lifts, compressors, and tire machines.

“I would say 90 to 95 per cent of repairs 
can be done on the ground,” he said. 
“Cordless tools have come such a long 
way that we don’t even need an air 
compressor anymore.”

YourMechanic charges the customer 
directly for menu-priced services. All 
labour times are industry standard, and 
an extensive database of work orders has 
fine-tuned the pricing structure. Parts 
pricing is based directly on wholesalers 
prices. Parts are never sourced from 
junkyards or auto-recyclers. And while 
consumers are welcome to supply their 
own parts, that voids the company’s 
12-month, 20,000 km (whichever comes 
first) warranty.

Read more at…
www.tinyurl.com/CARS-YourMechanic

YourMechanic brings its mobile 
repair services to Canada

March 2019 7www.autoserviceworld.com

NEWS

Aggressive expansion plans to target fleet managers as well as 
individual car owners. By Allan Janssen

Toronto technician George Marji joined YourMechanic last year. The mobile repair service 
plans to bring more Canadian cities online as demand increases.
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By Allan Janssen

More than half of employers say high 
schools do not adequately prepare 
young people for modern jobs, 
according to a new report by the 
Canadian Federation of Independent 
Business (CFIB).

The report, entitled "Hire Education," 
found that young people are woefully 
unprepared for the modern workplace 
after four years of high school – espe-
cially when it comes to soft skills like 
workplace communication, problem 
solving, networking, and basic human 
interaction.

Colleges did better at preparing 
grads for employment, with 51 per cent 
of employers saying they were very or 

somewhat satisfied, compared to only 
37 per cent who were satisfied with 
how universities prepare students.

"There is a clear gap between what 
employers need and the skills our 
educational institutions emphasize," 
said Corinne Pohlmann, CFIB's senior 
vice-president of national affairs. 
"Schools at the secondary and post-sec-
ondary level tend to be more focused 
on preparing youth for higher education 
instead of work. Too many young people 
enter the workforce without the critical 
soft skills employers look for, putting 
them at a serious disadvantage when 
they look for that foundational first job."

The perception that careers in the 
skilled trades are less valuable than 
white collar work also contributes to 

the mismatch between what young 
people learn and what markets need.

"Many of our country's entrepreneurs 
and job creators are small business 
owners in the skilled trades," said 
Emilie Hayes, CFIB's policy analyst and 
co-author of the report. "We shouldn't 
stigmatize those jobs and turn young 
people off from them. Our workforce 
today and in the future will need trades-
people as much as it needs tech workers 
and white-collar professionals."

‘Soft skills’ lacking in young 
workers, report finds
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By Allan Janssen

The automotive aftermarket may have to tap new labour 
sources in order to keep up with the opportunities and 
demands of new automotive technology.

That’s one of the conclusions of a new report from the 
Automotive Industries Association of Canada (AIA).

The Labour Market Watch report, subtitled “Gaps, 
Challenges & Opportunities in the Automotive Aftermarket 
Industry in Canada,” suggests the industry swell its ranks 
with more women, indigenous youth, new Canadians, and 
other minorities in order to meet the growing demand for 
skilled labour.

According to the report, the average age and experience 
of people working on cars in 2017, indicates a gap between 
the projected increase in demand and the supply of qualified 
people required to meet it.

“In addition to increased demand for skilled labour in the 
current market scenario, the industry will need a more special-
ized workforce to deal with such disruptors as hybrid and fuel 
cell vehicles, electronic systems, networks, and cellular and 
digital technologies,” the report concludes. “This will require 
retraining programs for existing technicians in order to stay 
current with technological advancements, and making 
inclusion and diversity training a tactical component of appren-
ticeship programs for new technicians, particularly young 
girls, indigenous youth, and other minorities.”

The report is the result of a two-year research project 
conducted by Desrosiers Automotive Consultants (DAC) and 
other research partners.

Among the findings:
• New automotive technology will create opportunities 

for a greater number of skilled technicians in the light-ve-
hicle aftermarket.

• A little under two thirds (64.9 percent) of Canada’s 2017 
aftermarket labour pool was 30 years or older in 2017.

• Shops may have to increase their prices in order to pay 
for recruitment, training, and higher compensation for 
technicians.

Findings were based on surveys of 250 people in the mechanical 
sector, and 156 in the collision industry. Job forecasting for the 
15 occupations that make up the automotive aftermarket was 
conducted for a time period of five years, from 2017 to 2022.

AIA report calls for more 
specialized workforce
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After running their own independent 
“Be Car Care Aware” programs for 
decades, Canada, Mexico, and the U.S. 
are combining their efforts in a single, 
unified North American approach.

The main aftermarket associations 
of all three countries have created a 
new entity to promote vehicle mainte-
nance to consumers.

Car Care Council North America will 
be jointly run by America’s Car Care 
Association, Canada’s Automotive 
Industries Association (AIA), and 
Mexico’s ARIDRA association.

The new council aims to:
• substantially increase the number 

of consumers reached with infor-
mation about proper vehicle care 
and maintenance;

• ensure country-specific cultural 

variations;
• centralize administration under the 

current U.S. Car Care Council;
• launch a central web portal where 

consumers can find car care 
content; and

• increase the number of service 
shops participating in the “Be Car 
Care Aware” consumer education 
campaign.

With 20 years of being a credible source 
for vehicle care, maintenance, and 
repair, the council’s executive director 
Rich White sees the group being able 
to build on an increasingly positive 
image with consumers.

“The North American automotive 
aftermarket industry is more connected 
than ever before,” said AIA president 

Jean-François Champagne. “Establishing 
the CCCNA as an organization that 
reaches across borders to provide 
extensive consumer education... is a 
clear reflection of that interconnectivity. 
AIA Canada is proud to be a part of this 
initiative.”

“As everyone working in the global 
auto care industry knows, proper 
vehicle maintenance is a universal issue 
and a challenge that has no borders,” 
said Auto Care Association Bill Hanvey.

Tenneco spin-off to 
launch later this year
Tenneco’s aftermarket and ride perfor-
mance business will spin off later this 
year under a new name.

DRiV Incorporated will launch in the 
second half of 2019, following the 
decision by Tenneco Inc. to separate 
into two independent companies – one 
for its aftermarket and ride perfor-
mance products, and one for its power-
train systems technologies.

DRiV, headquartered in the greater 
Chicago area, will serve as one of the 
largest global multi-line, multi-brand 
aftermarket suppliers, as well as one of 
the largest global original equipment 
(OE) ride performance and braking 
suppliers to aftermarket, light vehicle, 
and commercial vehicle customers.

The $6 billion start-up will be built 
on the combined strengths of Tenneco, 
Federal-Mogul, and Swedish suspen-
sion manufacturer Öhlins, with 2017 
pro-forma revenues of $6.4 billion.

About 56% of the revenues are 
expected to come from aftermarket 
sales and 44% from OE sales.

North American associations launch 
unified Car Care strategy

Philips X-tremeUltinon 
LED fog lamps

Brighter. Whiter. Stronger.
Philips high power X-tremeUltinon LED  
fog lamps provide up to 200% brighter  
light for superior visibility. Their crisp  
white light is a perfect color match  
with Xenon HID headlights.

Automotive lighting

Auto Care Association president Bill 
Hanvey (left) and AIA Canada president 
J.F. Champagne will be working together 
and with their Mexican counterpart, as 
signatories to a new North America-wide 
Car Care Council.
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By the NUMBERS 
Stats that put the North American automotive aftermarket into perspective.

Percentage 
of employers 
who say they’re 
satisfied with the 
job high schools 
do in preparing 
grads for employment. Universities 
do better with 37% satisfaction. 
Colleges are the clear winner with 
51% satisfaction.

Hire Education Report, October 2018, Canadian 
Federation of Independent Business

Percentage of U.S. consumers 
who purchased or leased a 
vehicle from a dealer but did not 
return for service in the past year.
Cox Automotive’s Service Industry Study

Battery-electric and hybrid-electric 
vehicles as a percentage of all 
vehicles on U.S. roads in 2018. 
Battery-electric cars constituted 
3% of 2018 new vehicle sales 
in the U.S., while hybrid 
electric vehicles 
sank to 2%
of the 2018 
market.
Lang iReport

Canada’s ranking in the 
adoption of electric 
vehicles. There are 23,620
electric vehicles in operation 
on Canadian roads. China 
leads the world with a fleet of 
1,227,770 vehicles, followed 
by the U.S. with 762,060, and 
Japan with 205,350.
GoCompare Research

The Used Vehicle Retention Index finished 2018 up 1.9%
over 2017. It was the largest year-over-year increase 
for the index since 2012, when the index climbed 3.5%.
Black Book Visual Analytics

The proportion of 
gas stations 

to electric vehicle 
charging stations in 

the U.S. in 2017. 
There were some 
16,000 charging 

stations throughout 
the U.S., compared 

to over 160,000 
gas stations.

National Automobile  
Dealers Association

The proportion of gas 
stations to electric 

vehicle charging stations 
in Canada in 2017. 

There were about 5,000 
charging stations

throughout the country 
(the majority located in 

Ontario, Quebec and B.C.), 
compared to over 

12,000 gas stations.
Canadian Fuels Association;  
CBC news report, July 2018

26.8 MILLION

Number of light vehicles six years 
or older on Canadian roads in 2017. 
That’s expected to grow to 20.6 
million vehicles by 2022 – an annual 
average growth rate of 2.3 percent.
AIA Canada, Labour Market Watch 2018
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70%
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271.4 MILLION
Vehicles in operation 
on U.S. roads in 2017.
Experian

Vehicles in operation on 
Canadian roads in 2017.

AIA Outlook Study 2018
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The auto repair and service industry 
has come a long way in building trust 
with clients by focusing on front-
counter customer service. Our 
reception areas are clean and comfort-
able, and our service advisors are 
efficient and pleasant.

But when it comes to building client 
trust, we might be neglecting one of 
our strongest assets: the skill and 
professionalism of our technicians.

I believe it’s time to start bringing 
them into the conversation.

Consumers are aware that vehicles are 
becoming more and more sophisticated. 
What they may not know is that our 
technicians have been keeping up with 
the times. Their technical knowledge is 
constantly expanding as they take 
training courses and get more hands-on 

experience with advanced engines.
Similarly, we’re investing in incred-

ibly complex equipment that has 
unparalleled power to analyze vehicle 
systems and diagnose problems.

Our clients know what it means to 
put their faith in professionals. They 
do it on a daily basis, relying on lawyers, 
teachers, tradesmen, and doctors to 
solve the problems that they face in 
life. Just like these professionals, our 
technicians are great resources, 
offering knowledge and skills they 
won’t get anywhere else.

To give my clients a better sense of 
their role in the repair process, I’ve 
started referring to our technicians as 
doctors. They’re the real experts when 
it comes caring for vehicles.

As a service advisor, I can readily 

admit that I don’t know the more 
technical aspects of a particular work 
order. The service advisor is not the 
technician. The nurse is not the doctor.

It helps my clients understand the 
situation when I say, “The technician 
is a specialist when it comes to the 
work you need done. They’re like a 
doctor, running all the necessary tests 
to diagnose the problem and letting us 
know where we stand. My job is to 
create an estimate based on the tech-
nician’s recommendations, and help 
you make a decision about what work 
you want to have done.”

This really shows that I trust the 
technician first and foremost, and that 
we work as a team to address the 
client’s best interests.

When working on a vehicle, techni-
cians are rarely seen by the client, which 
can make it harder to build trust. In 
some cases, it makes perfect sense to 
introduce the technician to the client. 

Involving the technician in the 
front-end conversations takes pressure 
off the service advisor, especially when 
the client has a lot of technical 
questions. Concerns are eased and 
doubts are banished when you simply 
say, “I’m sorry, I’m not the doctor. But 
our technician can get us that answer 
very quickly. Let me bring them in.”

Speaking highly of the techs and 
praising them often throughout the 
conversation is critical.

Introducing them to clients shows 
them that their skills are highly valued.

Sharing the praise with them 
whenever you receive thank-you notes, 
kind words, or a box of donuts demon-
strates that they’re part of the team.

Whenever a new client is nervous 
about all the work that has to be done, 
just smile and say, “Don’t worry, the 
doctor is in!” 

IT’S YOUR TURN

Got an opinion? We’ll happily give you a page to get it off your chest!  
Send your rant to allan@newcom.ca 

Riley Fletcher is a 
service advisor at T&H 
Autopro in Kamloops, 
B.C. You can reach her at 
riley.fletcher@outlook.com.
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If you’re not heaping praise on your technicians and introducing 
them to clients, you’re missing a chance to build trust.  

By Riley Fletcher

The doctor is in



It’s time to change      
your spark plugs.
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Our best spark plug, 
now with a limited 
lifetime warranty.* 

IRIDIUM XP
ENHANCED 

ALLOY
TECHNOLOGY TM

*Go to Autolite.com for warranty details.
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exceed OE quality and performance. That includes Asian and European 
cars as well as Diesel and Small Engine Applications.
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A lot of young shop managers want to 
take a new approach to business.

They’ve taken the time to study the 
industry and are starting to truly under-
stand their markets. They’re going to 
classes to learn how to secure business 
for tomorrow. For them, change is not 
an option. It’s an imperative. 

The problem is they don’t have the 
power to implement those changes. 
The real authority still rests in the 
hands of the previous generation, those 
who built the business or took it over 
decades ago and whose notion of how 
to run things is stuck in an outdated 
paradigm.

Let me draw an analogy that might 
make the situation clear.

There’s a cage with five monkeys in 
it. A banana hangs on a string above a 
set of stairs in the middle of the cage. 
Inevitably, a sharp-eyed monkey 
notices the banana, and decides to 
retrieve it. As soon as he touches the 
stairs, however, everyone get sprayed 
with cold water. In the chaos that 
ensues, the intrepid monkey is fright-
ened away from the stairs.

Eventually, though, another monkey 
is lured by that nice yellow banana. 
Again, as soon as he touches the stairs, 
everyone gets sprayed with cold water.

By now they’ve begun to associate 
the stairs with the cruel, cold water, and 
if another monkey gets interested in the 
banana, they might try to discourage 
him. After a few more soakings, they’ll 
try to physically prevent anyone from 
going near the stairs.

Now we’re going to change things up 
a bit. We’ll put away the cold water, and 
replace one of those monkeys with a 

new one. The new monkey sees the 
banana and wants to climb the stairs. 
To his surprise and horror, all the other 
monkeys attack him when he tries. 
After another attempt, and subsequent 
attack, he starts to realize that he’s not 
allowed to climb the stairs.

Now, remove another of the original 
five monkeys. Bring in a new one and 
see what happens. Again, when the 
newcomer goes to the stairs, he is 
attacked. Even the previous newcomer 
has learned the behaviour, and he adds 
his punishment with enthusiasm.

If you replace a third original monkey 
with a new one, and then a fourth, and 
then a fifth, you’ll find that every time 
a newcomer goes to the stairs, he gets 
attacked. Eventually none of the 
monkeys in the cage has ever been 
sprayed with cold water, but they 
continue the attacks. They don’t know 
why they aren’t allowed to climb the 
stairs. They don’t know why they should 
beat anyone who tries. But they do it 
none-the-less. Why? Because that’s the 

way it’s done around here.
Does this analogy pertain at all to 

your shop? Your people? Are irrational 
constraints holding your company 
back?

The older generation – the ones who 
still hold authority over the business – 
are not learning new behaviours. They 
refuse to change. They’re not keeping 
up to date with new strategies and 
tactics. In their minds, they’ve seen it all 
before and there’s no use changing 
things up. “Been there, done that” is their 
mantra. And if you press them, they’ll 

GREENWOOD’S GARAGE

Business
There’s a whole generation of young 
managers that are increasingly 
frustrated. Here’s why.

By Bob Greenwood,  AMAM

Monkey

People who are stuck in a rut or living in the dark 
ages of outdated thinking need to be coaxed into 
a new paradigm. Time is wasting! 

14   March 2019 www.autoserviceworld.com
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tell you how many years they have before retirement. They’re 
not about to shake things up. They’re sticking with the standard 
thinking, the old routines. They’re going through the motions 
that they’re used to.

Meanwhile, profits keep dropping.
It is time to come to grips with this mentality. We need to 

address this kind of apathy, this reluctance to try something 
new. It’s time to embrace a new vision based on clear 
understanding.

Let’s go for the banana!
Want to spark some fireworks? Clip this article and share 

it with the old guard, the previous generation that is just 
putting in their time until retirement, the “real authorities” 
who can’t stomach change. They will react very strongly to 
these ideas because no one likes gut-wrenching change.

But have your notes ready. Bring a folder full of facts so you 
can help them see the light. Be prepared to talk things out.

People who are stuck in a rut or living in the dark ages of 
outdated thinking need to be coaxed into a new paradigm. 
Time is wasting! If you wait the five years until they retire, 
that will be five years of lost momentum. Five years of not 
getting ready for electric vehicles, autonomous cars, hybrids, 
telematics, connectivity, and new software platforms. Five 
years of staying behind the competition. Five years of not 
catering to the changing needs of consumers. Five years of 
missed classes and new management strategies.

Today’s “real authority” needs to be challenged with facts 
and ideas. And if they refuse to take action, then you know 
where you’ll be in a few years: in a very deep hole with little 
hope of getting out.

This is tough talk, I know. But as an industry, we must start 
having tough discussions. Too many businesses, careers, and 
families are being harmed by the inertia of a generation that 
is, quite frankly, out of touch.

If this article seems hysterical to you, you may be the old 
guard in your business, the one that’s refusing to change.

If this article makes sense to you, find a way to wake up 
the old guard. You and your staff deserve a fighting chance 
to thrive in the future. 

They have a right to go for the banana! 

Bob Greenwood is an Accredited Master 
Automotive Manager (AMAM) who offers 
personal business coaching and ongoing 
management training for aftermarket shops, 
focusing on building net income. He can be 

reached at 1-800-267-5497 or greenwood@aaec.ca.

A more efficient 
water pump
for a greener 
engine.

This guarantees the highest levels of 
engine performance, reliability
and long service life.
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If you’re not offering a spring mainte-
nance package, you could be missing 
a great opportunity to build trust and 
loyalty among your regulars and draw 
new customers into your bays.

At this time of year, customers are 
thrilled to be putting winter behind 
them, and they’re more than ready to 
ramp up for the summer driving season.

The first step to capturing the ‘spring 
tune-up’ business is to create a compre-
hensive maintenance package that 
makes sense and speaks to customers. 
Then all you have to do is use your 
social media and in-store marketing to 
make sure they know how to take 
advantage of it.

Make it comprehensive
Owners of newer vehicles want to keep 
them healthy. They’re predisposed to 
preserving the value of their investment.

Meanwhile, owners of older vehicles 
may notice new sounds and ticks 
coming from the engine compartment 
or chassis as they emerge from winter. 
This is your chance to find those defi-
ciencies and correct them. 

Above all, educate all of your 
customers on why a thorough spring 
service is so important.

Rubber and cold weather are not a 
good combination. When the warm 
weather returns, it’s time to check belts 
and hoses for cracks, damage and 
dried rubber. A quick inspection will 
reveal the kind of trouble that could 
lead to roadside breakdowns. Always 
stress that some fairly simple replace-
ments now will prevent expensive 
repairs later.

Given winter’s effects on Canadian 
roads, a wheel alignment makes good 
sense. Motorists often don’t notice 

SALES

Spring
There are some services that should be part of  
your spring package… are you selling them?

By Allan Janssen

SELLING
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steering pulls when roads are ice, snow, 
and slush covered. But let them know 
that leaving alignment issues unad-
dressed for too long can lead to bigger 
problems like premature tire wear, 
reduced fuel efficiency, and related 
undercar damage.

Remember that April showers bring 
wiper blade sales. Wipers that were 
needed for snow and slush will soon be 
needed to clear winter debris and dirty 
water kicked up by wet roads. Inspect 
the wiper blades carefully, checking for 
cracks, tears, and other damage.

Winter can be especially tough on 
ignition coils, and batteries. Give them 
the once-over to ensure they’re in good 
shape. And, with summer coming, now’s 
a good time to check the engine cooling 
system, as well as air conditioning 
components. The timing makes sense.

Finally, make sure an oil and filter 
service is part of your spring package. 
This is the most important service to sell, 
and it’s the one that consumers under-
stand the best. It’s a strong selling point.

Stress safety
Your messaging, in advertising, social 
media, and onsite signage, needs to 
stress road safety. This resonates with 
modern consumers.

The latest automotive technology, 
with its advanced driver assist 
functions and reinforced cabins, has 
created heightened expectations for 
human safety. The modern vehicle is 
an astounding piece of engineering 
with elaborate safeguards built in to 
protect people on the roads. But 
consumers need to be reminded that 
they have to do their parts too. They 
have to make sure their vehicles are 
well maintained. All the technology in 
the world won’t keep them safe if it is 
not functioning properly.

That clearly involves tires, brakes 
and suspension – systems that are on 
the vanguard of personal safety.

Connect it to autumn
Take the opportunity to store your 
customer’s winter tires. The beauty of 

handling tire changeovers is that your 
customers will have to come back to 
you at the end of the season. Studies 
have shown that people are coming in 
for auto service fewer times per year. 
If you can guarantee two visits per year, 
where you really get a chance to look 
under the hood and all around the 
vehicle, you’re doing well.

Spring service can be a significant 
part of a vehicle maintenance strategy. 
It could be one of the cornerstones of 
care you offer to your customers. 
They're trusting you to look after them.

It’s not hard to explain why cold and 
wet weather takes a heavy toll on 
vehicles. Take the time to explain the 
intrinsic value of your spring mainte-
nance package. The way you talk about 
it is very important.

Just remember, you’re there to make 
sure your customers have a stress-free 
summer driving season. A check-up 
now could prevent a lot of headaches 
– and expensive repair bills – down the 
road. 

It’s true you’d look
good in blue.

Join the 650 independent service centers,
all proud to wear the NAPA AUTOPRO colours

from coast to coast. 

For more information, visit napaautopro.com
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The DVI Revolution
It was not that long ago that most bills 
for automotive repair were hand-written 
by the technician who did the work.

Often it was ripped (sloppily) out of 
an invoice book, with dog-eared 
corners and grease stains on it. You 
were lucky if it was itemized beyond 
simple one-word descriptions like 
brakes, alternator, or battery.

Tax may or may not have been 
charged.

Those were the old days… and we’ve 
come a long way since then!

Generic point-of-sale (POS) business 
software like QuickBooks helped bring 
some professionalism to our front 
counters, even if it was not explicitly 
designed for the auto repair industry.

In the early 1990s Canadian after-
market shops got their first taste of 
software systems written specifically 
for them. Programs like PACE and 
Lankar made the process of tracking 
the repairs much cleaner, more 
efficient, and incredibly user friendly.

With capabilities ranging from 

accounting, to inventory tracking, to 
customer relationship management 
(CRM), they allowed shops to monitor 
their clients’ spending habits and pref-
erences. Vehicle histories were auto-
matically recorded, warranty tracking 
was made possible, and year-end tax 
work was simplified.

Then came Windows, which modern-
ized computer software, added more 
colour and a suite of features to help 
the front and back of the shop. 
Programs like RO writer, Mitchell1, and 
Protractor became the industry 
standard, offering ways to further 
streamline shop processes, improve 
the customer experience, and ensure 
the profitability of the business.

Among the benefits of introducing 
software, probably the most mean-
ingful was the emphasis on process. 
Shop coaches agree that process is at 
the heart of profitability. In recent 
years, shops have begun to glimpse the 
benefits of having a standardized 
process for inspecting vehicles.

Inspections are themselves nothing 
new. But being able to track the condition 
of a vehicle from visit to visit, to watch 
components edge nearer and nearer to 
their failure point, has been nothing 
short of revolutionary for shops. With 
diligent inspections and record-keeping, 
the customer is kept in the loop of how 
the vehicle is performing and what 
services are creeping inevitably closer.

More and more shop owners are 
turning to digital video inspections 
(DVI) to help them meet their respon-
sibilities to truly care for their 
customers’ vehicles. All of the major 
players in the DVI field are integrating 
their programs into the most common 
POS programs.

Today’s DVI allows a technician to 
follow a predetermined inspection 
routine, marking all observations on a 
tablet. Notes are easily recorded using 
drop-down menus and “canned” 
verbiage, so the process doesn’t get 
bogged down. Techs can even record 
a comment that is added to the file, or 

How digital video inspections became one of the auto repair industry’s greatest selling tools.

By Alan Beech
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automatically transcribed onto the 
work order. Inspection results can be 
supported by pictures that can be 
annotated with arrows or circles to 
indicate the tech’s findings. In some 
cases, the technician can shoot a short 
video of, say, a loose ball joint to make 
the findings even clearer.

Jamie Cuthbert, founder and 
president of AutoServe1 says digitizing 
the inspection process can boost shop 
profits by 20 to 30 percent. And in a 
world increasingly dominated by tech-
savvy young consumers, it is part of the 
new retail landscape.

“Millennials expect this level of 
knowledge-sharing and transparency,” 
he said.

The underlying value of digital video 
inspections is the trust it creates among 
customers. The report allows them to 
truly see what is wrong (or about to go 
wrong) with their vehicles. They no 
longer have to simply take the techni-
cian’s word that services are needed. 
They can verify it themselves.

With trust comes great confidence 
and willingness to spend. The DVI 
actually makes it easier for consumers 
to justify the expense of caring for their 
cars. It is part of a trend away from 
what is called “push marketing” and 
toward “pull marketing.”

Push marketing relies on imposing 
a suggested sale on the consumer, 
usually by creating a need and offering 
a solution. Traditionally repair shops 
create the need by finding a vehicle 
fault and presenting the solution in the 
form of goods and services.

Pull marketing, on the other hand, 
educates the consumer to the point 
that they request the goods or services 
themselves.

Education is at the heart of pull 
marketing.

Patrick Egan, marketing manager for 
Kukui, says that’s what shops need to 
tap into when performing inspections.

“With digital inspections using 
pictures, the motorist can see for them-
selves exactly what the technician sees 
and make an informed decision for 
themselves about the care of their 
vehicle,” he said. “They can take the 

time to educate themselves away from 
the counter; there is no more ‘Buy-
Now!’ pressure.”

Nima Djoo, head of marketing for 
AutoVitals, agrees.

“The new reality of being mobile and 
having content accessible at any time 
means that consumers expect their 
inspection results on the go, through 
their preferred channels like text and 
email, with a report that clearly shows 
what needs to be repaired or replaced,” 
he said.  “It combines educational 
content to help them better understand 
complex repairs that they often 
otherwise would ignore or dismiss.”

Djoo believes digital inspections are 
most effective when they are integrated 
directly into the shop’s management 
software.  “Integration allows the shop 
to save time by eliminating duplicate 
work and by reducing technician idle 
time,” he said.

Ultimately, it helps manage customer 

expectations. When presented with a 
thorough digital inspection, the 
customer has time to review the findings, 
check out the educational resources that 
come with it, phone a friend, or do some 
online research before making a decision 
about the repairs you recommend. All 
of this reduces pressure in the shop.

While the DVI allows shops to add 
efficiencies, an important side benefit 
is that it gives consumers more control 
of their purchase decisions.

It leads to an informed consumer, 
making choices  with the advisor, rather 
than against the advisor. 

SHOP FEATURE
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Alan Beech is a manage-
ment consultant special-
izing in helping shop 
owners realize greater 
profitability. You can 

reach him at alan@beechconsulting.ca 
or at www.beechconsulting.ca.
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T here was a time when stocking oil was simple.
But when carmakers began their quest for better 

fuel economy, they started to rethink everything about 
their products… including the oil they use.

Highly specialized formulations are constantly in devel-
opment, designed for use on specific vehicles. Just look at 
how the standard grade has moved from 10W30 only a few 
years ago, down to 0W20, with even lower viscosities on the 
horizon like 0W16 and 0W8.

“Every year, manufacturers are being mandated by govern-
ment regulations to squeeze more mileage out of smaller 
motors, all the while producing lower emissions in heavier 
vehicles that require more power to move them,” says Ian 
Hutchison at Wakefield Canada. “The new engine technology 
required to do this demands more of oils than ever before, 
as viscosities get lower and sumps get smaller.”

These days, motor oil must precisely match the vehicle in 
question. Putting in the wrong oil would be like installing an 
ill-fitting component, risking severe engine damage.

This has huge implications for the average aftermarket 
shop, where multiple models of multiple vehicle brands are 
serviced. Here are just three emerging strategies for dealing 
with that challenge.

Tracking apps
Just keeping on top of what specifications and viscosities are 
needed on modern vehicles can be a challenge. Some oil 
companies have devised apps that help technicians keep it 
all straight. Often available at no charge, the apps are designed 
specifically for the professional user, offering an enormous 
database of specifications at the touch of a button.

Resources include a wealth of vehicle-specific data. 
Liqui Moly, for example, has completely revised its mobile 

app, offering all available information on the right motor oil 
for a particular vehicle. Users simply enter the brand, model 
and engine type to find out which oil to select. The app also 
provides details of the other operating liquids the vehicle 
requires, such as oil for the transmission and power steering, 
brake fluid and antifreeze.

According to Harry Hartkorn, head of application technology 
for Liqui Moly, the app is a valuable resource in busy shops.

“It clears up any uncertainties – whether in the garage or 
when selling products to drivers,” he said.

MANAGEMENT

Managing 
Your 

SKU complexity has led to new ways to track 
motor oils. How are you keeping track of  
what’s on hand?

By Allan Janssen

  Oil
Supply

Aaron Van de Kemp of Cleanline Automotive in Invermere, B.C., 
uses an elaborate means of keeping track of volumes and kinds 
of oil he has on hand.

Chevron’s PitPack dispensing system offers operational efficien-
cies and environmental benefits.
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Dispensing systems
Oil companies have addressed SKU proliferation with increas-
ingly elaborate dispensing systems, designed to help shops 
keep track of what’s on hand, and make it easy to install the 
right oil in crank cases.

Typically, the systems consist of a number of oil containers 
that are neatly stacked or organized, and clearly marked for 
easy identification. They’re especially useful in shops with 
limited room for additional bulk oil containers.

Chevron’s PitPack dispensing system, for example, was 
designed as a way to stock multiple oil lines while improving 
shop efficiency and reduce packaging waste. According to the 
company, it can reduce landfill waste by up to 89 percent by 
using six-gallon (23-liter) plastic bags and recyclable corrugate 
boxes of motor oil rather than individual plastic quart bottles.

At the product’s launch, Dave Schletewitz, the brand 
manager for Havoline North America at Chevron, said the 
PitPack system can deliver significant operational efficiencies, 
at a lower cost than dealing with quart packages, all with 
strong environmental benefits.

“It’s a win-win for businesses looking to improve profits, 
efficiency, and their environmental stewardship,” he said.

Bulk oil
Still a great option for most shops, bulk storage tanks are 
also evolving with the times.

Wakefield Canada, for example, has launched a unique 
management tool for use with Castrol bulk oil. It is offering 
remote electronic wireless tank monitoring so shop owners 
can know how much they have on hand of any given oil type.

According to Hutchison, the Wakefield ThinkTank system 
takes electronic readings through a remote bulk tank sensor 
every day.

“The tool is designed to have Wakefield take care of ensuring 
there is always bulk oil in a shop’s bulk tank,” he said. “A 
remote sensor triggers an automatic delivery when the tank 
is low, to ensure the shop’s tank always has bulk oil for the 
next oil change.”

Repair shops are facing increasing SKU complexity with a 
growing count of oil grades and formulations that must be 
on-hand in sufficient quantities. Oil companies are working 
hand-in-hand with progressive shops to simplify things for 
technicians.  

WAREHOUSE
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Think Tank allows Wakefield to ‘ping’ customers’ bulk oil tanks, 
and use that information to replenish stock in an efficient and 
cost-effective way.



Do you feel like you’re missing the critical pieces that make the difference 
between financial success and just ‘getting by’ for your shop?

Joining AIA Canada’s new Automotive Service Associate Program (ASAP) can provide you
with access to a host of solutions critical to your business success. 

As a program participant, you are now part of a national association representing the 
interests of the entire automotive aftermarket.

HHeerree’’ss wwhhyy yyoouu nneeeedd ttoo jjooiinn!!

• Research tailored for automotive
service providers • A national shop finder service

• Discounted fees to exclusive
training events

• Access to AutoConnex
(a database of industry jobs, compensation 

information, career profiles, and 
educational resources).

• Access to technical expertise on
vehicle reprogramming

For more information contact:
Andrew Shepherd
Senior Director, Industry Programs
andrew.shepherd@aiacanada.com | 1-800-808-2920 ext. 229

A program of the Automotive Industries Association of Canada
To learn more about AIA Canada and ASAP visit:
www.aiacanada.com/asap.html

Become a program

participant for $179



In speaking with Canadian shop
owners and technicians over the past 
year, we encountered something like
complacency – or perhaps inertia is a
better word.

Good, committed staff is hard to
find, but then that’s been true for 
years. Keeping up with vehicle tech-
nology trends is certainly a challenge, 
but we’ve been on this treadmill for a
while. There should probably be more
of a focus on marketing and customer
management, but the current ap-
proach has filled the bill so far. It would
appear that most shop owners are
entering 2019 with a “steady as she 
goes” attitude.

At the Automotive Industries Asso-
ciation (AIA) of Canada, our core busibusi-
ness is to look into the future and to to
help prepare the industry for upcoming 
changes. 

And what we see is, for the most 

part, alarming:

▲ There is a very rapid deployment of p d dep
integrated vehicle technologies, withe technologies
most based on telematics.
This deployment will very quicklykly
affect all makes and models regarardakes and -
less of vehicle age and will becomme cle age and w
the dominant concern of repairrn of r
professionals.

▲ As a direct result, we see a much ee adirect re

stronger push from thee vehicle 
manufacturers and dealers to attack k
customer confidence in non-dealer
repairs. Part of this drive will be ongothis drive will -
ing efforts to restrict repair informationstrict repair information
from the aftermarket.
▲  Training and skills upgrading will

continue to be ad hoc. The lack of ue to be ad ho
a formal post-apprenticeship skills al post-apprenticeship
recognition system will in turn affectn turn affe
customer confidence in the compeompe-

ur technicians.tence of our tech

▲  Professional shop management willProfe
be much more of a priority – frombe m
attracting and keeping technicians
to customer service to scheduling
to budgeting – all are going to be far
more critical to business success.
The mechanical sector is now facing 

what the collision repair sector has
ced for the past decade, but withoutfaced 

many of collision’s advantages, namely many of co
intense consolidation and a verye conso
strong national association represenonal as -
tation. Banner shops do get advanr shop -
ages including marketing and trainingmarketage

access, but this is spotty across thespottaccess
industry as a whole.ustry a

The answer, from the highest 

perspective, is to “get connect-

ed.”  By this we mean:

▲  Be in touch with national trends and ch w
ndustry research;eseain

▲  ccess discussion groups andscusAc
rums of like-minded shops;foru

▲  ve a say in which way the nationHav -
al automotive repair industry goes,l
along with a host of other collective
efforts.

AIA Canada has created the
Automotive Service Associate  

Program (ASAP) to generate this 
access and connection for service
shops. The program is designed to
give service professionals access to
‘the big picture’ such as critical trends 
in vehicle technology, Canada-wide 
research on shop performance bench-
marks, the latest training packages
and events, and information to help
you hire the best staff available. 

This year’s ‘Key to Success’?

Get Connected!
By Andrew Shepherd, Senior Director, Industry Programs

ADVERTISEMENT

See www.aiacanada.com/asap.html
for more information.

“We see a much 
stronger push  
from the vehicle 
manufacturers  
and dealers to  
attack customer  
confidence in 
non-dealer repairs”
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Expert studies suggest that 22 per cent 
of vehicle crashes are brake related. 
And most of them could have been 
prevented if higher quality parts had 
been installed.

Most people simply don’t know 
there’s a serious problem lurking under 
their own car: the quality of their most 
recent brake pad replacement. When 
you sell your next job, you have an 
opportunity to educate your client 
about the danger of cheap parts.

There are strict safety standards on 
original equipment (OE) brakes. In the 
U.S., the National Traffic and Motor 
Vehicle Safety Act of 1966 empowered 
the federal government to set safety 
standards for vehicles and road safety. 
In Canada safety standards have 
climbed steadily alongside of U.S. 
standards.

The problem is that replacement 
brake pads do not have to meet provin-
cial, state, or federal standards.

Profit-oriented companies have been 
taking advantage of this loophole for 
decades, developing cheap options that 
would never meet OE standards. In 
particular, some use banned substances 
like asbestos, or questionable materials 
like black steel (steel that has not been 
“pickled and oiled”).

So while cheap options are definitely 
available to consumers, there are very 
good reasons to advise them to specify 
quality brake parts instead. They will 
likely cost more, but they’re worth it in 
reduced liability, improved road safety, 
and greater customer satisfaction. They 
will simply last longer.

Some offshore manufacturers, many 
of whom have no automotive 
knowledge or experience at all, are 
making cheaper brake pads by the 
millions using black steel. Named for 
their scaly, dark-coloured iron oxides 
and surface impurities, black-steel 
parts are often painted to look like 

premium brake pads.
A consumer would have no way to 

distinguish them from safer parts, 
other than by their low price.

Taking a more scientific approach to 
selecting brake parts, however, it is 
relevant to know that black steel hasn’t 
been treated from all of the surface 
impurities, such as rust and scaling 
through acid washing known as 
“pickling and oiling.” These impurities 
are a cancer that can cause the friction 
to break away long before it has a 
chance to wear down.

Furthermore, black steel brake pads 
are significantly more prone to rust and 
failure when exposed to bad weather 
conditions and salt.

According to Environment Canada, 
up to nine million tons of salt are 
distributed every winter across 
Canadian roads. This causes increased 
stopping distance. Rusty brake pads 
are a safety hazard – a very dangerous 
risk to take just to save a few dollars.

Consumers need to understand what 
they are buying. This can be a challenge, 
since one can’t point to standards 
within the industry.

But pointing out the performance 
characteristics of high-quality brake 
parts can have a very big impact on 
consumers, especially those for whom 
safety is a real consideration.

Galvanized steel has been “pickled 

TECH FEATURE

Better Brake Parts for

Better Stopping

Black steel will quickly shed a paint 
coating and lose integrity with exposure 
to the elements. Brake pads will not stay 
attached to the backing plate for long.

The first question to ask about prematurely rusted brake pads is why weren’t they galvanized? 
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and oiled” to protect it from rust. Used 
in the manufacture of brake pads, it is 
far more effective at securing the 
friction material, and offers greater 
support to the overall braking system. 
The performance of black steel parts 
is dramatically different.

According to the Global Brake Safety 
Council (GBSC), brakes used to last 
routinely about 80,000 kilometers 
(50,000 miles). These days, shops are 
seeing aftermarket pads that need to 
be replaced after 15,000 or 20,000 km. 
As a result, consumers are spending 
more than ever before on unnecessary 
brake jobs.

Worse, they could be driving vehicles 
that have unsafe brakes.

And it’s not just passenger vehicles. 
Earlier this year, nearly 1,600 commer-
cial motor vehicles in the U.S. and 
Canada—approximately 13.8 percent 
of vehicles examined—were removed 
from roadways on an unannounced 
Brake Safety Day for brake violations.

Shops that want to make the 
situation clear to their customers 
should consider creating a display of 
used brake pads. They will see pads 
that are covered with rust, and with 
friction material that is broken or 
missing entirely.

It doesn’t take much imagination to 
see how stopping performance has 
been compromised. The few extra 
dollars it would have cost for galva-
nized steel brake pads will seem 
insignificant.

As a critical safety item, wearing 
brakes need immediate attention. 
Governments need to impose standards 
on replacement brake parts to improve 
consumer safety and ultimately save 
lives. In the meantime, you can protect 
your customers by carrying only quality 
parts, and advocating strongly for 
galvanized steel brake pads. 

CASTROL SYNTHETICS
SIMPLIFY YOUR BUSINESS 

0W-20 - Japanese & GM
Toyota/Lexus, Honda/Acura, Nissan/Infinity, Mazda, 

Subaru, Suzuki, Mitsubishi, GM Dexos1TM Gen2

5W-20 - Domestic & Korean
Ford/Lincoln, Genesis, GM Dexos1TM Gen2

5W-30 - Domestic & Korean
Chrysler, Kia, Hyundai, Volvo, GM Dexos1TM Gen2

5W-40 - European Vehicles
Volkswagen, Mercedes, Porsche, Specialty

5W-30 C3 - European Vehicles
Volkswagen, BMW, Mercedes
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ASK ABOUT OUR INTELLIGENT
INVENTORY MANAGEMENT TOOL

Mark Lavelle is a 
member of the Global 
Brake Safety Council.



Wiper blade
Valeo has launched a new all-in-one wiper 
blade solution. The Titanium features Valeo’s 
latest technology including a patented 
pyramid beam blade design with Tec2 rubber 
formula. The pyramid design creates three-
point air flow control for even pressure and 
optimal windshield contact. The special Tec2 
rubber provides all-weather durability and 
smoother wiping performance.
www.valeoservice.com

Wheel speed sensor
Continental Commercial Vehicles & 
Aftermarket has expanded its line of ATE 
brake products to include wheel speed 
sensors. ATE Wheel Speed Sensors are 
genuine OE parts, produced in the same 
ISO certified facilities as the sensors 
supplied to OEMs. These sensors detect rotational direction for hill start assist 
and park assist systems, as well as wheel speed inputs to ABS, TCS, and ESC control 
systems. There are 123 wheel speed sensors in the ATE program, which covers over 
45 million vehicles in operation across the United States and Canada.
www.ate-na.com

Coolant 
expansion tank
CRP Automotive has expanded its line 
of Rein coolant expansion tanks to 
include a wide variety of European 
applications. Rein Automotive Coolant 
Expansion Tanks are designed to 
deliver reliable performance through 
thousands of heat cycles. They feature 
100% virgin plastic with no regrind. 
The use of a better and stronger plastic 
in the tanks prevents cracking and 
premature leaking. This results in an 
extended service life and improved 
protection against engine overheating.
www.reinautomotive.com

Fuel pumps
Airtex-ASC has added 
automotive pump 
coverage for over 5.8 
million vehicles in 
operation. New fuel 
pump numbers are 
available for a variety of popular name-
plates, including Ford, Lincoln, 
Chevrolet, GMC and Hyundai applica-
tions. New water pump numbers cover 
Nissan Altima, Murano and Rogue, as 
well as Infiniti QX60.
www.airtexasc.com

Automotive filters
Mann-Filter has announced the intro-
duction of 116 new part numbers 
available for immediate order. The new 
part numbers include air, cabin air, oil 
and fuel filters, as well as air oil sepa-
rators. The new part numbers increase 
the company’s coverage of the 
European passenger vehicle market in 
the United States and Canada to more 
than 98 percent. The parts provide OE 
fit, form and function for 2018 and 2019 
European makes and models.
www.mann-filter.com

BABB YAA WYY AWW TCHAA
V

D
O

 –
 A

 T
ra

d
em

ar
k 

of
 th

e 
C

on
tin

en
ta

l C
or

p
or

at
io

n

www.vdo.com/usa

VDO door system components are ready-to-install,
right out of the box. They deliver exact OE fit and
restore original equipment function and performance. 
Choose VDO to do it right – the first time, every time.

800-564-5066  |  salessupport-us@vdo.com

Reliable parts, rewarding value.
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Gas-truck engine oil
Shell Lubricants has introduced Shell 
Rotella Gas Truck full synthetic engine 
oil providing extreme protection for 
towing and hauling for gasoline-pow-
ered pickup trucks and SUVs. The oil 
offers the protection these engines 

need in three viscosity grades: 0W-20, 
5W-20 and 5W-30, and will be available 
in 5-liter containers in Canada. The 
oil is ideal for pick-ups and SUVs that 
may experience more extreme condi-
tions including driving with a heavy 
load, in dusty conditions, stop and go 
driving, frequent short trips, extreme 
hot or cold temperatures, and 
extensive idling.
www.rotella.com

Cordless tools 
Snap-on offers a complete family of 
innovative cordless tools, spanning 
everything from ratchets, drills and 
wrenches to saws and screwdrivers. 
All include variable speed triggers for 
maximum control and many feature 
MicroLithium batteries that are light-
weight, long-lasting and interchange-
able between all matching-voltage 
Snap-on MicroLithium tools. Of partic-
ular interest to automotive techni-
cians, the CT761AQC 14.4 V 3/8” Drive 
MicroLithium Quick Change Cordless 
Impact Wrench offers tremendous 
power in a compact, lightweight 
package; and two 
new cordless 
ratchets – the 
CTR767 14.4 V 
3/8” and CTRQ714 
14.4 V Hex Drive – offer 
unprecedented leverage 
and are designed for 
greater accessibility.
www.snapon.com

Rear struts
Arnott has introduced aftermarket 
replacement rear struts for the 
2001-2006 Lexus LS 430. The AS-3073 
(rear right) and AS-3074 (rear left) are designed to replace failing OE struts and 
feature new, not remanufactured, custom-tuned shock absorbers valved to provide 
the luxury ride LS owners expect. The Arnott struts are built with a new heavy-duty 
air bladder from ContiTech that is protected by an aluminum cover. 
www.arnottindustries.com
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Get started now with a free demo! 

Call us  800-470-5936  |  Visit us: mitchell1.com
Or find your local Mitchell 1 sales rep: mitchellrep.com
repair information  |  shop management  |  shop marketing

ProDemand® wraps the leading OEM & real-world repair information in a 
user-friendly interface that works the way you do. You’re always a click away 
from the information you need for the most efficient diagnosis and repair.

Here are just a few ways ProDemand gives you advantages at every 

step of the repair process: 

• Start the Job Right - Plate-to-VIN, Latest TSBs

• Diagnose the Issue - SureTrack Real Fixes, Top Repairs

• Complete the Repair - 1Search™ Plus, Component Tests, ADAS



Heavy-duty parts washer
The new Snap-on PBC58 Heavy-Duty 
Automatic Parts Washer can be used to 
effectively clean many large automotive 
parts such as gas and diesel engine blocks, 
cylinder heads, valve covers, pans, trans-
mission cases, as well as smaller items down 
to nuts and bolts. It dissolves the hard-to-

reach dirt and grime that may be baked onto parts after 
continuous use and is essential for parts that cannot be 
thoroughly cleaned through a manual process. 
www.snapon.com

Steering rack
CRP Automotive now offers AAE Remanufactured Steering 
Racks for popular Chevrolet and Ford applications. Every AAE 
remanufactured rack undergoes an eight-step process to 
ensure it meets quality guidelines and industry standards. 
Each rack is disassembled, cleaned, shot-peened, and hardened 
to restore OE performance and 
finish. All racks are fitted with a new 
drive belt (if applicable), new boots, 
clamps, bearings, O-rings, and seals.
www.crpautomotive.com

Fog lamps
Lumileds has released the Philips 
X-tremeUltinon LED Fog Lamp for domestic applications. It 
provides up to 200% brighter light when compared to 
standard, minimum legal requirements in fog headlamp test 
results. Powered by premium LUXEON LEDs, Philips 
X-tremeUltinon LED Fog Lamps deliver up to 6500K color 
temperature for a crisp, bright white look that matches 
perfectly with HID and LED headlights.
www.philips.com/automotive

Software upgrade
Mitchell 1 has enhanced the search engine in its ProDemand 
auto repair information system. The new feature allows 
technicians to more easily find 
community questions and 
answers, as well as solutions 
related to the vehicle in their 
bay. The system delivers related 
community trends, along with OEM information, and 
SureTrack Real Fixes. The trends include posted questions 
with answers or posted fixes based on discussion threads in 
the SureTrack Community module in ProDemand.
www.mitchell1.com
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Made in Germany. Made for you. 
For further information or technical support
please call 1-888-MOLYOIL (665-9645)

www.liqui-moly.us

Your European car craves for approvals
Motor oils and additives for every European car – all from one source.



March 2019 29www.autoserviceworld.com

ADVERTISER INDEX

AIA Canada ........................................22, 23 
www.aiacanada.com/asap.html

Chevron – Havoline .....................................2 
www.canada.havoline.com

Continental – VDO ....................................26 
www.vdo.com/usa

CRP Automotive – AAE .............................29 
www.aaesteering.com

Dayco ......................................................15 
www.daycoproducts.com

Ford .........................................................31 
www.ford.ca/wholesale

Fram ........................................................13 
www.fram.com

Induction Innovations ...............................19 
www.theinductor.com

Liqui Moly ................................................28 
www.liqui-moly.us

Mann+Hummel – WIX .................................4 
www.wixfilters.com

Mitchell 1 ................................................27 
www.mitchell1.com

NAPA .......................................................17 
www.napaautopro.com

NGK Spark Plugs ........................................9 
www.ngksparkplugs.ca

Philips Automotive Lighting.......................10 
www.philips.ca

RSC .........................................................21 
www.rscbrands.com

Uline ........................................................21 
www.uline.ca

VL Communications ....................................3 
www.vlcom.com

Wakefield – Castrol ...................................25 
www.wakefieldcanada.ca

WORLDPAC – Textar ...................................8 
www.textar-worldpac.com

WORLDPAC ..............................................32 
www.worldpac.ca/quality

Motor oils
CRP Automotive now offers three new 
Pentospeed application-specific, motor 
oils formulated to deliver super high 
performance and high fuel economy. 
The new 0W-20 Pentospeed motor oils 
cover over 3 million vehicles in 
operation. They have received numer-
ous OE approvals including from BMW 
for Pentospeed LL-14, Volvo for 
Pentospeed VCC, and Volkswagen for 
Pentospeed SP IV. All three motor oils 
were developed using the newest 
additive technology, in conjunction 
with ultra-high-performance base oil, 
offering significantly lower fuel 
consumption and speedy engine oil 
circulation. The formulations have 
been developed for highly stressed 
engines, down-sized aggregates, and 
engines with Stop-Start systems.
www.crpautomotive.com

A TRUSTED LEADER 
IN AUTOMOTIVE  
STEERING SYSTEMS

FOR MORE INFORMATION ON AAE STEERING 
SYSTEMS, VISIT WWW.AAESTEERING.COM

©2019 CRP Industries  Inc. All rights reserved.

Since 1987, Atlantic Automotive Engineering (AAE) has been an industry leader 
of new and remanufactured steering racks, power steering pumps, gearboxes, 

and related power steering components. All units tested in the USA.

• EPS NEW & REMAN PRODUCTS 
• EHPS NEW & REMAN PRODUCTS 
• HPS NEW & REMAN PRODUCTS



Special thanks to Vinnie Klimkosz of Vinnie’s Mr. Fixit in Guelph, Ont. for his collection of vintage Canadian aftermarket magazines. 
To see more, go to www.autoserviceworld.com/themorethingschange
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LESS SEEK
MORE FIND

Introducing Omnicraft TM parts for all non-Ford makes and models. With this newest addition 

to our lineup, which includes Ford and an expanded Motorcraft ® parts offering for Ford vehicles,

we are now a one-stop-shop for quality parts – with a competitive warranty at a great 

price. So now you can spend less time looking, and more time getting things done.

For more information, contact your local Ford Dealer or visit ford.ca/wholesale.

Motorcraft ® is a registered trademark of Ford Motor Company. Omnicraft TM is a trademark of Ford Motor Company. ©2019 Ford Motor Company of Canada, Limited. All rights reserved.




