
Canada Post Publications Mail Agreement No. 43734062 JANUARY / FEBRUARY 2020

C A N A D I A N  A U T O  R E PA I R  &  S E R V I C E  M A G A Z I N E

biggest challengesbiggest challengesbiggest challengesbiggest challenges
New study reveals New study reveals New study reveals New study reveals New study reveals New study reveals New study reveals 

biggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challenges
New study reveals 

biggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challenges
New study reveals 

biggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challenges
New study reveals 

biggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challengesbiggest challengesbiggest challenges
New study reveals 

biggest challenges
Battery Testing

You’d be surprised at how many cars are low on juice!

Modern Marketing
How to let people know what makes you special

EyeSpy: DIY Disasters

facing shopsfacing shopsfacing shopsfacing shopsfacing shopsfacing shopsfacing shopsfacing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shopsfacing shopsfacing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shopsfacing shopsfacing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shopsfacing shopsfacing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops
biggest challenges

facing shops





Features
MANAGEMENT

Marketing in the 
digital age

Everyone needs to stand out from 
their competitors and be noticed by 

potential customers. That’s what modern 
marketing is all about.

18

CONTENTS
January / February 2020 • Volume 6, No. 1

20

Departments
8
10
14
26
29
30

Letters 

In the News

By the Numbers

Baywatch

Advertiser Index

Eye Spy

Columns
Service Notes
Remember your past… but also 
consider what’s in your future.

7

SHOP FEATURE

The cost of 
keeping up

A new study shows the challenges that 
auto repair technicians face in staying  

on top of advanced technology. It strains 
their time… and their mental focus.

20

PRODUCT FEATURE

Test and charge
Do you test every battery that comes 

through the bay door? There’s an 
argument to be made that you’d be 
doing your customers a huge favour 

if you did.

22

TECH FEATURE

Clearing 
stubborn codes

When dealing with emissions-related 
failures, you need to read descriptions  

and code information very carefully. This 
is where a lot of technicians get hung up.

24

It’s Your Turn
There’s a new way to ensure you have 
access to service information.

15

Greenwood’s Garage
Personal and professional development 
is crucial to shop success.

16

16



CAR

91898

 DOCKET #  PAE WHS A03334

 REGION  Magazine Submit

LIVE:  7” x 10” COLOURS:  4C
PRODUCTION:
Leslie Miller

CREATIVE: 
None

ACCOUNT EXEC: 
None

PROJECT MANAGER:
NA

STUDIO: 
Lane, Jennifer

PREV. USER:
Lalousis, John

DATE INITIAL

TRIM:  8.125” x 10.75”
 Cyan

 Magenta

 Yellow

 Black

STUDIO

CLIENT:   Ford

JOB DESC.:   P&S Wholesale Magazine

FILE NAME:   _02V9U_03334_MAG_CAR_R0_WholeSale_8.125x10.75.indd

START DATE:   02/06/20

MOD. DATE:   2-6-2020 3:49 PM

MEDIA TYPE:   Car Magazine

INSERTION DATE:   March

REVISION NUMBER:   0

DISC DATE:   02/06/20

BLEED:  8.375” x 11” PRODUCTION

FOLDED: None CREATIVE

DIELINE: NA WRITER

PROOFREADER

ACCOUNT

FONT DISCLAIMER: 
The fonts and related font software included with the attached electronic mechanical are owned (“Y&R Proprietary Fonts”) and/or licensed (“Y&R Licensed Fonts”) by The Young & Rubicam Group of Companies ULC. 
They are provided to you as part of our job order for your services, and are to be used only for the execution and the completion of this job order. You are authorized to use the Y&R Proprietary Fonts in the execution 
of the job order provided that any and all copies of the Y&R Proprietary Fonts shall be deleted from your systems and destroyed upon completion of this job order. You warrant and represent that you have secured 
the necessary licenses for the use of Y&R Licensed Fonts in order to execute our job order and will abide by the terms thereof.

LESS SEEK
MORE FIND

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

to our lineup, which includes Ford and an expanded Motorcra� ® 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. OmnicraftTM is a trademark of Ford Motor Company.
©2020 Ford Motor Company of Canada, Limited. All rights reserved.

_02V9U_03334_MAG_CAR_R0_WholeSale_8.125x10.75.indd   1 2020-02-06   3:49 PM



w w w. a u t o s e r v i c e w o r l d . c o m        J A N U A R Y  /  F E B R U A R Y  2 0 2 0    5

OUR COMMITMENT TO YOU
CARS magazine has new owners with new attitudes, new 
perspectives, and a fresh take on a very important industry.

PUBLISHERS’ NOTE

F
aced with confusing problems, everyone wants a turn-key solution. Just plug it in and 
watch it work.

Well, that’s what we’re going for here at Turnkey Media Solutions, the new owners of 
CARS magazine and its sister publication Jobber News.

We want to provide you, our faithful and valued readers, with information and ideas 
that you can plug into your operations and reap immediate bene� ts from. We understand the 
challenges you face running a shop, dealing with customers, and keeping up with automotive 
technology so you can do the job right. Our goal is to provide you with knowledge and insight to 
make your days a little easier.

We’re new owners, but we’re not new to the automotive a� ermarket. In fact, our association with 
CARS and its predecessor Canadian Technician goes back for years. We’re well familiar with the 
advertisers, sponsors, and suppliers you’ll � nd in these pages, and we understand the many issues 
that you as readers face. And, of course, we’re working with editor Allan Janssen, who has been 
involved in the industry for over 25 years.

Here’s our commitment to you: We will continue to bring all sides of the a� ermarket together 
to jointly tackle the problems that new technology and shi� ing consumer attitudes are imposing 
on us all.

� e issue you’re holding represents the � rst under the guidance of a new generation of publishers. 
We are young professionals with an adventurous streak and a strong work ethic. We’re not shy 
about new technology, and we’re eager to make a mark in this industry.

To be sure, it’s a little intimidating. We know the work won’t be easy, and 
the hours will be long. But we’re ready to tackle all of 
these with pride and enthusiasm… for you.

As progressive publishers, we invite a more 
participatory approach to doing business. Feel free 
to email us. Tell us your stories, your opinions, 
and your concerns. Give us your feedback so we 
can better tailor this publication to your needs. We 
know that shop owners like to swap stories, and we 
want to help make that happen. We want to create 
an open forum for discussion among peers and 
industry folks.

� e way we look at it, the a� ermarket is 
evolving. You can count on CARS to keep 
you up to date with what is happening. 
We’re 100% dedicated to providing a 
great magazine for you.

In that sense, nothing is changing 
around here. Happy reading! 

Peter Bulmer
peterb@newcom.ca

Delon Rashid
delon@newcom.ca
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This ad space generously donated by the media partners.

• Luc Champagne luc.champagne@autosphere.ca
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If you would like to become a sponsor or make a donation to SHAD’s R&R For the Kids, 
please contact one of our board members directly.

Shad’s Board of Directors

Chairman Brad Shaddick brad.shaddick@driv.com

Station Creek Golf & Country Club - Stouffville, Ontario

47 years
of making a
difference

Your continued support
((More than $5 million in donations)

has had a profound impact on Muscular
Dystrophy Canada. In honour of our efforts,

and yours, Muscular Dystrophy Canada
has created the Annual Fred Shaddick
Community Service Award recognizing

outstanding contribution to the community.

Mark your calendars for the 47th Annual Shad’s R&R Golf Tournament
on Thursday, June 11, with all proceeds to Muscular Dystrophy Canada.

 

START TIME 10:00am SHARP!

Since 1954, Muscular Dystrophy Canada has been committed to improving the 
quality of life, mainly through donations, for the tens of thousands of Canadians 
with neuromuscular disorders and taking the lead in research for the discovery of 
therapies and cures. Shad’s R&R has continually supported these efforts since 1973 
by donating over $5 million dollars to Muscular Dystrophy Canada. Now entering 
our 47th year of support, the automotive aftermarket continues to ful�ll founder 
Fred Shaddick’s original mission of FOR THE KIDS.
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THE MARCH OF TIME
Send me your old photographs. Let’s celebrate the past 
as we head into the future!

SERVICE NOTES

This summer, as I accompany my wife to antique fairs (dragged along, 
some would say), I expect to come across piles of vintage automotive 
signs, magazines, and photographs. � ey’re the perfect collector’s item 
for people who don’t have the funds or space to keep old cars.

� ere they’ll sit at these antique shows, nestled between the vintage door 
knobs and Coca-Cola bottles, gathered in old milk crates or piled on plywood tables, 
eliciting waves of nostalgia from a steady stream of onlookers.

Old advertisements for spark plugs, engine chemicals, and motor oil… Pictures of 
white-capped gas jockeys, smiling as they wash windshields and check oil levels… 
Grizzled technicians leaning over the hood of a car, cigarettes dangling from their 
mouths as they adjusts the throttle housing or timing chain… It’s not hard to 
understand the appeal of these keepsakes from yesteryear. For a modest price, you can 
take them home and display them in your rec room.

What is it that attracts us? � e call back to a simpler day? � e elegance of the simple 
technology? � e sturdiness and resilience of those early engines?

I don’t know, but I’ve o� en noticed that many of you shop owners and technicians 
can’t get enough of these pictures.

We ran a series of collages last year, looking at how automotive magazines have covered 
common subjects in decades past. It was fun to remember how “the latest technology” 
was depicted in the 1940s, and how customer service evolved through the ’50s.

I’d like to continue our walk down memory lane this year… but not with scans 
of old magazines. Let’s see some of the photographs in your own collections. � is 
month’s Letters Pages features a shot of a public vehicle inspection in St. � omas, 
Ont. during the 1960s. Sent in by my friend Peter Abela, it’s a real 
piece of history! Public inspection lanes are a rare sight these 
days. And given the condition of some vehicles, a lot of us would 
welcome their return.

Do you have something similar hanging on your walls? I know 
some of you do. I’ve seen them when I visited. Do me a favour 
and take them down just long enough to scan them. I want to 
see your shop before you were around, when your father or your 
grandfather ran it. Or maybe when the previous owner started up.

I’ll reprint it on our website and on the Letters Page of an 
upcoming issue. We’ll all get a kick out of the way things 
used to be.

It will be especially poignant given the rapid pace 
of change that is transforming every aspect of our 
industry. I imagine these days will soon look as quaint 
as the old pictures hanging on our walls, and turning 
yellow in photo albums. Some future technician will 
look at the stories in this magazine with a bemused 
grin, laughing at the scan data we puzzle over.

We’re part of the march of time. And while it’s fun to 
look back, let’s not forget to look ahead! 

By Allan Janssen
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Let me know what you think. 
You can reach me at 
allan@newcom.ca
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LETTERS

Long-time reader Peter Abela sent in this picture 
of a roadside inspection in St. � omas, Ont. about 
60 years ago. Back then, cars would be pulled over 
into empty lots and given the once over to make sure 
they were roadworthy. � ere are some who’d say all 
the provinces should still be doing that!

Got a memory you’d like to share? 
Send a high-res scan to allan@newcom.ca

COMMON HEADLIGHT ISSUE 
IS A DESIGN FAULT
I agree with Les Dobos’ rant about cars driving around without 
their lights on (It’s Your Turn, October 2019). One of the other 
problems is that auto manufacturers find cutesy ways to turn 
things on and off. I think a lot of new car owners simply don’t to 
know how to turn on their lights or control their high beams!
Rick Hoppenbrouwer
Gilbert Supply Company, Kamloops, B.C.

SCHOOLS MUST ENCOURAGE 
NEW SKILLED TRADE WORKERS
We complain that there’s a shortage of new people for our trade 
but we forget that other trades are having the same issue (Service 
Notes, October 2019). The common denominator is the secondary 
school system, which is no longer concerned about preparaing 
students for the trades. Schools seem to be focused on academics 
and producing graduates at all costs. If you don’t give them the 
opportunities to learn skilled trades, they never will. And bundling 
all the trades into one class called ‘Shop’ is not a solution.
Bob Paff
Automotive Service Business Network

LET’S ALSO STANDARDIZE 
PROGRAMMING PROCEDURES
I agree with the need to standardize tech names 
(News, December 2019). The other things that need to be 
standardized are programming and updating protocols. 
Each manufacturer has their own convoluted method, programs 
and cost. More time is spent jumping through the hoops to 
update a module than actually diagnosing. That is an issue!
Brian Browning
Centre Point Automotive, Salmon Arm, B.C.

COMPLEX TERMINOLOGY TAKES 
ITS TOLL ON WORKERS
And the auto makers wonder why it’s getting so hard to find 
workers in this trade! They’d better get it figured out soon or 
it won’t matter what the call their systems.
Jamie Weisler
Elgin Transmission, St. Thomas, Ont.

TOP SHOPS TAKE THE TIME 
TO GIVE QUALITY SERVICE
I agree with people on the Kukui seminar that top shops can 
charge top dollar (News, December 2019). The quality of vehicle 
maintenance depends on where the vehicle is taken for service. 
Fast-lube shop staff are not qualified or able to inspect safety 
related parts. Maintenance is more than just fluids. Typically, 
vehicles that are regularly serviced at fast-lube places require 
major repairs because they’re not well inspected. It is really easy 
to get these people to come to our shops because of the skill level 
of the technicians working on their vehicles. Fast-lube shops get 
you in and out in record time. We have to remind people that 
faster is not always better.
Bob Ward
The Auto Guys, St. Thomas, Ont.

IT’S FRUSTRATING TO TRY TO COMPETE 
AGAINST ‘THEIR GUY’
Your editorial totally nailed it (“They Can’t Handle the 
Truth,” December 2019). We run into this sort of thing 
regularly. Customers take it to “their guy” who tells them 
exactly what they want to hear. Then they slam us on Google 
or Dealer Rater, saying we tried to rip them off. So frustrating!
John Poos, Service manager, retired
Guelph Volkswagen, Guelph, Ont.

WE NEED TO SPREAD THE WORD!
I loved your editorial. Can you buy space in the major newspapers 
and submit it as an advertorial? I would contribute. I think all real 
shop owners would!
Susan Eaton
AE Auto Plus, Newmarket, Ont.
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BAD CLIENTS ONLY WANT LOW COST
When I first started my business, as a teenager, I didn’t have an 
established client base. That, along with the fact that I was so 
young made it difficult for people to believe I was competent 
in my field of work, even though I had been doing it with my 
dad since the age of 10. In order for me to keep busy, I had to 
charge less money than my competitors. I’ve been in business 
for 40 years now and I’m still plagued by that early decision to 
work for less. The client you describe is only loyal to you if you 
provide them the lowest price.
Henry Klassen 
Klassen Autobody, Swift Current, Sask.

‘YOUR EXPERT’ MIGHT NOT BE  
‘MY EXPERT’
Good article. Thank you for publishing it. Want to know who the 
true expert is? For most people it is the person whose opinion most 
closely matches their own! I’ve seen it time and time again.
Randy Lucyk 
Midas Kalkaska, Kalkaska, Mich.

WHEN IT COMES TO SERVICE,  
YOU GET WHAT YOU PAY FOR
We sell auto parts, and we’re constantly telling people that going to 
a reputable repair shop comes with all sorts of benefits that cannot 
be achieved any other way. Yes, it will certainly cost more than 
“your guy” but you get knowledge, experience, and warranties that 
aren’t offered otherwise. Good service is the same as good parts. 
You get what you pay for.
Christian Rondeau 
Morinville Bumper to Bumper, Morinville, Alta.

THIS IS A MESSAGE THAT CUSTOMERS 
NEED TO HEAR
I really enjoyed your article. I got my techs to read it as well. 
I've been preforming complimentary inspections for years now. 
Sometimes new customers act like your friend. That’s frustrating 
because what I'm really trying to do is make their car safe and 
reliable, and save them money over time. I'm thinking of putting 
your editorial on the wall in my waiting room!
Ronald Roy 
Westmount Service Center, Moncton, N.B.

What’s on your mind?
We want to hear from you about anything you read in 
CARS magazine. Send your email to allan@newcom.ca
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VEHICLE INSPECTIONS TO GO DIGITAL IN ONTARIO
Starting with heavy vehicles and expanding to passenger vehicles next year,  
tablet-based inspections will be the norm.

By Allan Janssen

NEWS

ONTARIO IS MOVING TO an OBD-based 
inspection program in an effort to put an 
end to fraudulent safety certificates and 
pull dangerous vehicles off the road.

The new program is expected to be in 
effect for all vehicles – from motorcycles 
to heavy trucks – by July 1, 2021.

Jennifer Elliott, of Ontario’s Ministry 
of Transportation, said the program will 
start this summer with medium- and 
heavy trucks as the province consolidates 
its safety inspections and emissions testing 
into a single program.

The decision to revamp the heavy 
duty programs followed a scathing report 
late last year from the province’s auditor 
general, Bonnie Lysyk, who said not 
enough was being done to ensure road 
safety and get unsafe commercial vehicles 
and drivers off the roads.

Elliott was one of the speakers at an 
annual symposium run by the Automotive 
Aftermarket Retailers of Ontario (AARO) 
earlier this year. She told shop owners 
and technicians that a program governing 
emissions and safety inspections for light-
duty vehicles will follow next year.

“We will be strengthening emissions 
testing, looking for emissions overrides, 
and strengthening enforcement,” she said. 
“And it will be digital. The province is 
making a real push to go digital.”

She said the new tablet-based program 
would go a long way to solving the 
problem of fake safeties, often sold by 
crooks in cash transactions.

“When we started talking about 
merging emissions testing with 
commercial safety inspections, we 
recognized an opportunity to go digital 
like our light-duty emissions program,” 
she said. “Our motor vehicle inspection 
standard program which has been in 
place since 1974, has not evolved at all. It 
is still a paper-based program, which has 

significant challenges. By going digital 
we’re going to be able to address some of 
those concerns.”

Starting next year, safety inspections 
on light vehicles that are imported into 
the province or are being resold will go 
directly to the Ministry of Transportation.

“It will mirror exactly what you did for 
light-vehicle emissions,” she said.

The new system will allow ministry 
officials to intervene in real time when 
it sees suspicious behaviour, asking the 
tester to confirm information, rerun tests, 
or submit additional photographs.

Furthermore, if pattern failures are 
detected, the province will be in a better 
position to look for dangerous conditions 
on particular vehicles or press carmakers 
for recalls.

There are no plans to make safety 
inspections more frequent – something 
which many in the room objected to. But 

Elliott said this is a first step in making a 
case for more comprehensive testing.

“We are starting to collect data. And 
from that data, we will be able to make 
changes in the future,” she explained.

“This is a huge win for our industry,” 
said Toronto shop owner John Cochrane, 
a member of the AARO board of 
directors. “Everyone in this room would 
like to see mandatory inspections every 
year, because we see the unsafe vehicles. 
But we have to prove the data. The 
politicians want to see that data before 
they’ll approve anything.”

He said the move to electronic records 
is long overdue.

“We’ve been living in a paper society 
with paper records, and the data has 
gone nowhere,” he said. “Now we’re 
going to have data going to the Ministry 
and we can start to build a case for 
regular inspections.”

Jennifer Elliott of Ontario’s Ministry of Transportation addresses Ontario shop owners  
at the annual AARO symposium.
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AIA REPORT OFFERS INSIGHTS  
INTO CONSUMER BEHAVIOUR
A NEW AIA STUDY suggests a strong and ongoing focus on 
customer loyalty will not only help automotive businesses 
survive, but will allow them to thrive in an increasingly 
competitive field.

"At Your Service” is the latest instalment in the AIA’s 
ongoing Consumer Behaviour series of reports. This 
one focuses on how Canadians select their automotive 
service provider. 

Among the findings is that dealerships have made inroads 
in public trust over the last three years.

The survey of over 2,000 Canadians found that among 
those who always have their vehicles serviced at a dealership, 
the predominant reason was related to confidence and 
reliability (29% in 2019, compared to 24% in 2016). 
Furthermore, knowledgeability scores at the dealership 
increased to 21% from 18% in that time, and customer service 
scores remained constant at 17%.

Dealerships also won the day on having helpful service 
advisors, offering timely delivery, high quality of work, good 
customer service, tech competency, proactive notifications, 
quality parts, and clean shops.

Among those who never go to dealerships and who only 
patronize independent chains and shops, however, the 
primary reasons revolved around price.

The study suggests that the reputation independent 
auto repair shops have for being a cheaper alternative than 
dealerships presents a very real threat of price wars between 
independents, resulting in a “race to the bottom.”

“What is quite clear is that vehicle owners view dealerships 
differently than they view chains and independent service 
centers,” the report states in its conclusion. “Price is almost 
always a focal point where chains and independent service 
centers are concerned.”

The report suggests that this does not necessarily represent 
a particularly profitable advantage, nor one that is difficult to 
overcome. A “race to the bottom” is a very real danger, it says.

Raising trust scores was the focus of several questions. 
Canadians surveyed revealed their trust in service providers 
would increase if the same technician always worked on their 
vehicle (67%), if the service desk did a better job of explaining 
the value of maintenance (66%), if the shop had a clear 
strategy for preventive maintenance (63%), and if the shop 
used video and email to better education them on the work 
being done on their vehicles (50%).

Overall, survey respondents were split fairly even on which 
sector outperformed the other: 35% said dealerships, 30% said 
independents, and 35% said there was no clear winner.

Authors of the report identified a clear stumbling block for 
the independent sector: public perception about warranty work.

“For ASPs, another entrenched behaviour that is seemingly 
difficult to overcome is the one surrounding the warranty. For 
many vehicle owners, having a vehicle under warranty means 
they must go to the dealership for everything. Ongoing public 
education needs to happen here in order to better familiarize 
vehicle owners with their rights.”

The study suggests that the reputation independent 
auto repair shops have for being a cheaper 
alternative than dealerships presents a very real 
threat of price wars between independents,  
resulting in a “race to the bottom.”
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NEWS

OTTAWA TECH WINS BELRON’S  
NATIONAL GLASS COMPETITION

OTTAWA GLASS TECHNICIAN Charles 
Morin has won the Best of Belron 
national competition in Montréal.

With the win, Morin qualifies for 
the Best of Belron 2020 international 
finals with 30 competitors from around 
the world, to be held June 3 and 4 in 
Barcelona, Spain.

The Canadian national competition 
at the Montreal Science Centre pitted 
six colleagues against each other, 
representing the Maritimes, the Prairies, 
Quebec, and British Columbia. During 
the contest, Morin demonstrated his 
technical prowess in all three challenges: a 
windshield repair (80 steps); a windshield 
replacement (125 steps); and the ADAS 
forward-facing digital camera calibration.

Belron, which operates the 
Speedy Glass, Lebeau Vitres d’autos, 
DURO, Apple Auto Glass, and Broco 
Auto Glass banners in Canada, sees 
the competitions as a chance to 
demonstrate that it truly is at the 

forefront of the windshield repair and 
replacement industry, as well as ADAS 
calibration services.

“This competition was exceptional,” 
Morin said. “I’m very proud to be 
going on to represent Canada in 
Barcelona. It’s been a real pleasure to 
take part in this event and I’m hoping 
to share everything I’ve learned back 
at home. Hopefully, my performance 
in Barcelona will lead to a 2020 Best of 
Belron title.”

Morin has been working for Belron 
Canada for 15 years in Ottawa.

Second place went to Dave Chester 
of Alberta. Third went to Michael 
Hallworth, also of Alberta.

Speedy Glass operates a network 
of nearly 330 service centres, two 
distribution centres and 30 warehouses 
across Canada. It has more than 1,800 
employees in 10 provinces, the company 
truly provides its customers with local 
service.

Charles Morin will represent Canada at the Belron international final competition.

A WHITE PAPER from auto glass 
service provider Belron calls on the 
federal government to promote the 
road-safety benefits of Advanced Driver 
Assistance Systems (ADAS) and put 
regulations in place that will govern its 
use and limitations.

The white paper, entitled The 
Hidden Link Between Windshields and 
Road Safety, argues that despite the 
brisk pace of ADAS development, no 
comprehensive regulatory framework 
oversees the technologies that automate 
vehicle driving.

It points out that 3.7 million vehicles 
on Canadian roads are already equipped 
with advanced features, but a number 
of important issues have yet to be 
worked out. These include ensuring 
vehicles are properly calibrated when 
needed, educating drivers about ADAS 
limitations, and using encryption to 
prevent vehicle hacking.

Sylvie Leduc, vice-president brand 
and customer promise at Belron Canada, 
says Ottawa is lagging behind other 
countries and has dropped the ball on 
legislation required to ensure a proper 
regulatory framework regarding ADAS.

The paper calls on the 
federal government to apply the 
recommendations of a recent Standing 
Senate Committee on Transportation 
and Communications, and follow the 
European Union example of promoting 
and regulating ADAS technology.

“With a new Parliament in Ottawa, 
we need to act now to improve our road 
safety record,” said Leduc.

In 2018, the Standing Senate 
Committee on Transports and 
Communications pointed out in its 
report Driving Change: The Technology 
and the Future of the Automated Vehicle 
that nearly all road deaths and injuries 
could be prevented if at least 75% of car 
users were to adopt modern technology.

BELRON CALLS 
FOR ADAS 
REGULATIONS
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20.9%20
25per cent

One in every four vehicles on the road today has 
an underperforming battery that should be replaced.

73

Percentage of Canadian jobs at high risk of becoming 
automated. Some 36% of jobs are at low risk, less 

vulnerable to automation. 1% of jobs could become 
fully automated.

Brookfi eld Institute for Innovation + Entrepreneurship

42%

BytheNumbers Stats that put the North American 
automotive aftermarket into perspective.

Global EV and ICE share
of long-term passenger vehicle sales

2015        2020        2025        2030        2035        2040
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0%

Share of annual sales

Source: BloombergNEF

EV            ICE

$108,000USD

Electric Vehicle Outlook 2019, BloombergNEF

2038
Approximately when global sales of EVs 
are expected to equal the global sales of 

I.C.E. vehicles 

150+ Number of ECUs found in some 
luxury vehicles, with dozens 
more expected to be required 
in coming years. That’s up from 
just one or two ECUs in some 
1995 models, 72 ECUs per vehicle 
in 2005, and 100 ECUs per 
vehicle in 2014. CTEK

25per cent

73per cent
Percentage of consumers that 
will replace a battery when 
they’re prompted to, based 
on a battery diagnosis.
Interstate Battery

East Penn Manufacturing

Percentage of Canadian motorists who are dissatisfi ed with 
their vehicle’s fuel economy – the most common complaint 
among motorists, particularly SUV owners. Technology/ 
features came up second with 14.0% of responses, and 
mechanical issues took third place with 10.6%.
DesRosiers Automotive Consultants

Average value per vehicle of in-vehicle electronics 
— up from $1,296 in 2018. The biggest drivers for 
the escalating amount of electronics in cars during 

the coming years are ADAS, hybrid electric vehicles 
(HEVs) and battery electric vehicles (BEVs).

$1,832

IHS Markit
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49%6161%

Percentage of 
American motorists 
that have “no interest” 
in autonomous cars.
Carfax

Percentage of 
Canadians that 

have never been in 
a battery-electric 

vehicle.
2020 J.D. Power Mobility 

Confi dence Index

Revenue that the average U.S. auto repair shops 
“leaves on the table” each year due to poor phone handling.
Marchex
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IT’S YOUR TURN

Diane Freeman 
Executive director of the Automotive 
Aftermarket Retailers of Ontario. You can 
reach her at 1-800-268-5400.

Ever feel like the vehicle in your bay 
just won’t cooperate? Your tried-
and-true diagnostic tricks aren’t 
working, and you just can’t get the 

vehicle to respond?
You know you have to go back to basics 

and check the OE service procedures. 
Problem is you can’t �nd them. Or you 
don’t have the right postal code to access 
them. Or you’re not allowed to buy the 
correct tools to e�ect the repair.

Modern auto repair is tough enough 
without having to deal with roadblocks 
from the vehicle manufacturer!

�at’s the whole reason for the Repair 
It Right campaign – a coordinated e�ort 
by shops, jobbers, manufacturers, and 
associations to make sure Canadian 
technicians have access to the tools, 
training, and information necessary 
to �x cars.

In the past decade, vehicles have 

become incredibly complex, employing 
sophisticated technology that is protected 
by security protocols and restricted 
websites. No matter what you’re doing 
these days, you need the right codes, 
updates, procedures, and wiring diagrams. 
Unfortunately, some OEMs just won’t 
provide that information to the Canadian 
a�ermarket. Or, if they do, they have a 
di�cult and time-consuming process that 
simply isn’t workable in today’s business 
environment.

Service Information Requests (SIRs) are 
notoriously complicated, and responses are 
slow, and o�en incomplete.

�at’s why the Automotive A�ermarket 
Retailers of Ontario (AARO) have decided 
to tackle the problem head on. �ere’s a 
strong consensus not only in Ontario, but 
nationally, to create a workable solution to 
the problem of unanswered SIRs.

Joining with the U.S.-based National 

Automotive Service Task Force (NASTF), 
AARO has developed the Repair It Right 
program. We’re determined to secure 
access to service information, �ash data, 
and reprogramming codes, as well as tools, 
equipment, and training that have not 
previously been available in Canada.

Now, if you submit your SIR through 
the AARO website (www.aaro.ca), you’ll 
get an immediate response from our team. 
Have a question? You can talk to someone 
on our technical hotline at 1-833-787-4020.

We’ve partnered with the right 
people. Our task force consists of training 
instructors, licensed technicians, parts 
makers, and presidents of tier-one supplier 
companies. And we have a powerful ally in 
NASTF, which has worked with OEMs to 
provide the U.S. a�ermarket with excellent 
repair solutions.

You can become a NASTF member. 
It’s easy and free. And the bene�ts are 
undeniable. And if you’re serious about 
�xing modern vehicles, you can also 
register to become a Vehicle Security 
Professional (VSP).

Considering the changes that have 
taken place in the automotive industry, 
and the aggressive way OEMs are trying 
to grow their service and repair business, 
it’s more important than ever for the 
a�ermarket to speak with one voice and 
demand fairness.

�at’s what Repair It Right is all about.
Vehicle service and repair is going 

to become even more complex moving 
forward. By securing a good working 
relationship with carmakers, and 
guaranteeing access to repair tools and 
information, we’re ensure a bright and 
promising future for the automotive 
a�ermarket in Canada.

We’re here to help you get what you 
need, when you need it. If you �nd yourself 
struggling to repair a vehicle in your 
service bay because you can’t get the right 
service information, get in touch with us.

We’re here to help. 

If you’re struggling to repair a vehicle because you can’t 
find the right service information, get in touch with us. 

We can help!
By Diane Freeman

REAL HELP, 
IN REAL TIME
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The average Canadian repair shop is understa�ed by at least three people: One 
in the bays, one at the front counter, and one in the back o�ce. �e excuse 
that everyone gives for this is that “competent people are hard to �nd.”

But what if you didn’t have to look for competent people? What if your 
shop actually attracted them?

�ink that’s not possible? You’re wrong. Even these days, shops could have a 
steady stream of quality applications coming in. �e key is to build the kind of 
reputation that draws success-oriented people.

Here are some points to ponder:
• Does your shop have the reputation of encouraging employees to be the best 

they can be, and then helping them get there?
• Does your shop have the reputation for paying the best wages in your market?
• Does your shop have a reputation for maintaining a high level of sta� morale?
• Is your shop’s physical atmosphere a ful�lling environment to work in, day in 

and day out?
• Is your shop a fun place to be?
To some, these descriptions may sound impossibly utopian. But all of these 

qualities are possible with the correct emphasis on training and development. It 
is management’s responsibility to set the tone of the business… and that includes 
establishing a workplace culture that celebrates achievements, unity, and teamwork.

Too o�en, owners or managers think 
that as long as an employee has the 
necessary skills to do his or her current 
job, no further training is required. 
�is is a recipe for disaster in today’s 
a�ermarket. Forward-thinking shop 
owners realize the importance of hiring 
the best people they can �nd, making 
them even better at their jobs by o�ering 
the best possible training, and then 
paying them exceptionally well with 
excellent bene�ts.

Helping employees reach their full 
potential is part of developing a truly 
great sta�.

It is important that every owner or 
manager takes inventory of the pool of 
talent they have in the shop. Not only 
must each employee be fully trained 
to do their current job e�ciently and 
e�ectively at the highest level, but 
they must also be prepared to move 
into other, more demanding jobs 
within the company, serving a higher 
function. �is starts with personal and 
professional development.

Employee development improves 
the e�ectiveness of employees, and 
has the e�ect of driving the company’s 
ongoing success. When skills fall 
behind, shop productivity is the �rst 
area that su�ers. When productivity 
su�ers, net pro�t su�ers.

Can you imagine the strength of 
your team if everyone were properly 
prepared to take over a di�erent aspect 
of the company? �ink about the depth 
of talent you’d have at your disposal. As 
successful owners know, no one person 
can do everything. But everyone can be 
part of a great team.

A word of caution: training dollars do 
not guarantee success. Training is highly 
subjective. Its e�ectiveness can vary from 
employee to employee, and from year to 
year. So, it’s important to determine what 
is the right training, prioritizing the goals 
you want to achieve.

Have you already planned and 
booked your key training events for 
2020? Do the training classes you’re 
considering advance the knowledge 

Offering your employees training and career 
development is a cost of doing business  

in the modern world.
By Bob Greenwood, AMAM

NO LONGER  
AN OPTION

GREENWOOD’S GARAGE



and talent of each individual? Do you have a proper follow-up 
process a�er each class to determine what the employee has 
truly gained?

In addition to technical classes, are your employees learning 
the importance of creating a positive total shop experience? 
Too many shop owners keep their employees in the box, which 
causes them to stagnate. �ey cannot reach their full potential, 
both as an employee and as an individual. When employees 
have the opportunity to see a wider picture of the business, 
they develop a higher regard for the various functions that 
must be carried out on a daily basis in order for the business to 
succeed. �is creates a much healthier climate within the shop, 
and also allows you to see who might be able to �ll any voids 
when the occasion arises.

Too many shops �nd out the hard way that knowledge 
of some key tasks are not widely shared in the shop. When 
someone is taken ill, or leaves the company, there is a 
knowledge void that must be �lled. It usually prompts a mad 
scramble to get someone else up to speed to make sure that 
work gets done. Much better is to make sure ahead of time that 
you have an adequate depth of talent within the shop, and that 
several people are trained and able to do every job that needs 
to be done. People don’t like going home at night stressed out 
because management threw them in the deep end, expecting 
them to do something they were not properly trained to do.

Finally, I hear many owners say they “just can’t get away” 
for management courses or industry functions. Why? Because 
there’s no one to replace them within the business. �is truly is 
a sign of poor planning, and a poorly managed business. Let’s 
hope they never get injured or sick, because the business would 
have to close the doors!

Owners owe it to themselves and their businesses that they 
are not the only person who understands how the business 
works. Today’s successful business is a team e�ort, with 
everyone sharing in the responsibilities, knowledge, and 
critical tasks.

Consider your attitude toward continual training and 
development… before it’s too late. 

Bob Greenwood, AMAM
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.

Some think that as long as an employee has the 
necessary skills to do his or her current job, no further 
training is required. This is a recipe for disaster in 
today’s aftermarket."
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Getting new customers into your shop is always a challenge.
Even a� er spending the time to make sure that your prices are right, your 

service o� ering is balanced, your curb appeal is great, and your waiting area is 
comfortable, you still have so many competitors out there. How do you make 

your shop stand out?
Marketing.
When you � rst opened your auto repair shop, marketing was likely the last thing on 

your mind. You knew cars and had mechanical skills. You might have thought that was 
enough. It wasn’t.

Even a� er you’d hired a sta� , purchased some equipment, and learned a thing or two 
about business management, you still needed to � nd a way to connect with consumers. 
� at is what marketing is all about.

If you want to grow your shop, you have to learn how to market yourself e� ectively.
Many shop owners say they rely on word-of-mouth advertising. � at’s great if it’s 

true. Nothing beats personal recommendations from satis� ed customers. When people 
start telling their neighbors, friends, and relatives what a great job you do, success is 
almost guaranteed.

But the truth is that what a lot of shop owners mean when they say they rely on 
word-of-mouth advertising is that they don’t actually have a marketing plan at all. � ey 
just hope their customers are speaking highly of them.

If you don’t have an organized marketing plan, it’s time to get started on one.
� e foundation of marketing should be great work and friendly service. As they say, 

you can’t hide bad service with good marketing. People will see right through even the 
slickest ad campaign if you can’t meet the minimum threshold of service.

It is possible, however, to hide good service with bad marketing.
So when you’re marketing your auto repair shop, there are two goals you should have 

in mind: connecting with your customers, and standing out from the competition.

Connecting with your customers
Good marketing tells potential customers everything they need to know about you at 
a glance.

In order to learn how to communicate that clearly, think about the most compelling 

reasons people have to do business with 
you. Now practice distilling those reasons 
in as few words as possible. Keep 
whittling it down until it can � t on 
business card. � is will be your primary 
message to consumers.

Now think of the transportation 
challenges that you can solve for people. 
Can you o� er them competent service? 
Safety? Reliability? A� ordability? 
Convenience? Figure out what they’re 
looking for and build your campaign 
around that.

Finally, � gure out how to deliver this 
campaign where they’re most likely to see 
it. � is certainly doesn’t have to be the 
most expensive option. Everyone would 
love to advertise on major networks 
during prime time and sporting events, 
but that’s going to cost a lot and it would 
be overkill.

� ese days there are plenty of cheap 
and free alternatives, especially if you’ve 
got some young people and creative types 
on sta� .

Digital marketing starts with a good, 
clean web site that communicates your 
core values, and gives people a chance to 
book their appointments online. If you’ve 
been putting o�  upgrading your web site, 
consider doing it sooner rather than later. 
� is is a must-have in the social media age.

MANAGEMENT All of your good qualities will go unnoticed 
         until people are coming through the doors

to check you out.

By Peter Bulmer

your marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketingyour marketing
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www.aaro.ca
1-833-787-4020

Can’t get the service 
information you need?

A knowledgeable technician will IMMEDIATELY review your request 
and endeavour to answer your questions in REAL TIME. If you are truly 
facing an issue with access to OE information, we’ll work with the 
National Service Information Task Force to get access. 

Don’t be locked out!

1 Go to www.aaro.ca and click on Repair It Right 2020

2
3

Fill in the Service Information Request form

Click SUBMIT

This service is paid for through the support of the aftermarket suppliers and parts distributors.

Get creative in introducing your team, 
your specialties, and your promotions. 
With a minimal budget, you can truly 
impress online shoppers, and start 
booking jobs on day one.

Creating a community with targeted 
social media is the next step. Find a way to 
share content, tell your stories, show your 
pictures, and o�er your observations in a 
friendly way. Celebrate successes (yours 
and others), and be a sounding board 
for your customers. It’s all free and it is 
incredibly powerful, especially if people 
start sharing your content.

Without violating the spirit of the 
community you’re creating, you’re ready 
to parlay social engagement into basic 
email and text-based marketing. You’ve 
been collecting email addresses and phone 
numbers, right? It’s time to use them. But 
be careful! Not only are there laws about 
what you can and can’t do, there are social 
conventions too. What you o�er has to 
have true value to your community.

Standing out 
from the competition
If what you’ve been doing up to now is 
building a community, this next part 
is where you truly reap the bene�ts of a 
well-placed marketing campaign.

It starts with reinforcing all the right 
perceptions that you’ve been generating 
with the use of clear and attractive 
branding materials. Your colours, fonts, 
images, and uniforms should all set you 
apart in the consumer’s mind.

It should feel like there’s no one else 
in the city quite like you!

Your image is your calling card. Be 
consistent and careful with it.

If you’ve been o�ering the service and 
competence that people crave, they’ll 
reward you with positive online reviews. 
�at’s an incredibly powerful marketing 
advantage that will be a game-changer 
for you. Once your online reputation 
starts to grow, demand will follow suit.

Register your shop on the most 
relevant review sites, and keep on 
top of the comments. Respond when 
necessary, but never with hubris or anger. 
Demonstrating a little humility will cool 
things down and prove to be a veryuseful 
tool in building your online credibility.

Build out your reviews by giving happy customers a chance to leave positive 
comments in the right places. Encourage surveys, either in-person or through 
email that will bolster your reputation.

All of this takes e�ort, yes, but it is incredibly valuable. And you can start 
small. Build as you see success.

If you want more people to �nd you and enjoy your great service, you need a 
consistent branding message and a well-designed marketing plan to deliver it to 
potential customers.

And as long as customers can �nd and remember your shop, your work will do 
the talking for you. 
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SHOP FEATURE

with

New report suggests the 
rapid pace of changing 

technology has put 
automotive technicians 

in a time crunch.

By Allan Janssen

ohn Waraniak pulls no punches when he talks about the impact of advanced 
automotive technology on the automotive a� ermarket.

Armed with dozens of arresting slides in his presentation deck, the vice president of 
vehicle technology for the Specialty Equipment Manufacturers Association, says auto 
repair professionals are in for a wild ride in the years to come, as engineers roll out 
mind-blowing products.

“� e autonomous vehicle is the biggest disruptor of our lifetime,” he told delegates at 
a recent Equipment and Tool Institute conference. “Make no mistake about it. We are 
in a period of massive change in this industry.”

It’s a message that is being told every time shop owners and technicians get together. 
Great transformational change is rewriting the rules of the a� ermarket.

Hardly an industry event goes by anymore where the subject of advanced vehicle 
technology isn’t front and centre, with a special emphasis on how shops need to evolve 
in coming years just to keep up.

Shop owners and technicians alike have already had to start adapting to 
fundamental changes at almost every level of the business – from how the vehicle 
works, to how it is diagnosed, what tools are needed, how service information is 
accessed, and where to � nd the best training.

On top of all that, demographics and social media are radically altering how 
consumers � nd service providers and how they expect to be treated.

All of these changes are well monitored by industry associations. But what is less 
o� en discussed is how this ongoing evolution is a� ecting stress levels within the shop 
right now.

A recent study by IMR Inc., an automotive research � rm based in Naperville, Ill., 
has found that shop owners and technicians identify new technology issues as being 
their biggest hurdle to overcome.
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Asked to rate the biggest challenges 
facing auto repair shops, the most 
common answer from owners (31.6% of 
respondents) was “Staying up to date with 
advanced diagnostics.”

� e answer was even clearer from 
technicians themselves, who put 
technology-related issues in the top six 
spots. � eir biggest concerns are � nding 
time for hands-on training, staying on 
top of advances in vehicle technology, 
a� ording new diagnostic tools and 
so� ware, understanding electronic 
systems, and having broad repair skills.

“� e rapid pace of changing 
technology has put automotive 
technicians in a time crunch,” the 
research company concludes. “� e core 
challenge is simply to keep up with system 
changes and diagnostic procedures.”

While automotive shops mentioned 
keeping up with advances in vehicle 
technology (31.1%) as a challenge, they 
also believe their technicians will be 
speci� cally challenged with having broad 
enough skills to be able to repair all types 
of vehicles (17.5%) including older, newer, 
foreign and electric vehicles.

� e challenge of keeping up with 
technology is hard enough without 
roadblocks imposed by carmakers, 
says Diane Freeman, executive director 

of the Automotive 
A� ermarket 
Retailers of Ontario.

At the 
association’s recent 
annual general 
meeting, held in 
Oakville, Ont., 
AARO members 
discussed rapidly 
advancing vehicle 
electronics and the di�  culty of accessing 
some OE service information.

James Shields, president of Tommy’s 
Motors in London, Ont., said it is clear 
automotive repair and service shops need 
to be well aware of what will be expected of 
them in coming years. Shops will have to 
study, train, and tool up if they’re going to 
stay in the game. And they’re going to have 
to lobby hard for service information. 

“� is is going to become more dire 
every year,” he said.

Toronto shop owner John Cochrane 
agreed, saying shops that don’t take a 
proactive position on technology and 
service information will steadily � nd 
themselves relegated to the sidelines.

“It’s insidious,” he said. 
“You slowly become unable 
to handle this make and 
then that make. � is is 
something we have to take 
very seriously!”

Jason Best of Spectra 
Premium Industries is the 
current chairman of the 
Automotive Industries 
Association of Canada. 
He has been advocating 
for an a� ermarket 
response of new training 
and management 
responses to the 
technological revolution 
that is underway.

In his incoming 
speech, he described the evolutions he 
has seen in the automotive industry 
during his career.

“� e challenges that we see today 

and those that we are anticipating in 
the future require adaptation from 
everyone in our industry,” he said. “� e 
a� ermarket cannot remain in the 21st 
Century when the manufacturing sector 
� rmly moves into the 22nd Century.”

IMR Inc. says the challenge is felt more 
urgently by larger repair shops with larger 
client bases.

“� e emphasis on keeping up with 
diagnostic technology was especially 
noted by larger shops,” it reported. 
“Only 18.0% of shops with one to three 
bays prioritized that concern, compared 
to 37.1% of shops with four to seven 
bays, and 38.3% of shops with eight or 
more bays.”

� e IMR study also looked at what 
advice technicians and shop owners 
would give to young people considering 
a career as a technician. By far the 
biggest guidance o� ered was to focus on 
education and training.

� e most common piece of advice 
aimed at young people who are 
considering a career in automotive repair 
is to “get the best education possible.” 
� at was the advice of some 35.5% of 
respondents.

Almost one in � ve technicians (19.6%) 
recommended taking as much employer-
paid training as possible.

Industry watchers have long urged the 
a� ermarket to make a more dedicated 
commitment to ongoing training. By 
all accounts, the days of resting on 
experience are over. New, previously 
unimagined technology is coming… 
and technicians are going to have to go 
back to school. 

John Waraniak, SEMA vice president of vehicle technology, 
addresses members of the Equipment and Tool Institute.
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If you don’t have a battery test program, where you check the status of every battery 
that comes through your doors, you are probably missing out on a lot of battery sales.

More importantly, your customers are missing out on a preventive maintenance 
service which could spare them needless inconvenience down the road.
Battery care has never been more important. Modern vehicles require more electrical 

power than ever before, even when parked. And the average electrical draw continues to 
rise as more amenities are developed.

From navigation and entertainment devices to heaters, blowers, motors, lights and 
safety system, the additional draw of modern motoring can exceed 400 amps.

Fortunately, testing the state of a battery is quick and easy, giving you an opportunity 
to discover a looming failure before it happens.

Recent studies have shown that many cars on the road are in need of a new battery.
Swedish battery equipment manufacturer CTEK did a study in 2013 that found 

25% of vehicles that came in for service had a battery that was in need of attention. 
By 2018, the percentage of vehicles with a defective or heavily discharged battery had 
risen to over half (51%).

An e� ective battery program would allow you to identify those compromised 
batteries, and charge or replace them as necessary. � en retest as a proof of service, and 
o� er a warranty for added piece of mind.

Even if battery service or replacement isn’t necessary, you can note the condition of 
the battery and keep it on � le for future reference. When it does start to fail, you’ll have 
a paper trail that shows you were doing your job of monitoring the vehicle carefully.

Using an adjustable carbon-pile battery tester to “load test” the condition of the 
battery is fairly common, though it is more involved than some other methods.

A calibrated load – usually half of the battery’s cold cranking amp (CCA) rating 
is applied for 15 seconds. As long as voltage remains above the required voltage, the 
battery passes the test. If voltage drops, however, it could be for a number of reasons.

For one thing, if the battery was not fully charged going into the test, the results 

aren’t necessarily indicative of a bad 
battery. Similarly, some simple battery 
maintenance can bring those numbers up 
to where they need to be.

Professional-grade conductance testers, 
on the other hand, are quick, non-invasive. 
And many will provide computer printouts 
that you can share with your customers to 
verify your � ndings.

A conductance test sends a low 
frequency alternating current signal 
through a battery to reveal how much 
plate area is available to hold and deliver 
power. � is gives an accurate indication 
of battery condition, even if the battery 
is low or almost completely discharged. 
Conductance testing can be done with 
the battery in the vehicle and without 
disconnecting the terminals, and it can be 
repeated multiple times without draining 
the battery.

Laboratory and � eld research has 
found that conductance relates directly 
with battery capacity, as measured in a 
timed discharge test. � e correlation is 
nearly linear, meaning that if conductance 
can be measured, timed-discharge 
capacity can be predicted.

Whatever method you choose, if you 
start to take full advantage of a battery 
tester, there’s a good chance you’ll never 
put it away.

Today’s vehicles are thirsty for power, 
and even the shortage interruption can 
start a chain of failures that will sideline 
the car until it can be fully restored.

You can o� er your clients reliability 
and peace of mind by testing every battery 
that comes into the bay.

Given the outsized reliance on power 
that modern vehicles demand, it’s a 
service that everyone will bene� t from. 

From navigation and 
entertainment devices to 
heaters, blowers, motors, 
lights and safety system, 
the additional draw of 
modern motoring can 
exceed 400 amps.”

PRODUCT FEATURE

Test and charge
A program of checking the condition of every battery that 

comes into your shop makes sense for you and your customers.
By Allan Janssen
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There’s a reason a lot of technicians dread having to diagnose emissions-related 
failures on light duty diesel trucks and vans. � ese vehicles can send confusing 
signals, and codes can be di�  cult to clear.

Over the past year or so, I’ve noticed a spike in calls from shop owners and 
technicians asking for help on these dreaded jobs.

Usually, the vehicles arrive with several codes showing, and one or more dash 
warnings that indicate the vehicle is in limp mode. � e driver may or may not be 
informed that the emissions systems needs service.

Almost all technicians can resolve many of these issues. � ey’re not actually that 
di�  cult. But clearing the dash warnings and engine codes is another matter altogether. 
Techs o� en run into trouble in that � nal step of the repair.

So is there a common denominator in problems like this? Actually, there might be. 
Let’s look at a recent case I got called in on. It involved a 2016 Ford F-450 with the 

6.7L Powerstroke. � is truck � rst came in with a host of reductant-related codes. � e 
technician was able to get many of the codes to clear a� er replacing a NOx sensor. 
However, it appeared that several faults still existed.

Messages showing on the dash were “Service DEF System” and “Limited to 80km-h.” 
Also, a P207F code was stored in the PCM.

� e technician attempted to resolve the remaining issues by replacing the DEF � uid 
and running several forced SCR resets with the scan tool. Neither of these cleared the 
faults… and this is the point at which I was called in to help diagnose the issue.

I’ve always been taught that you need to understand what you’re dealing with before 
you can accurately diagnose a vehicle.

When dealing with emissions-related failures, you need to read descriptions and code 
information very carefully. In many cases, the vehicle is already � xed, even though a fault 

code or message remains. If you don’t read 
it carefully, though, you may think issues 
are still present.

� is is the common denominator 
where many technicians get hung up. It 
was certainly the case with this F-450.

Once I started digging into the code 
information, I discovered that this fault 
cannot be cleared until a very speci� c 
drive cycle is completed. � e same applies 
for the "Service DEF System" message on 
the dash. In order for our P207F to clear, 
the vehicle manufacturer has developed a 
multi-step protocol that must be followed 
to the letter, and several speci� c data PIDs 
that must be monitored.

Speci� cally, you have to keep a close 
eye on:

• reductant levels;
• EGT sensors;
• RPM; and
• vehicle speed.

First, the reductant level in the scan 
data needs to read 100%. If it reads 
anything less than that, simply add more 

TECH FEATURE

Sometimes the solution
is found in the small print!

By Jordan Coseni

stubborn codesstubborn codesstubborn codes
ClearingClearingClearingClearing

stubborn codes
ClearingClearingClearing

stubborn codes
Clearing
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DEF � uid to the tank to bring the level up.
Once the reductant level is con� rmed, 

the truck needs to be started and held at 
1000 RPM while you monitor the EGT data.

All three EGT sensors must read 130C 
for a minimum of two minutes.

Once the correct temperatures are met, 
the truck needs to be accelerated steadily 
up to 80 km-h, followed immediately 
by a closed throttle deceleration for six 
seconds. � at accel/decel procedure must 
be performed three times.

Next, all three EGT sensors must 
read 220C.

Once the proper temperature is 
reached, the truck then needs to see three 
moderate to heavy acceleration events for a 
minimum of three seconds.

If the fault does not clear the � rst time, 
repeat the procedure, paying very close 
attention to each step. It can o� en take 
several attempts.

� at particular drive cycle was very 
speci� c to the fault code we retrieved. But 
there are many other emissions-related 
codes that require their own very precise 
reset procedures. Many of these protocols 
can di� er wildly, depending on what vehicle 
make or emissions system you’re working on.

� e bottom line is to take 
your time to read the codes 
and messages very carefully, 
making sure you fully 
understand what you’re dealing 
with. Taking a short cut here 
could lead to confusion, and 
cost you a lot of precious 
diagnostic time chasing a fault 
which may not even exist.

With stricter emissions regulations 

When dealing with 
emissions-related 
failures, you need to read 
descriptions and code 
information very carefully. 
This is where a lot of 
technicians get hung up.”

Jordan Coseni
Technician and professional troubleshooter 
with Auto Aide Technical Services in 
Barrie, Ont. You can reach him at 
jordanc@autoaide.ca

being implemented each year, it is 
evident that these complex emissions 
treatment systems are here to stay for the 
foreseeable future. You might as well get 
used to dealing with them e�  ciently and 
e� ectively. 
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BAYWATCH

Thin-wall coil pack
Induction Innovations has introduced the new � in Wall Coil 
Pack, for use with its Mini-Ductor Series. � e Mini-Ductor 
product line allows users to release hardware from corrosion or 
thread lock compounds, without the dangers of an open � ame. 
� e � in Wall Coil Pack o� ers four of the most popular sizes and enables users to release 
rusted or corroded recessed lug nuts in a matter of seconds.
www.theinductor.com

Diagnostic system
Continental Commercial Vehicles & A� ermarket has 
introduced the Autodiagnos Pro automotive diagnostic system 
designed to help automotive technicians analyze, diagnose, 
and repair vehicles faster. Designed to service all makes it 
reports DTCs in an average of 20-30 seconds, decodes VINs in 
seconds, and provides accurate data in list, multiple graph, and 
gauge formats. � e clear and sharp interface presents vehicle data 
in an intuitive and uncluttered layout – easy to con� gure, easy-to-read.
www.autodiagnospro.com

Parts washer
CRC Industries has introduced the new CRC 
SmartWasher BenchtopPRO bioremediating parts 
washer. � e portable, storable bioremediating parts 
washer is specially designed to tackle the toughest parts 
cleaning jobs without using harmful solvents. � e 
process of bioremediation makes the BenchtopPRO a 
self-cleaning system and allows the degreasing solution to 
be used over and over again.
www.BenchtopPro.com

Power steering rack
CRP Automotive has debuted a 
new, remanufactured AAE Electric 
Power Steering (EPS) Rack, part 
number ER1040. � is � rst-to-market 
EPS Rack has been developed for 
Honda CR-V applications from 
2012-2014 and is a direct replacement for Honda OE P/N 53601-T0A-A01. Each rack is 
disassembled, cleaned, shot-peened, and hardened to restore OE performance and � nish. 
� ey’re also  � tted with new boots, clamps, bearings, O-rings, and seals, while the inner 
tie rods are re-pressed or replaced.
www.crpautomotive.com

AC handling systems
Mahle has developed what he’s calling the next generation of 
ArcticPRO AC refrigerant handling systems. Two of the six newly 
designed machines are designed for vehicles that are factory � lled 
with R1234yf. � e other four are available to recover, recycle and 
recharge vehicles equipped with R134a refrigerant. � e high-
performance units are smaller in size than previous models. All 
units feature fully automatic operation.
www.servicesolutions.mahle.com

Threadlocker

Permatex now o� ers its innovative 
Permatex High Strength Removable Orange 
� readlocker in a new range of application 
sizes and a new drip-free Gel formulation. 
Permatex Orange � readlocker has been 
specially developed to deliver the holding 
power of a high-strength red threadlocker 
with the easy removability of a medium 
strength blue threadlocker. � e Gel Squeeze 
applicator creates less mess and waste.
www.permatex.com

Service 
estimator
Epicor So� ware 
Corporation is adding 
two new 
features to 
the Epicor 
Integrated Service 
Estimator (ISE) solution, a 
powerful, cloud-based estimating and parts 
sourcing tool that helps automotive repair 
shops strengthen sales and improve margin 
performance. Used in more than 4,000 
automotive service locations, it identi� es part 
prices and availability, and enables users to 
generate fast, accurate repair estimates.
www.epicor.com

Hub 
assemblies
Mevotech 
has launch its 
TITAN-XF brand 
Generation 3 – 515 Series 
of tapered roller bearings in 
premium hub assemblies for working 
truck and medium duty applications. 
Precision engineered for ultimate durability, 
TITAN-XF’s tapered roller bearings are 
designed for extreme resilience, with rolling 
elements that can support both radial 
and axial loads. TITAN-XF is completely 
engineered from the ground up to address the 
common failure points experienced by North 
American drivers.
www.mevotech.com

product line allows users to release hardware from corrosion or 
thread lock compounds, without the dangers of an open � ame. 
� e � in Wall Coil Pack o� ers four of the most popular sizes and enables users to release 

introduced the Autodiagnos Pro automotive diagnostic system 
designed to help automotive technicians analyze, diagnose, 
and repair vehicles faster. Designed to service all makes it 
reports DTCs in an average of 20-30 seconds, decodes VINs in 
seconds, and provides accurate data in list, multiple graph, and 
gauge formats. � e clear and sharp interface presents vehicle data 
in an intuitive and uncluttered layout – easy to con� gure, easy-to-read.
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GDI testing
To aid in GDi-related 
repairs, Delphi Technologies 
has added the  Hartridge 
Excalibur GDi Master 
test machine to its line of 
testing equipment. It allows 
shops to conduct in-depth 
testing on injectors in the 
expanding GDi market. 
Delphi Technologies has 
also reinforced its credentials 
in GDi systems, o� ering 
training classes and adding 
new GDi pumps and testing 
equipment to its range.
www.delphiautoparts.com

Brake pads
Bosch has expanded 
its line of severe 
brake product for 
Ford and Lincoln 
vehicles. � e new 
replacement brake 
pads will � t more than 
120,000 Ford and Lincoln MKT 
vehicles currently in operation in North 
America. � e company says its new brake 
pads use Advanced Aerospace Alloy Transfer 
Layer Technology, and utilize multilayer shims, 
slots and chamfers to create optimum � t for 
multiple applications.
www.boschautoparts.com

Brake pads

NRS Brakes has launched what it describes 
as a revolutionary line of galvanized brake 
pads for a wide range of applications. NRS 
Galvanized Brake Pads o� ers the rust 
protection vehicles need for all the critical 
parts of the brake system. � e company 
expects its new line-up to become the new 
gold standard in brake pads, resulting in 
the greatest ROI for both commercial and 
consumer applications. NRS “shark metal” 
technology mechanically bonds the friction 
material using hundreds of metal hooks.
www.nrsbrakes.com

Performance Exhaust
DynoMax Performance Exhaust 
has released a new, o� -road-ready, 
high-clearance stainless steel 
performance exhaust for 2020 Jeep 
Gladiator 3.6L trucks (39541). � e 
DynoMax QuietCrawler system 
features a super compact exhaust 
design with two popular DynoMax 
mu�  ers at its heart: the DynoMax Super Turbo mu�  er and DynoMax Race Bullet 
mu�  er. � e kit features a step-by-step guide to help simplify installation.
www.DynoMax.com

Motor oil
German oils and additives specialist Liqui Moly has released 
its Top Tec 6000 in North America with the latest BMW 
speci� cation. It is the � rst time a new oil for a German 
model has not been launched � rst in Germany. Liqui Moly 
Top Tec 6600 0W-20 is suitable for the latest gasoline engine 
BMWs with the exception of the M series.
www.liqui-moly.com

pads will � t more than 
120,000 Ford and Lincoln MKT 
vehicles currently in operation in North 

NRS Brakes has launched what it describes 
as a revolutionary line of galvanized brake 
pads for a wide range of applications. NRS 
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BAYWATCH

Electronic throttle body
Spectra Premium has introduced �ve brand-new electronic 
throttle bodies, including two that are �rst-to-market. �e 
ETBs now cover 90% of the market demand, including new 
numbers for popular domestic applications: 2010-2006 
Chevrolet Silverado 2500-3500, 2018-2015 Chevrolet 
Silverado 1500, and late-model Jeep Cherokee, Chrysler 200 
and Dodge Dart.
www.spectrapremium.com

Timing drive systems
Cloyes has added 
131 new parts to 
its line of timing 
drive systems 
and engine 
components 
for original 
equipment 
manufacturers 
and the automotive a�ermarket. 
�e new parts, consisting of timing chain 
and timing belt kits and components, adds 51 
million vehicles-in-operation (VIO) coverage 
and 507 million parts-in-operation (PIO) 
coverage. By mapping existing part numbers 
to new applications, Cloyes also added 
coverage of nearly 46 million PIO in 2019.
www.cloyes.com

Ride control

KYB has released 46 new suspension part 
numbers covering late model cars, SUVs and 
pickups. �e newest parts include 14 new 
truck-plus numbers; 1 performance truck 
assembly, and 13 assemblies with leveling kits 
designed to level the ride and appearance of 
light trucks. KYB’s popular Strut-Plus line has 
also been expanded with new applications for 
Subarus, Toyotas, Hondas and Jeeps.
www.kyb.com

Thermal laser
Snap-on Tools says its new 
Diagnostic �ermal Laser takes 
troubleshooting to a whole 
new level with laser-guided 
temperature readings, thermal 
imaging capabilities and storage for 
hundreds of images, all in one tool. 
Featuring both laser and thermal 
components, the Diagnostic 
�ermal Laser combines 
temperature readings and thermal imaging 
capabilities for unrivaled performance on a 
greater variety of applications.
www.snapon.com
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Diagnostic tool
Canada Auto Solutions is the exclusive 
Canadian distributor of Topdon scanners, 
renowned for their technologically advanced 
features, user friendliness and sturdy 
hardware. In the line-up of tools is the 
ArtiPad I-PRO, considered to be one of the world’s most reliable scanners. 
� e Android based diagnostic scanner is available for full car model and 
full system vehicle trouble diagnosis and programming for more than 100 
North American, Asian, and European vehicle makes and models.
www.canadaautosolutions.com

Brake pads
Continental’s ATE Original Brake Pads now deliver 
coverage for over 88% of European makes and models. 
� e pads are formulated to original equipment 
friction speci� cations and manufactured and 
tested to meet or exceed OE manufacturers 
standards. ATE engineers utilize over 150 di� erent 
friction formulations, and its pads are designed to deliver exceptional 
braking performance with smooth and quiet operation.
www.ate-na.com

Thermostat hoses
CRP Automotive now o� ers Rein 
Automotive thermostat hoses as upgrade 
replacements for a range of popular 
BMW models. � ese Rein Automotive 
thermostat hoses feature an upgraded 
metal connector that is pre-mounted to 

the hose to save technicians time on the installation and improve overall 
reliability. � e line delivers coverage for over 880,000 VIO in the United 
States and Canada. Rein Automotive also o� ers the metal connector 
separately, if only the � tting needs to be replaced during service.
www.crpautomotive.com

Software upgrade
� e latest release of the ProDemand auto repair 
information so� ware from Mitchell 1 o� ers 
exclusive wiring diagram features ,including 
interactivity that connects the diagrams 
directly to component information. 
� is helps increase e�  ciency as technicians 
can access component repair information from inside 
the diagram without having to initiate a secondary search. � e 
interactive wiring diagrams use patent-pending technology to build 
on the component-level enhancements introduced in 2019.
www.mitchell1.com

Continental’s ATE Original Brake Pads now deliver 
coverage for over 88% of European makes and models. 
� e pads are formulated to original equipment 

standards. ATE engineers utilize over 150 di� erent 
friction formulations, and its pads are designed to deliver exceptional 
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EyeSpy
YOU'RE ONLY
MAKING IT 
WORSE!
Some crazy DIY projects from our growing 
collection of Eye Spy photos.

� e driver of this Chevy 
Cavalier proudly showed 
o�  his home-made 
driver’s door latch. 
� e leather strap and 
carriage-bolt contraption 
was actually an upgrade 
from an earlier gate latch 
welded to the door frame, 
says Doug Gritner, of 
Doug's Repair in Alexis 
Creek, B.C.

Got something to share? Send a high-res picture to 
allan@newcom.ca and make sure to give us lots of detail!

Adam Kraemer from 
OK tire in Kincardine, 
Ont. sent in a pic of this 
DIY brake job that one 
of his techs discovered. 
� e customer came in 
complaining of a brake 
noise. � e brake pad on 
the inboard side was put in 
with the friction material 
to the outside, instead of 
on the brake rotor. � e 
backing plate on the set of 
brake pads, badly gouged 
the rotor and he needed to 
have the whole brake job 
re-done!

Glenn Porter, from LeakPro in London Ont., snapped a 
few pictures of the � oor of this Dodge Caliber. � e owner 
was concerned about a water leak. Apparently, whoever 
installed the sound system removed the AC drain tube in 
order to run speaker wiring through the grommet in the 
� oor. No wonder the � oor was always wet!

“� is one’s gotta be spy worthy!” says Sean of Conroy’s 
Collision in Whitemouth, Man. � e vehicle came for a new 
bumper. Yes, that step is tied to the seat mount bracket. � e 
back of it was also bungeed in place. � e owner didn’t o� er 
one word of explanation.
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