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Increasing speed to 

market for new 

chassis parts and 

growing demand 

for new applications 

are combining to give 

jobbers a competitive 

advantage like never 

before. There is little doubt 

that the chassis parts market has 

become increasingly important for 

jobbers across the country, but there is 

equally little doubt that most jobbers are not 

as effective in this market as they could be.
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AIA Calls on Provincial Governments  
for the Right to Repair 

In letters to provincial premiers, Automotive Industries 
Association of Canada (AIA) president Marc Brazeau pressed 
for greater transparency and accessibility for the independent 
service and repair industry.

“In an effort to formulate a voluntary agreement, AIA has over 
the last two years provided strong evidence to the federal govern-
ment regarding the need to ensure that these tools and technol-
ogy are made available to our service and repair members,” said 
Brazeau in the letter. 

“We have met with all involved ministers at the federal level. 
During the recent federal election we made a concerted effort 
to reach every candidate in every riding to gain their support for 
the local service and repair providers in your community. You 
should be aware that the software, tools and training are avail-
able to independent automotive service and repair shops in the 
U.S. — we are calling for the same level playing field in Canada 
that is available to our U.S. counterparts. The automotive sector 
functions within a North American marketplace, and why should 
Canadian automotive aftermarket companies be treated any dif-
ferently from their U.S. counterparts?”

As the proportion of newer vehicles becomes larger, the inabil-
ity to access repair tools and information has the potential to 
cripple thousands of service centres across the country, eliminat-
ing consumer choice.

The letter outlined some important statistics: In 2006, employ-
ment in the aftermarket industry reached 410,700, representing 
44.8% of the entire automotive industry. Total Canadian after-
market retail sales reached $16.7 billion.

The impact is felt particularly strongly in Ontario, where 
businesses contributed $6.1 billion to that total. In addition, 
according to Statistics Canada figures for 2006, Ontario sits on 
top of motor vehicle repair shop counts with 7,869, 34.4% of the 
national total.

“Government support of the whole auto industry, not just 
manufacturing, is of vital interest” to these businesses, Brazeau 
stated.

Government Intervention Staves Off 
Automotive Sector Collapse

With the intervention of governments north and south of the 
Canada-U.S. border, major Detroit-based automakers appear to 
be safe for the time being.

While there have been no assurances of long-term prosperity 
as of yet, the signing over of some $17 billion in emergency loans 
by the Bush White House, the commitment by incoming presi-
dent Barack Obama to come to the assistance of the automakers, 
and the recent $5 billion promissory note from the U.S. treasury 
to GMAC will do much to bolster confidence in the sector.

North of the border, Canadian federal and Ontario govern-
ments have pledged more than $3 billion to the auto sector. 
Ontario Economic Development Minister Michael Bryant says 
the funds would avoid a “doomsday scenario” for the Ontario 
economy if the Detroit Big Three were to close down. The 
pledge came on the heels of dire economic projections from a 
provincially commissioned report. The report projected more 
than 150,000 immediate job losses, with over a half a million 
additional job losses over the next five years if Ford, Chrysler, and 
GM were to go out of business.

For more on these and other stories, log 
on daily to autoserviceworld.com
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MACS Event in February 
The Mobile Air 

Conditioning Society 
Worldwide (MACS) will 

be holding its 29th annual 
trade show and conven-

tion February 5 to 7, 2009 
at the Hilton Anatole 
Hotel in Dallas, Tex. 

Some highlights set to 
take place include an 

Awards Luncheon with 
Mitch Schneider, founder 
and past president of the 
Federation of Automotive 

Qualified Technicians; 
a convention “kickoff” 
presentation by AMI-

approved instructor Kelly 
Bennett; a Yellow Rose 
Casino Night; as well as 
numerous seminars and 
programs on a variety of 
topics for attendees to 

take in, from diagnosing 
hybrid vehicles to how to 

eliminate comebacks.

g     g     g

NGK Honoured by U.S. 
Boat Maker 

NGK Spark Plugs 
(U.S.A.), Inc. has 

received the Kellogg 
Marine 2008 Vendor of 

the Year award. 
The 15th annual award 
was given out at Kellogg 

Marine’s 2008 Dealer 
Show opening reception, 

which was attended by 
over 800 dealers, manufac-
turers, and manufacturer 
representatives at the new 
MGM Grand at Foxwoods 

Resort and Casino in 
Mashantucket, Conn.
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Original Equipment Standards?
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consistent material density. Our brake pads post-cured for
longer service life, chamfered, shimmed, slotted and
asbestos free. They are also free from dust and noise.

Our brake shoes are100 % new steel, new friction,
bonded and riveted applications, one way program, no core
charge and are100% asbestos free. Parking brake shoes are
also available.

At Promax. we built our reputation on quality, innovation,
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“We are talking about CPR, literally CPR, for 
a company to avoid it from going under and 
causing a chain of events that would be cata-
strophic to the economy,” says Bryant.

 
Editor’s note: In the fast-moving environment that 
currently pervades the automotive sector, readers are 
advised to watch for updates at www.autoservice-
world.com. 

“Healthy and Strong” AIA Holds 
Annual General Meeting

At the Automotive Industries Association of 
Canada’s annual general meeting in Toronto 
in December, association vice-chair Brad 
Morris said the AIA is “healthy and strong” and 

fully committed to reinventing 
itself as needs arise.

The meeting was attended 
by more than fifty representa-
tives of the aftermarket, and 
preceded a “festive dinner” 
event. 

Morris spoke on the 
detailed governance review 
process the association has 
been undergoing in the past 
year. Among its activities was a 
160-page in-depth governance 
review based on the guidance 
and experience of a dozen 
past board chairman directors. 
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F o r  A u t o m o t i v e ,  C o m m e r c i a l ,  R e c r e a t i o n a l   a n d  F a r m . . .

From self-service to commercial customers, you can meet all your 

vehicle safety lighting and accessory needs with a single source: 

Peterson. Our up-front Plan-a-grams are packed with America’s 

best sellers. Our back-counter coverage is the widest, deepest in 

the business. And our order-fi ll reliability is unmatched. Partner 

with the company that’s got you covered better, front to back. 

PETERSON’S THE ONE.

P E T E R S O N ’ S 
T H E  O N E .

W I D E R  P R O D U C T  C O V E R A G E

w w w . p m l i g h t s . c o m

PETERSON

The review is an initiative meant to identify the 
association’s strategic value to its members as 
well as ways to improve awareness and opera-
tions of the association itself. 

“Governance is the outcome of looking 
at your strategy,” stated AIA president Marc 
Brazeau. The changes, which are set to be 
implemented this fall, call for several adjust-
ments, including smaller, more focused boards; 
an amendment to either remove or intensify 
the executive branch; an inclination towards 
ad-hoc boards; increased accountability; and 
other initiatives.

Morris emphasized that the report was 
grounds for discussion, available to any mem-
ber, and not a cast-in-stone document.

Shell Recognized by  
Ontario Jobber

Ontario jobber Ideal Supply Company has 
named Shell Lubricants as the winner of its 
inaugural Field Marketing Summit Achievement 
Award for 2008. The award was accorded to the 
company based on performance in the field 
against a number of detailed targets agreed 
upon by Ideal Supply and its suppliers.

Though the award is new, the performance 
targets, and the meetings at which they are set, 
have been part of the Ideal Supply business plan 
for some time. “It is something that is unique 
to us,” says John P. MacDonald, vice-president 
sales and marketing for the 25-branch NAPA 

Ontario Minister of Economic Development 
Michael Bryant was in attendance at the annual 
general meeting as a guest of honour, seen here 
delivering a speech on the vital importance of 
the aftermarket to the provincial economy.

Continued from page 4
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associate. “We started doing it in our electrical 
supply division 20 years ago, and brought it into 
our automotive business 10 to 12 years ago.”

Measurements cover sales integration, new 
product implementation, and achievements in 
line with the company’s market share strategy. 

Listowel, Ont.-based jobber Ideal Supply Company 
recognized Shell for outstanding performance with 
its inaugural Field Marketing Summit Achievement 
Award. Pictured from left to right are Wayne Coutts, 
automotive sales manager (Ideal Supply); Reg Root, 
territory sales manager (Shell Lubricants); Frank 
Cantone, regional sales manager Ontario (Shell 
Lubricants); Mike Nagel, territory sales manager 
(Shell Lubricants); and John P. MacDonald, vice-presi-
dent sales and marketing (Ideal Supply).

Last year the organization decid-
ed to recognize those companies 
and individuals who exceeded 
the targets set during meetings in 
2007.

“Shell by far was in the lead 
of all companies involved,” says 
MacDonald. “They work hard with 
us each year.” MacDonald adds 
that this process is not a popularity 
contest. “There was no voting by 
anybody. It is all by the numbers. At 
the end of the day, they exceeded 
our expectations.”

AkzoNobel Benevolence Program 
Marks 10-Year Milestone 

In an effort to spread goodwill during the 
Christmas season as well as to promote collision 
repair awareness, the AkzoNobel Acoat National 
Benevolence Program gave refurbished vehicles 
to 60 deserving families and community groups 
in Canada and the U.S.

Collision repair centres that are members of 
the Sikkens Acoat Selected program donated 
their time and efforts in restoring older vehicles 
that needed a mechanical touch-up and some 
bodywork done but are perfectly safe to drive. 
Once the cars are fully repaired and road-ready, 
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shops work locally with charitable organizations 
to place the vehicle with a particular individual 
or group in need.

“Over 300 cars have been donated to date,” 
notes North American services manager Mike 
Sillay. “Thanks to the generosity and concern 
that our customers have for their communi-
ties, we have been able to effectively sustain the 
growth of this program.” 

Lord Corporation Names Canadians 
Among Top Representatives

Lord Corporation, maker of Fusor Automotive 
Repair Adhesives, has named Canadian sales 
agent Caruk & Associates as one of its top three 
agents in North America.

Caruk & Associates of Richmond, B.C., took 
second place in the company’s awards. BC 
Marketing of Appleton, Wis., took first place, 
while Total Sales and Marketing of San Marcos, 
Calif., took third. The representatives were 
selected for the awards based on their perfor-
mance in sales, territory growth, and market 
share increase. 

“We are honoured to be in partnership with 
such motivated and professional teams of repre-
sentative agencies throughout North America,” 
says Jim Perritt, manager of North America sales 
in auto aftermarket for Lord Corporation. “We 
congratulate them on their achievements.”

Transit Warehouse Ushers in 
Green Facility

Transit Warehouse has moved into a new dis-
tribution centre that does more than expand 
the company’s capacity for inventory. The new 
facility, located in Levis, Que., features a ware-
house of more than 50,000 square feet, with 
32-foot high ceilings, but much thought has 
also been given to reducing the facility’s energy 
consumption.

Geothermal heating, a solar wall, and intel-
ligent lighting, which turns off when a space is 
unoccupied, are a few of the energy efficien-
cy moves that were implemented. The entire 
Transit team was intimately involved with these 
“green” decisions, because, the company says, 
“Which person is in a better position to know 
how to arrange a workspace than the person 
who occupies it?”

The new building is located at 1100 Jean-
Marchand, Lévis, Que. G6V 9G8.

AARO Celebrates 70 
Years 

The Automotive 
Aftermarket Retailers of 

Ontario (AARO) recently 
celebrated its 70th annual 

business meeting at 
Anson’s Restaurant in 

Oakville, Ont. 
Despite the jovial air of 
the occasion, there was 
also serious business at 
hand to discuss. Rudy 

Graf, of Graf Auto Centre 
in Toronto, was re-elected 
president for a one-year 
term, while Ken Buehler, 
of Buehler Automotive 

and Transmission of 
Alma, Ont., was newly 
elected director for a 

two-year term. This was 
preceded by a sit-down 

dinner and keynote state-
of-the-industry address 
by business manage-
ment instructor Bob 

Greenwood.
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APPOINTMENTS

Uni-Select Pacific Division has appointed Ian 
Moore to the position of marketing man-
ager. Moore was previously employed by 
Replacement Parts Depot Limited (RRDL) 
from 1995 until its acquisition by Uni-Select in 
January 2008.

PPG Automotive Refinish has appointed Norm 
Angrove to the position of senior manager, 
value added programs, for the Automotive 
Refinish business in the U.S. and Canada. The 
appointment was announced by Dean Worley, 
director of sales, Collision U.S. and Canada. 
In his new role, Angrove will be responsible 
for marketing the CertifiedFirst and MVP pro-
grams in North America; leading the strategic 
direction of CertifiedFirst in North America; 
and heading the Platinum jobber program and 
marketing communications in Canada.

Beck/Arnley has appointed Tina Payne Hunt as 
its director of marketing. In this position, Hunt 
oversees all marketing activities for the com-
pany, including strategy, brand development, 
advertising, public relations, promotional pro-
grams, and Web site management, and plays 
a key role in sales force communications and 
customer relations. Hunt reports to Max Dull, 
vice-president and general manager of Beck/
Arnley. Hunt is an experienced marketing pro-
fessional who has spent more than 10 years in 
corporate marketing management for Fortune 
500, start-up and mid-size companies in various 
industries, including technology, data services, 
retail, and consumer package goods. She spe-
cializes in strategic planning, segmentation, 
new product launches, customer programs, 
and brand differentiation.

Motorcar Parts of America 
Releases 2009 Fiscal Projection 

Motorcar Parts of America Inc. forecasts 
expected revenues of approximately US$135-
140 million based on projections for its 2009 
fiscal year ending next March. This number is 
largely based upon anticipated timing of prod-
uct shipments to several new customers.

“Based on current trends, we anticipate 
near-term sales will be somewhat weaker than 
anticipated due to the timing of new business 
shipments. Nevertheless, we anticipate favour-
able fiscal year-over-year comparisons for the 
second half of 2009,” says Selwyn Joffe, chair-
man, president and chief executive officer.

The company also said it has signed a five-
year agreement valued at approximately US$22 
million in the aggregate with an OEM automo-
tive parts supplier to provide remanufactured 
alternators and starters to dealerships and 
specialty import wholesale parts distributors. 
In addition, the company has said it has signed 
a new agreement with a prestigious traditional 
warehouse group, valued at approximately 
US$8 million over the next five years.
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I n Las Vegas, where all 
roads lead to a casino, it 
can seem like your next 
destination is always a 

10-minute walk away. Even the 
walk from your hotel room 
to the taxi stand is a daunt-
ing trek at the end of the 
day. But with the union of the International 
Autobody Congress & Exposition (NACE) 
and the Congress of Automotive Repair & 
Service (CARS), everything you needed to 
know about automotive repair was under one 
roof.

The two events, which ran from November 5 
to 8, included more than 450 exhibitors related 
to collision and mechanical repair, plus a full 
conference program geared to collision repair 
technicians, mechanical technicians, estima-
tors, managers, and jobbers.

For those in the collision repair industry, 
the addition of CARS onsite with the NACE 
show simply added value by giving show attend-
ees the opportunity to check out exhibitors 
more attuned to mechanical repair than in past 
years, and to learn from seminars and confer-
ences that targeted the mechanical aspects of 
the business.

The NACE show floor featured more than 
400 exhibiting companies displaying a large 
selection of collision repair products, equip-
ment, technology, and services. Nearby, the 
CARS show floor offered another 80 exhibitors 
displaying automotive repair and service prod-
ucts, services, equipment, and technologies, as 
well as exhibitor theatres that featured compre-
hensive training throughout the day.

NACE Expo Extras included ongoing exhib-
itor presentations and live demos, as well as the 
I-CAR Technology Showcase featuring daily 
clinics on technology and repair methods. Also 
included was the Auto Glass Expo, a focused 
pavilion featuring auto glass companies, live 
demos, and the annual Auto Glass Technician 
and Windshield Repair Olympics. 

For 2008, the New Product Pavilion — featur-
ing both NACE and CARS exhibitor products 
— was redesigned and positioned front and 
centre in the main lobby. Attendees were able to 
preview the newest products hitting the market 
prior to stepping on the show floors.

The conference component of NACE and 
CARS delivered comprehensive education and 
training by industry experts.

“Much emphasis has been 
placed on speaker selection 
and session content in the 
development of the 2008 
program,” said Ellen Pipkin, 
Hanley Wood Exhibitions 
show manager of NACE and 
CARS. “Providing topics that 

address the daily challenges faced by collision 
and mechanical professionals is the primary 
objective. There really is no better place to get 
this education than NACE and CARS. It is our 
hope to equip conference participants with 
the skills and techniques that will help them to 
advance their businesses to the next level.”

NACE offered more than 55 sessions deliv-
ering cutting-edge ideas in six specific tracks: 
auto glass, estimating, jobber, management, 
vehicle repair, and women’s professional devel-
opment. Topics included lean practices, OE 
colour variation, conflict management, and 
green consumer patterns.

I-CAR debuted its Hybrid Electric and 
Alternative Fuel Vehicles class at NACE, along 
with Steel Unitized Structures Technologies 
and Repair and Steel Full-Frame Technologies 
and Repair; each was scheduled three times 
during the course of the conference. 

With the convergence of repairers, suppli-
ers, and insurance industry representatives in 
Las Vegas for NACE, it was the favoured time 
and location for collision-related meetings. 
The National Auto Body Council (NABC) held 
its annual meeting during the show; I-CAR 
provided training programs on Wednesday and 
Saturday; and NASTF ensured the availability 
of OE repair info. 

On the social side, Canadians in Vegas gath-
ered on Friday at Canadian Collision Repair 
Night, an invitation-only cocktail reception 
organized by the AIA at Caesar’s Palace. 

Together, NACE and CARS represent the 
cornerstone of the recently created Automotive 
Service & Repair Week (ASRW), sponsored by 
the Automotive Service Association (ASA). 
These industry events were co-located at the 
Mandalay Bay Convention Center in Las 
Vegas.

BODYSHOP 
NEWS

NACE Event a 

Success
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T he findings of a recent 
study of the heavy duty 
truck starter and alter-

nator market put it in stark 
contrast with the equivalent 
market for light vehicles, and 
show some promising oppor-
tunities for distributors.

Noted research firm 
Frost & Sullivan’s study of 
the heavy-duty truck mar-
ket, North American Class 4 
– 8 Starters and Alternators 
Aftermarket, describes some 
important facets of the mar-
ket and reveals certain key 
opportunities for aftermarket 
players looking to carve a 
position for themselves in the 
heavy-duty marketplace.

“This was the first time we 
have done this,” says analyst 
Avijit Ghosh. “Previously we 
had only done the light vehi-
cle study.”

Ghosh says that the scope 
of the study was strongly 
directed to the truck mar-
ket, not heavy-duty vehicles 
in general. Only on-highway 
and vocational vehicles were included; off-highway work-
horses were not.

Overall, says Ghosh, the starter and alternator market for 
these vehicles is tilted slightly toward remanufactured sup-
pliers. In fact, he says, the combined split of the starter and 
alternator market is 57.5% to 42.5% in favour of remanufac-
tured products.

MARKET
TRACKER
MARKET
TRACKER

LONG HAUL TRUCK 
OPPORTUNITIES
Distribution Shift Marks Class 4 to 8 Truck Starter and Alternator Aftermarket 
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In financial terms, the 2007 total markets for reman and 
new were estimated at US$540.4 million and US$458 million 
respectively.

The study also looked at the starter and alternator markets 
separately, a fact that revealed some important differences in 
the way the markets for new and remanufactured products 
for those markets behave. Ghosh says that one of the inter-
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esting points they uncovered was the greater 
movement of alternators versus starters. 

“The major finding here is that [the demand 
for] alternators is a lot more than the starter 
market. There is approximately 65/35 for both 
new and remanufactured. In the light vehicle, 
it is closer to 42/58 for starters, so this is a 
finding that is particularly different from what 
there is in the light vehicle category.”

Ghosh says that there is one key reason for 
the higher replacement rate of alternators 
versus starters.

“Alternators work throughout the day with 
the Class 4 to 8 truck. Starters are only used a 
few times a day, as these are typically [used in] 
short-haul and long-haul trucks.” 

Findings in this study are in contrast to the 
equivalent light vehicle aftermarket, where 
remanufactured units dominate.

A study by Frost & Sullivan in 2006 high-
lighted some points that particularly stand out, 
in light of the new heavy-duty market study. 

“Remanufactured units take the lion’s share 
of total aftermarket revenues, while new units 
have a minimal share,” said the study, pegging 
the market at that time to be more than 90% 
remanufactured. “The overall aftermarket for 
starters and alternators has been contracting 
in terms of unit shipments and revenues. This 
is primarily due to factors such as the increas-
ing average life of starters and alternators that 
come as original equipment (OE) fitment with 
vehicles. This has a negative impact on the 
replacement rate. 

“Remanufactured units face the challenge 
of increasing product complexity in the face 
of flat prices and the need to maintain quality. 
Distribution channel participants continue to 
expect price decreases. Other customer service 
factors, such as payment terms, extensions, 
and promotions, eat into [already] wafer-thin 
profit margins. Margins for remanufactur-
ers are shrinking every year. Added to that, 
competition for cores is increasing because 
metal prices have gone up — scrap metal now 
is so valuable that people are buying up scrap 
starter and alternator cores to sell as scrap 
metal rather than for use by remanufacturers. 
Thus, surprisingly, the core market is tighten-
ing up. That is being offset to some degree by 
new units coming in and creating new cores, 
but it is becoming more and more difficult for 
remanufacturers to obtain certain hard-to-find 
cores.

“With globalization, many low-cost Asian 
countries — especially China, India, and Korea 
— are exporting their products to North 
America. Manufacturing costs and labour costs 
are very low in these countries, enabling them 
to offer products at much lower prices than 
North American manufacturers and remanu-
facturers. New units have been a threat for 
quite a few years now, but quality and reliability 
issues that plagued the offshore manufacturers’ 
new units earlier seem to have been debugged. 
Market participants feel that the quality and 
reliability of Chinese-made new starters and 
alternators have increased, which is now work-

ing against remanufactured units. New units do 
not involve core charges.”

The trend toward “new” is being echoed 
within the heavy-duty aftermarket, according 
to Ghosh.

“We are forecasting the reman segments to 
decline and new to grow. The main factor is 
[that] the price difference between new and 
remanufactured units is becoming [smaller]. 

“The price difference is, on average, 15% 
to 20% lower with reman than new, and this 
price difference is becoming lower; people 
are selling more new parts,” says Ghosh. “The 
new parts are also expected to last longer and 
carry better warranties. There is also no core 
investment.”

He says, too, that the difficulty in collecting 
cores, combined with the logistics and costs of 
shipping them, are further tilting the balance 
in favour of new units.

However, while it is interesting to see how 
the light vehicle aftermarket for these compo-
nents has continued to trend toward new, it 
is important still to view those points in con-
text of the new/remanufactured market split, 
which is very different in the two markets.

As noted, the light vehicle market is charac-
terized by the dominant position of the reman-
ufactured units, while remanufactured and 
new products have a much more balanced split 
in the Class 4 to Class 8 truck market, which is 
expected to approach 46.5% new by 2014. 

The opportunity for distribution players, 
whether for new products, remanufactured, 
or more likely a combination of both, lies in 
a shift in the distribution and service patterns 
within this market.

“In Class 4 to 8, there are mostly owner-oper-
ators and then you have the fleet operators. 
These are the two basic end-user segments. 
Most of the owner/operators used to service 
their own trucks; outsourcing was to mostly 
independent repair facilities and the OES 
channel.

“That was the lower portion of the market; 
most of the service was done by the owner-
operator and the fleets. Now the outsourcing 
of service is growing, because of increasing 
truck complexity and new technology.”

Ghosh says too that fleets do not have the 
technicians on staff to repair all of these sys-
tems.

“As a result, it provides opportunities for 
distributors to sell more to these channels, 
instead of selling directly to the owner-opera-
tors or fleets.”
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CHASSIS STRATEGIES 
How new numbers will help you 

 trump the competition

DEALER-BEATING

An increasing speed to market for new chassis parts and 

growing demand for new applications are combining to give job-

bers a competitive advantage like never before.

There is little doubt that the chassis parts market has become increas-

ingly important for jobbers across the country, but there is equally little doubt 

that most jobbers are not as effective in this market as they could be.

With parts proliferation going head-to-head with increasing pressure on jobber prof-

itability, deciding which areas of your business to focus on is critical. 

“From my perspective, the day of the jobber being great in all automotive categories is past. 

You are going to have to decide which categories are for you,” says Scott Stone, vice-president 

sales and marketing for Mevotech. “The jobbing business has changed significantly in that area; 

there aren’t enough bricks-and-mortar, or enough money, to invest in every category.”

Increasingly, though, chassis parts have become just such a category, where current sales 

demand your attention and where the right investment can pay off in growth. Some jobbers are 

seeing chassis vie for the number-one spot in their repertoire, along with the brake business. And 

current market intelligence indicates that new applications and new numbers are playing a dispro-

portionately important role in providing that growth.
Continued on page 16
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“What our customers are 
finding is that everybody still 
wants a good quality, good war-
ranty, easy-to-install part, but 
they aren’t going to pay the big 

price for it,” says John Thody of XRF.
Thody observes that the focus of the chassis business 

has changed in recent years. Jobbers can look for dealers 
to focus more on their parts and service business and new 
car sales to stagnate, but adds that the aftermarket has some 
strong advantages. 

“Because of the way [original equipment service] distribu-
tion is done, they may have some troubles competing with 
the aftermarket. The aftermarket has always been quick on 
its feet. And the dealers have not, which is why they are cur-
rently in the jam they are in.”

One of the most critical changes many in the aftermarket 
have made is to focus on newer applications. 

“In the aftermarket we used to give the dealers the busi-
ness for the first two to three years [of a car’s life]. We have 
since taken the cars that we know are the road-warrior 
vehicles and started building those parts the first day we can 
get our hands on them.”

By way of example, he says, XRF has already started build-
ing parts for the 2009 E350 van platform. 

In some cases, the aftermarket is producing chassis parts 
even before they are available to the dealer, he says.

While situations such as that may be rare, there is no 
denying the impact of new part numbers on the sales poten-
tial of the category.

Kim Plante, product manager chassis, at Federal-Mogul 
Corporation, says that even though the introduction of new 
numbers may seem daunting—more than 500 in the past 
year, and more than 1,500 over the last three years in the 
company’s Moog chassis part product line—the impact on 
sales is impressive.

“From our perspective, new numbers generate about 10% 
of our sales on an annual basis. They are very important to us. 
It’s more important today that we continue to add late model 
applications as newer model vehicles are receiving service. 
You wouldn’t think that people would be replacing ball joints 
on ’07 or ’08 applications but we are generating a lot of late 
model sales.”

She observes that mileage is an important factor, as is the 
related issue of warranty expiration. Regardless of the reasons, 
though, the fact remains that new parts are a significant part 
of growth that is occurring. 

“We recently looked at sway bar links, and unit sales with 
new numbers and without new numbers,” says Plante. “With 
new numbers, our sales units were up 33%; without new num-
bers sales units were only up 20%.”

And, she says, there have been specific examples of cus-
tomers who benefited from getting onboard with an updated 
strategy that includes additional coverage.

“We have some customers who weren’t growing like the 
market. Upon analysis, their inventory contained mostly older 
product models. By updating their inventories it allowed for 
them to capture the growth and changes in the market.”

But which numbers to add? Even the most committed 
jobber has limits.

One must first remember that your chassis parts supplier 
(or suppliers)perform some detailed work before deciding 
on which new parts to build.

“The issue with new numbers is that they are new,” says 
Ron Strain, chassis parts specialist at Affinia, which has just 
extended the Raybestos brand name to its chassis offering. 
“There is no sales history. So we assign a popularity code 
based on their best estimate of where that part should stand. 
That is based on a number of things for our company. We 
have a tech services line, and when a call comes in for an 
application it is recorded. That gets back to the product 
management group, and if they see demand for a part com-
ing up on a regular basis — I don’t know if there is a specific 
number — they begin their analysis.” 

Everything in the part is subject to a thousand different 
details, from vehicle population to anticipated failures, 
demand, cost to tool up, cost to produce, etc.

And if an analysis of those factors warrants the parts intro-
duction — and there is a considerable investment in tooling 
to do so — suppliers do their best to assign a popularity code 
going out. 

Completely new applications without an existing refer-
ence in the market are assigned the stocking code “N” by 
Affinia, while those that have a clear connection to strong 
demand in the marketplace might get an “A,” “B,” or “C” 
rating. From that point on, jobbers and WDs will need to 
work out which parts they need to stock locally, at which dis-
tribution centre, and which ones they will elect to have the 
manufacturer carry the inventory burden for.

“Those are your best tools,” says Strain of the popularity 
codes. “Look at what the manufacturer has assigned, and 
judge for yourself what is best for your region.

“For example, light trucks are generally more popular in 
the west than the east, so a distributor out west may add more 
value to it from a demand side than somebody in the east.

“Beyond that, one of the best resources that a distribu-
tor has is the manufacturer’s rep, who can help them go 
through those things. We introduce new numbers and they 
go out to the field and talk about them.”

But jobbers should be careful about just looking at vehicle 
population figures, says Thody.

“Almost 35% of the steering in suspension is transient break-
down work,” he says, indicating that more than a third of these 
jobs could be on vehicles from outside your trading area. 

Beyond this, as Strain indicates, some parts generate more 
demand than others.

Compare ball joint sales for the Chrysler minivan with 
sales for the Ford Windstar, says Thody, and you’ll see a gulf 
in demand completely divorced from their relative vehicle 
registration numbers.

So you need some intelligence, says Thody. “You need 
to work at hindsight and forward-looking information. And 
that’s our job, to help them with that information.”

Even with that, the frustrating thing for veterans of the 
industry has to be the overwhelming impact of parts prolif-
eration, or more accurately, demand fragmentation.

“There are so many numbers that if you allow yourself to be 
frightened by it you will be petrified,” says Stone. “You are talking 
about a lot of capital and a lot of space in some cases. But having 
said that, we see it in our world as the [top] opportunity.” 

He says being strong in chassis and brakes is fundamental 
to a strong jobber business. 

And maximizing on those fundamentals is going to 
require more than just putting in the stock and hoping you 
get the calls.

“There are so many sales that the aftermarket is allowing 
to go back to the dealer or the import specialists, simply 
because we have been poor at getting those new applications 
to market.” 

Continued on page 18
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Many independent service facilities have become accus-
tomed to going to the dealer for late-model applications; 
jobbers aren’t even getting the calls for those.

“Getting the word out is the challenge. This is just found 
business and it is huge, but it takes drive and money and 
know-how.

“Everybody is looking for the glory days of the skid lot 
movers, but those days don’t exist anymore. [Yet] there is no 
question that you can provide a better and more complete 
solution than the car dealers. 

“Capitalize on those opportunities. For those who want 
to do it and do it right, there is lots of opportunity there. I 
think that the scary part, the old way of thinking, is the cry 
from the distribution chains and the jobber network that 
they aren’t getting the calls.”

Of course they’re not, he says: too many independent ser-
vice facilities automatically dismiss the jobber as a potential 
source of supply for new application chassis parts.

“I think that when you make the investment, you should 
make sure that everyone who touches the customers knows 
the depth of your coverage and the strategy. You have to go 
and talk to every one of those customers, including the car 
dealer. Let them know what you have available.”

Obviously, with so many new numbers constantly being 
introduced, what is available and what is in demand is a 
continuously moving target. Staying abreast of that is a job 
in itself — but that, says Plante, is really the critical part of 
the whole strategy.

“We communicate new numbers and coverage on a 
monthly basis,” says Plante. “It is posted to our website and 
also to an internal tool ‘toolkit’ that we provide to our field 
sales organization.

“We won’t announce a new number unless it is available 
and in stock. The other requirement is that the new number 
has been sent to electronic catalogue providers 90 days prior 
to the announcements, so that the information will already 
be loaded into their system.”

Plante says that they also keep customers informed quar-
terly about the number of upcoming additions to help them 
prepare for the changes. And, of course, there are discus-
sions with customers who want assistance in updating their 
inventories. 

All this points to the fact that there is no single “best” 
inventory, only the best one for a given local market at a given 
time. And to determine what that is requires cooperation 
among all players involved. 

“The relationship among the manufacturer, the warehouse, 
and the jobber is going to have to be a much closer, stronger 
one,” says Thody. “We desperately need each other.”

The story being told over and over again is that those 
players who make the move to keep newly introduced parts 
in their offering early are able to take the battle to the car 
dealer, the real competition for those emerging parts, and 
are benefiting from the better pricing they can offer their 
customers, even with the higher margins that those parts 
command in the market.

And competing jobbers? Well, the ones making the com-
mitment are beating up on them too.
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 Difficult Economic Times call for XRF 
 

Find out what the Military, Loggers, Oil Men, Off-Roaders 
and Fleet Managers have known for years… 

 
 
 
 
 
 
 
 
 
 

 
XRF Zero-Lash™ ball joints and Super Duty, Super 
Strength chassis parts cost less and last longer. 

 
Why carry 3 lines, when you can have XRF, the strongest 

part with the best Warranty and a great price! 
 

MILLION MILE   WARRANTY 
 
XRF Inc., 10-294 WALKER DRIVE, BRAMPTON, ONTARIO, CANADA  L6T 4Z2  TEL:  800.483.8499 FAX:  905.451.0478 
XRF (USA) Inc., 4950 WILLS DRIVE, KIMBALL, MICHIGAN, USA  48074  TEL:  877.674.4030 FAX:  810.388.1430 
WEBSITE:  www.xrfautoparts.com
E-MAIL:    info@xrf.ca  
 

TORONTO  MONCTON   EDMONTON  VANCOUVER    DETROIT  DENVER   LOS ANGELES   CARACAS, VENEZUELA 
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10 Chassis Strategy Touchpoints
While there used to be certain part numbers you ordered by the skidload and could count on to make up a significant 
portion of your sales, this is simply no longer the case.
Current intelligence lays it out this way:
1)    There are no AAA movers in chassis. Period. The top mover is 1.5% of sales. Get used to it.
2)    Focusing on turns alone is a sure way to manage a decline. If you needed 100 SKUs two years ago to get your turns, 

and 115 to capture the same sales today, and you stick to 100, your sales will drop 2% to 5%.
3)    If it is a high-ticket item, trade customers are more likely to wait. If the part is $15 from you but $30 from the dealer and 

the car is on the hoist, they won’t. 
4)    Update your cataloguing every time you think about it. E-catalogue updates might be monthly, quarterly, or whenever 

there are additions. 
5)    What was a dealer-only part last week may not be today. Always check the cataloguing (assuming you keep it 

updated).
6)    Those who move on new applications benefit from being the only show in town, for a little while at least, and can charge 

accordingly.
7)    Don’t leave dealers out of your strategy. You may have a better option for them too.
8)    Use your reps, for heaven’s sake. They have field knowledge that can be very useful in determining your chassis 

category strategy.
9)    How many different chassis lines do you need? Consider reducing the number of lines you carry, to free up dollars and 

space for new numbers.
10)  Don’t just add the numbers and wait for the calls: get out there and tell your customers what you have, over and over again. 

Make it a regular mantra with everyone on staff until customers start calling you for new applications out of habit.
The above were developed in interviews with the individuals quoted in the article, as well as others. Special thanks to all.

Continued from page 18
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Eco-Friendly Windshield De-Icer
Packaged in a convenient spray bottle, 
Bio-Green De-Icer is a non-toxic prod-
uct that prevents ice-up and removes 
ice, frost, road film, and salt from 
windshields. It is formulated with spe-
cial cleaning agents for a streak-free 
shine. The product is ready to use, 
and makes for easy application to car 
windows and windshields.
Recochem Inc.
514-341-3550
www.recochem.com

Antifreeze/Coolant
STP Extended Life Antifreeze/
Coolant contains a proprietary 
formulation of premium cor-
rosion inhibitors that provide 
extended protection against 
rust, corrosion, and pitting 
caused by cavitation for all 
coolant system metals. It also 
provides excellent protection 
and prevents freeze-up against 
temperature extremes, while 
shielding coolant system met-
als such as brass, copper, sol-
der, steel, cast iron, and alu-
minum.
Recochem Inc.
514-341-3550
www.recochem.com

Wireless Camera System
The Peak Wireless Back-Up System comes with a 2-3/8” LCD full 
colour monitor that mounts to the back windshield for easy-to-
see rear coverage. The water-resistant colour camera provides 

a 100-degree viewing 
angle capable of see-
ing objects three feet 
behind day or night. 
The 2.4 gHz wireless 
transmitter installs on 
most vehicles in just 
minutes.
Old World Industries, 
Inc.
847-559-2153
www.oldworldind.com

Fuel Injector 
With an exceptional rate of 
80lb/hr at 3 bar, the exclusive 
new VDO 80lb racing fuel 
injector from Continental is 
ideal for high horsepower 
and turbo applications.  It 
produces a high volume 
flow with controlled target-
ing to deliver the type of fuel 
stream accuracy and reliabil-
ity required by high-perfor-
mance racing engines.
Continental
610-289-0488 x4002
www.continental-corporation.
com

Dayco No Slack Tensioner
Dayco’s No Slack Automatic Belt Tensioner features a patented 
“flat spring” design that’s engineered to provide less operating 
range variations in tension. This reduces the risk of premature 
accessory bearing failure due to high tension when a new belt 
is installed. It also lessens the risk of belt squeal and slippage, as 
well as poor accessory performance caused by low tension.
Dayco Products, LLC
918-481-2380
www.daycoproducts.com 

AAPEX Award Winners
These products took away all the brass at the 2008 AAPEX event’s  

New Packaging and Product Showcase.
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Cargo Rack Tie-Down
USA Products Group Inc. has released a cargo rack tie-down 
designed for contractors and heavy-duty use. The tie-down 

contains eight feet of 
polyester cargo-grade 
webbing with a 1,500 
lb. capacity. This easy-
to-install product fits 
all models of pick-up 
truck utility racks, 
comes with a bracket 
adapter, and is corro-
sion-resistant on metal 
surfaces. 
USA Products Group 
Inc.
209-334-1460
www.usaprogrip.com

Tool Organizer
From Alltrade Tools, the Snap-on 16” Fold-Out Tool Organizer 
Seat uses a water-resistant 600-denier polyester fabric for added 

strength and durability. It 
contains 23 interior and 
exterior pockets as well as 
a 13-pocket tool roll for 
easy access to contents and 
added tool protection. The 
product also includes an 
adjustable shoulder strap, 
tool loop holders, and 
multiple D-rings.
Alltrade Tools
310-522-9008 x 1300
www.alltradetools.com

Glass Cleaner
Rain-X X-treme Clean uses a slightly 
abrasive cream formula to remove 
harsh build-up from windshields and 
headlights to deliver ultimate driving 
visibility. Its heavy-duty glass clean-
er gently strips away heavy residue, 
dirt, bugs, film, and road grime from 
windshields and glass, improving driv-
ing visibility and wiper blade perfor-
mance. The product is available in a 
12 oz. bottle.
Shell Lubricants
1-800-661-1600
www.shell.ca 

For the Budding Tech
From Allied International, the Junior Mechanic’s Tool Kit  
product uses a custom-style case that keeps tools organized and 
contains working scaled-down versions of most commonly used 
tools. These include a tape measure, pliers, three screwdrivers, a 

wrench, and a 20-piece ratchet set. A great gift for any budding 
technician.
Allied International
818-364-2333 x8170
www.alliedtools.com 

Lawn and Garden Equipment Tune-up

The Champion Lawn and Garden Tune-up Kit’s innovative car-
rier contains a spark plug, filter, as well as an oil and fuel stabi-
lizer. The versatile pack converts to a drain pan and oil funnel 
for easier oil changing and is packaged with an environmentally 
friendly design.
Federal-Mogul
248-354-9282
www.federal-mogul.com 

Shiny Bright Low-Pressure LED Valve Cap

The Shiny Bright Low-Pressure LED Valve Cap is a battery-
powered low-pressure LED alarm that blinks a top the cap for 
10 days non-stop when the pressure value reaches 15%-18%. 
The piece weighs in at 11.2 grams per piece and is fixed in an 
aluminum house.
Cowealth/Aspirit 
www.tiresmonitor.com.tw 
886-2-2958-9318
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Stainless Steel Mufflers

Walker Quiet-Flow SS stainless steel mufflers feature 409 stain-
less steel heads, shell, bushings, louvred tubes, and partitions. 
The switch from aluminized steel to stainless steel construction 
is expected to motivate more customers to choose a premium 
replacement muffler for their vehicles. The product will debut 
beginning in 2009, and will be available for domestic and 
import applications.
Tenneco
970-245-5949
www.walkerproducts.com 

Fuel System Cleaner 
Techron Concentrate Plus soaks into 
all metal surfaces, protects against 
corrosive attacks, and provides 
increased lubricity, which leads to 
less fuel pump wear. The cleaner also 
provides beneficial deposit-cleaning 
results when used with ethanol-based 
fuels and hybrid-gasoline/electric 
engines. The product is available in 
two sizes: 12-ounce (for smaller cars 
and trucks) and 20-ounce (for larger 
cars, light-duty trucks and SUVs).
Chevron Products Company
403-234-5200
www.chevron.com

Diesel EGR System Cleaning Service
Wynn’s, a division of Illinois Tool Works Inc., has introduced 
a new diesel exhaust gas recirculation (EGR) system cleaning 
service for modern Ford 6.0L diesel engines. The three-part 
system thoroughly cleans and removes EGR manifold deposit 
buildup. This innovative new service can effectively remove 
carbon buildup from diesel EGR cooler and induction systems, 

restore lost flow through the EGR cooler, and help eliminate 
low-EGR flow codes. It can also help avoid costly teardown of 
the turbo/manifold system and component replacement.
Wynn’s Canada
1-800-668-5626
www.wynns.ca  

Innovative Brake Fluid Testing

Phoenix Systems’ BrakeStrip brake fluid test strips with pat-
ented FASCAR (Fluid Analysis by Stimulation of Copper Alpha 
Reactions) technology are touted as the only brake fluid testers 
on the market that meet established guidelines developed by 
the Motorist Assurance Program (MAP) for testing brake fluid. 
Phoenix Systems
435-425-2222
www.brakebleeder.com 

Editors’ Picks from AAPEX
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Towing Plug System

EZ Connector’s EZ Recreational 7-PIN (EZR7) electrical con-
nection system is the industry’s only water- and corrosion-proof 
towing system available for under US$100. The patented EZR7 
uses spring-loaded face-to-face contacts so drawbacks such as 
arcing and socket abrasion from frequent cycling are elimi-
nated. Also, EZ Connector uses neodymium magnets to hold 
the plug and socket together in place of a latch.
EZ Connector
559-686-5889
www.ezconnector.com 

Expanded A/C-Engine Cooling Program

Behr Hella Service, a North American joint venture for ther-
mal management between Behr (vehicle air conditioning and 
engine cooling) and Hella (lighting technology and electron-
ics) has added over 40 A/C and engine cooling replacement 
parts to its growing thermal management parts program. The 
new parts will provide replacements for servicing late-model 
Audi, BMW, Mercedes-Benz, Volvo, and Volkswagen models.
Hella Inc.
770-631-7500
www.hella.com 

Ratcheting Wrenches
GearWrench, from Danaher Tool Group, recently unveiled its 
XL Series product line with seven new products. Among them 
are the XL Combination Wrench, which provides 25% longer 
beam length and torque; the XL X-Beam, with an ergonomi-

cally designed handle to reduce hand fatigue and more torque 
without discomfort; and the XL X-Beam Flex, which offers 180-
degree flex head action for greater access.
Danaher Tool Group
800-688-8949
www.gearwrench.com 

Emergency Rescue Tool
From Houdini Automotive Escape 
Tools, the Pro Emergency Rescue 
tool allows for quick access in any 
vehicle-related emergency. The 
spring-loaded tempered glass punch 
safely shatters any car window. The 
seatbelt cutter quickly frees trapped 
motorists, even when they are upside 
down. Finally, the LED flashlight 
provides a 5-lumen lamp with 10 
hours of run time.
Houdini Inc.
503-783-3330
www.houdinitool.com  

Expanded TPMS Coverage

Continental Commercial Vehicles & Aftermarket has substan-
tially expanded its Tire Pressure Monitoring System (TPMS) 
replacement parts program. New additions to the line include a 
433 MHz TPMS sensor for 2008-09 Chrysler models, along with 
expanded coverage of TPMS sensors and service kits for Hyundai 
and KIA. Sensors for Toyota cars and trucks will be added by the 
end of the year. The low-pressure valveless TPMS sensor offers 
broad coverage for 2006 and up Ford and Mazda vehicles. The 
high-pressure valveless sensor is available for Ford 2008 and up 
truck applications. Continental also provides wheel bands for 
use on both low- and high-pressure sensor applications. 
Continental 
610-289-0488 x 4002
www.continental-corporation.com 
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The percentage of vehicles being produced with manual 
transmissions is about a third of what it was in 1985, down from 
22% to 7% in 2003, according to Ward’s Communications.

However, this is largely a North American phenomenon. 
In Europe and Asia (with the exception of Japan), most cars 

are sold with manual transmissions. According to a study con-
ducted by CSM Worldwide, 75.2% of light vehicles produced 
in Western Europe in 2008 contained manual transmissions. 
However, according to CSM, those numbers are expected to 
drop to 68.3% by 2014.

“From an OE standpoint, manual transmissions are a declin-
ing market,” says Doug Crites, product services manager for 
Luk Aftermarket Services Inc. “Luk has largely migrated from a 
clutch market to a torque converter market. We see the writing 
on the wall as the numbers of Chevy and Ford Trucks [being 
built], for example, continue to decline.”

W hile the automatic transmission 
continues to increase its domi-

nance among car buyers, there are still 
groups of holdout drivers who prefer 
to go manual. 

Whether it’s sports car enthusiasts 
who want more involvement and bet-
ter performance, off-roaders who want 
the control that a manual transmis-
sion offers, or professionals who need 
their trucks to work hard, a dependable 
clutch system is crucial.

Although the basic concept behind 
clutch technology hasn’t changed 
much over the last 20 years, it is still 
one of the most overworked parts on 
the car, next to the suspension and 
brakes. Excessive friction exerted 
on the pressure plate can eventu-
ally lead to total disintegration, dam-
aged splines, or other failures, while 
unwanted rotation between the fly-
wheel and the clutch can cause exces-
sive finger wear, bent drive straps, or 
even a bent or broken disc.

A skilled technician can detect the 
source of a problem with little more than a visual inspection, 
and by listening closely for any odd or unwarranted noise. Yet 
many of the headaches associated with post-repair comebacks 
are the result of human error. Improper installation and han-
dling, misaligned parts, or the use of an incorrect component 
can result in a loss of productivity and wasted effort through all 
channels of distribution.

Clutches have become a declining market in recent years, 
for a number of reasons, but manual transmissions remain the 
option of choice with light, medium, and heavy-duty trucks, 
competition vehicles, as well as those drivers who, for personal 
reasons, still prefer to drive a stick.

While many car models are still available with manual 
transmissions, they are no longer as popular as they used to 
be in North America, as many modern consumers prefer the 
convenience of choosing automatic as an option for a small 
additional cost. 

Knowledge Building:

For the Counterperson  January 2009

By David Halpert

CLUTCH MARKET
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This statement reflects, in part, recent slumping auto sales 
worldwide. While the Ford F-Series has remained the number- 
one pickup for the better part of a decade, what we’re seeing is 
fewer vehicles being purchased across all markets.

This has produced a trickle-down effect of sorts as more 
consumers opt to drive automatics; manual transmissions are 
quickly turning into a niche market, although they remain a 
necessary one.

Clutches Today
As the economy continues to contract, we’re seeing a change 
in consumer behaviour in the vehicle market: more and more 
people are holding onto their vehicles longer or buying used as 
opposed to leasing or purchasing new vehicles. 

This presents a particular challenge for the aftermarket, due 
to the nature of the clutch itself. Generally speaking, the inte-
rior clutch mechanism is composed of several components: the 
release bearing, the pilot bearing, the clutch disc, and the pres-
sure plate cover.  However, replacing a single component is not 
always that simple.

“With clutches, it’s very much a one-to-one relationship,” 
says Joe Fee, product marketing manager for Valeo in Michigan. 
“You can’t have one part from a different manu-
facturer replace the clutch system of another. You 
can’t have the same disc go into a different point of 
reference.”

Manufacturers simply offer clutch kits to deal 
with the problem rather than a single replacement 
part. The amount of time and money expended for 
a counterperson to send a single replacement part, 
only for a technician to discover it doesn’t work 
once replaced, is not worth the effort;  a matched 
set is the way to go.

“In the long run,” says Fee, “clutch kits work 
better.” As a result, a lot of experienced jobbers 
do not sell remanufactured clutches back into the 
aftermarket.

“We don’t promote a clutch,” says David 
McIntyre, a jobber from NAPA Auto Parts in 
Okotoks, Alta. “We prefer to advertise in markets 
where every type of car can participate. If we did 
have a problem with a clutch we could only sell a 
new one.  We don’t sell remanufactured clutches 
except for tractors.”

Comebacks & Other Issues
Technicians are expected to deal with every prob-
lem that comes before them when it comes to auto 
repair and maintenance. And no matter how sea-
soned a tech may be, it is well-nigh impossible to 
expertly diagnose clutch problems on every make 
and model every time— such as what to do when a 
1994 Mustang growls when the clutch is operated, 
or why it’s more challenging to diagnose a clutch 
system problem on a Ford F-Series with a 7.3L 
diesel and dual mass flywheel.

What makes clutches particularly vulnerable to 
comebacks is, in part, due to the delicate nature 
of clutch discs. A drop of lubricant on the friction 
plate, or even a fingerprint from a mechanic’s hand, 
can cause chatter and slippage.

Usually when this happens, the clutch suppli-
er takes the heat, and usually unfairly, says Luk’s 
Crites. “If a clutch came from a main OE sup-
plier, it is rarely a manufacturer defect,” he says. 
“Problems with the clutch are typically the result 
of installation issues or abuse. A driver with his toe 
constantly on the clutch will wear the part quicker 

over time. This is especially true with young drivers or drivers 
who don’t have experience driving a manual vehicle.”

While manual-transmission vehicles are likely to be ser-
viced for problems involving the clutch system at least once 
within their lifetime, SAC (self-adjusting clutch) technology has 
allowed less wear and a delayed failure when compared to older 
systems. 

However, many comebacks can be the result of an improper 
diagnosis on the technician’s part, especially for those whose first 
priority is to ensure a high turnover of customers. Their first 
instinct might be to send a component back to the manufacturer 
without a second thought in order to ensure quicker service. 

With maintaining goodwill with customers a priority, the 
clutch may be deemed defective when it is in fact perfectly fine 
once tested by the manufacturer. 

Still, counterpeople should be on the lookout for cases where 
a technician has repeated comebacks; perhaps more training is 
needed. In any case, you would be wise to consider installation 
issues as a possible cause, before immediately blaming the part.

Even though the overall market may be on the wane, the 
popularity of clutches in certain applications promises to keep 
them a part of the aftermarket for some time.

Clutches Going Green 
With increased pressure from the public to become 
more environmentally friendly, certain companies 
have taken it upon themselves to “go green.” 

However, environmental sustainability isn’t 
always the prime motivator. Over the decades, 
products evolve as technology naturally progresses. 
The fact that they are more environmentally friendly 
is often a secondary benefit. 

The friction materials on clutch discs, for example, used to contain 
asbestos, which is not only harmful to the environment, but also to those 
who work with the products. Thankfully, this hasn’t been the case for 
decades. 

In terms of minimizing the environmental impact of products, Europe 
has been largely at the forefront. One case in point is Valeo.

Valeo today is one of the world’s leading suppliers of automotive 
systems, modules, and components. Although the firm has plants across 
five continents, it is subject to fairly strict laws passed by the European 
Union regarding the environment, since Valeo’s main headquarters 
are located in Paris. As a result, all Valeo products developed in North 
America meet the EU’s environmental protection requirements, and 
more significantly, are safer for the environment.

At the end of 2006, all plants under the Valeo brand were subjected 
to the REACH (Regulation, Evaluation, Authorization, and restriction of 
CHemicals) regulation.

These laws require all industrial manufacturers to list and register 
all the substances contained in Valeo products they sell, and then to 
demonstrate to the European Chemicals Agency (ECA) that they are 
not hazardous.

The laws have already had significant “greening” as well as improved 
health effects in product manufacturing: trichloroethylene solvents are 
no longer used in the manufacture of clutch facings, and a “hazardous 
products” campaign has succeeded in significantly reducing the number 
of sites that still use carcinogenic, mutagenic, and reprotoxic chemicals.
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  AUTOMOTIVE PARTS &  
  ACCESSORIES

Goodyear Engineered Products
www.goodyearep.com/aftermarket
www.goodyearbeltsandhose.com
The officially licensed belt of 
NASCAR. Gatorback, the quiet belt. 

You can never replace Goodyear quality.

NGK Spark Plugs Canada Limited
www.ngksparkplugs.ca
The World Leader in 
Spark Plugs, Oxygen 

Sensors and Ignition Wire Sets. 
Used by 87% of the World’s OE Manufacturers

S.B International Inc. 
www.sbintl.com
“We keep engines  
humming”

ZEX AC Compressors Division of Mister Starter
 

www.misterstarter.com
Remanufactured/New A/C compressors and 
Turbochargers/Superchargers for complete line 
of cars and trucks, DOMESTIC & IMPORTS. 
Custom Rebuilds also available for your needs. 

  COLLISION REPAIR 
Masters School of Autobody Management

www.masters-school.com
Masters offers a number of 

education programs and implementation 
follow-up programs designed to take 
bodyshops to the next level of success.

Automotive Internet Directory
Visit these companies directly at their web addresses or check out the growing list of Hot Links at www.autoserviceworld.com. 
To find out how your organization can be included in this directory and on the web, contact Brayden J C Ford 416-510-5206

  HAND CLEANERS

GOJO Industries, Inc.
www.automotive.gojo.com
GOJO is a leading manufacturer 
of skin care products and services 

for many marketing including automotive and 
manufacturing. GOJO continues to pursue a 
commitment of creating well-being through 
hand hygiene and healthy skin.

  LUBRICANTS & ADDITIVES

Empack/emzone Automotive Care & Maintenance
www.emzone.ca
The high performance emzone 
product line is specially 
formulated for your detailing 

and maintenance needs. For maintenance: 
Lubricants, Brake Cleaners, Degreasers, and 
Coatings. For detailing: Glass Cleaners, Carpet 
Foams, Tire Shines and Auto Fresh.

  REFRIGERANT
Duracool Refrigerants Inc.

www.duracool.com
Nationally Distributed by: 

Deepfreeze Refrigerants Inc. The Leaders 
in Hydrocarbon Refrigerant Technology 
Guaranteed In writing not to harm any Mobile 
A/C System You can feel the Difference that 
Quality Makes “Our Formula Never Changes”.

Empack/emcool Refrigerants
www.emcool.ca
The innovative, environmentally 
friendly emcool product line of 
Refrigerants, Stop Leak, Kits 

and Accessories offers superior performance 
and value. Our quality products are specifically 
designed for the maintenance and repair of 
mobile A/C systems.

  EDUCATION AND TRAINING

CARS COUNCIL
www.cars-council.ca
Smarter hiring, better 
personnel assessment, 

and training accessible 24/7. We are the 
CARS Council, a not-for-profit organization, 
delivering tools developed by industry for 
industry. www.cars-council.ca

  TOOLS & EQUIPMENT

AIR LIQUIDE CANADA INC.
www.airliquide.ca
Your one-stop shop for 
all your industrial gases 

and welding supplies.

Genius Tools
www.geniustools.net
Genius Tools provides a 
complete line of hand tools, 
as well as power tools, tool 

storage, and other solutions for the toughest 
jobs in automotive and industrial markets. 
Premium quality at competitive prices.

Rotary Lift
www.rotarylift.com
World Leader in Lift  
Productivity

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS

Automont Distributions Inc.
www.automont.com
Importer & Wholesale 
Distributor of German, 
Swedish and Asian Auto Parts.

Bestbuy Distributors Limited

www.bestbuyautoparts.ca
Independent buying group and warehouse 
distributor that allocates its profits to member 
shareholders and provides unbeatable value 
for Independent Jobbers.

The E.R.I. Group
www.theerigroup.com
Canada’s Premier Machine 
Shop Buying Group

Kerr Machine Shop Group Inc.

www.kerrmachineshopgroup.com
Buying group for machine shops and 
performance shops.

$899 Parts Store Software
•  Reliable. Users have run daily for 8 years 

without calling us for help.
•  Fast. Make invoices in seconds. 

1000s of charge statements in an hour.
•  Automatic. Updates inventory, charge 

accounts & core tracking.
•  Recall & reprint invoices from earlier 

today or any time up to 5 years ago.
• Use locally available hardware.
• Up to 37 user stations.
• There is nothing else you must buy.
• Optional Wrenchead cataloging.
• No contract to sign.
• Get our free video & demo disk.

Mib
Box 3367, Espanola, NM 87533 USA

505-293-8640
Serving you since 1977 with 

honesty & integrity.
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A NEW PROMISE

Editorial
Comment

NEXT MONTH

I
t is becoming ever more clear that the aftermarket has a fantastic opportu-
nity ahead of it this year. 

A large number of car dealers are expected to close over the next few 
months, with some estimates saying that more than 5,000 service bays could 
disappear from the Canadian market from GM dealers alone. Plus, the 
Canadian driving public is hanging onto their aging vehicles, and few things 

drive aftermarket demand like an aging vehicle fleet. Together, these factors pro-
vide a huge potential for the value proposition that the aftermarket has to offer.

The only question that remains is if it is equipped to take full advantage of it. 
The aftermarket, as always, finds itself on the receiving end of market forces that 

it neither created nor controls, but that it can nonetheless take advantage of. If it 
picks a strategy that it can afford and execute, that is. 

It cannot go head-to-head with the automakers, or their service arms, in terms of 
consumer advertising and marketing. National consumer marketing campaigns can 
be incredibly expensive endeavours. You probably don’t need me to tell you that 
automaker advertising for new cars, used cars, and dealers’ service programs make 
up a significant portion of what you see and hear on television, radio, print, and on 
the Web. And they do it to the tune of more than $10 billion a year in the U.S. Or, 
to put it another way, they spend more on advertising there than the entire after-
market makes selling parts in Canada. 

GM alone spent some three billion dollars in advertising, and while that number 
may soften in the current financial crisis, I would expect that with car sales down, it 
will actually push the service offerings of its dealers more heavily than before. 

Considering these facts, it should be clear that the aftermarket is not in a posi-
tion to spend its way into the hearts and minds of the Canadian driving public.

This is not to say that it hasn’t seen some success over the years, with industry 
programs that have raised consumer awareness about proper vehicle maintenance. 
In this country, the amount of exposure that the travelling Be Car Care Aware cam-
paign has generated among consumers is fabulous, especially when one considers 
how tight the budgeting is for such programs.

I do believe that a few well-placed brand recognition ads can be effective for 
retail businesses, but I repeat: the aftermarket is not in a position to spend its way 
into the hearts and minds of the driving public. So it should not even try.

This is where you come in. Select businesses with whom you can sit down and put 
together a local, low- or no-budget plan to attract these prime customers. Pick five 
or 10 of your cleanest, most professional service provider customers, the ones who 
provide an excellent customer service experience. Put your fate in their hands. Car 
owners coming from the dealer network are looking for more than just low price, so 
advise your customers to focus on technical excellence, trust, and personal service 
in all their communications to the consumer. 

I can’t remember a time when the aftermarket was brimming with so much opti-
mism for the future. Turning that good feeling into reality is going to take some 
work, but hard work has always been part of the aftermarket’s stock in trade. 

This may well be the start of a new age of prosperity for this industry. Let’s get 
out there and make it happen.

—Andrew Ross, Publisher and Editor
aross@jobbernews.com

In February we focus 
on Boosting Winter 
Business in Brakes, 
Oil, Filters, Visibility, 
Emissions Parts, and 
more.
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One Source. One Call.
1.866.650.1700
www.ntaautomotive.com

NewTek Advanced Ceramic Formulation
NewTek Automotive has a leading reputation in friction development. NewTek offers it’s
Advanced Ceramic Pads designed and formulated to exceed the performance of high
priced OEM or OES pads. With over 800 part numbers available and over 300,000
sets in stock, NewTek’s Advanced Ceramic line covers the complete range of OE
ceramic pads plus performance upgrade for other non-ceramic application. NewTek is
constantly updating it’s stock to keep up with the latest applications.

All Advanced Ceramic pads are made in Canada with state of the art positive mold
technology, BEEP tested, chamfered, slotted, shimmed for quiet performance, it has
an advanced low dust formulation, transfer film technology for long rotor life and
extraordinary wear and fade resistance.

New Distributor Support Program
NewTek Automotive welcomes new distributor partnerships. We offer:
• Field sales and technical support,
• Initial stock inventory specials,
• Next day delivery with excellent fill rates,
• Valued added incentives with volume rebates.

To find out about NewTek’s partnerships, give us a call.
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