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Team Effort Pulls Business 
From Fire

By Andrew Ross

Business at Great West  
Auto Electric in Assiniboia, 
Sask., had been grow-
ing well in the few short 
months since Randy 
Wiebe, wife Leanne 
Tuntland-Wiebe, Sharon 
Walde, and managing 
partner Larry Reid pur-
chased it. Then, on the 
coldest day of the year, a 
burning hotel fell on it.

The night of December 
16 won’t be forgotten any 
time soon by Leanne. 

“We got a call in the 
middle of the night that 
the store was burning. 
The building next door” 
—the 95-year-old Franklin 
Hotel—“was on fire. For 
a while they thought they 
were going to save our 
store, but it was the coldest 
day of the year, minus 50°C with the wind chill, and water lines 
were breaking. There was about a half an hour where there was 
no water at all,” she recalls. 

“About five o’clock the hotel fell on our store and that was 
it.” It took hours for the smoke to clear before they realized 
there was nothing left to salvage, though thankfully nobody 
was hurt in the blaze.

“The front of the store was still standing, but only because 
there was so much water in the walls and it froze so quickly.”

Wiebe says she and husband Randy spent a little while crying 
and wondering what to do, then got right to work rebuilding. 

The search for a temporary home for the business got 
underway and a call went out to Uni-Select’s warehouse in 
Regina. 

“I got a call Tuesday morning from Randy,” says Rod Ashley, 
general manager of the warehouse. “He was pretty emotional. 
I had never heard that tone of voice from him.

“We had some extra shelving here at the Regina warehouse. 
I rented a cube van and put in some stock orders. We got all 
the stock ready on Thursday and on Friday morning loaded up 
the shelving and inventory and went to Assiniboia. We put up 
the shelving that day and the next.”

And, adds Ashley, all the while town locals would come in 
to pay their bill, offer a hand, loan a forklift, or ask what they 
could do to help. 

“It was emotional. People were ready and willing to throw 
some money together. The baker brought cinnamon buns 
over. The whole community was behind them. It’s the way of 
the Prairies maybe.”

Phones were temporarily re-routed to their Swift Current 
branch nearly two hours away, but rebuilding went on regard-
less. By the Friday after the fire, the store had stock, a counter, 
and the phones were ringing. As more shelving went in, more 

inventory was arriving to fill it. Within days the com-
puter system was in and generating pick tickets. Orders 
were coming in.

“Uni-Select is just bending over backwards,” says Wiebe. 
“Reps have been helping and the suppliers are calling it a 
new store start-up, so we’re getting terms etc. That’s helping 
because they know we aren’t going to get insurance right away 
and we have to be open and start generating business.” Wiebe 
expected inventory levels to be at 100% at the store by the end 
of January.

She says that a couple of lessons have been learned: one 
is that you never know as much about your insurance as you 
thought, and the other is that it pays to invest in a strong com-
puter system, with good backup.

“When we bought the store in July, it was always part of 
the plan to integrate it with Swift Current. We didn’t lose any 
customer data or inventory information. We are miles ahead 
because of that.”

Overall, the speed of response, and the hands-on help received 
from so many individuals to get the new store up and running in 
only days, has not gone unnoticed or unappreciated.

“I am told that is kind of unheard-of. We had a tremendous 
amount of support from Uni-Select and suppliers and from 
the community. That gave us the courage and stamina to 
rebuild.”

Great West Auto Electric in Assiniboia, Sask., was thriving 
under new ownership, but suffered a blow when a hotel fire in 
December spread and destroyed the building. However, within 
days it was up and running at a temporary building that can be 
seen in the background.

Even Great West’s 
temporary head-
quarters across the 
street from the site 
of the fire did not 
escape unscathed; 
boarded-up windows 
hide damage from 
the intense heat.

FEBRUARY OTC p4,6,8.9.indd   4 2/3/09   10:25:55 AM



WWW.GLOBALSYMPOSIUM.ORG

R. L. Polk & Co. is the
corporate sponsor of the
Global Automotive
Aftermarket Symposium.

Presented By:

Supported by: AftermarketNews.com Aftermarket
Business, APRA Global Connection, Automotive Week,
Brake & Front End, Counterman, Import Car, Jobber
News, Motor, Motor Age, Parts & People, Tire Review,
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The 2009 Symposium is scheduled for Wednesday, May 6, and Thursday, May 7 at
the Hyatt Regency O’Hare in Chicago. Save $200 when you register by March 20.

“At GAAS we gain a better
understanding of the challenges
from all the channel partners that
we do business with.”
Rusty Bishop, CEO, 
Federated Auto Parts

“Being there (at the Global Symposium)
allows you to obtain information and
value that I have not found in other
venues around the industry.”
Richard Roy, President & CEO, 
UniSelect, Inc.

“The best reason for why I go to the
Symposium is because of the fresh

ideas I always get there that help me
improve my business.”

Scott Webb, Senior Vice President, 
Pep Boys

Industry leaders agree that

the 2009 Global Automotive

Aftermarket Symposium is

the place to be for insights

not available anyplace else.

Learn “Winning Strategies in

a Changing Aftermarket”

from Bill Strauss, Federal

Reserve Bank of Chicago,

David Portalatin, NPD Group,

Joe Catalano, Autobacs

Strauss, Bob Richardson, The

Clorox Company, John

Waraniak, SEMA, Tony

Cristello, BB&T, and Thomas

Aliotti, Activant Solutions. 
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Uni-Select Ontario Celebrates Success
Driving Success was the theme of the evening as Uni-Select 
Ontario Division celebrated the successful conclusion of its 
cornerstone promotion for 2008 in December.

Suppliers, Uni-Select job-
ber members, service provid-
er customers, and Uni-Select 
personnel were on hand to 
see the grand prize presenta-
tions of the Driving Success 
Promotion, offering jobbers 
and customers the oppor-
tunity for instant win prizes 
and larger draw prizes. 

The winner of the grand 
prize, a 58-inch plasma tele-
vision, was Jessy Marks of 
JDP Automotive in Bolton, 
Ont., a customer of Alba-
tross Automotive. In addi-
tion, 42-inch plasma televi-
sions went to Steve Stewart of JFJ Auto, a customer of Battery 
Supply in London, Ont., and Mounir Teriaky of Blue Line 
Taxi, a customer of Auto Reb-Ex in Ottawa, Ont.

The Suppli-
er Representa-
tive of the Year 
Award went to 
David Durkin, 
Dayco Canada 
C o r p .  D a v e 
C a r t e r  f r o m 
Robert Bosch 
Inc. and Brad 
Thomas from 
N G K  S p a r k 
Plugs of Can-
ada Ltd. were 
named finalists.

T h e  S u p -
plier of the Year 
Award for 2008 

went to Affinia Canada, and was accepted by Jack Brooks, with 
Dayco Canada and Tenneco Automotive both being recog-
nized as finalists.

Bestbuy Distributors  
Marks Major Moves in 2008

Bestbuy Distributors Limited, a member-owned WD based in Mis-
sissauga, Ont., has announced that it is well positioned for 2009 
after initiating a number of significant changes last year. 

In early 2008, Bestbuy introduced a new Western Distribution 
Centre, the former Lloyd Industries fee warehouse in Edmonton, 
Alta. This DC operates as a fee warehouse for a number of key 
supplier lines, and is also the warehouse for Bestbuy’s Western 
Canada members.  

In 2008, Bestbuy also introduced its Associate Member 
Program, whereby jobbers can become Bestbuy associates and 
purchase directly from either the Mississauga or Edmonton 
distribution centres. This opens a new market for Bestbuy 

For more on these and other stories, log 
on daily to autoserviceworld.com
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Active Group Inc. 
Joins CIA Association

Gord Olich, owner  
of Active Group Inc., 
which operates four 
Bumper to Bumper 
stores in Alberta, has 
joined the Canadian 

Independent Automotive 
(CIA) Association. 
The Active Group  

operates Bumper-to-
Bumper outlets in  
Edson, Edmonton,  
and two in Calgary.

The CIA Association is 
a non-profit national 

association working to 
improve the independent 

automotive industry. 
Among other initiatives, 

the organization is  
actively involved in the 

fight for Right to Repair. 

0606
NOWSERVING
NOWSERVING

0707
NOW

SERVINGNOW
SERVING

0808
NOW

SERVINGNOW
SERVING

2009
NEWS AND 

INFORMATIONNEWS AND 

INFORMATION

2009
FEBRUARYFEBRUARY

over the 
counter

JOBBER NEWS / FEBRUARY 20096

Jessy Marks of JDP Automotive (right) 
receives his Driving Success grand 
prize plasma television from Uni-Select 
Ontario GM Brendan O’Brien.

Award finalists Brad Thomas of NGK Spark Plugs of 
Canada (at left), and Dave Carter, Robert Bosch (at 
centre), congratulate Dave Durkin, Dayco (right) on 
his Representative of the Year award.
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Continued from page 6

and also provides another option for jobbers 
across Canada.

To get the word out about these and other 
Bestbuy developments, during the summer of 
2008, Bestbuy also hired two sales representa-
tives, one each for Eastern and Western Can-
ada. Bernard Lefebvre is the business devel-
opment representative responsible for Eastern 
Canada and is based in Montreal. Charlie Pick-
ard is serving in this role for Western Canada 
and is based in Edmonton.  

The new representatives’ focus will be pro-
viding support and assistance to existing Best-
buy members, expanding the associate pro-
gram to jobbers and generating new Bestbuy 
members. 

These efforts are already paying dividends, 
most notably with the signing of Patterson Parts 
Supply in Edson, Alta., as a member.

At Bestbuy’s 2008 annual meeting, How-
ie MacKenzie, owner of Rafuse Autoparts in 
Bridgewater, N.S., assumed the position of chair-
man of the board and CEO of the company. 
Bestbuy’s three vice-presidents oversee Bestbuy’s 
regular operations, and report to the chairman 
who provides oversight and guidance.

Affinia Extends Raybestos Name 
to Chassis Line, Targets Moog

Affinia has extended the Raybestos brand to 
include the manufacturer’s chassis parts lineup 
formerly marketed under the Spicer brand, 
and is firmly focused on displacing the leading 
Moog brand from the top spot.

At the official brand launch of the Raybes-
tos Chassis lineup at Joe Gibbs Racing (JGR) 
near Charlotte, N.C., Affinia officials repeat-
edly emphasized the primacy of the Raybes-
tos name in making the decision, and that the 
focus going forward is to push the Moog brand 
from the shelves of distributors and jobbers.

Focus groups and research preceded the 
move to the Raybestos name, but Josh Russell, 
vice-president of marketing for Affinia, said 
it was no surprise that the Raybestos name 
had more traction among customers than the 
Spicer name. 

“The Raybestos brand has such a strong 
reputation. We want to go out and unseat 
Moog, so the Raybestos name was going to 
have to be used.”

CARS Council Updating 
Human Resources Study 

The Canadian Automotive 
Repair and Service 
(CARS) Council is  

currently updating an 
extensive 2005 study 
which examines the 
human resource and 
training needs of the 

motive power repair and 
service industry.

An advisory committee 
of industry representa-

tives from across Canada 
is guiding the research. 
Labour market trends, 
training, retention and 
recruitment, and work-

ing conditions will all be 
explored. Remuneration 
and regional differences 

will also be part of  
the research.

CARS is also undertaking 
research to determine 
critical technologies 

affecting the workforce, 
barriers, and constraints 

related to technology, and 
the skills needed to work 
with new technologies.

The final report  
will be available in the  

fall of 2009
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grams are accompanying the Raybestos Chas-
sis launch, including a full parts and labour 
warranty on chassis parts failure. Professional 
Grade and Service Grade levels are available.

The company is also extending an existing 
relationship with JGR to cover the chassis parts 
line. “What we really appreciate with JGR,” said 
Russell, “is their dedication to technological 
advancement. It makes us continually improve 
all of our parts.”

“You have to prove that your stuff is as good 
or better than what is in the rest of the field,” 
said Terry Heffelfinger, director, product engi-
neering, research, development and quality for 
Affinia Global Brake and Chassis. “And that’s a 
pretty tough crowd.”

“If it’s not the best stuff, we won’t race it,” 
said J.D. Gibbs, JGR president and son of Joe 
Gibbs, recalling that team members had to 
be convinced of the quality and competitive 
advantage offered by Wix filters and Raybestos 
brakes previously, and have worked closely with 
Affinia. 

“There is no question that we do learn 
through our association with Joe Gibbs Rac-
ing,” said Jeff Stauffer, senior vice-president of 
global marketing for Affinia Global Brake & 
Chassis Group. “We do transfer the knowledge 
we gain to the products we sell every day.”

“The story is about technology,” said Jeff 
Rapaal, director of steering/suspension and 
product development, who detailed the tech-
nology advantages of Raybestos balljoints, tie 
rod ends, idler arms, etc. over gusher bear-
ing designs and other competitors’ product 
features. “The key to all of this is eliminat-
ing friction.” Eliminating friction keeps wear 
down, and that minimizes end play, he said. 
“What is the biggest issue with alignments? 
End play.” Rapaal added that current cover-
age is the best in the industry, and coverage 
is increasing rapidly.

Business Benefits  
Rule at GAAS 2009

The 2009 Global Automotive Aftermarket Sym-
posium (GAAS) returns to Chicago, Ill. May 6 
and 7 with a series of highly focused business 
presentations. 

The fourteenth annual event will take place at 
the Hyatt Regency O’Hare, with the theme “Win-
ning Strategies in a Changing Aftermarket.”

“We listened to past attendees and their 
requests for topics and issues, and the dynam-
ic GAAS 2009 reflects their input,” says Dave 
Caracci, GAAS chairman. “Industry executives 
are scrutinizing costs to attend events and 
demand ROI of intelligence, insight, and data 
that they can transfer into immediate strate-
gies. GAAS 2009 is built to deliver actionable 
takeaways for great business profitability, effi-
ciency, and competitiveness.” 

Speakers already confirmed include Bill 
Strauss from the Federal Reserve Bank of 
Chicago on “The Long-Term Effects of Fuel 
Prices”; Dr. John Wormald of Autopolis on 
“The Environmental Crisis, the Auto Indus-
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Affinia’s Terry Heffelfinger says that its association with 
Joe Gibbs Racing is important to the development of 
products for racing and for the parts it sells every day.
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try and the Aftermarket”; Rich Detskas, 
automotive manager, SGS Testing Company 
on “Outsourcing to Third World Quality: 
The Good, Bad and Ugly”; and David Por-
talatin from the NPD Group on “Consumer 
Insights: Just Ask!” 

In addition, two panel discussions are 
planned: “What Will the DIY Market Look Like 
in the Next Five Years?” and “Internet Business 
Models In Today’s Aftermarket.” 

For more information and registration, visit 
www.globalsymposium.org. 

Permatex Marks A Century  
in Business

Permatex, a leader in chemical technology for 
automotive maintenance and repair, is marking 
its 100th year in business. 

The company was founded in 1909 by Con-
stant A. Benoit Sr., a creative chemist, who start-
ed the business with a glue he developed for 
bonding bicycle tires. Benoit was also a motor-
sports enthusiast and frequently attended car 
races. At a 24-hour race in 1915, he noticed 
that many of the cars were constantly blowing 
head gaskets and pitting for repairs. Benoit 
came up with a sealant that solved the problem 
and launched Permatex into the automotive 
chemical maintenance business. 

Today, Permatex offers a wide range of 
chemical products for motorsports teams, pro-
fessional automotive technicians, performance 
buffs, and general automotive do-it-yourselfers. 
According to Andy Robinson, general manager 
of Permatex, “We’ve come a long way since Mr. 
Benoit’s ground-breaking effort helped change 
the face of endurance racing, but that same 
pioneering spirit that helped to launch the Per-
matex brand over 100 years ago continues to 
drive the company today.”

Health Canada Orders Recall of 
Johnsen’s Brake Parts Cleaner

A recall has been ordered after testing by 
Health Canada revealed that Johnsen’s Brake 

Parts Cleaner sold by Princess Auto stores does 
not meet the requirements under Canadian 
Law with respect to flame projection.

This recall involves Johnsen’s Brake Parts 
Cleaner sold in a green pressurized con-
tainer with a black cap. The product is iden-
tified by item number 8242844 and the fol-
lowing UPC numbers: 000000000008242844, 
000000039101002415 and 000000039101024141 
part number 2414F.

The length of the flame projection gener-
ated by this product exceeds the Canadian 
regulated limit thereby posing a potential fire 
hazard.

Health Canada has not received any reports 
of incidents or injuries to Canadians related to 
the use of this product. 

Approximately 10,000 units of the recalled 
brake parts cleaner were sold at Princess Auto 
retail stores across Canada from November 
2008 to December 2008.

Health Canada has advised all consumers to 
immediately stop using the recalled brake parts 
cleaner. Consumers may return the Johnsen’s 
Brake Parts Cleaner to a Princess Auto retail 
location for a full refund.

For more information, consumers may con-
tact Princess Auto Ltd. toll-free at 1-800-665-
8685 between 8 a.m. and 6:30 p.m. CT Monday 
through Friday, Saturday 9 a.m. to 5 p.m., or 
visit the www.princessauto.com.

0606
NOWSERVING
NOWSERVING

0707
NOW

SERVINGNOW
SERVING

0808
NOW

SERVINGNOW
SERVING

2009
NEWS AND 

INFORMATIONNEWS AND 

INFORMATION

2009
FEBRUARYFEBRUARY

over the 
counter

APPOINTMENTS

Mark Mandel, executive vice-president of 
Vast-Auto Ontario Distribution Ltd., has 
announced the appointment of Tony Del 
Vasto as vice-president of sales, marketing, 
and strategic development. For the past three 
years he contributed as a senior member of 
the management team. His most recent role 
was associate vice-president for Car Care and 
Accessories. During high school, CEGEP and 
university tenure in Montreal, he worked 
at Vast Montreal taking and picking orders, 
in IT implementation, and as purchasing 
manager for the firm. He currently lives in 
Oakville, Ont., with his wife, Angelica, and 
three children.

UltraFit Manufacturing has appointed Dan 
McPherson to the position of director of 
aftermarket sales for its UltraFit Exhaust 
Systems brand. Dan will be responsible for 
heading automotive aftermarket exhaust sales 
across North America. With 20 years expe-
rience in sales and sales management for 
companies within the automotive aftermar-
ket, McPherson will focus on developing and 
expanding the existing customer base. His 
solid understanding of the distributor, job-
ber and retail markets has developed over a 
career spent in the lubrication, engine com-
ponents, and collision markets.

When plans to mark the Permatex 100th anniver-
sary were announced in Las Vegas in November at 
an indoor karting facility, among the attendees were 
a number of Canadians including personnel from 
Lyman Agencies, which reps the brand in Canada, and 
Permatex Canada.
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C
anada’s car insurers have released their 
annual list of the most frequently stolen 
vehicles, with luxury Audis and the aging 
Neon making appearances on the list. 

The sharp contrast reflects the different pur-
poses of auto theft. According to the Insurance 
Bureau of Canada, luxury vehicles are often 
stolen by organized crime for export, while low-
end vehicles are stolen for transportation, parts 
or for use in other crimes.

The top ten stolen vehicles are:
1.  2000 Honda Civic SiR 2-door
2.   1999 Honda Civic SiR 2-door
3.  2004 Subaru Impreza WRX/WRX STi 4-

door AWD
4.  1995 Dodge/Plymouth Grand Caravan/

Voyager
5.  1995 Dodge/Plymouth Caravan/Voyager
6.  2002 Acura RSX Type S 2-door
7.  2001 Audi TT Quattro Roadster
8.  1995 Acura Integra 2-door
9.  1996 Dodge/Plymouth Neon 2-door
10.  1996 Dodge/Plymouth Neon 4-door

“I’m sure a lot of people with decade-old 
Neons don’t think that anybody would want to 
steal their car, but this shows that thieves aren’t 
just interested in new or high-value vehicles,” 
said Rick Dubin, vice-president, investigations, 
Insurance Bureau of Canada (IBC). “These 
older vehicles are easier to steal, they have no 
approved anti-theft electronic immobilizers, 
and there are so many of them on the road that 
a stolen one can just blend in. That’s why they 
tend to be used to commit other crimes.”

I-CAR Seeking Licensee  
for Canadian Operations 
I-CAR, the Inter-Industry Conference on Auto 
Collision Repair, is seeking a Canadian firm to 
which it can transition its Canadian operations 
for collision repair training.

I-CAR is moving aggressively through the 
process and expects to complete the transition 
by the end of 2009. 

Operations in Canada are continuing as 
usual while the training organization seeks a 
potential licensee. 

“We are continuing to do what we do:  sched-

uling I-CAR classes, conducting I-CAR training, 
and working to support the training needs of 
the inter-industry,” says John Edelen, president 
and CEO. “We intend to continue to do so as 
we transition to a Canadian industry-supported 
alternative,” he adds.

Interested parties will need to submit an 
Expression of Interest (EOI) by March 1 to be 
invited to move further in the process and to 
submit a detailed proposal outlining a business 
plan that will successfully incorporate the I-
CAR vision in future operations in Canada. 

Canadian firms interested in submitting an EOI 
can visit the I-CAR website at www.i-car.ca/eoi. 

GM Approves PPG Global Refinish 
Products for Warranty Repairs
General Motors has approved PPG’s new D8152 
Performance Plus Glamour Clearcoat and the 
DLV800X series of achromatic primer surfacers 
for worldwide use in warranty refinish repairs. 

The two products, part of the PPG Global 
Refinish System, meet GM’s quality standard 
known as Specification GMW15406, and join a 
long list of GM-approved PPG coatings from the 
PPG and Nexa Autocolor paint lines, including 
Deltron and the waterborne Envirobase High 
Performance and Aquabase Plus products.

“PPG has worked very hard to meet GM’s 
high standards of quality and durability and we 
appreciate their recognition,” says Kevin Loop, 
PPG OEM business development manager. “GM 
dealers and their authorized repair and refinish 
facilities will be able to use these coatings for 
warranty work with the confidence they’ll be 
able to deliver a finish comparable in appear-
ance to the original OEM vehicle finish.”

The D8152 clearcoat is designed for use over 
Global BC and Envirobase High Performance 
basecoats and is the perfect complement to 
D8150, Global Performance Clearcoat. This 
clearcoat has been specifically developed for 
exceptional gloss, ease of application, easy buff-
ing, and exceptional holdout. The DLV800X 
series consists of three premium-level achromat-
ic surfacers — white, black and grey — which 
can be mixed to achieve the desired grey tone. 
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Harry Belmont

Harry Belmont, a former 
Carstar franchise owner, 
passed away on Dec. 26, 
2008, following a long 

battle with cancer. 
Belmont is credited with 

launching the strong rela-
tionship between Carstar 
Automotive Canada and 

the Canadian Cystic 
Fibrosis Foundation,  

after his granddaughter 
was diagnosed with  

cystic fibrosis.
For the past nine years 

the Canadian Cystic 
Fibrosis Foundation has 

been the charity of choice 
for Carstar Automotive 

Canada. To date, Carstar 
collision centres have 

raised more than $1.5 mil-
lion to help find a cure.

g     g     g

Gerry Preddy
Gerry Preddy, an outspo-

ken member of the British 
Columbia collision repair 
community, passed away 
on December 5, 2008. 

Preddy helped many shop 
owners through bureau-
cratic and legal tangles, 

and was known for his big 
heart, positive outlook, 

and tenacity.
“He felt very strongly 
about doing the right 
thing,” says his son Ian 

Preddy, manager of 
Sopron Auto Body Ltd. 
in Delta, B.C. “One of 

his favourite sayings was 
‘Failure is not an option.’”

Preddy was a founding 
member of the United 

Auto Trades Association, 
a provincial association of 
collision repair and auto 

glass businesses. 
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Five days of intense, practical 
learning in the classroom 
and on the shop fl oor—all 
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While battery manufacturers clamour for the atten-
tion of a U.S. administration hell-bent on putting 
a battery pack under every car’s hood, aftermarket 

suppliers of the stalwart lead-acid battery have been running 
hard to keep up with current demand for the tried and 
true.

“It has been incredible — we had our best month ever in 
December since 2000,” says Brendan Magee, national sales 
director of Battery Direct, which has 17 locations across 
Canada.

“We are a bit opposite to most of the rest of the industry; 
70% of our business is in Western Canada, and there was a 
good cold snap out west. It was cold in late November and 
December and that certainly pushed our sales to the roof,” 
he continues. 

“That would be the biggest reason, and I would imagine 
for the rest it was better than average in the east.” He says 
that the company’s locations in eastern Canada have all 
posted decent numbers. 

“But it has been crazy out west.”
Jamie Tomcko of Auto Parts Central in Winnipeg, Man., 

reports that battery sales are up in terms of both units and 
dollars for the Auto Parts Central network of branches in 
Manitoba and Ontario. 

“Our battery dollar sales are up this winter compared 
to last winter: 33% (Nov. ’07 to Jan. ’08 vs. Nov. ’08 to Jan. 
’09). And battery unit sales are up 26% for the same time 
frame.”

Tomcko says that the difference between the unit and dol-
lar increase can be easily explained. 

“The dollar-sales increase over unit-sales increase would 
be due to price increases. This was one product [with which] 
we did not suffer from inventory devaluation. We took quite 
a loss on our inventory the last couple of years on other 
product lines.”

Unlike Magee, he’s not quite as willing to credit the 
weather. 

“I am not sure if the increase in sales is due to the weath-
er, as I was unable to find any information on the Net that 
would tell me if we are experiencing colder weather than last 

MARKET
TRACKER
MARKET
TRACKER

Battery Suppliers Get the Lead Out

Driving Cold
Grips Canada

By Andrew Ross

year. It does feel colder to me, but that’s probably just an age 
thing,” he jokes. 

Tom Little of Young Auto Professionals in Port Colborne, 
Ont., located on the north shore of Lake Erie near the 
Canada-U.S. border, says that his clientele has also experi-
enced a rush of sorts in the battery market.

“The battery business is good. We’ve been selling more 
batteries in the last eight weeks than ever, even when you 
include lifting the marina’s battery consignment. 

“So, yes, battery business has been strong.”
Little has noticed a shift to go along with that increased 

activity, though. 
“The last few years we have been finding that if we put 

it on the shelf, we can sell it. People just aren’t prepared to 
wait anymore.”

Magee says that there has been a continuation of strong 
business into 2009. 

“January has been okay; it’s still been cold out west. We’re 
a bit more diversified out east. Our automotive has been very 
strong, but our real growth is coming from non-traditional 
markets.”

Jobbers take note: floor scrubber markets, deep cycle bat-
teries in industrial applications, and Class 8 trucks have all 
provided strong growth.

“A lot of trucks are switching to battery-based APUs 
instead of the old diesel, and we seem to have a good share 
of the market.”

He says that the focus on battery sales has helped reveal 
some key shifts in the market. 

“Most definitely you’re getting a lot more direct fits than 
the old universals. It’s the age-old question of SKU prolifera-
tion. The number-one seller was a Group 75, which fits GM 
vehicles. And then the 65 for Ford and Dodge. That was a 
real crazy battery.” Other extremely popular sizes still remain 
at the top of their respective popularity lists, but the share 
they command is shrinking.

“We are starting to see more and more of the new batter-
ies for Chryslers in the trunk, and the DIN sizes, as opposed 
to the BCI sizes.
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“We were used to 35-75 and 34-78, which were considered 
the dual terminal batteries that fit everything.” Now, there is 
simply less room for variation, literally.

“It is becoming less and less the norm. A lot is due to the 
proliferation of imports, and in cases where you used to use 
them in GM, now with the windshield washer fluid reservoir 
on top, and the way that the automakers are jamming them 
into cars, they can’t get that height in there.”

Information from East Penn Canada agrees with the 
assessment that much of this shift is due to the growth of the 
import vehicle population. 

The company reports that DesRosiers Automotive 
Consultants 2008 Yearbook states that from 2000 to 2006, 
import vehicles as a percentage of total light vehicles in 
operation grew from 36.0% to 47.9%.

It adds that this is a major influence in the move away 
from dual terminal and centerline post batteries to a more 

direct fit approach, and has also contributed to a resurgence 
of group sizes 24F and 27F.

So less space means smaller batteries and less room for 
variation, though it is a slow shift. 

Dick Fisher of Fisher Auto Parts in Kingston, Ont., who 
saw only a two-point increase in battery business this winter, 
agrees. “I feel that there has been no shift in the type, rating, 
or size of batteries; however, more group numbers are being 
added such as 62, 64, 54, 121R, and 124R.”

He says that the volatility in the pricing of lead, and its 
impact on battery pricing, has also not gone unnoticed, driv-
ing pricing up in the summer and fall months.

Together, these factors have all made the business of hav-
ing the right inventory just a bit tougher, and more crucial 
than ever. “Forecasting is becoming more and more of a 
challenge. It is becoming hard to determine what is going to 
fail,” says  Magee.

Replacement Battery Market Steady

Despite a downward trend in vehicle sales and upward trend in battery sales 

when frigid weather hits, the replacement battery market is best characterized 

as steady.

At least that is what attendees heard at the 2008 Battery Council International (BCI) 

Convention & Power Mart Trade Fair held in Tampa, Fla., last April.

In a presentation by S. Tucker Roe of Daramic LLC, the Global Light Vehicle Assembly 

(GLVA) numbers, according to Price Waterhouse Coopers, with an assumption that each 

would have at least one battery, reached 68.6 million units in 2007 and are estimated to 

hit 80 million units by 2012. In North America there has been a decline in light vehicle 

assembly from 2002 (16.3 million units) to 2007 where 15.1 million units were produced.  

(Readers should note that these are assembly numbers, not sales numbers.)

In 2007, OEM battery shipments in North America (all vehicles and not just light 

vehicles) hit 20.6 million units.

A larger and more substantial market for automotive batteries is the replacement 

battery market. In North America there are about 250 million vehicles in use, up from 

226 million vehicles in the year 2000. 

In 2007, replacement battery shipments reached 101.3 million units. 

Light vehicle OEM battery shipments were 14.6 million units, which is down about 

12.5% from 2001. 

Non-automotive battery shipments in North America (heavy duty, general utility, golf 

cart, floor scrubber, etc.) remained stable at approximately 6.0 million units for OEM 

applications and 34 million units for the replacement applications. Overall demand for 

lead-acid batteries remains stable, with only a modest increase in 2008 before returning 

to historic levels. 

Roe commented that in 2007, there was a 38% increase in hybrid-electric vehicle 

(HEV) sales, or 350,000 vehicles in the U.S. Worldwide the number is approximately 

600,000. It is estimated that by 2010 Global HEV sales are expected to reach 1.5 million 

units, which is approximately 2% of all global vehicle sales. 

The BCI 121st Annual Convention is scheduled for Red Rock Casino Resort and Spa, Las 

Vegas, Nev., May 4, 2009. For more information, visit www.batterycouncil.org.
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For many jobbers, keeping a varied motor oil offering in stock 
is viewed as a necessary burden, but a burden nonetheless. 

There are reasons why you should reconsider this attitude.
While market forces have driven profit in the bread-and-but-

ter motor oil grades to razor-thin levels, oil changes continue to 
provide the most frequent and possibly most important point 
of contact between the car owner and the automotive service 
provider — and recent developments in premium motor oils 
and filters have boosted the profit potential in the category.

The Automotive Industries Association of Canada’s 
2007 Outlook Study, conducted by DesRosiers Automotive 
Consultants Inc., reported that out of 2,500 light vehicle 
owners surveyed, 92.3% required an oil change during the 
previous calendar year, and some required as many as three 
changes within that period. 

This data is echoed in J.D. Power and Associates’ Customer 
Commitment Study, which reported that lube/oil/filter ser-
vice made up 43% of all service occasions in 2008, up 2% 
from 2007.

“The highest frequency of service for a vehicle is the oil 
change,” says Dennis Favaro, marketing manager for Valvoline 
Canada. “Installers use oil changes to drive traffic into their 
location. As a result, it drives other secondary services that 
aren’t related to the oil change that could potentially draw 
additional revenue for both the jobber and the auto service 
technician. It’s to the benefit of the jobber to market motor oil, 
rather than just supply it to the installer on an ongoing basis.”

The right marketing program can drive traffic and related 
sales of  air and cabin air filters, as well as engine and injector 
flushes, alignment, tire rotation, and many others. 

Current economic uncertainty has recently caused many 
consumers to hold back on routine maintenance, and drive 
less too, though the times are also seeing a decline in new car 
purchases, which is good for the independent service business.

“The oil change business generally maintained its volume 
due to increased car population and kilometres driven. 
However, this dynamic changed in 2007 and 2008. Consumers 
are driving less and thus their regular maintenance require-
ments are reduced as a result. We have seen this shift in the 
spark plug category already. And a similar shift is going to be 
required for the oil change category,” says John Hussey, west-
ern regional manager for Honeywell CPG. 

Accompanying that trend in the marketplace is the rise of 
the extended-drain interval, which can push oil changes to 
every 15,000 km and beyond. 

Many experts predict that synthetics are quickly becom-
ing the wave of the future; not only will the trend to extend 
drain intervals become more commonplace, but the need for 
something better than conventional motor oil formulations 
may become increasingly crucial. In many cases, the synthetic 
formulation is a requirement of the extended drain interval.

“If you look at the trends over the last couple of years 
there’s a huge rise in synthetics,” says Marsha McLaughlin, 
marketing manager for Wakefield Canada. “But there’s also 
been a lot of miscommunication around synthetics as well. 
People are confused whether you can switch from conven-
tional oil to synthetic. Will using synthetic void my warranty? 
Is synthetic only for new vehicles? There’s a lot of mix-up. I 

Continued on page 18
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think there’s been a lot more education out there in the mar-
ketplace. People aren’t as afraid to switch. I think that’s what’s 
helping them rise in the marketplace.”

“The use of higher-margin synthetics, especially niche 
products, is a way many operators are maximized for prof-
its while offering great value,” says Brian Shaw, manager 
of sales and marketing for Noco Lubricants Canada. “Say 
you’re dealing with a customer who comes into a shop for 
an oil change, and he’s got 15,000 kilometres on his car. If 
he’s looking to go long and extend the drain unilaterally 
past manufacturer recommendations, it’s just as easy for the 
installer to ask, ‘Why not look at a full synthetic or synthetic 
blend?’ These products will take the pounding from the 
engine and extend drains better.”

Of course, monitoring the purchase habits of the cus-
tomer in the bay is one thing. Understanding the motivations 
of the retail consumer is quite another. The DIY market for 
motor oils is exemplary. Its one of those products sold into 
the aftermarket that, time and time again, lends itself to high 
sales at the retail level. And that doesn’t just have to be true 
of the mass merchandisers.

“On the retail side, it comes down to merchandising. How 
do you merchandise in your store?” asks Mark Reed, director 
of marketing for Shell Lubricants Ltd. “If you merchandise 
properly to a DIYer, your oil filters in particular should be 

Continued from page 16
relatively close to the oil that’s on display, in addition to other 
accessories. And it’s not just oil filters and cabin air filters. It’s 
oil change tools, drain pans, filter wrenches, drain plugs, fun-
nels, etc. You can even merchandise within an oil set or even 
build an off-shelf display.”

While retail sales at the jobber level are typically low, 
there are several creative strategies that may help boost sales. 
Consider bundling related products together as a package. 
Selling air filters alongside oil filters with the corresponding 
oil type can act as a strong incentive to your DIY customers.

Educating the customer to make the correct decision 
should be the goal, whether you are addressing the DIYer 
in a retail environment, or providing the tools to your trade 
customers to do the same at the service counter. “It’s easier to 
market in-store to a DIYer,” says Reed. “It’s a little more diffi-
cult in the installer market, because you’ve got to do the train-
ing to the installer so that he has the knowledge to educate his 
consumers on why they should be using a better motor oil, like 
a synthetic or a high-mileage, or a brand name filter over a no-
name filter. Installers are in a position to discuss the benefits to 
their vehicle directly to customers.”

Accordingly, jobbers should take advantage of point-of-
purchase sales and educational materials so they can better 
arm their technicians with the proper knowledge should any 
questions come from their customers.

Favaro notes the unseen cost to jobbers in trying to save a 
buck when sourcing products. 

 “The real difference you’re going to see is the lack of 
sales and marketing support from dealing with a lesser-

known brand,” he observes. “Value does not always 
equal price. If your support is lacking in these areas, 
you’re really not getting a good value.” 

And, with the proliferation of options available, 
that need to educate is greater than ever.

 “Toyota is going to 10W20 on a bunch of regular 
vehicles in the near future. You’ve got Ford, Chrysler, 
Honda, Mazda, and today’s Toyotas into 5W20. GM is 
still using 5W30. You’ve got Mercedes 5W30-5W40s, 
unique formulations of those called MST/HST. 
You’ve got VW in 5W40 with unique VW specs. And 
the list goes on,” says Favaro.

And then there is the issue of consumer behav-
iour. According to Mark Reed and surveys conducted 
by Shell Lubricants Canada, most consumers know 
to have their oil changed every 5,000-6,000 kilome-
tres. They’re just not doing it. 

“The OEMs have a vested interest to stand behind 
the claim in what that oil indicator light is telling 
them, because if they didn’t there would be huge war-
ranty issues and long-term class action lawsuits due to 
engine failure. It’s conditioning consumers to extend 
their oil change intervals beyond what those compa-
nies recommend,” continues Favaro.

Also driving the trend towards synthetics in North 
America is the need for OEMs to upgrade their prod-
ucts to meet government standards. While vehicle 
engines, parts, and components are better than they 
were as early as five years ago, many governments 
and OEMs are driving consumers towards better fuel 
economies. Fuel economy, as well as lower emissions, 
is definitely paramount in the consumer’s mind from 
an environmental standpoint.

There is much to learn in the realm of the oil 
change business, and much to offer. Cultivate rela-
tionships with your installer customers, to inform 
and educate, as well as supply, them with dependable 
top-quality products, and you stand to reap benefits 
beyond those offered by the category alone.
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Cabin air filters and oil filters 

are similar in that their main 

purpose is to filter out contami-

nates. However, the similarity 

ends there; you’re dealing with 

completely different markets that 

require two separate approaches 

when it comes to marketing and 

selling these products.

“Cabin air filters represent a large untapped market, as many custom-

ers do not know they have them or that they need changing,” says Brian 

Fleming, director of marketing for Affinia Group in Canada, makers of Wix 

Filters. “Customer education is the key to selling the benefits of cabin air 

filters. Customers need to see the difference between a clean and a dirty 

filter. They should be checked when performing maintenance checks.”

Other than their functions, the primary difference between oil filters 

and cabin filters is that cabin filters are considered more of a recom-

mended service than a required service, in that they will not affect the 

performance or warranty requirements of a vehicle, at least according to 

Patrick Durcak, Canadian eastern regional manager for Honeywell CPG.

“They will, however, affect the performance of the heating and air 

conditioning systems,” continues Durcak. “If a cabin filter is plugged and 

restricts the air flow into the car, then the heating/air conditioning system 

will have to work harder to heat or cool the air, and that can result in 

decreased fuel efficiency. We’re seeing HVAC system failures as a result 

of plugged cabin air filters.”

Cabin Air Filters vs. Oil Filters:
How to Approach These Sales
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THE RIGHT FRICTION 

FOR THE JOB
Proliferating Choices Require Focused Approach

Thanks to a 

gradual shift by OE 

manufacturers in recent years away from 

semi-metallic and non-asbestos organic (NAO) 

brakes, the automotive aftermarket has had to adapt 

to market changes across all levels of distribution 

— not just in the types of brakes offered but also in 

the selection among good/better/best lines.

Chuck Pariano, manager of North America after-

market brake sales for Aisin World Corp. of America, 

both an OE and aftermarket supplier of Advics brake 

pads and brake systems, notes that the global market 

is steadily switching over to ceramics. “From the late 

’90s to the early 2000s, more and more passenger 

cars and light trucks have 

been moving towards ceramic 

pads, so their replacement parts are being 

manufactured [in ceramic] as well,” he says. “Taxi-

cabs, buses, and larger trucks, however, are staying 

semi-metallic.” 

With some estimates that as high as 70% of 

brake pads coming out of OE are classified as 

ceramic, the resulting ripple effect can be felt 

throughout the automotive aftermarket. However, a 

big problem attributed to ceramic formulations is the 

misconception that a ceramic pad and a premium-

quality pad are one and the same.

By David Halpert

Continued on page 22
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Part of this misconception stems from very basic differ-
ences between the warehouse distributor and jobber models 
of distribution, both in terms of shelf space and volume of 
inventory. A WD can have a warehouse area ranging any-
where from 50,000 sq. ft. to somewhere in the hundreds 
of thousands. With a jobber operating a business at no 
more than 5,000-10,000 sq. ft., space comes at a premium. 
Because WDs buy their parts on a grander scale from vari-
ous locations — primarily overseas markets — their bottom 
line for profits is largely commodities-driven, the same way 
a broker might purchase stocks on the TSX.

“There are damages and concerns that come when you are 
just going after the price segment of the market, because a lot 
of times you’re referencing some of the categories that are 
not typically known as premium,” says Ian 
Braunstein of Satisfied Brake Products 
Inc. “For example, there are ceramics that 
go into the aftermarket that are coming 
to the distributors as nothing more than 
a non-asbestos organic pad, but they call 
it a ceramic and sell it at a price point 
that creates confusion when it gets to the 
street — which is like saying, ‘If it comes 
in ceramic it’s got to be premium.’”

Not to say that this doesn’t happen 
at the jobber level, but again it comes 
down to a matter of scale. There’s a 
big difference between sending out the 
wrong type of brake pad to an individual 
service station or garage when compared 
to, say, a skid’s worth of brake pads that 
will eventually be in the brake systems of 
250 vehicles.

Quality, Not Quantity
In addition to the confusion pro-
vided by different formulation 
types (i.e., ceramics, semi-metal-
lics, and NAO pads) the quali-
ty of brake pads stocked across 
product lines can vary consid-
erably. How does one determine 
the appropriate inventory when it 
comes to satisfying your customers 
in the midst of ever-increasing grades 
and selection? What can be done?

In most cases, your better line (i.e., pre-
mium brake pad) will have the biggest cov-
erage. As far as economy-line brakes go, it’s 
a good idea to look at at least lesser cover-
age, just to have that loss-leader approach 
available. When dealing with your best line, 
make sure you have significant coverage, 
though not as deep as the better coverage. 
When you’re talking about later-model 
applications, or even very old applications, 
parts that are hard to get hold of are parts 
you should stock in your better/best cat-
egories — the consumer is ready to pay for 
the ability to get those parts.

“I believe jobbers have reduced the 
number of full lines they carry overall, but 
parts proliferation has increased the size of 

their inventory,” says Brian Fleming, director of marketing for 
Affinia Canada ULC. “Jobbers generally carry a complete line 
of premium as well as opening price-point products and fill in 
with specialty products (e.g., severe duty, performance) as their 
distribution area requires.”

Depending on whether you take a platform-specific 
approach or a vehicle-specific approach, there’s only the need 
to stock one part per backing plate number. The necessity to 
stock one part per application rather than having to carry a 
menu of types with the same plate number can provide you 
with more space and a reduced inventory.

“We’re typically in the area of 25-30% reduction in SKU 
count when compared to a traditional model, because on 
all lines we are also going vehicle-specific,” says Braunstein. 

Continued from page 20cover  story
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The Need for Brake Pad
Standards Hits Public Sphere

Last April, Jobber News editor and publisher Andrew Ross, authored a 

feature about the lack of regulatory standards entitled “Creep Groan: The 

Dark Art of Brake Friction Science and the New Push for Standards.”  The arti-

cle detailed the process for determining appropriate friction formulations, and 

the fact that there are no regulations determining the performance of aftermar-

ket brake friction, only voluntary industry standards. Shortly after publication, 

ABS Friction purchased the reprint rights to post the article on its website.

Flash forward nine months to a conversation between 

Rick Jamieson, CEO of ABS Friction in Guelph, 

Ont., and Gary Norris, a business reporter from 

the Canadian Press. Norris was referred by 

the Canadian Manufacturers’ Association to 

Jamieson on an unrelated story.  

When asked about his background, Jamieson 

referred Norris to the ABS Friction homepage. 

While touring the site, the reporter found and read 

the Jobber News article.  

“He thought it was a joke or something,” said Jamieson 

of Norris’ response to the lack of standards for brake pad regula-

tions. “It’s a free market for brake pads in Canada. I haven’t actually read the 

legislation but I know it factually, because I’ve been in the industry roundtable 

in the U.S. and they always quote that Canada and the U.S. are the two most 

developed nations that don’t have standards for brake pad regulation.”

The reporter checked on the veracity of the claims with government 

ministries, and wrote an article warning Canadian drivers to take care when 

selecting brake parts.

The story was picked up by Canadian Press and distributed across 

Canada in such news venues as CBC News and The Globe and Mail, and 

also prompted a series of radio interviews with Jamieson.
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“Because we’re matching material performance to the plate, 
there’s no need to duplicate for the plate number. That in 
itself will lead to a natural consolidation in the number of 
SKUs the jobber has to stock, which will allow him to turn 
his inventories more, carry less inventory, and improve his 
gross margin return on investment (GMROI).” 

Safety and Selling Up
With an estimated 20 million vehicles currently registered 
on Canadian roads, the need for competent brake pads to 
safely stop during both routine driving and emergency situ-
ations is crucial as we head into spring. 
With every new vehicle brought into 
operation, the potential market for 
replacement parts increases. 

 The location of your store is one of 
the most crucial factors with regards 
to your proximity to major suppliers 
— keep in mind it also contributes 
to the rate of brake fade (or lack 
thereof), as Pariano explains. “You 
will find in highly populated cities like 
Toronto, Montreal, and Vancouver, 
[there is] more starting and stopping 
with traffic, as opposed to more rural 
areas where there’s smoother driving. 
If you live on hilly terrain, as another 
example, you’re going to create great-
er wear than a highway driver.  These 
are factors to consider in terms of 
longevity.”

Quing Zheng, president of Newtek 
Automotive Distribution Inc. in 
Cambridge, Ont., recommends that job-
bers get driver-specific as well as vehicle-
specific when it comes to replacement 
pads. “Say you have two cars: one’s 
an F-150 that’s tripped out with fancy 
wheels, bed cover, with nothing other 
than a briefcase that goes in the bed. 
Meanwhile, another F-150 belongs to 
a plumber that carries 1,000 lbs of 
pipe and tools on a daily basis. Same 
vehicle, but two completely different 
brake requirements.”

While both model cars may be com-
pletely identical from an OE stand-
point, excess weight or towing applica-
tions — as is the case with the second 
F-150 — will not only require a differ-
ent formulation but possibly a differ-
ent type of brake altogether, since 80% 
of the brake work load is handled by 
the front brakes.

“By selling more premium products 
you have a lot of benefits, and that is 
product experience delivered to the 
customer installer, a reduction in the 
number of comebacks, quieter brak-
ing, and better performance. So as you 
move up you’re giving more quality to 
the end user. And for the most part 
the end user is prepared to pay the 

premium for the right brake pad that will deliver him the 
product experience that he requires,” says Braunstein. 

However, added to this grade/type confusion is the issue 
of safety, especially when you’re dealing with brake pads. Not 
only should you look for manufacturers who have a history 
in the aftermarket with a strong commitment to R&D and 
technology, but also who can help create a scenario where 
selling up means improvements to your product mix. 

The more you go premium, the more it creates a cycle of 
satisfaction for the ultimate end user, the consumer. 
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“The goal for subsequent training is to get them up 
another notch or two.”

T.J. Fontana, manager of training and operations for 
Tenneco’s Monroe ride control products, says that the right 
training will leave a lasting impression on the business, 
as long as it does more than offer on-the-spot, spoon-fed 
information. 

He says that programs like the Monroe 4 More training, 
that emphasize developing a business plan, can provide 
that longevity. (That training program was, incidentally, 
piloted in Canada.)

Customer and staff training programs that do not have a 
strong follow-up process are destined to fall short in the long 
term, he says. 

“They do great for a couple of weeks. And then things 
move on. As time goes by they forget about it. What we’re 
saying with the 4 More message is [the importance of] devel-
oping a business plan. Placing emphasis at the shop level on 
inspecting a vehicle. Or at the jobber level, having the coun-
terpeople talk to the shop owners and the consumers.”

market feature

ride control training

Class Is Out. Now What?
By Andrew Ross
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T here is no doubt that an effective ride-control train-
ing program can have very positive results while the 
lessons learned are still fresh in the heads of you, 

your staff, and your customers.
But how do you make sure that the impact of that invest-

ment in time and money continues long after the smell of 
pizza has faded from the classroom?

“I think it is a wonderful subject matter of keen interest,” 
says Mac McGovern, KYB America LLC, director of market-
ing, product, and training. “We as humans tend to launch 
something, get it going and then abandon it. Then we ques-
tion it later.”

He says that he has seen it often after training sessions.
“Front-of-mind awareness creates a spike. What we have 

seen is that the spike doesn’t come all the way back to the 
baseline. It comes down to a new level, and that is the new 
benchmark. We have created a new habit and effected a 
behavioural change. We don’t always get credit,” he says with 
a smile, “because it has become theirs. We have to identify 
that there is a recorded, data-driven increase. 
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The fundamental goal of the training being offered 
in the ride and drive programs and the 4 More business-
focused training is communications.

It is no accident that the Monroe program, and that 
of competitor KYB, both spend a great deal of time and 
effort to provide counterpeople, technicians, and service 
advisors with the communications tools to talk about ride 
control.

While the reputation for overselling has rightfully been 
left in the past, ride control still continues to be one of the 
few systems on a car that can be severely degraded, or even 
non-functional, and not disable a car. In the vernacular of 
the industry, it must be told to be sold.

Yet the image of ride control as being a “comfort” compo-
nent persists. 

“We know that there is a huge opportunity and we 
really talk about developing a business plan to gain that 
business,” says Fontana. “We want to communicate how to 
communicate to the customer. People think of it as provid-
ing a comfortable ride. We are trying to communicate that 
there is more than that, that it is providing safety to the 
vehicle.”

He adds that often people within the industry talk about 
keeping the tire in contact with the road, which is true, but 
that properly functioning ride control also provides control 
over weight transfer.

Weight transfer is inevitable in any braking or cornering 
manoeuvre, but failure to control it properly can have a 
dramatic effect on the braking and handling characteristics 
of a vehicle. 

While the research conducted into exactly those effects on 
behalf of Tenneco has largely faded into the background of 
discussions on ride control, and it has been a decade since 
USAC signed off on the test, the data is no less compelling 
today than when it was used to form the basis of the Safety 
Triangle concept — brakes, tires, ride control — that is still 
part of that company’s training ethos.

In one series of tests, vehicles equipped with one 50% 
degraded shock absorber and three fully functional units 
required 4.3% more time and 5.7% greater distance to 
brake from 100 km/h to zero over a bumpy surface. One 
popular SUV model required nearly 10% more braking 
time, and approximately five metres, when equipped with 
one degraded shock.

Research like this has caused all ride control suppliers to 
converge on the 80,000 km replacement interval.

But data is one thing. Real-world experience is another. 
“I know myself, when I did the first ride-and-drive, I was 

totally impressed,” says Dave Foreman of Foreman Auto 
Service in Langley, B.C. “I had a hard time selling shocks to 
people when they weren’t leaking.” But the comparison driv-
ing provided the unmistakeable proof he needed to believe in 
the sale — and to get his staff through training too.

Of course, it has been four years since he first experienced 
the program, and two since he last spoke to Jobber News 
about it. The staff at his business has changed some since 
then, too. And so has his outlook.

He agrees it has been a benefit to the shop, but as a veteran 
of this and many other training programs, he has additional 
views to consider. 

“I just find that the talk before was too much the same 
all the time. I feel that you would gain more by having 
more driving and more testing. In the first year you got to 
drive each car. In the next year you only got to drive some 
of the cars.”

Despite his call for more in-car experience, he does 

insist that there is a benefit. Still, he would like to see more 
rank-and-file staff take advantage — not just from his shop, 
but from all shops. 

“Service advisors and the staff in the shop need to get the 
benefit. A lot of times the bosses get to go, but the service 
advisor is the one on the front line, and the staff need to have 
confidence selling it.”

He says that he has seen it too many times where managers 
come back from a course all fired up, then only communicate 
to their staff a part of the program, and eventually allow the 
imperatives to fall by the wayside.

“If management stops pushing, the staff stops pushing. 
The manager goes off course, changes everything, then he 
drops off, then the staff drops off. There is one thing that we 
have learned over the years: you need to get going continu-
ally to management courses, and you must reinforce what 
you are doing.” 

For shop like Foreman’s, the experience following training 
is somewhat predictable. 

“Service advisors and the staff in the shop 
need to get the benefit. A lot of times the 
bosses get to go, but the service advisor is 
the one on the front line, and the staff need 
to have confidence selling it.”

—Dave Foreman, Foreman Auto Service

KYB’s McGovern explains that there is a rule of thumb, 
actually a series of three rules, that are consistently part of 
effective training.

“We concluded that wherever there was success, whether at 
the counter or the service provider, three things were consis-
tent: They believe in the sale; they have some communication 
system; and they ask for the sale.

“Whenever the three exist, they have already created a new 
behaviour that puts them into the higher category. Whenever 
any of the three are missing, there will be a much lower suc-
cess rate.”

He says, though, that over time, individuals can shift away 
from the methods they have learned. 

“They tend to move away from what you gave them and 
morph it into their own comfort level. We would call it a new 
habit. It is theirs and they are more comfortable with it. 

“If you increase their belief in the sale, if you give them a 
system that they can convert into their own, then the last thing 
occurs. We don’t tell them to ask them for the sale,” he adds 
— it’s not necessary, as they will do it on their own.

Still, he advises, it is important to keep on top of a category’s 
performance following training to spot a loss in effectiveness. 

“Periodic testing and periodic sampling is important 
— going back and comparing to the earlier data, and asking 
what new things [they] know. 

“If you do a comparison, you will usually discover that they 
trend away from good practices. Whenever I have taught an 
advanced level of anything, I am really teaching them to do 
the basics better. At that moment they are more receptive to 
sound practices. It moves them up to a new level.”
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A Clear View: 
Wiper and Lighting Opportunities

By David Halpert

For many consumers and jobbers, wipers and 
lighting often rank fairly low on the priority 
list. However, their importance in accident 

prevention cannot be denied.
Because the volume of sales of these products 

does not approach that of leading lines such as brake 
or chassis components, and they are easily accessible 
in retail stores, it can be challenging for jobbers to 
compete in these categories. And since space is often at a 
premium for jobbers, their inventory for wipers and headlights 
may be limited to only a handful of manufacturers.

Still, recent product innovations and new technological 
developments are changing the way wipers and headlamps 
are being sold into the marketplace, and may provide a more 
active role for jobbers to play due to the greater automotive 
experience of their staff compared to most retailers. But it all 
starts with having the right inventory, and the right approach. 
Here are a few things to consider when replenishing your 
inventory for spring.

Wiping the Market Clean

It’s hard to believe the first windshield wipers, invented 
almost a century ago, were operated manually from inside the 
car. And it was only forty years ago that a variable-speed wiper 
blade system was patented. 

Not only are they standard on every car produced, but 
many are being retrofitted with new beam (bracketless) 

technology blades for better visibility 
and longevity; and their importance to 
safety has made the jobber’s expert knowl-
edge of wiper blade technology that much 
more crucial.

“With modern windshields becoming more curved 
due to emphasis on aerodynamics for the sake of fuel 
efficiency, the most significant feature that bracketless 
technology offers is its even distribution of pressure along 
the entire length of the blade. The Icon combines dual 
rubber technology, an exclusive weather shield connector 
system, and an integrated aerodynamic wind spoiler,” says 
Tom Vasis, group product manager for Bosch Canada.

Up until a few years ago, beam blades only came equipped 
on luxury European vehicles (Audi, BWM, Mercedes-Benz, 
etc.). However, now they are also appearing on vehicles 
manufactured in North America. 

“At last year’s Detroit Auto Show, over 50% of vehicles 
came equipped with beam blades on them.  This is up from 
21% in 2006. Integral rear blades are equipped on 32% 
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of all new models,” says Randy 
Chukpa, marketing manager of 
Gates Canada Ltd.

Beam blades will retail for 
more than conventional blades, 
and while the unit cost is small 
when compared to other prod-
ucts sold in the aftermarket (e.g., 
tires, brake pads) the average 
price per unit will increase.

One important change to be 
aware of is the fact that the vast 
majority of beam blade applica-
tions have a unique wiper arm 
connection point. According to 
Trico, the jobber will have to carry additional part numbers 
dedicated to these specialty blades, on top of the 10 part 
numbers that are needed to retrofit older vehicles to this 
improved technology.   

Jobbers need to be sure to start carrying these specialty 
beam blades and rear integral blades, or risk losing out on 
these sales. While it may seem rather rudimentary, they also 
need to ask their customers, “When was the last time you 
replaced your wipers?”  It is recommended that wipers be 
checked every six months and replaced at least once a year. 
Unfortunately most consumers, on average, replace their 
blades every two and half years.

However, beam blades on average last longer than conven-

Continued from page 26

tional wiper blades. For instance, 
while Bosch recommends its 
Icon blades should be replaced 
every six months for preven-
tive maintenance, they last on 
average 20% longer and can be 
extended to an interval as long 
as 12 months.

With integral rear blades, 
jobbers can now capture addi-
tional sales that previously only 
the original equipment manu-
facturer could. “Most integral 
rear blades are uniquely shaped 
to the design of the wiper arm 

and/or have a unique connection style. Previously to Trico 
launching integral rear blades in its Exact Fit blade program, 
the only other source for these blades was the OE dealership,” 
says Chupka.

How HIDs are Entering the Market

For the past thirty years, halogen bulbs have been the standard 
lighting system for automotive headlamps, but the recent 
popularity of high-intensity discharge (HID) headlights has 
threatened halogen’s dominance in the marketplace. They 
produce 60 to 70% more light than halogens, but also con-
sume less energy.

market feature
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Facts & Other Tidbits
L ight-emitting diode (LED) technology for head-

lights is on the horizon. This may become a 

more cost-effective upgrade alternative to halogen 

luminosity and longevity. However, industry repre-

sentatives hold that mass production of LED head-

lamps is at least four to six years away.

What makes wipers especially difficult for jobbers 

to sell is the high rate of units sold at the retail level 

by stores like Canadian Tire. 

For DIYers who take it upon themselves to 

replace their own wipers, the Automotive Industries 

Association of Canada’s Outlook Study conducted 

by DesRosiers Consultants found that 61.5% of 

those surveyed purchased their units at Canadian 

Tire alone. 

However, for the DIFM market, 31.5% of wiper 

replacements were purchased from independent 

repair shops while 30.5% were purchased from new 

car dealers.

While these products are normally referred to as xenon 
headlights, it is in fact the xenon gas within the lamp that 
produces the light. Because HID lights rely on an electrical arc 
to yield light rather than a filament, it not only requires less 
energy but also has a comparable beam pattern to halogens.

Osram Sylvania estimates that in 2008, 37% of vehicles 
were offered with HID lighting systems as an option or part 
of a trim package, and almost 10% of vehicles sold in North 
America were equipped with HID headlights.

Their main hindrance in reaching more consumers is two-
fold. The average price range for HID systems is somewhere in 
the ballpark of $500 to $800, with those numbers expected to 
drop as more and more units enter the market. Also, if an HID 
headlamp is damaged, either from a collision or some other 
external factor, the entire unit has to be replaced, not just the 
bulb. This can amount to hundreds of extra dollars spent on 
repair costs, as opposed to a $20 replacement bulb change 
with halogen headlamps.

“HID systems also consume only 35W per bulb versus 55-
65W per bulb with the halogen. So it’s lower consumption, 
which means lower energy requirements, which translates in 
the end to lower gas consumption,” says Alfredo de la Vega, 
marketing manager for Hella Inc. “Halogen bulbs normally 
last between 500-1,000 hours, while HID could last an aver-
age of 2,500 hours, as much as four times that of halogen.”

Regardless, HID headlights are likely to become more 
prevalent in coming years, especially if manufacturers can 
reduce their expense. Aftermarket players should be aware 
of the opportunities surrounding this new technology. While 
the frequency of potential jobs may decrease, the per-unit 
revenues will likely escalate.
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Transfer Case Motors

A1 Cardone Transfer Case Motors are available 
for more than 220 domestic and import applica-
tions and cover more than 48 million vehicles in 
operation. Applications are available for Chevy/
GMC, Ford, Mazda, and Isuzu. All Cardone prod-
ucts undergo several levels of quality control and 
testing to ensure they meet or exceed OE specs. 
Cardone Industries
215-912-3000
www.cardone.com

Screw-Holding Hex Tools
The Wiha MagicRing screw-holding hex tool 
features a spring steel-hardened ring that holds 
onto the screw, and a hard chrome, durable, cor-
rosion-resistant finish that is precision-machined 
for exact fit. The tools are made from Wiha’s 
exclusive CVM hardened tool steel. They are 

NEW PRODUCTS
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held in a Prostar slide and tip-out key holder. 
The tools have a lifetime warranty. A 13-piece set 
and a nine-piece set are available. 
KBC Tools Canada
905-564-6600
www.kbctools.com

Spark Plug Testing

A.A. Electronics Corporation’s OK Spark Plug 
Sensor l uses exclusive Plasma Energy Event 
Recognition (PEER) technology to check for the 
presence of an electrical arc in the spark plug. 
According to the company, knowing that there 
is high voltage present does not guarantee that 
the spark plug has fired inside the cylinder. The 
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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
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tool simultaneously determines that high voltage 
is present and that the spark plug is firing under 
compression. The portable, hand-held tool can 
work in any engine that uses a spark plug, includ-
ing vehicles, motorcycles, boats, lawn mowers, 
chainsaws, snow blowers, and other equipment. 
The spark plug sensor also works with coil-on-
plug ignition systems.
A.A. Electronics Corporation
866-657-7275
www.sparksensor.com

High Output Electric Fans
Spal USA has introduced AP90 High Output 
(H.O.) Series electric cooling fans to improve 
airflow in high-static pressure applications 
including diesel trucks, racing, off-road vehi-
cles, and buses. A good example of a high-static 

pressure scenario is diesel pickup trucks. High 
airflow rates are required to cool not only the 
radiator, but also the charge air cooler, A/C 
condenser, and oil coolers. The AP90 H.O. 
Series fans are available in 11-inch, 12-inch, 
and 16-inch sizes. Throughout 2008, SPAL 
USA will introduce additional H.O. Series 
fans.
Spal USA
800-345-0327
www.spalusa.com

New Filter Packaging
New Purolator packaging has been introduced 
for the brand’s standard line of oil and air fil-
ters. This new packaging was created to help 
build sales through brand recognition and 
loyalty. It shares its design with Purolator’s pre-
mium PureONE package, but uses a blue back-
ground instead of PureONE’s gold. The new 
look is based on extensive market research, and 
is designed to clearly communicate the prod-
uct’s engineered performance characteristics. 
This new packaging 
is slated to be ready 
to appear on shelves 
by the second quar-
ter of 2009.
Robert Bosch LLC
905-826-6060
www.bosch.ca
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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

FEB product p30,31,32.indd   31 2/3/09   10:52:04 AM

http://www.sparksensor.com
http://www.spalusa.com
http://www.bosch.ca
http://www.pmlights.com


NEW PRODUCTS

24 wheel bands are designed to be used on 
both the low- and high-pressure sensor appli-
cations. 
Continental Commercial Vehicles & 
Aftermarket
610-289-0488
usa.vdo.com

Stretch Fit Belts

Gates Micro-V Stretch Fit belts deliver the ten-
sion needed to transmit power and maintain 
that tension over the life of the belt. The belts 
are easy to install, making them an efficient 
solution for dealers and service shops. Gates’ 
solution includes detailed installation instruc-
tions and installation tools. The belts provide 
the same reliable OE qualities, and include 
everything needed for installation including 
Gates technical support and access to cata-
logues and application data.
Gates Canada
519-759-4141
www.gates.com
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Coolant Leak 
Detection
Tracer Products’ TP-
3940 Dye-Lite Rite-Blend 
blended fluorescent leak 
detection dye can be used 
for both extended-life and 
conventional coolants. 
Approved by General 
Motors, this specially for-
mulated dye will not affect 
the colour of extended-
life coolants, helping to 
avoid improper mixing 
and possible damage to 
the cooling system. Rite-
Blend can also be used 
with any fluorescent leak 
detection lamp. The dye 

glows a bright green to show the exact location 
of the leak.
Tracer Products
800-641-1133
www.tracerline.com

Slow Refrigerant Leak Solution
LeakGuard is specifically formulated for slow 
leaks that can occur over a six- to 12-month 
period. It is completely compatible with R-

134a and R-12. As 
an oil-based sealant, 
it will not harden, 
crystallize, or clog 
the A/C system or 
recycle equipment. 
LeakGuard seeks 
out oxygen and air-
flow at the point of 
the leak and forms 
a permanent chemi-
cal weld at the leak 
point. Used as pre-
ventative mainte-
nance, LeakGuard 
will stay in the 

system as a high-quality lubricant until such 
time that a leak occurs. UView’s LeakGuard 
SpotGun Jr. Kit includes the patented SpotGun 
Jr. Injection System, adapters, and two cartridg-
es of Leak Guard. 
UView Ultraviolet Systems
905-615-8620
www.uview.com

TPMS Sensors
VDO Valveless TPMS sensors and wheel bands 
are now available from Continental for both 
Ford and Mazda low-pressure and Ford truck 
high-pressure applications. The VDO wheel 
bands and VDO sensor and wheel band pack-
ages are identical to the OE dealer part in fit, 
form, and performance. VDO Part Number 
SE57635 Low Pressure Valveless TPMS sensor 
offers broad coverage for 2006 and up Ford and 
Mazda vehicles; VDO Part Number SE57636 
High Pressure Valveless Sensor is available for 
Ford truck applications covering model years 
2008 and up; and VDO Part Number SE57714-
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paper, metal fibre, cordierite, or silicon carbide. However, if 
the soot is not removed by some means, the DPF can become 
plugged very easily. 

The DPF regenerates by oxidizing the particulates that are 
trapped in the filter. A DPF will do this in two ways. It will 
oxidize the particulate matter while the vehicle is being driven, 

G one are the days when more power 
from a diesel engine meant sup-

plying maximum air and as much fuel 
as possible to the engine cylinders. Back 
then it did not matter if smoke puffed 
from the exhaust pipe. Needless to say, 
harmful emissions were not a concern.

Today, we know all too well how 
exhaust emissions are bad for the envi-
ronment and bad for our health. Laws 
have been established to limit the harm-
ful emissions produced by both gasoline 
and diesel engines —and manufacturers 
have come up with some ingenious ways 
of reducing emissions. 

While advanced emissions control systems have been 
part of the gasoline-powered vehicle fleet for decades, 
major advancements to reduce diesel emissions have only 
recently come into common usage in North America.

Harmful diesel engine emissions come in many forms. 
Sulphur, for example, was one of the most potent poisons 
present in the exhaust. When the sulphur that is present in 
diesel fuel is oxidized during combustion, it forms sulphur 
dioxide. This sulphur dioxide, when emitted into the atmo-
sphere, can react with the moisture in the air to form acid 
rain. (If the exhaust piping on a vehicle was continuously 
rusting out, it could have been because the sulphur content 
in the exhaust gas was too high.)

To combat the negative impact of diesel combustion by-
products on the environment, starting in 2006, diesel fuel 
sold in North America was mandated to meet Ultra Low 
Sulphur Diesel (ULSD) requirements. This ULSD fuel has 
a maximum sulphur content of 15 parts per million (ppm) or 
0.0015%, which was a considerable drop from the previous 
Low Sulphur Diesel limit of 500 ppm.

Particulate matter is also a very serious concern, espe-
cially in diesel engine exhaust. This “diesel soot” is mostly com-
prised of unburned hydrocarbons resulting from incomplete 
combustion, and can cause respiratory problems in humans and 
in animals. 

The problem of particulate matter was addressed with the 
development of the diesel particulate filter (or DPF for short).

The DPF traps the particulate matter in a filter made of 

Knowledge Building:

For the Counterperson  February 2009

By Glenville Singh, Curriculum Developer, CARS

Diesel Emissions Control

A dirty DPF, the one on the left, will become 
less efficient and could become clogged if 
the regeneration cycle is not entered.

The diesel particulate filter (DPF) is a critical component 
in modern diesel emissions systems. 

FILTERED EXHAUST GAS
BLOCKED PASSAGES

PARTICULATE LADEN 
EXHAUST GAS

POROUS WALL 
MATERIAL
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Why can’t I get the
#%@#*specs I need?

Why can’t I get the
#%@#*specs I need?

Industry groups are working to correct
this problem but need examples to
move the issue forward.*

Report Every Incident.

Call 416-510-5203 and
let us know who you are,
where you work, type of car,
what happened and where
we can reach you.
.

This is an industry service initiative of
Jobber News, SSGM, Bodyshop
and l’automobile magazines,
part of the Business Information Group.

*Basic information will be shared with groups
working to correct this situation
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Frustrated with the lack of technical
information and proper tools when all you

want to do is fix the customer’s car?
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want to do is fix the customer’s car?C

M

Y

CM

MY

CY

CMY

K

FULL PAGE VERSION 1.pdf   10/1/08   11:18:05 AM

specs house ad p35   35 1/30/09   1:44:27 PM



Continued from page 34

36

in what is called self- or passive-regeneration mode, and if 
necessary while idling, which is termed active regeneration.

In the passive-regeneration process, while the vehicle is in 
motion the DPF will continuously regenerate as long as the 
exhaust temperature is high enough and all regeneration cri-
teria are met. The platinum or palladium catalyst in the DPF 
lowers the oxidation temperature of the particulate matter, 
making it easier to oxidize. Typically, diesel particulate matter 
in the presence of air oxidizes at a temperature of about 650 
degrees Celsius, but inside the DPF the catalyst reduces this 
temperature to about 300 degrees Celsius.

This passive mode is not always sufficient to keep the DPF 
from becoming clogged. However, the engine’s computer sys-
tem continuously monitors the DPF through a series of tem-
perature and pressure sensors. If the computer senses that the 
DPF is getting plugged and the passive regeneration process is 
not enough to burn off all the particulate matter, it will warn 
the driver with a lamp on the instrument cluster indicating 
that a park (or active) regeneration needs to be carried out. 

Keeping the DPF clean is so important that some manu-
facturers have programmed the engine computer to shut the 
vehicle down if the driver ignores the notification to employ 
the active regeneration cycle. 

To run an active regeneration, the vehicle has to be placed in the 
park position and the regeneration button pressed. Once the but-
ton is pressed, the driver does nothing but sit there until the regen-
eration cycle is completed. The cycle can last up to 40 minutes.

Active regeneration does not rely on the catalytic reaction 
from the platinum or palladium. 

This regeneration process gets its heat from diesel fuel that 
is injected directly into the exhaust stream or injected into the 
engine’s cylinder on an exhaust stroke. This fuel ignites in the 

exhaust system, generating the heat that is needed to oxidize the 
particulate matter. The use of a diesel oxidation catalyst (DOC), 
a device similar to a catalytic converter, also raises the exhaust 
temperature prior to entering the DPF. 

To further assist with this, the ECM will reduce airflow 
into the engine, adjust turbocharger boost pressure, raise 
engine speed, reduce fuel rail pressure, and retard the injec-
tion timing.

In the DPF, unburned hydrocarbons are oxidized, leaving the 
by-products carbon dioxide and water. However, the exhaust gas 
entering the DPF contains other materials such as engine oil. 
This engine oil and other inorganic materials, when oxidized, 
produce not only carbon dioxide and water but also leave an ash 
residue. This ash is trapped in the DPF and, for this reason, the 
DPF eventually will require servicing. This is why low-ash oil 
is required for engines using a DPF. Depending on the engine’s 
manufacturer, servicing can be the removal, cleaning, and then 
reinstallation or replacing the DPF assembly with a new one.

The DPF has to be replaced if it becomes poisoned or satu-
rated with fuel, coolant, or oil. For example, it can become satu-
rated with fuel if an injector tip is blown off, with coolant if the 
head is cracked, or with engine oil if a turbo charger is passing 
oil. If the DPF becomes poisoned, it will require replacement.

With the tighter environmental laws now in place and with 
manufacturers designing systems to meet them while still giving 
the needed performance, diesels are now running cleaner and 
greener than ever — respecting the earth we all share.

For more information on automotive technology, visit 
CARS OnDemand training at: www.cars-council.ca.

Not all jobbers 
were created equal. 

Call today: 
1-888-224-3834 

www.cars-council.ca 

Smart jobbers today are providing their customers with 
dynamic, on-line  OnDemand video 24/7 featuring: 

Automotive repair technical training 
Light/medium duty truck repair and service technical 
training 
Service related skills 

CARS OnDemand training will help differentiate you from 
the competition; strengthen your customer ties; improve the 
bottom line for installers; and, increase your own        
profitability. 

Funded in part by the Government of Canada's Sector Council Program 
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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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fundamental truths

Editorial
Comment

NEXT MONTH

I
have been hearing the same message from many corners of the business and 
financial worlds over the past little while: get back to fundamentals.

(I’ve also been reading about it in Golf Digest, but I don’t pretend to be 
able to do anything to fix your slice.)

The lack of attention to fundamentals is why so many companies get into 
trouble; it’s why the banks in the U.S. got caught short, ignoring whether 

companies have paid attention to business fundamentals is why the equities market 
continues to be so fractious.

So, while the folks down on Wall Street and Bay Street continue to play keep 
away with your retirement funds, it remains well within your grasp to ensure that 
you haven’t forgotten the fundamentals of your business.

Usually at this point I would write something like “assuming you pay attention to 
your customers,” or “assuming you haven’t completely lost your mind on pricing,” 
but these days I make no such assumptions.

I believe that in large part, many businesses have lost track of their own funda-
mentals. The word itself derives from the Latin word for foundation. So what value 
proposition was your business founded on? How closely aligned are your actions 
today to those guiding principles? 

The tough economic times have, I fear, caused many business people to forget 
those principles and to focus exclusively on their back shop finances. They hammer 
suppliers for pricing, they drive their own pricing down in the hope to retain busi-
ness, they cut inventories to the bone to generate turns, they cut back on deliveries, 
and they put their staff under an incredible amount of pressure to generate sales. 

Boil it all down to the nuts and bolts and what you can end up with is trying to 
sell from an empty shelf, or, even worse, a shelf full of products that will generate 
almost no profit because their customers don’t buy them, or won’t pay much when 
they do. 

And by spending so much time and effort focusing on the cost side of business, 
business people run the risk of forgetting about their customers. 

This is about as far from fundamentals as I can imagine.
What made any business successful, in any market, is service — products that 

bring value to their customers and enhance their customer’s position in the eyes of 
their customers or superiors — and that has to include additional services that they 
can use to build their business. It has to include reliable, quality products that you 
are prepared to stand behind. It has to include modern accurate inventory systems 
so you don’t disappoint them. It has to include quality, experienced counterpeople 
and outside sales staff who know the parts they are selling and how they fit into each 
individual customer’s needs.

And as we have all learned, it must also include a few perks here and there as a 
reward for their loyalty. 

Those are the real fundamentals, and they aren’t always apparent if all you’re 
doing is looking at how much things cost. 

What I am suggesting is not that you ignore the balance sheet, but that you work 
even harder now more than ever to ensure that you are providing your customers 
and your staff the tools they need to succeed, including a positive environment to 
work in and with. 

What is fundamentally important, and critical to your success, is not saving a 
penny here or there on a product, but whether your staff and customers are willing 
to support you because your business brings value to their business and their lives. 
That is what a strong foundation is made of and that is where your success lies. 

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

Our How to Sell 
Issue arrives in 
March with tips for 
Exhaust, Emissions, 
Chassis, Steering  
and More.
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WHAT DRIVES YOU IS WHAT DRIVES US. Thought NTK was just high-performance
Oxygen Sensors? Think again. NTK’s unparalleled
service ensures you always have the right parts
specifically tailored to your trading area, utilizing
our exclusive DesRosiers Parts Popularity*
program. So next time, instead of reaching for just
any oxygen sensor, reach for the one backed by
the industry’s most knowledgeable and technically
advanced team - NTK, the true professionals.
*DesRosiers Parts Popularity is the property of DesRosiers Automotive Consultants Inc.
*Contact “salesmanager@ngksparkplugs.ca” for an inventory analysis.

NTK Oxygen Sensors

SERVICE

“We’re known for quality but it’s our people that make the difference!”

ngksparkplugs.ca

®

TECHNICAL CERAMICS
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No matter where the vehicle is designed, engineered or manufactured, WIX® more

than likely has an oil, air, fuel or cabin filter for it. And not just any filter, one that

continues to break typical aftermarket stereotypes for fit, form and function. In this

great big world of foreign nameplate products, WIX means quality in any language.

A member of the Affinia family of brands: AIMCO • BrakePro • McQuay-Norris • Nakata • Raybestos • Spicer • WIX

WIX FILTRATION PRODUCTS - 1035 Industrial Road, Ayr, Ontario  N0B 1E0 - 519.622.4545

See the WIX distributor nearest you or visit wixfilters.com.
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