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“OBD-II was introduced in the mid-’90s, and 
even those early Canadian vehicles may need 
updates—reflashes, as we call them.

“We need to get better information to be able 
to survive,” he continued. “We have to purchase 
tools in the grey market in the U.S., as com-
pared to our friends in the U.S. who can get the 
information over the Internet in their shops and 
in their homes. We can’t get it in Canada.”

He said that his business recently pulled out 
of Ontario’s Drive Clean emissions program as a 
result of the issue.

“Most of the vehicles arriving for the test 
require a computer update prior to undergoing 
an emissions test, and we don’t have access to 
the tools and information.”

“A vehicle today is basically a computer on 
wheels,” said AIA president Marc Brazeau. “To 
properly diagnose a problem, you have to plug 
into the onboard diagnostic computer. That is 
the crux of the problem. We don’t have access 
to that to the extent that the dealers do, and 
that puts the aftermarket at a disadvantage. The 
Drive Clean program in Ontario, the people 
who run that program, should be concerned. It 
could lead to fewer Drive Clean facilities on the 
aftermarket side. And that would create a prob-
lem in terms of access to that service. 

“Of the vehicle fleet, a large percentage is 
affected today”—nearly 60% of the 18.4 million 
vehicles on the road—“but as the vehicle fleet 
ages, and those newer vehicles leave the war-
ranty period, the problem is only going to get 
worse,” said Brazeau.

“Restricting access to training, tools, and 
diagnostic repair services unfairly limits con-
sumer choice and results in negative economic 
impacts on legitimate vehicle repair shops and 
retailers selling a variety of automotive parts 
and services,” added Retail Council of Canada’s 
Oakey.

“During these times of economic difficulty 
for many Canadians, consumers are seeking the 
best value for their hard-earned dollars. This bill 
gives our members and other businesses in the 
automotive industry the opportunity to provide 
that value.”

How to Act on 
Right to Repair 

The Right to Repair 

website has a Web tool 

which allows members 

of the aftermarket to 

voice their concerns 

about Right to Repair 

to their Member of 

Parliament. Visit  

www.righttorepair.ca.

Automotive Industries 
Association of Canada 

president Marc Brazeau 
helped kick off the 

campaign in support of 
the Right to Repair Bill 

introduced by MP Brian 
Masse, at right.

Canadian Right to Repair Bill 
Gets a Boost

The Right to Repair Bill is gaining momentum 
with growing support from federal politicians, 
an industry-driven grassroots campaign, and a 
real chance to go to a vote.

Bill C-273, a private member’s bill, is designed 
to provide access to specialized tools and infor-
mation required for automotive repairs. While 
more than half of vehicle manufacturers do 
allow independent repair businesses in Canada 
access, more than 40% do not. This is in stark 
contrast to the U.S., where the independent sec-
tor enjoys access through a voluntary agreement 
with vehicle manufacturers.

Kicking off the campaign for support in 
Ottawa, Ont., bill sponsor MP Brian Masse host-
ed a news conference with Automotive Industries 
Association of Canada president Marc Brazeau, 
Retail Council of Canada vice-president of fed-
eral government relations Terrance Oakey, and 
several representatives of the automotive service 
provider community.

“The bill is affectionately known as the ‘Right 
to Repair Bill,’ and deals with original equip-
ment manufacturers and onboard diagnostic 
capabilities that are preventing some of the 
medium and small businesses across this coun-
try from being able to service vehicles appro-
priately,” said Masse. “As well as a competition 
issue, it is an environmental issue, as we see 
vehicles not receiving the service that they need 
right away.”

Masse said that the bill addresses the needs 
of the consumer and the service and repair busi-
nesses, but also protects the rights of those who 
have produced the vehicle systems in question.

“It has an approach that protects intellectual 
property,” he said. “It provides for a reimburse-
ment to the actual manufacturers, and it pro-
vides a steady stream of rules that we can engage 
in to make sure that businesses compete with 
open and fair practices.”

Repair facility owner André Chamberland, 
AC Auto Service, Rockland, Ont., said that the 
lack of widespread access is an ongoing problem, 
and not just with new vehicles. He offered up the 
fact that even 10-year-old vehicles may need com-
puter updates to keep them running properly, 
updates that they cannot always provide.
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Original Equipment Standards?

1.866.573.9889

This is How Our Friction Products 
Meet Original Equipment Standards! 

At Promax, we pride ourselves in providing friction products
that meet incredibly high standards that are consistent with
all Federal Safety Standards.  

We offer positive mold technology for high pressure use and
consistent material density. Our brake pads post-cured for
longer service life, chamfered, shimmed, slotted and
asbestos free. They are also free from dust and noise.

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

At Promax. we built our reputation on quality, innovation,
trust, delivery and price. We strongly believe in offering
friction products manufactured to stringent standards. 
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NGK Launches O2 
Sensor Recovery

NGK Spark Plugs Canada 
Limited has launched a 
program to keep oxygen 
sensors out of the waste 

stream.
The NTK Salvage Sensor 

Recovery Program is 
open to all technicians 

registered at the 
www.ntkssrp.ca website. 

Those who do participate 
can send old sensors of 
any brand in lots of 30 
and receive a $15 gift 
card for each lot. Gift 
cards are available for 
Future Shop, Home 

Depot, Wal-Mart, and 
Petro-Canada.

g     g     g

New Uni-Select Toronto 
Member

Uni-Select Ontario has 
announced the addition 

of Robert Automotive 
Supply in Toronto to 

its network. Located in 
Toronto’s west end, the 

business is owned by 
Robert Cabrala.

It is located at 1375 
Dundas St. West, 

Toronto, ON, M6J 1Y3, 
and can be reached by 
phone at 416-964-6876.

Alberta Apprentice Award Winners Named
The winners of the Northern Alberta Institute of Technology 
Highest Overall Achievement Award for Second Year 

Automotive Apprentices 
have been announced. 

Award sponsor Ware-
house Services Inc. says that 
the award recognizes the 
hard work of the second-
year automotive appren-
tices enrolled in the NAIT 
program. The selection is 
based on academic achieve-
ment, work attitudes, and 
work habits demonstrated 
in Shop and Lab work.  The 
first term of the year saw a 
tie between winners Chris 
Wladyko of Best Engines, 
and Lance Finnamore of 
Stony Plain Chrysler. 

All recipients receive a 
certificate of achievement, 
award plaque, and tool set 
presented by Warehouse 
Services Inc.

Scholarship Applications Online 
The Global Automotive Aftermarket Symposium (GAAS) 
Scholarship Committee is encouraging automotive aftermarket 
professionals to steer students pursuing careers in the aftermar-
ket industry toward the GAAS scholarship.

The application process is entirely electronic through the 
GAAS scholarship website, www.automotivescholarships.com. 

The deadline to apply is Monday, March 31st. 
GAAS scholarships were awarded to 115 recipients in 2008, 

including 10 awarded to students from Canada. 

Quaker State Positioned as Brand for Durability
Pennzoil-Quaker State Canada has announced a new position-
ing of the well-known Quaker State brand to focus on durability 
and the demands of the commuter.

The market positioning comes in concert with a doubling of 
the wear protection of Quaker State brand products. The new 
Quaker State positioning will apply to all Quaker State offerings, 
including conventional Advanced Durability, Higher Mileage 
Engine, Enhanced Durability synthetic blend, and Ultimate 
Durability full synthetic oils.

Key features of the repositioning include the new formula-
tion as well as updated packaging. In addition, consumer pro-
motions will focus on the “World’s Worst Commute” campaign 
to drive home the durability message.

The decision follows extensive consumer research, says 
Amanda Li, marketing director, Pennzoil-Quaker State Canada. 
That research found that concerns focused on durability.

“Consumers said that they drove a lot of hours, and some-
times in harsh conditions. They worried about how tough this 
was on their car’s engine.”

The positioning is part of a three-pronged “revitalization” of 
the brand, which also includes a move from the “Q” brand and 
back to the Quaker State identity to encompass all offerings, as 

Continued on page 7
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Synthetic Oil
MYTHBUSTERS

CONTEST

Enter the Jobber News

Test your knowledge of
synthetic lubricants for a

chance to win Castrol 
Prize pack from 

Wakefield Canada.

Presented by

More than ever, consumers are looking to
keep their automotive investment running
longer and more reliably. Do you know the
facts to help them decide?

The use of synthetic lubricants can have a
significant impact on the life of a vehicle.

RETURN THIS FORM TO US AT 416-510-5140
Name:_________________________________Business:______________________________________

Address:_____________________________________________________________________________

Phone:_________________________________Email:_________________________________________

Enter today for your chance to win a Castrol prize pack form Wakefield Canada.

Once a car switches to synthetic oil, it has to continue using it.

Most cars can use synthetic motor oils, whether new or old.

Synthetic oils resist oxidation better than conventional oils.

Synthetic oils are only designed for high performance engines.

Synthetic oils are only of benefit in hot conditions and climates.

True or False

well as a recommitment to the trade and channel 
partners. There will be a number of marketing 
tools provided to the industry to reinforce the 
messages throughout the distribution chain.

Canamotive Celebrates 25 Years
Canamotive Remanufacturing, Woodbridge, 
Ont., celebrated its 25th anniversary in 
February.

With virtually the entire staff on hand, com-
pany founder Paul Meleca paid tribute to the 
employees and family who have contributed to 
the longevity and success of the company. 

“We are here to honour you guys and to say 
thanks for being good employees and making 
Canamotive what it is today,” said Meleca at the 
gathering.

In addition to a champagne celebration 
for all staff, special 
honours were in 
store for long-service 
employees who were 
presented with fine 
engraved wristwatch-
es for their 20 years 
with the company.

Canamotive has 
grown from a 2,000-
square-foot facility 
in 1984 to its cur-
rent 36,000 square 
feet and supplies 
brake calipers, water 
pumps, and power 
steering pumps. 

Spectra Premium 
Announces Agreement with 

Lordco Auto Parts 
Spectra Premium Industries 
has announced that it has 
been awarded a radiator, 

condenser and heater core 
supply agreement with 
British Columbia-based 

Lordco Auto Parts.
“We are very excited to 

expand our customer base 
with the addition of Lordco 

Auto Parts, a leading 
Canadian full-service auto-
motive aftermarket retail 
and wholesale chain,” says 

Jason Best, vice-president of 
sales and marketing after-

market, North America, for 
Spectra Premium.

Lordco Auto Parts, which 
operates over 90 locations in 
British Columbia, is the larg-
est privately held automotive 
parts distributor in Canada. 
Spectra Premium is a North 

American leader in the 
manufacture of automobile, 
light-truck, and heavy-duty 

truck aftermarket parts.
Canamotive Remanufacturing management and staff gathered to celebrate 
25 years in business.
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Uni-Select president and chief executive 
officer Richard G. Roy has announced the 
appointment of Brent Windom as vice-presi-
dent, marketing and product development, 
North America.  Bringing nearly 30 years of 
experience in the auto aftermarket, Windom 
will oversee all marketing and product man-

agement efforts. He will also be responsible for customer-
related training, corporate store inventory management, 
and the company’s Web-based initiatives. 
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Continued from page 7

Evercoat Wins Supplier Honours 
from NAPA Canada and  

Sherwin-Williams 
Automotive refinish industry supplier Evercoat 
has been awarded major honours by Sherwin-
Williams Automotive Finishes and NAPA 
Canada. 

At its 2009 national sales meeting in Dallas, 
Tex., in February, Sherwin-Williams Automotive Finishes 
presented Evercoat with its prestigious Supplier of the Year 
award. 

“Each year we recognize our best supplier based on a num-
ber of key factors, including field sales and technical/training 
support, new product planning, and program support,” said 
Rob Gray, Sherwin-Williams director of associated products 
and distribution, at the presentation. “In 2008 Evercoat 
excelled in these areas. In addition, our sales team voted for 
Evercoat as Brand of the Year, in light of the excellent rela-
tionship between our salespeople and Evercoat’s sales staff.”

Also in February, NAPA Canada once again recognized 
Evercoat as a member of its 2008 Club 95. 

“NAPA Canada takes the opportunity annually to recog-
nize those NAPA suppliers that have provided exemplary ser-
vice through the awarding of our prestigious Club 95 awards,” 
said Tom Hunt, vice-president of product development. 

“We’ve been a member of NAPA’s Club 95 seven years in 
a row and we’re very proud of that,” said Marvin Gillfillan, 
Evercoat’s general manager. “To add the Supplier of the Year 
award from Sherwin-Williams is especially rewarding for our 
team.”

Evercoat received honours from Sherwin Williams and NAPA Canada 
in February. Here, executives from Evercoat and Sherwin Williams 
gather following their award presentation. From left to right are: 
Rob Gray, director, associated products and distribution marketing, 
Sherwin-Williams; Greg Ocampo, marketing manager, associated 
products, Sherwin-Williams; Gueary Preston, U.S. sales director, 
Evercoat; David Sewell, vice-president, marketing, Sherwin-Williams; 
Paul Clifford, vice-president, sales, Sherwin-Williams; and Tom 
Hablitzel, president and general manager, Sherwin-Williams.

APPOINTMENTS

Protecting our environment with HFC 134a

Forane 134a is a zero ozone depletion 
potential refrigerant with properties similar 
to R-12 and is used as a pure refrigerant in 
automotive air conditioning.

Arkema can help you and the environment … 
we are on the road to a better world.

Arkema Canada Inc. Fluorochemicals Group
1-800-567-5726

ForaneRefrigerants.com

THE BEST PRODUCT. THE BEST SUPPORT.
THAT'S THE FORANE® FORMULA.

On The Road
To A Better World
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W ith the downturn of the economy, I decid-
ed that there are 10 things that might be 

helpful in assisting you in upgrading your jobber 
company.

You may already be doing some or all of these, 
but here they are:

1) Ask your customers what’s important to them. 
Talk with your existing customers—don’t just 

assume you know what they want. Pick up the 
phone or send an email and ask, “What can we 
do better for you or your company?” In today’s 
environment your customers’ priorities may have 
changed, and chances are they will be delighted 
you phoned. How about doing a customer sur-
vey? Using Survey Monkey or Question Pro, and 
posting the answers on your website, says you are 
listening to your customers. 

2) Be strategic. 
In this downturn, many businesses are thinly 

funded and thinly staffed. Consequently, busi-
nesses get into the habit of reacting. Most of us 
spend too much time putting out fires instead 
of guiding our businesses’ efforts. Make every 
action create the business you want, not the 
business that happens. Set objectives with your 
employees, not just your managers. Bring in 
your team and write down some strategic objec-
tives, and visualize them in action. Tack them to 
the bulletin board and ask the team if you’re on 
track. It will help your company get focused.

3) Differentiate your business. 
Even if you are in an age-old segment of the 

jobber industry, you can differentiate it from 
your competition. This exercise should be done 
by writing down the phrase “our company, a 
business known for__________.” Trying to come 
up with a new definition that distinguishes your 
company for its uniqueness in 25 words or less 
will help you in your task. Share this information 
with your managers and employees. Remind 
them what makes your company unique. 

4) Partner with others where it makes sense. 
The phrase “no man is an island” is especially 

true in business. How can you work with suppli-
ers, customers, or complementary companies to 
achieve your common objectives? If the partner-
ship of efforts cannot be articulated in a few 
bullet points, do not spend time on it.

5) Learn a new technology. 
The sheer number of applications available 

for the jobber business, especially online, is now 

so great it feels impossible to keep up with. Do 
not give up because you feel overwhelmed.

Pick one new thing. If you have been holding 
back from learning how to design a brochure 
or how to upload video from your camera to 
YouTube, now is the time to learn. Pick just one 
thing at a time. Get good at whatever you picked. 
You will gain confidence that will help you tackle 
other technologies and software applications 
later on. Encourage your staff to do the same.

6) Start an e-newsletter.
Do whatever it takes to get a newsletter 

started. You can have multiple newsletters from 
different departments in your company sent to 
customers. Remember that email is best used 
for communicating with existing customers and 
contacts. Use a simple email marketing program 
like Constant Contact, Vertical Response, or 
Campaigner to manage your subscriber data-
base and compose professional-looking emails. 
Just get started. Remember, “out of sight, out 
of mind.” 

7) Cement relationships with key customers. 
It is far less expensive to get a new sale from 

an existing customer than to go out prospecting 
afresh to close a new customer. Make sure your 
relationships are strong. Work on them. In a 
recession, customers are your life vest. Consider 
holding an annual customer conference. 

8) Automate a process. 
We are always running into issues when it 

comes to accounting and invoicing that take up 
more time than we like. 

9) Spruce up your working environment. 
A cluttered workspace leads to a cluttered 

mind. Cleaning it up will make all of your 
employees feel better about their environment 
and themselves. 

10) Network, network, network. 
Online networking has replaced more than 

75% of in-person networking. You can reach 
lots of people you have never met and start up a 
relationship. You would be surprised how effec-
tive Twitter, Facebook, and LinkdIn can be for 
creating more website traffic.

So, what things are you going to do to 
improve your company this year? 

Top 10 Turnaround Tactics
What are you doing to ensure your success?

By Mark Borkowski

MONEY &
MANAGEMENT

Mark Borkowski is 
president of Mercantile 
Mergers & Acquisitions 
Corporation. Mercantile 
is a mid-market mergers 
and acquisitions  
brokerage firm.  
Mark can be contacted 
at mark@mercantilema.
com or (416) 368-8466 
ext. 232.
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It seems at times the prod-
uct market for chemicals 

and additives can appear a bit 
unwieldy. Forget for a second 
the wide assortment of items 
offered, the number of brands 
available across all product lines, 
or keeping up to date with the 
newest products being released 
by manufacturers each year. The 
fact is if you understand how the 
market operates, and you’re able 
to hone in on a select group of 
items, chemicals and additives 
don’t have to be as cumbersome 
as they first appear.

According to Richard Navin, 
national sales manager for 
Radiator Specialty Company in 
Mississauga, Ont., how you dif-
ferentiate your products is key. 
Navin explains that while rem-
edy products are a fairly straight-
forward sell, describing the finer 
technical aspects of chemicals 
and additives is quite complex.

“Technical information is not 
always as important [when sell-
ing] as highlighting the features 
and benefits of your products to 
customers,” says Navin. “Whether 
you’re dealing with installers or 
walk-in DIYers, you’re going to 
want to know what you’re talking 
about.”

While there are no jobber-
specific training programs on 
how to improve underhood 
chemicals and additives sales, there is no shortage of manu-
facturers willing to make the effort to inform their suppliers 
about their products. For example, Radiator Specialty holds 

MARKET
TRACKER
MARKET
TRACKER

KEEPING CHEMICALS AND
ADDITIVES MOVING

Education is key for retail and trade sales.
By David Halpert

an annual “learn and lunch” 
meeting at a jobber’s store that 
usually entails an hour-long ses-
sion, usually with pizza, where 
sales reps focus on half a dozen 
featured items to better inform 
and educate their clients. 

“[Professional-grade] addi-
tives aren’t a market where the 
products are purchased off 
the shelf,” says Adam Candido, 
Ontario and Maritimes region-
al sales manager for Kleen-Flo 
Industries Ltd. “What we do is 
go out and create the demand 
for a specific item. We have a lot 
of cutting-edge products that 
the public doesn’t even know 
they need, until our guys go out 
and let them know the benefits 
of those products. That’s how 
we do 80% of our business.”

Kleen-Flo takes it a step fur-
ther, by not only allowing job-
bers to invite their installer cus-
tomers to these sales meetings, 
but also by offering the meet-
ings whenever and as often as 
a jobber requests, sometimes as 
much as three times a year.

“We have incentive programs 
which their counterpeople can 
put in place on a monthly basis,” 
continues Candido. “A customer 
can call in and say, for example, 
‘We have a specific additive today 
on special,’ or ‘We can offer 
a promotional package with an 

incentive if this product is purchased.’ Get our people to work 
with your people. Help us educate [jobbers] and in turn it’ll 
increase your business.”
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“What [jobbers] need to do is a little more 
counter training,” says Mark Sceeles, national 
sales and marketing manager for CRC Canada 
Inc. “Get the manufacturers involved to train 
their personnel to understand the differences 
between one product and another. The other 
thing is to try to upsell to the service level.”

While it’s easier to sell a product that’s 
normally tied to a service (for example, brake 
cleaner to an installer customer performing 
a brake job), Sceeles notes the opportunities 
in upselling chemical/additives products that 
have the potential to affect the car’s overall 
performance to technicians.

“For example, we have an airflow sensor 
cleaner that jobbers can sell to service stations, 
where they can indicate to the techni-
cians that this is an upsell item. So [install-
ers] can in turn offer it to their customers 
as an added service to an oil change or 
regular servicing, since airflow sensors 
have a very large impact on fuel economy 
and horsepower.”

Most manufacturers are more than 
forthcoming when it comes to providing 
extensive product information online. 
This is in addition to the brochures, 
pamphlets, specs, manuals, and other 
related ephemera offered in print for-
mat. However, when it comes to jobbers 
taking advantage of this online material, 
it’s a whole different story.

“We send surveys to our customers on 
an ongoing basis just to see how we’re 
performing,” continues Navin. “And one 
of the questions is, ‘Would you prefer us 
to communicate with you via email in 
terms of newsletters, promotions, and updates?’ 
and you’d be surprised how low the positive 
response is.” 

Now, Navin isn’t saying that customers think 
Radiator Specialty’s online materials themselves 
are of poor quality—far from it. Rather, the 
number of customers who utilize these online 
modes of communication are mediocre com-
pared to printed information. While reluctant 
to give an actual percentage, Navin says that 
despite this setback, more jobbers are accessing 
their information online than they were as early 
as a year ago. The shift may be gradual, but it’s 
happening.

What hasn’t been gradual is the change in 
consumer driving habits, and that affects every 
aspect of the aftermarket. Recent economic 
uncertainty has led many people to decide to 
hold on to their cars, leading to a boost in pre-
ventative maintenance items such as lubricants 
and cleaners; but high fuel prices have also 
caused them to drive less overall.

“With gas prices down, consumers are likely 
to reverse the short-term driving pattern changes 
they made when gas prices were high, but it’s 
unlikely that the consumers who made more 
permanent changes, like changing jobs to work 
closer to home, will go back to their previous 
driving behaviours,” says David Portalatin, direc-
tor of industry analysis for researcher NPD’s 
automotive division. 

A recent survey con-
ducted by the NPD Group 
assessing the driving habits 
of over 1,300 consumers 
found that 60% of respon-
dents drove less overall as 
a result of high gas prices, 
while 49% took reduced 
(or consolidated) shop-
ping trips. However, now 
that gas prices have stabi-
lized (albeit, most likely 
temporarily), consumers 
are reluctant to revert 
to their previous driving 
habits.

While much of these products are sold at 
the retail level, jobbers can learn a thing or 
two about how to merchandise their products 
for the DIY and walk-in trade sales. Keep your 
displays clean, attractive, and well priced when 
it comes to the products you sell, and make sure 
the displays can be easily seen. Presentation 
and awareness are key, especially with walk-in 
customers. 

Also keep in mind, as we head into spring, to 
purchase more appearance and car care prod-
ucts: waxes, car washes, carpet cleaners, wheel 
cleaners, upholstery cleaners, and degreasers. 
At the same time, wind down inventories of win-
ter products like antifreeze, lock de-icers, and 
products specifically formulated to meet winter 
conditions. Many consumers, when spring finally 
arrives, haven’t cleaned their car for six months 
and see it as a chance to clean house (or in this 
case, clean car). These appearance products 
make for an easy sell from an otherwise loss-
leader market. 

While profits on these various products may 
be thin, don’t discount their importance or 
their potential for generating repeat business. 
Quantity of products sold is not always as cru-
cial as a thorough knowledge of products pre-
sented. Each customer is a chance to gain a sale 
today, and tomorrow.
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Continued on page 16

Despite the challenges wrought by the increased longev-
ity of original equipment exhaust systems, the replace-
ment exhaust market has remained relatively stable 

over the last few years. And yet many jobbers have taken 
themselves out of the game, leaving the opportunities to oth-
ers willing to put forth the effort.

“There’s still a big market out there,” says Jim Fox, national 
sales manager for Maremont. “We’re still producing and sell-
ing a lot of mufflers, pipes, and so on. [The market has], over 
the last few years, felt the impact of the increased quality of 
original stainless exhausts on most new vehicles,” he says, “but 
there seems to be a good market. People who have focused 
on it have actually shown growth. There are certain areas like 
performance and catalytic converters that are growth items.” 

This is not to say there aren’t challenges. Fox adds that 
improved OE quality and current economic conditions have 
their effect on all parts categories.

For the exhaust market specifically, though, the use of 
stainless steel original equipment parts and the resulting 
replacement rates of eight to 12 years, along with the trend 
toward direct-fit replacements, have led many jobbers to stop 
selling them due to their space-heavy attributes. 

However, a recent positive development has been a consoli-
dation of systems across multiple model years, easing inventory 
burdens. 

“With the diesel exhaust systems we sell, they’re design-
ing them now where they’ll fit more year models,” says Jim 

Cartwright, national sales manager for Jones Exhaust Systems, 
Inc. “A few years ago you were seeing kits that would fit ’01-’04 
models. Now they’re designing kits that fit vehicles from ’01-
’08 models. So they cover a wider range. Many companies are 
moving towards a one-piece-fits-all kind of thing.”

So where is the market for exhaust systems and parts? 
In fact, there are several areas where the jobber can com-

pete. The first is in the front pipes. While a stainless steel 
exhaust system is very resilient to corrosion, it doesn’t mean it 
won’t bend or crack. This is the case on some vehicles where 
there is a lot of vibration, but insufficient flex. 

Bosal North America, a manufacturer that specializes in 
both OE and aftermarket exhaust systems for import model 
cars, is one manufacturer that looks to improve on OE where 
necessary.

“We like to go with what the OEMs use to replace the exist-
ing piece. We don’t want to go against the OEM piece,” says 
Joe Mercanti, director of sales for Bosal North America. “In 
a lot of cases, though, what we do is we find pieces that are 
breaking from the OEM and [supply] something that’s good 
or better to replace it.”

Keeping within earshot of repeated failures from your 
installer customers on certain cars coming out of OE is impor-
tant. All the lab testing in the world cannot prepare auto 
manufacturers for long-term, real-world conditions. While 
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a new vehicle model is manufac-
tured from the ground up, often 
the same exhaust system is carried 
over from the previous model, 
with a few modifications added 
to conform to the new vehicle 
design. 

“There’s been a very steady 
[demand] in the muffler and 
exhaust pipe business sim-
ply because it’s under the car. 
Corrosion is a factor, there is heat 
from the engine, and there is an 
excess of fuel going through it,” 
says Brian Pyette, general manager 
of IMDA Group Inc. “However, 
where we’re finding the largest 
growth is in the components and 
converters. The converters by far 
have had the most rapid growth 
of any section of the exhaust line 
over the last five years.” 

IMDA stands for Independent 
Muffler Shop Dealer Association, which represents a total 
integrated supply chain from the muffler shop program. And 
while the buying group’s supplier is Grand Valley Automotive, 
Pyett does consulting work with IMDA on 
its jobber programs. He notes that January 
store-to-store sales are up considerably from 
2008, and that Grand Valley Automotive 
Warehouse is currently in expansion mode 
with double-digit growth.

Today, the part of the exhaust system 
that’s in greatest demand is the catalytic 
converter. Just how popular is this compo-
nent? Consider this: when two of the major 
distribution networks in Canada (Modern 
Sales and Bestbuy) decided to stop supplying 
exhaust systems altogether, the one part they 
continued supplying, according to Pyette, 
was catalytic converters. 

“If you take a look at our sales for 2008, 
the sales for the aftermarket portion of it 
were fairly strong. But the strongest areas for 
us were direct-fit converters. And the reason 
for that is you have a lot of OBD-II vehicles 
(’96 and ’97 models) starting to come of 
age. They’re getting to the point where they 
need replacement,” says Bill Shutt, emissions 
control manager for Tenneco Inc.’s Walker 
Brand. 

While it is technically part of the exhaust 
system, the catalytic converter is more aptly 
considered as part of the emissions system. 
A modern vehicle can’t function properly if 
it doesn’t have a working one, and it doesn’t 
have to rust out to be worn out. As people 
continue to hold on to their cars longer, man-
ufacturers will only see a rise in the sales of 
converters being sold into the aftermarket.

Shutt also discusses further details regard-
ing Walker’s Quiet-Flow mufflers and muffler 
assemblies that will be available later this year. 
“One of the things we announced back in 
November is that our Quiet-Flow mufflers 
and muffler assemblies will be moving to a 
stainless steel product in 2009. We really want 
to utilize that in our assemblies, which make 

Continued from page 14

it an even better product for the 
jobber.” 

Beyond the need for quality 
products, the real imperative is for 
installer customers to have the con-
fidence that their jobber can supply 
what they need, when they need it. 
This sentiment is echoed by Gary 
Nix, director of marketing for AP 
Exhaust Products Inc. “What you 
find is that those jobbers and dis-
tributors that are willing to make 
a commitment in the business are 
finding success with it. We’ve had 
a tremendous amount of growth 
and success and you’ve got to make 
a dedicated effort to go out and 
be known as ‘the exhaust guy.’ 
They’re not just going to come to 
you. What we’ve found is, along 
with our sales organization, and the 
organizations these jobbers belong 
to, that they find success because 

they’ve put forth that effort in the market.”
As is so often the case, you get out what you put in. 
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Performance Products: 
More Than Just Fast and Loud

What often distinguishes a performance product from a replacement 
product in the exhaust market is one simple question: “Is it a want item 

or a need item?” As people 
become especially frugal 
these days with their discre-
tionary income, performance 
can represent a cash cow, 
if you know what to sell and 
how to sell it.

It is important to remem-
ber that performance does 
not always mean more horse-

power and more torque. A performance exhaust system can be an incentive 
for better fuel efficiency for those who drive excessively.

“I think that the truck and muscle car market is certainly what is growing 
with performance. We’ve seen a lot of negative pressure on the import side 
of it. That market seems to be decreasing based on a number of different 
factors—certainly the trend has been more towards muscle cars and trucks,” 
says Jim Fox, national sales manager for Maremont. 

When you have a premium product in the performance end of the busi-
ness it’s all about brand, and brand dictates price. It’s something that people 
want to buy, no matter what the price is. 

“Make sure that that customer has the point-of-sale materials, so 
that he can promote the brands offered by that jobber, and also that the 
installer knows all the support tools that are available to him,” continues Fox. 
“Catalogues, websites, tech lines—there’s a lot of prime information that can 
help that installer maximize [the products’] potential.”
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AND IS LOCATED AT THE FOLLOWING ADDRESS:____________________________________________________________________

BUSINESS PHONE:(____)_________________________ HE/SHE HAS BEEN IN BUSINESS FOR APPROXIMATELY_____YEARS

AND I NOMINATE THIS PERSON FOR THE FOLLOWING REASONS: (attach a separate sheet if necessary)

BUSINESS SUCCESS: ___________________________________________________________________________________________

____________________________________________________________________________________________________________ 

___________________________________________________________________________________________________________

INDUSTRY INVOLVEMENT:
____________________________________________________________________________________________________________
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____________________________________________________________________________________________________________ 
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(Your Signature) _________________________________                (Date) ____________________________________________

N O M I N A T E  S O M E O N E  T O D A Y !

DEADLINE FOR NOMINATIONS: APRIL 30, 2009

NOMINATIONS ARE NOW OPEN FOR THE 

2009 Jobber of the Year Award

Simply mail or fax the form below to: Jobber Awards
c/o Jobber News Magazine, 12 Concorde Place,
Suite 800, North York, ON M3C 4J2    Fax: 416-510-5140

Jobber News has been honouring Canadians with the E.J. &  
A.E. Wadham Memorial Award, named in the memory of  
Jobber News’ founders, for 20 years.

Every year, the award goes to a jobber who exemplifies the 
qualities we value in the automotive aftermarket: success in business, 
community involvement, and industry involvement. If you know 
a deserving jobber, don’t hesitate to nominate him today. If your 
selection is chosen, you could win a dinner for two on us.

Use the form below, or write us a letter telling us why you believe 
your nominee fulfils the ideals of a jobber in today’s market. 

Our panel of industry experts will review all nominees past and 
present and announce the selection at an industry event yet to be 
determined, and online at www.autoserviceworld.com.

An in-depth profile of the award recipient will appear in the July 
issue of Jobber News Magazine.
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FIT, FORM, AND

FACT
Meeting Technician Imperatives in

Emissions and Tune Up
By Andrew Ross

Aftermarket emissions parts have come a long way since the oxygen sen-
sor first reared its ugly ceramic head more than 20 years ago. Unfortunately, 
technician confidence in them hasn’t come quite as far. 

The old perceptions of aftermarket parts being inferior to those parts 
available from the new car dealer, some undeniably rooted in fact, persist 
to this day. Beating those back may just be the jobber’s biggest battle in the 
emissions and tune-up parts market. Significant advances in terms of fit, 
form, and function have changed aftermarket parts greatly, leaving remaining 
doubts among your customers without much supporting data.

“There is an antiquated notion about the aftermarket and perceptions 
that aftermarket quality is somehow compromised, inferior to OE,” says Chris Harrison, product 
manager, NGK Spark Plugs of Canada Limited. And, he adds, even when quality is acknowledged, 
aftermarket parts are can still be viewed as somehow different from OE. It is a perception that the 
aftermarket has fought a long time to overcome.

In the aftermarket’s defence, Harrison offers the point that original equipment (OE) and what is 
offered through the original equipment service (OES) sector are not necessarily the same. 

“The OES channel can quite often be from a different supplier, not that that is necessarily bad. 
It is often not actually original equipment. There are supercessions and changes and consolidation 
within the OES channel just as there are in the traditional aftermarket. ”

Harrison’s point is an important one. One area where the aftermarket took a lot of heat a few 
years ago was in over-consolidating those early part numbers. Operating ranges of some parts 
were expanded to accommodate applications, and electrical connections were left up to the techni-
cian to restore with the ubiquitous pigtail. 

It didn’t leave many with the impression that the aftermarket was really in the game on a par with 
the OE players. But early discomfort with emissions repairs wasn’t all about the parts.

David Saxton, manager product program development at ACDelco Canada, traces the roots of 
some of those persistent impressions back to the early days of emissions control technology, where 
everyone, technicians included, was still learning the ropes. 
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“It started with the complexity of 
some of the repairs. Emissions-related 
repairs are in many cases intermittent 
and can be difficult to diagnose; there 
are so many other related potential prob-
lems that can pop up. As this whole 
field evolved, there was certainly a lack 
of knowledge and expertise within the 
traditional aftermarket community, and 
they weren’t able to properly diagnose 
the problems and, hence, fix them. They 
also had difficulty finding the correct 
components, and there may have been 
concerns over quality.” 

He says that there were also issues sur-
rounding cataloguing in the early days. 
Together, all these factors combined to 
cause technicians to seek comfort and 
confidence in going the OES route, all to 
keep comebacks to a minimum. 

Today, he says, technicians are more 
informed and better trained.

“Certainly now the components have 
been around for a number of years so 
the traditional aftermarket has caught 
up. But this is a field that is constantly 
innovating.”

Continuing on the point, Harrison 
suggests that the situation with the OES 
channel is much like that of the after-
market, where parts continually evolve and improve, and are 
then incorporated into the line-up.

“I can really speak about ignition wires. You would be 
amazed at the changes and evolution in ignition wire. Ford is 
a big one, where something works, but then they have a prob-
lem in the field, so there are changes. There can be three or 
four evolutions, and the OES product at that point becomes 
superior to the OE part.

“In reality, especially with the consolidation of suppliers, 
and only the strong surviving, many aftermarket programs 
are from the same suppliers as those supplying the OE. Very 
often it is the identical product.”

And as he mentions, it’s sometimes better than OE.
That need to improve a part can mean that even small 

things like connectors, wire gauges, or the basic appearance 
of a sensor can change. In any case, if these don’t match up 
exactly to what came out of the car, a technician might ques-
tion the part on any one of the fit, form, or function areas. 
And yet, often technicians are more reluctant to indict the 
OES channel for a change in appearance than the aftermar-
ket itself. And, of course, the aftermarket does have challenges 
that the OES does not always share: often, this has to do with 
acquiring the necessary information on the applications, as a 
separate issue from the parts themselves. 

Chuck Ruth, of Robert Bosch, draws attention to the fact 
that his company and others have worked hard to provide 
enough cataloguing detail to ensure that the right parts are 
recommended. 

“Bosch has taken an active role in supporting AAIA stan-
dards and participates in industry committees intended to 
help the development and promotion of universal parts clas-
sification standards, that help ensure that replacement parts 
are correct for the application intended,” says Ruth. 
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“We and some other suppliers are also updating inter-
nal systems to support the aftermarket electronic catalogu-
ing standard of ACES (Aftermarket Catalogue Enhanced 
Standard), which offers nearly 50 available unique vehicle 
attributes to choose from in order to correctly catalogue a part 
to a vehicle. This enables us to bring more accurate catalogue 
data to market more quickly. “

And yet he too understands that the ongoing improve-
ment in parts may throw some technicians a curve. 

“For instance, we now offer new-technology parts for 
older cars that give the technician the opportunity to 
upgrade performance and reliability. Two examples are our 
turbine-style in-tank fuel pumps and EV-6 fuel injectors, for 
older cars that originally used older technology. We explain 
that these parts may look a bit different from the original, 
but they will fit properly and function better and longer 
than the original part, while offering the performance and 
reliability of the latest model vehicle technology. This way 
service technicians can make an informed choice and offer 
the motorist upgraded technology.”

Which gets us right back to fit, form, and function.
“Using the terminology of fit, form, and function for the 

last dozen years is a cry from the installer to the aftermarket,” 
says Malcolm Sissmore, general manager and country direc-
tor, Delphi Product and Service Solutions.

“In a lot of cases, the aftermarket has done a very good job 
of fit and form, but when it comes to certain products, func-
tion is the defining characteristic.”

In a number of cases, he points out, the algorithms that 
drive the performance of sensors and control systems are not 
open to the independent aftermarket supplier, putting the 
onus on those with original equipment connections to bring 
to the aftermarket. 
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“It’s a function issue, and that is what is driving the 
service provider to the dealer. They need to have the 
same functionality to provide customer satisfaction 
going down the road.

“It’s amazing how many O2 sensors are bought from 
the dealer because the installer does not want to upset 
the engine management systems.” He says that some-
times jobbers forget how all-consuming that imperative 
is—and that it can trump all other factors. 

While nobody wants a comeback for any repair, 
where technology is concerned, there is no stomach 
for doubt. “Jobbers miss the boat if they didn’t make 
the leap to where vehicles are more technological and require 
their customer to be more savvy in troubleshooting,” says 
Sissmore. “When it comes to exhaust components, as long as 
it fits and the exhaust comes out the end, that’s totally accept-
able. There is no doubt factor. 

“But when you get into something that is more [concerned 
with] emissions, fuel, driveability, or creature comforts, where 
there are going to be customer satisfaction issues, they drift to 
the dealer.”

When taken together, the need to supply parts that meet 
the fit, form, and function imperatives demanded by your 
customers is really about confidence in you and the brands 
you are supplying. In large part, you don’t always get to decide 
how the math of that confidence equation works out. 

And it can work out differently for different customers. 
Doug Coates, vice-president 

sales, Lordco Auto Parts, says that 
his company has found success 
addressing those diverse needs with 
a multi-brand approach.

Coates, speaking in the midst of a 
changeover from the Niehoff to the 
BWD brand, both supplied by Blue 
Streak-Hygrade Motor Products, 
emphasizes the importance of this 
approach. 

“BWD will be our number-one, 
and ACDelco is there, most of it 
GM-specific, and there is Beck/
Arnley for the import applications.” 
And, he adds, Bosch is also part of 
the line-up.

“There are still probably a lot of people going back to the 
dealer, but I think that we are getting our share. 

“We still have a heck of a lot of people with cabinets in the 
field,” he says. “What we are discovering with the changeover 
is that there are still a lot of shops who think it is a good line 
to inventory. The mix of product has certainly changed over 
time, but there is still a strong stocking line [for] a lot of our 
customers. So the cabinets are key.”

Coates says that the multi-brand approach isn’t just driven 
by inventory coverage, but by brand preference. Yes, there is 
the preponderance of main, high-coverage aftermarket prod-
uct on customers’ shelves, but it doesn’t stop there.

“It is not uncommon to walk into a general repair customer 
and see a whole assortment of our brands. 

“Our best coverage is definitely BWD, and that works for a 
large percentage of our customer base, but there a lot of cus-
tomers who bring in a German car or another foreign car, and 
they are going to want to put on more of an OE equivalent.

“There is a lot to be said for being an import car specialist. 

It’s that European influence, probably more than Japanese.
“They know what the OE manufacturer is, in a lot of cases. 

One of the reasons we are happy with Beck/Arnley is that 
they do an extremely good job of having the identical part 
to OE. Our foreign nameplate sales are up huge.

“When it comes to emission control, we have choice for 
the customer. The lines complement each other. It helps us 
against the OEs and the import specialist warehouses.”

Beyond parts, an effective strategy in this category has to 
include information on the parts, and on the repairs. 

ACDelco offers the aftermarket the same training as it 
offers the dealers, for example, and companies like NGK 
have made it a central part of their strategy.

“We offer a ton of tools and training, not only to differentiate 
ourselves,” says Harrison. “We have driven home the quality idea, 

but more importantly, how to combat 
the old perceptions too. 

“We hold tech clinics and lunch-
and-learn sessions and come directly 
to the shop, where they learn a lot 
more than just not to go back to the 
dealer.”

However, he admits that overcom-
ing old ideas is tough.

“That’s what we need to fight 
through, and we think the only way 
of doing that is training. Some guys 
won’t change, but a lot will embrace 
it when you can show them. You really 
need to get these guys in the room.

“You have to take the approach 
that you are really just trying to make the tech understand, 
hand-in-hand with the fact that it is, 95% of the time, the exact 
OE part.”

Jobbers have become accustomed to focusing on the value 
equation they can bring customers---an approach often domi-
nated by price discussions. When putting a strategy together 
for this segment, you should never forget that the buying 
decisions of the service provider are driven by the need to 
execute an effective repair. If your customers are buying cer-
tain parts from dealers, even for specific makes of vehicles, 
that will be their overriding motivation. If you believe you 
can offer them an effective alternative, you should be telling 
them that. If you’re not sure, find out. 

And if what you have to offer doesn’t make the cut, it’s time 
to talk to your suppliers. 

Because, in the end, if you try to sell products that don’t 
contribute to a good customer experience, you’ll just be add-
ing credence to old negative perceptions that the aftermarket 
has spent so much time laying to rest.
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“When it comes to emission control, we have 

choice for the customer. The lines comple-

ment each other. It helps us against the OEs 

and the import specialist warehouses.” 
— Doug Coates, Lordco Auto Parts
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W ith the need to be on top of business 
issues more pressing than ever, attend-
ing this year’s Aftermarket Conference 

for Executives (ACE) promises to be even more 
important than ever.

The ACE event, being held at Niagara 
Fallsview Casino Resort in Niagara Falls, Ont., 
April 21 and 22, features some of the leading 
experts working in the aftermarket today, as 
well as long-time presenters speaking on indus-
try topics including sales, leadership skills, com-
munication strategies, technology, marketing, 
and media integration.

“We consistently hear from our members that 
ACE is by far the best conference of any they 
attend during the year,” says Deborah Moynes-
Keshen, vice-president of the Automotive 
Industries Association of Canada, which hosts 
the event. “The quality of speakers and content 
sets this conference apart. For any senior man-
ager in the industry this is a must-attend.”

This year’s annual keynote speakers 
include William (Bill) Pochiluk, president 
of Automotive Compass LLC, speaking on 
“What’s Next? The Outlook for the Canadian 
Automotive Aftermarket”; Dr. Robert Buckman 
with “Secrets for Sales Professionals”; Doug 
Keeley, CEO and chief storyteller with his 
lecture “The Mark of a Leader”; Odis Lloyd, 
the managing director of automotive licens-
ing for NASCAR, speaking on “The NASCAR 
Experience”; and Tom Wujec, fellow and prin-
cipal consultant for Autodesk speaking on 
“Return on Imagination, Visualizing Business.”

The two-day event will also feature a recep-
tion dinner, breakfast, and lunch, as well as the 
presentation of this year’s Distinguished Service 
Award, the association’s highest honour.

In his unique presentation, Wujec delivers a 
primer on the burgeoning practice of making 
strategy visible. Teams see the real dynamics of 
their business, understand the larger priorities, 
discover patterns, build new relationships, and 
see their impact on the company’s overall direc-
tion. Speaking with wit and accessibility, he helps 
reframe models of interaction (a process which 
has led to concepts such as the Long-Tail, Blue 
Ocean, and the Experience Economy), and 
leads through exactly how to formulate, clarify, 
implement, and measure the effectiveness of 
this new strategy. 

Doug Keeley is one of North America’s leading 
communicators, a serial entrepreneur, and a self-
professed “leadership junkie.” In his program, 
“The Mark of a Leader,” he reviews great leaders 
and looks at why they are considered great as well 

as the qualities that made them successful. Some 
examples include Lance Armstrong, Winston 
Churchill, the Beatles, and father/son tri-athletes, 
Team Hoyt.

William Pochiluk is a 
senior government and 
industry advisor who 
recently worked for the 
Canadian government to 
present an overview on 
the current car manufac-
turers’ situation. He will 
be talking about what he 
thinks will happen with 
the OEs, what the issues 

are facing the aftermarket, and the challenges 
and the opportunities that may arise from these 
historic times.

Of special interest is Dr. Robert Buckman’s 
highly practical (and outrageously funny) 

approach to communica-
tion. He provides concrete 
tools for managing difficult 
conversations, for closing 
reluctant customers, and 
for swaying uncoopera-
tive colleagues. Blending 
deadpan humour with his 
unerring sensitivity, he 
ensures that you will truly 
understand the “how” 
of effective communica-

tion with his lecture, “How To Be An Effective 
Communicator and Still Stay Stupid.”

Also on the list of presenters is Odis Lloyd, who 
spent the last 19 years in the automotive after-
market industry, first at Tenneco Automotive, 

and for the past nine years 
at NASCAR as managing 
director of its Automotive 
Group. Lloyd will present 
a high-energy viewpoint 
on NASCAR’s Canadian 
operations and plans. He 
will also talk about where 
the opportunities are for 
the sector as they pertain 
to the aftermarket.

“ACE consistently deliv-
ers quality, insight, and value,” says Moynes-
Keshen. “Our members leave feeling that their 
attendance was time and money well spent. We 
are often told this is by far the best conference 
they attend in North America.”
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ACE CONFERENCE  PREVIEW

EXECUTIVE CONFERENCE A SURE BET
Aftermarket Conference for Executives Set to Take Place at Niagara Fallsview Casino

By David Halpert

The 2009 Automotive 

Conference for 

Executives is set to 

take place April 21 

and 22 at the Niagara 

Fallsview Casino Resort 

in Niagara Falls, Ont. 

More information on 

registration and special 

hotel rates can be found 

at www.aiacanada.com 

or by calling the asso-

ciation in Ottawa, Ont., 

at 613-728-5821. 

Tom Wujec

Doug Keeley

William Pochiluk

Dr. Robert Buckman

Odis Lloyd
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Quick-Strut Assemblies 

The new Monroe units for light trucks and 
SUVs feature application-tuned Monroe Reflex 
struts pre-assembled with premium coil springs, 
robust bearing plates and other high-quality 
parts designed specifically for the vehicle. Each 
Monroe Quick-Strut assembly for a rear position 
on a light truck or SUV will be equipped with a 
precisely calibrated variable-rate coil spring for 
increased load-carrying capacity.
Monroe
(734) 384-7809
www.monroe.com 

Management Software 
Activant Eagle 18.1 
includes additional fea-
tures and expanded 
functionality such as 
the ability to quickly 
save and retrieve orders 
and quotes at the parts 
counter; custom pric-
ing calculation for 
non-inventory prod-
ucts; in-store gift card 
processing; and bar-
code package quantity 
capture, in addition to 
many other functions. 
These new capabilities 
are based on input from 

the growing base of distributors and storeown-
ers now relying on the Activant Eagle software.
Activant Solutions Inc.
(800) 380-9015
www.activant.com

Catalytic Converter

Cherry Bomb is expanding its high quality per-
formance line into aftermarket catalytic con-
verters in both universal and direct fit applica-

NEW PRODUCTS
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tions. All universal converters will be packaged 
in graphic retail cartons matching the Cherry 
Bomb performance exhaust line.
Maremont
(905) 453-6582
www.cherrybomb.com 
www.maremont.com 

Manifold Catalytic Converter Line

Bosal USA, Inc., now offers wider coverage with 
its growing manifold catalytic converter line. 
With over 37 SKUs, Bosal can provide replace-
ment manifold converters for popular domestic 
and import cars, SUVs, vans, and light trucks 
from 1982 to 2006. Applications include Chev-
rolet, Chrysler, Dodge, Ford, GMC, Honda, 
Hyundai, KIA, Lexus, Lincoln, Mazda, Mercury, 
Mitsubishi, Nissan, Saturn, Suzuki, and Toyota. 
Bosal Canada, Inc.
(800) 267-5644
www.bosalna.com 

Corner Unit Assembly

The Strut-Plus is a complete corner unit assem-
bly that eliminates the need for a spring com-
pressor thus saving precious bay time and labour 
costs. It includes the sometimes hard-to-find 
small parts (including the KYB Excel-G Strut, 
KYB coil spring, bearing plate, boot kit and 
bumper, and spring seat and isolators) and low-
ers the skill set required for strut replacement.
KYB America LLC
(905) 816-0011
www.kyb.com 

Multi-Purpose Borescope
Tracer Products has recently introduced the 
TP-9354 Cobra-4 multi-purpose borescope. 
The scope features a dual-head blue and 
white LED flashlight that enables technicians 
to inspect and leak check hard-to-see compo-
nents. A press-fit coupler allows quick and easy 
attachment of the flashlight to the borescope. 
The Cobra-4 has a super-thin 4mm, 36” shaft 
to inspect smaller orifices. Included with the 
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scope is a clip-on, angled inspection mirror, 
fluorescence-enhancing glasses, and three AAA 
batteries, in a sturdy plastic carrying case with 
foam insert.
Tracer Products
(800) 641-1133
www.tracerline.com 

Truck Bed Lock

Master Lock has announced its revolutionary 
new Truck Bed U-Lock locking system that safely 
and conveniently secures virtually anything in a 
pick-up truck’s cargo area. The U-Lock is a semi-
permanent and easily installed device whose 
locking body swivels 190 degrees for convenient 
use. The U-Lock is constructed of a hardened 
steel shackle with a lock body, and has a key 
cover to protect it from the elements.
Master Lock Canada Inc.
(800) 227-9599
www.masterlock.com 

Chassis Brand Unveiled
Affinia Global Brake 
and Chassis has officially 
announced the re-brand-
ing of its Spicer Chassis 
parts under the Raybestos 
name. Raybestos Chassis 
features redesigned pack-
aging, offers more than 
7,500 chassis SKUs and 
has more than 550 exclu-
sive parts. Raybestos Chas-
sis ball joints and tie rods 
feature friction-reducing 

synthetic composite materials that help reduce 
metal-on-metal contact and, as a result, require 
less maintenance.
Affinia Canada ULC 
(905) 405-0955
www.affiniagroup.com 

Electronic Refrigerant Scale 
The Uniweld ChargeTron unit is a compact, 
battery powered portable (7.2 lbs.) workstation 
that has a cast aluminum 9” square platform 
scale built into a high impact carrying case. 
The LCD displays pounds/ounces or 
kilograms/grams with two programma-
ble weight capacities (110 lbs. [50 Kg] 
or 176 lbs. [80 Kg]). The ChargeTron 
is powered by a 9-volt alkaline battery 
with approximately 48 hours of bat-
tery life. 
Uniweld Products, Inc.
(800) 472-3129
www.uniweld.com
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Continued on page 28

skittish at highway speeds and the steering wheel may not want 
to return to a straight-ahead position without prompting. 

Most noticeable is if one wheel has more positive caster 
than the other, as that wheel will pull toward the centre of the 
vehicle. This condition will cause the vehicle to pull or lead to 
the side with the least amount of positive caster.

Such a pulling condition can be evidence that a car has suffered 
damage severe enough to shift a suspension or damage a strut. 

Camber
Camber is the tilting of the wheels from the vertical when 
viewed from the front of the vehicle. When the wheels tilt 
outward at the top, the camber is positive (+). When the wheels 
tilt inward at the top, the camber is negative (–). The amount 
of tilt is measured in degrees from the vertical. Camber settings 
influence directional control and tire wear and are the most vis-
ible of suspension values. 

Camber is often the culprit when rapid tire wear is experi-
enced. For the more sensitive driver, improper camber settings 
can cause some serious handling anomalies. 

Normally, however, it can be considered that too much posi-
tive camber will result in premature wear on the outside of the 
tire and cause excessive wear on the suspension parts. Too much 
negative camber will result in premature wear on the inside 
of the tire and cause excessive wear on the suspension parts. 
Unequal side-to-side camber of 1° or more will cause the vehicle 
to pull, or with the most positive camber, lead to the side. 

Even on vehicles where camber would not be considered 
adjustable, in that there are no built-in adjustments, aftermarket 
solutions do exist. 

While certainly sagging springs or other worn components 
could be to blame, sometimes returning camber to factory set-
tings might be best accomplished through the use of strategi-
cally placed shims or “cam bolts,” that provide adjustments 
where none existed before.

Toe
Toe is a measurement of how much the front and/or rear wheels 
are turned in or out from a straight-ahead position. When the 
wheels are turned in, toe is positive (+). When the wheels are 
turned out, toe is negative (–). The actual amount of toe is nor-
mally only a fraction of a degree. The purpose of toe is to ensure 
that the wheels roll parallel. Toe also serves to offset the small 
deflections of the wheel support system that occur when the vehi-
cle is rolling forward. In other words, with the vehicle standing 
still and the wheels set with toe-in, the wheels tend to roll parallel 
on the road when the vehicle is moving. Improper toe adjustment 
will cause premature tire wear and cause steering instability.

There are also a number of other suspension measurements 
that can be referred to when executing a suspension alignment. 

Thrust Angle
This is the angle between the thrust line and centreline. If the 
thrust line is to the right of the centreline, the angle is said to be 
positive. If the thrust line is to the left of centre, the angle is nega-
tive. It is caused by rear wheel or axle misalignment and causes the 
steering to pull or lead to one side or the other. It is the primary 
cause of an off-centre or crooked steering wheel. Correcting rear 
axle or toe alignment is necessary to eliminate the thrust angle. 

With the tremendous beating that many Canadian roads 
have taken over the last winter, not to mention chal-

lenged municipal budgets, the record count of potholes big 
enough to swallow a subcompact is sure to play havoc with 
suspension systems.

When the wheel-to-pothole collision is great enough, parts will 
break and those customers will end up arriving at a service facil-
ity. But when the damage is less obvious, it can be just a question 
of pushing the suspension out of alignment, sometimes severely, 
which could signal a more expensive repair down the road.

For the counterperson, it is important to know the elements 
that go into an alignment, knowledge that can help you explain 
to car owners why their car doesn’t drive the way it used to.

First, it is important to know that suspension alignment is a 
simple concept, even if the actual job of ensuring it can be quite 
particular. It involves three key measurements: caster, camber, 
and toe. 

The vast majority of alignments focus only on toe, as caster 
and camber are often set at the factory and are not adjustable, a 
consequence of widespread use of the McPherson strut. 

However, the lack of factory adjustability does not guarantee 
that caster and camber will remain perfect. 

Caster
Caster is the tilting of the uppermost point of the steering axis 
either forward or backward (when viewed from the side of the 
vehicle). A backward tilt is positive (+) and a forward tilt is nega-
tive (–). Caster influences directional control of the steering, 
helping to provide “automatic centring” of the steering wheel. 
It also provides more stable handling over road bumps. 

However, when a car has sagging springs or is overloaded, 
the effective caster of the front wheels can change. 

In general, an increased positive caster is not so noticeable for 
the driver, but if too little positive caster is dialled in—if the rear 
of the vehicle is higher than stock, for example—steering may be 
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If that is not possible, using the 
thrust angle as a reference line 
for aligning front toe can restore 
centre steering. 

Included Angle
This is the sum of the cam-
ber and SAI angles in a front 
suspension. This angle is mea-
sured indirectly and is used 
primarily to diagnose bent sus-
pension parts such as spindles 
and struts.

Steering Axis Inclination (SAI)
SAI is the angle formed by a line that runs through the upper 
and lower steering pivots with respect to vertical. On an SLA 
suspension, the line runs through the upper and lower ball 
joints. On a McPherson strut suspension, the line runs through 
the lower ball joint and upper strut mount or bearing plate. 
Viewed from the front, SAI is also the inward tilt of the steer-
ing axis. Like caster, it provides directional stability. But it also 
reduces steering effort by reducing the scrub radius. SAI is a 
built-in nonadjustable angle and is used with camber and the 
included angle to diagnose bent spindles, struts, and poorly 
located cross members.

Kingpin Offset/Scrub Radius
Kingpin offset is the distance from the centre of the wheel con-
tact face to the intersection point of the kingpin extension. The 
line through the centre point of the spring strut support bearing 
and the control arm ball joint corresponds to the “kingpin.” 

The scrub radius is influenced 
by camber, kingpin angle, and 
wheel offset of the wheel rim. 
This is set at the factory and is 
not adjustable. 

Setback
Setback is the amount by which 
one front wheel is further back 
from the front of the vehicle 
than the other. It is also the 
angle formed by a line perpen-
dicular to the axle centreline 
with respect to the vehicle’s 

centreline. If the left wheel is further back than the right, set-
back is negative. If the right wheel is further back than the left, 
setback is positive. Setback should usually be zero to less than 
half a degree, but some vehicles have asymmetrical suspensions 
by design. Setback is measured with both wheels straight ahead, 
and is used as a diagnostic angle, along with caster, to identify 
chassis misalignment or collision damage. The presence of set-
back can also cause differences in toe-out on turn angle readings 
measured side to side. 

Ride Height 
Ride height is the distance between a specified point on the 
chassis, suspension, or body and the ground. Measuring ride 
height is an indirect method of determining spring height, 
which is important because it affects camber, caster, and toe. 
Low ride height indicates weak or sagging springs. Ride height 
should be within specifications before the wheels are aligned. 
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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 / emzone Refrigerants
www.emzone.ca
Eco-friendly, non-ozone depleting 
and system safe. The emzone 
quality A/C Refrigerant product 

line includes stop leak, system conditioner, oil 
charge, UV dye leak detection, and dryer offering 
colder vent temperatures, improved system 
efficiency, lower head pressure and greater gas 
mileage. Ideal for cars, trucks, SUVs and tractors.

  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.

Marketplace
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THE BIG PUSH

Editorial
Comment

NEXT MONTH

A
s I write this, real progress is being made in the Right to Repair battle, 
and yes, it is a battle.

The Automotive Industries Association of Canada and other groups 
have been very active both on Parliament Hill in Ottawa and in drum-
ming up action within the industry. 

While it took a while to figure out a method that would get people 
to register their concern over the issue in a way that actually achieved results (they 
wouldn’t sign petitions unless they were literally shoved under their noses, and only a 
handful ever called a hotline I set up for the purpose), the experience with the online 
“Election Toolkit” in advance of last fall’s federal vote was very positive.

And, to its credit, the AIA built on that model and has created the Right to Repair 
Toolkit, so you can register your concerns over Right to Repair by sending a letter to 
your MP. (Check it out at www.righttorepair.ca). That has already been tremendously 
successful, blowing through successive targets of 1,000 and 2,000 letters—and prob-
ably 5,000 by the time you read this.

The timing of this issue of Jobber News precludes me from knowing how the private 
member’s bill currently on the docket will fare when it comes before the House for 
initial debate, scheduled for early March, but I can offer this: I am impressed by the 
action taken to get the issue before the elected members. Regardless of whether the 
bill gets into law—which is still a long shot for any private member’s bill, especially 
one advanced by an opposition party member—when the next election arrives, there 
will be a much greater awareness of Right to Repair among the politicos, and more 
importantly, how much support there is for it, than ever before.

I have had the dubious privilege of participating in the MP meetings on the issue, 
and I can tell you that there has been some polite support, but I never felt that there 
was much in the way of real commitment even a few years ago. 

I believe we are all about to see a significant change. 
By the time you read this, the issue will have been debated for the first time in pub-

lic, in the House, and that is a huge step forward.
The challenge for us all is to maintain that momentum—and to keep the pressure 

on.
In times of economic difficulty, it is my firm belief that the consumer’s choice, and 

the consumer’s wallet, is of special concern among politicians. Right to Repair can 
save consumers money without costing the government a dime.

We need to keep reminding our MPs of this imperative, and to commit to voting 
with the best interest of yourself and your industry at heart. If your MP doesn’t sup-
port you, why vote for him? Let him know how you feel. 

And don’t stop there. Remind him that no other sector of the automotive industry 
is represented in as many communities as the automotive aftermarket. It touches more 
local economies and more lives in more cities and towns than all the new car dealers and 
automakers combined. Remind your MP what that really means.

And, if you believe that Right to Repair is important enough for you, your trade 
customers, and the consumer, resolve to vote only for those who support it. 

The Right to Repair bill is expected to go to a vote in April or May. If your MP 
hasn’t supported it before, tell him he has to change his vote or you’ll change yours. 
That’s a language a politician understands.

The spring and summer of 2009 is a crucial time for Right to Repair in Canada. 
There may never be a better or more important time to push hard.

We cannot let it pass by without a solid effort from everyone in the industry.

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

The First Annual 
Industry Benchmark 
Survey will headline 
in April, plus  
Green Performance, 
and more!
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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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