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to forget,” he continued, 
“is that we have not been as 
overdealered in Canada as 
they have been in the United 
States.”

Despite some reports 
that Chrysler would close 
anywhere between 25% and 
half of its dealer network in 
Canada, Gauthier went on to 
say that Chrysler, which has 
approximately 400 dealers in 
Canada versus some 3,500 in 
the U.S., had not indicated 
any firm plans regarding 
changes to the dealer net-
work in Canada.

“We have a very different 
kind of network in Canada,” 
he added. “That’s the kind 
of thing that manufacturers, 
as they negotiate with the 
Canadian government, need 
to keep in mind.

“There will have to be some rationalization 
for sure. But let’s be sure we don’t go overboard 
and arbitrarily cut dealers just because they are 
doing it in the U.S.”

While initial talk of dealer network changes 
equated the loss of franchised dealers with busi-
ness closures, a different picture is emerging.

Many dealers are vowing to stay open. One 
example has Robinson Pontiac Buick in Guelph, 
Ont., looking to continue in different form. It 
will lose its right to operate as a GM dealer-
ship at the end of this year after more than 
four decades, but will stay open as a used-car  
store or join another automaker, according  
to management.

Calgary’s Stampede GMC Pontiac Buick is 
also looking to continue as a changed business. 

“Stampede GMC, after October 2010, will 
not be continuing with GM based on the 
information we have now,” Glen Bridarolli, the 
dealership’s general manager, told the Calgary 
Herald. “The only thing that’s really changed for 
us, honestly, is that we don’t sell General Motors 
cars anymore, as of next October.”

The dealership has had a transition plan 
in place for a year, he said, and was talking to 
other manufacturers. 

No employees will be laid off at this time, 
and Bridarolli said in fact he’s hiring for the 
dealership’s Springbank bodyshop business and 
used vehicle sales centre.

“What we look like today won’t be the same 
in two years, but there will be sales jobs, there 
will be technical staff jobs, there will be admin-
istrative jobs, and we have every intention of 
moving forward,” he said. 

Car Dealers Get the News
On Closures

In stark contrast to the handling of dealer 
closings in the U.S., where General Motors 
published the names of companies whose 

franchises weren’t to be renewed, General 
Motors of Canada announced that it would 
close 240 dealers by 2010, but left it up to deal-
ers to break the news to their communities.

According to reports, GM says its goal is to 
reduce its dealer network here by 42% through 
closures, mergers, and acquisitions. This means 
that in addition to the closures of which GM  
has already informed dealers, another 60 deal-
ers could be subject to changes. 

GM has said that the focus of cuts has been 
urban markets such as Toronto and Vancouver, 
where the “overdealering” issue has been noted 
for some time.

The announcement, made in late May, came 
on the heels of similar announcements in  
the U.S.

South of the border, GM informed some 
1,100 dealers that their franchise agreements 
weren’t going to be renewed.

That announcement followed similar news 
from Chrysler in the U.S., which said it will drop 
768 dealers from its network.

However, Canadians were cautioned not 
to make too many assumptions about the 
Canadian dealer situation based solely on the 
U.S. experience.

“With regards to Chrysler, it is not expected 
that they will have anything near what they 
have done in the U.S.,” Canadian Automobile 
Dealers Association president and CEO Richard 
Gauthier told CTV’s Canada AM co-host Beverly 
Thomson. “I think what a lot of people tend 
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Recent NAPA Signings
NAPA Ontario Region 

has announced  
additions to its network.
Earlier this year, 34-year-
old business Jack Dow 

Auto Supplies of Niagara 
Falls, Ont., joined the 

NAPA network. 
Eleanor Dow, son Rob, 
and daughter Terry are 

all involved in the family-
owned Jack Dow opera-
tion, though Rob Dow 

has now assumed the role 
of managing the business.

Also, Ideal Supply 
Company, based in 

Listowel, Ont., added two 
former associate stores, 

in Keswick and Jackson’s 
Point, to its expanding 
network of branches.
In addition, Ware’s 

Automotive & Industrial 
Supplies in Acton, Ont., 
owned by Jim and Barb 
Ware and sons Dave and 
Tim, joined the NAPA 

group December 1, 2008.

g     g     g

Wix Filters to Distribute 
No-Toil Bike Filters

Wix Filters has signed an 
agreement with No-Toil 
to provide increased dis-
tribution of its dual-stage 
foam air filters for appli-

cations across Honda, 
Kawasaki, Yamaha, KTM, 
Arctic Cat, Polaris, and 
Suzuki bikes and ATVs. 
The Wix/No-Toil filters 
are supported with an 
eight-page catalogue 
highlighting product  

benefits and listing all 46 
part numbers and 158 

applications. Visit  
www.wixfilters.com  

to view the catalogue.

Canadians may see a lot more signs like these as some car dealers, faced 
with the loss of their franchise, opt to change their business model rather than 
disappear entirely.
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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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Green Earth Technologies 
Signs Distribution Deal

Green Earth 
Technologies, a manu-
facturer and marketer 

of environmentally safe 
consumer packaged 

goods and products, has 
announced a distribu-

tion deal with Sustainable 
Earth Products 

International, Ltd., of 
Hamilton, Ont. (SEPI). 
Under the agreement, 
SEPI will be the master 

distributor of the full line 
of “G”-Branded products 

to Canada.

g     g     g

Beck/Arnley Adds  
426 Part Numbers
Beck/Arnley has 

announced it has added 
426 new part numbers 
to its line of premium 

quality, genuine foreign 
nameplate products in 

the first quarter of 2009. 
The new numbers can be 
downloaded in either PDF 
or Excel format by visiting 
Beck/Arnley’s website at 
www.beckarnley.com. The 

new numbers are also 
available on Beck/Arnley’s 

Web catalogue at  
www.beckcatalog.com.

g     g     g

Tickets Currently on Sale for 
the NAPA Auto Parts 200

Tickets for the NAPA Auto 
Parts 200, presented by 
Dodge, at Circuit Gilles 
Villeneuve on August 
29–30, 2009 are cur-

rently on sale. To order 
tickets for the NASCAR 
Nationwide event, call 

(514) 397-0007 or  
order online at www. 

circuitgillesvilleneuve.ca.

Jamie’s Autopro Auto Service in Val Caron, Ont., was honoured as the Autopro 
of the Year at the 2009 Ontario NAPA Autopro Convention. On stage for the 
presentation were (l-r): Germain Beaudry, territory sales manager, Northern 
Ontario; Russ Gougeon, NAPA Autopro Coordinator, Ontario; Kevin Herron, 
regional vice-president, Ontario; Donna and Jamie Ernst, owners, Jamie’s 
NAPA Autopro Auto Service; Robert Hattem, president and COO, UAP Inc.; 
and Jeff Bradley, manager, NAPA Sudbury.

Sudbury-Area Business Named Top Shop  
at Ontario NAPA Convention

Jamie’s Autopro Auto Service in Val Caron, Ont., was named the 
Autopro of the Year at the 2009 Ontario NAPA Autopro Convention 
in Niagara Falls, Ont. 

Owners Jamie and Donna Ernst gave strong words of support 
for the benefits they received through their association with the 
Autopro program. Calling NAPA a “silent partner in their business,” 
the owners say that it has helped their 16-year-old business in every 
way imaginable.

Jamie Ernst selected the Dave Meunier training as one highlight. 
“The three-day training from Dave Meunier was the single biggest 
thing we have done for our business.”

Wife and co-owner Donna Ernst says that the management servic-
es have helped on a number of levels. “We can plan here in advance 
and be a lot more consistent,” she says. “ProShop has shown how we 
can manage our shop and our employees better.”

Other Autopro shops honoured included Leadership Award win-
ners Roy’s Service Centre, Orangeville, Ont., Bob Berg Autopro in 
St. Catharines, Ont., and Dr. H Automotive in Etobicoke, Ont.

Attendees of the convention were treated to a full day of busi-
ness training and exposure to Autopro programs, as well as trade 
show exhibits.

Among the days’ events was the freeform Business Development 
Group session. Dave Redinger, owner of Dr. H Automotive and a key 
facilitator at the session, said that the biggest concern of many shops 
was grants and funding—“how to qualify and how to get it,” he said.

That fact was also a highlight of the J.D. Power and Associates ses-
sion on the Autopro “360 Program,” which enables shops to discover 
where they may be lacking in customer service and how to improve. 

Frank Meiboom’s M&R Auto in Trenton, Ont., served as a case 
study for the presentations. Though his is an excellent shop with an 
excellent customer service score, Meiboom still found that subscrib-
ing to the site analysis uncovered some deficiencies and ways to 
address them.

Meiboom said that the service cost him $1,700, but he was able 
to recover some $1,500 of that through municipal business grant 
programs.

The benefit was that, from September to March, the facility raised 
the number of customers who rated their experience above average 
to 44% from 33%, with specific improvements in service advisor 
interaction.

“This isn’t a Trenton thing,” said Ryan Robinson of J.D. Power 
and Associates. “It’s not an Ontario thing. It’s a Canada thing.

“We need to excite and delight and keep exceeding customer 
expectations. We want to keep customers coming back so we can 
keep taking as much money as we can out of their wallets.”

The organization also rolled out its Autopro television commer-
cials, which feature seniors engaging in youthful activities as a way to 
show how the organization can keep cars young.
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For more on these and other stories, log on 
daily to autoserviceworld.com

Auto-Camping Adds 
Fuchs Products

Auto-Camping Ltd. has 
announced that it has 
become the exclusive 
distribution partner 
in Canada for Fuchs 
Petrolub automotive 
engine, transmission, 
and gear oils. Auto-
Camping Ltd. is a 

warehouse distributor 
specializing in OE qual-

ity replacement parts  
for German and  

Swedish cars. 

g     g     g

Permatex Launches 
New Consumer Website
Permatex has released a 
new consumer website 

(www.bestdressednation.
com) as part of a major 
marketing campaign to 
promote its No Touch 
appearance chemicals 
line. The website will 

include No Touch 
product information, 
updates, applications, 
and usage, new prod-
uct announcements, 
and Material Safety 

Data Sheets (MSDS). A 
Where to Buy section 
allows customers to 
locate their nearest  
No Touch retailer.

Hamilton-Area 
Association Holds 
40th Annual Golf 

Tourney
More than 80 aftermarket 
professionals attended the 
Hamilton District Autobody 
Repair Association’s 40th 
Annual Golden Horseshoe 
Tournament, raising funds 
for a variety of causes, nota-
bly the Don McLaughlin 
Memorial Scholarship, 
which goes to support 
automotive studies at 
Mohawk College.

McLaughlin, owner of 
Good Turn Ride Centres, 
was an avid supporter of 
the industry and a skilled 
golfer, according to asso-
ciation executive director 
John Norris.

After the golfing activ-
ities for the day, Norris took the opportunity 
to update attendees on the state of association 
activities, including participation in forging a 
voluntary Right to Repair agreement with auto-
makers, helping shops converting to waterborne 
refinish paints to achieve a new Certificate of 
Approval in a timely and cost-effective manner, 
and professional development courses.

“We actually have a Basic Estimating course 
being held in Mississauga as we are sitting here 
at dinner.”

Norris says that, despite the constant impera-
tive to get training to the marketplace, there 
continue to be challenges in getting the word 
out and building attendance.

“We ran HR seminars on employment law, 
and we had 10 people. They just don’t get how 
important it is.”

Hamilton, Ontario’s 
Barton Auto Parts 
moved its annual 
trade show to the 
Canadian Warplane 
Heritage Museum, a 
change that brought 
new excitement to 
the event. Owners 
Mort and Stephen 
Krieger say custom-
ers welcomed the 
change and have 
booked the venue 
for next year.

Barton Auto Parts Flying High  
at New Show Venue

Some 15 years after its inception, Barton Auto Parts’ 
change of trade show venue has provided what 
owner Stephen Krieger calls “the wow factor.”

Krieger, whose Uni-Select shareholder oper-

ation is one of the dominant businesses in 
the Hamilton, Ont., region, went looking spe-
cifically for a new venue to replace the Mohawk 
College automotive training facility that they 
had been using. 

The move to the Canadian Warplane 
Heritage Museum meant that visitors were 
greeted with a much larger, brighter facility, 
with the eye-catching attraction of airplanes of 
all shapes and sizes. 

“My theory is that even when you do some-
thing consistently well year after year, you lose 
impact. During these tough economic times, we 
needed to add the ‘wow factor.’”

The change had the desired effect, says 
Krieger, though he wasn’t surprised as he had 
the same reaction when he visited while plan-
ning the move. 

“I looked at this magnificent facility and said 
‘wow,’ literally,” he says. “I was concerned that 
clients be able to see that we could stand out, 
that it was blatantly obvious that we were look-
ing forward, that we weren’t cutting staff back 
or reducing our service level.”

Krieger says the move to the new location 
resulted in a show that exceeded expectations 
in terms of both visitors—more than 2,000 
attended—and sales, though he wouldn’t dis-
close actual dollar figures.

“People were interested in seeing what we 
had to offer and excited to be there. For any-
body looking for equipment, it was the best 
place to buy it. Guys were buying show displays, 
taking advantage of all the proper opportuni-
ties.”

Uni-Select Wins 2009 Polk 
Inventory Efficiency Award

Automotive aftermarket distributor Uni-Select 
has been presented with the Polk Inventory 
Efficiency Award for its improvements in inven-
tory management.

The award was presented to Richard Roy, 
Uni-Select CEO and president, James Buzzard, 
Uni-Select USA executive vice-president, and 
Brent Windom, Uni-Select vice-president, North 
American marketing and product management, 
at the 2009 Global Automotive Aftermarket 
Symposium (GAAS) in Chicago, Ill.

“We are honoured to receive this award, which 
recognizes the E-Modeling tool our team created 
to manage our U.S.A. inventory to its maximum 
yield and provide a strategic and competitive 
advantage to our stores,” said Windom.

The Uni-Select USA E-Modeling tool is an 
online inventory management system designed 
to benefit Uni-Select’s jobber members. The 
tool assists them in building a model inven-
tory for their stores based on demand and 
vehicle registrations in the market. Prior to the 
E-Modeling Tool, validating inventory could 
take up to 10 hours a day; now the same task 
takes just minutes to complete.

Association executive 
director John Norris 
updated participants  
at the HARA event on  
association activities  
and the causes  
supported by the  
tournament.
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Valvoline Canada Expands Representation in 
Western Canada

Valvoline Canada has announced a strategic sales alliance with 
Specialty Sales & Marketing Inc. (SS&M) for the representa-
tion of the Valvoline family of products in Western Canada.

SS&M will work as an integral part of the Valvoline Canada 
sales group to market Valvoline lubricants, Zerex antifreeze, 
VPS service chemicals, and Eagle One appearance products 
in British Columbia, Alberta, Saskatchewan, and Manitoba.

“This strategic partnership with SS&M will provide signifi-
cant sales representation and expand the family of Valvoline 
products in Western Canada,” says Mark Coxhead, general 
manager of Valvoline Canada. “SS&M has established tremen-
dous relationships with key accounts and retailers in Western 
Canada. We expect this relationship will pay great dividends 
for both Valvoline and SS&M.”

SS&M’s objective is to drive increased sales to Valvoline’s 
traditional automotive aftermarket distribution centres, job-
bers, quick lubes, automotive installers, new car dealerships, 
and local retailers. As well, SS&M will work to increase 
Valvoline’s customer base in Western Canada.

Chilton Introduces Online TSB Database
Repair information publisher Chilton has announced the 
addition of a new Technical Service Bulletin database for its 
online products. 

The Technical Service Bulletin (TSB) database is avail-
able with the company’s ChiltonDIY, ChiltonPRO, and 
ChiltonLibrary.

More than 70,000 TSBs are now available for vehicles 
produced during the past 20 years. A notable fact is that 
the TSBs available through the Chilton database are elec-
tronically reproduced, rather than scanned, making them 
easier to read. For even further clarity, the same colours used 
in Original Equipment Manufacturer (OEM) bulletins will 
appear in the Chilton products.

The new Chilton TSB database also includes expanded 
search criteria capabilities. Database searches are now possible 
using several criteria, including system, symptom, diagnostic 
trouble code, and TSB number. A keyword search also allows 
users to type in any word to find the information.

The E.R.I. Group has announced that 
Doug Hall has joined the organization as 
Service Team Leader. Hall, a 34-year veter-
an of the engine parts business in Canada, 
will also perform field work in parts of 
Ontario. Hall has a long history with 
the industry, having previously worked at 
J.C. Adams, Lansair/ EP1, Federal-Mogul 
Canada, and Specialty Sales & Marketing.

Bryan McIntyre has joined Valvoline as territory business man-
ager of DIFM sales for the Hamilton/Niagara and Thunder 
Bay territory. McIntyre will report to Michael Paul, national 
DIFM sales manager for Valvoline Canada. Also, Scott Demay 
has been appointed to the newly created role of Valvoline 
specialist, chemical business manager, where he will report 
to Mark Coxhead, general manager of Valvoline Canada. An 
18-year veteran of the company, Demay will be responsible 
for driving the introduction of Valvoline Professional Series 
(VPS) automotive service chemicals.

General Parts, Inc. has announced that Craig L. Barnes has 
been promoted to senior vice-president, merchandising. In his 
new role, Barnes will be responsible for creating programs using 
the Carquest OE and global supplier base. Barnes will also be 
responsible for category management, global sourcing, plano-
gramming, eServices, and commercial and retail product lines.

Bosch has announced that Odd Joergenrud will be assuming 
the role of aftermarket regional president, North America. 
In his new role, Joergenrud will be responsible for North 
America aftermarket sales (IAM and OES), marketing, com-
munications, supply chain management, and the diagnostics 
and filtration regional business units.
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Dear Mr. Ross, 
In response to Brian Baier’s letter in your May ’09 issue, I 
believe he has hit the nail on the head regarding pricing.

I have worked in this industry for 31 years and we in B.C. 
also now have far too many “jobbers” surviving only because 
they are willing to discount pricing to anyone off the street to 
make a sale versus providing service (which most people are 
willing to pay for) at a fair price.

Some “jobbers” also have their own service bays and do 
discount repair jobs by quoting low parts prices.

I was taught that service is what we sell; anyone can dis-
count pricing but the entire industry suffers.

It’s unfortunate that some parts manufacturers are also so 
short-sighted and get onboard with this race to the bottom.

I also sincerely hope our industry can survive these chal-
lenges from within.

Kevin Johnson
Grayco Investments
Powell River, B.C.

Letter to the Editor...

OVER THE 
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Few of those in the engine parts and engine rebuilding 
worlds will debate the fact that the industry’s traditional 
bread and butter, the volume-producing “grocery get-

ter” business, is a mere shadow of its former self.
Improved engine build quality and factors such as a rise 

in the used engine business have driven many engine parts 
and rebuilding businesses to look beyond their traditional 
borders—even, in an increasing number of cases, beyond 
dry land.

The marine engine business has proven to be a profitable 
niche for many enterprises, but as with the traditional engine 
rebuilding business, it isn’t the “grocery getter” equivalent, 
the recreational cruiser, that holds the greatest potential.

“The marine business has always been a strong part of our 
business, but it has many facets,” explains Rick Miller, presi-
dent of The E.R.I. Group. In fact, he says, members of the 
engine-builder buying group, which number some 270 across 
Canada, have grown the marine business to about 20% of the 
overall total, split about 50/50 between coastal operations 
and the interior. The two markets are very different.

“On both coasts it is tied up to the fishing fleets and tran-
sit fleets, ferry fleets. It’s all marine business, but you have to 
keep in mind that it isn’t just the boat you keep to take your 
kids out waterskiing.”

On the contrary, the business that his group’s members 
have found to be the most solid is working boats with large 
power requirements, whose engines have more in common 
with off-highway machinery than cabin cruisers.

“These have 12-cylinder Caterpillar power units that 
run generators. They have auxiliary power units that run 
hydraulics. That is the kind of stuff that our people get 

involved in.” He says it is common for such boats to have two 
or more engines on board.

And, as these craft are often the principal means of support 
for those who own them, prompt, quality service is imperative.

“Some only have six weeks in the spring and six more in 
the fall to make their year,” says Miller. Accordingly, the cost 
of having that boat out of commission for even a short time 
can be disastrous. For these marine applications, it’s all work 
and no play. 

And then there is the other end of the spectrum.
Another significant niche, he points out, is the perfor-

mance business, made up of free-spending boat owners who 
put most well-heeled performance car enthusiasts to shame.

“Those people are immune to discretionary-income 
declines,” he says. 

“Guys who drive $150,000 Baja speedboats, they aren’t our 
next-door neighbours. When they have $300,000 cigarette 
boats, they don’t have to worry about cash to begin with.

“When they blow one up, it’s not a problem. They just 
reach into their pocket. The cash is there.”

And since much of the technology that goes into power-
ing these watercraft is similar to that in automotive engines, 
engine builders and those selling engine parts already have a 
strong knowledge base they can apply to the marine market.

“It is seen as the last bastion of sales and profits, and it 
is looked upon as an opportunity by a pretty wide range of 
our customers,” says Ron Rotunno, performance sealing 
product manager, Federal-Mogul Corp.

What he has seen, though, is that there are certain crucial 
differences to consider.
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Marine Engine Business
All Work and All Play Make the Market

By Andrew Ross
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“The marine environment is a 
lot different from the passenger 
car or light truck application in 
that the engines operate at a dif-
ferent level, in terms of what types 
of loads they are under.

“On a boat, for example, 
when you lay off the throttle it 

pretty much stops, unlike a passenger car where the engine is 
under load all the time.

“It is a pretty harsh environment; typically people don’t take 
care of their boats over the winter.

“Typically we see a spike in the early spring, and the reason 
is that a good portion of the public leaves the lake water in  
the engine, so they end up with head gasket issues or a  
cracked block.”

Federal-Mogul colleague (and avid boater) Brent Berman 
says that pricing and profit are unmistakable attractions for the 
automotive engine builder.  

“They can see what these guys are charging at a marina on 
what is essentially an automotive engine: four to seven times 
what you would get if you rolled your Chevy Caprice Classic 
with the same engine into a service shop.”

Rotunno adds, though, that this does not mean businesses 
should be cavalier about their customer’s dollars. 

“The customer expectation is that they will pay a good buck, 
but they want good quality. Buying inferior parts jeopardizes 
the health and safety of the owner and the people in the boat. 
They don’t want to have problems and they certainly don’t 
want to be the person who is embarrassed when the tow boat 
has to come out and get them.

“These factors create the mindset on the customer level that 
they need to get the right parts. The seller’s job is to educate 
the public and say why it is different and what you get when you 
get a part made specifically for boat applications.”

While the majority of internal engine components are inter-
changeable with those for land-lubbing applications, there are 
some key differences. 

Gaskets, for instance, have stainless steel to protect against 
corrosion, for example.

“But you also have reverse rotation seals,” says Rotunno. 
“If you have an engine that runs in reverse and you install a 
standard rotation oil seal, it will pump oil out of the engine,” 
instead of keeping it in. “It is really important to understand 
those types of differences.”

Bill McKnight, team leader-training for Mahle Clevite, con-
curs that most of the components are the same as automotive, 
but with notable challenges.

“That is to say, engine bearings, piston rings, and pistons are 
almost always the same between the two. Gaskets are a tough 
line for marine applications because of the number and variety 
of accessories, manifolds, etc., as well as the diverse variety of 
marine engines in service. Probably the toughest job for the 
engine builder is finding the right gaskets.”

Accordingly, he offers that engine year is key, not boat model 
year, as is the aforementioned direction of rotation.

“Another key is don’t throw anything away! I learned the 
hard way that some accessories, even some internal parts of the 
engine, are just not available, so I saved every old part until the 
engine was completely rebuilt.”

Continued from page 10
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•  The most popular engines are Mercruiser 3.0L (GM), early and 

late  3.7L Ford model 470 and 488, 5.0L and 5.7L GM Vortec and 

Non-Vortec family, 7.4L and 8.2L GM, and are often rebuilt with 

high-performance parts.

•  Record intake and exhaust valve sizes, as they may vary from the 

automotive applications.

•  Understand that marine is Heavy Duty. Stock parts will eventually 

fail. Marine applications spend the majority of the time under far 

greater loads than automotive applications.

•  Consider carrying trailer lighting and other accessory items. 

•  Fuel and ignition systems are different, employing water separa-

tion, corrosion-resistant fuel pumps, and spark-arresting construc-

tion, and must meet special certifications to ensure that the risk 

of sparks and explosion is minimized. See accompanying sidebar.

•  Useful resources include AERA’s PROSIS database, OE manu-

als, aftermarket parts catalogues, and people experienced in the 

marine engine business.

Special thanks for their assistance with this sidebar to Mahle Clevite 
Canada’s Tony Gannon, account manager, Western Canada, Rob Aitken, 
account manager, Ontario, and Pierre Ferry, account manager, Quebec; 
and Federal-Mogul’s Jeff Richardson, fuel delivery and ignition product 
manager. 

Tips From The Field

Transport Canada’s Construction Standards for Small Vessels (TP1332) 

states that all electrical components must be ignition-protected. 

This includes all breakers, distributors, regulators, alternators, blow-

ers, starters, pumps, and ignition wires. This is a legal requirement. 

Compliance labels affixed to vessels indicate that all parts meet con-

struction standards, including ignition protection. A marine technician 

or an accredited marine surveyor should certify any alterations or work 

done on a vessel or its engine.

 Transport Canada has produced a seven-minute film entitled “Boom! 

Up She Went” explaining the importance of ignition-protected marine 

engines. The film was made in co-operation with the owner of the vessel 

involved in the 2004 incident, his wife, and the appropriate authorities 

and experts.

 Car parts may often be less expensive than marine engine parts, 

but they are not the same. With your help, we can reach the boating 

community and spread this message. To view the film “Boom! Up She 

Went” visit www.tc.gc.ca/BoatingSafety/pubs/menu.htm. Please share 

this information with colleagues in the industry and the boating public. 

For more information on this or any other topic covered by the Office of 

Boating Safety, visit the website or call 1-800-267-6687.

Caution Against Using Automotive  
Electrical Components in Marine Applications
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Company. “When you go into a retail store, the product is clean 
and it’s priced. So when you go into a jobber store it needs to 
reflect what [the consumer] normally sees. Firstly, it answers the 
question right away. Secondly, it saves the consumer from taking 
time away from the counterperson for a fairly obvious question.”

It’s also worth noting that the knowledge level of each custom-
er is different. Often, a technician will have a better idea of the 
product he’s looking for than a consumer will. A retail customer 
may not know what he needs and will require more professional 
help in making the choice suitable for him.

What is often underestimated, however, is the impulse buying 
power of the retail consumer.

“Obviously the DIY consumer is 
more sensitive to an on-the-counter 
program, so a lot of times jobbers need 
to be seasonal in nature. Keep in mind 
what season you’re going into when 
the walk-in traffic is going to be com-
ing into your store,” says Mark Sceeles, 
national sales and marketing manager 
for CRC Canada, Inc.

“In the summer it’s going to be a lot 
of cleaners, car wash supplies, and leath-
er cleaners, because people like to clean 
their cars in the summertime. You’ll 
probably want to have that stuff around 
so it will jog their memory when they’re 
walking in. You’re also going to want to 
have point-of-sale marketing materials or 
the products themselves up on the shelf, 
which is more of an impulse buy and  
a reminder.”

Two things also to be aware of in the 
lubricants/additives category are chang-
ing demographics and legislation. We’re 
seeing a much higher ratio of female 
buyers than 10 years ago. Not only is the 
number of female buyers increasing, but 
so also is the number of women interested 
in the longevity and safety of their cars. 
Also, keep abreast of changing legislation 
with regard to things like packaging, con-
tent, VOC compliance, and other product 
features that may be regulated.

“That’s something from our perspec-

As we head into the summer months, it’s not unusual to 
see an influx of do-it-yourself customers come into your 
store as the weather improves and the amount of time 

spent driving increases. However, it’s easy to lose sight of what 
drives consumers to purchase certain products, amidst the daily 
flurry of technicians, servicemen, and garage-owner calls.

While jobber stores make the bulk of their sales to trade 
customers, there are a number of product categories that rely 
heavily on retail.

“The wholesale contingent of our business is becoming 
infinitely more interested in that walk-in DIYer’s business,” says 
Chris Osborne, vice-president of Kleen-
Flo Industries Ltd. “That has encour-
aged us—not forced us—to change the 
way we go to market, not only with the 
channels we go through, but also with 
the product mix that we have and the 
way it’s packaged. That’s probably the 
biggest thing influencing [consumers]. 
Ten to 15 years ago, the packaging was 
very trade [oriented]; it was bland, unat-
tractive, and we’ve really had to step it 
up since then.”

The presence of retail products in 
jobbers’ stores has also increased dra-
matically over the last decade. More 
to the point, manufacturers have been 
adjusting their product mix to accom-
modate DIY customers, while a majority 
of their product line is directed at their 
DIFM customers. (Only 10 years ago 
Kleen-Flo was 100% trade.)

If there’s one piece of advice for 
jobbers across all manufacturers, it’s 
to focus on the fundamentals of retail 
marketing. Make your products visible, 
clearly priced, and well located. These 
three factors will create the impulse buy 
with very little effort on your part. 

“If you have a [product for retail] on 
the shelf, it needs to have a price under-
neath its location. It has to say $4.99, 
because that’s what the consumer is used 
to seeing,” says Richard Navin, nation-
al sales manager for Radiator Specialty 
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Taking It Retail
Selling Strategies for Your DIY Customers

By David Halpert

Continued on page 16
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tive as a Canadian manufacturer; we have to ensure that we’re 
always ahead of the curve,” continues Navin, “because if we 
were to provide products to jobbers that were not compliant, we 
would be doing them a huge disservice.”

For example, early this year a brake cleaner sold at an auto 
parts retail chain was recalled by Health Canada because it did 
not meet flame projection limits. Only 10,000 cans of the brake 
cleaner were involved, but surely all parties concerned would 
have rather been spared the issue in the first place.

In the retail sector, oil and filter sales have often been treated 
as loss leaders. 

This makes it extremely difficult for the jobber to compete on 
price alone with big-box retail outlets such as Canadian Tire and 
Walmart, who are charging less than ten dollars a litre for 10W-30 
or 5W-20.

“[Jobbers] are not going to compete on price to drive people 
to the store,” says Dennis Favaro, product manager for Valvoline 
Canada. “What they can do is offer the selection, breadth, and 
depth of what they carry, because the big boys are only going 
to carry the stuff that moves, the stuff that doesn’t meet the 
hurdles in terms of volume and profit or whatever their model 
is based on.” 

While the motor oil product category has had a higher per-
centage of DIY sales than most product categories in the after-
market, over the past decade, the DIY market share for motor 
oil has shrunk considerably, anywhere from 35 to 40% 10 years 
ago to 20% today, because many consumers are opting to get 
their oil change done by a professional.

Nevertheless, there are certain things you can do to ensure 
you’re getting the most oil sales out of your store. “There’s 
a lot of opportunity in merchandising and how you bundle 
products,” says Mark Reed, global brand manager for Shell’s 

Rotella brand and a veteran of the automotive aftermarket. “If 
somebody’s coming in for an oil change, for example, you’re 
going to want to put filter displays fairly close to motor oil, 
as well as ancillary items like drain pans, cleaning products 
for oil spills, filter wrenches, and oil drain plugs. A lot of suc-
cessful U.S. retailers are offering bundling opportunities that  
can be put together quite easily with a little bit of effort.”

Some manufacturers believe that better education is needed 
for jobbers in the selling of oil products, and that it is possible to 
stay competitive in this category by pushing high-end synthetics 
off the shelf.

“They think they’re making money selling oil change prod-
ucts for $30, when they could do the same thing pushing the 
advantages of high-end synthetic oil for $90. Getting the 5W20 
or 10W30 API approval is easy ,” says Claude Van Kessels, direc-
tor of marketing for Total Lubricants, Inc. “It’s getting those 
specific approvals for Mercedes, Porsche, BMWs; those are very 
costly. Only a few companies worldwide are paying the money 
to meet those OEM requirements.”

In any case, it’s always a good idea to make your displays con-
sumer-friendly. This means ensuring they are clean, well laid-out, 
well lit, and easy to shop. Also, make sure your motor oil isn’t front 
and centre, as most retail customers will be more than willing to 
search a store for their chosen brand of motor oil.

“Oil is a key traffic driver in any retail location. The objective 
is to have the oil displayed in an area of the store that draws 
them through the store, as opposed to putting it in the front 
where they walk in,” continues Favaro. “Why isn’t motor oil at 
the front of the store, even when it’s on sale? It is usually hid-
den because [retailers] want you to walk through the store and 
experience what else they have to offer.”

Your retail customers for motor oil and filters may often be 
DIYers who don’t have access to a retail outlet locally, but more 
likely they may be hardcore enthusiasts pressed for access to 
harder-to-find parts. 

“The retail customer is generally more brand-sensitive. 
Changing their own oil gives them a sense of accomplishment 
and that feeling can be reinforced with a strong brand,” says 
John Hussey, western sales manager for Honeywell CPG. “The 
garage will look at the overall value of a filter line, such as cata-
loguing, SKU coverage, service, etc., but as more cars move to 
spin-on filters, DIYers tend to shy away from the difficulty and 
mess involved with changing an oil filter cartridge. Nevertheless, 
it’s important for jobbers to offer full coverage—oil filters, air 
filters, and fuel filters—and have all of them available.

“Make sure they have a filter display in their retail presence 
with their oil, and the signage as well as the POS material is 
properly displayed to let the customer know that they carry ‘X’ 
brand of filters. As a company we have metal signs, banners, 
shelf talkers, and posters that the jobber can use to merchan-
dize the products and make the customer aware.”

One of the newer categories some jobbers with retail ambi-
tions may consider is the new generation of mobile electronics. 
It’s not just about the car stereo anymore.

The landscape for mobile electronics has changed dra-
matically over the last decade, both in the advancement of 
the technology as well as how the technology is manufactured 
and sold. OEMs have become increasingly aware of the wire-
less connectivity and access consumers want in their vehicles. 
Microsoft’s Sync technology, which comes standard in new-
model Fords, for example, makes it possible to connect your 

Going Beyond the Sale
According to a recent 2008 study conducted by J.D. Power 
and Associates, only 8.43% of a pool of 16,000 participants 
“strongly agreed” with the statement “I do my own basic 
maintenance on my vehicle.”

While DIY stats have remained relatively stable over 
the last six years, one question that showed significant 
change was those that “strongly agreed” with the state-
ment “not interested in learning how to perform DIY.” It’s 
interesting to note that from 2002 to 2009, this percent-
age increased to 22% from nearly 17%, indicating that 
consumers are less likely to repair and maintain their own 
vehicles themselves.

With this in mind, when you offer products such as 
wiper blades or replacement bulbs to your DIY customers, 
it would be a good idea to offer free installation as well. 

“For auto parts stores this is particularly easy, because 
it’s usually right out your front door,” says Mark Reed, 
global brand manager for Shell Rotella. “You walk out to 
see the car and really engage with the consumer. Word of 
mouth will likely spread as a result.”

Continued from page 14
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three to five years. However, with advancing technology and 
updated integration coming out of OE, it’s effectively narrowed 
that gap [by] one to two years,” says Steve Koenig, director of 
industry analysis for the Consumer Electronics Association 
(CEA), a U.S.-based association. “There are two categories for 
consumer electronics in cars: there are those parts and equip-
ment that need to be installed, and those that simply need to 
be bought.” It is this “bought” category that Koenig advises job-
bers should capture as vehicle technology becomes increasingly 
limited and incorporated with OE design.

These items include global positioning 
systems (GPS), rear-seat entertainment 
systems, hands-free systems, and satellite 
radio. But where do you start? And how 
do you go about marketing these items 
to a specific consumer? In a CEA out-
look study surveying over 1,100 drivers, 
the association divided the consumers 
for mobile electronics into four distinct 
demographics: parents with young chil-
dren, parents with teens, young adults, 
and performance drivers.

Chief among these results was the con-
clusion that adults buy mobile electronics 
more for communication and entertain-
ment than safety. Other conclusions made 
from the study include that consumers are 
looking for connectivity for their electron-
ics (e.g., A/V, power, and wireless solu-
tions) and that adults with small children 
are the best target demographic for video 
products such as DVD players and rear-
view cameras. 

“There has been a shift away from port-
able digital player (PDP) dock capabilities 
over the past year for items like iPods 
and MP3 players, and a move towards the 
more versatile Universal Series Bus (USB) 
connectivity among in-dash CD players,” 
says Mark Haar, an analyst with the NPD 
group. “Last April, 32% of in-dash CD 
units had PDP dock capabilities, whereas 
this April only 16% of units sold had  
this capability.”

Haar also notes that satellite radio 
capability has remained steady over the 
past year, with anywhere from 35% to 42% 
of monthly unit vehicle sales equipped 
with this feature and mobile navigation. 
Bluetooth has shown a flat trend with any-
where from 20% to 28% of monthly vehicle 
unit sales equipped with this capability.

While your DIY customers make up a 
small percentage of your overall sales, take 
note of the opportunities out there in the 
aftermarket. A lost sale on a retail customer 
may not seem like much in the shortterm, 
but when compounded over a year could 
mean a difference of hundreds, even thou-
sands, of dollars. Employ some of these mar-
keting strategies and drive those retail sales.
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iPod, Zune player, Blackberry, cell phone, and a variety of 
other mobile devices to your car through Bluetooth.

One of the aftermarket’s advantages over OE has been its 
ability to stay ahead of the curve, to make improvements on 
parts coming out of the factories, should they fall short once 
tested in real-world road conditions and need replacement 
down the line. With consumer electronics, however, it has been 
more of a challenge.

“The number of years it took for aftermarket manufacturers 
to update specific parts coming out of OE was anywhere from 
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Break-In Lube
Hi-Performance Break-In Lube is rec-
ommended for break-in of flat tappet 
engines and as a break-in lube for all 
non-catalytic converter engine appli-
cations. While not for use with syn-
thetic oils, the new Hi-Performance 
Break-In Lube replaces the zinc no 
longer included in most motor oils. 
The product comes in a 16 oz. bottle.
Goodson Tools & Supplies for Engine 
Builders
(800) 533-8010
www.goodson.com

A/C Products
The Emzone product line is eco-friendly, non-ozone deplet-
ing, and ideal for car, truck, tractor, and boat A/C systems. 
These products include 
refrigerant with UV 
dye, stop leak, dryer, 
system conditioner, oil 
charge, OdorStop and 
the innovative All-In-
One. Kits and accesso-
ries are also available. 
All refrigerant products 
use the traditional 1/2” 
puncture top valve and 
are compatible with 
existing recharge hoses.
Empack
(866) 923-2665
www.emzone.ca

Bio-based Motor Oil
Green Earth Technologies has 
been granted the American 
Petroleum Institute (API) SM 
certification seal for the SAE 
5W-30 weight of its green motor 
oil, becoming the first bio-based 
motor oil to receive such hon-
ours. Green Earth Technologies 
has announced a distribution 
deal with Sustainable Earth Prod-
ucts International, Ltd., of Hamil-
ton, Ontario (SEPI), where SEPI 
will be the master distributor of 
the full line of “G”-branded prod-
ucts to Canada.
Green Earth Technologies, Inc.
(877) 438-4761
www.getg.com
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Manual Rivet Tool Kit
Emhart Teknologies has just expanded its line of 
Pop Nut blind rivet nuts and tools with two new tool 
kits featuring the PNT110 
manual tool. Each kit con-
tains 190 pieces with either 
inch size or metric size rivet 
nuts. The PNT110 is ergo-
nomically designed and the 
tool’s quick change mandrel 
and nose piece design allows 
the user the flexibility of set-
ting different size nuts.
Emhart Teknologies
(514) 351-0330
www.emhart.com

Ratchet Tube Bender
The new Uniweld “CrossBow” 
Ratchet Tube Bender enables 
precision bends of up to 90 
degrees on soft copper and 
aluminum tubing. The low fric-
tion mandrels and rotating side 
bending blocks produce smooth, 
accurate bending in restricted 
spaces. A large 11/8” O.D. mandrel and 
five additional interchangeable mandrels (3/4”, 
1/2”, 5/8”, 3/4”, and 7/8”) are included. Three 
rotating side bending blocks and the crossbow 
ratchet bender come in a fitted plastic case with 
carry handle and instructions.
Metro Uniweld Products, Inc.
(800) 472-3129
www.uniweld.com 

Leak Detector
Cliplight has introduced 
the Super Seal Total Auto, 
the automotive industry’s 
first four-in-one product 
that combines a moisture 
eliminator, acid preventer, 
ultra-violet (UV) leak detec-
tor, and micro leak sealer 
for the prevention and de-
tection of common A/C 
system corrosion and leak problems. It comes in a 
vacuum-packed can with a charging hose and is in-
jected into the low side service port of an operating 
automotive A/C system.
Cliplight 
(800) 526-7096
www.cliplight.com/automotive
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A  B i g  W i n  F o r
Right to Repair

Now 
What?

Canada’s House of Commons Votes
278 to 17 to Send Bill C-273 to the Next Stage

By 
Andrew 

Ross
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The battle for a level playing field in auto-
motive service has been waging for many 
years, and car dealers have often held 
the upper hand in terms of consumer 
confidence. 

But when the shift to sophisticated computer 
controls came without accompanying access to tools 
and information, the independent service provider 
found himself in a slow spiral that held the potential 
to sap his ability to conduct repairs efficiently and, in 
some cases, finish the repair at all. 

An increasing number of cases where indepen-
dents had to tow vehicles to the nearest dealer-
ship simply to “flash” a computer or  reset a code, 
using equipment not available at any price to the 
Canadian aftermarket (particularly when that access 
existed in the U.S.), eventually caused the industry 
to cry foul.

In the beginning, repeated attempts to forge a 
voluntary agreement in Canada similar to the one in 
the U.S., operating under the National Automotive 
Service Task Force (NASTF), failed to even get a 
written response by automakers, never mind get 
them to the table. 

Some believed that a voluntary agreement 
could still be possible, namely groups under the 
National Automotive Trades Association umbrella 
(mostly independent service provider and collision 
repair associations); while others, most notably the 
Automotive Industries Association of Canada, a 
much larger group encompassing service provider 
associations, service chains, retailers, wholesalers, 
warehouse distributors, and parts and supplies man-
ufacturers, opted to pursue legislation. 

Those efforts led to the introduction of Bill C-273 
this January by Windsor MP Brian Masse (NDP)—
the so-called Right to Repair Bill, whose progress 
through the parliamentary process has been thor-
oughly documented in this magazine. The run-up to 
the vote generated more than 10,000 letters to MPs 
from both consumers and  industry and culminated 
in a surprisingly positive 278–17 vote by MPs this 
May, sending it, as expected, to the Industry, Science 
and Technology committee for review.

Why Going to Committee is a Big Win
It is this move that is least understood within the 
aftermarket. Yes, the bill passed its first hurdle, gar-
nering much more support than anticipated—but 
the successful vote only allows it to be sent for review 
by committee. 

Some from within the aftermarket have charac-
terized that as a defeat of sorts.

Scott Smith, legislative liaison at the AIA, says this 
couldn’t be further from the truth. 

“It is quite a stunning victory, but it is a victory to 
send it to committee, not to pass the bill. It doesn’t 
mean that we have a law—but it does mean that we 
have an audience.”

In fact, it was always anticipated that the bill 
would end up in committee.

Early this year, just after the bill was introduced, 
Smith told me that the vote was one thing; getting it 

through committee was a perhaps tougher job.
“I am not sure that a private member’s bill ever 

moved through to third reading without going to 
committee. I’m not sure if it has ever happened.

“Generally this is the process. They look at it for 
constitutional issues, whether the legal instruments 
are appropriate. Are the appropriate regulatory 
tools available? Are the appropriate enforcement 
tools available? That’s what we need to sort out  
at committee.”

And this is where the bill may face some of its 
fiercest opposition, some of that coming from the 
aftermarket itself.

In the run-up to the vote, prompted by a letter 
from Industry Minister Tony Clement, automakers, 
their association representatives, NATA, and, yes, 
the AIA, finally sat together to discuss the possibility 
of forging a voluntary agreement, thereby making 
legislation unnecessary. 

The result of that meeting was, in short, that the 
AIA did not see anything from automakers to aban-
don the legislative approach, while NATA signed a 
Letter of Intent with the Association of International 
Automobile Manufacturers of Canada (AIMC), 
the Canadian Vehicle Manufacturers Association 
(CVMA), and the Automobile Dealers Association.

Proponents say a voluntary agreement has the 
flexibility that a legislative approach does not. In 
one way, this may seem like a reasonable solution, 
but with a bill already before the House and the 
push to get that LOI in place prior to a vote in 
the House, it was only delivered the day of the last 
scheduled debate, two days before the vote—which 
gives it the appearance of an attempt to head 
off legislation, rather than create an alternative  
industry solution.

In any case the point is moot, considering the 
vote’s outcome.

Still, work continues on the voluntary agreement.
“From our perspective, we are going to continue 

developing the voluntary agreement,” says NATA 
executive vice-president Dale Finch. “We have the 
Letter of Intent with the OEs and they are commit-
ted to the process. We are continuing on to finalize 
the voluntary agreement.”

In the U.S., voluntary agreement drives the 
availability of information—NASTF is an aftermar-
ket-OE body overseen by the Automotive Service 
Association—and by all accounts has worked well, 
though groups in the U.S. also continue to pursue 
Right to Repair legislation. (Notably, Right to Repair 
legislation exists in Europe, leaving Canada as one 
of the few major markets without wide access to 
repair information.)

Finch says a key justification for continuing to 
develop that voluntary agreement is the potential for 
the bill to die if there were an election, if it is rejected 
wholly by committee, or if it dies in a third vote. Finch 
also maintains that agreements such as that indicated 
by the Letter of Intent to create a voluntary agree-
ment, shouldn’t be dismissed out of hand. 

“There are people out there who say that [the 
automakers] aren’t bound to anything [by the 

Continued on page 22
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agreement], but the car manufacturers work integrally with 
Industry Canada all the time. They can’t just walk away.”

He says that should a voluntary agreement come to pass, and 
should a signing company walk away from it, there could always 
be the potential for lawsuits, though he is careful not to make 
that sound like a threat. His, and NATA’s, approach, he says, is a 
collaborative one, not adversarial.

And he wants people to understand that even though the 
legislative avenue is being pursued, efforts for a voluntary agree-
ment have not been curtailed.

“We’d like to get everybody to understand that we have the 
Letter of Intent, and we are working away on an agreement.

“Our proposal is a little more comprehensive than NASTF’s. 
We have definitively asked that the collision sector be recognized 
by the manufacturers, and they understand that it is a big part 
of their business.”

He says, too, that he does not feel animus toward the AIA.
“[Association president] Marc Brazeau and the AIA have 

done a fabulous job with this bill. They did an awesome  
job in bringing this to Canadians’ attention and I really  
appreciate that.”

However, NATA’s official communiqués surrounding the 
issue have not always reflected this respectful tone.

“Be careful what you ask for” was the warning of a NATA 
release opposing the pursuit of a purely legislative solution, 
following the vote on the Right to Repair Bill. The release also 
contained a passage stating that NATA represents “just the grass 
roots repairers and not companies who manufacture and distrib-
ute knock-off parts.” That last term has, to put it mildly, raised 
the ire of many in the aftermarket. It is a phrase that, Finch says, 
he would take back if he could. And, to his credit, he says that 
the impact of that term was unanticipated, unintentional, and 
that he was making amends with members of the AIA board.

But none of this changes the fact that Finch, along with 
NATA, the CVMA, the AIAMC, and individual automakers are 
not only going to continue to pursue a voluntary agreement, 
but work vigorously to convince the Industry, Science and 
Technology committee that the Right to Repair Bill is not neces-
sary and to scrap it. 

“It’s just our belief. We look at things differently. I’m not 
going to go and start a fight about this. We’re just looking 
for something that will protect the industry going forward,”  
says Finch.

Taking Action: What Now?
Come this fall, those supporting the legislative approach will be 
watching closely what happens to the bill in committee, since it 
will play a huge role in what actually happens to the legislation 
next. Potentially, it could be so drastically changed that it does 
not accomplish the goal of the bill, and it gets killed altogether.

The various groups watching the issue will all be making  
proposals, from NATA and the car companies, to the AIA, the CAA, 
the Canadian Association of Retired Persons, and, no doubt, others. 

Providing the bill gets through committee and back to the 
House for third reading, it would still have to pass a vote. After 
that, it goes to the Senate, which is critical.

Though the timelines of the Senate are indeterminate, once 
a bill gets to the Senate, it won’t die if an election is called, only 
be delayed. 

So the big battles that await the bill are in committee and in 
the House, to get it to the Senate, and of course ultimately to get 
it signed into law. The biggest threat is an early election, which 
would derail the whole process.

AIA president Marc Brazeau says that even though there 
is a long road ahead, getting the bill to this point is a big step 
forward. He is particularly pleased with the degree to which the 
consumer press has picked up on the issue. 

“It means that the issue of Right to Repair is resonating with 
people, and [given] the fact that we are facing the closure of a 
number of dealerships, there is a greater need to ensure that 
there is access to repair information in the aftermarket.”

He says that while those who have been working inside the 
aftermarket for a solution may see it as a critical industry issue, 
the importance of consumers’ attention to the issue should not 
be underestimated.

“It’s critical at this point. At the end of the day, Parliamentarians 
are out there listening to consumers, what their constituents are 
saying, and taking action where action is required.

“Consumer reaction, consumer interest in the issue, is cer-
tainly helping us drive government to take action.”

And the opposition?
“We’re not expecting those groups to back off. We expect 

they will continue to push for a voluntary agreement. The car 
companies [say they] prefer that avenue, but we have been 
denied [access] at every opportunity.

“Our position is that we feel that the bill is before Parliament 
and it has been before Parliament since January. We believe 
that this is the process that needs to be followed. To not do that 
would be a terrible thing.

“At the end of the day, if the car companies are serious about 
solving the issue, why are they scared of the legislation? They will 
have their opportunity to make their pitch and provide their 
feedback and that is what we expect the car companies to do.”

In the few short months between now and when the Right 
to Repair Bill goes before the committee, Brazeau says there are 
important actions to be taken. 

“I would encourage all stakeholders to take the opportunity 
to contact their MP. The MPs will be recessing and not returning 
till late September. This is a great opportunity to engage their 
local member of the government, and tell them that the best 
way to fix the problem is to create a level playing field in the 
automotive service market. 

“MPs look to reach out to their constituents every summer; 
this is an ideal time for the aftermarket industry to deliver that 
message. When those MPs return to Ottawa, they will have a 
greater appreciation for the importance of this bill.”

As this is being written, the Liberals are talking of an election 
being forced this summer. And, while the wisdom of insiders say 
that one before next spring is not likely, an earlier call is not an 
impossibility.

This would, of course, kill the bill and every other bill cur-
rently before the House. For the record, the AIA’s Smith says 
that, because the Right to Repair Bill has made it so far in the 
process, if an election were to come, the chance of the bill being 
reintroduced again is very good.

Whether you are on the legislative side of the debate, or 
believe that a voluntary agreement would fill the void in tools 
and information in a way that you may be more comfortable 
with, the issue is on the radar with the industry, the public, and 
politicians like never before.

And whether the bill succeeds in the House this time around, 
has to be reintroduced again later, or whether a voluntary agree-
ment continues and succeeds, there is no denying that whatever 
the near future holds for the Right to Repair issue, there is no 
going back now.

Continued from page 21
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The aftermarket exhaust business, 
like many segments, may have been 
hit by a soft North American econ-

omy in 2008, but it’s not all doom and 
gloom, says a leading researcher.

According to Frost & Sullivan research 
analyst Ratika Garg, the performance 
components segment declined by 2.3% 
(in terms of revenues) in 2008, while the 
standard exhaust components segment 
fell by 1.5% in the same year. 

In a report based on its just-published 
“Market Analysis of the North American 
Exhaust Components Aftermarket,” 
the researcher pegs the reason for 
losses on job cuts, unemployment rates, and credit short-
ages—the usual soup of economic woes—but added the 

fall in global steel prices as a result  
of depressed steel demand, restrained 
average prices and hence revenues. 

Increased durability of OE-installed 
parts and lower miles driven are the 
other factors that will continue to act as a 
growth restraint in the future.

So that was the bad news. But most of 
it is in the past, which is the good news.

Looking forward, the simple reality of 
an aging vehicle park is looked upon as a 
major factor. 

“Exhaust components are failure-
mode parts and have to be changed 
when they fail,” writes Garg. “Vehicles 

typically enter the aftermarket for exhaust components 
after they reach the age of eight. Between 2008 and 2015, 
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Performance exhaust systems are popular with 
new car owners.
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the percentage of such vehicles in the total vehicle park is 
expected to increase from 51.9% in 2008 to 57.2% by 2015. 
This has a direct effect on demand for aftermarket exhaust 
components over the forecast.”

Garg also puts rising concern for the environment on the 
table as a potential upswing factor for the exhaust aftermarket. 
And while cash-strapped provinces in Canada may not be anx-
ious to fire up new I/M programs where they do not currently 
exist, it is true that there is likely to be little incentive to cancel 
those programs already in place (notably in the lower mainland 
of B.C. and Ontario), something that not long ago was declared 
a distinct possibility.

One shift that is occurring on the market side that has impli-
cations for the aftermarket is the move to direct-fit systems. 
These are expected to grow, as a percentage of total systems 
sold, from the 39% to 48% range in 2008 to as much as 55% 
in 2015.

Because these systems are much easier to install and do 
not require bending equipment or welding—though welding 
equipment is still usually required for removal of the old com-
ponents—the number of service outlets prepared to perform 
exhaust service could expand. And their price premium, an 
average of 40%, is more good news.

And, despite the fact that the decline in disposable income 
caused the performance exhaust segment to take a bigger hit 
than standard replacement parts in 2008, the future outlook is 
very positive. 

Capitalizing on the direct-fit trend in standard replace-
ment products, direct-fit performance exhaust parts require 

minimum specialized equipment. 
And, while not a new trend, the fact that performance gains 

from exhaust system changes can be accomplished without 
engine modifications or—for systems that don’t require remov-
al or changes to the catalytic converter (so-called “cat-back 
systems”)—any danger of affecting emissions,  makes them 
increasingly popular with consumers.

Consumers usually prefer to make performance upgrades 
on vehicles that are one to two years old. As new vehicle sales 
pick up in the medium and long term, so will the demand for 
performance exhaust parts.

And, to add to this positive trend, the rise in import-
nameplate popularity is expected also have a positive impact 
on the performance exhaust aftermarket, according to Frost & 
Sullivan, as parts for these vehicles generally command a higher 
price. Simply put, performance components for use in these 
vehicles are more expensive.

One factor that is not mentioned by the researcher is 
the sometimes difficult-to-decipher brand preferences of 
the performance consumer, particularly of certain brands. 
Accordingly, those looking to capitalize on the trends of the 
import-nameplate performance market need to ensure that 
the brands they are carrying are the brands that owners of 
these vehicles want. 

Overall, everyone in this market is advised to be vigilant 
about coverage, pricing, and product differentiation in the 
performance market. 

Focusing on the basics will position all players to capitalize 
when the economy begins its inevitable upswing.
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Continued on page 28

Turbochargers are often misconstrued as devices for produc-
ing greater engine power. But the turbocharger is, in fact, 

a device that is used to enhance the efficiency of the engine by 
supplying a pressurized charge of air to the engine’s cylinders. 

This dramatically increases the oxygen density of the air 
entering the cylinder. With the higher oxygen content, a more 
complete fuel burn is achieved. This, in turn, makes the engine 
produce more power, but more importantly, the vehicle is more 
“emissions-friendly.”

The turbocharger is an exhaust-driven air pump that is usu-
ally mounted directly on the exhaust manifold. It is important 
to note that the turbocharger is driven mainly by kinetic energy 
(heat) as well as exhaust gas pressure. 

The turbocharger assembly can be broken down into four 
main sections: the turbine side, the compressor side, the waste 
gate mechanism, and the Centre Housing/Hub Rotating 
Assembly (CHRA). The CHRA houses the bearings, the bear-
ing housing and the common shaft to which both the turbine 
and the impeller are directly connected.

The turbine housing contains the turbine wheel and is sub-
jected to exhaust gas at very high temperatures. For this reason, 
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the turbine housing has to be able to withstand heat and oxida-
tion. It is made from austenite, a crystalline structure made up 
of iron and carbon.

The compressor impeller is mounted at the opposite end of 
the turbine wheel and is used to pull fresh air in from the air 
cleaner and divert it through the compressor housing to charge 
the intake manifold and the engine’s cylinders. Just like the tur-
bine wheel, due to the high-speed rotation, the blade sections 
and profile have to be very precisely balanced to prevent failure.

A waste gate is used to control overboosting, which would 
cause cylinder pressures to become too high. The waste gate is 
used to make the engine more efficient in all ranges. In essence, 
the waste gate allows the turbocharger to take on two roles, by 
allowing it to perform like a high-flow turbo at low torque and 
low speeds, and perform like a low-flow turbo at high torque 
and high speeds. This feature helps to reduce turbo lag. The 
waste gate diverts the exhaust gas away from the turbine wheel 
to the exhaust pipe. 

Most modern turbochargers utilize specially designed plain 
bearings both in the radial as well as the axial thrust bearing 
assembly. The radial bearings are either stationary plain bearing 
bushings or rotating double plain bushings. Due to the extreme 
speeds involved, roller bearings are not used for small turbo-
chargers. The rotating bearings are designed to rotate slower 
than the shaft itself — usually at about one-third of the shaft’s 
speed. Both styles use a film of oil for the shaft to ride on, which 
means that it is “hydro-dynamically suspended.” A thrust bear-
ing is used to set and maintain the axial play of the turbine shaft. 
Thrust washers are located at the compressor end of the shaft 
assembly.

The turbo shaft runs through the centre of the turbocharger, 
and is used to mount the turbine wheel on the exhaust side of 

the turbo and the impeller on the compressor side. The tur-
bine wheel can be bolted on but is usually friction-welded to 
the shaft. The impeller is bolted on. The shaft is made from a 
steel alloy and its bearing journals are induction-hardened and 
ground for dimensional accuracy. 

Even though the turbocharger is responsible for producing 
the boost that is required by the engine, without other parts that 
work in conjunction with the turbocharger, it would be ineffi-
cient and do more harm than good. 

After the turbocharger compresses the air coming in from 
the air filter, the air becomes heated due to the compression. 
This means it has less oxygen per volume of air, due to the 
expansion of the air reducing the density. The charge air cooler 
(CAC) is used to lower the temperature of the compressed air 
from the turbocharger. This system uses outside air rushing 
through the cooler to lower the charged air temperature. Other 
types of charged air coolers include the intercooler, which uses 
the engine coolant to cool the compressed air. This is similar to 
the oil cooler on the engine. These coolers have a very low cool-
ing capability because they are limited by the cooling medium, 
which is the engine coolant. However, in an application where 
there is limited air flow, this is better than nothing at all. 

One common problem that occurs with a turbocharged 
engine is a low power complaint caused by low boost. This can 
be caused by something as simple as a loose clamp. Checking for 
a boost leak can be done with a smoke machine or pressurizing 
the intake system then leak testing with a water-soap solution. 

It is important to be sure customers understand that there 
is an idle down period after an extended use. This allows the 
turbocharger to return to its proper idling temperature before 
oil flow is removed, thus preventing shaft damage. This is 
explained in the owner’s manual as well.

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 

To find out more, talk to one of our representatives today at:
Atlantic   506-857-4212
Quebec   514-252-1127
Ontario   905-570-7656
Prairies   403-212-4600

        B.C.   604-881-1600 

with North America’s most recognized auto parts brand 
Join forces

Looking for a unique business 
opportunity that delivers all the 
competitive advantages needed to 
succeed? Look into NAPA – the most 
recognized and trusted name in the 
North American automotive 
aftermarket industry. 

• Embodies a spirit of trust,
   professionalism and tradition that
   stands above all others in the auto
   parts aftermarket. 

• Stands for quality auto parts,
   responsive service and satisfaction in
   the minds of Canadian and
   North American installers and
   consumers.

When you join the dominant NAPA network you become a valued 
business partner. From marketing programs and sales tools to the latest 
business-building solutions, you’ll benefit from the best support in the business. 
After all, we’ve been leading the way for over eight decades. 

is the name that:
NAPA

An unbeatable partnership
and you:NAPA
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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

29JOBBER NEWS / JUNE 2009

ADVERTISERS INDEX
Company Page #

Activant Solutions Inc. (www.activant.com/auto) .......... 27

Affinia Canada Corp. (www.raybestoschassis.com) ... IBC

CARS Council (www.cars-council.ca) .......................... 28

Cardone Industries Inc. (www.cardone.com/gps)..... OBC

Cliplight (www.cliplight.com) ......................................... 17

Fras-le North America  
(www.fras-le.com/northamericanpads) ........................ 11

Honeywell CPG (www.fram.com) ................................. 15

Maremont (www.cherrybomb.com) ............................... 25

AAPEX (www.aapexshow.com) ...................................... 7

NAPA Canada (www.napaonlinecanada.com) ............. 28

Pennzoil-Quaker State Canada (www.pennzoil.com) .. 18

Promax Auto Parts Depot (www.autopartsdepot.ca) ..... 5

SEMA (www.semashow.com) ....................................... 23

Thermofluid Technologies (www.redtekstore.com) ....... 13

Valvoline Canada Limited (www.valvoline.com) ......... IFC

Wakefield Canada Inc. (www.wakefieldcanada.ca) ...... 24

JUNE INTERNET P29.indd   29 09/06/09   10:46 AM

http://www.goodyearbeltsandhose.com
http://www.sbintl.com
http://www.misterstarter.com
http://www.autoserviceworld.com
http://www.cars-council.ca
http://www.bestbuyautoparts.ca
http://www.activant.com/auto
http://www.raybestoschassis.com
http://www.cars-council.ca
http://www.cardone.com/gps
http://www.cliplight.com
http://www.fras-le.com/northamericanpads
http://www.fram.com
http://www.cherrybomb.com
http://www.aapexshow.com
http://www.napaonlinecanada.com
http://www.pennzoil.com
http://www.autopartsdepot.ca
http://www.semashow.com
http://www.redtekstore.com
http://www.valvoline.com
http://www.wakefieldcanada.ca
http://www.kerrmachineshipgroup.com
http://www.theerigroup.com
http://www.automont.com
http://www.emzone.ca
http://www.masters-school.com
http://www.duracool.com
http://www.rotarylift.com
http://www.geniustools.net
http://www.emzone.ca
http://www.ngksparkplugs.ca
http://www.goodyearep.com/aftermarket
http://www.automotive.gojo.com
http://www.cars-council.ca
http://www.airliquide.ca


WHEN OPPORTUNITY  
CALLS . . .

Editorial
Comment

NEXT MONTH

T
he dominant theme for the automotive aftermarket of late is “opportu-
nity.”

With so much of the original equipment service network in turmoil, an 
economy at large that is forcing many consumers to look at their spending 
(including where they get their cars serviced), and recent very big moves 
on the Right to Repair front, nobody can deny that some very important 

shifts are occurring.
Many of these have been well documented, of course. In fact, the difficulties in 

which some car dealer networks find themselves as a result of their franchisors’ chal-
lenges, and what this means for the aftermarket, has become a mantra at industry 
events. The anticipated windfall for the aftermarket dominates everything from high-
profile conferences to the tee-box chatter at the charity golf tournament. 

This is as it should be. The aftermarket has felt so disadvantaged for so long that 
the suggestion it might at last start winning in a big way has to put a smile on your 
face.

However, the problem with much of the prevailing wisdom is that it fails to address 
the real complexities of the market.

There is, for example, the fact that a reduction in the car dealer network is often 
seen as a synonym for closing those facilities. I have seen a number of reports that 
take the total number of projected closings, factor in how much they generated in 
service, and then transferred that business directly to the existing aftermarket. 

Heck, I’ve probably been guilty of that on occasion and it sounds reasonable, but it 
does not account for the fact that a dealer losing its franchise may not actually close; 
it may just become a different kind of dealer. True, most probably will close, but it’s 
not a given.

If a car dealer decides to hang onto the service business and become a different 
kind of dealer—used car, different brand, whatever—it might actually ramp up the 
competition in a local market, not lessen it. 

From a consumer standpoint, the equation is no less complex. Even if people are 
watching their pennies more than ever, there is no guarantee that they will opt to go 
to the aftermarket. They may actually opt to keep their dollars in their pockets and 
leave the aftermarket to pick up the pieces when the inevitable succession of break-
downs occurs, a situation which will do little to build confidence in our industry. 

Shops will have to turn that “have-to” customer into a “want-to” customer to keep 
them, and that will take investment in facilities and tools.

This brings me to Right to Repair. With the Right to Repair Bill making its way 
through the legislative process, and parallel efforts to forge a voluntary agreement, 
the opportunity for Canadian aftermarket service providers to gain access to any tool 
they need seems closer than ever. When they do get that access—I don’t believe it’s an 
“if” anymore—it will be the ability to pay for the opportunity that will determine the 
aftermarket’s success going forward. 

Accordingly, everybody in this business who plans on being around for the inevi-
table uptick in the market needs to work on his own profit picture, through increased 
efficiency, appropriate pricing, and quality service, and to understand that those who 
supply them must do the same. 

Resolve to make your business more than a survivor, and to urge your colleagues 
and your customers to do the same.

It is the only way to take advantage of the opportunities that await us.
— Andrew Ross, Publisher and Editor

aross@jobbernews.com

Headlining July is the 
Jobber News Jobber 
of the Year Award, 
celebrating its 25th 
Anniversary this year! 
Plus, building business 
in Emissions Control 
Parts, Cooling Systems, 
Cabin Air Filters, A/C, 
and more. 
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A member of the Affinia family of brands: AIMCO, BrakePro, McQuay-Norris, Nakata, Raybestos, WIX.

Raybestos Chassis Products - 6601-A Goreway Drive, Mississauga, ON . L4V 1V6 . Tel: (905) 405-0955 . Fax (905) 405-0957 . www.RaybestosChassis.com

outside the box thinking...
From one good thing comes another. Performance Proven, 

Professional Grade products engineered to withstand the 

test of time with new and innovative designs,

precision machined to stringent

tolerances, backed by

our industry

leading guarantee.

•	 Same	part	numbers	-	same	UPC

•	 	Hard	copy	and	on-line	catalogue	support, 
parts look up and Buyers Guide

•	 	A	full	range	of	steering,	suspension	and	alignment	
products

•	 	Exceptional	Passenger	Car	&	Light	Truck,	Medium	
&	Heavy	Duty	coverage

•	 	Extensive	and	expanding	coverage	for	Domestic	
and Foreign applications

•	 	On-line	product	and	technical	bulletins, 
news and more

•	 	U.S.	and	Canadian	technical	support

•	 	Knowledgeable,	national	sales	representation

...inside the 
box advanced 
technology.
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