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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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While no Ontario manufacturers are using 
asbestos in the manufacture of brake pads, 
it can still be found in some brakes shipped 
from other Canadian provinces, the U.S., and 
overseas. This remains especially hazardous for 
service technicians and workers who regularly 
clean the dust from worn brake pads inside the 
wheel wells. Over time, this can lead to asbestos-
related diseases such as mesothelioma and 
lung cancer if the workers are not properly 
protected.

“This is a good first step and I want to thank 
MPP Sandals for taking the initiative and show-
ing leadership on this important public safety 
issue,” said Rick Jamieson, CEO of ABS Friction 
Corp. “Our industry is proud of our commit-
ment to high standards that ensure the safety 
of Ontario drivers and our employees. This 
commitment is why we developed our own 
industry standard. We look forward to work-
ing with the government after this bill passes 
to develop strong regulations that match our 
industry’s standards, and provide real protec-
tion to Ontario drivers, to the production 
workers who manufacture, and mechanics who 
install aftermarket brake pads.”

Currently the automotive aftermarket indus-
try in Canada is valued at $16 billion and 
employs over 225,000 people across Canada.  
Feel free to offer your support for the legisla-
tion by sending an email to your local MPP. For 
more information regarding AMECA standards, 
go to www.ameca.org.

Provincial Brake Standards Act Read 
in Ontario Legislature

At a press conference last month at Queen’s 
Park, Guelph MPP Liz Sandals, alongside ABS 
Friction CEO Rick Jamieson, outlined Bill 181, 
an amendment to the Highway and Traffic Act 
that, if passed, would drastically change how 
aftermarket pads are manufactured, distrib-
uted, and sold in the province of Ontario. The 
act is essentially a twofold proposal calling for 
minimum provincial standards for aftermarket 
replacement brake pads and that any aftermar-
ket brake pad sold in Ontario must be asbestos-
free. Bill 181 has already advanced to its second 
reading and will be debated by the Ontario 
legislature at Queen’s Park.

“The brake pads manufactured in Ontario 
are safe, but not all brake pads currently sold 
in Ontario are necessarily safe,” said Sandals. 
“My Private Member’s Bill seeks to ensure that 
Ontario drivers have safe and reliable brake 
pads.”

While there are voluntary standards set 
in place by the Automotive Manufacturers 
Equipment Compliance Agency (AMECA), 
and many brake pads are Brake Effectiveness 
Evaluation Procedure (BEEP) certified, many 
consumers and tradespeople are shocked to 
discover that there are currently no brake stan-
dards set by the federal or provincial govern-
ment. Currently, the only standards in place 
apply to the original equipment manufacturers 
of new vehicles. If passed, the act would require 
cars equipped with aftermarket brake pads to 
meet specified safety standards.

Continental Tire 
Launches New Innovative 

Marketing Support 
Program

Continental Tire Canada, 
Inc. has announced 
the launch of its new 
Continental General 
Marketing Support 

Program. The website 
offers high-quality POS 
signage, displays, and 

communications  
material as well as  

valuable merchandise. 
Dealers can log in via 

the Internet or extranet, 
using their account ID 
and password for all  

applications. All orders 
placed through the 

Continental General 
Marketing Support 

Program are eligible for 
co-op dollars. To access 

the website, go to  
www.contiposcanada.com.

g     g     g

Trico Products Releases 
2009 Application Guide

Trico Products has 
released its 2009 

Automotive Application 
Guide. At 328 pages, the 
guide is updated with 
the latest information 
including applications 
from 1970 to 2010 on 
wiper blades, refills, 

washer pumps, and wiper 
arms. As well, the guide 

features the new all-metal 
Visionall blade, and a 

number of new NeoForm 
beam blade applications. 
For more information, 
contact Trico Products 

at (248) 371-1700 or visit 
www.tricoproducts.com.
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Guelph MPP Liz Sandals (left) and ABS Friction CEO Rick Jamieson (right) discuss the provisions outlined in
Bill 181 at Queen’s Park prior to its second reading in the Ontario Legislature.
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Do you know who the 
Best Counterperson is?
The 2008 Jobber News Counterperson of the Year Award seeks to reward the  
very best of the frontline workers in the Canadian automotive aftermarket.

Do you know who the 
Best Counterperson is?
The 2009 Jobber News Counterperson of the Year Award seeks to reward the  
very best of the frontline workers in the Canadian automotive aftermarket.

Anyone can nominate a counterperson, and anyone is eligible.
Evaluation and selection of the winner will be made on the basis  
of experience, training, as well as customer and store owner 
comments. While not mandatory, participation in and organizing of 
training clinics, proficiency in computer cataloguing programs,  
and ASE Parts Specialist Certification will all be considered  
strongly in a nominee,s favour.

Formally named the Abe Schwartz Counterperson of the Year  
Award, it is named after the late owner of century-old British Auto 
Supply in Toronto, who worked behind the counter for more than  
half a century.

I nominate:__________________________________

Who works at ______________________________________ 

Address ___________________________________________

Phone (______)_____________________________________

My Name ________________________________________

Company __________________________________________ 

Address ___________________________________________ 

Phone (______)_____________________________________

The reason I believe this nominee deserves this 

award is:

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

Nominate your choice online at www.autoserviceworld.com or complete and mail the form below to:
 Jobber Awards c/o Counterperson Award,12 Concorde Place, Suite 800, North York, ON M3C 4J2 or fax to 416-510-5140.

Please use a separate sheet if you require additional space

The 2009 Jobber News Counterperson 
of the Year Award is sponsored by:

Mary Mackie, Edmonton, Alta.

2008 Counterperson of the Year

www.activant.com/auto

COUNTER PERSON .indd   9 10/06/09   3:11 PM

COUNTER PERSON pg 5.indd   5 26/06/09   1:55 PM

http://www.autoserviceworld.com


Editor and Publisher 
Andrew Ross (416) 510-6763 
E-Mail: aross@jobbernews.com
Assistant Editor 
David Halpert (416) 510-6784 
E-Mail: dhalpert@jobbernews.com
Contributing Editor Emeritus
Bob Blans
Contributing Writers
Mark Borkowski, 
Dennis Mellersh, John G. Smith
Sales Manager
Jay Armstrong (416) 510-6745
Account Manager
Jim Petsis (416) 510-6842
Circulation Manager
Selina Rahaman (416) 442-5600 ext 3528.
Assistant
Roshni Thava 
Art Director 
Choo Hwee Kuan
Production Manager
Steven K Hofmann (416) 510-6757
Vice-President
Alex Papanou
President
Bruce Creighton
Jobber News is Canada’s longest-established 
publication serving the distribution segment 
of the Canadian automotive aftermarket.  
It is specifically directed to warehouse 
distributors, wholesalers, machine shops and 
national accounts.

Subscription rates*: Canada $49.95 + $3.50 
GST + Applicable Taxes per year; $79.95 + 
$5.60 GST + Applicable Taxes for 2 years; 
Single Copy Price $6.00 + $0.42 + Applicable 
Taxes. U.S.A. & Foreign: $62.95 U.S. per year; 
Single Copy Price $8.00 U.S. * Yearly rates 
include Annual Marketing Guide  
(single copy price $72.95 plus $5.00 shipping 
plus GST $5.46)(U.S. orders payable in U.S. 
funds). Ontario residents add 8% PST. U.S. & 
Foreign $77.95 +$5.00 Shipping US Funds.
Jobber News is published by the Business 
Information Group, a divison of BIG  
Magazines L.P., a leading Canadian  
information company with interests in daily 
and community newspapers, and business-
to-business information services. All rights 
reserved. Printed in Canada. The contents 
of this publication may not be reproduced 
or transmitted in any form, either in part or 
full, including photocopying and recording, 
without the written consent of the copyright 
owner. Nor may any part of this publication 
be stored in a retrieval system of any nature 
without prior consent.
Canada Post Canadian Publications Mail 
Sales Product Agreement No. 40069240
“Return Postage Guaranteed” Send change 
of address notices, undeliverable copies and 
subscription orders to: Circulation Dept., 
Jobber News, 12 Concorde Place, Suite 800
Toronto, ON  M3C 4J2
Jobber News Magazine (ISSN#0021-7050)  
is published monthly by the Business 
Information Group, 12 Concorde Place, 
Suite 800, Toronto, ON  M3C 4J2  
US office of publication: 2424 Niagara Falls 
Blvd, Niagara Falls, NY 14304. Periodicals 
Postage Paid at Niagara Falls, NY.  
US postmaster: Send address changes 
to Jobber News Magazine PO Box 1118, 
Niagara Falls, NY 14304-1118.
From time to time we make our subscription 
list available to select companies and organi-
zations whose product or service may interest 
you. If you do not wish your contact informa-
tion to be made available, please contact us 
via one of the following methods: Phone  
1-800-268-7742, Fax 416-510-5140, e-mail: 
jhunter@businessinformationgroup.ca.  
Mail to: Privacy Officer, Business Information 
Group, 12 Concorde Place, Suite 800
Toronto, ON  M3C 4J2

Business Information Group
12 Concorde Place, Suite 800

Toronto, ON  M3C 4J2

We acknowledge the financial support of the 
Government of Canada through the Publications 
Assistance Program towards our mailing costs.
PAP Registration NO.11031

Jobber News

ISSN 0021-7050Association of
Business  Publishers
205 East 42nd Street
New York, NY 10017

AIA Members Vote for Change,  
New Bylaws Enacted 

A new set of bylaws and procedures that, among other moves, 
reduces the Automotive Industries Association of Canada’s board 
of directors from an unwieldy 26 to a manageable 14 with terms, 
have been unanimously accepted by members.

The new bylaws were voted on at a special general meeting of 
AIA members in Toronto in June. 

The new structure, the product of an extensive governance 
review headed by Brad Morris, will allow for an engaged, skilled-
based board focused around the association’s strategic needs. 
While these changes do mean no automatic seats on the board 
and terms of three years instead of two, the need for grass-roots 
connections will remain essential.

Chairman of the board John Watt states, “The role and impor-
tance of AIA’s divisions under the new governance structure for 
AIA should not and cannot be overstated or over-emphasized. In 
fact, I believe that the new board of directors of the association 
needs to be comprised of directors who are prepared to under-
stand the challenges and opportunities faced by our divisions 
today and tomorrow, and who are prepared to be engaged with 
them on a direct basis.”

As a result of this need, the Division Advisory Committee will be 
one of only three standing committees that form the governance 
structure.

In addition to voting on changes to the AIA bylaws, members 
were also asked to vote on an approval of the application for 
supplementary letters patent. The current letters patent for the 
association had not been changed for many years and was no lon-
ger pertinent to how the association operates. 

Both motions were voted on and approved unanimously with 
84 votes (member companies) in favour and none opposed.

For more information on the approved bylaw changes and 
supplementary letters patent, visit www.aiacanada.com.

Shad’s Tops $3.5 Million Mark

Shad’s R&R, perennially the auto-
motive aftermarket’s largest charity 
fundraiser, once again generated 
contributions into six figures and 
passed the $3.5 million mark in 
accumulated funds raised for mus-
cular dystrophy research.

“There are very exciting things 
happening; gene therapies are 
showing strong promise,” said 
Dr. Alex Mackenzie, a leading 
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For more on these and other stories, log 
on daily to autoserviceworld.com

Synthetic Mythbusters 
Winners

The May winner of the 
Jobber News Synthetic 

Mythbusters quiz  
presented by Castrol 
is Bernard Pellerin, 

Carquest Gentilly Ltée in 
Becancour, Que. 

The June winner is Tina 
Kennedy, Canadian Tire, 

Fort Erie, Ont.
Both will receive Castrol 

prize packs from 
Wakefield Canada,  

distributors of Castrol 
products in Canada.
See page 14 for this 

month’s Mythbusters 
Quiz.

g     g     g

BrakeQuip Appoints 
Distributor

BrakeQuip has recently 
appointed WHD Canada 
to support the BrakeQuip 
dealer network in order 

to provide better  
service to its dealers in 
Canada. WHD Canada 
is a national warehouse 
distributor specializing 
in the hose and fitting 

industry but mainly 
aligned with the automo-
tive, truck and heavy-duty 
markets. Specialty Sales 

& Marketing will provide 
field sales support for 

WHD Distribution.

Continued on page 8Dr. Alex Mackenzie
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NEW STRATEGIES.

Changing times, reinvented business models, tough economic conditions, technology 
advancements and displaced customers have brought about a new reality that demands you 
make even smarter and more strategic decisions than ever. These decisions will undoubtedly 
impact your future and continued success in today’s collision repair industry. 
 
NACE IS STILL YOUR #1 RESOURCE FOR ANSWERS AND SOLUTIONS 
3 50+ relevant educational sessions led by experts in their field 
3 Engaging key events that motivate, challenge and entertain
3 Unmatched networking with industry leaders and colleagues
3 Additional offerings by I-CAR, PCI and ASE… plus free on-floor education and roundtables
3 World-class showcase of companies having the best collision repair equipment,
 products and services
3 Co-located with CARS featuring exhibits and 30+ sessions geared for mechanical
 service and repair
3 Co-located with Auto Glass Week - featuring exhibits, education and on-floor competitions

NACE – SMART. COMPELLING. RELEVANT. ESSENTIAL.

Visit www.NACEexpo.com for all the details and program information. 
Register online today, saving time and money!

2009

2009

CONFERENCE: November 4-7, 2009
EXPOSITION: November 5-7, 2009

Mandalay Bay Convention Center
Las Vegas, Nevada USA

www.NACEexpo.com

888.529.1641

2009

2009

and co-located withNACE is held during
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researcher into muscular dystrophy and genet-
ics, at the event. He took a few moments to 
outline some of the progress being made as 
a result of contributions such as those from 
Shad’s. 

Then he added, “I just want to say to you 
folks who come out to Shad’s that this event is 
completely unique. And to come out and raise 
more than $100,000, in this business environ-
ment, is unbelievable.”

This year marked the 36th annual edition 
of the fundraiser. In 2010, the event moves 
from its long-time home, the Kleinberg Golf 
and Country Club, which is being bulldozed to 
make room for a housing development, to the 
Station Creek facility in Gormley, Ont., which 
will provide potential for the event to expand.

Canadian Tire to Use 
Activant eCatalogue 

Activant Solutions Inc. 
and Canadian Tire 

Corporation, Limited have 
signed an agreement that 

will bring the Activant 
PartExpert Suite of data 
products and Activant 
LaserCat 3 electronic  

catalogue to all Canadian 
Tire Retail and PartSource 

business locations. In 
addition to Canadian Tire 

Retail locations,  
the company’s  

rapidly growing network 
of PartSource retail and 

wholesale parts stores also 
will rely on the Activant 

PartExpert suite.

JOBBER NEWS / JULY 20098

Continued from page 6

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

The Automotive Industry Association of Canada’s 
Southwestern Ontario Division, represented here by 
co-organizers Chad Brooks and Terry Bax, kicked off 
the fundraising season with its “Spring Tune Up” event, 
raising some $1,200 for aftermarket scholarships.

Canadian Aftermarket Members 
Raise $9,000 for the Canadian 

Cancer Society

Forty members of the Canadian automotive 
aftermarket got together at the Iceland Arena 
in Mississauga, Ont., this spring for the 19th 
Annual Slapshots for a Cause hockey tour-
nament in support of the Canadian Cancer 
Society.

This year the event raised over $9,000 for 
the charity through player registrations and 
sweater sponsorships. The “Koval Cup,” in 
memory of long-time ice sponsor of the event 
Lube Koval, was presented to the black sweater 
team during the post-game celebrations. Event 
organizers offer special thanks to Janice Koval 
for continuing her family’s sponsorship of the 
ice rental, as well as the members of the after-
market who came out and helped raise money 
for the event.

APPOINTMENTS

Wakefield Canada has announced the appoint-
ment of Ian Hutchison as brand manager, 
automotive. With a broad base of both client 
and agency experience, as well as proven suc-
cess in retail, B2B, B2C, marketing and sales, 
Hutchison brings 18 years of senior experience 
at top tier companies to his new position.

Steve Hickerson has been named as the new vice-
president, finance of Peterson Manufacturing, 
only the third individual to hold that office in 
the firm’s 64-year history. Hickerson assumes 
the duties of outgoing CFO and vice-president 
finance, Nick Auer, who announced his retire-
ment after 26 years with the company.

Continental Tire North America recently 
announced the appointment of Oliver Winschiers 
to the position of manag-
ing director of Continental 
Tire Canada. Winschiers 
will be based in Mississauga, 
Ontario and will be respon-
sible for the profitable 
growth and overall opera-
tion of the Canadian divi-
sion of Continental Tire 
North America.

Oliver Winschiers
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BODYSHOP 
NEWS

C arstar Collision Centre in St. John’s, Nfld., 
has been named the inaugural winner of the 

Bodyshop Magazine Bodyshop of the Year Award.
“Carstar Collision Centre was named to 

the award, the first year it has been present-
ed, due to the overwhelmingly positive feed-
back we received for nominated businesses,” 
says Bodyshop Magazine publisher Andrew 
Ross. Bodyshop Magazine is a sister publication 
to Jobber News, where Ross continues to serve 
as publisher and editor.

“From all accounts the ownership, man-
agement, and the entire team are focused on 
ensuring a positive customer experience and 
on working well with their supplier and insur-
ance partners.”

They are also very involved in industry asso-
ciation work as well as promoting the industry 
through their work with local schools, he adds. 

“You don’t do this to get recognized, but then 
to all of a sudden get recognized by your peers 
and industry partners is just fantastic,” says Ray 
Cranford, general manager. “It’s great to be able 
to share this sort of award with our staff.

“We’ve got a great team here, right from the 
ownership on down to the guys in the shop, and 
this is a real credit to everyone’s hard work.”

The business was selected from nominated 
shops across Canada.

The 8,500-square-foot facility was opened 
by franchisee Doug Russell in 2006 at a cost of 
some $1.6 million to accommodate the rapid 
growth the business was experiencing. Russell, 
who has more than 25 years of experience in 
the collision repair business, joined the network 
in 2005. He also operates a local GM dealer-
ship, Terra Nova Motors.

A full profile of the Bodyshop of the Year is in 
the June issue of Bodyshop Magazine, available 
online at www.bodyshopbiz.com.

Newfoundland Collision Repair Facility 
Named Bodyshop of the Year

9JOBBER NEWS / JULY 2009
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I-CAR Nears Decision 
on Canadian Licensee
I-CAR reports that it is 

getting closer to reaching 
a decision on who will 

provide its collision repair 
training in Canada.
With enrolment in 

Canada declining, I-CAR 
announced that it would 
seek a licensee to deliver 
its Canadian programs 

early in 2009 and invited 
interested organizations 
to offer their proposals 

for a transition.
Recommendations by a 

task force are expected to 
be delivered to the I-CAR 

International board of 
directors in late July.

Bodyshop Magazine publisher Andrew Ross, who also 
publishes and edits Jobber News, presents Ray Cranford, 
general manager of Carstar Collision Centre in St. John’s, 
Newfoundland, with the Bodyshop of the Year plaque en 
route to the Halifax Canadian Collision Industry Forum event.
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Emissions Parts Market
Jobbers Talk About Balancing Growth and Service 

in a World of Increasing Technology

By David Halpert

components hasn’t been nearly as dramatic 
since these testing programs first went into 

effect, there is one big difference between then 
and now that has led to steady growth in this mar-

ket, especially with catalytic converters.
Consumer demand for vehicles with improved 

fuel efficiency and better fuel economy has increased 
substantially. Many engines on cars coming out of OE 

today have exceeded industry standards in an effort to 
stay competitive with other automakers. (Keep in mind 

this does not include the number of hybrid electric models 
already on the road.)

Long gone are the days when people were mocked for 
driving a Prius and touted as “tree huggers” when these vehi-
cles first came on the market a decade ago. As a result of this 
trend, the quality of aftermarket parts for emissions systems 
has increased in an effort to stay more competitive with their 
OEM counterparts.

“I think the aftermarket has changed a lot. They’re get-
ting more competitive as far as reliable parts compared to 
the OEM,” says Evroy Lynch, general manager for Redfern 
Autoparts Inc. in Toronto. “I think the [aftermarket] tech-
nology has changed tremendously over the last several years 
because they realize they have to produce a quality product 
to compete with the OEM.”

M any jobbers in Ontario and Vancouver’s Fraser Valley 
area will likely remember when they passed manda-
tory vehicle emissions inspection and maintenance 

programs roughly a decade ago, and part sales for emissions 
systems exploded.

Mike Coates, manager of Lordco Auto Parts in Langley, 
B.C., speaks candidly about what it was like when the AirCare 
emissions program first got underway. “Our program has 
been in effect for quite some time. However, when the emis-
sions program got up and running at the time, it was almost 
like night and day. Oxygen sensors and catalytic convert-
ers were a big sale item. They weren’t before; nobody ever 
thought of them as being bad or causing problems, but since 
they put that program in effect the sales went like crazy.”

Of course, while the increase in sales of emissions system 

GM’s hydrogen fuel cell-powered 
Volt, and vehicles like it, won’t 

become commonplace for years. 
Until that happens, jobbers can 

expect to be selling emissions parts 
for conventional combustion engines.
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Continued from page 12

“The biggest thing I have is, while in a lot of cases the after-
market has to catch up [in terms of what they offer], there’s so 
many makes and models out there,” says Lyle Brooks, president 
of Phoenix Auto Parts in Regina, Sask. “There are cases where 
we have to send our customers back to the dealers because we 
just don’t have access to the parts they need. That’s my biggest 
beef.”

While some of the newer components, such as planar oxy-
gen sensors, still command a decent market price, some older, 
simpler components have become virtually the penny-stock of 
the aftermarket. 

Eduardo Gabarro, owner of West End Auto Supply in 
Toronto, pinpoints this as one of the challenges that come with 
stocking these items. “Some of these components are extremely 
hard to get to. Take PCV valves for instance. Nobody’s stocking 
them these days. We’re selling the parts for very little and not 
charging delivery. We’re trying to get them as cheap as possible 
to our customers. Customers talk to us and say, ‘Never in the 
40 years I’ve been in business have I been charged for delivery.’ 
Meanwhile there’s 20 of us here jumping over each other to 
deliver a one-dollar part.”

However, Gabarro offers this bit of advice for jobbers who 
seem to be reaching beyond their grasp.

“One of the challenges has always been driving miles and 
miles to deliver to every area, when it makes more sense to 
have prompt delivery around your area and leave others alone. 
Instead of having a thousand customers buying a hundred dol-
lars’ worth of parts, why don’t you instead try to get a hundred 
customers spending a thousand dollars?”

However, there are actually real opportunities out there, and 
recently manufacturers have been coming up with innovative 
ways for jobbers to make that sell to their technician customers 
easier and still make a suitable profit.
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Synthetic Oil
MYTHBUSTERS

CONTEST

Enter the Jobber News

Test your knowledge of
synthetic lubricants for a
chance to win a 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 from 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

Ethanol Plant to Receive 
New Funding

The GreenField Ethanol Johnstown Plant, located in Johnstown, 
Ont., will receive investments of up to $117.5 million over 

seven years from the government of Canada in support of biofuels 
development.

“These investments, from both the ecoEnergy for Biofuels and 
the ecoABC programs, will help GreenField Ethanol in our com-
mitted vision to help broaden Canadians’ fuel choices through the 
use of innovative technologies and disciplined leadership,” said 
Bob Gallant, president and CEO of GreenField Ethanol in a state-
ment. “Not only will they strengthen the Johnstown community 
by supporting our plant facility, by saving jobs, and by creating 
economic growth; they will also ensure an ongoing market for local 
area farmers.”

GreenField Ethanol’s Johnstown facility will be receiving up 
to $110.2 million over seven years through Natural Resources 
Canada’s ecoEnergy for Biofuels program. This program provides 
an operating incentive (based on production levels) to Canadian 
producers of renewable alternatives to gasoline and diesel.

GreenField will also be receiving $7.3 million in repayable fund-
ing through Agriculture and Agri-Food Canada’s ecoAgriculture 
Biofuels Capital (ecoABC), a $200-million initiative to increase 
Canadian renewable fuels production capacity and help farmers 
participate in this emerging market opportunity. Local farmers are 
investing a total of $8 million in this project. This will provide them 
with a new source of revenue and also broaden the economic 
base of the community.
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Compression Ignition 
Isn’t Just for Diesels

W hile GM struggles 
with its financial 

picture, it should not be 
overlooked that it con-
tinues to provide some 
real advances in certain 
technologies that prom-
ise to arrive much soon-
er than hydrogen power 
(which is still some way 
down the road).

One of these is the 
continuing development of homogenous charge compression igni-
tion (HCCI). This technology is coming ever closer to production 
reality: speculators may even offer that it is being pushed even 
harder now to fulfill promises made to governments north and 
south of the 49th parallel.

An HCCI engine, when combined with other advanced technol-
ogies, provides up to 15% greater fuel economy than a comparable 
non-HCCI engine by radically altering the combustion process. 

“HCCI delivers enhanced fuel savings without sacrificing 
the performance consumers have come to expect,” says Prof. 
Dr. Uwe Grebe, executive director of GM Powertrain Advanced 
Engineering. “It is a great example of how GM is developing 
advanced engine technology for consumers that squeezes more 
miles per gallon of gas and reduces emissions.” 

In general terms, the heat and pressure within an HCCI 
engine’s cylinders are used to ignite the air/fuel mixture without 
the aid of a traditional spark-generated flame—roughly analo-
gous to the combustion process of a diesel engine. Heat is a 
necessary enabler for the HCCI process, so traditional spark 
ignition is used when the engine is cold, to generate heat within 
the cylinders and instigate “auto-ignition” of the mixture.

More than a laboratory experiment, HCCI has been success-
fully demonstrated in prototype models in North America and 
Europe. Last spring, GM took the technology on the road, putting 
journalists and others in an HCCI-equipped Saturn Aura for real-
world drives in Los Angeles, Washington, D.C., and New York. 
The vehicle featured the breakthrough of auto-ignition (HCCI) 
from idle to 100 km/h, which significantly advances the benefits 
of HCCI and the viability for production. 

The increase in the HCCI operating range of the prototype 
vehicle is the result of a patented mixed-mode calibration that 
includes pre-reacting fuel and exhaust gas in the cylinder to bol-
ster the pressure and heat needed for auto-ignition. 

Advantages and Challenges 
HCCI’s efficiency comes from reduced pumping losses, burning 
fuel faster at lower temperatures and reducing the heat energy 
lost during the combustion process. Consequently, less carbon 
dioxide is released because the engine’s operation in HCCI mode 
is more efficient. 

During HCCI mode, the engine approaches the efficiency of a 
diesel, but unlike a diesel, it requires only a conventional exhaust 
system. Diesel engines require more elaborate, and more expen-
sive, exhaust “aftertreatment” to reduce emissions.

The success of HCCI development to date is tempered by 
challenges that must be overcome before it hits the primetime 
of production. Control of the combustion process over the wide 
range of operating conditions experienced in everyday driving is 
the greatest challenge, because unlike a conventional-ignition 
engine, HCCI’s combustion is not controlled by precisely timed 
spark events. Ensuring auto ignition at extreme temperatures 
and in the thinner air of high altitudes are the toughest tests for 
the technology.
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By Andrew Ross

In many ways Toronto is unique in the Cana-

dian business landscape: competitive to a fault, 

by virtue of its position as Canada’s most pop-

ulous centre, where 

gridlock can spring 

up at any time of day, 

putting customers 

only a few kilometres 

beyond your service 

reach — and where 

jobbers vie for busi-

ness with thousands 

of repair business-

es, with numerous 

competitors large 

and small jammed 

between. From the 

outside, the city can 

seem like an unfriendly place, with little room 

for the personal touch. 

But to understand how Spark Auto Elec-

tric grew from a one-man rebuilding shop to a 

40-plus person, full-service jobbing operation 

means understanding that Toronto is also a 

city where community is no less important than 

anywhere else in the Canadian landscape.

At the core of Spark Auto Electric is Stav-

ros Bintas, just now 

turned 65 and show-

ing no intention of 

retirement. He ar-

rived in Canada in 

1966 already an ex-

perienced entrepre-

neur, having started 

an electrical shop in 

Greece at age 16. 

He’s full of stories 

about how he saw 

others doing what, 

with a small loan 

from his grandfather, 

he would eventually do. Shortly after arriving in 

Canada, he began applying what he learned in 

that first experience, aided by younger brother 

Peter, who would join him in Toronto two years 

later.

Continued on page 18

JOBBER NEWS / JULY 2009

Spark Auto Electric, 2009 Jobber of the Year

From Streetcars to Satellites
CHANGING TO
SUCCEED

While the original business relied on the streetcar technology for 
delivery, Spark Auto Electric is now pioneering the GPS tracking 
system; customers can be told exactly where their delivery is at.
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A short stint with a rebuilder 
in Toronto gave him the local 
experience he was looking for, 
before he went off to forge his 
own path as a rebuilder of start-
ers and alternators. This time, the 
loan of a few thousand dollars 
came not from grandpapa, but 
from his father-in-law: it was a 
family investment that the indus-
trious young Greek was deter-
mined to make pay.

Opening in 1967, that first 
business, QAS, quickly became 
Steve’s Auto, then later, Spark 
Auto Electric; with four different 
locations through the years, it is 
now a bustling enterprise with 45 
employees and 20,000 square feet 
of space. 

Still, in those first 
days it was little more 
than a man and a 
workbench, where 
Stavros rebuilt each 
starter and alterna-
tor by hand. There 
wasn’t even a delivery 
vehicle. But there was 
a streetcar stop just 
up the road.

“At that time I 
still didn’t have my 
licence,” remembers 
Stavros. “The first 
business I opened 
was at Broadview and 

Dundas. My father-in-law had one friend who was 
a mechanic with a shop. He was the first custom-
er.” And so Stavros dutifully ran starters and alter-
nators up Broadview just north of the Danforth to 
Mike and Nick’s Auto via public transit. Granted, 
this only lasted for about a week, but then, very 
little has stood still at Spark Auto Electric. For 
though the Bintas’ attitude about loyalty and ser-
vice may be timeless, what they do to deliver value 
to their customers is ever-changing.

The most significant change occurred in the 
waning years of the 1980s. Stavros and brother 
Peter, now joined by Stavros’ sons Jim and Nick, 
realized that the growth of their thriving business 
would be limited if it remained solely a rebuilder.

“I’ve got all of my customers,” Stavros recalls 
thinking, “but I’m only selling them starters and 
alternators. I thought to myself, I can make some-
thing of this.” Even today, you can hear the convic-
tion in his voice. ”I thought for a week, spoke to 
Peter and my two sons and together we decided to 
start the parts business.”

It was now 1989, and with a strong existing cus-
tomer base, the new venture’s growth was swift—
swift enough to warrant acceptance by Bestbuy 
Distributors in 1992, and then as an ACDelco 
distributor a year later.

Never ones to stand on ceremony, the Bintas moved 
quickly, adding staff and upgrading computer functional-
ity. Eventually, the repair side was closed to make room 
for inventory, while staff and suppliers had to vie with busy 
tourist traffic on Danforth Avenue, the heart of Toronto’s 
Greek Town. 

Peter, Stavros, and sons agree that the push to grow and 
shift the business from an electrical rebuilder to a dedicated 
jobber, in effect leaving the company’s roots behind, was dif-
ficult, but the right one. 

Proof of this is the growth that required a doubling in facil-
ity size and the need for easier access that resulted in a move 
to the current location in 2002.

The pursuit of state-of-the-art computerization is noted 
as a key to growth. “We were the first to get started with 

Continued from page 17
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Peter Bintas, younger 
brother to Stavros and a 
partner in the business, 
has played an important 

role throughout the 
development of Spark 
Auto Electric, going 

back to the first business 
that Stavros founded in 

Greece. 
On an extended trip 

to Greece throughout 
the production of this 

article, the entire Bintas 
family wanted to ensure 
that the enduring impor-

tant role that he has 
played in the business to 
the present day was not 
neglected in the telling 

of their story.
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In recognition of extraordinary performance in the
Canadian Automotive Aftermarket based on success in business, 
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your fellow Bestbuy shareholders congratulate the people of

Spark Auto Electric on this achievement.
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Jim, Nick, Peter & Stavros Bintas
and
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bar code scanning,” recalls 
Jim Bintas. “That was 
something different that 
nobody else had. We really 
wanted to receive prod-
uct quicker and be able to 

improve communication between customers, counter staff, 
and the warehouse, knowing whether a part was in the dock-
ing area or still sitting in the carriage waiting to go on the 
shelf. Is it out the door, does the driver have it?

“And now with the delivery tracking system”—which shows 
via GPS where each delivery truck is—“we’re able to commu-
nicate with our customers a lot faster. It’s all about the service. 

“While there is a lot of talk about larger shops, a lot of the 
shops are still one-bay operations. These ma and pa shops 
need to get the car in and get the car out. Time is money, 
and Spark Auto has been pretty good about delivering the 
goods and having the communication all along the way.”

Staying on top of such technology fits into the pillars of 
the business they feel are important. 

“Our current vision is to grow by strengthening our loyalty 
and relationships with our staff, our management, suppliers, 
computer business tools, training, and most of all our clients,” 
says Nick Bintas. “You need to have relationships.

“We believe that any success has been from team effort: 
by the drivers to the order desk, the warehouse staff to the 
salesperson, to the office, and the management. It’s a team.
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Spark Auto Electric has a top-notch team of eight counterpeople on 
the phones in its customer service department: (front row, l-r) Glen 
Noseworthy, Barb Rykaszewski, and Andrew Lyons; (middle row, l-r) 
Vicken Ampagoumian, Marc LaLonde, and Patrick Margousian; (back 
row, l-r) Winston Lum and Ron Frend.

Jim Bintas used to rebuild 
alternators and starters 
alongside his father and 
uncle; that experience has 
helped him stay connected 
to the market. 
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www.autopartsdepot.ca
Tel: 905.612.9889   Fax: 905.612.9623

7027 FIR TREE DRIVE, MISSISSAUGA, ON CA L5S 1J7

1.866.573.9889

Spark Auto Electric
On being named JOBBER NEWS JOBBER of the Year!

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, price and relationships. We strongly believe in offering 

friction products manufactured to stringent standards. 
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 “We treat people the way 
that we want to be treated,” 
he adds. “You have to talk to 
people the way you want to be 
spoken to. Sometimes you have 
to be tougher, but in most cases 
we try to have a happy environ-
ment and communicate with 
staff how we want to do things.”

Offers Jim, “The whole fami-
ly has had a hands-on approach 
to the company. To this very 
day, my brother and I still 
answer phones.”

He says that some newer 
customers are surprised when 
they find out that they have 
been speaking to an owner, or 
that they might sometimes find 
them back in the warehouse 
pushing pallets around. 

“I guess there is a miscon-
ception that we just sit around 
collecting money and pushing 
a pen,” he laughs. 

“Good customers will sometimes want to talk to us directly,” 
says Nick. “At the end of the day you make relationships, and 
we have grown with these people.”

“A lot of the guys who we are dealing with today started 

their business 20 or 25 years 
ago,” chimes in Jim—adding 
that the sons of one of the own-
ers of that first customer, Mike 

of Mike and Nick’s Auto, remain good customers of Spark.
 “They saw me when I was working on the rebuilding bench 

and delivering parts,” he says of many long-time customers. 

Congratulations to  
Spark Auto Electric  

on being chosen Jobber of the Year! 
from your friends at  

Federal-Mogul Canada Ltd.

Continued on page 24

Spark Auto Electric relies on experienced outside sales profes-
sionals Ed Varnals, Bill Woodhouse, and Steve Georgoussis to 
keep field efforts at their optimum. 

Stavros Bintas came to Canada from 
Greece with a plan to start his own 
business, and the business has shifted 
over the year, his resolve has remained 
on solid ground.
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Spark Auto Electric

You’re the Best!
 

From your friends at Wake�eld Canada 

“They’ve seen Nick go from 
answering phones to running 
the operations here.”

The hands-on approach is 
also what led them to add sat-
ellite training through their 
ACDelco association a decade 
ago, when it was just enter-
ing the market—a decision the 
brothers are still proud to have 

made—yet it is, paradoxically, that same close contact with 
customers that caused them to end that training approach 
when excitement over it waned. The history of Spark is full of 
shifts and changes like that. 

Today, challenges abound. Especially in a recessionary 
economy, the focus is not just on growth, but on ensuring that 
financial exposure is limited. 

“We made a decision a while back to take a tighter view 
of credit,” says Jim Bintas succinctly. While community is 
obviously important to the Bintas family, they tacitly acknowl-
edge that when it came to receivables, some may have taken 
advantage of their good nature in the past, and they made a 
decision some years ago to set aside some personal feelings for 
the health of the business.

Stavros, in his inimitable old-school way, explains the 
simple facts. “If you give a customer $10,000 in credit and 
30 days and he can’t pay, how’s he going to pay $20,000 next 
month? After that he goes to forty or fifty? You can’t sell them 
anymore; you lose the customer. And only maybe do you get 
the money.” Ultimately, you end up with more drivers and 
more people on the phones just to handle the volume, with 
no expectation of getting paid for those sales.

“You’re spinning your wheels,” adds Jim. “We monitor our 
credit limits tightly. The good thing about the Activant system 
is it has the bells and whistles to set off alarms for those situa-
tions. In the old days, we used to do invoices by hand and had 

Nick Bintas says that customer loyalty 
continues to play an important role, 
even as the marketplace changes. 

Getting parts and supplies in and out quickly is an important part of ser-
vice. This task falls to an experienced warehouse staff (l-r): Wayne Tyndell, 
Shawn Styles, Patrick Margousian, Vicken Ampagoumian, Domenic 
Maillet, Erwin Bulaclac, Joe Lee, and Dimiti Bintas.
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to run all those reports,” he says, exasperated at the memory. 
“Nowadays we can run a report and know exactly what is going 
on with the company. It’s crucial.”

Today, the Bintas family and Spark Auto are well posi-
tioned technologically, and aligned with key suppliers 
through their Bestbuy and ACDelco associations, but they 
are clear-eyed about the challenges that lie ahead for the 
aftermarket, both locally and for the industry in general.

They’re watching larger issues such as right to repair 
and the changing dealer landscape carefully, but they’re 
also aware that locally, the culture within shops is changing. 
While the brothers acknowledge that loyalty continues to 
be strong among the customer base, a shifting cultural mix 
among shop owners is impossible to ignore. Some might 
see that as a barrier, but the Bintas brothers view these new 
customers with a sense of kinship.

“After all,” says Nick, “we were once part of a ‘new eth-
nic mix’ back in the ’60s and were given the opportunities 
that allowed us to grow. So we will continue to adapt and to 
develop new relationships.”

And, he adds, service is still important regardless of a cus-
tomer’s cultural background, and so they are still successful. 
The challenges are just different. 

“Our affiliations with ACDelco and Bestbuy will keep us 
up to date with quality parts, competitive pricing, marketing, 
training, and banner programs,” emphasizes Nick. 

“It’s not just about price. It really can’t be just about price. 
Service, quality, and price: ‘pick two’ has stuck in our brains. 
You can’t have all three. You try to maintain a balance, but at 
the end of the day the phones are ringing, people want parts, 
and people buy from people. 

“We hear it a lot that there is no loyalty—and we say it 
too-—but there is loyalty. People do want to deal with people 

they feel comfortable with. We have the same thing. We deal 
with Bestbuy, we deal with ACDelco, we deal with Activant. 
These are three big partners for us. Technology, parts, ser-
vice, distribution. 

“Nobody is perfect, but we are loyal to them and our cus-
tomers are still calling. So there is loyalty.” 

“Spark has always kept the philosophy that the small guy 
is just as important as the large guy,” says Jim. “It’s part of the 
whole landscape. You have to show value out there.”

And that is the underlying theme of Spark Auto Electric’s 
success.  Whether it was the first days of father Stavros taking 
the streetcar to deliver his first orders, to satellite training, to 
being able to tell customers exactly where their order is en 
route through the GPS tracking system, in a changing land-
scape the Bintas family has been able to combine a traditional 
approach of personal service with innovation, and managed to 
keep themselves, and their customers, at the top of their game. 

As Jim puts it: “Change is hard. Change is necessary.”

Enhance Your Skills While Earning CEUs Toward an AAP or MAAP Certificate

Advance Your Career
at the University of the Aftermarket

© 2009 University of the Aftermarket. All rights reserved.

Summer Courses Special Programs

Led by Northwood faculty 
and senior aftermarket executives 
and leaders, the Leadership 2.0 program 
is the industry’s cornerstone education 
program developed to lead and 
educate the next generation of visionary 
aftermarket executives.

Taught in two sessions and largely built  
on team collaboration, Leadership 2.0 
helps participants develop timely  
solutions for current aftermarket 
challenges. Register today at  
www.universityoftheaftermarket.com or 
1-800-551-2882!

Registration Ends July 20, 2009!

Executive Development 
Program
Session I: Sept. 20-25, 2009 
Northwood University
Midland, Mich.

Session II: April 11-16, 2010 
Northwood University 
West Palm Beach, Fla.

6 CEUs, $5,895 tuition (inc. 
lodging, meals)

Aftermarket Retail/Wholesale 
Management (AAM 205)
Distance Education Program 
7/13/09 – 8/23/09
3 CEUs, $600 
This online course provides insight into 
organizational, marketing, inventory control, 
financial control and other key management topics. 

Aftermarket Policies & Procedures (AAM 212)
Distance Education Program 
7/13/09 – 8/23/09
3 CEUs, $600 
This online course examines sales strategies and 
research at all levels. Dive deep into financial 
structure, legal angles and other topics. 

Please register online for either of these courses at  
www.universityoftheaftermarket.com or call  
1-800-551-2882!

1-800-551-2882
www.universityoftheaftermarket.com
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Frost & Sullivan released 
a report last September 
entitled Selected North 

American Filter Aftermarket, 
which in its own words pro-
vided “a market-segment-
ed breakdown and analysis 
of revenue and unit sales.” 
The report was comprehen-
sive, examining six filtration 
systems across three vehicle 
classes, but two particular 
market indicators stood out as 
notable trends driving the fil-
ter market in North America. 
The first is that heavy-duty 
vehicle filtration will lead 
aftermarket growth; the sec-
ond, that a decrease in new 
vehicle sales is expected to 
bolster growth as well.

Then October came, and 
it hit hard. The economy hit 
the fan—most strongly in 
the United States, but the 
ripples have certainly been 
felt in Canada as well—lead-
ing to company closures, 
unprecedented job loss, and 
a cautious public unwilling 
to spend as much money as 
it once had. A lot has changed, to say the least. So too has 
the filter aftermarket, always a product category sensitive to 
economic changes. What’s changed since then, and what 
can we expect in the months to come?

Heavy-Duty Vehicle Filtration Aftermarket 

Back when Frost & Sullivan’s report was released, analysts 
forecasted that growth in heavy-duty operations would lead 
to growth in the North American filtration aftermarket with 
the main factor underlying growth being “sustained and 
increased fleet mileage.” While road transport has the luxu-

ry of remaining the preferred 
method for freight deliv-
ery, what we’ve seen since 
October is a scaling back on 
the number of heavy-duty 
vehicles on Canadian roads, 
with high diesel prices and 
company closings cited as the 
main reason for this change. 

“I think all manufactur-
ers are rethinking their 
operational strategies due 
to the economic times. 
Globalization of our indus-
try has changed where we 
manufacture our products, 
the cost of raw materials, the 
fluctuation in freight, not 
to mention the fluctuation 
in currencies,” says Affinia 
Canada director of market-
ing Brian Fleming.  “The 
demand for more and more 
inexpensive parts has manu-
facturers developing ways to 
eliminate cost while main-
taining quality. None of this 
has anything to do with want-
ing to offer heavy-duty prod-
uct lines. Expanding your 
lines is usually more in step 

with a healthier manufacturing environment.”
While experts predict Canadian aftermarket sales of 

light vehicle filters will increase, sales for heavy-duty filters 
will likely drop as a result of this decreased fleet mileage. It 
should also be noted that heavy duty is not synonymous with 
industrial (i.e., filters for construction, mining, or farming 
equipment applications). However, that doesn’t mean the 
heavy-duty market for filters is exempt from the downturns 
in these sectors as well.

MARKET FEATURE
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In Need of a Change:
How the Recession Has Affected

Aftermarket Filter Sales
By David Halpert
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“The heavy-duty market has definitely declined 
with the slowdown in manufacturing. Chapter 11 
for many previously striving companies has been 
fuelled by the recession,” continues Fleming. “They 
are all indicators of less manufacturing, mining, or 
farming equipment being used, all resulting in less 
freight and therefore less fleet activity. That means 
less maintenance of vehicles and equipment, which 
translates into fewer parts being required.”

Decrease in New Vehicle Sales 
Expected to Bolster Growth 

According to Statistics Canada, nearly 1.7 million 
new vehicles were purchased in 2008. A graph of 
Canadian monthly vehicle sales shows a sharp drop 
in the fourth quarter, where new sales fell a record 
15% to 109,831 units. For North American new 
vehicle sales, 2008 marked a 10-year low, coming in 
at roughly 15.8 million units sold.

With the recent announcement of GM dealer-
ship closures in Canada (240 out of 705, while 
Chrysler dealerships in Canada have been spared 
for the moment, compared to 800 closings in the 
U.S.), coupled with declining new vehicle sales 
overall, this means not only are consumers holding on to 
their vehicles longer, but the need for regular repair and 
maintenance will also be required, making the jobber’s role 
(as well as the aftermarket’s) that much more important.

“Filters are a relatively inexpensive and easy item to 
replace versus other aftermarket products, so the downturn 
has had somewhat of a restrained impact versus other after-
market replacement items,” says Purolator director of filtra-

tion Ramon Nuñez. “As a result of a tight economy, 
an increasingly greater number of motorists are 
understanding the value of changing their vehicle’s 
filters regularly and are actually doing it, so they 
reap the benefits. Shop technicians, too, are playing 
a significant role in reminding vehicle owners to 
replace their filters when their car manual indicates 
they should.” 

Economic pressures are forcing motorists to hold 
on to their cars and postpone any new car-buying 
decisions until there is more stability and predict-
ability in the market.

Not only will sales for aftermarket filters likely 
increase as drivers hold on to their cars longer as a 
result, but an increase in both consumer awareness 
of aftermarket filters and their significance will add 
also to the preventative care and maintenance of 
these vehicles.

“While the filter market has not been unaffected 
by the downturn, we feel that people are being 
more diligent about changing their vehicle’s filters 
in order to keep their vehicles running smoothly,” 
continues Nunez, “and as far as vehicle maintenance 
goes, this is the cheapest insurance one can buy.” 

“The U.S. has been hit much harder, [whereas] 
the Canadian economy has not been nearly as 
affected by the recession,” notes Fleming. “The light 
vehicle market seems to have maintained its volume, 
but unlike the heavy-duty vehicles that are being 
used less, people (although driving less) tend to be 
repairing their current vehicles, curbing that new car 
purchase until a more economical time. That means 
increased aftermarket sales to keep those older 
vehicles rolling.”

Continued from page 26
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According to the Selected North American Filter Aftermarket 

report released by Frost & Sullvan in September 2008, steady 

growth is expected for oil filters (US$1.3 billion in 2008 to US$1.6 

billion in 2012), air filters (US$0.6 billion in 2008 to US$0.75 billion 

in 2012), coolant filters (US$0.21 billion in 2008 to US$0.24 billion 

in 2012), and cabin air filters (US$0.07 billion in 2008 to US$0.16 

in 2012), with relatively steady sales for the fuel filtration category 

as well.

“The North American selected filters aftermarket for light, medi-

um, and heavy-duty vehicles generated an approximate US$1.63 

billion in 2007. This filtration market is experiencing short-term 

growth challenges as a result of decreased miles driven in that 

year,” says Avijit Ghosh, automotive aftermarket industry manager 

for Frost & Sullivan. “Economic malaise lasted through 2008, and 

high oil prices have decreased vehicle usage and increased con-

sumer choice for vehicle maintenance deferrals.”

In 2008, filter revenue sales by vehicle classification for all filter 

categories were as follows: for light vehicles (class 1-3) US$1,650 

million, for medium-duty vehicles (class 4-5) US$94 million, and 

for heavy-duty vehicles (class 6-8) US$941 million.

Facts & Figures
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The complex additive chemistry that goes into the devel-
opment of coolants has been largely underappreciated 
by technicians, jobbers, and counterpeople for decades. 

An engine is a hot, high-pressure, corrosive environment 
that can easily produce temperatures of 2500 degrees Celsius; 
without coolant, pistons would quickly weld themselves to the 
cylinder.

In order for coolant to work effectively, it must be custom-
tailored to the metallurgical composition of the engine. As 
different makes and models have different concentrations 

of steel, aluminum, plastic, and rubber in their engines, rec-
ommending the proper coolant is of vital importance to a 
vehicle’s overall performance.

Coolant is comprised of three basic yet different chemis-
tries that usually contain an ethylene-glycol base (some use 
propylene glycol), giving coolant its required freezing and 
boil-over protection and heat transfer characteristics.

This is where the similarities stop.
The older (usually green) coolant additive formulation is 

referred to as Inorganic Additive Technology (or IAT), and 
is mainly based with silicates, phosphates, and borates. All 
of these inorganic additives give the coolant the corrosion-
inhibiting and de-foaming compounds it needs to function 
properly in the engine. IATs are very robust and protective; 
however, they deplete quickly, allowing for only three to four 
years of service life (roughly 50,000-80,000 kilometres).

The search for a longer-lasting coolant (five to six years 
before servicing) led to the development of Organic Acid 
Technology (OAT), which many know best as GM’s Dex-
Cool branding, in the late ’90s. OATs were different from 
IATs in that their chemistry was an all-liquid blend that 
allowed coolant to get away from a lot of problems such as 
drop-out with hard water and issues with solids. However, 
the corrosion inhibitor package isn’t fast-acting; if you have 
high-flow erosion, you’ll need an additive that will not only 
react in a reasonable time frame but can also protect under 
dynamic conditions.

The third family of coolant is hybrid organic acid technol-
ogy formulation (or HOAT), and the idea here was to make 
a coolant with the best possible ingredients, and that would 
be faster-acting and would protect the engine for a longer 
time. HOATs were first developed in Europe in the early ’90s, 
but eventually made their way to North America as well as 
Asia, and are used by many of today’s OEMs including BMW, 
Mercedes, Volvo, Volkswagen, Ford, and Chrysler. Unlike 
IATs and OATs, HOAT coolants are more expensive to pro-
duce as they require more specific formulations and more 
additives in general.

Many manufacturers have touted the effectiveness of so-
called “universal” coolants for years; a slew of them currently 
exist on the market that claim to meet a wide range of appli-
cations. However, “universal” is a term used loosely in this 
product category, as there is no one true coolant to satisfy all 
light vehicle makes and models.

“There are universal coolants out there, and I have a lot 
of problems with those,” says Dr. David Turcotte, technical 
director for Valvoline. “The OEMs have different chemical 

Hot Under the Hood:

A Look at Coolant
Technology and Sales

By David Halpert
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Controversy over Dex-Cool

Over the last few years Dex-Cool has caused contro-

versy in the coolant market, with litigation connecting 

it with intake manifold gasket failures in GM’s 3.1L 

and 3.4L and with other failures in 3.8L and 4.3L 

engines for GM-model vehicles made between 1995 

and 2003. While class action lawsuits were regis-

tered in Canada (as well as several U.S. states) to 

address some of these claims, the first jurisdiction 

to reach a decision was in Missouri, where a settle-

ment was announced in December 2007.

The lawsuit also led to rumours that mixing 

Dex-Cool with a standard green (non-OAT) coolant 

caused a chemical reaction that produced sludge 

in the cooling systems. According to the Dex-Cool 

manufacturer, however, “mixing a ‘green’ [non-OAT] 

coolant with Dex-Cool reduces the batch’s change 

interval to two years or 30,000 miles, but will other-

wise cause no damage to the engine.”

In March 2008, GM agreed to compensate 

complainants in the remaining 49 states. There 

has been no word as of yet on whether Canadian 

complainants will be compensated.
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requirements and you really have to match their chemistry 
to get long-life performance and have a good result. For 
example, if you meet the Ford specification which requires 
silicate, by default you don’t meet the GM or the Toyota 
specifications, which forbid it. So there’s no way you could 
make one coolant that meets all applications.”

In fact, when you mix one chemical with another you can 
actually dilute each one, causing neither to work. Most univer-
sal coolants are based on some kind of OAT (something like 
Dex-Cool, for example), which is fine for, say, GM vehicles but 
not fine for everything. Different OEMs have different chem-
ical restrictions that vary according to the specifics of a given 
engine (e.g., what type of gaskets are in the engine, what kind 
of metallurgy is in the engine, etc.).

One of the ways coolant manufacturers have dealt with 
this issue is by custom-tailoring their product lines to meet 
certain models of vehicles. Zerex recently 
offered a modified HOAT with a formula-
tion specifically built for Asian vehicles. 
Many Asian vehicles require a special kind 
of HOAT that’s silicate-free and contains 
phosphate with organic acids. 

Also, keep in mind that the difference 
between a coolant that meets standards 
and a coolant that gains the approval of 
OEMs is huge. An OEM approval means 
higher quality and higher costs. If it 
meets the specifications, “meet” doesn’t 
necessarily mean it’s OEM-approved. To 
get a Dex-Cool approval from GM, for 
example, one of the standard protocols 
is called the five-year vehicle test: not an 
accelerated or simulated five-year vehicle 
test, but 60 months of consecutive testing 
with the coolant in question, generating 
research and development costs that are 
easily in the millions.

While HOATs are more expensive than 
OAT and IAT coolants, keep in mind that 
the cost per gallon is only nickels and 
dimes when taking into account a longer-
lasting engine and less frequent trips to 
the service garage. This is why it’s crucial 
for jobbers to supply the best possible 
antifreeze for your technician customers.

“Questions jobbers should be ask-
ing to satisfy their technician custom-
ers or consumer needs include, first 
of all, what is the application? Is the 
vehicle a passenger car? Is it a light-duty, 
medium-duty, or heavy-duty vehicle? Is 
the engine gas or diesel? And if the 
engine is diesel, does the customer use 
SCAs (supplemental coolant additives)?” 
says Gord Robertson, managing direc-
tor for Honeywell Consumer Products 
Group Canada under its Prestone brand. 
“The older, less expensive ‘green’ anti-
freeze is not recommended when servi-
cing vehicles today, because it only lasts 
two years or 40,000 km, compared to 
extended-life coolant that lasts up to five 
years or 250,000 km.”

“It pays to ask what [the technician] is 
looking for. ‘What’s the application you’re 
looking for? What’s the specific vehicle?’ 
A lot of guys will call in and ask for the 
cheapest stuff they can find, which is not 

necessarily the best application for the vehicle they’re work-
ing on,” says Dennis Favaro, product manager for Valvoline 
Canada. “They should try and make sure they’re providing a 
quality product that meets the specifications of the OEMs.”

“If the prospect is a fleet operator, then knowing the mix 
of the fleet in terms of year, make and model is important, 
because a complete drain and refill is not always warranted 
when a unit is in for routine preventative maintenance,” 
says Amanda Li, marketing manager with Shell Canada Ltd. 
“If the customer is in the retail channel supporting the pas-
senger car market, then inquire about an inventory strategy 
to minimize stock keeping units. This can displace several 
application-specific products, simplify the selection process 
for the consumer and maximize the utility of retail space.”
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Purolator Expands Coverage

Purolator Filters published its comprehen-
sive new automotive filter catalogue (PUCT 
109) for 2009 with expanded coverage. The 
catalogue covers all filter applications from 
1985 to 2009 for domestic and import cars, 
vans, and light trucks as well as motorcycles 
and ATVs. Coverage includes Purolator’s 
premium-grade PureOne oil and air filters as 
well as Purolator oil, air, cabin air, fuel, and 
transmission filters. This 984-page catalogue 
includes 89 new product applications for the 
2009 model year.
Robert Bosch LLC
(905) 826-3270
www.purolatorautofilters.net

Quality Air Breathing System
The Quality  Air 
Breathing System will 
work with the existing 
compressed air supply 
and is compliant with 
the OSHA require-
ment for Grade “D” 
Breathable Air. The 
four stage filtration 
filters the air, and 
the on-board carbon 

monoxide monitor continuously monitors air 
quality. The systems are designed for multiple 
users, ease of use, and are backed by a one-year 
warranty. 
Martech Services Company
(800) 831-1525
www.breathingsystems.com

Headlamps
Hella, Inc. has just launched a new 
series of Xenon headlamp bulbs. 
Hella High Performance Xenon 
Yellow Headlamp Bulbs feature a 
yellow coating that creates a dis-
tinctive GT racing look. The bulbs 
are available for 9003 (60W), 9004 
(65/45W), 9005 (60W), 9006 
(50W) and 9007 (65/55W) appli-
cations. All bulbs are sold in twin 
packs and are DOT approved.
Hella, Inc.
(770) 631-7500
www.hella.com

Spring Seat Cutter
The Valve Spring Seat Cutter is specially sized 
for GM Vortec. Recut valve spring seats to 
establish spring-to-valve concentricity or use 
to enlarge seats for over-size dual springs. This 
product includes the Valve Spring Seat Cutter 

NEW PRODUCTS

(1.320” OD, .630” ID) and the hardened and 
ground pilot (11/32” / 8.7mm). Additional 
cutter and pilot sizes available.
Goodson Tools and Supplies for  
Engine Builders
(800) 533-8010
www.goodson.com

Headlamp Restoration Kit

Bright Solutions Platinum Series headlamp res-
toration kit (part # 75010090) will service up 
to 70 vehicles. Bright Solutions is a patented 
process that closes and seals the headlamp to 
restore and preserve that new look for years. 
The kit comes in a reusable tool box that con-
tains all the products required as well as a 3” DA 
Orbital Palm sander. 
Symtech Corp.
(888) 884-8182
www.symtechcorp.net

Fuel Injection System
The Powerjection III complete kit is the latest 
throttle body style EFI system that features the 
EMS (engine management system) mounted 
directly on the throttle body. The kit also fea-
tures a wideband O2 sensor, throttle position 

sensor, idle 
air control, 
and 2.5 Bar 
MAP sensor 
a l l  c o m -
b ined  in 
the throttle 
body. This 
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new system eliminates about 85% of the usual 
wiring found in competitive systems.
Professional Products
(323) 779-2020
www.professional-products.com

Pry Bar

The new GearWrench pry bar extends from 24 
to 48 inches while offering indexing flexibility 
in the head and length. The 48-inch extendable 
pry bar, which can withstand more than 400 
pounds of force, features a forged alloy head 
that is adjustable to 14 angles and rotates 180 
degrees. Technicians benefit from the light-
weight tubular design and increased access 
in applications where lifting and shifting are 
required.
Danaher Tool Group
(800) 688-8949
www.gearwrench.com

Rear Pillar LED Lights
InProCarWear’s 
LED Rear Pil-
lar Lights are 
available for GM 
SUVs’ (’07 and 
up) stock rear 
pillar. Installa-
tion is easy. Sim-
ply remove the 
stock rear pillar 
and replace with 
this LED unit. 
It plugs into the 
factory tail lenses 
so there is no 
wiring and no 
guesswork. Units 

are available in chrome, Bermuda black, ruby 
red and platinum smoke.
InProCarWear
(800) 434-4381
www.stylintrucks.com

Cast Iron Heads
The RHS Pro Elite 
SBC 23-Degree 
CNC-Ported Iron 
Cylinder Heads 
provide maximum 

airflow for racing classes that require the use of 
cast iron cylinder heads. They feature a CNC-port-CNC-port-
ed 228cc intake and 82cc exhaust runners; 2.055” 
multi-angle intake and 1.600” radius exhaust seats; 
and a CNC-ported 69cc combustion chamber to 
relieve valve shrouding and improve airflow 
efficiency.
Racing Head Service
(877) 776-4323
www.racingheadservice.com
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Adjustable Valve Spring 
Pressure Tester
Intercomp’s Adjustable Valve Spring Pres-
sure Tester measures spring tension accu-
rately and adjusts for rocker length and off-
set. It contains a 600 lb. / 227 kg capacity, 
precision 5 lb./kg increments, brass con-
tact to prevent rocker damage, fully anod-
ized billet aluminum components, infinite 
adjustment and peak hold for hard to reach 
areas. A 9V battery operation is included 
with this product.
Goodson Tools and Supplies for Engine 
Builders
(800) 533-8010
www.goodson.com

Rubber and Vinyl Shine
Meguiar’s has a complete vinyl, rub-
ber, and plastic protectant family that 
offers two different levels of shine. 
For those who love intense shine, 
Supreme Shine Protectant is the fastest 
and easiest way to create a glistening 
finish fast. People that want a deep, 
rich “like new” lustre can choose 
Meguiar’s newly redesigned Natural 
Shine Protectant. Both products 
offer the same outstanding protec-
tion from the elements and easy 
spray-and-wipe application.
Meguiar’s
(905) 670-5580
www.meguiarscanada.com

MIG Welder
Miller’s new Millermatic 212 Auto-Set all-in-
one MIG welder combines the performance 
of the Millermatic 212 with the popular Auto-
Set feature, which automatically sets optimal 
parameters based on metal thickness and wire 
diameter. Set welding wire size and material 
thickness, and Auto-Set selects 
optimal wire feed speed and 
voltage. Infinite voltage control 
replaces “tap” settings, enabling 
manual fine-tuning of voltage 
and wire feed speed. Line Volt-
age Compensation maintains 
welding output in the event of 
+/– 10% variations in primary 
power. The welder is matched 
with Spoolmatic 15A/30A spool 
guns with gun-mounted wire 
feed speed control.
Miller Electric Mfg.
(920)734-9821
www.millerwelds.com
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that’s recovered as waste product from industrial processes, 
reducing (or at least delaying) other industrial CO2 emissions. 
Carbon dioxide works well as a refrigerant in all but the hottest 
climates. However, since operating pressures can exceed 2000 
psi—about 10 times that of current systems—all the components 
in the A/C system must be designed to use R744a, and the vehi-
cle must also be designed to use that new A/C system. Additional 
safety items are needed too, including valves to vent pressure in a 
collision, CO2 detectors inside the cabin, and a system for vent-
ing the cabin if a high concentration of CO2 is detected. 

It can all be done, but it will be more complex and expensive 
than existing low-pressure systems, and it will add cost and 
complexity to the vehicle. 

The Market Rules
For car manufacturers, switching from R-12 to R-134a was rel-
atively easy and inexpensive because the new refrigerant worked 
with most existing A/C components. However, the change 
wasn’t completely seamless: a different lubricant is needed with 
R-134a, and improved seals and hoses are needed to control 
gradual leakage (R-134a is a smaller molecule). But at the OEM 
level, the changeover itself required only minor modifications 
to the vehicle, such as space for a larger condenser and more 
airflow through the front of the vehicle.

Changing to R-744a would require new A/C components 
and changes to the vehicle itself. The changes are needed not 
just to make the system work, but also to protect the vehicle’s 
occupants from high-pressure component ruptures in a colli-
sion. There’s little doubt that the auto industry and its customers 
would welcome an easier and less expensive alternative.

Another Alternative (Maybe)
In early 2007, two major automotive suppliers, Honeywell and 
DuPont, announced a joint venture to develop a new refriger-
ant that would meet the European regulations. Work pro-
gressed quickly; by the end of that year they had announced the 
development of HFO-1234yf (sometimes called “twelve-thirty-
four”), and by the following winter most of the lab testing had 
been completed.

Testing shows that HFO-1234yf poses no special sealing 
problems and will not harm most of the materials in existing 
A/C systems. It’s no more toxic than R-134a, and if released 
into the atmosphere, it completely decomposes after 11 days 
(R-134a lives for 13 years). The makers say it decomposes to 
natural chemicals with “no ozone depletion potential or global 
warming potential.” Its GWP rating is four, so it easily meets 
the European requirement. 

There is one safety issue: it is officially classified as “mildly 
flammable.” For this particular chemical, “mildly” means it 
will burn but it isn’t easy to ignite. The refrigerant-to-air 
concentration must be greater than 6%, and a high-energy 
ignition source is needed to initiate burning. Once lit, the 
burn rate is very slow, meaning it doesn’t explode. The typi-
cal automotive A/C system doesn’t hold enough refrigerant 
to reach that concentration, even if the whole charge were to 
vent into the cabin. While on-vehicle safety issues are minor, 
refrigerant stored in containers would have to be treated 

T he quest for cool is heating up.
The world of automotive air conditioning is preparing for 

its second major upheaval in as many decades. The European 
Union has enacted a ban on R-134a refrigerant that begins 
with new vehicle platforms introduced in model year 2011 and 
expands to all new vehicles sold in Europe by model year 2017. 

When introducing a new model or completely redesigning 
an existing one, the design must be finalized about 18 months 
before production begins. The choice of refrigerants will 
affect the design of the vehicle, so to meet the 2011 deadline, 
European automakers must choose their new refrigerant now.

The first time automakers faced this decision was in the early 
1990s, when governments of all the industrialized nations (or 
enough of them to steer the market) signed a treaty banning the 
production of chlorofluorocarbon gases, including R-12. A new 
air conditioning refrigerant was developed that does not harm 
the ozone layer, and by 1995, almost every new air-conditioned 
car and truck in the world was charged with R-134a. 

This time the decision to change refrigerants is being 
driven by the Kyoto Protocol, an international agreement 
that requires reductions of specific greenhouse gas emissions, 
particularly carbon dioxide (CO2). Not every nation has signed 
this agreement, but as we’ll see later, market forces will play a 
role in this situation too.

To make it easier to measure and calculate greenhouse 
gas emissions, each gas has been assigned a Global Warming 
Potential (GWP) number that compares its effect on global 
warming with that of CO2. Carbon dioxide has a GWP of 1, 
while R-134a has a GWP of 1,300. The new refrigerant required 
by the European Union must have a GWP no greater than 150.

One Alternative
Engineers in Germany have been developing mobile air con-
ditioning systems that use CO2 refrigerant, known as R-744a. 
It has the lowest possible GWP, and it will be made from CO2 
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as flammable material, and it might be treated as hazardous 
material in service shops. 

Although there is still some work to be done, DuPont, 
Honeywell, and the U.S. Environmental Protection Agency are 
confident that all the major questions have been answered: HFO-
1234yf can meet all the requirements and has great potential for 
becoming the auto industry’s next mobile A/C refrigerant.

Final Steps 
In a joint presentation by DuPont and Honeywell at the 2009 
Mobile Air Conditioning Society Worldwide Convention in 
Dallas, Tex., earlier this year, it was reported that most of the 
world’s OEMs “continue strong support of HFO-1234yf,” indi-
cating there will be a market for the new refrigerant.  Successful 
lab tests have led DuPont and Honeywell to conclude that 
“HFO-1234yf is safe to commercialize for use in mobile air 
conditioning.” The final step is to gain approval from the appro-
priate government agencies to use it as a refrigerant, and there is 
little doubt that approval will come. 

New industry guidelines that regulate storage and handling 
will be needed. There will also be new SAE standards for recov-
ery/recycle/recharge equipment, hoses and fittings, refrigerant 
identifiers, leak detectors, storage containers, and about a dozen 
additional items. For companies that build vehicle A/C service 
equipment, complying with the new standards will be relatively 
easy, because most of their existing machines can be modified 
for use with HFO-1234yf. 

No matter what refrigerant the industry switches over to, 
there will probably not be a retrofit program. When the indus-
try changed from R-12 to R-134a, the goal was to remove R-12 
from the fleet because of the immediate risk to the planet’s ozone 

layer, and 
therefore to 
human health. 
A retrofit pro-
gram was sup-
posed to help, 
but engineers 
and regulators 
at the MACS 
C o n v e n t i o n 
said that the 
retrofit program was not effective enough to justify the head-
ache and expense, and it’s likely that R-134a will simply be 
recovered as vehicles are retired. 

The automotive industry may end up with a replacement for 
R-134a that doesn’t require redesigning the vehicle, but maybe 
not soon enough to meet the European deadline. There’s also 
a lot of political and corporate pressure in Germany to produce 
R-744a air conditioning systems. If that happens, we may or 
may not see R-744a here in North America. If we do, indepen-
dent shops will have to decide if there’s enough business to justi-
fy investing in the necessary service equipment and training. No 
matter which refrigerants go into production, dedicated service 
equipment will be required for each one. For HFO-1234yf, the 
new equipment and service procedures will be similar to what 
exists now, adding even more market pressure to the situation.

There are a lot of ifs here, but in the next few months we’ll 
know whether the industry will have one mobile A/C refriger-
ant or two. Either way, the change-over won’t be cheap, but 
lessons learned from the last change should help things go a lot 
smoother.

AFFIX MAILING 

LABEL HERE
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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.

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

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

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

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

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

Mib
Box 3367, Espanola, NM 87533 USA

505-293-8640
Serving you since 1977 with 

honesty & integrity.
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Editorial
Comment

NEXT MONTH

W
ith all the turmoil that continues to dominate the automotive 
headlines, I suppose I should be adding to the discussion with 
words of foreboding and caution, but recent events have led me to 
take a break from that sober tack. 

I just had to give some space to recognize the outstanding efforts of 
so many in this industry to raise money for great charitable causes—far 

too many to mention—at a time when they themselves are hardly flush with green.
For me, this thinking started back in May with the “Spring Tune-Up” event put on 

by the Southern Ontario Division of the AIA. It was too early in the season to provide 
much more than whack-and-hunt golf, but smartly enough organized to keep the 
entry under $100 and still raise more than $1,200 for automotive scholarships.

And then there is Shad’s R&R. Shad’s is hands down the most well-known and lar-
gest fundraiser of the Canadian aftermarket at large—its proceeds always go into six 
figures and it has generated more than $3.5 million for muscular dystrophy research 
over the past 36 years.

Instead of playing this year, I took on volunteer duties, standing in on the for-
mer “beat the pro” hole, mercifully transitioned to a closest-to-the-pin competition 
in aid of High Fives for Kids and Shad’s charity of choice. It was amazing to see the 
unbridled generosity of every foursome who came through. Sure, I was only nicking 
them for ten bucks apiece—an extra tenner for those who missed the green and want-
ed to bet on me hitting it—but I still didn’t get a single refusal, even though many had 
already dipped into their pockets on numerous occasions. I highly recommend taking 
on such duties.

And of course there is the West Coast Classic, now spearheaded by Lordco’s Doug 
Coates, but with lauds to Gary Cooper of Auto Marine Electric who has played such 
an important part in keeping it going for more than 20 years. It puts something like 
$70,000 into the coffers of a whole raft of charities each year. Well done.

And every year one of the more successful and worthy events is put on just north 
of Toronto by the Automotive Aftermarket Retailers of Ontario (AARO). It brings 
out a good assortment of service providers and their suppliers to raise money for the 
Bloorview Hospital for children. Wally Clayson, who is a multi-term president of the 
association, a great business owner, and the real reason the event exists—though I am 
sure he would object, they really should put his name on it before they have to put 
“memorial” behind it—knows that it may not earn as much as the “big events,” but I 
think they should be very proud of their contribution.

And I’d be remiss if I didn’t mention the “Evening at the Ballpark” this August 
(after all, I’m a co-founder and organizer alongside Fenwick’s Eric Liebovitz and 
T&H Auto Electric’s John Pedersen) that brings in a few thousand dollars for leuk-
emia and lymphoma research each year.

There are, of course, many more fundraisers held by aftermarket companies and 
organizations across the country. They all deliver on so many levels that there is much 
to be proud of. And, while the take for many this year will be down, the aftermarket 
should be commended for its ability to continue to give and give large even in diffi-
cult times.

With that in mind, I leave you with this: If you can’t give big, give small; if you can’t 
give small, give your time. Regardless of the size of your commitment, the returns will 
always exceed the contribution many times over. You will never regret it.

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

August will focus on 
Light Trucks and SUVs 
that remain plentiful 
on our roads, and a 
great opportunity. Plus,  
we’ll update you on 
low-VOC refinish 
developments.
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