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the Environmental 
Protection Act. Under 
the Environmental 
Protection Act, it would 
harmonize with the 
U.S.’s Clean Air Act and 
would require carmak-
ers to share information 
with the aftermarket 
that could be accessed 
over the Internet. The 
Competition Act would 
be the policing func-
tion, such that if there 
was a challenge with 
compliance with auto 
manufacturers, there 
would be an opportu-
nity for the Competition 
Bureau to take whatever 
company is non-compli-
ant to task, assuming the 
legal tests were met.”

However, groups 
opposing the legislative 
approach in favour of 
a voluntary agreement 

did make a significant announcement. 
Federal Industry Minister Tony Clement 

announced the Canadian Automotive Service 
Information Standard (CASIS) agreement 
between automakers and the aftermarket.

According to the National Automotive Trades 
Association (NATA), the agreement would also 
allow automotive repair facilities in Canada to 
access auto manufacturers’ service and repair 
information in addition to tooling and training 
information. The agreement states that auto-
makers will have the information made available 
no later than May 2010.

Insiders say that efforts such as these consti-
tute a deliberate attempt to scuttle the Right 
to Repair Bill, for which hopes remain high. 
Notably lacking in the announcement was any 
mention of the Right to Repair Bill currently 
working its way through the legislative process. 

A letter released by AIA president Marc 
Brazeau to Minister Clement states that AIA 
and its partnering associations were excluded 
from the conversations between automakers 
and the aftermarket on the issue of access to 
information.

“We are at a loss as to explain why the car 
manufacturers would exclude AIA in these 
discussions in favour of a loosely affiliated 
organization that represents less than 5% of 
the marketplace in very few provinces,” stated 
Brazeau. “Moreover, it is our understanding 
that this organization also represents new car 
dealerships within its membership, clearly a 
conflict of interest.”

Right to Repair Showdown 
in the Wings?

With the Right to Repair Bill going before 
the Standing Committee on Industry, Science 
and Technology this month, and a voluntary 
agreement also being touted, a standoff may be 
developing.

After a concentrated lobbying effort by the 
Automotive Industries Association of Canada 
(AIA), its members, and other supportive 
groups, Bill C-273 was passed by an overwhelm-
ing vote in Parliament last May, thus sending it 
to the review stage this month.

The bill would effectively give independent 
service centres and technicians the same access 
to tooling and training information as their 
OEM dealership counterparts.

While the threat of an election could set 
the progress of the Right to Repair legislation 
back—the bill would have to be reintroduced 
were that to occur—expectations are rising as 
prospects of an early election seem less likely, 
with the present government continuing to get 
sufficient support in Parliament. 

“[The bill] has passed second reading and 
received a vote of 248–17 to be referred to 
the committee,” says Scott Smith, director of 
government and industry relations for the AIA. 
“I hope the committee finds the bill valid and 
if there are amendments to be made that will 
improve the bill, that those amendments are 
made, and that the bill goes back to the House 
for a vote. If everything goes smoothly it could 
be with the Senate by as early as the New Year, 
and the bill could become law early next spring.

“If passed, Bill C-273 would amend frame-
work legislation for the Competition Act and 
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Industry Minister Tony Clement (front) announced a voluntary agreement between 
automakers and the aftermarket last month in Ottawa, omitting all mention of the 
bill before committee. Others in attendance included (from l-r) Roger Levesque, 
owner of Levesque & Sons Auto; Parliamentary Secretary Mike Lake; David 
Adams, president of the Association of International Automobile Manufacturers 
of Canada; MP Steven Blaney; Matthew Wilson, director of Consumer & Industry 
Affairs for the Canadian Vehicle Manufacturers’ Association; Rob Land, president 
of NATA, and Dale Finch, executive vice-president of NATA.

Follow us on Twitter. 

Get AutoServiceWorld.com 

News and more by  

following JobberNews 

on Twitter.

MACS Convention 
Registration Open
Registration is now 

open for the Mobile Air 
Conditioning Society’s 

30th Anniversary 
Convention and Trade 

Show, being held  
January 19–21, 2010 
in Las Vegas, Nev. 

Registration is open 
online on the My Profile 
page of the MACS web-

site, or by phone  
at (215) 631-7020.  

A complete schedule of 
events and a download-

able registration form are 
available on the MACS 

website convention page 
at www.macsw.org.
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Uni-Select Makes Bid to Buy Outstanding 
Shares of U.S. Operation

Uni-Select Inc. has made an offer to purchase all of the outstand-
ing shares of common stock of Uni-Select USA, Inc.

Uni-Select Inc., through its subsidiary Uni-Select USA Holdings, 
Inc., is currently the holder of 87% of the outstanding shares of Uni-
Select USA, Inc. The offer provides cash payment of the purchase 
price and is extended to all shareholders of Uni-Select USA. The 
offer to purchase the shares was to expire at 5:00 p.m., Minneapolis, 
Minnesota, time on October 1, unless otherwise extended.

In the event that, subsequent to the offer, Uni-Select becomes 
the holder of more than 90% of the stock of Uni-Select USA, it will 
buy out all remaining minority shareholders subject to applicable 
Delaware statutes.

Members of the Buzzard family, who hold 10% of Uni-Select 
USA, have indicated that they will tender their shares and accept 
the offer. Clay Buzzard, a director, remains a significant share-
holder of Uni-Select Inc.

Uni-Select notes that full ownership of Uni-Select USA will 
allow greater flexibility in financial and administrative functions.

Bestbuy Hits Quebec City for Buy & Sell
Bestbuy Distributors held its Buy & Sell in Quebec City, attended 
by the majority of its members and suppliers, and also raised more 
than $2,000 for charity.

Bestbuy suppliers met with shareholder members from across 
Canada in one-on-one business meetings, providing an opportunity 
to ensure that shareholders are aware of new introductions and that 
they will have the opportunity to know of any special requests by 
other shareholders.

In addition to the meetings, shareholders and suppliers also 
participated in the annual Bestbuy for Sick Kids Golf Tournament 
at Le Grand Vallon in Mont-Sainte-Anne, raising more than $2,000 
for the Toronto Hospital for Sick Children. Over the years, Bestbuy 
events have raised more than $600,000 for the institution.

Proceeds from the golf tournament, raffles, and other fundrais-
ing activities throughout the year will be pooled and a cheque 
presented to the Hospital for Sick Children at Bestbuy’s 2010 AGM 
next February.

Two days of meetings with suppliers were punctuated with 
events such as the evening at Le Moulin de Saint-Laurent on 
Orleans Island. Shareholders and suppliers enjoyed regional fine 
cuisine in an old flour mill dating back to 1720.

On hand for the event was Nick Bintas, co-owner of Spark 
Auto Electric, Toronto, Ont., 2009 Jobber News Jobber of the 
Year, a fact that was acknowledged during the dinner by current 
Bestbuy chairman Howie MacKenzie, owner of Rafuse Auto Parts, 
Bridgewater, N.S. who received the honour in 2006. 

For more on these and other stories, log 
on daily to autoserviceworld.com

Wells Introduces Searchable 
e-Catalogue CD

Wells has introduced 
its comprehensive new 

Engine Management cata-
logue in single, search-
able CD format, with an 
application coverage of 

more than 3,000 new part 
numbers. The all-lines CD 
catalogue provides a user-
friendly electronic search 
function as well as a fully 
illustrated buyer’s guide 

featuring single-view 
images of each product. 

g     g     g

Synthetic Mythbusters 
September Winner

The September, and final, 
winner of the Jobber News 

Synthetic Oil Mythbusters 
quiz presented by Castrol 

is George Bitsanis at 
Docteur Silencieux, 

in Laval, Que. He will 
be receiving a Castrol 
Prize pack courtesy of 

Wakefield Canada, distrib-
utors of Castrol products.

Continued on page 8
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Bestbuy Distributors’ board of directors 
assembles at a successful Quebec 
City Buy & Sell dinner: (l-r) Dale Devlin, 
Halton Automotive; Doug Squires, 
Colonial Auto Parts and APM Limited; 
Gary Thibault, The Partsman; Claudio 
Sceppacerqua, The Young Automotive 
Professionals; Alex Trichas, Pièces 
D’Auto Sources; chairman Howie 
MacKenzie, Rafuse Auto Supply; Wayne 
Heimpel, Heimpel Automotive; president 
Jeff VandeSande; Farrukh Alam, Alam’s 
Auto Parts. (Absent for the photo: Brad 
Nahorney, Sapphire Auto).
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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 professional certifications such as Red Seal and ASE Parts 
Specialist 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  Jul14.indd   9 14/07/09   11:36 AM
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Continued from page 6

APPOINTMENTS

Malcolm Sissmore has been appointed 
vice-president, sales, North America 
independent aftermarket, Delphi prod-
uct and service solutions. Sissmore 
will be responsible for directing inde-
pendent aftermarket sales efforts 
in North America. He replaces Tim 
Wheeler. Prior to coming to Delphi, 
Sissmore spent nine years as vice-pres-
ident, sales and marketing, for Ultrafit 
Manufacturing in Mississauga, Ontario.

Beck/Arnley has announced that Jacob Cartmill has joined 
the company as a product specialist. In this role, Cartmill 
oversees brake hydraulics, including calipers, master cylin-
ders, wheel cylinders, and brake hoses. He is responsible 
for product management efforts such 
as the introduction of new products, 
determining target pricing, creating 
new product packaging, researching 
and developing new product applica-
tions and technical literature, and work-
ing with data management personnel 
on maintaining catalogue, interchange, 
and pricing databases. Cartmill reports 
to Tom Fritsche, director of product 
management for Beck/Arnley.
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OBITUARY
Denis Bellemore, Industry Force 

Denis Bellemore, a key figure at 
NAPA as a vice-president and the 
driving force behind the CMAX 
paint store operations, passed away 
in September. He was 50.

He was also a member of the 
Automotive Industries Association of Canada’s board of 
directors and its PBE Council. 

An enthusiastic supporter of the industry and a strong 
participant in industry events both as a sponsor and 
a volunteer, he was regarded as a positive force in the 
industry. 

Bellemore disappeared from his Montreal home on 
Friday, September 11 while on his way to the barber. His 
body was found four days later on September 15 in the 
St. Lawrence River. 

He had been coping well with multiple sclerosis for 
years and had reportedly been at home recuperating 
from a single-car accident during the week before his dis-
appearance. Reports say that he had blacked out while 
at the wheel and may have been disoriented following 
the accident.

His funeral was held at the Rideau Funeral Home 
in Dollard-des-Ormeaux, Que. on Monday September 
21. In lieu of flowers, donations may be made to the 
Multiple Sclerosis Society of Canada.

Denis will be missed by all.

Malcolm Sissmore

Jacob Cartmill
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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

NACE p9.indd   9 05/10/09   9:30 AM
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Broadening Your Approach
A Changing Aftermarket for Brake and Chassis Parts

By David Halpert

W hile there has always been a 
push-pull dynamic between 

original equipment service and the 
aftermarket, two product categories 
that have remained resilient for job-
bers are brakes and chassis parts. But 
that doesn’t mean the market hasn’t 
changed dramatically.

One change is obvious: the 
longer consumers hold on to their 
vehicles, the more likely they are to 
break down; and the more that cars 
break down, the more parts jobbers 
will need to supply to their techni-
cian customers. Simply put, the aftermarket thrives on this 
older-vehicle demand, which represents broader opportun-
ities for distributors, jobbers, and sellers. But it’s not just older 
vehicles driving demand; newer applications are arriving at 
an unprecedented rate. In today’s market, it is not so much 
demand that can be the limiting factor as supply.

“Availability is the number-one issue more than anything 
else. I had an example yesterday of a guy wanting two lower 
control arms for a 2006 Ford Freestar. Not a soul had them 
[in the aftermarket],” says Chris Dempster, general manager 
of Dempster Automotive Ltd. in Barrie, Ont. He was forced 
to go to the local Ford dealer for them.

“I think jobbers have to look at the business as a program 
rather than commodity-based,” says Ian Braunstein of Satis-
fied Brake Products Inc. “What that means is [jobbers] need 
to really look at full-line coverage, differentiation, and offer-
ing a good selection of responsible products that are bench-
marked to OE in terms of form, fit, and function. 

“Coverage is key, because as a program supplier you make 
yourself the first call to your technician customer. As a com-
modity player, you’re just on a list of calls benchmarked for 
lower market opportunities. Make yourself the destination 
that the technician wants to turn to. A program approach will 
typically yield a higher success than some of the commodit-
ized trends we see in our industry.”

Parts proliferation further complicates issues. 
“Information is very vague. For example, it’s very dif-

ficult when you talk about Ford applications with pick-up 
trucks,” says Eduardo Gabarro, owner of West End Supply in 
Toronto. “They have eight different rotors for one applica-
tion, so having to ask a customer to measure a rotor which 
has already deteriorated is very difficult when there are 
only millimetres of difference on the height. You’ve got to 
send the guy six rotors to see which one will fit the vehicle, 
because by application you can’t tell.” 

In the last decade, many new vehicle makes and models 

have hit North American roads, and 
with them more parts numbers for 
jobbers to deal with. As a result, many 
small- to mid-sized jobber stores are 
struggling to keep up with the prolif-
eration. 

“From 1950 to 1992, there was 
only a maximum of 500 brake systems 
in North America in terms of appli-
cations. From 1993 to the present 
we’re up to 1,400. We do see a var-
iety of car manufacturers in Canada 
on our roads, which has definitely 
increased the amount,” says Ramzi 

Yako, president of Promax Automotive Parts Depot. “The best 
advice I can give is to keep your coverage wide enough and not 
so deep.”

It is also worth mentioning that you must consider not 
only brake pads but also rotors, shoes, and drums—many 
of the auxiliary parts that make up brake systems. Instan-
ces where you have the front pads but don’t have the rear 
ones, or you have the front pads but don’t have the rotors or 
drums, could lead to a lost sale down the line.

“Store stocks should be monitored annually at the very 
least. While forecasting can be troublesome, it also helps the 
distributor and manufacturer to be more effective in their 
inventory planning. Jobber and distributor collaboration aid 
the process and assist the supply chain,” says Kim Plante, 
Federal-Mogul’s product manager for chassis. 

There was a time when the same ball joint could fit on a 
Chevrolet Oldsmobile, a Buick, and a pickup truck, and last 
for more than ten years before replacement. Most steering 
component manufacturers would agree that that’s simply not 
the case today. Every one to three years, OEMs enter a cycle 
whereby vehicles are once again off to the drawing boards 
to be redesigned, which usually means more parts numbers 
to hit the market aren’t soon far behind. However, there are 
opportunities in chassis parts, if jobbers know where to look.

“OEMs’ increased use of integral components is driving 
the need to carry a range of assemblies. However, one com-
mon mistake is to carry too many serviceable control arm 
assemblies, which represents an additional inventory invest-
ment since the ball joint is already stocked,” says Plante. “Con-
trol arms are generally different for the right and left sides of 
the vehicle, whereas the ball joint fits both sides. Thus, twice 
as many control arms would be needed, which takes up a lot 
of shelf space. Also, the use of suspension components for the 
rear axle is growing. Jobbers will continue to face inventory 
challenges as new fuel consumption regulations are intro-
duced beginning with the 2011 model year.”
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Canadian companies can take a page out of their U.S. 
counterparts, says Dave Kondra, strategic account manager 
for ABS Friction.

“If you are a jobber in the U.S. you can simply contact R. L. 
Polk and get the actual registrations in your particular area or 
region,” he says. “Manufacturer reps who call on jobbers in the 
U.S. do this service for their accounts now. Actual VIN number 
registrations are the foolproof action.

“If I was assessing my inventory, I as a jobber would take a 
close look at the used car dealers in my area together with a 
general overview of Auto Trader, to get an idea of what might be 
the applications I am not currently carrying.”

“One thing that was an issue maybe five or six years ago was 
import cars (e.g., Hondas, Toyotas) that once went to the dealer-
ship [for repair], that are now being repaired by everybody,” 
says John Thody, president of XRF Inc. “Now the jobber has 
those parts to contend with as well, so he has up to six brands of 
vehicles that he has to stock that he didn’t have to concern him-
self with as much in the past. Imports have also become larger 
and heavier, and [therefore] steering and suspension parts, just 
by the laws of physics, wear faster.” 

“Ford has recognized that a pickup truck is a tool, and last 
month the number-one-selling vehicle in Canada was the Ford 
pickup truck. Right now they’ve got such a leg up on GM and 
Chrysler as far as North American vehicles,” continues Thody. 
“They’ve sold 30,000 Tauruses this year alone. One bit of advice is 
the jobber may have to look at his inventories and [go heavier] on 
Ford a little, because I think there’s going to be a far denser popu-
lation of Ford vehicles on the roads than there will anything else.”

Even in the face of challenges presented by parts prolif-
eration, an aging vehicle population, rising demand for some 
newer applications, and the ever-growing inventory investment, 
the brake and chassis markets are maintaining their position at 
the top of the priority list for jobbers. 

And with the average age of vehicles on the road rising, there 
are no signs that they won’t continue to warrant the attention of 
jobbers for some time to come. 
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Broadening Your Approach
A Changing Aftermarket for Brake and Chassis Parts

By David Halpert

North American Vehicles 
in Operation Getting Older 
According to several studies conducted 
within the last year, not only is the aver-
age age of cars driven in North America 
increasing, but higher gas prices and 
declining new vehicle sales are affecting 
consumer behaviour as well.

“The current economic environment, 
coupled with high gas prices last spring and summer, have resulted in 
consumers delaying purchases of vehicles because their discretion-
ary income has fallen,” says Dave Goebel, solutions consultant for 
R.L. Polk & Co.’s aftermarket team. “Based on the uncertainty of what 
the future holds, consumers are trying to keep their current vehicles 
running longer until their confidence improves.”

Traditionally, the U.S. automotive market has seen a 3:1 ratio of 
used-to-new vehicle sales, meaning that three pre-owned cars or 
trucks sell for every one new vehicle. However, in Q1 2009, that ratio 
rose to 5:1.

As a result, used vehicles make up a growing percentage of total 
light vehicle sales. From Q1 2008 to Q1 2009 (again in the U.S.), the 
share of used vehicles out of all new and used light vehicle sales rose 
seven percentage points, from 77.6% to 83.6%.

It should also be noted that just because the average age of 
vehicles on our roads is increasing, it doesn’t mean people are driving 
more. When gas prices spiked to all-time highs, it actually caused the 
total number of miles driven to decrease for the first time in history. 
This decline sustained itself even when gas prices fell during the 
fourth quarter of 2008.
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The current climate of the engine building 
business continues to require much 

from its proponents in the way of 
diversification, but the automotive seg-
ment remains an important part of the 
business.

And into this changed market has 
emerged a changed General Motors—
at least if you believe the hype. Despite 
any suggestions to the contrary, the 
venerable automaker continues to be 
a significant player and it continues to 
increase the repertoire of engines that 
shop staff have to be familiar with.

One that seems destined for the 
workbenches of the future is the 3.0L 
DOHC High Feature V6 (LF1), found 
in several Cadillac models such as the SRX 
(GM is also dropping it into the CTS sedan, 
CTS wagon, and Buick Lacrosse;  for those 
who are curious, it will also be found in the 2011 
Saab 9-4.)

The direct-injection, variable-valve timing 
unit features four valves per cylinder and 

a reasonable output of 265 hp @6950 
rpm. The 3.0L direct-injection V-6 is 
a smaller-displacement version of the 
3.6L direct-injection engine featured 
in the CTS sport sedan and named 

one of the World’s 10 Best Engines for 
2009 by Ward’s Automotive. 

It is paired with a Hydra-Matic 6T70 
six-speed automatic transmission with 
manual shift control. 

The engine is part of GM’s global fam-
ily of V6 engines that employ the most 
advanced automotive engine technology 
available, from state-of-the-art casting pro-

cesses, to full four-cam phasing, to ultra-fast 
data processing and torque-based engine 

management. 
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ENGINE TECH

An Engine Worth Knowing: 

GM’s 3.0 Litre V6 LF1
By Andrew Ross

The 3.0 litre LF1 is one of GM’s Global Engines.
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On the LF1 engine, fuel is introduced 
directly to the combustion chamber dur-
ing the intake stroke. The fuel injectors are 
located beneath the intake ports. 

Direct injection requires higher fuel 
pressure than conventional fuel-injected 
engines produce, so an engine-driven high-
pressure fuel pump is used to supply up 
to 1740 psi (120 bar) of pressure. The 
system regulates lower fuel pressure at idle, 
approximately 508 psi (35 bar) and higher 
at wide-open throttle. The cam-driven high-
pressure pump works in conjunction with 
a conventional fuel tank-mounted supply 
pump.

The V6 VVT’s engine block and cylinder 
heads are cast from A319 aluminum alloy. 
The sand mould cast block features strong 
cast-in iron bore liners, six-bolt main caps, 
and inter-bay breather vents.

A four-valves-per-cylinder inverted tooth 
chain cam drive contributes to the smooth-
ness and high output. The inverted tooth 
chain uses a design that spreads out the 
period of engagement between the sprock-
et and chain. This reduces the force of the 
initial impact between the two components 
because it is spread out over a longer time 
period, reducing noise. 

The V6 VVT’s nerve network is a new 
torque-based engine management system, 
which improves upon previous throttle-
based management systems that rely exclu-
sively on the throttle position sensor to 
govern throttle operation for the electronic 
throttle control (ETC). 

The torque-based strategy calculates opti-
mal throttle position, the position of the 
intake plenum plate, cam phasing positions, 
and other operational parameters, and 
translates that data into an ideal throttle 
position and engine output, based on the 
driver’s positioning of the gas pedal. 
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3.0L DOHC V-6 direct injection, variable 
valve timing, four valves per cylinder 
Displacement (cu in / cc): 183 / 2994 
Bore x stroke (in / mm): 3.50 x 3.16 in / 
89 x 80.3
Block material: A319 aluminum with cast 
iron liners
Cylinder head material: A319 aluminum 
Valvetrain: DOHC, four valves per cylinder 
Ignition system: coil-on-plug 
Fuel delivery: high-pressure direct 
injection 

Compression ratio: 11.7:1
Horsepower (hp / kW @ rpm):  
265 / 198 @ 6950 
Torque (lb-ft / Nm @ rpm): 
223 / 302 @ 5100 
Recommended fuel: regular unleaded 
Max engine speed (fuel cut-off):  
7000 rpm
Emissions controls: 
dual close-coupled catalysts and single 
underfloor catalyst; variable valve timing, 
evaporative system

VALVE GUIDE LINERS & TOOLING

3.0 L V6 LF1 At a Glance

The fuel rail has to 
accommodate high 
direct-injection pressures, 
up to 120 bar.
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In a market that is changing rapidly, it should come as no 
surprise that the exhaust business seems to be poised for 

resurgence.
Many in the automotive aftermarket have become used to 

thinking of the exhaust market in any terms other than growth, 
at least for standard replacement business—but that appears to 
be exactly what is occurring.

Maremont Canada sales and distribution manager Jim Fox 
sees evidence of this on two fronts: “one from the statistics and 
the market information, and two, from the fact that we have 
seen some improved sales.”

He says that the factors behind the positive shift can be 
clearly identified. 

“There are a couple of things. One is that we know the 
vehicle park is getting older and that’s good.

“The sweet spot is the 1997-to-2000 year range, and as more 
vehicles fit into that it is helpful to us. The other piece is that it 
is rumoured that the OE companies have actually de-content-
ed the stainless steel in their exhaust systems. It does seem to 
be playing out based on the failures we have seen.”

He says it is difficult to determine if replacement rates have 
increased, but based on statistics, there is clearly growth in the 
market.

“Basically what is expected is that it will ride the wave of 
vehicle registrations. As they move through that, we are going 
to see a spike.”

This is in contrast to the history of the market following the 
influx of stainless steel systems, which drove lifetime replace-
ments down from three, on average, to one and a half. 

Of course, to some extent that is a long-term view. In the 
short term, financial tightness may cause consumers to defer 
purchases for as long as possible. 

At least that is the view from Frank Murkowski, emissions 
control marketing manager, North American Aftermarket, 
with Tenneco Inc., which supplies the Walker and DynoMax 
brand products. 

“The overall effect on the aftermarket will likely be that 
more consumers will delay vehicle repair service decisions 
until they have no choice due to vehicle performance issues. 
This trend might be even more pronounced in the emissions 
control category, because an emissions control repair can be 
more expensive, on average, than many other jobs. Of course, 
local and/or regional emissions and noise regulations will 
force many consumers to complete necessary repairs such as 
converter and muffler and/or system replacement. Still, if 
there is a way for consumers to perform a short-term ‘fix’ to 
keep their vehicles on the road, some may take that approach 
until economic conditions improve.”

He says too that concern over dollars may cause consumers 
to seek the lowest-price alternative, regardless of the real value 
it delivers.

“This comes into play when choosing between an economy 
or standard-level product and a premium part featuring better 
materials and warranty coverage. It’s incumbent on the jobber 

and repair provider to make sure the consumer understands 
that the lowest short-term cost isn’t necessarily the lowest total 
cost of a repair. If they’re going to be back in a year or two with 
the same problem, they’ll probably wish they had spent a few 
extra dollars to do it right the first time.”

Even with the current tightening of consumers’ grip on 
their dollars, Murkowski says there are bright spots. 

“We believe there is a great deal of opportunity in the con-
verter category as emissions regulations become increasingly 
strict across North America. Reinforcing this outlook is the fact 
that a growing number of repair shops are relying on direct-fit 
converters—which carry a higher price than universal units—
to eliminate any installation problems or other issues.”

He adds that the trend toward direct-fit systems has 
increased, which creates challenges for the jobber, who 
must decide on the appropriate inventory investment in 
both dollars and space.

“It’s always going to be a matter of opinion on the market,” 
says Exhaust Direct president Pat Bruder. “It depends on local 
market conditions. I believe there will always be highs and 
lows—if you have the right recipe, you’ll always have highs.”

Still, he says that the outlook makes it hard not to believe 
in continued growth for the replacement market, growth 
that will stack up on top of growth that has been already 
occurring in the accessory segment of the market. 

He says, though, that jobbers who might have left the 
market and are looking to return should realize that the 
market has changed.

“When I started 12 years ago,” says Bruder, “there wasn’t 
one piece of flex being sold. The third year in I started to 
see it.” Now, he says, flex pipe is a sizable category. 

“The industry has changed completely from what it used 
to be. Flex and converters are huge.”

Even accepting the general assumption that the aging 
vehicle population will boost sales, with the challenging econ-
omy and consumers’ varied acceptance of what to spend on 
those aging vehicles, the specific options they are looking at 
can also vary.

MARKET FEATURE

Changing Market Opens Up  
Exhaust Opportunities

Older Vehicle Population Primed For Replacement
By Andrew Ross
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Systems like this, for a 1998 Cadillac Seville, are part 
of the reason the exhaust market is resurging.
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Tenneco’s Murkowski maintains that the market is moving 
toward direct-fit assembly options. 

“This has been happening over the past decade due to the 
increased share of import nameplates, which tend to feature 
assemblies as original equipment,” he says. “But now we’re 
seeing installers preferring assemblies on the domestic side as 
well, due to the time savings associated with direct-fit products.”

However, according to Bruder, universal systems are also 
seeing a significant uptick—“Universal stuff has gone through 
the roof”—though service providers have different approach-
es, whether universal, direct fit, or piecemeal replacement, 
depending on their market and the individual customer. 

“Some folks value the lifetime warranty of the premium 
product,” says Fox. “Others are after the price. Different chan-
nels go different ways. We make sure we have an offering to 
service them all. During the declining years in the market, it 
definitely did bring more to the mid-price offering. Over the 
last few years, we have seen the premium product come back. 
There are pockets that have their preferences. 

“You have to tailor it to your market. It seems to really differ 

depending on who your customers are, and in some ways what 
the jobber is pushing. I recently saw a muffler shop that only 
wanted premium [direct-fit] product. They are usually inter-
ested in mostly universal, so there are trends either way.”

In any case, all agree that the jobber needs to be aware of 
what his customer base is trending toward, and have an inven-
tory aligned with those needs, a critical point in the generation 
of strong sales and return on inventory investment.

And he needs to use whatever inventory tools his suppliers 
can put at his disposal to make sure the right inventory is in 
place.

Fox says that this, combined with the ability to draw from a 
broader inventory, is vital to success in the market.

“From a jobber standpoint he has to really sit with his own 
market and determine the right mix of some direct-fit and 
universal pieces, which may actually be more efficient from an 
inventory standpoint.”

And, from the sounds of it, it is worth the effort.
“People are still keeping their second and third cars. That 

will increase the exhaust market for sure.”
Overall, the combination of an 

aging vehicle population, a con-
sumer looking to hang on to his 
dollar a little more tightly, and 
the possibility of increasing failure 
rates due to both system age and 
some evidence of shorter original 
equipment system life—as well as 
the increasing options available 
to jobbers—points to the fact that 
every jobber would be wise to con-
sider where the exhaust category 
fits into their plans.
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Growth Concentrated in Prime Aftermarket Years
According to R.L. Polk, while the overall brakes and exhaust market is expected to show slower 
growth through 2010 than it experienced in the first part of the decade, the growth will be concentrated 
among vehicles in their prime aftermarket years.

The Changing U.S. Auto Industry – The Impact of Declining New Vehicle Sales on the 
Aftermarket Business, published this year focuses on the U.S. market, but the conclusions should 
give Canadian aftermarket businesses reason to be optimistic.

While continued growth is expected in this category, although at a lower rate of 1.7% from 2008 
to 2010 due to an aging vehicle population, the growth in brakes and exhaust parts and service will 
come primarily from increases in the 6–10 and 11+ vehicle age groups, which are expected to grow 
at 1.2% and 4.6%, respectively, between 2008 and 2010. Replacement events for these two groups 
of older vehicles are twice as prevalent as for vehicles under six years old.

OCTOBER MARKET p14,15.indd   15 06/10/09   2:03 PM

http://www.exhaustdirect.ca
http://www.exhaustdirect.ca


AUTOLOGUE p16,17 .indd   16 05/10/09   7:48 AM



AUTOLOGUE p16,17 .indd   17 05/10/09   7:49 AM

http://www.epartconnection.com
http://www.epartconnection.com


COVER  STORY

18 JOBBER NEWS / OCTOBER 2009

THE DETAIL GUY
OCTOBER STORY p18,19,20,21.indd   18 06/10/09   2:07 PM



19

To say that Brad Morris, incoming chair of the Automotive Industries 

Association of Canada, is detail-oriented does justice neither to his dedication 

to getting things done right, nor to the many other interests he has.

With a history as an avid painter and sketcher, he also remains a tireless 

journal-keeper (he has been keeping a daily journal for more than a decade). 

He also possesses an impressive record collection.

Most importantly, he is a committed volunteer both for his family events and 

his community. He is, unequivocally, not a passionless technocrat.

On the contrary, he has a remarkable ability to get excited about such 

excruciatingly detailed tasks as the AIA’s recent governance review—162 

pages, comprising dozens of hours of interviews—and can even get others 

excited about them. And that sets him up very well to take the helm of the 

national association over the next year.

Morris, who at 38 is the youngest ever to take on the association’s top volunteer 

role, does so at a time when the aftermarket, the association, and the automotive 

industry at large are undergoing tremendous change. 

“It’s an exciting time. There is a foundation and a sense of direction that you 

can touch at the AIA, whether it’s specific to issues, or more importantly the 

membership’s recognition of the AIA, the industry at large, and knowledge of 

AIA. We have come so far in the last two to three years.

“A foundation forward is what I see now.”
Continued on page 20

By Andrew Ross

THE DETAIL GUY
WHY BRAD MORRIS IS THE PERFECT  

INCOMING CHAIR OF THE AUTOMOTIVE 

INDUSTRIES ASSOCIATION OF CANADA 

FOR THESE TIMES.
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Having served on the executive board with three previous 
chairs, he understands that many of the crucial elements that 
will take the association into the future are already in play; all 
that remains is to bring them together under a new strategy 
and a new set of bylaws that acknowledge how the industry 
is changing—and the association is changing with it. “I had 
the privilege of serving under John Cochrane, and what he 
did was create a baseline of technical understanding and 
the foundation of Right to Repair. He brought an element 
of that to us that we hadn’t dealt with for a really long time.

“And I had the privilege of working with Larry Raymond, 
who really focused more internally. What Larry did was build 
a good strong foundation for an AIA culture and, quite 
frankly, [put] a great staff together. 

“And what [current chair] John Watt has done is bring in 
something completely new again: to bring awareness to, and 
integration around, the service segment.

“What was maybe missing, or needed to evolve more, was 
the foundation for all of that. To me, the task of my steward-
ship is to help create the AIA structure and process (a lot of 
that flows from the governance review), and a really defined 
and integrated strategy supporting all that to move forward.”

Of course, all this must be executed during a time of 
unprecedented changes in the automotive industry in gen-
eral, and the automotive aftermarket in particular. 

To this challenge he brings a lifetime of context. As a 
toddler he watched his father, Grote Canada founder Eric 
Morris, at the loading dock of the fledgling lighting company, 
and has worked in the industry for 20 years. He was also 
instrumental, working with Mevotech’s Ezer Mevorach, in 
founding the Young Executive Society, which today is one of 
the most vigorous groups within the AIA.

Still, he understands that virtually no part of the four-
wheeled world is expected to be the same coming out of the 
current economic shift.

“Relative to scope and size, it is probably without precedent. 
There is no question at all about the financial fragility that is 
out there. I don’t think anybody has a specific answer as to the 
rate of recovery.”

Canadians are still feeling the pinch both in business and 
personal finances, he says, and it’s having a clear effect on 
their choices regarding automotive maintenance and repair. 
J.D. Power and Associates reported a 2008 decline of 7% in 
overall maintenance, along with a ramping of price sensitivity.

“The automotive sector has seen an unprecedented and 
unparalleled lack of activity in the last year. One of our core 
markets at Grote is the heavy-duty truck market. The heavy-
duty market has been going through this down cycle for argu-
ably the last three to four years, possibly five years.”

He says that if you look at it a certain way, the automotive 
industry is catching up to where the heavy-duty side has been 
for the past few years. 

“Overall production of trailers and class 5, 6, 7, 8 vehicles, 
the tightening capacity, and the lack of demand is exactly 
what the heavy-duty world has been dealing with for the last 
three or four years.”

He says that no one should expect to wake up one morn-
ing to a magically recovered market.

“The problem is that at the end of the day, in my opinion, 
this recovery is going to be driven by some economic influ-
ences that aren’t direct to our industry.”

The recovery, when it comes, will depend largely on the 
health of individual consumers’ financial standing, and their 
access to credit and/or cash. 

“I think that we can all agree that we are going to see 
heightened maintenance. I think every stat we have seen 
reflects that.

“One of the biggest fears I see is that as we start to see an 
expedited recovery, is this industry in a position to finance 
that recovery, through either capacity, capital, and inventory, 
or with banking and access to cash?”

The danger is, he says, that if the climb out of the finan-
cial downturn is too fast, demand could outstrip supply, hob-
bling the recovery and possibly damaging the reputation of 
the aftermarket as a reliable parts and service provider. An 
orderly, steady recovery would be his preference. 

In any case, he says, the aftermarket that emerges from 
this deep down cycle will be smarter, having learned from 
this experience. Just-in-time methodologies, which had 
already made their way into the aftermarket supply chain 
out of necessity, are becoming the norm, and won’t go away 
when times improve. 

“For strong companies with the right systems in place, a 
downturn is always a wonderful time to gain market share, 
and understand the market changes, as long as you can find 
the ability to survive and finance those things. 

“The philosophy has to be not just surviving today, but 
being ready for recovery.”

And, he believes, the aftermarket and the association are 
both very well prepared for the new scenario that is already 
beginning to emerge. 

“If you take the facts of J.D. Power and Associates’ recent 
Customer Commitment Survey”—which put independent 
service providers at the top of the list in terms of customer 
satisfaction—“I would say that from that level we are well 
positioned in terms of brands and the infrastructure that our 
membership has put into place.”

“A point of pride if you look at the rankings is that eight 
of the top 10 are specifically AIA members. That’s fantastic.

“That is an incredible vote of confidence to the business 
models that our members have put into place, and quite hon-
estly, the opportunities that they have jumped on, as you con-
tinue to see dealers either physically disappearing or suffering 
from the public’s perception of the troubles they are having.”

Continued from page 19COVER  STORY
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“One of the biggest fears I see is that as we 
start to see an expedited recovery, is this industry in a  
position to finance that recovery, through either capacity,  
capital, and inventory, or with banking and access to cash?”
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“When you look at our membership, their maintenance 
and installer programs and their physical coverage—bricks 
and mortar—and the J.D. Power results, the consumer is 
telling us we are well positioned and we are making good 
business model decisions.

“Not only that, [but] we are competitive profitably.”
This is no mean feat in a market that has become increas-

ingly complex and less defined. And to keep pace with this 
changing industry, the AIA has evolved to meet the needs 
of what Morris refers to as the “convergence of the after-
market.” 

The classical model was easy to understand, he says. “If you 
were a distributor, everybody knew what that was defined as; 
if you were a supplier, it was very clean and clear, and you fit.

“Now, you have automotive playing in heavy duty, you have 
heavy duty playing in automotive, you have wholesale playing 
in retail. You have them all trying to protect or deal with the 
service provider and they are also trying to do what they do 
on their own. And then you have OES players becoming a 
part of what we call our aftermarket and joining our member 
organizations.

“So when you ask me to define our members, that is one 
of our biggest challenges. One of the things that we are doing 
as an association is reviewing the needs and definition of 
members. 

“At the end of the day, there is a direct relationship, or 
an indirect one, with all these different elements, including 
automotive service providers, and including dealers. 

“I look at it this way: we share the road with everybody. If 
we define ourselves as the aftermarket association, what is our 
relationship with them? 

“We have to define is what that relationship is, but I don’t 
think that the day and age of having no relationship exists 
anymore.

“It was no different than at one point when we knew we 
had to have a relationship with the retail sector, and today 
that is a dynamic part of the association. We have to define 
what that relationship is with the dealer segment, because it 
is a legitimate part of the aftermarket. 

“These are all conversations we are having right now, 
and to define the extent of that relationship and to never 
compete with the expectations of  our membership but to 
complement them. 

“Our membership will define first where that relationship 
will land, but if nothing else, will come an evolution of recog-
nizing the entity they are in the aftermarket.

“That’s where our strategic plan is right now. I don’t have a 
specific answer other than to know that it has to be explored. 
It would be irresponsible not to.”

What it all boils down to is a very different aftermarket 
and, in the midst of this change, a very different AIA than 
what was the case only a few short years ago—some might 
argue even a few short months ago. 

This is, at least on the surface, due to a few key moves.
“Number one, I think that the Right to Repair is some-

thing that was an incredibly important rallying point for the 
AIA. I’m not sure you will find anything in our history that 
brought together this association, from staff to the volun-
teer network right through to the membership, like Right 
to Repair. 

“When you look at the emotion that was created and the 
response that was initiated—10,000 letters—going in, I’m not 
sure that we have even done a good enough job ensuring that 
our membership knows how well they have been represented 
by our staff. It has rallied our membership like nothing ever 
before, and potentially as important, it put us on a map with 
government—at any level, but notably at the national level—
that we weren’t on before. 

“I think there is a better (though not perfect) understand-
ing of the AIA’s scope, its breadth, its size, and what it repre-
sents. We can only take positives from that.”

While the Right to Repair Bill, before committee as of this 
writing, may potentially fall by the wayside should there be an 
election, Morris does not believe the bill has any real chance 
of being defeated. If not now, then soon, is his belief.

“There is actually an exciting part if there is an election,” 
he says. “We have to assume that there are 100% of the MPs 
running for their spot, and those running against them. The 
election affords us an opportunity on the national level, based 
on the AIA’s scope and legitimacy and the history of this bill, 
to actually push this through the parties in an election. 

“That is an important perspective. We’re not unprepared if 
the election comes because we have a fantastic opportunity to 
put this on a national platform and get the parties to continue 
to restate their position.

“I would tell you that we’re actually [closer to] solving this 
than ever; it’s just continually managing the timelines of what 
is presented to us.”

Even when a solution is reached, real change will persist.
“At the end of the day, there is also the legitimization of the 

AIA and our next issue, our next political struggle. We were 
[recently] asked for our opinion on Cash for Clunkers. Would 
that have happened five years ago? I’m not so sure. 

“The peripheral successes that have also come will benefit 
the members forever. So we keep communicating who and 
what we are, and not just on Right to Repair.”

Of course there is more to the evolving AIA than the Right 
to Repair issue.

“One of the things that we are extremely proud of is that 
we were the successful bidder for the I-CAR integration in 
Canada, and that’s no small thing.”

I-CAR, recognized as the leader in collision repair training 
information, opted to leave direct Canadian training in 2008 
and was seeking a licensee to provide a training infrastructure 
for them. 

“They came to the conclusion that we were the right entity. 
I think the idea of a very integrated entity, something that is 
branded, is very exciting.” And then there is the issue of mar-
ket research, a continuing pillar of the organization’s strategic 
plan; the networking aspect; image-building initiatives with 
youth and “youthful thinkers” that the AIA needs to play a 
role in encouraging; and the au courant issue of where the car 
dealer and the original equipment service sector fits in. 

There are myriad important issues, but he is careful to 
insist that a key goal is to focus on the achievable, not to 
just build a mountain of projects that the association could 
never climb. 

And what brings all those initiatives together is the govern-
ance review, which will form the basis of a changed, stronger 
association. 

“Yes the governance process first, but more importantly we 
knew from the membership that this was a necessity for the 
AIA to continue to bring value. That was a very clear message. 
The one advantage of the governance review is that we tried 
very hard to ensure that there was nobody we didn’t talk to.”

If, as they say, the devil is in the details, then this is truly 
devilishly detailed work. 

Pulling also those disparate elements together over the 
next year requires a certain kind of mind—the kind of mind 
that revels in the details, looks forward to extended fact-find-
ing, can pull disparate facts together into a common theme, 
and has no trouble seeing a process out to the end, even if 
that’s not for months or years. And, it needs someone who 
can get others excited about the process, too. 

All evidence points to the fact that Brad Morris is just the 
detail guy to handle it.
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2009 Automotive Aftermarket Products Expo
AAPEX: November 3–5, 2009, Sands Expo Center, Las Vegas, Nev.

AAPEX Set to Deliver Aftermarket Excellence
New Demo Area Added to Show Floor

E ven in the face of current economic 
conditions, or perhaps because of 
them, this November’s AAPEX show 

in Las Vegas remains a much-anticipated 
aftermarket event. 

With 132,000 attendees, 4,500 booths, 
and approximately 2,000 exhibitors set to 
descend upon the Sands Expo Center, the 
Automotive Aftermarket Products Expo 
promises to provide the North American 
aftermarket with the single largest venue to 
take in products, services, and information 
to help build the bottom line.

Beyond the show floor, the AAPEX Inside 
Track Education Program has expanded to 
include some two dozen sessions, covering 
a range of topics that include the current 
credit market, telematics, changes in the 
vehicle market, technology trends, after-
market outlooks, customer retention, shop 
profitability, and marketing on a shoestring 
budget.

Here are a few inclusions at this year’s 
AAPEX event that you’ll likely want to wit-
ness firsthand:

The AAPEX Green Way will showcase 
products that buyers and retailers can sell 
to consumers to help make their vehicles 
more environmentally friendly and fuel-
efficient.

A new Car Care Fair area on the exhibit 
floor will show buyers how to host a Car 
Care event and the benefits of participat-
ing in National Car Care Month. Studies 
have shown that Car Care events not only 
promote good will within a community, 
but they also lead to new customers and 
increased sales.

This year, exhibitors will demonstrate 
their products and services at the new 
live, multimedia AAPEX Demo Area. Show 
floor signs and the “You Are Here” kiosks 
will display a schedule of exhibitors giving 
product demonstrations.

The Tool and Equipment section has everything from 
wrenches to high-tech diagnostic equipment. This section is 
a great place to easily see and compare the latest tools and 
equipment headed to the market.

Also, keep in mind that with the new online AAPEX/SEMA 
Matching Program, jobbers can begin networking and setting 
up appointments with specific product manufacturers and sup-
pliers well before AAPEX even begins. For more information 
on the AAPEX show, go to www.aapexshow.com.

AAPEX  PREVIEW
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2009 SEMA Show
November 3–6, 2009, Las Vegas Convention Center, Las Vegas, Nev.

SEMA Show Hotter Than Ever
Powersports and Paint Sections Added

While concern over trade show success has dogged 
many events, the SEMA Show continues to pack ’em 
in, buoyed by the perennial attraction of high perfor-

mance and customized vehicles. 
This year, the four-day event is touted by organizers to be 

the largest on record, with more than 100,000 industry lead-
ers and over 50,000 domestic and international buyers from 
around the world.

This year, new attractions include a paint and body section 
that is sure to attract those who love to chap and channel, 
and who know that “Frenching” has nothing to do with your 
tongue. (The term describes the smoothing and recessing of 
headlights and other body features.)

Located in the LVCC’s North Hall, the new section will 
feature suppliers of vehicle paint, prep stations, paint booths, 
bodywork, and related accessories. 

This year the show also steps away from four wheels to 
two—and in some cases, none—with the powersports and 
utility vehicles section. Located in the South Hall, this section 
will feature manufacturers of power-driven equipment, such 
as personal transporters; motorcycles; motor scooters; two-, 
three-, and four-wheel ATVs; and more.

Of course, the exhibitor’s showcase is only one aspect of the 
event; education is also a key component of the annual fair.

One program causing a lot of buzz is the online marketing 
conference, with the tongue-in-cheek title of “Your No B.S. 
Day to Mastering Internet Marketing,” where six speakers will 
give lectures on topics related to social media marketing, free 
website traffic, profiting with Google, and turning visitors into 
customers. 

It’s all part of a never-stand-still attitude.
“The troubles with our economy are far from over. In fact, 

they could even get uglier. So if you just march on doing the 
same things in the same ways, survival could be tough in the short 
term and expansion could be even tougher in the long term,” 
says Christopher J. Kersting, president and CEO of SEMA. “Now 
is the time for new approaches with innovative actions.”

For more information on the SEMA Show, go to www.
semashow.com.

SEMA PREVIEW

Making Green Cool Zone Enters Its Second Year 

The Making Green Cool Zone returns this year, showcasing those 
companies whose creativity and innovation in the development, 

deployment, and marketing of green technologies prove that being 
environmentally friendly can still be cool. 

Says John Waraniak, vice-president, vehicle technology for 
SEMA, “There are three of what we call mega-trends set to take 
place at the conference: Driving Green, Driving Connected, and 
Driving Safe. Each day is a designated technology session with a 
press conference. What this entails is a lot of vehicle dynamics and 
how aftermarket products integrate with a lot of these advanced 
and complex systems, like electronic stability control, lane departure 
warning, and adaptive cruise control. So there’s a lot more focus on 
the vehicle dynamics performance of aftermarket-modified vehicles.”
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Batteries are often mistakenly thought of as a low-tech com-
modity item, but the proliferation in types, the various 

technologies inside the case, and the growing opportunities that 
exist outside automotive applications, say otherwise. 

In fact, while the majority of battery sales are straightfor-
ward, understanding battery options is still important for coun-
terpeople faced with customer needs even slightly off the beaten 
path. There are also important everyday considerations that, 
if overlooked, can lead to customer dissatisfaction, and even 
unwittingly cause a counterperson grief.

As with most sales, a battery transaction starts with a call and 
a catalogue lookup. In the battery category, most catalogues list 
a straightforward application guide, giving the size and maybe 
little else.

Many catalogues list the battery ratings separately, forcing 
you to refer to the part number to get the specs. And, to make 
matters just a little more complicated, not all listings give you 
all the information you might expect to see. 

We’ve provided four samples of real catalogue listings and 
you can see that they do not all line up the same way. When 
looking at them it is helpful to know which numbers are most 
important. 

Generally, most people focus on the CCA number, which 
stands for Cold Cranking Amps. This number, which can 
range from below 500 to more than 900, is the amount of 
power that the battery can deliver at 
minus 18°C. This is what gets you 
started on those cold winter nights. 
The number below this one, CA 
or Cranking Amps, is the power 
delivered at 0°C. This number will 
always be higher than the CCA 
rating, so don’t confuse the two. A 
battery’s ability to supply power is 
halved by every 10° drop in temper-
ature—of course, at colder tempera-
tures you need more power to turn 
the engine over. 

Knowledge Building:

For the Counterperson  October 2009

POWER UP YOUR BATTERY SALES

Absorbent Glass Matt (AGM) technology is a significant advance over 
flooded lead-acid battery technology and has extended the life, perfor-
mance, and durability of batteries in automotive and other applications.

By Andrew Ross

Catalogues and Price Sheets
Catalogue listings and price sheets can be a wonderful source of 
information beyond just application data. A price sheet can also 
include performance data by CCA, RC, etc., but also warranty 
information such as how many months a battery is covered for a 
free boost, and prorating data for replacement—all in addition to 
pricing. Every counterperson should know how to calculate pro-
rating, and should also be able to quickly address the advantages 
of one battery over another (CCA, warranty, OE fit). 

Know Your Options
Even when the exact battery is not coming up as in-stock, you may 
be able to complete the sale. Your catalogue may list “possible fit” 
options that may have a slight difference from the unit specified, 
but will work in some applications. 

This may not be a selection the customer wants as his first 
choice, possibly due to a price difference or terminal location, but 
in an urgent situation it can provide an option he can accept. Any 
of these options should be checked carefully for fit, but could help 
a customer when timing or location might limit the options.

Accessory Sales
Not every battery failure is really a battery failure. Especially on 
older vehicles, corrosion at terminals and failing cables can severely 
limit the amount of power a battery can deliver. Particularly in come-
back or early warranty situations, but on any retail sale as a matter 
of course, try to determine what the condition of the cables might 
be. Sometimes hidden deterioration may be the real cause. 

Inventory
Keeping batteries charged when stored is just good advice, as is 
adhering to proper stock rotation procedures (first in, first out). A 
proper recharging schedule is important to prevent overcharging. 
Ensure charging is conducted in a well-ventilated area.

Transportation
More than one counterperson or delivery driver has run afoul of 
Transport Canada in his zeal to get a battery shipment out with-
out the proper training, documentation, or placards in place. The 
Automotive Industries Association of Canada has an excellent 
program in place to make compliance easy. Ensure your facility is 
aware of it and complies with the regulations.

Maximize Your Battery Knowledge Power:

Continued on page 26
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Exide Technologies. Mississauga, ON L5N 0A6. Exide is a registered trademark of Exide Technologies.
NASCAR® is a registered trademark of the National Association for Stock Car Auto Racing, Inc.

exide.com

Performance. That’s what you can expect in every Exide NASCAR® Extreme™ 
battery we build. The kind of ultimate performance provided by our advanced 
Silver Shield protection that stands up to heat corrosion and combines superior 
anti-shock design with long-lasting starting power. In other words, it keeps on 
going so you can too. Plus, the Exide NASCAR Extreme is backed by the industry’s 
best warranty. Want more positive news? Go to exide.com. 

Calling your next appointment
from anywhere.

Calling a tow truck, stuck in the 
middle of nowhere.

EXIDE® Batteries. 
Start Positive. Stay Positive.™

+
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Usually, there are several CCA-rated batteries available 
for a given Battery Council International (B.C.I.) Group Size 
(e.g., 41), which means you will have several options to offer 
the customer. 

A third number is Reserve Capacity (RC). This may not be 
on the battery, but it should be in your supplier’s catalogue. It is 
a particularly important rating for marine and heavy-duty truck 
applications, as well as anyone who may have a large accessory 
power drain on their vehicle especially while stopped or idling, 
when charging capabilities are compromised. Reserve Capacity 
is the number of minutes that a fully charged battery at 80°F can 
be continually discharged at a 25-ampere load—this is substan-
tial—and still maintain a voltage of 10.5. This is such an impor-
tant consideration for marine applications that you may find it 
used in place of CCA or CA in a marine application listing.

Marine batteries are required to withstand special condi-
tions, such as the jarring associated with boating, and are con-
structed to include an accessory hookup. Another number used 
on marine batteries is Marine Cranking Amps (MCA). This 
is similar to the CA rating but is a rating of the discharged load 
(in amperes) for a new, fully charged battery at 80°F for 30 
seconds, that will still maintain a voltage of 1.2 volts per cell or 
higher. Usually, the cranking power of a marine starting battery 
is lower than that of automotive batteries. 

Marine Deep Cycle batteries must undergo severe dis-
charge before being recharged. Often these batteries are speci-
fied in Amp Hours (Ah) rather than RC.

You may not be selling too many marine batteries over the 
winter, of course, but the last few months of the boating season 
subject them to the same drop in temperature that automotive 
batteries do, so you should be aware of this potential demand.

There are many options for battery sales at your disposal. 
While it is true that most batteries you sell will be simple to 
look up, providing the best battery available for an application 
may provide the store with a higher dollar sale, but it will also 
provide the customer with the assurance he won’t run short of 
power when he can least afford to.
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The Automotive Industries Association (AIA) of Canada is seeking a
Director to head a new project overseeing the delivery of I-CAR
training in Canada. I-CAR is a well established not-for-profit
organization that develops and delivers technical training for the
Collision sector in the U.S and around the world through partners
such as AIA.

The program Director will be responsible for building the
infrastructure in Canada to deliver, monitor, track and grow training
for all aspects of the collision repair industry. Duties will include
strategic planning, partnership development, industry relations,
business planning, data collection, committee and advisory group
development, creation of a trainer network and liaison with the I-
CAR head office in the U.S. 

Working with an established team in Ottawa, the Director will be a
self-starter who has knowledge/experience with one or all of the
following: training, the collision sector, start-up development, the
automotive sector in Canada, association management.  The ability
to work collaboratively with partners and a volunteer network is
essential. 

While AIA would prefer a Director who is able to work from the
AIA National office, we are open to a qualified individual who may
be located and working elsewhere in Canada. Proficiency in both of
Canada’s official languages would be considered an asset.

Interested parties should apply in confidence by sending a resume,
cover letter and salary expectations to the AIA President, 
Marc Brazeau, at:

Email:Marc.Brazeau@aiacanada.com
Fax: (613) 728-6021
Mail: 1272 Wellington Street West, Ottawa, ON K1Y 3A7

Regards,
Marc Brazeau
President

Training Program Director Required

AIA Ad/JOB  10/5/09  2:11 PM  Page 1
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Wheel Alignment System
Bosch has announced the addition of the FWA 
4630 Easy 3D Alignment System. The durable 

Easy 3D system 
contains two 
portable camera 
pods mounted 
on an alignment 
rack with elec-
tronics-free mea-
surement boards 
attached to each 
wheel, operating 
at high speed to 
enable a 27Hz 
update rate (or 
27 updates) per 
second. Stereo-

scopic triangulation eliminates the need for 
calibration during installation.
Robert Bosch LLC
(905) 826-3270
www.boschdiagnostics.com

Blade Fuses
The new Cooper Bussmann line of easyID 
illuminating blade fuses and fuse holders 
use light emitting diode (LED) technology 
to show that a fuse has opened. These drop-
in replacements are available for low-volt-
age applications in the most popular sizes 
and ratings up to 100 amps. The Cooper 

NEW PRODUCTS

Bussmann ATM (3-30A), ATC (3-40A), and 
Maxi (20-100A) fuses cover the most common 
replacement fuse needs.
Cooper Industries
(412) 394-6611
www.cooperbussmann.com

Automotive Finishes
Matrix System Automotive Finishes has 
announced the release of the QuickFix Aerosol 
line. The QuickFix Aerosol line is made up 
of high-build primer grey, high-build primer 
buff, adhesion promoter, gloss black, guide 
coat black, bumper/trim black, EZ blend edge 
blender, and wax and grease remover. Matrix 
System’s QuickFix line is competitively priced 
and will meet or exceed the performance tech-
nicians have come to expect.
Matrix Systems Automotive Finishes
(800) 735-0303
www.matrixsystem.com
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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.

  TOOLS & EQUIPMENT

AIR LIQUIDE CANADA INC.

www.airliquide.ca
Your one-stop shop for 
all your industrial gases 
and welding supplies.

Rotary Lift

www.rotarylift.com
World Leader in Lift  
Productivity

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS

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.

MarketplaceADVERTISERS INDEX
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Activant Solutions Inc. (www.activant.com/auto) ... 7

Agri-Cover, Inc. (www.agricover.com) .................. 12
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AIA Canada (www.aiacanada.com) ..................... 27

Autologue Computer Systems Inc. 
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Bestbuy Distributors Limited 
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Kang-Rich International Corp. 
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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

T
here is no question that the ways we communicate these days are 
more fragmented than they used to be. I’m not sure if this is a good 
thing.

In the old days there was one way to get word to a loved one or to a 
business associate: you sent them a letter and then waited for a reply.

The need for faster communication prompted the telegraph’s 
invention. Eventually wireless, its dots and dashes failed to convey any emotion.

Then Alexander Graham Bell invented the phone. The world became a small-
er place as the human voice could now be heard from across the ocean.

Then came the fax machine and with it the death of the myth of the paperless 
world we had been taught was coming; and the junk fax was born.

Then there was a long respite before the Internet crept into our lives; like 
many of you, I had already left school by the time it was born.

I remember seeing root directories that someone told me were the future; the 
little lists of file names looked to be of no importance to me.

It was cool, but of what use could it be? How wrong I was to see the DOS-
prompt screens and to wonder why anyone would ever care about them.

Then the e-mail revelations occurred and suddenly I could talk to someone 
halfway around the world without caring if they were awake or not.

It was great to be able to spend as much time needed to compose a note but 
then to leave it up to the recipient to respond at their leisure.

Of course it wasn’t long before everyone expected a response to their e-mail 
right away and it devolved to data exchange. Illiteracy reigns.

So people looked for ways to bring humanity back to communications, but 
since they had lost the power to leave their room Facebook was born.

To this day, I am still not that comfortable with Facebook and the way people 
use it to reveal personal details of their lives to the world.

Still, this is what they do and for a businesses, new social networking tools such 
as Facebook will become another medium to market through.

I’m not sure how many automotive businesses, or any business for that matter, 
have gained much traction here, but I’m still watching to see.

And now without anything approaching warning has come Twitter, an odd 
compendium of short phrases that has techno geeks all, well, atwitter.

The thing is, this one I get. In a time when people are less connected to their 
office but much more connected to their jobs, brevity is in.

Frankly I think it is quite amazing what can be communicated within the tight 
140-character limit format of the “tweets” as they are called.

Sure, they are only good for bite-sized pieces of information when taken alone, 
but when taken as a whole, they can be quite something else.

They can prompt crowds to threaten a coup d’etat in Modova, reveal election 
irregularities in Iran, or replace real in-person conversation. 

And maybe, just maybe, they can form the basis for an entire editorial com-
ment by one Canadian automotive aftermarket editor. Like this one.

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

In case you haven’t noticed, each paragraph here strictly adheres to the 140-character 
limit of Twitter. Follow us at JobberNews (no space).

The E-Cat Turns 25. 
Where It’s At Now. 
Plus the changing 
Chemical, Lubricant 
and Additives Busi-
ness, Wheel Bearings, 
Heavy-Duty Parts, 
and more.

OUR EVOLVING LANGUAGE
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