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The study, conducted for the association by 
DesRosiers Automotive Consultants, includes a 
series of metrics designed to reveal the market 
potential for aftermarket service providers.

The study includes aggregate market totals, 
such as the market potential for vehicles in five 
age ranges: one to three, four and five, six and 
seven, eight to 12, and 13-plus years old, as well 
as average spend figures for vehicles in this 
range. For example, the average annual spend 
for four- and five-year-old vehicles is estimated 
at $1,322, while it is $1,550 for vehicles 13 years 
old and older. 

Accordingly, the study reports that the aver-
age invoice in Toronto should be $450, while it 
should be $420 in Halifax due to the difference 
in average door rates. 

Average invoice values actually being gener-
ated by aftermarket service providers are gener-
ally lower than this, said Watt. 

“How come? The answer is simply a lack of 
focus, a lack of process, and, I believe, a lack of 
knowledge.”

The Demand Study, he says, provides con-
crete justification for the owner to address any 
inspection and communication shortcomings 
of his service provider business. 

“He’s got to connect the dots and improve 
his average transaction. I know a shop in 
Quebec City. If I go back 10 years, his average 
transaction was $218. What he said was that 
people in Quebec City don’t buy like people 
buy in Montreal.

“But today his average transaction value is 
$418. What a car needs a car needs.”

Vehicles Need $200 More Work Per Visit
Says “Most Important Study to Date”

The Automotive Industries Association of 
Canada’s Aftermarket Demand Study says con-
sumers are chronically under-maintaining their 
vehicles.

The study, “Hidden Potential Unmasked,” 
was officially released at a press conference dur-
ing the Las Vegas AAPEX show. Association pres-
ident Marc Brazeau called the study “the most 
important study to date” for the association.

The study, which details the per-job potential 
of unperformed maintenance nationally and 
by region, is the first study to break down the 
dollar figures for market potential in this way, 
rather than only as a combined multi-billion-
dollar total.

“The future looks a lot better than you may 
think,” he said. “This market, if fully realized, 
could almost double the size of the aftermarket.”

“We’re talking about $10.33 billion of repairs 
that the industry is missing out on right now,” 
said outgoing association chair John Watt. “It is 
a big number, but if it may seem unrealistic, you 
must realize that this is for the entire vehicle 
fleet of 21 million.”

Breaking it down, he says, results in a total 
of $239 per vehicle, per visit of unperformed 
maintenance for vehicles four to 12 years old. 

“If the work is found and communicated to 
the consumer, they will have the work done. 
The $10.33 billion doesn’t mean anything to 
the shop. They can’t relate to it. This is why the 
breakdown is so important,” Watt said. “If I am 
in Edmonton and have an eight-year-old vehicle 
coming in, I wonder what the benchmark is. 

“This study allows a shop to see what should 
be done in Edmonton. It also allows a shop in 
Lac St-Jean to do the same.”

Follow us on Twitter. 

Get AutoServiceWorld.com 

News and more by  

following JobberNews 

on Twitter.

Auto-Camping Acquires 
N&D Automotive 

Auto-Camping Ltd. has 
acquired the assets of its 

long-term competitor 
N&D Automotive. Auto 

Camping’s existing 
Mississauga branch at 
Southcreek Road will 

relocate to N&D’s larger 
facility on Fewster Drive. 
As of January 2010, Auto-
Camping’s Toronto West 

Mississauga branch will be 
operating from the new 

location. 
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Vast-Auto Announces Second Ontario 
Distribution Centre Opening in 2010

Vast-Auto Distribution Ltd. has announced that it will be opening 
a second distribution centre in Ontario in 2010.

The new distribution centre is slated to take over a build-
ing located at 10 Driver Road in Brampton, Ont., and will join 
the former Base Automotive location on Carnforth Road in 
Toronto’s east end that was acquired in 2007.

Vast-Auto is a member of the Aftermarket Autoparts Alliance, 
operating stores under the Auto Value banner. The company also 
operates a distribution centre in Quebec.

“The addition of this facility supports our ongoing sales 
growth strategy in the Ontario market,” said president John Del 
Vasto in a statement.

The new 114,000-square-foot distribution centre will be 
equipped with modern material handling and supply manage-
ment systems in addition to offering a complete inventory of 
parts and accessories of both national and private-label brands. 
“Our focus will be on optimizing operations and creating value 
within the supply chain by offering our customers a complete 
business solution,” explained Del Vasto.

Vast-Auto Distribution will maintain its current Carnforth 
Road distribution centre to serve customers in the east end of 
Toronto. “The addition of a distribution centre on the city line 
of Brampton and Mississauga will enable us to respond to the 
unique geographic landscape of the Ontario market, favourably 
positioning us to effectively and efficiently serve parts stores 
located west of Toronto,” said Del Vasto.

The company says the expansion will increase distribution 
capacity for Vast-Auto Distribution, allowing it to acquire a bigger 
share in Canada’s largest market and accelerate the development 
of its network of Auto Value associate parts stores. 

Uni-Select Atlantic Tops $25,000  
for Canadian Cancer Society

Uni-Select Atlantic’s 6th annual Fred Armour Memorial Hockey 
Tournament raised more than $8,200 for the Canadian Cancer 
Society, bringing the total funds raised to more than $25,000.

“Uni-Select Atlantic would like to thank the efforts of all who 
donated their time, money, and prizes to make this year the 
largest fundraising year so far. We look forward to next year’s 
campaign,” said Kelly Thompson, organizer of the event, in a 
statement.

Each year the hockey tournament raises money for the 
Canadian Cancer Society in Atlantic Canada. This year, money was 
raised through corporate team sponsorship, individual donations, 
a silent auction, and a hockey-puck toss.

Beck/Arnley Announces New North  
American Sales Organization

Beck/Arnley has announced a new North American sales organ-
ization that will result in more localized sales and enhanced cus-
tomer service for traditional WD and retail customers.

“In today’s marketplace, we need to work more closely with 
our customers on a consistent basis. Our new sales organiza-
tion is designed to strengthen customer relationships and allow 
us to collaborate with them on market strategies and new 

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

AutoZone Registers 
Strong First-Quarter 

Results 
U.S. retail-wholesale auto 

parts chain AutoZone, 
Inc. reported strong first-
quarter performance in 
virtually all key metrics. 
AutoZone reported net 

sales of $1.6 billion for its 
first quarter (12 weeks) 
ended November 21, 

2009, an increase of 7.5% 
from the first quarter of 
fiscal 2009 (12 weeks). 

Domestic same-store sales, 
or sales for stores open at 
least one year, increased 
5.6% for the quarter. Net 
income for the quarter 
increased $11.9 million, 
or 9.1%, over the same 

period last year to $143.3 
million, while diluted 

earnings per share 
increased 26.4% to  

$2.82 per share from 
$2.23 per share in the 

year-ago quarter.  
All figures in U.S. dollars.

g     g     g

Canadian Tire Signs 
Agreement with Costar

Canadian Tire 
Corporation, Limited 
has signed a multi-year 
agreement with Costar 

Computer Systems to pro-
vide automotive shop man-
agement software. Costar’s 

Windows-based Shop 
Management System, inte-

grated with other  
technologies currently 

being acquired, will  
provide Canadian Tire’s 
476 automotive centres 

and 5,500 auto bays with 
world-class automotive 

functionality and custom-
er-friendly technology.

Continued on page 8
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product introductions,” says Paul Farwick, 
vice-president of sales for Beck/Arnley. “We 
plan to move quickly to adapt the new sales 
organization, so we can help our customers 
adapt to the changing aftermarket effectively 
and grow their Beck/Arnley business in the 
coming year.”

The updated sales structure enables Beck/
Arnley to increase the number of regional 
sales managers who will work directly with cus-
tomers in order to grow distribution, expand 
their import coverage, and improve availability 
of Beck/Arnley brand parts for their service 
provider customers.

S.B. International 
Announces 2010 Catalogue

S. B. International, Inc. 
(SBI) has released its 
2010 valve train parts 
catalogue. SBI’s 1,040-

page 2010 catalogue has 
more than 600 additions 
to the company’s line of 
cylinder head parts since 
its previous catalogue in 
2007, as well as a 32-page 
supplemental catalogue 
insert of K-Line Bronze 
Bullet-brand valve guide 
liners and miscellaneous 
tooling now stocked by 
SBI, exclusive master  
distributor for K-Line 

since July 2008.

g     g     g

Mahle Clevite Implements 
New Brand Strategy
Mahle Clevite Inc. 

announced the imple-
mentation of a new brand 

strategy for its North 
American aftermarket 
products. Currently, 

Mahle is transitioning 
all light vehicle engine 
parts categories except 
engine bearings to the 

Mahle original brand. All 
engine bearings as well as 
heavy-duty products for 

American applications will 
keep the Clevite brand. 

g     g     g

Linamar to Close Batawa, 
Ontario, Plant

Linamar Corporation has 
announced the closure 
of Invar Manufacturing 
Corporation, located in 
Batawa, Ont. Invar cur-

rently employs 134 active 
employees and will work 
through an orderly wind-
down of operations over 

the next few months. The 
closure does not affect 

Linamar’s other Ontario 
facilities, where new busi-
ness continues to be won 
and production levels are 
rising, says the company.

Letter to the Editor...
Dear Editor,
I am always interested in coverage of the topic of electronic cata-
loguing in the aftermarket, but your November story (How 
the e-Cat Changed Everything) leaves the reader with the 
wrong impression of the current state of the industry and 
the impact of the aftermarket data standards.

Your story reports that “while the closest in terms 
of industry standards has been…ACES/PIES…some 
manufacturers have complaints and believe there is 
a better model out there.” The story then goes on 
to report on the formation and objectives of Free-Cat. In 
fact, Free-Cat was not formed in response to complaints about the industry standard, 
ACES. Free-Cat is a response to the business model that charges a fee to users for 
content compiled by electronic catalogue companies. In fact, the preferred format 
for catalogue data input at Free-Cat is ACES.

The ACES standard was developed in the AAIA Technology Standards Committee 
by representatives of the very companies who formed Free-Cat and who support the 
joint venture with TecDoc of Europe. The standard has been successful in reducing 
the number of formats that suppliers must support. This helps reduce the cost of 
publishing catalogues electronically.

And ACES is having one of the predictable results that come from any technical 
standard. That is to reduce the barriers to entry and increase competition. Is Free-Cat 
the answer? Is the European model the way to go? I don’t know. But I do know that 
competition and innovation will drive down costs and deliver even more catalogue 
content to the marketplace faster. After 25 years, there is more competition in the 
area of electronic cataloguing than ever before.

Scott C. Luckett
Vice-President, Technology Standards
Automotive Aftermarket Industry Association

Editor’s note: While the story does not specifically state that the complaints by manufacturers 
leading to Free-Cat and other initiatives relate directly to the ACES and PIES standards, their 
close proximity in the story may have inadvertently given that impression and we offer the above 
letter as a clarification.

APPOINTMENTS

Exide Technologies has appointed E.J. O’Leary 
as president and chief operating officer. He 
replaces outgoing president Gordon Ulsh. 
O’Leary has served the company as execu-
tive vice-president and chief operating officer 
since August 2007. Ulsh will continue serving 
as the company’s chief executive officer. In his 
expanded role, O’Leary is now responsible for 
the company’s operations in the Asia Pacific 
region, Europe, and North America as well as 
all global procurement, global research, devel-
opment, and engineering functions.

JAN p 04-9 OTC.indd   8 04/01/10   10:49 AM



Total Lubricants Acquires 
Ultramar’s Lubricant 

Business
Total Lubricants Canada 
has acquired Ultramar’s 
lubricants business. The 
two companies have also 

signed a partnership 
under which Total  

branded lubricants will 
be sold throughout 

the Ultramar Network. 
This alliance will allow 

Ultramar customers 
to have access to Total 
Lubricants’ full line of 

automotive and industrial 
products, which includes 
synthetic, fuel-efficient, 

and biodegradable  
lubricants.
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OBITUARY 
Charlie Barron, Veteran of Aftermarket Distribution

Charlie Barron, who was one of the early distribution executives 
present at the birth of the McKerlie-Millen organization, passed 
away at the Brantford General Hospital in Brantford, Ont.,  on 
Monday, December 21. He was 76.

“He was the warehouse manager of McKerlie-Millen, which was 
then AWL Steego in Stoney Creek from the early 1960s to 1972,” 
says nephew Bob Barron, now a marketing executive with Carquest 
in Raleigh, N.C.

“Charlie had grown up around the business. In 1973 he moved to London and was 
the manager there until he retired in 1998.

“He was a quiet guy but a real people person. He was also very organized and we really 
marvelled at how efficiently he ran the warehouse.”

An avid hockey player, he was instrumental in organizing employee hockey outings. 
Barron was the beloved husband of Elizabeth (Betty) Plant; loving father of Gregory 

(Shona) of Racine, Wisconsin; Carolyn (Frank) Boerboom of Brantford; Catherine 
(Darryl) Gilpin of Burlington; Aileen Barron of Simcoe; and Claire (Chris) Black of 
Maple Ridge, B.C. Cherished grandfather of Adam, Sean and Laura Barron; Sarah and 
Jennifer Gilpin; Ryan and Cameron Boerboom; Andrew, Zoe and Keagan Black. Dear 
brother of Betty Murray and her late husband Joseph of Brantford; Patricia (Don) 
Peacock of Simcoe. Predeceased by his sister Mary Maus (Orin), Thomas Barron (Mary), 
Helen Barron, Kathleen McGrath (Charles), Bernard Barron (Patricia). Brother-in-law 
of Isobel Plant of Brantford and Cathy Plant of London. Predeceased by brother-in-law 
Jack (Doris) Plant and James Plant.
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BODYSHOP 
NEWS

R esults were “night and day,” in a 65-kph 
offset crash demonstration between a 

1959 Chevrolet Bel Air and a 2009 Chevrolet 
Malibu.

The test crash, conducted by the Insurance 
Institute for Highway Safety (IIHS) in Septem-
ber and just released on video, demonstrates 
the strides made in keeping drivers and pas-
sengers safe in the 50 years since U.S. insurers 
organized the IIHS.

In a real-world collision similar to this test, 
occupants of the new model would fare much 
better than in the vintage Chevy.

“It was night and day, the difference in occu-
pant protection,” says Institute president Adrian 
Lund. “What this test shows is that automakers 
don’t build cars like they used to. They build 
them better.”

The crash test was conducted at an event to 
celebrate the contributions of auto insurers to 
highway safety progress over 50 years. Begin-
ning with the Institute’s 1959 founding, insur-
ers have maintained the resolve, articulated in 
the 1950s, to “conduct, sponsor, and encourage 
programs designed to aid in the conservation 
and preservation of life and property from the 
hazards of highway accidents.”

The video and still images can be viewed at 
the IIHS website, www.iihs.org.

A decade after the Institute was founded, 
insurers directed the organization to begin col-
lecting data on crashes and the cost of repair-
ing vehicles damaged in crashes. To lead this 
work and the Institute’s expanded research 
program, insurers named a new president, Wil-
liam Haddon Jr., who already was a pioneer in 
the field of highway safety. In welcoming Dr. 
Haddon, Thomas Morrill of State Farm said, 
“The ability to bring unbiased scientific data 
to the table is extremely valuable.” The scien-
tific approach ushered in by Dr. Haddon is a 
hallmark of Institute work. It’s why the Insti-
tute launched the Highway Loss Data Institute 

Half-Century of Safety Improvements 
Revealed in Crash Test

PPG Launches  
Tool for Mobile  
Formula Access 

PPG has introduced a 
new Internet tool for 

accessing refinish paint 
colour formulas for 

domestic and import 
vehicle colours from 

mobile devices.
ColorMobile is especially 
designed for repairers 
who work away from  
collision centres and 

need access to  
colour formulations  
wherever they travel. 

All that’s needed to use 
ColorMobile is a password 

and a mobile device  
with access  

to the Internet. 
Using ColorMobile, 

repairers are able to  
tap into the PPG or  
Nexa Autocolor online 

colour websites. 
In addition, it offers  

the ability to mix  
in very small  

amounts – as little  
as one ounce – as 

needed. 
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in 1972—to collect and analyze insurance loss 
results and to provide consumers with model-
by-model comparisons.

Another Institute milestone was the 1992 
opening of the Vehicle Research Center. Since 
then, the Institute has conducted much of the 
research that has contributed to safer vehicles 
on U.S. roads. At the anniversary event, current 
Institute chairman Gregory Ostergren of Ameri-
can National Property and Casualty summed up 
a commitment to continue what fellow insurers 
began in 1959: “On this golden anniversary of 
the Insurance Institute for Highway Safety, we 
celebrate this organization’s accomplishments 
toward safer drivers, vehicles, and roadways.  
We salute the vision of the Institute’s found-
ers and proudly continue their commitment to 
highway safety.”

NACE and CARS Events  
Shift to October Date
Organizers have announced that NACE 2010 
will take place October 10 to 13 at the Mandalay 
Bay Convention Center in Las Vegas, Nev.

The new dates mean that the NACE auto-
body show and conference, and the companion 
CARS mechanical repair and Auto Glass Week 
that make up Automotive Service & Repair 
Week (ASRW), have moved from overlap-
ping with the SEMA and AAPEX Automotive  
Aftermarket Industry Week shows. However, 
ASRW will remain at the Mandalay Bay Conven-
tion Center.

In a statement, Ron Pyle, president and CEO 
of the sponsoring Automotive Service Associa-
tion, explained the move this way: “It is high 
time for the automotive service and repair 
market to be served by a dedicated event that 
caters directly to professional shop owners and 
technicians. Automotive Service & Repair Week 
(ASRW) will focus entirely on automotive ser-
vice and repair businesses that are on the front 
lines serving the motoring public.”
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-   Distributor focused business development courses

-    Technical training for distributor techs and collision repair centres

-   Industry leading value-added programs

-   Complete product line

-   Product support tools

-   Industry leading colour tools

PPG Distributors know the benefits:
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K eeping inventories up to date is an ongoing challenge 
for jobbers with new parts numbers continuously 
flooding the market. 

For years aftermarket manufacturers have benefited from 
OEMs’ shortcomings, often improving on quality and design 
that is specific to certain parts and components. 

“OEMs seem not to be focusing on quality. We’re finding 
as they go to front-wheel drive, the ball joints are getting 
lighter and lighter and smaller and smaller, and in some 
cases they’ve gone too far,” says John Thody, president of 
XRF Chassis Inc. “The Ford Taurus is a pretty good example, 
where the [first-generation] Tauruses had some bushing 

problems while the middle series of Tauruses had beautiful 
front ends on them. Now, with the current version, the way 
they’ve done the geometry on the front end, these ball joints 
fail every 40,000 to 50,000 miles.” As Ron Strain, program 
manager at Affinia Canada for the Raybestos Chassis line, says, 
“There are certainly some engineering advantages employed 
by the aftermarket that can positively add to the service life of 
some parts. Low-friction bearings, superior anti-rust coatings, 
and better sealing boots [are] some examples. The aftermar-
ket also offers ‘single-call’ application and technical support, 
marketing programs, and an experienced and trained sales 
management team in the field to work directly with the jobber 
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to help grow his business.”
Also pushing up sales in the chassis market is the fact that 

consumers are holding onto their vehicles longer and driving 
them harder. In many cases, the failure of chassis parts has less 
to do with quality than it does with driving habits.

For example, extra weight placed on or inside the vehicle 
over long periods of time puts undue stress on the chassis 
system, and creates the potential for certain parts and compo-
nents to fail prematurely. 

“All of these vehicles [coming out of OE] are designed as 
a car, but are used as a truck as soon as you put a load on it,” 
continues Thody. “It changes the ride height, the geometry 
of the front end, and causes some failures because the manu-
facturer hadn’t anticipated that that vehicle would be used to 
actually do work.” 

It is these “road warrior”-type vehicles that make good 
candidates for replacement chassis parts, and often these are 
the parts numbers that aftermarket manufacturers first bring 
to market: service industry vehicles used for delivery, hauling, 
construction, storing, or cars that spend a lot of time on the 
roads, such as taxis and police cars. Vehicles in these catego-
ries will likely require annual replacement of chassis parts and 
components.

Most jobbers have a good cross-section of inventory on 
hand. While there is no one-size-fits-all solution when it comes 
to stocking chassis parts, there are certain givens that aren’t 
likely to change in the near future. A lot of stores will likely 
have invested more in ball joints because that’s where the 
significant volume is. Many stores in the western and Prairie 
provinces also tend to focus on parts for heavy-end working 
trucks.

One item that’s seen a resurgence over the last decade is 
sway bars. As Thody explains, “[With the number of new vehi-
cles] being designed now the market for sway bar links has 
become enormous. In the old days, when there was just a bolt 
and four bushings, they lasted a long time. Now they’re asked 
to do too much and they’re too little to do the job. They’re all 
very expensive and have a reasonably high failure rate. Sway 
bars have become very big business in the last 10 years.”

Another noticeable market trend in the last five years 
has been the aftermarket’s move to unitized assemblies that 
combine a ball joint and control arm in an effort to compete 
with OE. 

“You see a trend of people moving into control arm assem-
blies and a lot of the new control arms are unitized. For a lot 
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of smaller vehicles the ball joint is part of the arm, so when the 
ball joint fails you’re replacing the whole unit. This is where 
we’ve seen the market changing,” says Robert Rego, chassis 
product manager for Mevotech Inc.

This trend has its downside for jobbers in terms of inven-
tory investment. While ball joints are able to fit on both sides 
of the vehicle, control arm assemblies are built specifically for 
the right or left side of the vehicle. Jobbers have to balance the 
needs of their business with the wants of the service provider 
for a simple solution.

“Getting the right mix of inventory can be very difficult 
due to parts proliferation. For example, OEMs’ increased use 
of integral components is driving the need to carry a range 
of assemblies,” says Kim Plante, chassis product manager for 
Federal-Mogul. “However, one common mistake is to carry 
too many serviceable control arm assemblies, which repre-
sent an additional inventory investment since the ball joint is 
already stocked.

“Control 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.”

Rego goes on to explain that there’s also a disconnect in 
the chassis product market between jobbers that stock chassis 
items because it fits well in their inventory mix, and jobbers 
that stock units because it’s what the technician truly needs 
and wants.

“An example is the control arm assembly, and this is where 
we see a difference. For [technicians] to make money, they 
work on a flat-rate basis. The more vehicles [they] work on, 
the more revenue [they] receive,” continues Rego. “Control 
arms are easier to change than the ball joint in terms of 
removal and installation time. The jobber doesn’t see a differ-
ence, but the technician sees this and [they] get turnaround 
and repair more vehicles in a day.

“A bushing and ball joint might take up less space in the 
inventory of the jobber, but what’s the technician looking for? 
The technician is looking for something that’s going to make 
him money.”

The Changing Chassis Market: 

What You Need to Know
By David Halpert
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ENERGY LEVEL HIGH AT AAPEX
New Developments Evident At AAPEX

By Andrew Ross

Regardless of the out-
right attendance num-

bers at the 2009 edition of 
the AAPEX show, the pace 
of activity and the general 
mood were considerably 
stronger and more ener-
getic than the prior year—a 
great development.

Of course, any compari-
son of the annual Las Vegas 
aftermarket parts show 
must be taken in the con-
text of 2008, when the open 
wound of the sub-prime-
driven economic crisis was 
still fresh and raw. 

One of the positive 
results of that shock to the 
system is a release of pent-up demand in the marketplace; 
the aftermarket service business seems to be doing much 
better these days, and at the show, exhibitors had more 
new product offerings and a greater sense of optimism than 
we’ve seen for the past couple of years.

Nobody is openly admitting it, but I suspect that a signifi-
cant number of products being launched at the 2009 event 
were, in fact, ready a year ago but had been held back owing 
to the uncertainty in the marketplace. With that dark veil 
lifting, companies are once again bringing product to the 
market, confident they have at least a chance of reaching 
their potential.

A slew of key introductions from Bosch probably placed 
it most firmly on the product-intro wagon. In addition to 
some new shop floor tools, a new diagnostic monitor, and 
a smoke machine, the company announced the launch of a 
comprehensive automotive battery program in the continen-
tal United States, as well as the DistancePlus ultra-premium 
grade oil filter offering 23 part numbers.

Most importantly, Bosch announced that it was entering 
the crowded brake market. The QuietCast brake pad pro-
gram, with 789 part numbers, will provide 95% coverage 
for all makes and models of Asian, domestic, and European 
automobiles, light trucks, and SUVs throughout the United 
States and Canada.

“The QuietCast brake pad program offers platform-specific 
ceramic, semi-metallic, and non-asbestos organic (NAO) for-
mulations, rubber-core shims, and Molded Shim Technology 
(MST) on selected applications,” said Rob Backode, director 
of product management for Bosch Automotive Aftermarket 
Brake Components North America.

One of the strongest indicators of the improving lot for 
aftermarket companies was the announcement by Delphi 
that the firm had emerged from Chapter 11. 

I heard Frank Ordonez, 
president of Delphi Product 
& Service Solutions, explain 
Chapter 11 to European 
audiences a number of 
times over the past few years, 
and heard him declare the 
company’s continued pros-
perity to North American 
audiences through the 
midst of it. It must have 
been no small relief for him 
to be able to close that chap-
ter and start really moving 
forward. 

Now that Delphi has 
emerged as a privately 
held company with prod-
uct offerings streamlined 

from 27 to 10, Ordonez continued to emphasize the OE 
connection. “The more we have for the OE, the more we 
have for the aftermarket. So we continue to be very focused 
on engineering.

“Without the four years of Chapter 11, we would not be the 
company we are today. We continue to grow our business as 
we have through the Chapter 11 process,” to the tune of 15% 
a year over the past two years, with particular promise for the 
aftermarket ahead. “After picking up share and with the closing 
of all those dealers, the future is very bright for the aftermarket.” 

One of the outcomes of tough market conditions is usually 
a healthier state of affairs within those companies that survive. 
This isn’t just by accident, of course; companies seek the tools 
to help them become more efficient out of necessity.

Delphi’s Frank Ordonez had the good fortune to be able to kick off the 
show by announcing the company’s emergence from Chapter 11.

A high energy level in the aisles was a welcome development at AAPEX.
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One such tool presented at the 
show was Activant’s suite of tools 
that build on the e-catalogue to 
provide stronger statistical basis 
for inventory management. These 
tools allow for decisions to be made 
not just on individual store sales 
and lost-sales history, or even just 
on the vehicles in operation, but 
on the wider pool of users too. 

Through software tools and its 
agreement with R.L. Polk, the com-
pany has already seen some strong 
results in testing to the pooling of 
demand data: as much as a 15% to 
20% reduction in inventory with a 
similar increase in coverage.

Activant Vista Replacement Rate 
Intelligence solutions features vehicle 
data integrated with daily electronic 
catalogue transactions. These solu-
tions include the new Vista Catalogue 
Coverage Monitor and Inventory 
Modeling tools, which will assist man-
ufacturers in product planning and 
distributors in inventory optimization.

The Eagle system’s Version 19 
from Activant also features a suite of 
new tools. 

“At the store level, the Eagle sys-
tem is gaining traction,” said Tom 
Aliotti, senior vice-president, auto-
motive, Activant Solutions. “The new 
Eagle V19 will have more CRM as 
well as ways to improve customer 
communication. Little things like integrated telephony really 
help improve customer relationships; it even allows you to put 
a picture of the customer onscreen.” Cool stuff, to be sure.

Of course, sometimes the aftermarket is about moving 
metal. I sat down with two companies in the challenged 
exhaust market.

Eastern Catalytic is a growing player in the market that 
started as a sideline in a family-owned garage, but has since 
grown to be a full-line supplier with sales in more than 70 
countries; it made it to 77th in the AASA’s top 100 list of 
aftermarket companies in 2008. While Eastern has yet to 
make strong inroads into Canada, company principal Ken 
Schafer offered some insights into the challenges facing 
catalytic converter suppliers. 

Keeping pace with precious metal content and construc-
tion requirements has become a continual challenge, he 
said. The company’s standard ECO II and ECO III (for 2003 
and later applications) offerings take care of most needs, but 
a recent issue arose anyway.

“Even with the ECO III, there was an issue with GM mod-
els. Check-engine lights would come on.” The company 
ended up developing its ECO-GM Series for 2.2, 3.1, 3.4, and 
3.8L engines with an R&D company. “We went with more 
precious metal and a new core. It worked.” He says that 
special chemistry for other makers is likely and is a develop-
ment that is changing the market.

“It is going to be so specialized, some of the smaller guys 
are going to go away. Our customers want to have just one 
converter that will fit everything. Those days are gone.”

Further to that, Bill Dennie, director, ride control channel 
management, North American aftermarket, Tenneco, who was 
subbing in on the exhaust category at the event, says that train-
ing in catalytic converters will see a big push in 2010, noting 
that it reduces comebacks. The company also plans to launch 
an aftermarket diesel particulate filter in mid-year, but is put-
ting a big emphasis on stainless-steel product introduction. 

“With Walker, the story is stainless,” said Dennie. “We’ve 
been producing the Quiet Flow line with 409 stainless for 
quite a while. Now we’re ready to tell everybody.” Walker 
Quiet-Flow SS (for stainless steel) mufflers feature 409 
stainless steel heads, shell, bushings, louvred tubes, and 
partitions. Each muffler is manufactured in the same facil-
ity as original-equipment units and is offered with a limited 
lifetime warranty and a 90-day Safe and Sound guarantee at 
no additional charge. The company also plans distribution-
level promotions to help move the units through the system.

“What we’re finding is that the life expectancy is 300% 
that of aluminized.” 

The company’s other major segment, ride control, offers 
some new developments as well, with Monroe offering a limited 
lifetime warranty on its products to combat low-cost entrants 
into the marketplace. I asked how much of an issue this was.

“It’s not significant yet; there’s more discussion on it, with-
out a lot of product in the market. We believe that jobbers 
and installers still want to sell quality products. And we’ve 
got to let people know that we are going to stand behind 
our product.”

And that is a sentiment every company can appreciate.
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Shell brought media and customers 
to the Las Vegas Motor Speedway 
to see all the company had to offer 
in a series of educational and enter-
taining midway exhibits. Visitors got 
to learn about its products, get a 
ride along with a NASCAR driver—
the lucky few with Dale Earnhardt 
Jr.—and then enter a draw for great 
prizes including racing memorabilia 
and home electronics. (Inset) Shell’s 
Robert Sullivan details the benefits 
of Pennzoil synthetic lubricants.
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Category: Cool Cars
Auto Seat Gap Blocker, LLC

The Auto Seat Gap Blocker blocks gaps 
between seats, preventing loss of small items 
between seat and console.

Category: Fixing It Right
Wilmar Corporation’s  
W1710 – 18-pc. Screwdriver Set

Wilmar’s soft-handle screwdriver and pre-
cision screwdriver set is perfect for home, 
auto, garage, workshop, RV, or boat. The 
included organizing rack stands alone, or 
mounts on a wall. 

Category: Good Sense
Old World Industries’  
PEAK 175 Watt Tailgate Inverter

The PEAK 175 Watt Tailgate Inverter pro-
vides 175W of maximum continuous power 
and 350W peak power, and features three 

AC outlets and two USB outlets; detachable 12V accessory plug; 
and five-foot cord.

Category: Individuality
Vdera Inc. SPLAT

SPLAT Automotive Dirt & Dust 
Remover can be used for cleaning any-
where inside your car.

Category: Making It Better
Alert Stamping & Mfg. Co. Inc. 
KTP30R Professional Rechargeable 
270 Lumen Task Light

This professional-grade rechargeable 
task light features three one-watt CREE 
LEDs, dual brightness levels, low bat-
tery indicator, dual folding swivel hooks, 
stand-up base, and top and bottom pro-
tective cushions.

Category: Safe & Sound
SLIME/Accessories Marketing 
Slime Safety Spair (sic) Plus

This roadside emergency essentials 
kit includes tire inflator and tire gauge, 
28-piece first aid kit, jumper cables, 
safety triangle, utility knife, and storage 
case.

Category: Smooth Sailing
Affinia Group Raybestos Professional Grade Sway Bar Link

Raybestos Professional Grade Chassis Sway Bar Links, manu-
factured with Advanced Technology, offer low-friction, greas-

able designs in multiple 
configurations, with 
bushings, permanently 
attached polyurethane 
boots, and the best cov-
erage in the market.

Category: Work Smart
Master Magnetics Extra Long 
Extendable Bendable Pickup Magnet

This tool retrieves small ferrous 
items, including screws, nuts, and 
nails, from hard-to-reach places. Each 
has a powerful neodymium magnet in 
the tip, sturdy body, and grip handle.

Category: New Packaging
Titan Grip Compact Wheel Lock
This compact version of the 
American-made wheel immobiliz-
er to secure passenger cars, small 
trailer wheels, ATVs and golf carts is 
made with the same excellent level 
quality as Titan Grip Wheel Lock, 

but sized right for smaller-capacity wheels.

Category: New Packaging
Gojo Industries Scrubbing Wipes 
Try Me Display

The Gojo Scrubbing Wipes Try Me 
Display offers an easy way for custom-
ers to try one. Place on the parts coun-
ter or on the store shelf. The product 
comes with a built-in receptacle for 
quick disposal. Portability of canister 
and display enhances versatility.

Category: New Packaging
Schumacher Electric Corporation Power Inverter PI-1500

The 1500 Watt Power 
Inverter with 3000 Watt Peak 
Power converts 12-volt DC into 
115-volt AC household current. 
Features include dual GFCI 
grounded outlets with built-in 
circuit breaker and reset button.

AAPEX 2009 New Product Winners
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Stainless Steel Mufflers 

Tenneco Inc. has completed the integration of premium 
Quiet-Flow SS stainless steel mufflers into its Walker emissions 
control product line. Walker Quiet-Flow SS mufflers feature 
409 stainless steel heads, shell, bushings, louvered tubes and 
partitions. Each muffler is manufactured in the same facility as 
premium original equipment units and is offered with a lim-
ited lifetime warranty and a 90-day Safe and Sound guarantee 
at no additional charge.
Tenneco
(734) 234-8000 
www.walkerexhaust.com

 
Premium Brake Pads

Bosch QuietCast Premium 
Disc Brake Pad program 
features 789 part numbers 
and will provide 95% cover-
age for all makes and mod-
els of Asian, domestic and 

European automo-
biles, light trucks, 
and SUVs through-
out the United 
States and Canada. 

The program offers 
platform-specific ceram-

ic, semi-metallic, and non-asbestos organic (NAO) formula-
tions, rubber-core shims, and Moulded Shim Technology 
(MST) on selected applications.
Robert Bosch
(905) 826-6060
www.boschautoparts.com

Euro Model OE Lighting
Hella has dramatically expanded its OE Lighting Spare 
Parts Program with the addition of over 74 OE-quality 
replacement parts for headlamps, taillamps, fog lamps, 

and turn/side markers for European models. The new 
parts cover late-model Audi, BMW, Mercedes-Benz, and 
Volkswagen models. The new lighting parts also include 
VW Golf V/Jetta V/BORA Halogen Headlamps, VW Jetta 
V Smoked Taillamps, Mercedes-Benz M Class Headlamps 
(2008 Halogen, 2006-2008 Bi-Xenon with Special Edition, 
and 2008 Bi-Xenon without Special Edition), and BMW 5 
Series 2008 Headlamps.
Hella, Inc.
(770) 631-7500
www.hellausa.com

Self-Tensioning Belt Kit
ContiTech’s Power 
Transmission Group is 
offering a new multi-ribbed 
Conti-V Multirib Elast 
V-belt kit complete with 
the belt, disposable tool, 
and instructions. These 
belt drives do not need 
a belt tensioner because 
they are self-tensioning, 
but do need special tools 
to prevent damage dur-
ing installation. These 
belts cannot be replaced 
with a standard serpentine 
belt. The kits fit vehicles 
made by 16 manufactur-
ers including Alfa Romeo, 
BMW, Chrysler, Citroen, 

Fiat, Ford, GM, Mazda, Mercedes-Benz, Opel, Renault, 
Volkswagen, and Volvo.
ContiTech
(330) 722-6624  
http://www.contitech.de

Thermostatic Control
Hella, in partnership with Behr Thermot-tronik, now offers 
OE-quality thermostatic control components and parts for 
European and Asian makes, including popular models of 
Audi, BMW, Ferrari, Ford, Honda, Mitsubishi, Porsche, Toyota, 
Volvo, and VW. Behr Thermot-tronik is a major worldwide 
supplier of thermostatic control devices and one of the world’s 
largest thermostat 
and temperature 
switch suppliers 
for the automotive 
industry.
Hella USA
(770) 631-7500
www.hellausa.com
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Stainless Braided Brake Hoses

BrakeQuip’s new generation of stainless braided brake hoses 
exceeds the latest DOT standards, backed up by independ-
ent laboratory test reports. These lines are suitable for racing 
applications and offer 32 different colour combinations to 
choose from.  The braided brake hose is available in blue, 
black, red, and clear jackets and without a jacket. The silver 
inserts are available in blue, red, yellow, black, gold, purple, 
green, and silver.
BrakeQuip
(877) 431-0075
www.brakequip.com 

Big Lighting Expansion
Osram Sylvania, the world 
leader in automotive 
lighting solutions, has 
announced the launch of 
58 new automotive light-
ing products. The intro-
ductions cover four key 
categories, with six prod-
ucts in the new EcoBright 
headlight family, six prod-
ucts for the new SilverStar 
signal bulb family, two new 
H11 products for both 
SilverStar and XtraVision 

headlights, and 44 long-life signal bulb line extensions.
Osram Sylvania
(800) 544-4828
www.sylvania.com/auto

Mini Air Ratchets
Ingersoll Rand has released the 1105MAX Series and 
105 Series mini air ratchets in both 1/4” and 3/8” drive 
sizes, offering improved power, control, and comfort. The 
1105MAX Series air ratchets join the 2135TiMAX and 
2115TiMAX Impactools as best-in-class tools, with 30 ft-lb 
of torque and a free speed of 300 rpm. The 105 Series mini 
air ratchet also offers improved torque at 25 ft-lb and a free 
speed of 250 rpm, combining great performance with cost-
competitive value. The 1105MAX Series also offers better 

control than competitive models. Its variable-speed power 
regulator is hand-operable and perfect for use on sensitive 
applications, such as small or plastic fasteners. In addition, 
the feather-touch lever gives operators precision control 
over the full range of the tool’s performance.
Ingersoll Rand
(800) 866-5457
www.irtools.com

Belt Kits Expansion

CRP Automotive announces the addition of 30 new SKUs to 
its Pro Series Timing Belt Kit program. There are now more 
than 100 kits in the program covering more than 300 vehicle 
applications for European and Asian imports as well as domes-
tic makes and models. The Pro Series is a complete OE-quality 
timing belt replacement kit that includes ContiTech timing 
belt, idlers, tensioners (hydraulic, if applicable), and a water 
pump, that are required to perform a comprehensive timing 
belt and water pump replacement service.
CRP Industries
(609) 578-4100
www.crpautomotive.com

Philips Expands Night Guide Line
Philips Automotive Lighting North America has expanded 
application coverage for the Philips NightGuide headlamp 
bulb line. Application coverage now includes replacements 
for H11 as well as 9003, 9004, 9005, 9006, 9007, and H7. Using 
a unique patented technology, NightGuide creates three dis-
tinct visual zones for the driver that help to improve driving 
comfort while reducing 
stress and increasing 
confidence. In the cen-
tre zone, NightGuide 
provides a brilliant white 
light with a beam up 
to 50 feet longer than 
standard halogens, to 
improve the driver’s 
vision and reaction time. 
In the right zone, blue 
light provides increased 
readability of road signs 
and markers. In the left 
zone, a warmer yellow 
light reduces glare for oncoming cars and helps improve the 
driver’s concentration in the centre zone.
Philips Automotive Lighting
(800) 257-6054
www.philips.com/automotive
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independent car dealer customers

SOLVING THE T
he upheaval that the entire automotive industry has undergone has had more 

than a few positive side effects for the aftermarket.

On the one hand, a multitude of consumers who might have otherwise been 

inclined to turn their vehicles in at the end of the lease have decided, or been 

forced by a dreadful residual value and inescapable economic uncertainty, to hang on to not-

so-old Betsy for at least a little longer than they had planned. 

And, of course, this has precipitated an upward bump in business for some players in 

the industry, though not in every community. In some regions such as southern Ontario, the 

economic impact of manufacturing plant closures kept consumers hanging onto their dollars. 

Even the oil patch took a hit, as did the overheated pre-Olympic economy in the Vancouver 

region. 

And then there is the car dealer shakeup. When something under 300 dealers from GM 

alone lost their franchises, overnight it created one of the biggest opportunities the after-

market has ever seen. However, car dealers are used to a very different culture from the trad-

itional aftermarket, and understanding their motivations is an important part of ensuring that 

aftermarket players will successfully bring these firms into the independent fold, so to speak. 

Derrick Kosh, general manager at Grove Pontiac Buick (as it was called until late last sum-

mer), was a long-time GM dealer in Spruce Grove, Alta., just outside of Edmonton.

I first spoke to Kosh last fall, while he was still smarting from the news of termination from 

the GM family, and his plans to become a combined used car dealer, Bumper to Bumper 

store, and ACDelco service centre were still in the formative stages.

“Well, obviously the first thing we got was the e-mail from GM,” said Kosh. “This came out 

of left field. Every rep thought we were more than safe, after 34 years in the same location 

and in the same building.”

The push for a contingency plan was urgent. “What would we do in the worst-case scen-

ario?” he recalls asking himself. “We had said we would go to used cars, then when it came 

down, we thought, let’s go to the aftermarket.”

The decision-making process involved some market analysis: the town has a population 

of about 30,000, served for the most part by three- and four-bay service outlets. With 23 

bays, the Grove business would quickly become the largest independent service centre in 

town. The question still remained, however, of what signage the firm would fly.

Kosh says in the end it was a combination of tangible and intangible factors which helped 

the business decide. There was certainly a comfort level with the ACDelco business, and the 

offer by ACDelco distributor Avenue West Motorworks in nearby Edmonton to add trucks to 

serve them clinched that arrangement. 
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But Kosh also said that the cul-
ture of Bumper to Bumper and the 
approach of Sean Corcelli, gener-
al manager of Uni-Select’s Prairie 
region organization, was a welcome 
change from the corporate culture he 
was used to as a GM dealer.

“It’s so varied and the customers 
are so different. The customers com-
ing through [before] were looking for a GM part; now people 
are looking for all kinds of stuff. The learning curve has made 
us nervous, but Sean and Uni-Select have been really good in 
helping with the transition.”

Since then, his attitude has not changed, even as the reali-
ties of their new independent status are setting in.

“It’s not theoretical any more. The GM signs are down 
and we’re flying on our own now. It’s 
going well, though not as good as we 
had hoped. Of course, I don’t know 
what my expectations were. We are 
learning quickly that we had to re-
educate our people and the public.

“Really we’re running four sepa-
rate businesses”—used cars, service, 
a parts store and a car rental outlet—
“but they’re intertwined. It’s nice to 
see the way it is evolving.

“The biggest thing we have learned 
is to get your staff and expenses down. 
We tried to hang onto bodies, save 
as many as I could, but I probably 
should have cut more to begin with.”

He says, too, that they’re learning 
just how powerful a draw the GM sign 
was. Without it, the onus is on having 
the best front-line people to handle 
customers.

“Changing the dealership mental-
ity is quite a task,” says Sean Corcelli. 
“I guess we take a lot of things for 
granted in the aftermarket, that people know how to jump in 
to provide the service levels expected. It’s not necessarily the 
same on the dealer side of the business. 

“It is a transition and it is a different attitude. 
“In a GM environment, there is enough of a magnet for 

customers to come to you. But in the jobber or aftermarket 
service and parts business, you have to find the customer and 
convince him to buy. This is a transition we have yet to com-
plete. Inside sales have been very receptive and we are learn-
ing all the various products we have. In outside sales, we have 
to teach them how to pursue the sale.”

Corcelli admits he underestimated the gulf between the 
dealer experience and what would be required to be success-
ful with an aftermarket model that is now being rolled out at 
four former GM dealerships under his direction.

“I regret that I didn’t have the foresight to see what a con-
siderable transition it is. Maybe we are not the most sophis-
ticated business in the world, but our connectivity and our 
electronic cataloguing have come a long way.”

He expected dealers to take time to adjust to dealing with 
400 suppliers instead of one, and learning about service issues 
on non-GM vehicles, but having them understand what it 
takes to attract and retain the parts business is taking longer 

than expected.
 “The aftermarket service levels needed woke me up to how 

good some of our jobbers really are. We have recognized, now 
that we are two months in, we have 
another step to go with our support. 
I am actually going to provide two 
sales representatives to assist him in 
growing his business. It’s too big an 
opportunity to not be proactive and 
aggressive.”

The model being rolled out in the 
Prairies, a combination parts store 
and service centre banner, is not turn-
ing out to be typical, though. More 
commonly, the plan being worked is 
the combination of used car dealer-
ship and converting the dealer service 
facility to an independent aftermarket 
banner program.

In Hamilton, City Motor Products 
owner Paul Burrows didn’t have to 
look too far to find a partner to make 
that happen: for some time now, 
John Pedersen’s T&H Auto Electric 
has operated its main branch in 
Hamilton out of space it rents from 
the former GM dealer.

Aside from jokes about delivery times—parts are literally 
walked across the building to the service area—Burrows says 
that he opted to partner with Pedersen’s operation for several 
key reasons: the ACDelco TSS program, which provided a 
sense of familiarity, and the fact that Pedersen’s team could be 
relied on. And his Bestbuy affiliation gives T&H the ability to 
fill virtually every part and supply need.

“If you know John, you know that you can go to him for 
anything. I think the transition was pretty easy and pretty 
clean. I was pleasantly surprised, though I didn’t really expect 
a whole lot of hiccups. John is pretty careful. 

“We found that so far so good—[we’ve been] officially into 
it now for three weeks,” he said in mid-December.

“This wasn’t a particularly large surprise to us,” says Andrew 
Joyce, general manager at City Motor Products. As a busi-
ness, they weren’t prepared to make the multi-million dollar 
investment to re-image the building and meet GM’s ongoing 
demands, so they knew the day would come when their wel-
come with GM would be worn out; but it was the timing that 
caught them off guard. 

“We had a plan formulated for a while now, for a couple of 
years even. It was more just a speeding-up of that.

“I don’t think anyone else was prepared, certainly not for 
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Derrick Kosh’s Edmonton-area Grove Motor Products, 
a former GM dealer, was among the first to venture 

into an independent aftermarket conversion. 

Grove Motor Products is an ambitious combination of used car dealer, 
parts store, service operation, and car rental business.
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the timeline. On March 1, 2009 we thought we would be 
continuing as a GM dealer. To have that timeline drawn so 
quickly . . . . Regardless of the decision on future plans, we 
had to hustle along.”

This helped their decision to move to the ACDelco offer-
ing. 

“This option was presented and it had the pieces we 
needed. We had the benefit of having John in our building, 
so from a parts order fill, delivery, etc. standpoint, there were 
no issues.”

Like other dealers, Burrows is finding out how much effort 
it takes to keep customers coming in to the service facility. 

But he is also learning how many of his decisions under 
the GM regime were moulded by that organization. With that 
gone, old assumptions have disappeared too. 

He advises jobbers who are wooing dealers, “Be there. Talk 
to them. Make sure they understand all of the things that they 
have to do to get there. One of the things that I really noticed 
was how much the manufacturer aimed my decision-making 
process from the supply side.” The loss of that overbearing 
corporate entity has meant questioning past assumptions on 
everything from the cost of computer 
systems (a topic he is still struggling to 
come to terms with) to bulk oil.

“A lot of the coercion was subtle,” 
he says. 

“As things were transpiring, a lot of 
dealers were looking around to what 
they should do,” says Pedersen. “They 
were looking at used-car lots, but a 
lot didn’t realize that the ACDelco 
program was an all-makes, all-models 
program.”

Pedersen says that the training 
aspect of the program was another 
strong draw for dealers. 

“The TSS program sort of mirrors 
the GM philosophy, but it offered the 
training and technology.” In fact, he 
says, the more general training avail-
able from TSS was seen as beneficial. 

“And we had a retention program 
that was every bit as good as the deal-
ers’, but the cost was a lot less.”

Pedersen, echoing comments by 
Burrows, says that the most difficult 
transition may be in getting their com-
puter systems up and running in a way 
that is appropriate for an independent 
service business. 

 “Some are going to have to make changes,” says Pedersen. 
“They have some very expensive computer systems. They are 
going to have to look at some changes that way.”

Despite the potential recognized by many in the aftermar-
ket, it is interesting and perhaps a little disturbing to note that 
neither Grove Motor Products nor City Motor Products was 
inundated with proposals from jobbers or WDs.

In the case of Grove in Alberta, it was Kosh who made the 
call to Uni-Select, after his first call to another group made 
him feel that “they were doing me a favour.” 

And, despite the fact that T&H Auto Electric is located 
in City Motor Products’ building, it was never a given that it 
would be City’s key supplier. 

“There was not much doubt about where we were going to 
do business, but we also didn’t hear anything from the other 
jobbers. No phone calls. No mailers. Nothing. And I wasn’t 
quiet about going. There was an article in the paper two days 
after we got our notice from GM. I am amazed jobbers aren’t 

knocking down the doors of the 250 [GM] dealers and finding 
out who is staying and who is going.”

One organization that is working the streets hard is NAPA 
associate Ideal Supply Company. Vice-president sales and mar-
keting John MacDonald says that they have several dealers in 
the region surrounding Listowel, Ont., where the 25-branch 
business is based. 

“The GM dealers that have lost their franchise”—and have 
not closed—“in our trading area are still looking for some 
form of identity. With us, Autopro fits the mandate perfectly: 
great national identity and integrity and a good warranty. 
That’s really the route that we are looking at.”

He expects to have six to eight dealers online over the next 
few months. 

MacDonald says that a proactive approach seemed obvious, 
but that they were careful about who they approached. 

“We got a list of every GM dealer who was closing. We know 
them all here, and they are all good customers of ours. We put 
together a prospectus on our core competencies, and then let 
them see what the fit was.

“From that it has been a great success.” He says that it has 
been a question of making sure that 
the former dealers they approach will 
meet the criteria required to satisfy the 
banner program’s requirements, and 
that Ideal Supply will be able to meet 
their obligations too. 

“We have been aggressive in follow-
ing up on every single person on the 
phone and in person and we have been 
pretty successful in that.”

And, while MacDonald says the 
company philosophy is to walk, not 
run, there is a sense of urgency.

“The window is going to be open 
and the window is going to close, 
and shame on us if we don’t take full 
advantage of it. I truly believe that the 
storm is not over yet. For other dealer 
networks there are going to be consoli-
dations and territories that are going 
to be condensed. And if you position 
yourself now, you will be able to capital-
ize on that. We aren’t pressuring every-
one to be first, but we are pressuring 
some to be first into the market.

“We were proactive. We did cold 
calls. We did the ‘what if?’ scenario. We 
went forth and said, ‘Here’s the oppor-

tunity, what do you think?’”
“I think we’re handling it in a way that we can control the 

destiny of our installed customer base. We’re controlling our 
destiny; we’re not just going out to mass-market all the deal-
erships. Every single one we have gone after, we have been 
successful.”

“It’s such a great opportunity for our aftermarket,” Corcelli 
concludes. “In our division, I’m fairly confident that we have 
called on everyone. Now, most of the benefits are through the 
sale of merchandise through 2010. This is just an unprecedent-
ed opportunity. That’s why it’s full speed ahead. I’m high on it. 

“Here we have a fledgling aftermarket business. Now go to 
work. Put all your knowledge into play. I’m sure we can do it.”
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Hamilton, Ontario’s T&H Auto Electric operation of 
John Pedersen (at left) has worked closely with Paul 

Burrows and Andrew Joyce (centre and right) to 
convert the City Motor Products service business to 

an ACDelco TSS location. 
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It’s an elementary law of market economics that automak-
ers constantly redesign their vehicles for better fuel econ-
omy, higher engine efficiency, and reduced emissions in 
an effort to stay ahead of their competitors. New vehicle 

introductions fitted with the latest technology improvements 
inevitably require engineers to invent new parts in order for 
the systems inside the vehicle to function efficiently. This is an 
evolving process, and over the years aftermarket manufacturers 
have had to constantly adapt in order to stay current. By tak-
ing a more active approach, jobbers can better predict what to 
expect from their technician customers when it comes to start-
ing and charging systems failures.

Over the years, both systems have undergone significant 
changes in the way each is manufactured and how they oper-
ate. In the early ’80s, for example, internal regulators were 
added to alternators (either bolted at the back of the unit or 
inside the alternator itself) to control output voltage. Now they 
exist in 98% of alternators on the road, albeit in smaller and 
more efficient guises.

No more than a decade ago, conventional alternators 
had both the fan and the pulley on the outside of the unit. 
While the pulley still remains outside of the alternator, there 
are two internal fans (or the “birdcage,” as it is  sometimes 
called) fitted inside the unit to reduce noise and offer more 
efficient cooling.

In today’s starting and charging systems, we’re seeing a 
trend in weight reduction for the purpose of making both 
lighter but more efficient. 

One of the more significant developments is the use of 
an alternator clutch pulley in place of the fixed, locked pul-
ley traditionally seen in older vehicles. With OEMs’ constant 
demands to find ways to become more energy-efficient, power 
systems play a significant role.

“Alternators have recently gone to utilizing a clutch pul-
ley rather than a fixed, locked pulley for a number of rea-
sons,” says Jim Weis, sales manager for NSA Corporation. 
“One of the reasons is the outputs of the alternator have 
gotten higher, and as a result they’re putting a heavier load 
on the belt and the pulley, so when that load gets dumped 
all at once it can cause a problem. 

“The other thing is I think there are [some issues] with fuel 
economy—not so much the efficiency of the alternator as fuel 
economy advantages. In addition to being much quieter than 
the traditional lock-pulley, I’ve heard that the [reduction in] 
vibrations that occur along the belt and tensioner are pretty 
significant as well.” While vehicles in Europe have used this 
approach for several years, we’re only beginning to see them in 
Canada and the U.S., from manufacturers such as Chrysler, for 

MARKET FEATURE

e x a m p l e . However, 
some argue that 
the clutch pul-
ley does more 
harm than good 
for alternators 
when it comes 
to longevity, and 
in some cases 
can cause the 
alternator to fail 
outright. 

“Just looking at the 
cores that come back, [the 
clutch pulley] is the only 
thing that’s failed a lot of the 
time. They’re just not lasting,” 
says Trevor Buss, quality control 
manager for Dixie Electric. “It’s been going on as time pro-
gresses. The rollers in some clutches were wearing out after a 
short period of time.”

It’s not just the way alternators are designed that’s changed, 
but also how the charger interacts with the vehicle’s computer 
while in operation.

“Alternator regulators are interfacing more with the car’s 
computer, and some of them have features which can lower 
the charging voltage,” notes Buss. In such cases the ECU tells 
the alternator to only charge at 80%, if it finds that it would be 
unnecessary or wasteful to charge at full capacity.

“You have an economy mode that only goes to that level, 
dropping the battery voltage a little bit, essentially telling it that 
it does not want to provide 100% charge to a battery and finds 
that it would be unnecessary and wasteful,” says Mohammad 
Samii, owner of Sammy’s Auto Electric Service and technical 
coordinator of APRA’s electrical training.

In starting technology, while we’re also seeing a trend in 
weight reduction and efficiency, we’re also seeing a shift in the 
way starting motors are designed, as Samii explains:

“The older starters had a round field. There was a coil that 
generated the magnetic field and made the armature turn. 
Those round fields are gone and now [there are] pieces of per-
manent magnets inside which create the magnetic field. So the 
starters are much wider, more efficient, and probably a lot eas-
ier to manufacture. On the starter side, it’s a matter of weight 
reduction and perhaps (while we don’t see it in all),  a smaller 
battery, which combined allows for some savings in weight.”

“In the last fifteen years, [starters] went to what is called 
a gear-reduction starter. It is much smaller and is able to put 

Charged Up
New Developments in Starting and Charging Systems

By David Halpert
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Vehicle-Specific Electrical Faults
While there are common general faults across all starting and char-
ging systems, there are also faults specific to some vehicle makes 
and models. Knowing these faults can give you that extra edge 
when it comes to supplying your technician customers. Here are 
three such examples:

Chrysler Neon / Voyager – The Chrysler alternators nor-
mally fitted to most Neon and Voyager models have unusual wiring 
comprising a main 8mm stud terminal and a round or oval plug with 
only one or two pins. These alternators continuously overcharge in 
excess of 17 volts (the normal charge rate is between 13.5 and 14.5 
volts) and are then regulated by the vehicle’s ECU (Electronic Con-
trol Unit). The alternator is very rarely at fault and any poor charge 
rate is due to an ECU or vehicle fault.

Ford Escort and Fiesta – Ford Escort and Fiesta models 
from 1992-2000, when fitted with a Mitsubishi OE alternator, have 
all shown the same overcharging problem. Replacing the alternator 
will not cure the problem. The vehicle is fitted with a fuse link that in 
most cases breaks down and goes open-circuit; this then tricks the 
alternator into thinking the battery is low and demands full output to 
compensate. Replacing the fuse link normally cures the problem.

Fiat / Marelli – Most Fiat / Marelli alternators suffer from a 
slipping fan belt. This is incorrectly diagnosed as an alternator fault 
when actually correct tension or a replacement fan belt is required. 
A slipping fan belt can cause the pulley to become hot and red-rusty. 
Contrary to popular misconception, not all slipping fan belts squeal. 
Most slip quietly.
Special thanks to Dixie Electric for these tech bulletins.
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out the same torque as a much [older model] because it uses 
a kind of transmission inside,” says Joe Rinaldi, president of 
Armatures DNS2000. “Basically what’s happening is they’re 
spinning the starter faster. It’s lighter and is able to start with 
less power, for example if there’s less power in the battery. It 
eliminates the hot-soak situation where some cars would nor-
mally burn hot if engines are at idle.”

One of the challenges for jobbers working in the aftermar-
ket has been getting information from the OEs, especially 
when it comes to problems with starting and charging systems. 
Aftermarket manufacturers, technicians, and counterpeople 
alike consult various sources in order to get the appropriate 
information when it comes to electrical faults.

“There’s a lot of miscommunication between the OE 
and the aftermarket, leaving everybody in the dark. [For 
example], I’m doing a bulletin for the Ford Windstar 
because we’re getting a lot of calls on that. Nobody [out 
there] knows what the problem is: the alternator light 
comes on but it turns out that it’s not the alternator at all 
but a leaking vacuum line,” continues Buss.

“We’re getting a lot of the bulletins available through the 
APRA as well as our own sources and we’ve been releasing 
them on our website as they become available. I think we’re up 
to 150 or so. We’re trying to word them ‘politically-correctly,’ 
but [when it comes to tech bulletins] you’ve got to watch out 
when servicing the vehicle.”

On the whole, the technology behind starting and charging 
systems hasn’t changed a whole lot over the last decade. How-
ever, it’s smart to keep those technical bulletins on hand when 
dealing with your technician customers, and be apprised of any 
new developments to come out of OE as new vehicle models 
drive off the line. 
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Continued on page 28

that answering the phone is not 
an inconvenience; it’s an inte-

gral part of the job. Without 
customers there is no parts 

business. Additionally, be 
prepared with all of the 
resources you’ll need to 
handle each call effective-

ly from beginning to end, 
including catalogues, fly-
ers, promotions, master 
phone list for transfers, 
price sheets, supplier 
information, etc.

Today’s customer 
wants to feel appreci-
ated and valued, and 
the most successful 

organizations have 
adapted a customer-focused approach, as opposed to the 
quick-sale philosophy. How do you do that over the tele-
phone? Greet every caller in a positive way—be happy that 
he’s chosen to pick up the phone to do business with you. 
Speak clearly, listen with the intent to understand why he’s 
called, and then ask a series of effective questions to find out 
how you can be of service. 

Anyone can be an order-taker over the phone. When you 
probe further into a customer inquiry, you’ll learn something 
about your customers  and ultimately how to offer products, 
alternatives, and additions to their original request. 

Here’s an example: A retail customer needs a muffler. You 
can look it up and sell it to him. That’s the easy part. Or you 
can find out the reasons he needs the muffler, when he needs 
it, and how he’s going to pay for it. Learn the customer’s 
story. What other products might he need to help with his 
issue? Can you recommend one brand over the other based 
on customer preference? 

Which brings us to the next requisite skill for handling 
customers effectively over the telephone: product knowledge. 

Know your parts, their warranties, their limitations. Know 
their functions and their benefits. Know your suppliers. 
Know your industry and the importance of a jobber-shop 

T hose first few seconds you 
get with a customer over the 

phone can set you up either for 
failure or success in the areas of 
sales and customer service. 

To address this important 
skill set, CARS OnDemand is 
offering a new training course 
to jobbers and counterpeople 
developed by Durham College: 
Using the Telephone for Suc-
cess. 

This newly minted train-
ing course teaches you how to 
use techniques to greet, gath-
er detailed information, sell, 
and upsell successfully so that 
a positive customer service 
experience is delivered during 
each and every call. 

Our culture is fast-paced and works on an all-access 24/7 
timetable. Customers have more choice and more availability 
of products and services, and they have the ability to conduct 
business from anywhere at any time. Does your parts depart-
ment stand apart from all the others when it comes to tele-
phone communication?

Today’s customer makes buying decisions based 10% on 
product and 90% on service. Most of us grew up on primary 
face-to-face communication. Today, however, our primary 
means of communication is anything but face-to-face. In the 
21st century we communicate predominantly through cell-
phones, Blackberrys, emails, and text messages.

Everyone knows that you never get a second chance at 
a first impression. Consequently, the challenge is to leave 
a positive first impression within the first few seconds of a 
call. It is absolutely critical that you do, or they won’t call a 
second time.

 Over the phone, it’s the words you say and how you say 
them that are the most important. A customer makes a judg-
ment about you and your organization within seconds of 
answering a call, so make it count. 

Eliminate any negative self-talk before you pick up the 
phone, such as, “Can’t anyone see I’m already busy? Why 
won’t someone else get the phone for a change?”  Remember 

Knowledge Building:

For the Counterperson  December 2009

TELEPHONE SKILLS TRAINING
By Laurie Izgerean, Curriculum Developer, Durham College
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relationship. Know your competitors. 
What do they have that you don’t? 
What are they lacking in inventory 
and customer service that you can 
provide?

Once you have a comprehensive 
understanding about the products and 
services your organization offers, you 
can sell with the expertise and confi-
dence of a true consultant, not just an 
order taker.

The sales process is the same over 
the telephone as it is in person. You 
first have to establish a rapport with 
customers and get to know what they 
need. Once you’ve determined the right products, it’s time to 
ask for the order. That’s right, you have to ask. All too often, 
we present what we have to offer, but we never ask our cus-
tomers to actually buy what we’re selling. 

At the end of a presentation, if a customer says, “okay, 
thanks,” and hangs up, you’ve lost a sale. 

You have to ask for the order. If you’ve done the digging 
and found out what he needs and why he needs it, ask him to 
make the purchase. Closing techniques over the phone can 
be as simple as, “When would you like to pick it up? When 
would you like this delivered? How will you be paying for 
this? How many do you need?”

Once in a while, we have to deal 
with a difficult telephone situation in 
the form of an upset customer or a 
complaint. Handle difficult situations 
with professionalism, not emotion. 
Respond to a customer’s complaint; 
don’t react. A reaction makes it per-
sonal and can cause further issues. 
A response is thoughtful, calm, and 
offers solutions. 

Remember, nine times out of 10 a 
customer is not angry at you; he just 
wants someone to take care of his 
problem.  Listen to him, offer a no-
fault apology, come up with a mutual 

solution that’s good for both of you, and thank him for his 
continued business. 

The likely result will be positive word-of-mouth advertis-
ing and a loyal repeat patron who feels valued by your organ-
ization.
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Not all jobbers
were created equal.
Smart jobbers today are providing their customers with
dynamic, on-line – OnDemand video 24/7 featuring:

• Automotive repair and service technical training
• Light/medium duty truck repair and service technical training
• Service and business management skills
CARS OnDemand training will help differentiate you from the
competition; strengthen your customer ties; improve the bottom
line for installers; and, increase your own profitability.

CALL TODAY:
1-888-224-3834
www.cars-council.ca Funded in part by the Government of 

Canada's Sector Council  Program 

Get the News of
the Week

Right to Your
Computer

“At Your Personal Request”

Personalized E-Mail Newsletter

Every Thursday. Free of Charge.
Anywhere.

Subscribe at 
www.autoserviceworld.com,
Click on e-mail newsletter

Project1  12/3/08  2:20 PM  Page 1

For more information on inside sales training, visit 
CARS OnDemand training at www.cars-council.
ca or contact CARS at 1-888-224-3834
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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”.

  REFRIGERANT

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

Company	 Page	#

Agna Brake Products  

   (www.agnabrakes.com) ......................... OBC

Agri-Cover, Inc. (www.agricover.com) ............9

BestBuy Distributors Limited  

   (www.bestbuyautoparts.ca) ..........................7

Be Car Care Aware (www.becarcareaware) .....17

Car-Freshner (www.little-trees.com) ..............2

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

PPG Refinish(www.ppgrefinish.com) ..........11

Promax Auto Parts Depot  

   (www.autopartsdepot.ca) .............................5

Valvoline Canada Limited  

   (www.valvoline.com) ......................... 25, IBC

XRF Inc.(www.xrfchassis.com) .....................13

$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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Auto parts warehouse 
Sales Rep. wanted.	

Send	resume	to	
roy@dnaautoparts.com
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Editorial
Comment

NEXT MONTH

O
ver the years, there has been little debate that service providers could 
be generating more work, and more profits, than they do. The topic of 
underperformed maintenance has become practically a mantra for this 
industry both north and south of the border. 

And yet, despite claims that billions upon billions of dollars are being 
left on the table (numbers that I personally find hard to equate with the 

lot of the individual business, or of my own service needs for that matter), the situa-
tion at the grassroots level has remained virtually unchanged. 

Certainly there are some excellent communicators out there at service counters 
across this country—some are owners, some are techs, some are dedicated service 
advisors—but all the very best have one thing in common: a strong ability to commu-
nicate what work should be considered on a vehicle.

Paradoxically, the worst also have a common set of operating principles: fear of 
the customer, fear of communicating all but the most desperately needed work, and 
assumptions about what the customer can and will pay for. 

Frankly, I’ve never worried about the former group; great business operations and 
great teams have always found a way to win customer business and make those cus-
tomers happier in the process.

But, unfortunately, I have also learned that there are those among the latter group 
who are destined to repeat their failures over and over again, because they don’t 
believe there can be any other way. 

The first group, well, they are going to take care of you and you are going to take 
care of them because they are your best customers. 

The customers that fit into the other group should get some of your attention (of 
course, a customer is a customer), but do not delude yourself into thinking they can 
be turned into the top-notch shops you wish they could be. 

What you, as a jobber, need to be able to do is determine which shops within your 
customer base do not fit into either of these groups. This is where the real growth 
potential lies.

An open mind is your first clue that you can help a customer improve his 
approach, and the Automotive Industries Association of Canada’s Demand Study is a 
great tool for doing this.

First, get yourself a copy, highlight a few key numbers (like the per-invoice shortfall 
average of $239), and then shove it under the nose of every business owner you can 
get to. Based on their reaction, you will know where their potential lies for you. 

Customers who dismiss the study’s findings out of hand without really looking at 
them are not likely to be receptive to any programs to help them improve. Apportion 
your time accordingly.

But if it gets a customer’s attention, and prompts him to talk about the study and 
maybe how he can realize the benefits for his business, you might really have something.

Then you can talk about ways to improve the shop’s  approach, through programs 
like the Motorist Assurance Program, Car Care Canada, and other communication 
tools. 

While the message of the demand study—that the business is really out there for 
the asking—is not necessarily a new one, the clarity that the new study provides is. 
Rather than talking about those billions of dollars in missed opportunities, you can 
ask a customer about the $239 per invoice he’s missing out on. Does he want 200 
bucks a ticket more? And then you can do the math for the business. It will probably 
come out to something like $200,000 a year. 

And if that doesn’t get your customer’s attention enough to justify making a few 
changes, well, perhaps nothing will.  — Andrew Ross, Publisher and Editor

aross@jobbernews.com

Heating up winter 
business: Brakes, 
Emissions, Oil 
Change, Lighting, 
Wipers, and More.

DEMAND STUDY:  
WHO WILL LISTEN?
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www.va lvo lin e .co m

More ASE-certified top mechanics use Valvoline in their own cars.*
Mechanics can use any oil they want. They choose the one with a proven 
reputation for quality, protection and a history of innovation. Valvoline.

Only one person works on his car. 

    And only one oil works in his engine.

100 YEARS UNDER THE HOOD.TM
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Now, FREMAX offers brake discs and 
drums that come with READY TO GO technology, 
which saves cleaning time and preparation work. 
Save your time and effort. READY TO GO are 
much more efficient than conventional 
brake discs. 

For more information on READY TO GO, contact us:

"DRY OIL" TECHNOLOGY

NO CONTAMINATION OF BRAKE 
PADS REDUCES NOISE

ENVIRONMENTALLY FRIENDLY, 
NO NEED TO USE HEAVY 
CHEMICAL PRODUCTS FOR 
WASH/CLEAN UP

MUCH FASTER TO ASSEMBLE

EXCELLENT FRICTION RATE 
FROM THE BEGINNING

SPECIAL FINISHING ON THE 
BRAKING SURFACE ALLOWS 
FAST AND EASY BEDDING OF 
THE BRAKE PADS

Fremax
Brake discs

 

Ready to Go Conventional 
Brake discs

THE FIRST BRAKE THAT́ S  
    READY TO ASSEMBLE

Agna Brakes 
9365 De Meaux

St Leonard, Qc, H1R 3H3
Tel.: (514)333-7781  Toll Free: (888)333-AGNA (2462)

Fax: (514)333-8759 www.agnabrakes.com
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