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CRC PhaseGuard4  is the best 4-in-1 ethanol fuel
treatment to clean and protect all fuel tanks,  fuel 
pumps,fuel lines, carburetors, injectors and intake 
valves.

CRC PhaseGuard4  PREVENTS phase separation
while PROTECTING all 2 and 4-cycle vehicles and 
equipment against corrosion while cleaning the entire 
fuel system.

Available for E10 to E85 fuel.

www.crc-canada.ca
Makers of genuine
Brākleen

“When you spend as much time in the outdoors as I do, preventative
maintenance is key.  Ethanol blended fuels create performance
issues with my gas powered equipment and I rely on 
PHASEGUARD4 to keep my engines running smooth” - Bob Izumi

PROTECT YOUR EQUIPMENT!!!
With CRC   PhaseGuard4  the ULTIMATE Ethanol Fuel Treatment®

™

™

™

™
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How to Sell More!
No matter how you slice it, few businesses can be content with the level of commerce 

they enjoy today; growth is the cornerstone of free enterprise. We look at the foundations 
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If you have ever wondered why so many 
hybrid vehicles on the roads look, well, a bit 
odd, maybe it’s because of the people who buy 
them first.

There are five types of hybrid vehicle buyers, 
according to the March 2010 issue of 
Road & Track. And aftermarket ser-
vice businesses may see some parallels 
with the types of customers they see.

The article, “Hybrids: Perception 
vs. Reality,” reveals that of the five 
types of hybrid car buyers, each has 
his own distinct attraction to hybrid 
car ownership.

Firsties are early adopters who 
gain real pleasure in being pio-
neers. They were the first digital 
camera enthusiasts and the first to 
own the latest and greatest in cell-
phone gadgetries. They are willing 
to pay significant premiums to be 
the first on their block. Would they 
buy another hybrid? Probably not. 
That’s so 20th century.

Techies love technology. Techies 
are likely to buy future generations 
of hybrids, so long as those newer 
technologies are indeed better.

Greens view the automobile as 
something of an afterthought or a 
means to an end;  enthusiasm for 
hybrids can be either inward, with a 
personal satisfaction for saving the 
environment; or outward, where 
others are witness to and can share 
in that same commitment. 

Statement Makers are aware of 
their position in society and they 
feel they are what they drive. They 
are image-conscious car owners 
who would be disappointed if their 
hybrid didn’t stand out from the 
rest of the non-hybrid pack.

Follow us on Twitter. 

Get AutoServiceWorld.com 

News and more by  

following JobberNews 

on Twitter.

The hybrid buyer can fit into 
one of a number of categories, 
but early adopters want people 
to know who they are. Perhaps 
that’s one reason some hybrids 

tend to be styled the way they 
are—like the 2011 Chevy 

Volt—and not just integrated 
into existing body styles.
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Pencil-Outers care about the bottom line 
of hybrid cars and are motivated by the sheer 
economics of their mobility; these purchasers 
also pay close attention to things like political 
implications and energy independence. 

Who Buys Hybrids? 
Pencil Outers, Techies, Firsties, and Statement Makers, That’s Who

Gains in the automotive products sector in Ontario were 
the main catalyst for a 3.5% jump in wholesale sales 

in the province in November, according to Statistics Canada.
Some $21.7 billion in sales were recorded, making it the 

most robust month since September 2008.
Nationally, wholesale numbers gained 2.5% in Novem-

ber to $42.4 billion, the fifth increase in six months. In vol-
ume terms, wholesale sales were up 2.1%.

During that period, Canadian wholesalers regained one-
third of losses incurred since the last peak in July 2008.

The automotive products sector contributed the most to 
the rise in November, followed by the food, beverages, and 
tobacco products sector.

Sales in the automotive products sector rose 7.8% in 
November to $7.3 billion, the eighth increase since the 
beginning of 2009.

The StatsCan report said it benefited from strong sales 
in the motor vehicles trade group, reflecting the strength of 
Canadian imports.

According to the latest Canadian international merchan-
dise trade release, Canadian imports of automotive products 
rose 9.4% in November, mainly due to increased imports of 
trucks and other motor vehicles.

The food, beverages, and tobacco products sector, at 
2.5%, also contributed to the growth in wholesale sales.

Except for Nova Scotia and New Brunswick, all Canadian 
provinces posted increased wholesale sales in November. 
However, Ontario and Quebec were the main contributors to 
this growth.

StatsCan Reports Automotive Sector 
Driving November Wholesale Gains
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How Do You Meet
Original Equipment Standards?

1.866.573.9889

This is How Our Friction Products 
Meet Original Equipment Standards! 

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

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

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

At Promax. we built our reputation on quality, innovation,
trust, delivery and price. We strongly believe in offering
friction products manufactured to stringent standards. 
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Automotive Industries Association of Canada 
Ushers in New Board

The Automotive Industries Association of Canada (AIA) has 
announced its new Board of Directors.

Members of the AIA attending the 69th AIA Annual General 
Meeting in Toronto, Ont. elected a new slate of directors proposed 
by the AIA Nominating Committee. 

The term for the Board of Directors will be from January 2010 
until the Spring of 2011.

Executive Committee: Brad Morris, Grote Industries, chairman 
of the board;  Mauro Cifelli, Vast Auto Distribution Ltée, first vice-
chairman; John P. MacDonald, Ideal Supply Company Limited, sec-
ond vice-chairman; John R. Watt, Petro-Canada Certigard, immedi-
ate past chairman; Marc Brazeau, AIA president.

Directors at large: Tony Kuczynski, Canadian Tire Corporation; 
Jeff VandeSande, Bestbuy Distributors; Gaetan Dussault, Du-So 
Pièces d’Auto; Greg Sims, OK Tire Stores Inc.; Bob Sinclair, Dixie 
Electric Ltd.; Denis Mathieu, Uni-Select Inc.; Robert Hattem, NAPA 
Inc.; Rick Berg, 3M Canada; and Mario Tremblay, DuPont Auto-
motive Finishes.

For more on these and other stories, log 
on daily to autoserviceworld.com
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Nucap Extends Exclusive 
Nu-Lok Agreement  

with NAPA
Nucap Industries has 

announced the extension 
of its exclusive North 
American distributor 

agreement with NAPA 
Auto Parts for the 

Nu-Lok Piston Cushion 
Dealer Assortment Kit.

The exclusive agreement 
has been extended until 

August 1, 2010. 
The Nu-Lok Piston 

Cushion is designed to 
reduce brake squeal, 

vibration, and harshness 
while lowering operating 
temperatures. The Dealer 
Assortment Kit includes 
160 pieces, comprising 

the full range of Nu-Lok 
Piston Cushion sizes, 

designed to fit 95% of all 
global passenger car and 
light-truck applications. 

g     g     g

MEMA Acquires Stake  
in OptiCat

The Motor & Equipment 
Manufacturers 

Association (MEMA) 
announced that it has 
become a major share-
holder in OptiCat LLC, 

the automotive aftermar-
ket’s first supplier-owned 

electronic parts cata-
logue data aggregator.

Automotive Aftermarket 
Suppliers Association 

(AASA), MEMA’s affiliate 
association that exclu-
sively represents North 
American aftermarket 
parts manufacturers, 
will oversee MEMA’s 

ownership in OptiCat. 
MEMA joins U.S.-based 

MindQuest and Europe’s 
TecDoc Information 
Systems as OptiCat  

shareholders.

The AIA Board of Directors was ushered 
in at the association’s AGM. Back row (L to 
R): Denis Mathieu (Uni-Sélect Inc.); Tony 
Kuczynski (Canadian Tire Corporation); 
Robert Hattem (NAPA Inc.); Greg Sims 
(OK Tire Stores Inc.); Bob Sinclair (Dixie 
Electric Ltd.); Rick Berg (3M Canada); 
Gaetan Dussault (Du-So Pièces d’Auto). 
Front row (L to R): John P. MacDonald 
(Ideal Supply Company Limited); Brad 
Morris (Grote Industries Co.); John R. Watt 
(Petro-Canada Certigard); Marc Brazeau 
(AIA Canada). Missing from photo: Mauro 

Cifelli (Vast-Auto Distribution Ltée); Mario Tremblay (DuPont Automotive Finishes); 
Jeff VandeSande (Bestbuy Distributors Limited).

Scarborough, Ont. Team Triumphs in  
Tech Competition

Two automotive tech students from Jean Vanier Catholic Secondary 
School in Scarborough, Ont., defeated 19 other Toronto-area 
high school teams to win the tech competition at the Canadian 
International AutoShow in Toronto.

James Bachiller and John Gonsalves performed a number of 
timed technical tasks and attempted to start a 2010 Volkswagen 
New Beetle Convertible that had been rigged with a no-start 
condition by automotive instructors from Centennial College. By 
finishing first, the pair will be representing Canada at the National 
Automotive Technology Competition in New York City in April. 

Toronto’s Danforth Tech finished second due to the efforts 
of students Cameron Elpkick and Tauriq Shaikh, while Central 
Tech earned third place, ably represented by Jonathan Bagni and 

Michael Mallette. 
This was the 11th 

year for the contest, 
organized by Centennial 
College, which promotes 
automotive technology 
as a rewarding career 
path. 

The winning team from Jean Vanier Catholic Secondary School: John Gonsalves 
(left) and James Bachiller (right), with their teacher, Isaac Ozah (centre).

Continued on page 8
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Continued from page 6

Updated A/C 
Specifications Manual
MACS has updated the 
A/C & Cooling System 
Specification Reference 

manual to include service 
and repair information on 

vehicles 1996-2010. 
The reference manual is 

designed for the A/C  
system service technician 
and includes refrigerant 

charge capacities,  
compressor lubricant type, 
capacity and OEM specifi-
cation, oil viscosity ratings, 

component locations, 
compressor clutch air gap 
specification, and other 

specifications.
The MACS A/C & Cooling 

System Specification 
Reference manual covers 
domestic and imported 

cars, vans, light trucks, and 
sport utility vehicles.

The manual may be ordered 
at www.macsw.org in the 

online store, or call  
(215) 631-7020 and dial “0” 

to order.

g     g     g

Copart Announces 
Exclusive Allstate Deals
Online vehicle auction 
Copart has announced 
that Allstate Insurance 

Company has selected it as 
the insurer’s exclusive auc-
tion in Ontario, and the 

exclusive national provider 
of vehicle sales and  

auction services in the U.S. 
Copart, founded in 1982, 

provides vehicle sellers 
with a full range of services 
to process and sell salvage 

and clean title vehicles 
to dealers, dismantlers, 
rebuilders, exporters, 

and in some states to end 
users. Copart sells vehicles 

on behalf of insurance 
companies, banks, finance 
companies, fleet operators, 

dealers, car dealerships, 
the general public, and 
others. The company  
currently operates 153 
facilities in the United 
States, Canada, and the 

United Kingdom.

Wakefield Canada Named One of  
Canada’s 50 Best

Wakefield Canada has been named one of Can-
ada’s 50 Best Managed Companies for 2009.

Wakefield was honoured in the Best Man-
aged category. 

“Today’s marketplace is not just about the 
investment in the product; it is also about the 
investment in the people. Wakefield Canada 
invests in its team to build up a strong and stable 
company. Canada’s 50 Best Managed Compa-
nies carries this attribute and we are pleased to 
say Wakefield Canada is one of this year’s recipi-
ents,” states John Hughes, partner, Private Com-
pany Services group with Deloitte, a national 
sponsor of the Best Managed program.

 “Our customer-based philosophy directs 
our efforts. The entire employee base, from 
the field staff across the country to the senior 
management group, is highly focused and 
understands our goals. Over the first five years 
we have created a very effective operation and 
internal culture. We are honoured to be recog-
nized amongst leading Canadian organizations 
and are committed to providing this standard 
of excellence in all that we do—for our cus-
tomers, our partners, and our team. We are 
looking ahead to continued success,” says Bob 
MacDonald, president, Wakefield Canada Inc.

Wakefield Canada is the Canadian distribu-
tor of Castrol products. The national award 
is sponsored by Deloitte, CIBC Commercial 
Banking, National Post, and Queen’s School of 
Business.

Tenneco Announces Exhaust and 
Ride Control Promotions

Tenneco has announced two promotional pro-
grams designed to promote exhaust system and 
ride control sales. 

The “Muffler for Life” promotion will 
reward automotive repair professionals who 
install premium Walker and Dynomax emis-
sions control products during April and May.

Qualifying professionals will be able to earn 
major-retailer gift cards valued at up to $60.

Available exclusively to members of Ten-
neco’s Expert Plus dealer loyalty program, the 
“Muffler for Life” promotion will enable install-
ers to earn $15, $30, $45, or $60 retailer cards 
for qualifying sales of Walker Quiet-Flow SS 
stainless steel replacement mufflers and welded 
assemblies, Walker direct-fit catalytic convert-
ers, and Dynomax Ultra Flo SS, Ultra Flo Weld-
ed, and Super Turbo mufflers. 

Tenneco will help build demand for Walker 
and Dynomax products throughout the pro-
motional period through a concurrent $40 
mail-in rebate offer to consumers who pur-
chase a Quiet-Flow SS stainless steel muffler or 
welded assembly.

Tenneco is also sponsoring a consumer-tar-
geted “Take Control” promotion that will pro-
vide mail-in cash rebates to reward drivers for 
Monroe purchases.

From April 1 through May 31, 2010, mem-
bers of the Tenneco Expert Plus dealer loyalty 
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program will be able to earn gift cards from 
major retailers valued at $30, $60, $90, or $120 
for qualifying sales of Monroe Reflex and Sen-
sa-Trac shocks and struts, Monroe Quick-Strut 
assemblies, Monroe Gas-Magnum shocks, and 
Monroe Strut-Mate mounting kits. 

To help Monroe installers maximize their 
rewards, Tenneco is also sponsoring a consum-
er-targeted “Take Control” promotion that will 
provide mail-in cash rebates of up to $150 to 
customers who purchase qualifying ride con-
trol products during April or May.

Federal-Mogul Launches Year-
Long Multi-Brand Campaign  

in February
Federal-Mogul launched an extensive cam-
paign designed to reinforce the message that 
longer lasting, better performing premium 
replacement products are the best option for 
professionals and do-it-yourselfers.

The Federal-Mogul Smart Choice campaign, 
which began in late February and extends 
throughout 2010, has been developed in 
response to extensive consumer research show-
ing that in spite of economic worries, today’s 
vehicle owners prefer replacement products 
that are specifically engineered for their vehi-
cles; help improve vehicle performance; help 
extend their vehicles’ service life; and provide a 
safer, more reliable vehicle.

The campaign will receive extensive adver-
tising across North America and will be rein-
forced through in-store point-of-sale materi-
als and a new campaign website to promote 
products and announce campaign news and 
updates. In addition, attractive cash incentives 
will be offered to consumers who choose to 
maintain or repair their vehicles with premium 
products available through Federal-Mogul.

Mohawk College Recruiting for 
Pre-Apprenticeship Program

Mohawk College in Hamilton, Ont., is now 
recruiting for the new Auto Body Repairer and 
Collision Damage Repairer Pre-Apprenticeship 
Training Program.

This 30-week full-time training program, 
offered at the STARR T Institute (Stoney 
Creek), will commence May 25, 2010 and run 
until December 17, 2010.
Program highlights include: 
•  10 weeks trade calculations and estimating, 

trade science/communications/exploration;
•  12 weeks auto body repairer and damage 

repairer apprenticeship training, health and 
safety certification training and employment 
preparation;

• eight weeks of work experience.
There is a tuition subsidy program and tool-

kit for students who meet the program eligibil-
ity criteria. The seat capacity for the course is 
22 students.

For more information, contact the Ham-
ilton campus, (905) 575-2717 or Brantford 
campus, (519) 759-7200 ext. 2717.
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Cross Canada Acquires Distribution 
Company, Builds Bumper Offering

Cross Canada Auto Body Supply has acquired Collision Parts 
Specialists (CPS), a paint and body supply distributor with 
bumper recycling facilities. 

According to the terms of the agreement, CPS will 
become one 
of the distribu-
tion arms for 
Cross Canada. 

“As one of 
our largest cus-
tomers, CPS 
captured our 

attention as it quickly developed into a major national distrib-
utor,” said Peter Sepetanc, president of Cross Canada Auto 
Body Supply, in a statement. “Through aggressive growth 
it gained significant market share in the distribution chan-
nel of automotive aftermarket parts. Our management team 
agreed this was a prudent move to secure both our competi-
tive advantage and our market share. In addition, the four 
CPS bumper recycling facilities greatly expand Cross Cana-
da’s product offering.

“The jobber network has, and will always be, the cor-
nerstone of our success,” he continued. “This acquisition 
will not jeopardize our long-standing jobber relations; it 
will enhance them, by the addition of the added bumper 
rebuilding capacity.” 

Obituary
George Clark, Veteran of Aftermarket 
Publishing

George Clark, a 
veteran of Cana-
dian automotive 
aftermarket pub-
lishing, passed 
away February 9, 
2010 at Rouge 
Valley Extendi-
care in Toronto, 

Ont. He was 82.
Clark was a long-time publishing 

professional in the Canadian automo-
tive aftermarket.

Clark joined Jobber News Magazine 
as manager in 1978 and was promot-
ed to publisher in 1979, where he 
remained for several years before leav-
ing to start his own enterprise. He lat-
er became an independent publishing 
sales representative and agency work-
ing for a variety of publications and 
automotive clients.

He also launched his Automotive 
Report newsletter which was for some 
time a fixture in the industry.

“Despite the fact that he was working 
for a competing publication when I met 
him, he remained on good terms with 
everyone here,” says current Jobber News 
publisher and editor Andrew Ross. “I 
remember two decades ago when he 
was competing with us in the market-
place, there was still a great mood of 
mutual respect.”

Clark, known for having a strong 
singing voice, was also a regular vocalist 
at industry events and at church services 
in Toronto.

In recent years his battle with Lewy 
Body disease, a form of dementia, 
kept him from attending events, but 
he still sent his good wishes and kept 
contact with many in the industry.

George Clark

Continued on page 10
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ASRW 2010 Announces 
Event Chairmen
The third annual 

Automotive Service & 
Repair Week, ASRW 2010, 
has announced that Jerry 

Burns, president and 
owner of Automotive 
Impressions, Inc., will 

return as the event chair-
man for the International 

Autobody Congress & 
Exposition (NACE); 
and Mitch Schneider, 
owner and operator of 

Schneider’s Automotive, 
will serve as the event 

chairman for the Congress 
of Automotive Repair & 
Service (CARS). Each 

chairman is responsible for 
representing his  

segment of the industry 
and its respective show. 
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Continued from page 9
Headquartered in Windsor, Ont., Cross 

Canada Auto Body Supply has been serving 
the Canadian collision industry for 48 years. 
Cross Canada has five distribution warehous-
es: Windsor, Toronto, Edmonton, Calgary, and 
Vancouver. Collision Parts Specialists, based in 
Winnipeg, Man., is a supplier to the collision 
repair market with locations in Toronto, Mis-
sissauga, Winnipeg, Saskatoon, Regina, Cal-
gary, Edmonton, and Kamloops. 

I-CAR to Share Info with 
Automotive Recyclers Education 

The Automotive Recyclers Association Educa-
tion Foundation (ARAEF), developer of edu-
cational programs and skill training for the 
members of the Automotive Recyclers Asso-
ciation and the automotive recycling industry, 
has announced its collaboration with I-CAR, 
the Inter-Industry Conference on Auto Colli-
sion Repair, a not-for-profit organization that 
provides training to the collision repair inter-
industry. 

In a Memorandum of Understanding 
(MOU), the two organizations outlined plans 
for mutually promoting the level of knowledge 
and skills required to improve communica-
tion and educational exchanges between the 
automotive recycling industry and the collision 
repair industry.

“Our planned partnership presents an 
enormous range of potential benefits to the 
automotive recycling and collision indus-
tries,” said ARAEF managing director Virginia 
Whelan in a statement. “This collaboration 
will undoubtedly result in new educational 
training tools and endeavours with tremen-
dous potential for innovation and far-reaching 
benefit.”

“A mutual understanding of each other’s 
industries can go a long way in improving com-
munications and meeting customer expecta-
tions,” said Jamie Jacobs, I-CAR instructional 
designer. “This agreement between the ARAEF 
and I-CAR is a big step forward toward this 
goal, and provides a commitment from both 
industries to continuing education with regard 
to the considerations for recycled parts usage 
during collision repairs.”

The exchange between the ARAEF and 
I-CAR will improve communication and pro-
mote the value of education between automo-
tive recyclers and collision repairers focused 
on the automotive collision claim and repair 
process.
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It’s a tough time to be a business leader, and the Automotive 
Industries Association of Canada’s Automotive Conference 
for Executives is focused on tools aftermarket leaders can 
use to help them succeed.

The Tool Kit for Executives offers a no-nonsense program 
of presenters who will address both the business and per-
sonal challenges that go with the responsibility of being in a 
high-level management position.

Experience is a great teacher, but relying only on your 
own experience is limiting, to say the least. Everyone can 
benefit from the experience of successful executives.

Don Bell, co-founder of WestJet, is a professional who has 
been there at the beginning of a 
business venture.

Recently retired as executive 
vice-president, he was instrumen-
tal in perpetuating the culture 
that continues to make WestJet 
an outstanding example of a cor-
porate culture that works. Bell 
believes that the culture of WestJet 
was set at the very beginning. In 
his presentation, Bell will commu-
nicate his beliefs in the power of 
people and creating a conducive 
environment that will provide any 

executive focused on building a successful organization a 
great takeaway.

Of course any business leader knows that you can’t run a 
business on warm feelings and good intentions alone. You 
need some real data to help you know which direction your 
customers are going, and where you should be going, too.

J.D. Power and Associates senior manager, research, Ryan 
Robinson will bring a briefcase full 
of important trends of which after-
market executives should take heed. 

The percentage of vehicle ser-
vice occasions claimed by tradi-
tional aftermarket players is on the 
rise, but it is driven by an increase 
in penetration among three-year-
old vehicles. What has previously 
been perceived to be the captive 
market of the original equipment 
service sector is no more; aftermar-
ket providers are making signifi-
cant inroads in this space.

Robinson will present data and analysis that will help 
aftermarket players understand how they can make the most 
of this trend and maintain a competitive edge in this space. 

Naturally the economy plays a tremendous role in how 
businesses are operating, and Jim 
Allworth, portfolio manager, RBS 
Asset Management, will focus on 
understanding the forces at work 
in Canada and globally and how 
things can be expected to shake 
out over the near future. His talk 
will help execs understand what 
the impact will be on interest 
rates, currencies, and the invest-
ment environment over the next 
several years.

Finally, we know that none of 
us is getting any younger. Are you 
looking to retire? How about your 

customer base?
In the coming decades, the 30% of Canadians born 

between 1945 and 1965 will be looking to retire. Or will 
they?

Andrew Ramlo, director of The 
Urban Futures Institute, asks what 
we will do with our golden years: 
work or play? And what will we 
consider our golden years?

As one of Canada’s most 
esteemed demographers and 
planning consultants, Ramlo will 
offer his forecast on the demo-
graphic and economic change 
in Canada’s diverse regions and 
markets.

Overall, the ACE conference 
looks to offer a top-to-bottom and 
inside-out set of experiences that 

is sure to provide aftermarket members with some real tools 
to help them work on their business better.

For more information or to register, visit www.aiacanada.com or call 
800-808-2920.

ACE  PREVIEW
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Automotive Conference for Executives
April 28, 2010, Marriott Chateau Champlain, Montreal, Que.

Building the Better Business Person

Don Bell

Ryan Robinson

Jim Allworth

Andrew Ramlo
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How to Sell
More!

12

By Andrew Ross

Anybody can sell, right? 
Well, maybe not, but even those who can sell can often sell more if they remember to 

focus on the difference between taking orders and talking about solutions. 

For aftermarket sales professionals, whether they are on the road or behind the 

counter, making that distinction is critical to success. In the following pages Jobber 

News offers aftermarket sales professionals the basics on selling and more. 

And, if you’re wondering why we chose the Ford Edge as our “poster child,” the reason 

is simple: as one of the new generation of cross over utility vehicles, it serves as a 

symbol of change in the driving public and a change in what you will have in inventory.

Getting on board with change is one key to building sales. For others, read on . . . .
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plugs? Think again. *NGK’s renowned technical

clinics are supported by our dedicated and

certified Technical Trainers. So next time,

instead of reaching for just any spark plug,

reach for the one backed by the industry’s
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How to Sell More!
CHASSIS PARTS
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Chassis parts command the attention of virtually everyone 
in the aftermarket parts supply chain. After brake friction, 

no other parts category has as many pricing options, suppliers, 
quality levels and, well, you get the idea.

Consequently, it allows for as many sales approaches as 
there are ball joints on your shelf. But this is not the same as 
saying that every approach is the right one.

As in all sales conversations, the key is in balancing the 
needs of the customer—which may not be exactly aligned with 
his wants—and the needs of your business to generate sales 
and profits.

Having the Conversation
This is true whether you are selling chassis parts or change 
purses, but for the harried counterperson it is important to 
add that first, you must commit to the possibility of having that 
sales conversation.

Often in the hustle of the day it can be easy to hear only 
the application information and offer the most convenient 
answer at hand. 

If Joe wants a ball joint for a 1994 Mustang, wouldn’t you 
ask if it was a well-kept car or a beater? Of course you would, 
but would you ask the same of a 1994 Oldsmobile Delta Eighty-
Eight? 

While you cannot always engage your trade customer in a 
lengthy sales conversation on every call, it takes a only a few 
seconds to ask about vehicle condition on some of these older 
applications.

Staying Current
Every month manufacturers release new parts into the after-
market. Keeping up to date on them is not only important for 
your business in terms of serving the customer; it is a competi-
tive issue in your marketplace.

Ensure that you have the latest catalogue updates. Whenever 
you have an “application not found” situation, take the time to 

check your supplier’s website to see if a new part has been 
released, or if that application is in fact covered by an existing 
part you have on the shelf. This is especially true if you’re still 
relying on paper catalogues for much of your information.

Do this even if you checked yesterday and came up empty-
handed. Hundreds of new applications are released every year, 
and it may take a while even for the e-catalogues to get the 
updates.

Pre-Selling Premium
It is important to note to your customers the various levels of 
pricing and product you may have available to sell. While the 
quality of the part is certainly a key point to communicate, the 
additional value-added features and benefits that may accom-
pany your premium and mid-range products, but that may not 
be available with the price-fighter or entry-level option, should 
also be emphasized. Warranty is like insurance: you begrudge 
having to pay it, but are pretty happy to have it on the rare 
occasions when something goes wrong.

Counterpeople should know their market and be able to 
identify those customers who demand quality products and 
the ones who are focused on lowest pricing. The customer 
may already feel he knows which group he falls into, but a 
good counterperson should always make the customer aware 
of all premium-brand options. Premium brands/technologies 
will give the best product performance. Lesser-quality levels 
are driven by price pressures. If a customer plans to keep 
the vehicle long-term, the premium is recommended for 
exceptional performance, durability, and ease of installation. 
If price is the primary customer focus, entry-level technology 
can be considered as a short-term repair solution. Fleet or 
commercial vehicles, vehicles with snow plows, or those that 
pull heavy trailers should always be recommended for the 
premium product.

Continued on page 16
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Selling the difference 
between quality levels is not 
easy to do when the customer 

is on the phone looking to get a job finished 
and the car off the hoist.

When you buy a premium part, you are buying every-
thing that is behind it. You have to know what is behind 

the name and be able to take the time to communicate it. 
Manufacturers generally have quite a bit of material to 

help you do this.
For outside sales people, do not just drop off flyers and 

posters; talk about how to use them to help the customer 
effectively communicate the points covered to the consumer.

Don’t assume the service provider will know how to 
communicate the engineering benefits to the consumer. 
Wherever possible, focus on the benefits of the parts to the 
service provider and his customers: “These parts are actually 
better designed than the OE and will last longer, plus the car 
owner will notice that it’s easier to steer.” 

Don’t guess about the parts or warranty. Know your stuff 
and know that warranties can vary for branded and private-
label product, even when the manufacturer is the same. 

Always speak in positive terms. Trashing the value-line 
products or those of your competitor reflect badly on you 
and your company. If asked what you think about the com-
petition, simply say that you believe that your company and 
your product offering are superior.

Understanding An Ever-Changing Landscape
Besides new vehicles arriving in the marketplace, applica-
tions that never used to have problems are having problems 
now, and those that used to make up a tidy little market are 
suddenly trouble-free. Why is that and why is it important?

The short answer is that things change. While a pickup 
truck may still be a pickup truck, the demands of the con-
sumer for ride and for qualities such as reduced steering 
effort have made pickups more car-like in many ways, and 
this affects the longevity of the parts taking the brunt of the 
on-road (and off-road) beating.

A good example is the increase in wheel and tire sizes, 
and the higher ride heights that are a consequence. This 
puts much more load on the vehicle suspension, particularly 
the ball joints.

Take the perennial best-seller, the  Ford F-150 pickup. 
Many older members of the aftermarket may remember the 

hard sell regarding twin I-beam suspension. Many technicians 
faced with complaints of rapid tire wear and tough wheel 
alignments will also remember them, perhaps less fondly. 

Today, the F-150 is a different animal. A rack-and-pinion 
steering system has replaced the old steering box. In addi-
tion, both the 4x2 and 4x4 models of the 2007 F-150 use 
coil-on-shock, long-spindle, double-wishbone front suspen-
sion. 

This approach was unheard-of only a few years ago, and 
will undoubtedly drive a different product mix in your 
inventory.

Know Your Options
In addition to the fact that many aftermarket parts include 
enhancements that address the shortcoming of an original 
equipment part—a shortcoming that might have caused it 
to fail—there are also aftermarket enhancements to parts 
that can really help a customer become more efficient or 
effect a better repair.

Years ago the split CV boot provided a quick repair option 
when a boot was torn; it was much quicker than having to 
remove and reinstall the CV shaft to install a one-piece boot.

In this example, a customer looking for a ball joint may be 
better served by the combination of a ball joint and control 
arm. If the installer is encouraged to check to see if the ball 
joint has been replaced in the past, he may find that the hole 
in the control arm has been distorted into an oval shape by 
the rocking motion of the ball joint.

While some OE ball joints will be designed to have a 
one-position-only installation and are non-adjustable, after-
market units may have a different construction that can 
allow for easier installation (round instead of notched, for 
example) and allow for adjustability.

For example, the single-piece upper ball joint and con-
trol arm found in 1997-2003 Ford F-150 2WD pick-up trucks 
are split into two components in the aftermarket, and tech-
nicians will appreciate an adjustment cam kit when looking 
to perform a related alignment.

“Better than OE” should be a phrase you are comfortable 
with when you have confidence in your offerings.

And that is the best tip of all: if you believe in what you 
have to offer, the customer will sense your sincerity and be 
inclined to have confidence too.

Continued from page 14
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Who says the world is getting smaller?

AutoServiceWorld.com 
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It has been a very long time 
since any knowledgeable 

aftermarket sales profession-
al viewed spark plugs, wires, 
oxygen sensors, EGR valves, 
etc. in isolation. Even the 
term tune-up has been rede-
fined.

Yet even as part of an inte-
grated system, the parts that 
make up the emissions and 
tune-up category fail individ-
ually, not usually as a system. 
And this fact means that a 
successful sales approach has 
to focus on the parts that 
are being sold, even as one 
recognizes their importance 
to the overall functioning of 
the system, and of a success-
ful repair.

Know the Components 
and Their Function

If you want to take an intel-
ligent sales approach with your customers, you need to under-
stand the function and potential failure modes of the com-
ponents you are selling. This doesn’t mean that you have to 
understand every diagnostic trouble code and how to address 
it (though this would certainly be an advantage), but it does 
mean you have to know the difference between an EGR valve 
and a MAF sensor, or that an Idle Air Control valve is the same 
as an Air Bypass Valve.

Here’s a quick brief of major components:
The Electronic Control Module’s (ECM) job includes the 

fuel system controls, but also stretches to ignition and other 
systems.

The Air Charge Temperature Sensor converts air tempera-
ture to a voltage signal and operates similarly to the engine 
coolant sensor.

The Engine Coolant Temperature Sensor (ECT) converts 
temperature into a voltage signal for the ECM to control fuel 
mixture, spark advance, and cold start idle as well as other 
parameters.

The Cold Start Valve provides an engine with additional 
fuel for better cold starting. Its operation is controlled by the 

Thermal (or Thermo) Time 
Switch. 

The Crankshaft Position 
Sensor/Camshaft Position 
Sensor reads the position of 
the crankshaft or camshaft 
using a magnetic field, and 
sends a signal to the com-
puter. 

The Exhaust Gas 
Recirculation Valve and the 
EGR Valve Position Sensor 
work together to control 
NOx (nitrous oxide) emis-
sions. 

The Manifold Absolute 
Pressure (MAP) Sensor uses 
a pressure-sensitive disc to 
convert manifold air pres-
sure to a voltage or fre-
quency signal for the ECM. 
Its function is to allow the 
ECM to monitor engine 
load to accurately control 
ignition timing and the air-

fuel ratio.
The Mass Air Flow (MAF) Sensor or Meter performs essen-

tially the same function as a MAP sensor, but uses a vane which 
is forced open by engine vacuum/air flow rather than reading 
pressure.

The Oxygen (O2) Sensor is, as its name would imply, a 
device for measuring the oxygen content in the exhaust mani-
fold or exhaust pipe. It supplies a varying voltage signal to the 
ECM to control the air-fuel ratio. Pre-converter-positioned O2 
sensors measure combustion; post-catalytic-converter O2 sen-
sors measure catalytic converter efficiency.

The Throttle Position Sensor sends a variable signal that 
the computer uses to set air-fuel mixture, spark timing, torque 
converter lockup, air conditioning operation, EGR flow rate, 
and idle.

The Evaporative Emissions Control System is a method of 
recapturing fuel vapour that would otherwise end up in the 
atmosphere. Generally this is in the form of a canister with a 
charcoal filter. Vapours collect there and are condensed. The 
canister is purged at normal engine operation and the fuel 
routed to the fuel system.
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The Idle Air Control Valve, also known as the Air Bypass 
Valve, is a motor/solenoid which varies the amount of air 
passing around the throttle plates on fuel-injected vehicles. 
The Idle Speed Control (ISC) controls the idle speed during 
periods of closed throttle. It is an electric motor-operated 
plunger located adjacent to the throttle body. 

Air Diverter Valves (or Air Management Valves) re-route 
the compressed air from the air pump under certain con-
ditions. This air may be vented to the outside or, on some 
vehicles, it may direct air upstream of the O2 sensor on cold 
starts, to clean up HC and help heat the O2 sensor.

Pulse Air Injection Valves perform the same function as air 
pumps, but use the natural pressure variations in the exhaust 
stream to draw in fresh air.

The PCV Valve is the oldest emissions control item. It 
replaced the old dump tubes that vented crankcase vapours 
to the atmosphere. The PCV Valve is a one-way check valve 
that vents these vapours (mostly HC from unburned fuel) 
back through the induction system to the combustion cham-
ber for burning.

Overcoming Resistance to Aftermarket Parts
Every service provider, even your best customers, can be 
prone to hanging onto preconceived ideas about how after-
market parts will perform on certain applications or for 
certain types of fixes, and gravitate to the original equipment 
service option. 

While there can be a general acceptance of the aftermar-
ket solutions offered in most service categories, when it comes 
to engine management and emissions work, some technicians 
are reluctant to accept aftermarket options if they believe 

there is a risk of an unsatisfactory result, the logic being that 
diagnosing and repairing driveability and emissions problems 
is tough enough without having to worry about the quality of 
the parts you are installing.

What many technicians holding onto this perception fail 
to realize is that the parts that make up the aftermarket’s 
inventory are, by and large, precisely the same parts they are 
able to obtain through the car dealer network. The old ideas 
about aftermarket emissions parts being mismatched to the 
applications they are listed for are just that: old ideas.

Do Your Homework
To get to the bottom of the question of whether your custom-
ers are cutting you out of a set of purchases out of resistance 
to aftermarket options, pricing, or other issues requires ana-
lyzing the buying patterns of the individual customer. Work 
with your computer system and see if it can give you any 
insights. Are they buying only for domestic applications? Are 
they only buying one brand from you, but not another? Are 
they only buying older application parts from you?

And then you need to go talk to your customer. If he isn’t 
buying for import applications, for example, it might mean 
he isn’t doing much work on them, or it might mean he’s not 
calling you for parts. You can’t assume what your customers 
are or are not working on simply by their buying patterns 
from you, even if you’re their number-one source. Go out, 
talk to them, and check out their bays. Ask yourself if what you 
are seeing is matching up with what they’re buying.

And if it doesn’t match up, you should be excited: it 
means you have an opportunity to increase your sales with 
that customer.
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Automotive leaks are never easy to pin down. That’s 
why more technicians turn to Tracerline® than any 
other brand. Our world-class fluorescent leak 
detection dyes, lamps, kits and specialty tools are 
designed with one thing in mind—to help techs find 
all leaks faster, easier and more efficiently! 

Making a Tech’s Life Simpler

OEM-approved dyes for conventional and hybrid A/C systems
Precision A/C dye cartridges and injectors
Concentrated bottled dyes for engine oil, fuel, coolant, 
transmission fluid and power steering leaks  
Powerful UV and blue light leak detection lamps and kits
Electronic refrigerant leak detectors for every budget
Specialized tools and accessories

For more information, visit www.tracerline.com
or call Merithian Products at 1-800-920-8823
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T he key to increasing your 
ride control sales can be 

defined in one word: communi-
cation.

While building sales and 
profits in many product cat-
egories primarily involves being 
able to convince a buyer to pur-
chase premium-level products 
or promote added sales of relat-
ed items, ride control success 
is really driven by the ability of 
you and your trade customers 
to communicate the need for 
ride control replacement in the 
first place. 

For professional technicians 
used to dealing with a break-
down-driven market, it can 
be difficult to make the tran-
sition to talking to customers 
about ride control. Despite the 
acknowledged benefits to both 
the comfort and safety of the driver and passengers, many 
consumers may still view the replacement of ride control as 
discretionary. 

Nothing could be further from the truth.

Know the Facts
Most consumers know very little about the function of ride 
control, thinking that its role is just to cushion their ride, 
when it is really designed to keep the tires in contact with 
the road.

A number of research studies into the effect of poor ride 
control on the safety of a vehicle have shown unequivocally 
that poor ride control can manifest itself in a number of 
negative effects:

• Poor ride control hurts vehicle handling
• Poor ride control hurts braking performance
• Poor ride control hurts steering performance
• Poor ride control hurts tire wear.

Most consumers, and more than a few aftermarket profes-
sionals, will be unaware of the real facts about deteriorated 

ride control; the industry as 
a whole has agreed that the 
80,000-km point is where ride 
control should be considered 
for replacement. 

Training programs are avail-
able from a number of ride 
control suppliers to help your 
customers understand these 
facts and increase their com-
fort level with talking about 
ride control.

Wash, Rinse, Repeat
A great trainer by the name of 
Chuck Udell at the Essential 
Action Design Group train-
ing organization is fond of the 
phrase, “Variation is the enemy 
of excellence.” 

In the context of ride con-
trol sales, it can be the best 
route to success.

If a shop, armed with the training you have access to, puts 
its communications tools to use consistently and accurately, 
the business’ performance in this service category will build. 

It has been proven time and time again that having the 
proper communication approach—one that informs the 
consumers about the facts as noted above and the condition 
of their vehicle’s ride control—can generate business they 
never would have seen before. 

Believe in the Win-Win
Selling ride control is one of those tasks that, when success-
ful, builds satisfaction at the consumer level. This is at odds 
with what many professionals believe the reaction of their 
customers will be to what can be a significant dollar invest-
ment. And it is all the more remarkable when you consider 
that many consumers were not even aware of their vehicle’s 
shortcomings in this area when it was pointed out. 

And yet in countless experiences, this has been proven to 
be the case.
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Challenges are faced everyday by those affected with muscular dystrophy. 
Since 1954, Muscular Dystrophy Canada has been 
committed to improving the quality of life for the 

tens of thousands of Canadians with neuromuscular 
disorders and funds leading research for the 
discovery of therapies and cures. Since 1973, 
SHAD’s R&R has supported these efforts by 
donating over $3.5M to Muscular Dystrophy 

Canada. Now entering its 37th year, the automotive aftermarket continues to 
fulfill founder Fred Shaddick’s original mission of “For the Kids”.
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How to Sell More!
Exhaust Systems and Components

COVER  STORY

S elling exhaust systems and parts may 
be coming back into vogue these days, 

as vehicles age and the desire to keep them 
even longer grows.

While the market has suffered some neg-
ative influences over the past two years due 
to general economic factors, there is no rea-
son to believe that the underlying demand 
for exhaust products, of both the replace-
ment and performance variety, are suffering 
any significant or permanent change. 

Quite the contrary: there are signs of a 
positive shift, driven by factors such as an 
aging vehicle population. The “sweet spot,” 
as it were, is the 1997 to 2000 model year 
range, which included some strong new-car-
sales years. And, perhaps partially because 
some manufacturers have been strapped for 
profits, the suggestion has also been made 
that the stainless steel used in some systems 
is not what it once was. 

In any case, sales improvements in the 
market have been reported by some sup-
pliers. 

Selling successfully into the exhaust mar-
ket continues to be largely dependent on 
only a few factors. The first is supply. The 
second is your customer base. Lastly, there is 
the performance customer.

Addressing these requires a thoughtful approach.

Exhaust Sales: The Supply Factor
When the stainless steel exhaust system became de rigueur at 
the OEM level, the drop in replacement rates among three- 
to seven-year-old vehicles caused many jobbers to leave the 
market entirely. And, as is often the case, other products 
filled their shelves, both figuratively and literally. In order to 
sell successfully in the exhaust market, you need to have a 
solid on-hand inventory and a comprehensive backup supply 
of slow movers. 

It is important to use the tools at hand to determine pre-
cisely what the inventory you should have on hand should 
be. And recognize that things have changed. (There’s that 
“change” word again.)

Items like flex pipe, which weren’t even part of the market 
a dozen years ago, are proving to be significant movers. 

And, of course, there are catalytic converters, which can fit 
neatly into either exhaust or emissions control categories, but 
have been consistent performers even when the components 
that make up the rest of the exhaust system have seen demand 
dip. Even on this front, the development of specialized after-
market units—such as those engineered for GM cars prone to 

MIL light activation—can provide an additional boost to your 
sales if you put them into your inventory mix.

Larger trends, such as the rise in direct-fit systems over 
universal fit systems, may fit well into your local market, but 
it is not a given. The economic, demographic, and prefer-
ence factors of your customer base will have a greater effect 
on what you need to have in stock and on-call than any 
national averages.

Further to inventory issues, though, is the fact that there 
are now cases where consolidation across model years can 
ease the entry. A few years ago you were seeing kits that would 
fit ’01-’04 models. Now they’re designing kits that fit vehicles 
from ’01-’08 models. So they cover a wider range. Many com-
panies are moving towards a one-piece-fits-all approach.

So there are several areas where the jobber can compete. 
One is in the front pipe. While a stainless-steel exhaust sys-
tem is very resilient to corrosion, it doesn’t mean certain 
parts of the system won’t bend or crack. This is the case on 
some vehicles where there is a lot of vibration, but insuffi-
cient flex. Aftermarket parts from some suppliers have been 
engineered to withstand these forces, and that may provide 
a good opening for a jobber. 

March STORY Exhaust p22,23.indd   22 25/02/10   8:33 AM



23JOBBER NEWS / MARCH 2010

Exhaust Sales: The Customer Factor
As noted, there is a larger trend toward the direct-fit 

option; service providers and technicians like it because it 
makes their job quicker, easier, and more predictable. But the 
direct fit approach isn’t for every customer.

So how do you know how your customers feel about the 
equation that works best for them? Simple: you have to go and 
talk to them. 

Find out what their comfort level is with different approach-
es and make your decisions based on that, not just on higher-
level statistics.

The commitment made in inventory should be significant 
if you are to have significant sales gains, and to make that work 
you need to have ground-level data. 

But if you’re in the game and you’re not hearing what 
you’d like from your customers, don’t dismiss your program 
out of hand; your supplier rep can be a wonderful source of 
information on ways to meet customer needs with the options 
they have available. And, of course, there are different sup-
pliers with different approaches should a change become 
necessary.

Exhaust Sales: Retail and Performance
This is the fun stuff, even when you’re not necessarily talking 
performance. Selling exhaust parts at retail can give sales-
people and in-store staff some real ammunition for creativity. 

Displays that turn exhaust systems into tin men, entire sys-
tems suspended from the ceiling, and walls of chrome tips can 
all add spice to a showroom, and to retail sales. 

The performance business is a fashion-driven business in 
many ways. Yes, horsepower at the wheels matters, but as often 
as not, the sound and the look of an exhaust system is really 
the key for the purchaser. 

And, as a fashion business, trends change. While the large 
and loud pipes seem to have endured for some time, there 
has been a parallel trend towards hiding their exhaust systems, 
while others, particularly drivers of the luxury performance 
brands, have found a tailored, close-to-the-body look the most 
desirable. You won’t know what your local market wants in this 
regard until you get out and take a look, and a listen, around. 

Enthusiasts tend to be brand-oriented, but cachet may be 
on your side if you have something that nobody else has. 

The first step, however, is to make the customer aware of 
what you have. Use merchandisers to get your products out in 
front of the customer. Get the related point-of-purchase mate-
rial from your suppliers and keep it at hand.

And, understand that if you are not an enthusiast yourself, 
and you can’t talk shop with the performance customers, per-
haps you should leave the selling to the staffer who is. It can 
make all the difference.
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Enhanced A/C Lubricants
UView’s Universal PAG 
and Ester oils are now 
available with the new 
E-Boost performance-
enhancing supplement 
and the company’s new 
MoistureGuard tech-
nology. MoistureGuard 
removes and inhibits 
moisture as well as pro-
longing overall shelf life 
of products, decreasing 
the ability of ester oils 
to form acids that can 
harm A/C systems. The 

E-Boost supplement eliminates the need to 
stock multiple grades of oil.
UView Ultraviolet Systems Inc.
(877) 776-8486
www.uview.com

LED Work Light
The Single LED Spot light attaches 

to any car or work area with a strong 
base magnet. The LED provides over 
100,000 hours of illumination and comes 
with a compact 4.5” aluminum body with 
anodized finish and three AA batteries. 
The LED light head extends 13.5” and 
its flexible wire allows for greater ease of 
movement.
Cliplight Manufacturing
(800) 526-7096
www.cliplight.com

ATV Mount Snow Plow
ACI has announced its SnowSport All Terrain 
Plow with an easy-to-install front mount. The 
plough mount installs on all-terrain vehicles 
(ATVs) in minutes and is completely removed 
in seconds. The blade is manufactured from 
corrosion-resistant, hardened, anodized alum-
inum and is equipped with a 1” thick rubber 
cutting edge designed to aggressively plough 
hard, compacted snow.
ACI (Agri-Cover Inc.)
(800) 233-4655
www.snowsportatv.com

NEW PRODUCTS

Ford Transit Storage
Weather Guard 
has introduced 
new van storage 
solutions for the 
Ford Transit Con-
nect van. Special 
features include 
a custom bulk-
head, space-maxi-

mizing design, and a wide range of shelving and 
accessory options. For greater visibility, a wire 
mesh bulkhead is available along with wire mesh 
window screens. A choice of 12” and 14” shelf 
widths provide storage flexibility.
Emerson Professional Tools
(800) 456-7865
www.emersonprofessionaltools.com

Performance Muffler
The Dynomax VT muffler is a 
high-flow stainless steel 
performance muffler 
that controls irritating 
drone while ensuring 
maximum performance. 
It features an exclusive, 
precisely calibrated pat-
ented internal valve, slot-
ted bushing ends, and 
exclusive Continuous 
Roving Fiberglass (CRF) 
technology that absorbs 
additional unwanted 
interior resonance.
Tenneco
(800) 843-4169
www.DynoMax.com

Complete Leak Detection Kit

The TP-8647 EZ-Ject A/C and Fluid Kit features 
the Optimax Jr., a mini blue light LED leak 
detection flashlight, as well as an EZ-Ject A/C 
dye injector with hose and couplers, EZ-Ject 
universal A/C dye cartridge with Fluoro-Lite 
dye, one-ounce bottle of Dye-Lite All-In-One oil 
dye, one-ounce bottle of Dye-Lite coolant/auto 
body leak dye, fluorescence-enhancing glasses, 
and a sturdy plastic carrying case.
Tracer Products
(800) 641-1133
www.tracerline.com
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Dial Bore Gauge Setting Fixture

The Dial Bore Gauge Setting Fixture sets the most 
popular bore gauges including Mitutoyo, Phase II, 
Fowler, and Peacock with a fast and accurate setting 
from 2” or 6”. The fixture includes three setting 
standards (1”, 2”, and 3”). The gauge is manufac-
tured from billet steel construction with a tool-black 
finish, and has a 0.001” increment micrometer.
Goodson Tools and Supplies  
for Engine Builders
(800) 533-8010
www.goodson.com

Billet Distributor
Crane Cam’s Race Billet 
Distributor has a CNC-
machined billet alumi-
num lower housing and 
stainless steel shaft that is 
supported by bearings at 
the top and bottom. This 
product is available with a 

choice of large or small distributor caps for Chev-
rolet small block and big block engines (1955-
96), Chrysler LA (317-360), Ford 289/302, Ford 

5.0 HO/351 Windsor, Cleveland and big block 
“385” (429-460), and “FE” (360-427). 
Crane Cams
(866) 388-5120
www.cranecams.com

Water Flanges
Beck/Arnley has introduced a 
line of water flanges for Euro-
pean vehicles includes 31 part 
numbers, covering more than 
630 applications. The water 
flanges are manufactured with 
the highest quality materials to 
meet OE design configurations. 
Beck/Arnley
(615) 220-3200
www.beckarnley.com

Rear Wiper Blades
Federal-Mogul’s new line of Anco rear wiper 
blades covers more than 95% of rear integral 
blade applications. Featuring original-equip-
ment look and fit, the new Anco rear blades 
provide fast, easy installation without the need 
for extra connectors. The new 
product line includes 11”, 12”, 
and 14” wiper lengths and all 
four common arm connection 
types.
Federal-Mogul Canada
(800) 563-8507
www.federalmogul.com
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three categories: important, urgent, and complex. Creating 
a to-do list at the beginning of every day can help you be 
accountable to yourself. For example, if paperwork is an 
important part of your day but not your main responsibility, 
make sure you’re not spending 80% of your day on it.

Organization is another necessary component of effective 
time management, but beware of the perfectionist mindset. If 
you spend 80% of your time organizing your tasks and only 
20% actually working on them, that’s not effective either.

Once you’ve separated your 
tasks into the categories of 
important, urgent, and com-
plex, you can then organize the 
most effective way to accom-
plish them. This may include 
delegating another employee to 
handle something if someone 
isn’t qualified or available, or it 
may mean assembling a team 
to conquer a complex issue tog-
ether. When you work within a 
team environment like a parts 
department, your goal is inter-
dependence between employ-
ees. When people learn to work 
together according to their 
strengths, not weaknesses, tasks 
not only get done on time, they 
get done well.

Commitment is the third 
step related to time manage-
ment, and perhaps it’s the most 
crucial—without it, the pos-
sibility of procrastination can 
set in. Procrastination is when 
you put off a required task 
in favour of doing something 
more enjoyable. Remember 
the 80/20 rule? Procrastination 

means you spend 80% of your time working on the things that 
only produce 20% of what you should be doing, and it is one 
of the biggest time-wasters out there.

Fear can be a huge factor in both lack of commitment 
towards tasks and the procrastination of them. We often put 
off what we’re afraid of. 

Former Chrysler CEO and business guru Lee Iococca 
once said, “If you want to make good use of your time, 
you’ve got to know what’s most important, and then give 

it all you’ve got.”
Nothing can accurately sum up the essence of time manage-

ment better than that statement. Various management experts 
suggest that a business can transform itself from mediocre to 
highly efficient when the principles of priority, organization, 
and commitment are followed by each employee. 

We all know we can’t 
manufacture more time. There 
are only so many minutes in an 
hour, so many hours in a day, 
and so many days in a week. 
If you want an entire business 
to become more efficient, then 
each person within that busi-
ness also has to become more 
efficient. The whole will only 
be as great as the sum of its 
parts.

Long ago an Italian eco-
nomist created Pareto’s Law, 
otherwise known as the 80/20 
rule. Your parts department 
probably earns 80% of its pro-
fits from 20% of its customers. 
Your parts driver may spend 
80% of his time delivering 
only 20% of the possible parts 
of an automobile. 

What do you do 80% of the 
time on the job? 

The answer should be, “I 
spend 80% of my time on what 
benefits the department the 
most.” If you’re in outside sales, 
80% of your time should be 
spent selling. If you’re a parts 
counterperson, 80% of your time should be spent communica-
ting with customers. If you’re a parts driver, 80% of your time 
should be spent on deliveries. Break it down further and that’s 
six hours out of an eight-hour shift that should be focused on 
the main tasks associated with your job title.

The first step in successful time management is the ability 
to prioritize. Consider your day’s tasks and separate them into 
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By Laurie Izgerean, Curriculum Designer, Durham College
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Save $200 when you register by April 1st. Visit www.globalsymposium.org

R. L. Polk & Co. is the corporate sponsor of the
Global Automotive Aftermarket Symposium.

Presented By:

Supported by: AftermarketNews.com Aftermarket
Business, APRA Global Connection, Automotive
Week, Brake & Front End, Counterman, Import
Car, Jobber News, Motor, Motor Age, Parts &
People, Tire Review, Tomorrow’s Technician,
Underhood Service

“The best
reason for why
I go to the
Symposium is
because of the
fresh ideas I
always get there that help me
improve my business.”

Scott Webb, Senior Vice President, 
Pep Boys
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Serving the Motor
Vehicle Aftermarket

Facebook. Twitter. You Tube. Make every
interaction with your customers and
employees count when you attend GAAS
2010! Gain profitable insights and
information about today's generation:
� “Turnaround Growth & Survival Through People” with Jim

Wright, President & CEO, Tractor Supply

� “Gen Y: Shifting Away from Cars” with Mike Cooperman,
Senior Director of Marketing, J.D. Power Web Intelligence

� “Supplying 2 a nu gNR8N: Are You Ready for What's Now?
Innovations in Marketing & Branding” a panel discussion
with Jim Brown, Director of Marketing Services Honeywell;
Jeff Koviak, Director of National Sales, Tenneco; and Alicia
Smales, Vice of President of Marketing, Snap-on

Plus, presentations on the Chinese aftermarket, a new
mindset to capture unperformed maintenance, restructuring
of the automotive industry and its impact on the aftermarket,
and a panel discussion with shop owners and specialty
manufacturers on how to service tomorrow's cars. Visit
www.globalsymposium.org for the latest agenda.

Connect with GAAS:
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Continued from page 26

It could be that a difficult customer needs to be 
called because a special-order part has been dis-
continued and even though you said it would be 
here by Friday, it’s not going to be. 

You begin your day with the 
call on your important to-do list. 
The day comes and goes and 
you’ve found every reason to 
place other tasks in front of 
that phone call. An important 
thing to do has now become an 
urgent thing to do as Friday draws 
near. The result? Stress, lack of focus, 
and wasted time when the call could have 
been taken care of in a few minutes.

Learning how to say no is an important 
factor of time management that falls within 
the commitment step. If you have committed 
to complete a task within a specified time frame 
and something comes up that prevents you from honouring 
that commitment, learn to say no wherever and whenever 
possible. 

You can do this in a variety of ways: say no directly; say no 
and offer an alternative person to handle it; offer a trade (if you 
help me with this I’ll have enough time to help you with that). 
Additionally, if it’s a request that has come from your boss and 

you don’t have time to take on any more for the day, 
ask which task is most important to him and enlist his 
assistance in readjusting the day’s priorities together.

Do you know who originally said the 
famous phrase, Time is Money? It 

was Benjamin Franklin back in 
the 1700s. So as much as things 
have changed in a few hundred 
years, certain things related 
to business have remained the 
same. 

When you manage your 
time with priority, organization, 

and commitment, you become more 
effective, efficient, and less stressed. 

It is when every employee is working 
most efficiently that a business can 
become most profitable.

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 

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”

  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.

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 aross@jobbernews.com

  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”.

    TOOLS & EQUIPMENT

AIR LIQUIDE CANADA INC.

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

  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.

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS

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.
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Test your knowledge of lubricants for a
chance to win a Valvoline Prize pack!
More than ever, consumers are looking to keep
their automotive investment running longer
and more reliably. Do you know the facts to
help them decide?

MOTOR OIL
ENTER THE JOBBER NEWS

Name: ___________________________________ Business: ___________________________________

Address: ____________________________________________________________________________

Phone: __________________________________ Email: _______________________________________

RETURN THIS FORM TO US AT 416-510-5140

Presented by

Enter today for
your chance to
win a Valvoline
prize pack!

True or False

High mileage motor oils can only be used on older models ❍ ❍

Synthetic blend motor oils cannot be mixed with full synthetic motor oils ❍ ❍ 

All synthetic motor oils carry the API Starburst symbol ❍ ❍ 

Most older vehicles can use High Mileage Synthetic motor oil. ❍ ❍ 

Switching from a conventional to a  high mileage motor oil will not create gasket leaks ❍ ❍ 

Mythbusters
C O N T E S T

Synthetic OIl Mythbusters FINAL 1  1/5/10  2:03 PM  Page 1
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Editorial
Comment

NEXT MONTH

G
eorge Clark died February 9, 82 full years behind him.

Those who have worked in this industry for only a few years may 
not know the name, certainly not as well as some of the veterans who 
have been around for a long time. Me? I guess I fall somewhere in 
the middle. With only a couple of decades under my belt, I consider 

myself pretty new to the industry.
George was from what many believe was a gentler time in the industry, and 

held a unique position in the Canadian automotive aftermarket as the publisher 
of this magazine, joining in 1978 and staying through a good part of the 1980s. Of 
course, when he left he didn’t leave the aftermarket; he went to start his own gig, 
and when that didn’t last, stayed on in publishing for the automotive aftermarket.

To many he was best known for his Automotive Report newsletter that showed up in 
the mailboxes of many people in the aftermarket. While it covered some hard news, 
it was best remembered for the appointment notices and tidbits that he came across 
during his sales calls to manufacturers. Of course he wasn’t perfect, and a story 
told with the greatest affection was that the reason he printed the next issue was to 
include a correction for the mistakes made in the last one. He would laugh too.

George was a friendly face, usually found in mid-laugh or mid-story at every event 
during a time when the face-to-face sales call was the only way to do it, and he built a 
great deal of respect with his colleagues and his competitors in doing so.

He will be missed.
Thinking about George has me thinking about the fact that I have had the 

privilege of sharing more than a few pints with those who grew up with the after-
market during a time when competing reps shared cars and hotel rooms, and got 
into more than just a little mischief when the day was done. Friendships that were 
formed during those times endure to this day.

There are some who believe that kind of personal relationship is gone forever. 
While it is true that many of us routinely make business connections with 

people we have never met, separated by many miles and more than a little tech-
nology, I believe that the importance of personal relationships and the personal 
integrity that makes business keep working have not eroded.

It is true that the rapid shift in the aftermarket has brought new faces and new 
personalities into the mix, but I have already seen the seeds of what will surely 
grow into enduring friendships when we look back some years from now. 

No, the value of the personal relationship is not gone, nor is it lessened. But 
it does take time, and friendships are something you can’t hurry. The great thing 
about the aftermarket is that it offers so much—and people tend to stay. 

And, while many join the industry due to a love of the automobile, they stay for 
the people. And that will never change.

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

April’s focus is on  
Premium Level Products: 
Brake, Chassis, Motor Oil, 
Ignition and Emission 
System, to name a few. 
Plus, Performance Parts 
Market Trends.

GREAT PEOPLE, GREAT 
BUSINESS 
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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.
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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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