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Automotive aftermarket supplier members of the 
Automotive Aftermarket Suppliers Association 
(AASA) have committed to the next steps in the 
association’s industry awareness and education 
campaign, “Know Your Parts.” 

The initiative was given a 
vote of confidence by mem-
bers at the third annual 
AASA Vision Conference 
attended by more than 
200 participants. The event 
also included a meeting of 
the AASA board of gover-
nors and meetings of asso-
ciation councils, includ-
ing the AASA Fuel Pump 
Manufacturers Council, the 
AASA Marketing Executives 
Council, the Filter 
Manufacturers Council, 
and the MEMA Technology 
Council (formerly the 
MEMA Information Services 
Council).

Launched at AAPEX 2009, the AASA “Know 
Your Parts” campaign seeks to stem the pro-
liferation of low-quality parts throughout the 
aftermarket supply chain. 

According to the AASA, these components 
not only threaten the good reputations of after-
market businesses, from the supplier to the 
distributor to the independent repair facility, 
but also pose a potential danger to consumers 
and the professional repair technicians who 
install the parts.

Steve Handschuh, president and COO of 
AASA, announced the next steps in the “Know 
Your Parts” campaign in his opening remarks at 
the AASA Vision Conference. 

“We have a vital message to spread through-
out the aftermarket industry that quality matters 
when it comes to aftermarket parts. As full-service 
aftermarket suppliers, you add value to the after-
market supplier chain and, 
most importantly, you stand 
behind the parts you sell,” 
Handschuh told conference 
attendees. “Now it’s time for 
us to initiate the next steps 
of AASA ‘Know Your Parts’ 
and keep the momentum 
going,” Handschuh contin-
ued.

AASA full-service after-
market supplier members 
will carry the “Know Your 
Parts” campaign forward in 
the coming months in the 
following ways:
•  devoting ad placements 

in their annual advertising 
contracts with the Know 

Follow us on Twitter. 

Get AutoServiceWorld.com 

News and more by  

following JobberNews 

on Twitter.

Your Parts message and be featured as the 
sponsor; 

•  including the Know Your Parts logo and/or 
message in company communications; 

•  using the AASA Know Your Parts campaign 
logo on their websites, with 
a link to the campaign web-
site (http://kyp.aftermar-
ketsuppliers.org); 
•  broadcasting the AASA 

Know Your Parts cam-
paign videos in trade 
show exhibits, events or 
websites; 

•  distributing AASA Know 
Your Parts campaign 
materials—flyers, talk-
ing-point cards, etc.—at 
events or through corpo-
rate mailings; 

•  partnering with AASA to 
promote their companies’ 
product quality training 
materials; 

•  promoting their online product quality train-
ing programs through a link at the AASA Know 
Your Parts campaign website. 

• including AASA Know Your Parts materials in 
customer contacts and during client meetings; 

•  encouraging other full-service suppliers to pro-
mote the AASA Know Your Parts campaign dur-
ing peer networking at industry events; 

•  educating their employees about the AASA 
Know Your Parts campaign. 

In addition to Handschuh’s presentation, the 
“Know Your Parts” campaign also debuted a 
new video during the AASA Vision Conference. 
Produced by MontAd, the video uses animation 
and humour to convey the importance of using 
quality, name-brand aftermarket parts. 

It will be available on the Internet and at the 
AASA Know Your Parts website, http://kyp.after-
marketsuppliers.org.

Parts Supplier Awareness 
Campaign Moving Ahead
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Motor Oil Mythbusters 
Winners

Winners in the Motor Oil 
Mythbusters Contest,  

presented by Valvoline, 
have been chosen.

The January winner is 
Tony DeRosa of Sources 

Auto Parts in Pierrefonds, 
Que. February’s winner is 
Tom Hamelin of Benson 
Auto Parts in Arnprior, 

Ont. Both correctly 
answered quiz questions 
on synthetic and high-

mileage motor oils. Both 
will receive a prize pack 
from Valvoline Canada. 

See this month’s quiz for 
your chance to win!

g     g     g

Fuel Delivery Products 
Catalogue

Spectra Premium 
Industries Inc. has 

announced the  
availability of its new appli-

cation catalogue.
The New Fuel Delivery 

Products & Oil Pans  
catalogue includes fuel 
modules, hanger assem-
blies, sending units, fuel 

tanks, fuel tank assemblies, 
filler necks, and oil pans. 
Item number #1CW1001 
supersedes #1CW0801.

Visit www.spectrapremium.

AASA president and COO Steve Handshuh 
says that the quality message is important for 

the success of the aftermarket.
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Technology Advancements Will Drive Skills 
Requirements

According to a study com-
missioned by the Canadian 
Automotive Repair and Service 
Council, nearly 100 new tech-
nologies could shape the skill 
requirements of the future.

The research report, from 
Convergence Management 
Consultants Ltd., identifies 
95 OEM vehicle technologies 
that have recently been, or 
are likely to be, incorporated 

into new car, light/medium truck, and heavy truck vehicles over 
the next three to five years. 

Some 74% of the new technologies, which industry employees 
will have to master to do their work, are associated with engines 
and fuel and onboard electronics, such as in the engine bays and 
passenger compartments of vehicles.

The study was commissioned by CARS as part of its 2009 labour 
market research.

The critical skills needed now and in the next three to five years 
fall under two main categories: vehicle technologies and business 
technologies.

Employers and employees alike believe that all areas of new vehicle 
technology will require some degree of knowledge or skills upgrad-
ing. While both employers and employees view onboard electronics, 
hybrid electric vehicles, and diagnostics as key areas for skills develop-
ment, employees put slightly higher emphasis on emissions controls.

Collision repair shops, understandably, are concerned with 
improvements in paint, frame, and metal construction and light-
weight and new materials.

The research did not include technologies that are in the 
research stage or in concept vehicles, and whose significant adop-
tion is more than five years away. It also excluded subassemblies, 
components, and subcomponents for the technologies, fuels, 
products, or assemblies.

Three areas of business technologies stand out as needing to 
be addressed over the next three to five years by industry busi-
nesses overall: diagnostic systems and equipment; specialized shop 
floor tools, equipment and rooms; and Customer Relationship 
Management (CRM) systems.

2010 AIA Western Forum: 
Planting Seeds to Grow Your Profits

The 2010 Automotive Industries of Canada’s Western Forum 
is a quality professional development opportunity for forward-
thinking shops. 

Understanding where the opportunities lie, how to change 
process to increase profits, managing your primary assets (your 
employees), and improving customer communication are all 
essential to driving your business forward.

Built around the huge success of the Quebec and Ontario Forums, 
the 2010 Western Forum will take place June 3 at the Holiday Inn 
(67th Street) in Red Deer, Alta. Each participant will have the choice 
to register for three breakout sessions to attend during the day.

Jobbers can come with their key customers or accounts they 
would like to develop. Shop owners can learn how to up their game 
or bring along their service advisors for a new perspective. 

More information on the 2010 AIA Western Forum is available 
at www.aiacanada.com, or contact Mireille Schippers at (808) 808-
2920 ext 264, mireille.schippers@aiacanada.com.

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

Bestbuy Signs  
New Shareholder in 

Hamilton Area
Bestbuy Distributors 

Limited has announced 
that A & A Discount Auto 
Parts has joined the family 
of Bestbuy shareholders. 

The company’s two 
locations are situated in 
Hamilton and Stoney 

Creek, Ont. The business 
is owned and operated by 
Joe and Patricia Tarasca. 
Their head office loca-

tion is at 765 Woodward 
Avenue, Hamilton, 

Ontario L8H 6P5, and 
can be reached by phone 

at (905) 545-9339. 
The move comes not long 
after T&H Auto Electric, 

the Greater Hamilton 
Area business of long-

time Bestbuy shareholder 
John Pedersen, was 

acquired by the Benson 
Auto Parts group.

g     g     g

Tracerline Appoints 
Merithian Products as 
Master Distributor for 

Canada 
Tracerline has announced 
that Merithian Products 

Corp. has been appointed 
as the master distributor 

for Tracerline prod-
ucts for all of Canada. 
Merithian, based in 

Concord, Ont., will be 
supported in its sales 

efforts by National Sales 
Inc. in eastern Canada, 

and by Holm, Hicks, 
White & Associates in 

western Canada. Please 
visit www.merithian.com 
for more information.

Continued on page 8
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Hybrid technologies are among those 
that will challenge the repair trade.
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Continued from page 6

NAPA Canada Launches 
New Website

NAPA Auto Parts has 
announced the launch of 
its new Canadian website.

The new website, at  
www.napacanada.com, is 

geared towards both  
professionals and  

enthusiasts of automotive 
mechanics and allows  

consumers to access part 
of this expertise online.
In order to simplify the 

part search process, NAPA 
Auto Parts offers Internet 

users a virtual product  
catalogue with over 

330,000 parts, tools, and 
accessories available. 

Experts can then refine 
their searches even fur-

ther and conduct detailed 
auto part and product 

comparisons in the com-
fort of their own home.
In addition, NAPA Auto 
Parts reconfirms its com-
mitment to be on top of 

the latest technologies on 
its website by offering a 

monthly newsletter to con-
sumers and also offering 
mechanical tips in text or 

video format.
“We believe this site will 

appeal to both profession-
als and car enthusiasts 

alike. NAPA Auto Parts has 
always been known for its 
continued commitment 

towards improved  
customer service. This is 

why www.napacanada.com 
was implemented, to give 
customers a high quality 
virtual experience,” states 
Danielle Tardif, director 
of marketing at NAPA 

Canada.

Bestbuy Ushers in New Board, 
Honours Outgoing Chairman

Highlights of Bestbuy Distributors’ 56th annual 
shareholder meeting included a major chari-
table contribution to the Hospital for Sick 
Children and a rousing East Coast send-off 
dinner for retiring chairman Howie Mackenzie.

The event, held in Mississauga at Doubletree 
by Hilton Toronto Airport, attracted share-
holders from across Canada.

The highlight of the AGM event was a spe-
cial dinner in honour of retiring chairman 
Howie MacKenzie of Rafuse Autoparts Centre, 
Bridgewater, Nova Scotia. Guests enjoyed an 
Atlantic Canadian-themed dinner and a high-
energy, traditional Celtic folk band. 

MacKenzie and Bestbuy president Jeff 
VandeSande also had the honour of announc-
ing the 2009 Horace J. Pratt Award recipient, 
Stan Urovitz, in recognition of Urovitz’s per-
sonal excellence in past service and support to 
Bestbuy Distributors. Stan Urovitz’s son, Larry 
Urovitz, accepted the award on his behalf. 

The organization also presented its annual 
contribution to support the Hospital For Sick 
Children in the amount of $15,000, which 

brings the total support dollars to over $600,000.
Shareholders also elected the 2010 Board 

of Directors. Bestbuy’s new chairman is Dale 
Devlin of Halton Automotive, and returning 
directors include vice-chairman Doug Squires, 
Colonial Auto Parts & A.P.M. Limited; secretary-
treasurer Farrukh Alam, Alam’s Auto Parts; Gary 
Thibault, The Partsman; Claudio Sceppacerqua, 
The Young Automotive Professionals; Brad 
Nahorney, Sapphire Auto; Alex Trichas, Dorval 
Auto Parts; and new director, Don Harvey, 
Central Transport Refrigeration.

Transit Warehouse Opens  
Calgary Warehouse

Transit Warehouse Auto Parts Distribution 
opened its new Calgary, Alta., warehouse on 
March 22.

Located at 4027B 7th Street Southeast, the 
new warehouse in western Canada adds to 
Transit’s network, which already includes a dis-
tribution centre in Levis on the south shore of 
Quebec City as well as depots in Newfoundland, 
Montreal, Que., and Toronto, Ont.

The combination of these facilities enables the 
company to ensure delivery throughout Canada 
within two days. 
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Howie Mackenzie was honoured as the outgoing chair-
man, while incoming chair Dale Devlin was also recog-
nized. Left to right here are Jeff VandeSande, Bestbuy 
president, with Mackenzie and Devlin.

Longtime Fenco stalwart Stan Urovitz, now retired, was 
honoured with the Horace J. Pratt Award for his work 
in support of Bestbuy. The award was presented to his 
son Larry Urovitz by retiring chairman Howie Mackenzie 
(left) and president Jeff VandeSand (right).

Bestbuy Distributors 
continued its tradition  
of fundraising for 
Toronto’s Hospital for 
Sick Children, raising 
some $15,000 this  
year to bring the  
cumulative total to  
more than $600,000.

Continued on page 10
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Deeza Chassis Parts Breaks 
Ground for New Plant
Deeza Chassis Parts, a 

manufacturer of premium 
chassis parts for the global 
aftermarket, has broken 

ground on a new 280,000 
sq.ft. production plant in 

Turkey. 
At an estimated cost of $6 
million, the new facility is 
scheduled for completion 
in the fall of 2012 and will 

nearly double the com-
pany’s production capacity. 
Gokhan Kuru, president, 
Deeza Chassis Parts, has 

announced that the  
company will also invest in 
new tooling for the facility. 
“After a long and difficult 

world economic and 
business climate, we see 
an improvement in the 

market along with a major 
increase in demand for our 

premium quality chassis 
parts in both Europe and 

the U.S.A.,” says Kuru. 
For more information 

about Deeza Chassis Parts, 
phone (973) 237-1101, 

email info@DeezaChassis.
com, or visit www.
DeezaChassis.com.

Continued from page 8

Obituary 
Paul Dossman, KC Automotive GM

The team at Jobber 
News was saddened 
to learn of the pass-
ing of Paul Dossman, 
general manager of 
KC Automotive, a job-
ber operation in Owen 
Sound, Ont.

Dossman died in a 
scuba diving accident in Cuba while vaca-
tioning with his wife, Dawn, and friends 
February 24.

Dossman was a committed and tireless 
worker for the automotive industry. One 
project that was near and dear to Dossman’s 
heart was inspiring and promoting youth to 
pursue careers in the industry. With that in 
mind, a fund has been created so that his 
efforts can continue. Money collected will 
be held in a trust and grants will be given to 
provide scholarships to high schools in Grey 
and Bruce Counties to students who are 
planning to go into post-secondary educa-
tion in an automotive-related field.

He is survived by wife and best friend 
Dawn, children Arron and Shantelle, Ryan 
and Jessie and grandchild Liam.

In lieu of flowers, the family asks that 
a contribution be made to the “Paul and 
Dawn Dossman Family Everlasting Fund.” 
Donations can be made online at www.
communityfoundationgreybruce.com, or 
by cheque made payable to Community 
Foundation Grey Bruce, P.O. Box 81, Owen 
Sound, ON N4K 5P1. On the memo line, 
please indicate “Paul and Dawn Dossman 
Family Everlasting Fund.”

APPOINTMENTS

Bestbuy Distributors Limited president Jeff 
VandeSande has announced the appointment of 
Robert Gergely as product manager and Karen 
Barkin as marketing manager. Gergely brings 
many years experience in product manage-
ment. Prior to joining Bestbuy, Gergely served as 
Canadian parts sales and marketing manager for 
Mack Trucks/Volvo Trucks of Canada. Gergely 
assumes responsibility for the purchasing depart-
ment, inventory, and related initiatives. He will 
report directly to Jeff VandeSande, president. 
Barkin has been promoted to marketing man-
ager, and assumes responsibility for overseeing 
the operations and administration of all market-
ing activities. Barkin has been part of the Bestbuy 
team since September 1992, most recently as 
marketing coordinator. She will report directly to 
Jeff VandeSande, president.

Robert GergelyKaren Barkin

Stephan Guay, CEO of Transit, says the open-
ing of the new warehouse is “a confirmation of 
the company’s commitment to its customers.

“Transit will celebrate its 40th anniversary next 
year. Much has been done since the beginning, 
starting from a single man’s project and then 
progressively becoming a company with nearly 
a hundred employees. Everything sprouted in 
a little neighbourhood called Pintendre and is 
now blossoming across Canada. It is a great sign 
of growth and achievement.”

The new warehouse provides some logistic 
opportunities, he says. In mid-term, the transpor-
tation of goods between Levis and Calgary will be 
done by railways, which are more environmen-
tally friendly than road transport. “When we talk 
about tons of parts over distances of several thou-
sands of miles, we can hardly ignore the impact it 
can have on the environment,” he says. 

Transit’s ecological approaches have been 
ongoing. Its main facility already benefits from a 
geothermal system and a network of intelligent 
energy-efficient lighting. 

The new warehouse has resulted in the cre-
ation of three jobs. 

Frederic Jean is currently the representative 
for Transit in the province of Alberta. Transit’s 
internal sales advisors will provide services for 
the other Prairie provinces as well as British 
Columbia. 

Transit Warehouse Auto Parts Distribution 
Inc. is the largest distribution centre for whole-
sale auto parts in eastern Quebec. Transit serves 
a customer base of wholesalers, retailers, and 
auto parts stores. The company offers a wide 
selection of parts and accessories for cars, light 
trucks, and trailers and possesses its own “Top 
Quality” trademark.

NAPA Rally 5000 Returns
Following the success of last year’s NAPA Rally 
5000, NAPA Auto Parts has brought it back for 
2010.

Last year’s rally took teams on a winding 
route covering much of the Canadian land-
scape, with special added challenges to over-
come along the way.

This year’s rally will include an all-new route 
and more intense mechanical challenges, say the 
organizers. 

NAPA has invited technicians to register 
as individuals or teams of two. Teams selected 
for the rally will represent five regions across 
Canada (B.C., Prairies, Ontario, Quebec, and 
Atlantic Canada). 

Team registration was to close April 30, 2010. 
The rally takes place from July 3 to July 12, 2010.

Teams will compete for $20,000 in prizes, 
while supporters, who can sign up online and 
pick their favourite team, can win up to $15,000 
in prizes. Prizes: $20,000 in prizes for the teams; 
$15,000 in prizes for the supporters.
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While business can’t all be 
fun and games, sometimes it 
doesn’t hurt to have a little bit 
of both, and for a good cause 
to boot.

Emile Chaput, manager of 
Boyle Automotive in Boyle, 
Alta. dropped Jobber News a 
line to let us know what the folks there had been up to over 
the winter.

“Ice race season starts in January and we race at different 
lakes every second weekend for five weekends ending in Lac 
la Biche at the championship weekend. The ice races consist 
of four classes.

“The Chevette we race on [uses] 
Bridgestone Blizzak tires, no studs. Any car 
with front wheel drive or rear wheel drive 
is eligible.

“I have been ice-racing Chevettes since 
2004. This year we ended up sixth for the 
season out of 14 cars—misfortunes taking 
their toll (snowbanks, tires, motor swaps).”

Of course, nobody is looking for their 
big break with a NASCAR team there; fun 
and fundraising are the real goals.

“The final weekend is a real big turnout, 
as all money raised goes to local charities 
in the area.

“We host a charity race event for which 
local businesses pay $500 and they get 
a car for their employee to race. Boyle 

Emile Chaput, manager of Boyle Automotive, 
shown here with guest driver Alicia Kiteley, and 
Sam Crisby, a work experience employee, says 
that ice racing helps keep the fun quotient up and 
raises money for local charities. 

Ice Racing and Good Intentions Aid Charities

The Real Deal. Beck/Arnley.

Parts Made Right. Life Made Easy.TM

Application Specific Sourcing

Product Enhancements & Solutions

Automotive sponsored Alicia 
Kiteley and she finished fifth 
out of 10 after connecting with 
another car and cutting down 
a tire.

“This year being the 25th 
anniversary, the event also 
included snowmobile ice and 

snow drag races, quad, motorcycle side-by-side oval racing, 
and an airplane fly-in lunch on the lake.

“The final tally of money is not in yet, but it was bigger 
than years past and last year we donated more than $22,000 
to charity.”
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http://www.beckarnley.com


BODYSHOP 
NEWS

The Automotive Indus-
tries Association of Can-
ada recently announced 

that Andrew Shepherd has 
been selected as the new Col-
lision Training Director, to 
oversee the delivery of I-CAR 
and partner training to the 
collision sector in Canada. 

 With his extensive 
background in training 
and professional develop-
ment as well as experience 
in association operations 
and national committee 
support, Andrew will be 
responsible for building the 
infrastructure in Canada to 
deliver, monitor, track, and 
grow training for all aspects 
of the collision repair indus-
try.  Additional duties will 
include strategic planning, partnership devel-
opment, industry relations, business plan-
ning, data collection, committee and advisory 
group development, creation of a trainer net-
work, and liaison with the I-CAR head office 
in the U.S.

“Our priority in the short term will be to 
solidify and simplify the administration of the 
system, by bringing some more automation 
and Web-based access. Secondly, we’d like to 
expand geographically, particularly in B.C. 
where we’re a little slim, and in Quebec with 
more material in French,” says Shepherd.

Support for the new posting is also appar-
ent around the industry. “Andrew clearly 
demonstrated that there is a strong fit with 
his experience and his passion for execution 
and our industry needs.  I am truly excited 
that Andrew is joining our industry and will 
lead the training and continuing education 
requirements for our industry at a time when 
we need it most,” states Larry Jefferies of CAR-
STAR Automotive Canada, a participant in the 
AIA I-Car Transition Committee.  

“AIA recognizes the diverse needs and 
priorities of its membership base and is 
pleased to have been granted the opportu-
nity to develop a program that significantly 
addresses the training needs of the collision 
sector.  Andrew is passionate about training 
and eager to take up his leadership role with 

The Training Guru
I-CAR and AIA Pick Their Man

Ontario Bodyshop 
Recognized by 

Young Entrepreneur 
Program

Precision Auto Body, a 
northwestern Ontario 

collision repair business, 
has been recognized as 

one of only three  
businesses under 
Ontario’s Young 

Entrepreneur Program. 
The new small  

businesses, run by young 
entrepreneurs, are up 
and running, creating 

seven private-sector jobs 
in three northwestern 
Ontario communities.
Precision Auto Body 
in Sioux Lookout was 
joined by two other  

businesses in receiving 
start-up funding.

The Northern Ontario 
Heritage Fund 

Corporation (NOHFC) 
is providing $25,000 to 

each of these  
projects under its Young 
Entrepreneur Program, 
which helps northern 

residents aged 18 to 29 
start their own for-profit 

business in the north. 
According to the Ontario 
government, some 40% 

of new Ontario  
businesses are started 
by young people aged 

25-34, and 16% by youth 
under 25. 

Since 2005, the NOHFC 
has invested nearly $6.6 
million in the start-up of 
some 290 businesses by 
young entrepreneurs in 

northern Ontario. 

this project. We hope you 
will all join us in welcoming 
Andrew to the association 
as of March 8th,” adds AIA 
president Marc Brazeau.

 Following I-CAR’s 2008 
decision to cease collision 
repair training operations in 
Canada as of 2010, a memo-
randum of understanding 
has been signed by I-CAR 
International and AIA Can-
ada, and a full license agree-
ment designed to specifi-
cally meet the needs of the 
Canadian marketplace is in 
progress.  AIA Canada will 
assume the management of 
the delivery of I-CAR prod-
ucts and services in Canada, 
and is committed to making 
the transition as seamless as 

possible for all parties involved.
 The launch date in Canada for I-CAR 

under the AIA umbrella will be May 1, 2010. 
Upon that launch, Shepherd says that one of 
his chief goals for the program would be to 
provide top-quality human resources training 
through the I-CAR network. “I ran a similar 
program in the construction industry, and 
saw firsthand the impact that HR training can 
bring in terms of professionalism,” he says. 
“The professionalism of practitioners can be 
a tremendous motivator to attract new people 
to the industry, as well as in employee reten-
tion. So, in the near future, I’d like to see an 
integrated HR training kit as part of the over-
all toolbox, and the more easily accessible that 
training the better.”
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Andrew Shepherd
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VOCCompliance.com
Your Source for the Best Information on the 
Low-VOC/Waterborne Refinish World

Sp

VOCCompliance.com is an initiative of

Sponsored by these fine companies:

VOC/AB/BOD  4/3/09  2:37 PM  Page 1

2010 ASRW Partnering 
Program Kicks Off with 
Huge Industry Support
Automotive Service & 
Repair Week (ASRW 
2010) reports strong 
industry support for 
this year’s events via 

the ASRW Partnering 
Program (APP). 

The APP is designed to 
foster industry participa-
tion through partnering 

organizations that support 
the many segments of the 

automotive service and 
repair industry. 

APP participants promote 
unified industry involve-

ment, while strengthening 
their respective groups 

and memberships. 
The ASRW 2010 events 

will take place Oct. 10-13 
at the Mandalay Bay 

Convention Center in 
Las Vegas.

The ASRW educational 
program is scheduled 

for Oct. 10-13; the 
comprehensive exhibits 
will be open from Oct. 
11-13. ASRW currently 

features the International 
Autobody Congress & 
Exposition (NACE) 
and the Congress of 
Automotive Repair & 

Service (CARS), as well as 
Auto Glass Week.

1925 Studebaker Was Used for 
Community Outreach

Collision repair industry professionals are asked 
to keep an eye out for a 1925 Studebaker which, 
along with its trailer, was stolen from the offices 
of Niagara Patient Transfer in Niagara-On-The-
Lake, Ont.

Niagara Patient Transfer operates a commu-
nity outreach program geared to long-term care 
residents in the Niagara and Hamilton regions.

The program involves taking the classic 
Studebaker to nursing homes and taking resi-
dents for short rides.

“It brought many, many smiles to many faces,” 
says Casey McNab, director of operations. “The last 
time we were out was in mid-November before the 
weather turned bad.”

McNab says the car and trailer were stolen 
from the organization’s offices late on the night 
of February 23 or early February 24. 

Those with any information regarding either 
the car or trailer are being asked to contact 
McNab at (905) 650-7282, the Niagara Regional 
Police, or Crime Stoppers. A $4,000 reward is 
being offered for information leading to the 
return of the car and trailer.

PPG MVP Green Belt Training 
Coming to Toronto

PPG’s MVP Business Solutions Green Belt 
Training event in Toronto, Ont., is being held 
June 7 to 10. 

The four-day intensive training program, 
available to owners and managers of collision 

repair centres using PPG Refinish products, 
teaches the practical applications of Lean Six 
Sigma principles to improve quality, speed, cost, 
performance, and competitiveness for vehicle 
repair facilities. 
MVP Green Belt Training includes: 
•  Success factors that enable organizations to 

thrive in rapidly changing environments. 
•  Simulation games to learn Lean Six Sigma 

fundamentals and what cycle time reduction 
means to the collision repair processes. 

•  Practical application of Lean Six Sigma prin-
ciples through X-Ray Repair Planning and 
fundamentals such as 5S and Workplace 
Organization. 

•  Leadership and implementation modules that 
address the need for everyone in an organiza-
tion to participate in building stronger pro-
cesses and a process improvement culture. 

•  Shop tours and assignments to reinforce the 
understanding and confidence critical to suc-
cessful implementation. 

White Paper Discusses the Need 
for OE Collision Repair Information
Repair information provider Alldata LLC has 
released a white paper discussing the need for 
collision repair facilities to have vehicle manu-
facturers’ OE repair information.

“The people who build the cars have the final 
word on how to repair them after a collision,” 
says Dan Espersen, Alldata senior program man-
ager for collision. 

According to the white paper, new and ever-
evolving technologies, economic pressures, and 
requirements mandated by insurance company 
agreements all put enormous pressure on colli-
sion shops. 

With slim profit margins and labour rates 
held in place by market forces, increased pro-
ductivity is becoming essential to survival.

“This white paper resulted from talking to 
a lot of people who are living with today’s busi-
ness and economic challenges,” says Espersen. 
“It confirmed for me what I already knew: that 
OE information can help mitigate a lot of the 
issues facing shops today.”

The white paper is available to view at www.
autoserviceworld.com.

This car, along with its white, unmarked covered trailer, 
was stolen from its owner in Niagara-On-The-Lake, Ont. 
The vehicle was used for community outreach programs. 
The owner is asking the trade to help locate it.

Continued from page 12
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with North America’s most recognized auto parts brand 
Join forces

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

• Embodies a spirit of trust, professionalism and  
 tradition that stands above all others in the auto  
 parts aftermarket. 
• Stands for quality auto parts, responsive service
 and satisfaction in the minds of Canadian and
 North American installers and consumers.

When you join the dominant NAPA network you become a 
valued business partner. From marketing programs and 
sales tools to the latest business-building solutions, you’ll 
benefit from the best support in the business. We ensure 
your profitability with a host of outstanding advantages:
     • NAPA PROLink – 24/7 on-line parts ordering
     • NAPA Centre of Excellence – 24/7 access to one of the leading
        on-line training centres – from technical training to business management
     • Consumer trend and purchase habit analyses

At NAPA, we bring together all the tools, talent and leadership needed to keep you on the road to financial success. 
We continue to leverage our industry experience and 
expertise to make marked improvements to each of 
our programs – all to ensure that our distribution 
network and technology base remain second to none.
NAPA. We know auto parts. We have the right 
solutions to help you keep pace with new technolo-
gies and the challenges of an everchanging market. 
After all, we’ve been leading the way for over eight 
decades. 

The best choice

High-profile advertising keeps the NAPA brand in demand

NAPA

is the name that:
NAPA

An unbeatable partnership
and you:NAPA

To find out more, talk to one of our representatives today at:
Atlantic   506-857-4212
Quebec   514-252-1127
Ontario   905-650-6820
Prairies   403-212-4600

        B.C.   604-881-1600 

At NAPA, we know that awareness is key to the success of any business. Which is why we continually invest in 
targeted advertising programs that ensure a high-profile presence and visibility for the NAPA brand.

NAPA P15.indd   15 30/03/10   9:27 AM



I t may seem incongruous for a segment of 
the aftermarket built on the desires of a 
customer to go faster, but brake upgrades 

are gaining more attention from distributors 
and consumers alike.

As anyone who has been selling perfor-
mance products knows, the increasing com-
plexity of engine systems and the work needed 
to increase performance output have squeezed 
that market to some degree. While dedicated, 
hard-core performance enthusiasts still exist in 
significant numbers, aftermarket suppliers of 
engine programmers and the like have closed 
the comfort gap with the consumer consider-
ably, and options such as performance exhaust 
systems and wheel and tire packages have 
helped fill the void.

And, as wheel and tire packages have grown 
in size—20-inch wheels on a passenger car 
were unheard of only a few years ago—so has 
the desire by consumers to fill that space with 
an equally attractive brake rotor and caliper. 

According to feedback at the retail level, 
the demand for the big brake packages has 
been leaning more to the European high end 
and Japanese, although there is no hard and 
fast rule. Everything from street rods to classic 
muscle cars is being fitted with bigger brake 
packages to provide increased braking perfor-
mance and to fill out those larger wheels.

A recent visit to the Performance World Car 
Show in Toronto proves this point. From clas-
sic muscle cars to new performance and street 
rods, traditional street rod builders like legend-
ary Canadian builder Horton Inc. have found a 
home for brake upgrades with their customers.

The show floor was scattered with a variety of hot rods, 
street rods, modest restorations, and full-tilt new builds, many 
sporting brake upgrades and big brake kits. 

We are just getting into the big brake kits,” says Jason 
Hathaway of OE Quality Friction. Hathaway says that there 
are few caveats for customers looking to add size to the big 
brake kit, or perform any brake upgrade for that matter. One 

of these is to ensure that they have the appropriate friction for 
their application, not necessarily the most aggressive. 

“They want everything they can get for the racetrack, but 
also something they can get to work with. Our street/track 
pad is for that application. It’s hard to get a low-dust, low-
noise, high-heat pad.”

THE PERFORMANCE BUCK 

STOPS HERE
BIG BRAKE PACKAGES GAINING GROUND

MARKET
TRACKER
MARKET
TRACKER
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Get more out of your ride for less out of your wallet. Gabriel’s promotion lets your customers 
save 20% on the purchase of four qualifying Gabriel ride control products. They’ll thank you for 

the better ride control and appreciate the built-in cost control.

 C
lie

n
t:

 G
ab

rie
l  

   
A

D
: T

L 
   

 J
o

b
 N

u
m

b
er

: A
M

G
B

03
08

   
Jo

b
 N

am
e:

 S
pr

in
g 

Tr
ad

e 
A

d 
   

 D
at

e 
P

ro
d

u
ce

d
: 3

/1
6/

10
P

u
b

lic
at

io
n

: J
ob

be
r 

N
ew

s 
   

L
iv

e 
A

re
a:

 7
” 

x 
10

” 
   

 T
ri

m
: 8

.1
25

” 
x 

10
.8

75
” 

   
 B

le
ed

: 8
.3

75
” 

x 
11

.1
25

” 
   

 C
o

lo
r:

 C
M

Y
K

Offer good April 1 through May 31, 2010.  20% savings executed via mail-in rebate. 
See offi cial rebate pad for more details. Promotion dates may vary by location.

AMGB0308_Mtl_trade_jobber.indd   1 3/16/10   10:29 AM

Gabriel p17.indd   17 25/03/10   8:04 AM



Though its product offering is in development for more 
applications, Hathaway says that the formulation that is 
working best in its Vortex Street/Track (VST) line falls some-
where between the company’s semi-met and applications for 
heavy-duty trucks. “We have taken a few ingredients out to 
save a little dusting and to keep the customer on the street 
and on the track.”

One of the major areas 
of customer potential is the 
SUV and light truck owner 
who has installed, or is about 
to install, larger wheel and 
tire packages. With sizes 
moving well into the 20-plus 
inch range and extremely 
open styles that leave little 
to the imagination, big brake 
packages are often desired 
for cosmetic reasons, but 
there’s more to it than that, 
says Ralph Ruzzi, Canadian 
zone director for Keystone 
Automotive Operations, Inc.

“While the first person 
who buys is looking for some-
thing that looks nice, the sec-
ond person is the one who 
buys the big wheels and tires and discovers that the braking 
isn’t what it used to be.”

Some of these new wheel and tire packages can add signif-
icant weight to a vehicle, but more important to understand, 
says Ruzzi, is where that weight is located. 
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“All that added weight is further away from the centre. It 
may not seem much, but at 100 kmh, the centrifugal force is 
much greater.” 

Slowing that mass down can take considerably more brake 
torque than was engineered into the stock brake system. 
Hence the advent of big brake kits from manufactures that 

offer vehicle owners signifi-
cant upgrades in braking per-
formance.

Of course all of this comes 
at a price. Wheel and tire 
packages can run the con-
sumer $2,000 and up, with 
front brake kits alone surpass-
ing this number. 

While the uninitiated may 
swallow hard at the prospect 
of a customer dropping more 
than $5,000 on wheels, tires, 
and a brake upgrade, Ruzzi 
says that this is precisely what 
is going on. And, he says, 
there is a trend back to high 
quality parts and systems too.

“If there is one trend, if 
I can call it that, it is people 
going to higher-quality prod-

ucts, and higher-quality brands.”
And that has to be good news for anybody in the business 

of selling performance parts. 

Continued on page 20

Continued from page 16

Ralph Ruzzi, (at left) pictured here with Keystone Automotive colleague Pete 
Graham, says that wheel and tire upgrades are driving brake upgrades. 
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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

Bigger Horsepower: Changing Realities

In February 2009, researcher Frost & Sullivan reviewed the perfor-
mance industry going forward.

Research analyst Matt Scruggs noted several opportunities, and 
a handful of barriers, that remain relevant.

Aftermarket engine performance products can be classified into 
three main categories: bolt-on performance enhancements, elec-
tronic engine modifications, and forced induction (FI) setups.

Bolt-on performance products include air filters, cold-air/short 
ram/ram air intakes, intake manifolds, exhaust headers, mufflers, 
cat-back and no-cat exhaust systems, adjustable cam gears, cam-
shafts, under-drive pulleys, lightened flywheels, etc. These are the 
simplest and most affordable performance upgrades, and are often 
starting points which introduce performance tuning to beginning 
enthusiasts. The challenge for manufacturers is that these prod-
ucts are priced comparatively low, challenging market revenues. 
However, modern vehicles typically respond very well to these prod-
ucts, as entry-level vehicles are typically factory-equipped for low 
emissions, minimal fuel consumption, and quiet operation, choices 
which hinder the stock engine’s output. Thus, bolt-on products can 
take advantage of the “free” horsepower included, but not utilized, 
in the engine’s design. 

Forced induction products are a different matter. This category 
consists of turbocharger kits, supercharger kits, and nitrous oxide 
injection kits. 

When this market took off in the 1990s, many vehicles in the 
sub-$20,000 category came equipped with engines that were 

ludicrously overbuilt, and thus perfect for performance tuning. The 
engines were simple and straightforward to modify, with only basic 
electronic engine controls and the ability to re-flash the engine 
control module (ECM) without facing copyright litigation. Some 
examples include Toyota’s 1JZ and 2JZ engines, Mitsubishi’s 4G63, 
Mazda’s 13B, Nissan’s SR20 and VG30, Honda’s B-series, etc.

Today’s enthusiasts have fewer choices for suitable engines. 
GM’s Ecotec, Honda’s K-series, Mitsubishi’s 4B11, and Ford/Mazda’s 
Duratec 993/MZR pretty much round off the list. Further complicating 
the situation is the lack of used vehicles in good condition that are 
equipped with suitable engines for FI tuning. 

Electronic engine control modifications are necessary for the 
output of significantly higher power levels in a vehicle’s engine. 
Stock ECMs can usually adapt to minor changes from bolt-on parts, 
but FI products must use some type of electronic modification to 
ensure engine durability. These products rely on the vehicle’s sen-
sors to provide data to control outputs such as variable cam timing, 
fuel injector duty cycle, and spark timing. These products can either 
alter sensor inputs to “fool” the stock ECM into making the proper 
calculations, alter the output from the ECM to the fuel injectors or 
spark plugs, or completely bypass the stock ECM and use a stand-
alone system.

Because mechanical performance adjustments are impossible 
on many modern engines, these products will remain viable tuning 
answers; unfortunately, not many enthusiasts are likely to ask the 
question in the first place.
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The Mobile Air Conditioning 
Society (MACS) World-

wide celebrated its 30th 
Anniversary Convention with 
an optimistic and focused 
group of buyers and sellers. 

While preliminary atten-
dance figures for the Las 
Vegas, Nev., event in January 
show more than 1,000 attend-
ees and nearly 100 exhibiting 
companies made up the cor-
nerstone event for this highly 
specialized segment, what 
numbers alone can’t reveal is 
the fervour with which attend-
ees devoured the technical 
sessions, social networking 
events, and, in particular, a 
packed-to-the-rafters briefing 
by the U.S. Environmental 
Protection Agency on the 
impending arrival of the new 
refrigerant, HFO-1234yf.

What techs and shop owners learned at that briefing was 
that there is very little doubt that this will become the OEM 
refrigerant of choice.

The refrigerant has been 
characterized as a “near 
drop-in replacement for 
R-134a,” making it a shoo-
in going forward. European 
bodies are mandating its 
use in all new platforms 
as of the 2011 model year. 
(There are still some ques-
tions about the timing of 
its introduction in North 
America.)

A session on this pivotal 
shift, presented alongside 
more than two dozen tech-
nical and business man-
agement classes, was an 
appropriate inclusion in 
the MACS event, which has 
remained a critical part of 
the mobile air conditioning 
training schedule despite 
recent tough economic con-
ditions. 

“MACS is proud of our 30th Anniversary Convention 
and Trade Show, and of the many attendees, sponsors, and 
exhibitors who made the effort in a down economy to bring 
the industry together to discuss business, regulatory, and 
technical issues,” said Elvis L. Hoffpauir, MACS president 
and chief operating officer. 

“The general vibe at the show was optimism for a renewed 
business climate as companies have audited efficiencies and 
made changes for the economic climate. The industry has a 
positive focus on the upcoming summer season.”

In recognition for 30 years of dedicated service, Hoffpauir 
was honoured by MACS chairman and chief executive offi-
cer Andy Fiffick during the MACS Keynote Luncheon. 
Calling all past and present MACS board members to the 
stage, Fiffick thanked Mr. Hoffpauir for his past and continu-
ing contributions to the welfare, success, and sound fiscal 
management of the society. 

The MACS Keynote Luncheon, with guest speaker Edward 
Lapham, executive editor of Automotive News, was a standing-
room-only event at the Rio All Suite Hotel and Casino, and 
was sponsored by long-time MACS member Delphi.

To learn more about MACS Worldwide and the upcoming 
31st Annual Convention and Trade Show, to be held January 
27-29, 2011 in Orlando, Fla. at Disney’s Coronado Springs 
Resort, visit the MACS website at www.macsw.org.

A/C Event Showcases

MACS convention attendees took a break from the business sessions  
to attend the popular social evening, complete with a nut-and-bolt 

matching game for prizes. More than 1,000 attended the tech session-
heavy mobile air conditioning event.

Top A/C Tech Takes Prize
Tom Massey of Auto Air and More, Las Vegas, Nev., bested a dozen 

other A/C techs to be named the Carquest Auto Parts/MACS Mobile 

A/C and Heat Transfer Technician of the Year.

It is the second time Massey has won the competition. He also 

received the award in 2007.

Competitors were put to the test of answering a wide variety of 

questions posed by Carquest Auto Parts vendors. 

Massey’s prizes included US$1,500 and a SPX Robinair DiscovR 

refrigerant identifier. The second-place winner was Kit Wickenkamp 

of DC Electrical, Clarkston, Wash., winner of US$1,000 and a TIF IR-1 

infrared leak detector. In third place was Martin Duvic of Louisiana 

Technical College, Baton Rouge, La., who was awarded US$625.

The competition is open to a/c techs in Canada and the U.S.
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Deepfreeze Refrigerants Inc. 
Manufacturers and Distributors Of Duracool Branded Products

2695 Slough Street Mississauga Ontario  L4T 1G2 
Tel: (905)-671-4222 Fax: (905)-671-4223 Toll Free: 1-888-463-2665

www.duracool.com 

Cool Earth Refrigerants Inc. 
Distributors Of Duracool Branded Products

245-61 Avenue S.E. Calgary, Alberta  T2H 0R4 
Tel: (403)-225-1877 Fax: (403)-278-5648 Toll Free: 1-877-225-1877

www.coolearth.com 

DURACOOL® 22a™
Re-Charge Kit
Direct replacement and  

enviromentally safe 
and efficient refrigerant 
replacement for ozone 
depleting R22 systems. 
Operates at a lower 
head pressure than 
R22 refrigerant and 
provides improved  
and more efficient 
cooling.

DURACOOL® Universal 
Mobile Air Conditioning  
Recharge SUPER Kit.
Kit contains two 6 ounce cans of 
Duracool 12a Refrigerant, Charging 
hose with low pressure gauge, vent 
test thermometer, Low side adapter 
fittings for older vehicles (1993 and 
earlier) and an oil analyzer.  
Part #DCR0026 

DURACOOL® 22a™ 
Hose and Gauge
Designed to easily and quickly 
fill R22 air-conditioning 
systems. Large easy to read 
gauge calibrated 
for R22 systems 
with threaded 
coupler.  
Part Number 
#DC2222

DURACOOL® 22a™
Refrigerant
Compatible with all R22 

lubricants and  
components.  
Operates at a lower 
head pressure than 
R22 refrigerant.  
Improves cooling
and reduces  
energy use.  
8 oz. (237g)

DURACOOL® Refrigerants are specifically designed as direct replace-
ments for Ozone Depleting  & Global Warming CFCs, HFCs and HCFCs. 
Ideal for all mobile A/C systems.

DURACOOL® 
Refrigerant

 
   Warming 

 
   Depleting

 
   Solution

Sealants     Refrigerants     A/C Solutions     Parts & Accessories

DURACOOL® A/C Oil Chill™ 
will reduce compressor noise, reduce 
compressor operating temperatures and 
improve heat transfer in the evaporator 
and condenser resulting in a decreased 
vent temperature. The result is colder 
air blowing from the vents and less 
load on the system. Compatible with all 
mobile A/C lubricants and refrigerants. 
One viscosity does it all. The use of  
Duracool® A/C Oil Chill™ cannot void a 
manufacturer’s warranty. 
Only from DURACOOL®.
Available in 8 oz.,  
34 oz., 128 oz. containers  
& 4 oz. cans

DURACOOL®

A/C Mobile Tune Up and Sealant Kit. 
Permanently seals leaks in evaporators, condens-
ers, “0” rings, gaskets and other non-moving 
parts. Reduces vent temperatures and compressor 
operating temperatures resulting in faster “pull 
down” times.   
Kit Contains: Duracool DuraDry™, Duracool 
SystemSeal™, Duracool A/C Oil Chill™, Safety 
Goggles, Charging Hose and Pressure Gauge and 
Brass Ends, High and Low Side Adapter Fittings, 
Oil Analyzer and a Vent Test Thermometer.  
Part # DC0024

DURACOOL® 
A/C Mobile Sealer & Re-Charge Kit.
Re-Charges mobile A/C Systems 
Stops Leaks in Rubber Hoses, 
“0” Rings & Gaskets. 
Kit Contains: 2 cans of Duracool® Refriger-
ant, 1 can of Duracool SealQuick™, Safety 
Goggles, Charging Hose with Low Side, 
Pressure Gauge and Brass Ends, High and 
Low Side Adapter Fittings, Refrigerant Oil 
Analyzer and a Vent Test Thermometer.  
Part # DC0010 
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T here was a time when all 
an A/C service specialist 

needed was a good set of 
gauges, a propane torch, 
and good instincts. Those 
days are gone.

Now, due to sophisti-
cated information networks 
that control a car’s every 
move, diagnosing and 
repairing HVAC systems 
relies as much on scan tools 
and software as emissions 
control and driveability 
work do. 

And it’s not just the 
elusive computer-related 
repairs at stake. Without 
reflash capability, you might 
be able to replace that blow-
er motor but never get it to 
talk to the rest of the sys-
tem. Until the car’s systems 
recognize it, it’s little more 
than a lump of metal and 
plastic.

With the new Canadian 
Automotive Service 
Information Standard (CASIS), slated to go into effect in 
May, Canadian technicians and shop owners are on the verge 
of getting unfettered access to repair information and reflash 
capabilities. CASIS is a comprehensive, voluntary agreement 
allowing the automotive aftermarket easy access to emis-
sion- and non-emission-related service information, diagnos-
tic tools, and training information, similar to the standard 
established under NASTF in the U.S. While some automakers 
already provide access to the Canadian industry, some do not. 

In preparation for this, it is wise to be prepared with an 
understanding of issues surrounding reflashing.

Two key presentations during the recent Mobile Air 
Conditioning Society Worldwide Conference focused on the 
tools you need to get the job done, and offered some key dif-
ferences that can best be described as the “OE or nothing” 
and “try before you buy” approach. 

First, the session led by Peter Orlando, a trusted trainer by 
Carquest, among others, on which scan tool to buy revealed 
where his overall view lies. Notwithstanding what a shop may 
have on hand, Orlando made the point that you can forget 
about finding an aftermarket do-it-all tool. 

“I can tell you that the days of the handheld scanner that 
does everything are gone.” He said the OE tool is the way 
to go—but which one? “You could spend months looking 
through the tools available. The easier question is to ask, what 
tool would I not buy?”

And that provides as good 
a jumping-off point as any for 
a discussion on the flash and 
reflash components in your 
in-bay maintenance arsenal. 
Reflash tools differ from scan 
tools in that they are not diag-
nostic devices; they are repair 
devices, essentially no differ-
ent from an impact wrench, 
except that the part they are 
designed to work on is soft-
ware (or more accurately, 
chip programming).

In his presentation, Delphi 
instructor Dave Hobbs walked 
attendees through the tool 
options available and the pro-
cedures for using them to the 
best effect. There is really only 
one thing for you to remem-
ber when shopping reflash 
tools, he said: the SAE J2534 
standard. 

One of the agreed-upon 
keys when reviewing which 
reflash boxes to consider is 
to look for the designation 

J2534-2, the important point being the addition of the “-2”, 
which denotes the most recent version of the SAE protocol 
for reflash. 

Hobbs advised, “Go to the supplier and ask what protocol 
they support. If you are looking to buy, look for the ‘-2.’” 
(Note that in at least one case, however, there is an exception: 
older BMWs still follow the older J2534 standard.)

While there is a broad range of types, brands, and price/
quality levels in the marketplace to choose from, in general, 
Hobbs said, there are some things you need to have on hand 
to successfully launch into performing reflash work. 

Of course, you need a J2354 device, but you will also need 
a scan tool that can support the reflash process and/or a 
decent late-model PC with, for example, a Pentium 600MHz 
chip, 1G of available hard drive, an open USB port, a graphics 
card, and a DVD-ROM drive (not CD). Hobbs said that if your 
computer is two years old or less, you’re fine, but not if it’s a 
Mac or a Netbook. 

You also need a high-speed Internet connection in order 
to access the reflash data that you will be downloading to the 
vehicle’s ECU. “And a good reliable connection. Any interrup-
tion can turn a module into a doorstop, sometimes recover-
able only by a reman centre or a manufacturer.” 

Wireless connections can sometimes be interrupted by a larg-
er vehicle in the bay, such as an RV, and even wired connections 
should be evaluated. “You may have a lot of [electromagnetic 

By Andrew Ross

A/C and J2534:

If you have access to a Tech 2, reflashing is probably familiar to you. 
But you don’t need one to add reflashing to your shop’s repertoire; you 
don’t even need a scan tool. But you do need special knowledge and a 

penchant for following instructions.
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interference]; and I have found the Cat 6 [cables] to be more 
robust.”

Because the investment to get started in this field can 
range into the thousands of dollars, depending on what 
equipment you have on hand—along with the fact that there 
is a significant training process if you are to really make it 
work for your business—you need to build a business case, 
Hobbs observed. Although the investment and training can 
be a considerable barrier to some shops, it might present an 
opportunity for others.

“You may become the J-tool shop in your town,” he said, 
and be able to market that capability to other shops.

Of course, to command that position you need to have the 
expertise to maintain it.

“If you have a tech that doesn’t like to follow directions, 
you can forget reflashing. You need to read every single word 
of the directions.”

There is a learning curve on where to look for information 
as well.

“Some techs are under the impression that calibration 
updates have a TSB (technical service bulletin). The hands-
on experts know that a whole lot—some say the majority—of 
calibration updates do not have TSBs.” The only way to check 
for calibration updates is to look for them in sometimes hard-
to-find sections of manufacturers’ websites. 

General Motors, for example, has a advisory category 
known as PI, for preliminary information. “What this is is a 
‘secret’ TSB. Don’t go to Alldata or Mitchell for it. You have 
to go the manufacturer’s website.”

And for that, he added, you don’t even need a scan tool or a 
reflash tool, just access to the websites. The www.nastf.org site is 
a great starting place, though the upcoming developments sur-

rounding CASIS may 
change this for Canadian 
techs.

One final caution Hobbs offered was not to go reflash-
crazy. It is not a cure-all, and could even cause more problems.

“One reason you don’t want to just reflash like you change 
socks is not to reflash over a new calibration. GM got so tired 
of having techs put new over new, they put a safeguard in.”

The reason you don’t want to do that, he explained, is that 
you lose all the adaptive relearns for the transmission, fuel 
trim, and other elements. 

“And then you have the psychological issue of having the 
car run differently when the customer takes it.” 

Working with reflash capabilities can be complex and the 
results are not always predictable, as revealed by the many 
examples offered by MACS show attendees. Ultimately, the 
best advice is to have a reliable source to go to when problems 
arise. Find a tool source that has knowledgeable, and avail-
able, tech support when you need it. 

“Good support means they might be able to take control [of 
the process] over the Web,” Hobbs said. “Cars are complicated. 
Scanners can be quirky. Now add a PC!”

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

Universal reflash units, 
like this one from Delphi, 
operate along with 
Internet-accessible data 
from the automakers 
to reprogram vehicle 
computers, no scan tool 
required.
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“All air conditioning systems leak,” says Tony Ferraro, 
president of UView Ultraviolet Systems Inc. “Even new 

cars leak.”
He’s not just saying this because UView is in the business 

of designing, manufacturing, and selling leak detection 

equipment for air conditioning units in cars. He has the data 
to back his claim up.

“Until recent studies have come out, no one really talked 
about how the systems leaked,” he says. “Studies in California 
and Europe have shown that the average air conditioning 
system in a car leaks about three ounces (85 grams) of refrig-
erant a year.” He says that the state of Minnesota has made it 
a point that all car manufacturers have to list the amount of 
refrigerant their brand new cars will lose per year.  

The Website http://www.pca.state.mn.us/climatechange/
mobileair.html covers car models for 2009, 2010, and 2011. 
Their leakage list covers most cars — besides the Fords and 
Hondas, you’ll get the figures for Porsches and Bentleys, 
but not for Ferraris or Lotuses. The figures are based on 
U.S. models but should not differ much, if at all, from their 
Canadian siblings. In a nutshell, looking at new 2011 vehicles, 
you have an average leakage rate of between 5.9 and 20 grams 
per year, representing a percentage loss of charge per year 
of between 0.5 and 3.2%. This is before any of these vehicles 
have met a pothole or a bumpy road surface.

“So if a system takes two pounds of refrigerant, you can 
basically tell when it will start to harm itself,” says Ferraro. 
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“Unfortunately, people usually 
only bring in the car when it 
stops blowing cold air. At that 
point you have done some dam-
age to the compressor. If you 
take out six ounces of refriger-
ant on a 26-ounce system, what 
the average car would lose in 
two to three years, the compres-
sor temperature goes up and 
can potentially cause damage.”

To properly start a leak diag-
nosis, Bob Savasta of Tracer 
Products says, “Most technicians 
use sniffers first. You run the air 
conditioning system, and then 
shut it off and trace every line. 
You put the probe underneath 
the lines, never over the lines, 
because the gas is heavier than 
the air so the gas will always 
sink.”

Tracer Products manufac-
tures two Tracerline gas sniffers: 
the entry level TP-9360 that can 
detect leaks down to a quarter 
of an ounce a year, and the 
advanced TP- 9364, that uses an 
infrared sensor, which “is more 
accurate and is less prone to 
false triggering.”

Savasta explains that false 
triggers can result from other 
fluids that exist under the hood 
of all cars. Both sniffers give 
the user an audio and visual 
indication of a leak. The reason 
you should start with a sniffer, 
Savasta points out, is that “if the 
leak is very small it might take a 
very long time for the dye trace to show up. Typically, what 
they will do is use the sniffer, find the leak, and then use the 
dye to verify that the leak has been repaired. Some guys like 
to use just the dye, because once the dye is in the system it 
will trace all the leaks wherever it escapes. If one system has 
three leaks they will all show up. Dyes are good to verify the 
leak to see where it is and if it has been repaired. The only 
drawback is that the dye has to be circulated — if the leak is 
large you will spot it sooner. If it is a small leak you will have 
to run the car the whole day, with the air conditioning on, 
to spot the leak. The bigger the leak the sooner the leak will 
be detected.”

“We have a chemical that seals micro leaks in air condi-
tioning equipments,” says Dennis Sullivan, marketing man-
ager of Cliplight. “They work very simply by reacting to mois-
ture. An air conditioning system, to work properly to provide 
cold air, has to be a completely dry environment. The sealant 
flows through the system in the lubricating oil and as soon as 
it detects a hole it reacts to the ambient temperature that has 
moisture in it, and it clumps up like kitty litter.”

Sullivan says that their sealants, Super Seal, Super Seal 
Premium, and Super Seal Total, work for all cars and have a 
benefit of protecting their air conditioning systems into the 
future. “The sealant only reacts to moisture to plug the hole, 
so if there is no more moisture it just carries on circulating in 
the system minding its own business. The sealant will stay in 
the system for many, many years reacting to any small holes 
that may pop up and sealing them immediately.”  

 He warns that putting in Cliplight Super Seal products is 
not a shortcut to a proper diagnosis. “One should always go 
through the process of finding out where the leak is in the 
normal fashion,” says Sullivan. “There is no true substitute 
for a proper leak evaluation.” 

Ferraro from UView echoes this sentiment. In light of 
the fact that all systems leak, he states, “Every two years you 
should bring your vehicle in to have your A/C system looked 
at and serviced if needed.”

UView makes a full line of diagnostic and service tools for 
vehicle air conditioning units. Ferraro is proud to compare 
his leak detection dyes, saying that they are very luminescent. 
“Not all dyes are created equally and a cheap dye and cheap 
lights are a bad mix because you will not detect the leak.”

Performing regular service for your customer is great 
service to the client. “When the compressor goes it is not a 
cheap job. It is about $1,000,” he notes. “A technician could 
have avoided that large bill, to his steady customer, if they 
had maintained the system regularly.”
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The Tracerline TP-9364 is certified to meet new SAE J2791 standards for 
electronic refrigerant leak detectors, can detect leaks down to 0.1 oz/year 
and is sensitive to R-12, R-134a and all other HFC refrigerants.
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IMPORTANCE
OF BRAND
TO THE AFTERMARKET • TO YOUR CUSTOMER • TO YOUR BOTTOM LINE

By Andrew Ross

THE 

Brands—all brands, in all industries—have 

taken a beating of late. In automotive terms, 

you need look no further than Toyota to see 

what can happen to a brand image, and 

how quickly it can happen.

On the flipside, looking at General Mo-

tors can give you an inkling of just how 

steep and long the climb back to a previously unassail-

able position can be. Which is only to say that brands, 

or at least the way most people think about them, can 

be fickle things.

And yet there are some very tangible benefits that 

brands can bring, benefits that can not be explained 

by simply looking at the glass and steel, or bricks and 

mortar, that make them up.

Canadian Tire, for example, has an enduring brand 

image in Canada, even if a great many people have a 

denigrating nickname for the company; they still know 

“The Tire” and they still shop there. 

For the aftermarket, the recent experience for what 

we have normally referred to as “national brands” can 

be described as difficult, to say the least. Many distri-

bution groups have also sought to differentiate them-

selves from the competition by creating their own so-

called “private label” brands (in some cases stripping 

away much of the value-added that went with them), 

and have gone even further to create private-label price 

fighters, and no-label price fighters too, all in the name 

of lowering costs.
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Now, with the aftermarket—
which is, in a sense, a brand 
of its own—on the threshold of 
some of the biggest opportunities 
for growth in some time, owing to 
the crisis at the car dealer level and 
the general price consciousness of 
the consumer in a tough economic 
environment, the issue of brands and 
what they bring to the party is getting 
a second look.

The premium-brand promise is 
simple to state, according to Charles 
Pariano, manager—North American Aftermarket Sales for 
brake supplier Aisin World Corp. of America. “Today 

the installer and the consumer 
both want value and quality.

“The OE premium part 
in the aftermarket offers this 

combination to both parties. The 
OE part as an aftermarket offering 

provides the form, fit, and function 
that originally came on the vehicle, 
therefore giving the installer and the 
consumer the best of both worlds for 
quality and the latest in technology, 
versus what some entry-level products 
may offer.”

“Premium parts play the same role in a price-conscious 
market or not,” offers Brian Fleming, director of market-
ing, Affinia Canada Corp. “They represent the best value 
and quality available, and in the long term represent value 
for the money, more than compensating for the difference 
spent on their initial purchase price.

 “More to the point, they tend to set the price point that 
all other quality levels benchmark themselves against, and 
in a price-sensitive climate set the stage for the price points 
that entry-level products can be set below them.”

And that speaks to the brand promise of the aftermarket.
“Speaking for the industry as whole, and Bosch in par-

ticular,” says Pam Krebs, director of advertising and sales 
promotion, Robert Bosch, “premium products and their 
highly recognizable brands provide ultimate value in today’s 
value-conscious marketplace. Motorists or installers rely on 
premium products to perform better and last longer, right 
off the shelf.  Today, when motorists want to be sure they get 
the maximum bang for their buck, they rely on and select 
premium products first, with confidence.”

The confidence that Krebs refers to is also referred to as 
brand equity: a brand promise to the customer. 

From the overall aftermarket’s perspective, the influx of 
products that are focused on making market inroads based 
on price has many concerned that the aftermarket’s brand 
could be eroded—at precisely the time when it needs to 
build confidence in a consumer already shaken by changes 
at the original-equipment service level.

“Premium products are really more important in times 
like today, when consumers are looking to extend vehicle 
life,” says Michael Proud, director of marketing, North 
America, Federal-Mogul Corporation.

“It’s true that customers are price-sensitive—as they 
always are—but they’re also increasingly cognizant of the 
fact that there are real differences in the parts and services 
available for their vehicles. In fact, recent consumer studies 
have shown that vehicle owners prefer four key character-
istics when choosing parts for their vehicles: engineered 
specifically for their make and model by an OE supplier; 
designed to help improve vehicle performance; engineered 
to help extend the vehicle’s service life; and proven to 
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In the early 2000s in North America, the Ford Motor 

Company made a strategic decision to brand all new 

or redesigned cars with names starting with “F.” This 

aligned with the previous tradition of naming all sport utility 

vehicles introduced since the Ford Explorer with the let-

ter “E.” The Toronto Star quoted an analyst who warned 

that changing the name of the well-known Windstar to 

the Freestar would cause confusion and eliminate built-up 

brand equity, while a marketing manager believed that a 

name change would highlight the new redesign. The ag-

ing Taurus, which had become one of the most significant 

cars in American auto history, would be abandoned in fa-

vour of three entirely new names, all starting with “F”: the 

Five Hundred, Freestar, and Fusion. By 2007, the Freestar 

was discontinued without a replacement. The Five Hun-

dred name was thrown out and Taurus was brought back 

for the next generation of that car, in a surprise move by 

Alan Mulally. “Five Hundred” was recognized by less than 

half of people surveyed, but an overwhelming majority 

were familiar with the “Ford Taurus.”

From Wikipedia

“Our industry’s reputation is only as good 
as the parts we provide to consumers.” 

—Steve Handschuh, president and COO of the Automotive 
Aftermarket Suppliers Association (AASA)
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provide a safer, more reliable driving 
experience. By these measures, the smart 
choice for the consumer is a better-
performing, longer-lasting product that 
might cost just a little more.

“We learned an interesting fact 
through our own research,” says Proud. 
“Consumers participating in our focus 
groups told us they strongly prefer premi-
um brands and products that are offered 
in conjunction with special offers. Our 
‘Smart Choice’ campaign answers this 
demand, and in doing so helps reinforce 
this brand loyalty.”

Evidence of how premium brand sup-
pliers have responded to the new real-
ities of the marketplace can be found in 
the launch of the ACDelco Advantage 
line.

Recognizing the need to offer a line that meets economic 
imperatives, but without devaluing the premium ACDelco 
brand—one of the most recognizable in the world—is no 
mean feat. 

When it was launched in the U.S. last August—it was 
actually test-marketed in Canada nearly a year earlier —a 
positioning statement from �imothy �urray, director, main-�imothy �urray, director, main-
tenance and repair business for ACDelco, explained the 
thinking.

“We’ve seen that the aftermar-
ket brake landscape is continuing 
to shift to the growing ‘Good’ and 
‘Unbranded’ segments. �he ACDelco 
Advantage line of rotors and drums is 
designed to meet this market shift with 
an enhanced brake offering and will 
capitalize on this growth opportunity 
while complementing our G� OE and  
DuraStop product lines to ensure we 
have the right products for the right 
customers.”

Since then, the Advantage line has 
been expanded to include brake fric-
tion, suspension parts, and wheel bear-
ings, in addition to brake rotors.

Outside of the understandably partisan need to turn 
brand equity into sales and profits, the overarching need to 
protect the integrity of the industry is also at issue.

“Our industry’s reputation is only as good as the parts we 
provide to consumers,” says Steve Handschuh, president and 
COO of the Automotive Aftermarket Suppliers Association 
(AASA), which recently launched its “Know Your Parts” 
campaign. �hat is true whether in the primary market of 
“do-it-for-me” or the “do-it-yourself” market. While the indus-
try campaign may sound like a motherhood issue, there is 
research to back up the claims.

In August 2009, the AASA released a landmark report, 
Independent Repair Industry—Focus Group Findings on Buying 
Influences of Repair Professionals. �ore than 60 shop owners, 
technicians, and service writers participated in focus groups 
commissioned by the AASA �arketing Executives Council 
in three geographic regions. �he results clearly show that 
repair professionals prefer premium, branded products over 

low-cost generic brands. 
“Although representing a smaller 

share of the aftermarket, DIYers learn 
the value of premium brands, at their 
own expense. For example, a family 
member of an AASA staffer recently had 
to replace the front wheel hub bearing 
assembly in the family car for the third 
time in a one-year period. �he first two 
repairs used value lines made in China; 
on the third repair, a premium brand-
name part was used. �he expense asso-
ciated with a three-time replacement far 
exceeded the initial cost savings of the 
value-line part.

“�hat is why it is so important for 
both repair professionals and DIYers 
to ‘Know Your Parts.’ AASA launched 
this industry awareness and education 

campaign at AAPEX 2009 to address the proliferation of 
low-cost, low-quality parts throughout the aftermarket sup-
ply chain. �hese low-quality parts pose a serious potential 
danger. A failure by one of these parts could threaten the 
safety of drivers operating the vehicles on which they are 
installed, as well as the repair professional who installed it. 
And these failures also threaten the reputation of the entire 
aftermarket.”

At the root of much of the question about the impact of 
brand on the aftermarket also is the question of what the 
national brand, and premium-brand suppliers, bring to the 
party beyond what is in the box.

“AASA and its �arketing Executives Council launched 
the ‘Know Your Parts’ campaign at the 2009 AAPEX show 
to answer that very question,” says Jack Cameron, vice-
president, member services and programs, AASA, and group 
executive of the AASA �arketing Executives Council. 

“At the heart of the campaign is the definition of a 
full-service supplier, to differentiate them from short-line, 
generic part suppliers that generally sell on low price alone. 
In addition to high-quality products and brand recognition, 
full-service suppliers provide essential services not offered, at 
least in total, by value-line suppliers.”

Continued on page 38
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“Services that are supplied today at no additional cost 
may come at a price or be eliminated altogether as low-
cost, low-quality products garner market share and create 
commodities out of all product categories. If left unchecked 
there is the risk that essential services such as technical 
support, training, industry-standard cataloguing, and 
others may no longer be available.” 

—Jack Cameron, vice-president, member services and programs, AASA
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Among the services Cameron includes 
are:
• Sales representation and manpower
• Industry standard cataloguing
• Regional service centres / inventory 
availability
• Marketing support and programs
• Product specifications and quality 
control
• Product liability and IP protection
• Technical support and training
• Product research and development 

“Services that are supplied today at 
no additional cost may come at a price 
or be eliminated altogether as low-
cost, low-quality products garner mar-
ket share and create commodities out 
of all product categories. If left unchecked there is the risk 
that essential services such as technical support, training, 
industry-standard cataloguing, and others may no longer be 
available.”

“The price line or price pressure in the market affects 
everyone who is in contact with the automotive part,” says 
Ian Braunstein, Satisfied Brake Products. “From the stand-
point of the installer who is struggling for profit dollars, he 
has a dilemma: does he put a price product on, or go more 
premium to service the economy segment?” Braunstein says 
that the phrase, “cheap is expensive,” has some real validity if 

the part being installed costs the garage 
in terms of reputation or comeback if 
it fails. In this respect, premium brands 
are really money-savers.

“Maybe he shortens the margin on 
the branded option slightly, to be com-
petitive, but at the same time he avoids 
the comeback, delivers a good experi-
ence to customers, and ensures their 
return business.”

With this in mind, Braunstein believes 
that price pressures are mostly coming 
from the distribution segment, and are 
not a direct reflection of pressure from 
the service garages and technicians. 

“In the matter of where the real busi-
ness is taking place, I don’t think the 

price products are as much in demand as the distributor 
thinks. I don’t believe distributors are always giving the cus-
tomer what he wants.”

“The distributor has been obsessed with commodity 
approaches, as sometimes differentiation from the manufac-
turer is solely based on price,” he adds. “The manufacturer 
is actually responding to that by competing against others. 
That being said, even the manufacturer is responsible for 
the commodity drive in order to gain more market share.” 

Continued on page 40
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And, as seems to be supported by 
recent research, he believes this puts 
them out of step with decision-making at 
the garage/service level, where what part 
is actually installed is not driven by price, 
but by quality.

Even beyond the hard parts realm, 
this value proposition is recognized. 
“Premium products provide addition-
al value and benefit to consumers beyond 
basic protection to help the consumer 
to meet today’s and tomorrow’s engine/
equipment needs, gain technical edge, 
and be good for environment and fuel 
efficiency,” says Amana Li, Pennzoil-
Quaker State Canada. “Furthermore, pre-
mium products not only contain the com-
pany’s technical and product edge, but also are the result of 
dedicated, heavy R&D investment and consistent coopera-
tion/partnership with major OEMs and racing teams.

“Premium products closely link with brand positioning, 
new industrial standards, new OEM engine requirements, 
etc. Other than premium products and technology, we 
provide various [forms of] marketing support with target 
customers for added value, e.g., promotions, training, mer-
chandising, and various programs, etc.” 

“I think the biggest thing at the customer level, the jobber 
level, is that we deliver profit to their business,” says David 

McDuffe, product and pricing manager, 
Wakefield Canada, Castrol’s Canadian 
distributor. “We spend a lot of time and 
effort really helping them retain custom-
ers. A lot of our marketing programs are 
focused on loyalty and retention for their 
customers.”

McDuffe says that the resources avail-
able from a premium brand supplier—
quality products, expert representation, 
technical resources, marketing programs 
and tools—increase the profit opportuni-
ties for everyone in the supply chain. 

“If you talk to our customers today, 
they see the value and they definitely 
value what they bring to them beyond 
the oil in the bottle. The oil change is 

the most frequent service. Shops get to interact with their 
customers and it is usually a fairly positive experience.”  

He says that every business needs to have a balanced port-
folio of product offerings, but that premium, branded prod-
uct tends to be the focus of marketing and other resources, 
which builds customer awareness, and that builds the profit 
proposition.

“I think the shoppers understand the value of brand,” says 
McDuffe. “They want to have the option. Our brand is really 

Continued on page 42
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a promise to consumers. They expect high-quality product 
in the bottle.

“And it is a promise to the customer. They expect quality, 
service, training, programs, etc. It is all 
one big package.”

“Premium products are manufac-
tured under higher quality standards 
than entry-level product; most premium 
product manufacturers follow original-
equipment quality and performance 
standards and set their level of quality 
based on OE product,” says Ramzi Yako 
of brake parts supplier ProMax Auto 
Parts Depot Ltd.

“However entry-level products are 
produced under lower quality standards 
to meet the marketplace price demand; 
consumers expect very low and com-
petitive prices from entry-level product. 
Even with current slow economic situa-
tions, demand for premium product has 
not decreased at all, but is steadily increasing; I have seen an 
increase in demand in our premium parts especially in the 
past 12 months.”

Malcolm Sissmore, vice-president, IAM North America, 
Delphi Product & Service Solutions, says that the very con-
cept of premium has shifted in important ways. 

“Today’s economic climate has everyone making adjust-
ments, from groceries to aftermarket products, as a business 
and as a consumer. We’re all looking for a fair price, but we 
still demand a high-quality product. That’s where OE suppli-
ers have the ability to maximize their assets while contain-
ing pass-through costs. During product development, OE 
manufacturing, engineering expertise, the latest technology 
developments, as well as a global footprint, all contribute to 
the bottom line. These assets provide the opportunity to be 
cost-competitive with our customers and their customers.”

And, as a market force, he says, such suppliers have estab-
lished a standard for parts development and manufacturing, 
in the process reinforcing aftermarket regulations. OE sup-
pliers have helped establish a benchmark of sorts for other 
aftermarket manufacturers to follow, driving them to main-
tain a level of quality for customers. In turn, they’ve become 
a sort of “honourary watchdog” for quality parts entering the 
aftermarket.

 “For the end user, premium parts offer confidence that 
the original equipment which rolled off the line with the 
vehicle will be replaced with the same parts,” says Keith 
Gordon, managing director, Canadian aftermarket, Delphi 
Product & Service Solutions. “Premium OE parts perform 
as the original equipment intended. Bottom line: we’re all 
customers. We want a quick repair, and we do not want to 
go back to the shop if that same repair fails. With OE-quality 
parts, customers receive the same fit and function as the 
original, the same level of performance and durability to 
help get them back on the road.

“For the shop owner, premium parts can help decrease 
comebacks and increase customer satisfaction, which leads 
to greater profitability. You don’t want customers returning 
to a shop frustrated. You want them to return based on a 
positive repair experience.”

“Strictly from a business perspective, they are selling parts 
with an advantage over white-box parts, and they can make 

more profit at the end of the day,” says Dean Weber, national 
sales and marketing manager, NGK Spark Plugs of Canada 
Limited.

“The best example I can give is 
with regards to oxygen sensors, and 
the absolute necessity of the aftermar-
ket unit to be completely compatible 
with the OE unit, matching everything 
about the sensor element and heater 
characteristics (including many other 
checks and balances from the PCM); 
otherwise, the CEL light will invariably 
come on.

“It is essential that premium brands 
not only offer complete OEM fit, form, 
and function, but they must also have 
a value proposition that gives the after-
market an advantage over the deal-
er.  This advantage can manifest as 
solutions to problems with the OEM 
part(s), as well as increased coverage 

with fewer SKUs (intelligent SKU consolidation).
“They are absolutely critical to the health of the automo-

tive aftermarket.  If we do not provide our valued customers 
with the right part for their customer’s vehicles, we will lose 
them to the dealer.  I believe we have momentum now, with 
closure at so many OE dealers and the downward trending 
of white-box products, that we can service the customer with 
high-quality replacement parts and ensure they have the 
confidence to keep coming back to the aftermarket.  This 
is a win-win for everyone: selling more parts with increased 
profit, while keeping our industry healthy for many years to 
come.”

“Let’s face it, customer experience is tremendously 
important in an age when thousands of consumers are 
turning to the aftermarket for the first time after having 
traditionally relied on the OE service channel,” says Federal-
Mogul’s Mike Proud. “How are we going to solidify these 
new customer relationships—by offering a bargain-basement 
price and reduced product quality, or by demonstrating that 
we can deliver innovative products and services that address 
the unique needs of the customer’s vehicle?”

“The dealer is a reliable source for quality products and 
service, as is the independent aftermarket,” says Handshuh. 
“Surveys show independent service providers are consum-
ers’ preferred alternative once a vehicle is no longer under 
warranty. 

“However, it only takes one bad experience with a sub-
standard aftermarket part to drive a vehicle owner back to 
the OE dealer. Without premium quality parts, the con-
sumer may come to view dealers as the only reliable source 
for automotive service—which affects everyone in the inde-
pendent aftermarket.”

“It only takes one bad experience with a 
substandard aftermarket part to drive a 
vehicle owner back to the OE dealer.”

—Steve Handschuh, AASA
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designed to hold brake parts in place have a useful life only as 
long as they can maintain sufficient spring tension.

3) Drum, Drums, Drums
While the disc-disc brake system has become much more com-
mon, there are still quite a few disc-drum-equipped cars, new 
and old, on the roads. 

And while drum brakes may be more difficult to service in 
some respects, they can still suffer from creeping failures that can 
result in an unhappy customer.

Once again, hardware can be at fault.
Drum brake hardware includes shoe return springs that 

retract shoes from the drum; hold-down springs that hold shoes 
on the backing plate; hold-down pins that hold the shoe in place 
on the backing plate; and the automatic adjuster, which compen-
sates for friction material and drum wear.

Fatigue, corrosion, or dirty hardware can cause drum brake 
performance to be less than ideal.

4) A Chemical World
Significantly, proper brake service also includes proper use of 
high-temp silicone lubricant. 

As with hardware, it is not uncommon for items being 
returned for dragging, premature wear, or binding to arrive com-
pletely dry, without any evidence of lubricant having been used. 
Make sure to look up and use only the recommended caliper lube 
procedure. Keep in mind that all manufacturers have very specific 
lubrication procedures. This lubrication is necessary to prevent 
vibration-induced noise.

B rake jobs make up the largest single category of work that 
most shops perform. However, in their haste to get the car 
off the hoist and the customer back on the road, sometimes 

technicians take shortcuts. And if the customer ends up back in 
the shop complaining, you are bound to hear about it.

Often it is the brake friction that can take the heat for noisy or 
uncharacteristic braking; while this can be true if the formulation 
is not right for the application, often other factors are at play. 

It is commonly accepted that the most frequent source of car 
owner unhappiness is noise; hence it is the most common source 
of the unhappy calls you might get from your customers.

Here are some questions you should ask them to avoid a 
repeat. In fact, it might be helpful if they were to ask themselves 
these questions when a brake job boomerangs.

1) Brake Pad Facts
While certainly not always the case, as the subsequent points 
of this article will indicate, noise can result from brake pad-
related issues. 

Shims have been found to cure many post-repair noise prob-
lems, and many pads have them integrated into the backing 
plate or included as part of the set. If the latter, technicians 
should not neglect to install them.

Pads almost always need to be bedded in, though it is less 
critical these days due to special coatings that are added to 
many pads (and rotors). Nonetheless, bedding-in is important 
and should the rotor not provide a good mating service, the 
process, and the noise that may result, could cause customer 
dissatisfaction.

According to some manufacturers, bed-in times can be 
extended if the rotor is not turned or surface is not flat, perhaps 
up to 800 km. Given this possibility, it is wise to ensure rotor 
surface finish and runout are acceptable.

2) Hard Facts about Hardware
One of the key shortcomings of a brake job gone bad is failing 
to replace brake hardware. 

Manufacturers have noted that in cases where hardware is 
supplied with brake friction, the hardware sometimes returns 
unused alongside the brake pads in warranty claims. This isn’t 
always the case, but in such instances it is clear that the techni-
cian involved has not understood the importance of replacing 
hardware.

Disc brake hardware includes anti-rattle clips and springs 
that secure pads in the caliper and prevent brake noise; guide 
pins on floating calipers that support and attach the caliper to 
the anchor plate; guide boots that protect them from corrosion; 
bushings and insulators that cushion caliper movements and 
help eliminate brake noise; and the caliper support key on some 
floating calipers that is used to locate and support it.

In today’s brake systems (actually in those produced for some 
time now), smaller rotors and lighter components have subjected 
hardware to significant heat cycling. Virtually any parts that are 

Knowledge Building:

For the Counterperson  April 2010

Helping Customers Avoid the  
Incomplete Brake Job

Continued on page 48

Unfortunately, not all service techs get to work in laboratory-like conditions; 
and sometimes they take shortcuts. Dirt and the failure to replace worn 
components are key causes of dissatisfaction following brake service.
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or call us at the Info-Line at 1-800-263-3526
www.ACDelcoCanada.com
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Scorpion™ provide an extensive and competitive line of products, 
which include anti-freeze, windshield washer, lubricants, aerosols and 
absorbents, to name a few.

Our products are available across the country serviced from our  
warehouses in Moncton, Montreal, Toronto, Calgary and Vancouver.

Contact us to grow and diversify your business! Toronto

Venture Chem Inc. Head Office 
1300 Aerowood Drive Unit 3
Mississauga, Ontario, Canada
L4W 1B7
TeL: 905-602-0338

Montreal (office)

3475 rue Griffith
St. Laurent. QC
H8T 3K7
Tel: 514-583-3363

www.venturechem.com

Venture Chem: Committed To Becoming Canada’s 
Number One Automotive Chemical Supplier

With more than 15 years of expe-
rience in the Canadian automo-
tive chemical market, when it 
came time to step out on his own, 
Mark Fell had a clear strategy in 
mind.

“In addition to the mass mer-
chandiser’s, we will be focusing 
on the aftermarket needs,” says 
Fell, whose Venture Chemical’s 
Scorpion brand includes an 
impressive line up of products.

“I believe that the aftermarket distributors and jobbers 
really need a company that will step up and meet their 
requirements, with great products, great packaging, and 
great programs.”

Fell says that the Scorpion branded product will do 
exactly that and will include everything from windshield 
washer to lubricants, absorbents and chemicals for both 
the automotive and heavy duty markets.

“And we’re rolling out bulk 
programs for windshield washer, 
coolant, and motor oil,” he says. 
“Plus, we are offering motor oil 
and coolant analysis, and a line 
of ‘green’ products is coming 
soon, too.

“We are really working on 
being a full service supplier to 
the aftermarket,” Fell continues. 
“At Venture Chem, the way we 
will succeed is by providing our 

customers with the tools for them to succeed. With dis-
tribution centres throughout Canada, we are committed 
to being the national chemical products provider for the 
automotive aftermarket.”

For more news, visit www.venturechem.com.
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Maybe we’ve 
been too quiet.

ATE brakes are so quiet, they’re OE on many  
of the best brake systems in the world. 

Perhaps we should make a little  
more noise about that.

Want quiet performance? Give us a shout. 
www.ate-na.com

ATE - a Trademark of the Continental Corporation

Even when hardware is 
replaced and the proper lube 
employed, a caliper or set of 

pads may not be free to move, 
owing to a buildup of corrosion on a bracket. Some-

times this can be very stubborn to remove, requiring a chisel or 
perhaps even the use of a rotary abrasive and a drill.

The key point is that all surfaces must be clean, in good 
condition, and properly lubricated if they are to allow the caliper 
and pads to move freely.

Failure to employ these procedures has become grounds to 
refuse warranty claims, which is something that all professional 
counterpeople should be aware of.

5) Rotor Realities
It should seem obvious that pads must mate properly with rotors 
to provide proper braking performance, but the surface of the 
rotor must also be considered. 

In addition to the requirement that runout be within spec-
ifications, the surface finish must also be rough enough to 
provide a good surface, but not so rough as to cause pads, 
particularly semi-metallic formulations, to “track.” This condi-
tion, where the pad follows the direction of finish outward then 
snaps back to the inner radius under tension from hardware, 
can cause a clicking noise. 

The solution is to ensure a non-directional finish of a very fine 
nature, between 10 and 50 microinches. Advisories call for using 
120 grit abrasive paper for the final finish. 

While ready-to-install rotors have entered the market, in 
most cases new rotors should be washed with soap and hot 

water before installation, as solvent-type cleaners may not 
remove all machining dust, and because drying with com-
pressed air can result in oil contamination of the friction 
material. 

For rotors being reused, there are a number of cleaning 
options. In any case a clean rotor is necessary for proper brake 
functioning.

It is also very important to make sure that the wheel flange 
behind the rotor is free of any rust or debris. Failure to eliminate 
rust or debris will cause rotor “runout,” which, over time, will 
cause friction material to be transferred to the rotor surface.

6) Caliper Inspection
It should also be noted that the poor condition of a caliper may 
not be outwardly visible. Corrosion of the inner surfaces of the 
caliper from water-bearing brake fluid can cause it to bind, a 
“lazy caliper” condition. In cases such as this, it may be advisable 
to replace the caliper with a bare unit, or a semi-loaded option, 
which saves time and provides the assurance of a well-functioning 
unit.

For the counterperson, the sheer number of brake jobs you 
supply parts for is staggering; and considering this, the number of 
problems that do crop up is quite small.

However, by advising customers to redouble their efforts to 
pay attention to details and avoid shortcuts, especially when busi-
ness ramps up and the pressure is on, it will pay dividends for 
them and you in fewer comebacks and a professional reputation.

Information from a variety of sources was used in creating this article, 
including the Affinia Group, Federal-Mogul, Fenwick Automotive, and 
Honeywell Friction. Special thanks to Pierre Lalonde, technical support 
specialist, Affinia Group Canada.
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Proven. Global. Solutions.
www.crc-canada.ca

CRC Industries is a worldwide leader in the production of specialty chemicals for the
DIY and maintenance professional, serving the automotive, marine, hardware, electrical,
industrial, and aviation markets. CRC is ISO 9001:2008 d and adheres to the
strictest guidelines for quality in all facets of research, development, and production.

CRC ®, Sta-Lube® and products denoted with® and ™ are trademarks of CRC Industries, Inc.
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BRAKE PARTS CLEANER – WITH POWER JET™ TECHNOLOGY

Brakleen®

Premium Non-Chlorinated Formula
is the best non-chlorinated, low VOC product on

the market. This powerful formula removes brake , grease,
oil and other contaminants fast and y. Use on all
brake related parts including rotors, cylinders, drums, linings,
brake shoes, calipers, clutch discs and disc brake pads. Safe for
ABS, disc and drum brakes.

Part No. Package Type Net Wt. Units/Case Unit Dimensions Case Dimensions
Brakleen® Non-Chlorinated Brake Parts Cleaner – Premium Non-Chlorinated Formula
75050 aerosol can 14 oz 12 9.25H x 2.63W x 2.63D 9.7H x 8.3W x 11.1D
75055 pail 5 gallon 1 13.8H x 11.3W x 11.3D 13.8H x 11.3W x 11.3D

Jet™ technology. This new spray nozzle produces a burst of product
that forcefully breaks away contaminants, while the formula cleans
and degreases instantly. The strength behind the Power Jet™
spray nozzle means faster work, requiring less product per job. The
ergonomically-designed Power Jet™ spray nozzle is easier to press,
giving the user a quick, precise shot of product where needed.

This product is Extremely Flammable. Do not apply while equipment is energized.

NEW!
Power Jet

TM

Spray Nozzle

2010 Canadian Brakleen Sell Sheet.qxd  2/24/10  10:58 AM  Page 1

30% off your
 first order!!!

reference promo #5050
  Limited to one order 
      per customer

The Strongest Name in Brake Parts Cleaner Just Got STRONGER!!

CRC Brakleen®

CRC Brakleen® Premium Non-Chlorinated Formula utilizes Power

CRC p49.indd   49 01/04/10   3:29 PM
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HI-6 Ignitions

The Crane HI-6 delivers higher spark-gap current 
than comparable digital CD ignitions and can 
handle engines with compression ratios to 14:1, 
including those with power adders. Its timing 
is accurate to ±0.5° from idle to 9,900 RPM. 
Included are larger rotary dials with precise 
“click-in” detents for setting the rev limit (600 to 
9,900 RPM in 100s).
Crane Cams
(866) 388-5120
www.cranecams.com

Performance Exhaust
Dynomax has launched two systems to cover the 
2010 Chevrolet Camaro 3.6L V6 and the 2010 
Chevrolet Camaro 6.2L V8 model. Both systems 
include 409-grade stainless steel 2.5” mandrel-
bent pipes, a premium material that provides 
extended protection against corrosion, and the 
new logo-embossed Dynomax double-walled 4” 

show tips. All of the neces-
sary OE-quality hangers 
and brackets are included 
for easy, fast installation.
Tenneco
(800) 843-4169
www.DynoMax.com

NEW PRODUCTS

Oil Pans

The new series dry sump pans from Aviaid are 
entirely CNC-machined from solid 6061-T6 alu-
minum billet. The first pan is for Chevrolet LS 
Series engines and is a perfect complement to 
the highly regarded Z06 retrofit package. It fea-
tures a built-in screen and five pick-up bungs. 
Also under development are Billet Series pans 
for Modular Ford engines and late model 
5.7/6.1L Chrysler Hemis.
Aviaid Metal Products
(818) 998-8991
www.aviaid.com

90° Dial Bore Gauges

The 90° Dial Bore Gauges measure cam bores, 
main bores, and other hard-to-reach areas 
directly with no passing through other bores 
to measure inboard journals. This product is 
now available in metric (0.100” travel in .0005” 
or .0001” increments, or in metric, 3mm travel 
in .01mm resolution). The kit includes three 
spacers, eleven probes, and case.
Goodson Tools and Supplies for 
Engine Builders
(800) 533-8010
www.goodson.com
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Once cured GLOOZIT remains flexible and is able to withstand temperature changes and
the expansion and contraction of dissimilar materials. GLOOZIT bonds virtually everything.

"GLOOZIT is an all purpose UV RESISTANT INDUSTRIAL STRENGTH ADHESIVE & SEALANT"

A series of premier adhesives in six popular SKU's (12 / case) to cover most of your GLOOING needs.

Automotive
Stock # 8312

®

AUTOMOTIVE

AUTOMOBILE
Sealant  &  AdhesiveSealant  &  Adhesive

Adhési f  e t  Sce l lantAdhési f  e t  Sce l lant

T H E  O N L Y  G L O O  Y O U ' L L  E V E R  N E E D
LA SEULE COLLE DONT VOUS AUREZ BESOIN

UV RESISTANT
 Use on: Rubber
  Fiberglass
  Metal
  Glass
  Vinyl
  Plastic
  Leather

Stock #
8312 NLS PRODUCTS

®

RÉSISTE AUX UV
Utiliser sur: Caoutchouc
  Fibre de verre
  Métal
  Verre
  Vinyle
  Plastique
  Cuir

Industrial
Stock # 8812

Industrial
Industriel

Sealant  &  AdhesiveSealant  &  Adhesive

Adhési f  e t  Sce l lantAdhési f  e t  Sce l lant

T H E  O N L Y  G L O O  Y O U ' L L  E V E R  N E E D
LA SEULE COLLE DONT VOUS AUREZ BESOIN

 UV RESISTANT
Use on:  Rubber
    Fiberglass
    Cement
    Metal
    Glass
    Vinyl
    Plastic
    Canvas
    Wood

®

 RÉSISTE AUX UV
Utiliser sur: Caoutchouc
    Fibre de verre Ciment
    Métal
    Verre
    Vinyle
    Plastique
    Toile
    Bois

Stock #
08812 NLS PRODUCTS

Marine / RV
Stock # 8612

Sealant  &  AdhesiveSealant  &  Adhesive

T H E  O N L Y  G L O O  Y O U ' L L  E V E R  N E E D
LA SEULE COLLE DONT VOUS AUREZ BESOIN

 UV RESISTANT
Use on:  Rubber
    Fiberglass
    Metal
    Glass
    Vinyl
    Plastic
    Canvas
    Wood

Stock #
08612

®

Adhési f  e t  Sce l lantAdhési f  e t  Sce l lant
 RÉSISTE AUX UV
Utiliser sur:  Caoutchouc
    Fibre de verre
    Métal
    Verre
    Vinyle
    Plastique
    Toile
    Bois

NLS PRODUCTS

MARINE & RV
MARINE ET RV

NLS coozit p51.indd   51 25/03/10   7:28 AM
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OE Foreign Branded Brake Pads

Beck/Arnley sources its line of 089 OE For-
eign Branded Brake Pads from 10 OE-
approved suppliers. The company’s brake line 
covers more than 4,340 applications with a 

focus on 1995 to 2010 model years. 
Beck/Arnley
(615) 220-3200
www.beckarnley.com

Bell Housing
QuickTime, Inc. has announced the RM-8081 
steel bell housing, a direct replacement into 
the 2009/2010 Dodge Challenger. It is SFI 
6.1 certified, weighs only 38 lbs. and includes 
a full engine plate and 
grade 8 bolts. This is 
the only steel SFI 6.1 
Certified bell housing 
available anywhere 
for this application.
QuickTime Inc.
(641) 673-4468
www.quicktimeinc.com

Billet Distributor

The Pro-Curve Billet Distributor unit 
comes pre-programmed with 27 advance 
curves. Precise timing is assured through an 
optical trigger, chemically etched stainless 
steel trigger disc, and magnetic trigger out-
put. Accuracy is within ± 0.5 degrees. The 
distributor is contained in a CNC-machined 
6061-T6 billet aluminum housing, bearing 
and bushing-supported stainless steel shaft, 
and heavy-duty distributor gear made of 
melanized steel.
Crane Cams
(866) 388-5120
www.cranecams.com

A/C Leak Detection Dye
Flash, a UV leak detection dye, 
uses a drying agent, which keeps 
the dye stable and prevents it 
from crystallizing with mois-
ture. The refrigerant charges 
the patented vacuum-packed, 
propellant-free disposable can 
design. It then mixes with the 
dye and enters the system as a 
mist through a regulating 29/1000th fixed orifice 
opening in the injection hose during start-up.
Cliplight Manufacturing
(800) 526-7096 
www.cliplight.com
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The only thing
as tough as race
day could be
your every day

Real. durable. oil.

NEW PRODUCTS

Continued from page 50
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• Seals 6 mm (1/4 inch) punctures in tread area
• Seals larger punctures in heavy ply tires
• Seals most bead and rim leaks
• Helps maintain constant tire pressure
• Effective from -43˚C (-45˚F) to over 93˚C (200˚F)
• Tires run approx. 25% cooler, providing a cooling effect
• Contains 4 Industrial Rust Inhibitors & 1 Vapour Inhibitor
• Will not corrode steel, aluminum or chrome rims
• 100% water soluble - easy clean out for recapping, patching
• Indefinite shelf life, no mixing required
• Does not void tire warranty • Stays pH neutral
• Works in high & low pressure tires / high & low speed tires
• Formulated for tube or tubeless tires
• Will not adversely effect balance when properly installed
• Completely homogeneous • Never separates
• Works with most TPMS / low tire pressure indicator sensors
• Not recommended for low tire pressure equalizer systems
• Do not mix with fluids, balancing powder, or other sealants

Contact us or visit our website for the
Tire Application Guide

Ideal for Trucks, Auto, Motorcycles, RV'S, Trailers, ATV'S, Bicycles, 
Buses, Farming, Landscaping, Forestry & Construction Equipment!

Use in any Air or Nitrogen filled tire, heavy duty equipment, 
highway or off road vehicles down to your wheelbarrows.

• Non-Flammable • Non Explosive

• Easy to install
• Bottle sizes include installation tools under cap

• Pumps include valve core remover

• Extends Tire Life • Provides Better Fuel Economy

A Premium Heavy Duty Tire Sealant

Box 790, Bobcaygeon, Ontario   K0M 1A0
P: (705) 738-2321 • F: (705) 738-4550

www.nlsproducts.ca • e: mail@nlsproducts.ca
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SEALS & PREVENTS FLAT TIRES!
Lasts The Life Of The Tire

Formulated For
Tube & Tubeless Tires

# 119-0008 (236 ml/8 oz. Ideal for 2 Bicycle Tire Apps.)
# 119-0016 (473 ml/16 oz.); # 119-0032 (946 ml/32 oz.)
# 119-0128 (3.79 L); # 119-0640 (18.9 L / 5 gal.)

# * 119-516 Pump for # 119-0640  (* Net Price) 
# 119-3840 (113 L Drum) & # 119-7040 (208 L Drum)

Available sizes:

• Easy to install

NSL/AMERSEAL pP56.indd   56 01/04/10   11:48 AM
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The best solution in aftermarket brake pads 
has arrived

Based in Brazil, FRAS-LE is one of the largest friction mate-
rial manufacturers in the world. Established in 1954, FRAS-
LE has been present in the friction materials market for 
more than half a century, and has been exporting products 
to the United States for more than 30 years.  Producing 220 
tons per day, FRAS-LE is also the world leader in produc-
tion capacity of brake linings.  With a sales office in Detroit 
and a manufacturing facility in Alabama, FRAS-LE North 
America, Inc. has been supplying the North American 
market for twenty years.  

FRAS-LE, certified in ISO 9001, ISO 14000, and ISO 
TS 16949, also has one of the best-equipped research and 
development centres in the world.  FRAS-LE manufac-
tures over 9,000 part numbers including heavy duty brake 
linings, light brake linings, brake pads, clutch facings, 
motorcycle brake shoes and pads, moulded and woven 
brake linings, brake shoes for railway and subway and 
universal flat sheets. 

Last year FRAS-LE launched its highly anticipated 
brake pads line to the American and Canadian after-
market. The line comprises four different series of pads 
with OE grade formulations specifically developed for 
every application.  Each line is made from top-quality raw 
materials and is asbestos-free. The brake pads are manu-
factured under the positive mould processing technology, 
resulting in improved compaction of the friction material, 
better homogeneity of the structure, and standardization 
of the produced parts. 

Street Master is the economical solution for high per-
formance and durability.  Its formulation provides excel-
lent drivability and silent braking action.

Magnum Pro provides ultra-smooth braking action, 
advanced technology for low noise and vibration levels, 
and Wheel-Klean technology for minimum dust levels. 

Ceramaxx features FRAS-LE’s premium ceramic for-
mulation, which utilizes a superior selection of materials 
and the most advanced engineering technology for maxi-
mum noise control and original equipment performance.  
Ultra-low dust levels are the benefit of FRAS-LE’s Wheel-
Klean technology.

Extreme Service is extremely efficient under the most 
diversified braking conditions.  This line is the best choice 
for fleets, thanks to its remarkable and safe performance, 
prolonged life of the brake disc and pads, and special 
resistance to fade.

With plants in Brazil, China, and the United States,  
distribution centres in Argentina and Europe, and com-
mercial offices in the United States, Chile, Europe, Mexico, 
the United Arab Emirates, Africa, and China, FRAS-LE 
keeps a well-structured team to serve its customers in more 
than 80 countries on all continents.  More information 
about FRAS-LE can be found at http://www.fras-le.com/
northamericanpads.
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YOUR NAME:_________________________________ YOUR COMPANY NAME:____________________________________________

YOUR COMPANY ADDRESS:_____________________________________________PHONE NUMBER:(____) ____________________

I NOMINATE_________________________________________ WHO OWNS______________________________________________

AND IS LOCATED AT THE FOLLOWING ADDRESS:____________________________________________________________________

BUSINESS PHONE:(____)_________________________ HE/SHE HAS BEEN IN BUSINESS FOR APPROXIMATELY_____YEARS

AND I NOMINATE THIS PERSON FOR THE FOLLOWING REASONS: (attach a separate sheet if necessary)

BUSINESS SUCCESS: ___________________________________________________________________________________________

____________________________________________________________________________________________________________ 

___________________________________________________________________________________________________________

INDUSTRY INVOLVEMENT:
____________________________________________________________________________________________________________

___________________________________________________________________________________________________________

COMMUNITY SERVICE: _________________________________________________________________________________________

____________________________________________________________________________________________________________ 

___________________________________________________________________________________________________________

(Your Signature) _________________________________                (Date) ____________________________________________

a l s o  o n l i n e  a t  w w w . a u t o s e r v i c e w o r l d . c o m

N O M I N A T E  S O M E O N E  T O D A Y !

  •  1984-John MacDonald, Ideal Supply Company, Listowel, Ont.  •  1985-Pat Gorman, Pat’s Auto Supply, Grande Prairie, Alta.  •  1986-Laurence Fortin, Fortin’s Supply, Chilliwack, B.C.  •  1987-Herb Brown, H.E. Brown Supply, North Bay, Ont.  •  1988-Claud Richard, Richard Auto Supply, St-Eustache, Que.  •  801989-Gary McCurdy, Glanmore Auto Parts/Bowness 

Auto Parts, Calgary, Alta.  •  1990-Magella Boutin, Autopoint, Drummondville, Que.  •  1991-Leslie A. Buzzell, R.K. Buzzell Ltd., Moncton, N.B.  •  1992-Harry Zeller, Zelmor Automotive, Medicine Hat, Alta.  •  1993-Bob Brown, Hosie & Brown Auto Electric Ltd., Gloucester, Ont.  •  1994-Gord Davenport, Gord Davenport Automotive, Orangeville, Ont.  •  1995-John 

Maslack, Maslack Supply Ltd., Sudbury, Ont.  •  1996-Dale Devlin, Halton Automotive Industrial Supplies, Milton, Ont.  •  1997-Ron Fraser, Silver Automotive, Lethbridge, Alta.  •  1998-Morley Wagner, Auto Electric Service, Regina, Sask.  •  1999-Bill and Doug Elton, Colonial Garage & Distributors, St. John’s, Nfld.  •  2000-Dennis Wyatt, Miller & Wyatt, Kelowna,. B.C.  

•  2001-Charlie Main, Sussex Auto Parts, Sussex, N.B.  •  2002-John Zuk, Automotive Trade Supply, Kitchener, Ont.  •  2003-John Cochrane, Cochrane Automotive, Toronto, Ont.  •  2004-Dick Fisher, Fisher Auto Parts & Equipment, Kingston, Ont.  •  2005-Rob Simington, Simington Automotive and Industrial Supply, Hagersville, Ont.  •  2006-Howie MacKenzie, Rafuse 

Autoparts Centre, Bridgewater, N.S.  •  2007-Adrian Gordon, Carquest Auto Parts, Waterloo, Ont.  •  2008-Wayne Maunula, Auto Parts Central, Thunder Bay, Ont.  •  2009-Jim Bintas, Nick Bintas, Stavros Bintas and Peter Bintas, Spark Auto Electric, Toronto, Ont.  •  

SALUTING 25 YEARS OF EXCELLENCE:

Name a worthy recipient and earn a chance to win dinner for your team.      Maximum value $500

JOY ADp60,61 .indd   60 25/03/10   7:41 AM
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Named after the founders of Jobber News Magazine, E.J. & A.E. Wadham Memorial Award 
recipients represent a who’s who of the best in the Canadian automotive aftermarket,  
representing aftermarket auto parts wholesalers from across Canada,  
from businesses large and small, and of all affiliations. 

The award recognizes those who epitomize the values of the  
automotive aftermarket though business excellence,  
community service, and industry contributions.

  •  1984-John MacDonald, Ideal Supply Company, Listowel, Ont.  •  1985-Pat Gorman, Pat’s Auto Supply, Grande Prairie, Alta.  •  1986-Laurence Fortin, Fortin’s Supply, Chilliwack, B.C.  •  1987-Herb Brown, H.E. Brown Supply, North Bay, Ont.  •  1988-Claud Richard, Richard Auto Supply, St-Eustache, Que.  •  801989-Gary McCurdy, Glanmore Auto Parts/Bowness 

Auto Parts, Calgary, Alta.  •  1990-Magella Boutin, Autopoint, Drummondville, Que.  •  1991-Leslie A. Buzzell, R.K. Buzzell Ltd., Moncton, N.B.  •  1992-Harry Zeller, Zelmor Automotive, Medicine Hat, Alta.  •  1993-Bob Brown, Hosie & Brown Auto Electric Ltd., Gloucester, Ont.  •  1994-Gord Davenport, Gord Davenport Automotive, Orangeville, Ont.  •  1995-John 

Maslack, Maslack Supply Ltd., Sudbury, Ont.  •  1996-Dale Devlin, Halton Automotive Industrial Supplies, Milton, Ont.  •  1997-Ron Fraser, Silver Automotive, Lethbridge, Alta.  •  1998-Morley Wagner, Auto Electric Service, Regina, Sask.  •  1999-Bill and Doug Elton, Colonial Garage & Distributors, St. John’s, Nfld.  •  2000-Dennis Wyatt, Miller & Wyatt, Kelowna,. B.C.  

•  2001-Charlie Main, Sussex Auto Parts, Sussex, N.B.  •  2002-John Zuk, Automotive Trade Supply, Kitchener, Ont.  •  2003-John Cochrane, Cochrane Automotive, Toronto, Ont.  •  2004-Dick Fisher, Fisher Auto Parts & Equipment, Kingston, Ont.  •  2005-Rob Simington, Simington Automotive and Industrial Supply, Hagersville, Ont.  •  2006-Howie MacKenzie, Rafuse 

Autoparts Centre, Bridgewater, N.S.  •  2007-Adrian Gordon, Carquest Auto Parts, Waterloo, Ont.  •  2008-Wayne Maunula, Auto Parts Central, Thunder Bay, Ont.  •  2009-Jim Bintas, Nick Bintas, Stavros Bintas and Peter Bintas, Spark Auto Electric, Toronto, Ont.  •  

SALUTING 25 YEARS OF EXCELLENCE:

JOBBER OF  
  THE YEAR AWARD

JOY ADp60,61 .indd   61 25/03/10   7:42 AM



Auto & Light Truck
Stock # 1570

70 Test Strips / Bottle

Heavy Duty
Stock # 2050

50 Test Strips / Bottle

COOLANT TEST STRIPS
AUTOMOTIVE & LIGHT TRUCKS

A consistently reliable tool to quickly evaluate the condition of all types of Ethylene and
Propylene based coolants. Simply dip & compare the test strip results to the diagnostic
chart.Within a minute the service provider can show the customer whether antifreeze

coolant maintenance is needed.

Coolant related failures are statistically the
No. 1 cause of mechanical breakdowns on the

highway today.

For EXTENDED LIFE & Conventional CoolantS
TESTS: RESERVE ALKALINITY, FREEZE POINT/BOILING POINT & pH

LEVELS

A consistently reliable tool to quickly evaluate the condition of Glycol, Molybdate, Nitrite &
pH levels in coolants. Simply dip & compare the test strip results to the diagnostic chart.
Within a minute the service provider will know whether coolant maintenance is needed.

Over 40% of truck downtime is related to cooling system failure.
Know the major cooling system problems, how to identify and prevent them.

HEAVY DUTY
COOLANT TEST STRIPS

RCKA/HD 0508

TESTS: pH LEVELS, GLYCOL, NITRITE &MOLYBDATE

Drive Up Super Cleaner uses advanced chemical engineering to actually penetrate beneath the
surface into porous concrete, asphalt & masonry ... It doesn’t sit on the top of surfaces like
other cleaners. Drive Up then physically forms a chemical bond around oil or grease that
literally is then driven up & out of the surface when hosed off with water.

Easy, Just Hose Off! • Deep Penetrating Power!
Safe on Concrete, Asphalt, Paint and Sealers!

Bobcaygeon, ON K0M 1A0 (705) 738-2321 • (705) 738-4550
www.nlsproducts.ca • mail@nlsproducts.ca

Non-Toxic • Non Abrasive • Non-Flammable
An amazing scientific breakthrough that removes motor
oil, grease and heavy soils from driveways, garages,
walkways, barbecue grills, lawn equipment, plastic
playground equipment, wooden decks and a variety of
surfaces without scrubbing. Drive Up is also an excellent
cleaner for household chores such as showers, tubs,
toilets, sinks, fiberglass, etc.

# 48721
946 ml
6 / case

# 91001
3.78 L
6 / case

Bef
ore Aft

er

DRUPE 0909
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Ethanol-Blended Fuels Are
Changing The Game

Driven by federal (Environment Canada) and provin-
cial government initiatives, ethanol-blended gasoline is 
rapidly increasing in use and availability across Canada. 
British Columbia, Saskatchewan, Ontario, and Manitoba 
now have renewable fuel standards in place. 

Alberta’s standard targets implementation for this 
year. The Environment Canada initiative calls for national 
implementation for September of 2010. The standards call 
for a minimum renewable fuel (ethanol) content of 5% in 
gasoline. Some provinces are higher. This has resulted in 
the widespread use of E10 (up to 10% ethanol) gasoline 
blends in the provinces that have had standards in place 
for some time. The goal is to reduce Canada’s carbon 
footprint by replacing traditional petroleum-based gas 
with organic bio-based fuels. 

As with any change there are always conse-
quences. Many a Canadian boater has found 
out that ethanol-blended fuel is not the same 
old gas. Ethanol is hygroscopic (readily absorbs 
and retains water). Essentially it can draw 
water from the atmosphere surrounding it and 
absorb it into the fuel mixture. 

As water and gas do not mix, this quickly 
results in a process called Phase Separation. 

The water and ethanol mixture separates 
from the gasoline and drops to the bottom of 
the fuel. The upper gasoline layer remaining in 
the fuel is now octane-deprived, often losing as 
much as 4% of its initial octane level. As most 
engines are designed to run on a minimum 
octane level (87%), this can result in a poorly 
performing engine, loss of power, and poor fuel 
economy. Of greater concern is the ethanol/
water layer now residing at the bottom of the 
fuel mixture. When drawn into an engine, the 
ethanol acts as a solvent effectively stripping 
away critical lubrication within the engine’s fuel 
system. 

The water, of course, is highly corrosive 
and can lead to significant wear and tear over 
time. These issues are of particular concern for 
small engines that see intermittent use (lawn 
mowers, ATVs, snowmobiles, motor bikes) and 
marine engines due to their exposure to damp 
conditions. Traditional fuel stabilizers have 
little effect in protecting against the damage 
associated with Phase Separation. They simply 
were not designed with ethanol in mind. 

CRC has addressed this issue with the 
introduction of PhaseGuard 4™ Ethanol Fuel 
Treatment. PhaseGuard 4™ has been formulat-
ed to allow the blended gasoline to suspend the 
water without allowing for Phase Separation 
and containing a powerful blend of perfor-
mance additives and corrosion protection to 
limit the damaging effects of ethanol. Equally 

effective in E10 to E85 blended fuel, PhaseGuard 4™ 
should now be used in place of traditional fuel stabilizer 
wherever ethanol-blended gasoline is sold.

For more information please visit www.crc-canada.ca.
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Continental offers an exceptional range of ATE and VDO 
premium brand products, all built to the same quality 
standards as those supplied to leading automakers around 
the world. Choosing ATE and VDO helps you provide 
your customers with true OE quality and best-in-class per-
formance. 

ATE – OE engineering heritage
ATE has been renowned for its OE engineering and excel-

lence for over 100 years. 
Continental continues 
to maintain customer 
trust and confidence by 
consistently delivering 
on the promise of OE 
quality, fit, and perfor-
mance with the entire 
ATE line of brake prod-
ucts, including its inno-
vative, PremiumOne® 

Disc Brake Rotors and 
Pads, Original Disc 
Brake Pads for European 
Vehicles, and Brake 
Systems Components. 
www.ate-na.com

VDO – Quality and innovation
VDO has a worldwide reputation for innovation, quality, and 
engineering excellence. You can count on wide European, 
Asian, and domestic vehicle coverage and an ever-expand-
ing range of OE engineered aftermarket parts, including: 
TPMS Replacement Parts, Electric Motors, Door Systems, 
Engine Management, Fuel Supply Systems, Instrumentation, 
Sensors, and Accessories. www.vdo.com/usa

Continental is constantly working to help you become 
more successful and profitable with first-to-market introduc-
tions, competitive pricing, reliable fill rates, expert category 
management, and complete sales support.

Continental Commercial Vehicles & Aftermarket
Tel: (610) 289-0488
salessupport-us@continental-corporation.com 

Continental – Your source for ATE and  
VDO OE engineered replacement parts

Motor Oil Matters:  
The Top Synthetic Oil Choice for your Vehicle

Get Unsurpassed Durability with a Synthetic Oil 
Designed to Fit the Needs of Your Vehicle
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Quaker State Ultimate Durability
Quaker State Ultimate Durability motor oil 
is heat-activated to help protect your car’s 
engine from wear even under the most 
extreme driving conditions. In fact, it pro-
vides* unsurpassed protection against fric-
tion related wear. 

Key Benefits:
Quaker State Ultimate Durability oil helps provide:
Unsurpassed protection against friction-related wear, especially as temperatures 
increase*
Superior resistance to thermal and viscosity breakdown**
Superior lubrication and flow at extreme low and high temperatures**
Improved resistance to engine stress at high RPMs and under heavy loads**

For more information visit www.quakerstate.ca
* As measured in ASTM Sequence IVA test, using SAE 5W-30 engine oil.
** Comparison based on Quaker State Advanced Durability conventional oil.
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L112C 
Liquid Wrench Super Penetrant 
A versatile, multi-use penetrant for use by mechanics 
and DIY for disassembly of corroded pipe joints, rusted 
bolts and machinery, painted or gummed up metal 
mechanisms, etc. Also use to clean guns and sports 
equipment. Loosens rust & corrosion almost instantly. 
Does not contain silicone. 

L512C 
Liquid Wrench Dry Lube 
Long-lasting dry lubricant film that provides superior 
lubricity with no oily residue. Use on interior doors, 
windows, hinges, and locks. Does not collect dust. 

M914C 
Liquid Wrench Silicone Spray 
Stops squeaks, rust and corrosion. Excellent mold 
release. Brightens rubber, vinyl and leather. Protects 
aluminum and chrome from pitting. Lubricates locks, 
striker plates, hinges, mowers, nylon slides, bicycles, 
windows, zippers, etc. Does not contain chlorinated 
solvents. 

L212C 
Liquid Wrench Super Lubricant 
Frees rusted parts and helps stop corrosion on nuts, 
bolts, screws, fasteners, chains, cables and linkages, 
valves and fittings, lawn mowers and automobile 
engines. Displaces water from wet surfaces and leaves 
a rust inhibiting film. It dries out engines, spark plugs, 
coils, switches and wiring. Harmless to fabrics, plastic 
and leather. Does not contain silicone. 

BGS1 
Gunk Dry Graphite 
Use as a lubricant and parting compound on engines, 
pumps, cables, etc, or wherever heat and friction is a 
problem. Contains no oils or moisture-based diluents, 
and is inert to water, oils and alkalis. Effective at 
temperatures from  -37°C to +537°C. 

L716 
Liquid Wrench Chain Lube 
A superior heavy-duty lubricant formulated for chains, 
cables and wherever extreme pressure or temperature 
occur.  Contains small particles of molybdenum 
disulfide (MOLY) which provide reduced friction  and 
lubrication. Has strong anti-sling qualities. 

L616C 
Liquid Wrench White Lithium Grease 
Reduces friction between metal to metal or metal to 
plastic applications. Use on hinges, locks, doorstop 
latches, and striker plates, speedometer cables, brake 
cables, distributor cams, battery terminals, etc. Aerosol 
sprays on as a liquid, and then sets up as lubricating 
grease that will not melt, run, wash off or freeze. 
Protects against rust and corrosion. 

L312C 
Liquid Wrench Super Lubricant with Cerflon 
Versatile lubricant and penetrant  in a convenient 
aerosol applicator with spray tube for precision 
application. Quickly frees rusted and frozen bolts and 
parts. Rust inhibitor protects metal parts from corrosion.
Cerflon increases lubricity for long-lasting and 
exceptional lubrication qualities. 

PART OF THE GUNK FAMILY OF PRODUCTS SINCE 1941, LIQUID WRENCH 
HAS BEEN MAKING PREMIUM LUBRICATING, PENETRATING, AND 
PROTECTING PRODUCTS FOR CANADIAN PROFESSIONALS WHO KNOW 
THEIR CHOICE OF TOOLS CAN MAKE ALL THE DIFFERENCE. THEY USE THE 
RIGHT WRENCH FOR THE JOB! 

RADIATOR SPECIALTY COMPANY OF CANADA 
1711 AIMCO BLVD. 

MISSISSAUGA ON L4W 1H7 
T:  800-268-2330 
F: 800-435-6696 

www.gunk.ca 
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FREMAX from AGNA

With more than 1,300 parts for passenger cars and light 
commercial vehicles, Fremax offers excellent coverage 
for vehicles assembled in South and North America, the 
European Community, and Asia. 

Fremax brake rotors and drums provide the perfor-
mance and reliability that customers demand. All products 
are compatible with requirements from different vehicle 
models of car manufacturers worldwide.

This technology is now available from Agna Brakes.

FREMAX BRAKE ROTORS AND DRUMS
Ready to Go
Fremax brake rotors and drums come with READY TO 
GO technology, saving cleaning time and preparation 
work, since it’s not necessary to clean the part or remove 
the protective oil. 
Stop and Go
Fremax products also come with STOP and GO finishing, 
which improves friction rate, at no additional cost.

STOP and GO improves friction rate and allows easy 
and fast bedding the first time you push the brakes. This 
increases safety after replacement of parts and reduces 
return to auto service shops to adjust and correct prob-
lems in the braking system.

Fremax rotors are made of special cast iron alloy with 
higher carbon content. High-carbon discs have been 
successfully used in high-performance car racing applica-
tions. Fremax has included this technology in its wide 
range of applications.

Optimize thermal conductivity
• Help prevent brake judder
• Avoid braking noise due to better damping coefficient
• Higher resistance to distortion and thermal cracking
• Improved braking safety and performance

Fremax provides a 
special finishing in a 
wide variety of brake 
disc and drum appli-
cations. This finish-
ing consists of paint-
ing the hub with a 
high temperature 
automotive coating 
and ensures maxi-
mum protection 
against corrosion.

HIGH PERFORMANCE LINE
Based on its “Stock Car Brasil” experience, Fremax has 
made High Performance rotors available for the street.

Maximum Performance — under wet conditions it propels 
water away from the friction surface.

Higher resistance to fading — exits the gases between the 
brake pad and rotor.

Exclusive painting — protects against oxidation.

Wear monitoring — grooves allow the measurement of 
the minimum thickness recommended.

Micro-shave effect — continually renews the friction 
material from the brake pads.

The High Performance discs also include the Carbon+ 
and Painted features. These features help braking perfor-
mance and increase product life.

Agna Brakes 
9365 de Meaux, St-Leonard, 
QC H1R 3H3
Phone: 514-333-7781 
Toll Free 888-333-AGNA (2462)
Fax: 514-333-8759   
www.agnabrakes.com
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  AUTOMOTIVE PARTS &  
  ACCESSORIES
Goodyear Engineered Products

www.goodyearep.com/aftermarket
www.goodyearbeltsandhose.com
The officially licensed belt of 
NASCAR. Gatorback, the quiet 

belt. You can never replace Goodyear quality.

NGK Spark Plugs Canada Limited
www.ngksparkplugs.ca
The World Leader in  
Spark Plugs, Oxygen 

Sensors and Ignition Wire Sets. 
Used by 87% of the World’s OE Manufacturers

S.B International Inc. 
www.sbintl.com
“We keep engines  
humming”

  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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Stock # C31 525 g TM
MD

Stock # C34 315 g

HEAVY DUTY • INDUSTRIAL STRENGTH

TM
MD

LITHIUMHD
WHITE GREASE

• Environmentally Friendlier • Solvent Free, Non Toxic
• Contains No Silicones / Teflons • Pure Oil Blends
• Breaks loose rusted joints & bolts, controls rust, corrosion & squeaks

Break Thru
Heavy Duty • Pure Blend • Fast Penetrating Oil

Stock # C10 370 g & C5 145 g

Light Lubricant • Inhibits Rust & Corrosion
Frees Frozen & Rusted Parts

TM
MD

HEAVY DUTY • INDUSTRIAL STRENGTH

Stock # C33 285 g

Synthetic Polymer Lube • Dries to the Touch
• Lubricant Effective from -40˚C to +205˚C

• Auto • Marine • Farm • Shop • Office • Industrial
Lubricates, Seals & Protects Metal, Plastic,

Rubber & Wood, Stops Squeaks, Friction & Corrosion

Professional
Streakproof No Running

No Ammonia

TM
MD

SUPERIOR LIQUIFIED FORMULA LUBRICATING GREASE
Reduces Wear • Stops Squeaks • Repels Moisture

• Remains Soft & Pliable
• Metal to Metal / Metal to Plastic Lubrication

• Works in High & Low Temperatures

Auto • Truck • Boat • Industrial • Home
Safe for Window Tint Film, Mirrors, Plastics, Lexan & Acrylic

Cuts Tough Dirt, Grease, Grime & Smoke Film  • Pleasantly scented. 
Windshields, Dashboards, Glass & Plastic Windows, Chrome, Vinyl,

Stainless Steel, Tile, Porcelain, Fiberglass & Plexiglass

C10_C33_C34_C31 Ad Page0709 Col:Layout 1  3/9/10  2:23 PM  Page 1
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Stock # C111 390 g

•Quickly Degreases & Cleans • Non-Electrical Tools
• Disc & Drum Brakes • Wheel Bearings & Metal Surfaces
• Clutches & C.V. Joints • Large & Small Parts

PROFESSIONAL STRENGTH • NON-CHLORINATED

Bobcaygeon, Ontario
T: (705) 738-2321 • F: (705) 738-4550

www.nlsproducts.ca • mail@nlsproducts.ca

Complete & Rapid Evaporation • Blasts Away Dirt & Dust Deposits

TM
MD

TM
MD

TM
MD

BRAKE - PARTS CLEANER
Stock # C37 525 g

DEGREASES
DEGREASES

Tire

Dirt To Shine in One Easy Step   •   No Rinsing • No Wiping

CLEANS • PROTECTS • SHINES

Stock # C32    520 g

Leaves Low Luster Shine • Provides a Barrier of Protection • Resists Moisture
• Dissolves Dirt, Brake Dust, Road Grime • Not Harmful to Wheels

SEALS &PROTECTSBLACK

MULTI USES:
Wheel wells • Frames & Underbody • Welded Joints • Rocker Panels • Truck
Linings • Body Repairs • Tree Prunings • Driveway Cracks • Motor Homes

• Mobile Homes • Chimney Flashings • Gutters & Downspouts • Fence Posts
• Foundation Cracks

Stock # C35    450 g

• Fights Rust
• Soundproofing
• Quick Drying

UNDER COATINGUNDER COATINGUNDER COATING
Body Shop Textured Finish

RUBBERIZED & PAINTABLE

BLOCKS OUT SALT & WATER • RESTORES PROTECTION

1001 USES FOR WASHABLE & PAINTED SURFACES
Deep-cleaning lifts grease, dirt & grime • Spray on - Wipe off

Cleans, Shines & Restores true colour & appearance
Removes Soap Scum, Finger Marks, Hair Spray, Soot & Smoke Film

• ALL PURPOSE CLEANER • TM
MD

Max

Foam Cleaner
Cleaning Power of ORANGE & Fresh Citrus Scent
Auto • Truck • Marine • Industrial • Home
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Editorial
Comment

NEXT MONTH

N
ot too long ago I sat down with Brad Morris to interview him for the 
cover story on his new chairmanship of the Automotive Industries Asso-
ciation. “The Detail Guy” was the title of the article, which appeared in 
our October 2009 issue, and he has yet to live down the new nickname. 

We discussed, at length, the downside of rapid economic recovery. 
The economic environment was challenging enough without piling on the need to 
access credit to keep pace with rapid shifts in production needs, tax fledgling sys-
tems put into place to deal with the need for greater efficiency, and having to absorb 
organic growth and car-dealer-driven shifts in the marketplace at the same time.

It now seems like we need not have worried so much about rapid recovery, so 
much as understand what to do with a market metamorphosis.

The aftermarket is not the same as it was when we went into the economic chasm 
not all that long ago. From a challenged market to one that has become newly 
reawakened, refocused, and re-energized has taken less time than anyone could 
have imagined.

Yes, the service bays in many locations could be busier than they are, but that will 
come. What is more noticeable, and I believe more important, is the positive out-
look by individuals at all levels of the aftermarket. 

Not to make light of the challenges ahead, but there are very few who look to the 
future and believe that the prospects ahead are worse. Quite the contrary: The gen-
eral mood is optimistic, and many are seeing growth every day. 

Frankly, two or three years ago, I dreaded asking the simple question, “How’s it 
going?” That trepidation appears now to have passed.

Sure, the effect of a rise following a deep trough can be mainly psychological, but 
it’s often psychology that drives business and the market, not the other way around.

If you don’t believe me, ask yourself why people get so wrapped up in how the 
stock market is doing even when they don’t own any stocks. Sure there is an argu-
ment to be made about equities and what they mean for the market at large, but 
when the Dow or the TSX drops a few points, or the dollar shifts, people tend to 
react out of proportion to the actual impact on their own finances. They hold onto 
their dollars, tell everyone who will listen that they’re freaked out, and before you 
know it you have a good old-fashioned economic reversal. 

Now, having trudged our way through most of it, people are seeing some bright 
patches and declaring some degree of victory.

In any case, it is heartening to have conversations with business leaders who 
reveal that this year is better than last, and is expected to improve even further still. 
In some cases, increases are into the double-digit percentages and climbing. 

At the very least, this means that consumers have decided that they can no longer 
put off vehicle maintenance. Even discretionary purchases at the performance level 
are creeping up. It’s all great news for the industry, which has emerged stronger, 
leaner, more responsive, and better equipped to handle the needs of the market-
place. 

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

Business Technology 
hits May with a look 
at new tech tools. Plus 
Ride Control, Emissions 
Tech, Cooling Systems, 
and Heavy Duty Truck 
Opportunities.

THE IMPACT OF  
THE INDIVIDUAL
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Client Valvoline Canada

Client Contact Dennis Favaro (905-855-6500)

Creative Contact Jeff Maguire (403-398-5640)
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Filename valvoline_ASE_EN_SSGM.pdf
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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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MADE IN BRAZIL

“DRY OIL” TECHNOLOGY

NO CONTAMINATION OF BRAKE
PADS REDUCES NOISE

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

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

Now, FREMAX offers brake discs and drums that 
come with READY TO GO technology, which saves 
cleaning tme 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:

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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