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Value-added selling is not a process; it’s a philosophy. 
When you, as a salesperson, have the ability to turn  
customer satisfaction into lasting customer enthusiasm, 

you will distinguish yourself from 
all the others and close 

more sales. When you 
sell value as opposed 
to product and price, 
your customer will see 
the value in choosing 
you in return.
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While the lure of social media can be tough to ignore, 
and you shouldn’t, you should also spend your time 
looking at tools that can have a direct impact  
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10 Market Tracker
EPA 2010 Trucks Present $2.8 Billion 
North American Opportunity
New emissions technologies will drive opportunities  
for the heavy-duty aftermarket. For the aftermarket, the 
EPA 2010 regulation is more of a boon than a bane.

The ride control category responds 

well to efforts on the inventory 

and training fronts, but effective 

use and deployment of  

promotions can really give 

your sales in the category a 

kick in the pants.  We offer 

tips on a comprehensive 

strategy.

GIVE YOUR RIDE CONTROL SALES
BOUNCE
Inventory   •   Training   •   Promotions
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Follow us on Twitter.

Get AutoServiceWorld.com 

News and more by  

following JobberNews 

on Twitter.

4 JOBBER NEWS / MAY 2010

Raybestos Promotion 
Builds On IndyCar 

Involvement
The Raybestos “Speed 

Into Savings” consumer 
rebate promotion and 
the automotive service 

provider sweepstakes have 
been launched to  

celebrate Raybestos 
Brakes status as The 

Preferred Street/Road 
Course Brake Pads in the 

IZOD IndyCar Series.
Running from April 15  

to June 30, it offers  
consumers up to $35  
dollars in cash card 

rebates. Qualifying regis-
trations received by July 

7, 2010, are eligible.
Raybestos is also offering 

automotive service  
providers a chance to 

earn a $50 cash card by 
registering the installation 
of 50 qualifying Raybestos 

brake parts. Entries 
received by July 7, 2010 

are eligible. 
Early bird entries  

postmarked and received 
at Raybestos headquarters 
by May 31 will be entered 

in a draw for one of 
five trips for two to the 

“Streets of Toronto”  
Indy Race, July 18, 2010.

John Cochrane, a pivotal figure in bringing the 
Right to Repair issue to light and a former Jobber 
News Jobber of the Year, has been presented 
with the Automotive Industries Association 
of Canada’s prestigious Distinguished Service 
Award for 2010.

The Distinguished Service Award is the high-
est award presented by the association.

Cochrane, the owner and president of 
Cochrane Automotive in Toronto, Ont., was pre-
sented with the award during the AIA Aftermarket 
Conference for Executives in Montreal, Que.

John Cochrane’s personal contributions to 
the growth of the aftermarket industry in Canada 
are well known. Of particular note among his 
many activities are his efforts surrounding the 
Right to Repair issue. His experience and know-
ledge on the topic have been instrumental to the 
Canadian aftermarket industry.

“John is a true leader and through his tireless 
efforts that included many presentations across 
the country to both industry and government, 
he helped mobilize our industry to ensure that 
automotive technicians and collision repairers 
have access to the information they need to 
properly service and repair Canada’s automotive 
fleet,“ said John Watt, AIA past chair, during the 
presentation.

In his acceptance speech, Cochrane thanked 
his wife and business partner Leah for her sup-
port, his late father Frank for teaching him the 
business, and his daughter Ashley for under-
standing when industry business took him away 
from home. 

“The staff at Cochrane Automotive, namely 
Raye Brown, Peggy Li, Larry Gass, and Gennaro 
Scamperti, have been with me for over 20 years. 
Without their support I would not have been 
able to volunteer as much time and energy 

to the AIA and the aftermarket 
industry it represents. I am also 
indebted to all of my staff for their 
continual support and hard work, 
especially in these tough economic 
times,” Cochrane added.

Cochrane also urged the after-
market to ramp up cooperative 
efforts on vehicle inspections.

“Another issue that the after-
market and vehicle manufacturers 
need to collaborate on is to lobby 
the government in every province 
to implement mandatory vehicle 
safety inspections to be performed 
yearly, tied around license renewal. 
The reason why it is more important 
now than ever before is because the 
vehicles that are being manufac-
tured now have much longer service 
intervals, and may not see a service 
provider for 12 to 18 months for 
scheduled maintenance. This is a 
lot of time for a vehicle to be on the 

road with no safety inspection.”
In addition to being the recipient of the 

Distinguished Service Award, in 2003 he received 
the E.J. & A.E. Wadham Memorial Award, better 
known as the Jobber News Jobber of the Year 
Award. 

While his Cochrane Automotive jobber busi-
ness is well known, his roots in the service busi-
ness are also strong. 

Since 1972 Cochrane has operated a large 
and successful automotive service repair facility, 
today specializing in high-tech electronics and 
computer diagnostics. 

As a Class “A” automotive technician licensed 
since 1967, Cochrane is a firm believer in con-
tinual training to keep up to date in all areas of 
auto repair. 

Several years ago, John opened Cochrane 
Training Services to focus on retraining and 
updating licensed automotive technicians on the 
latest technology. 

In addition to his own training, he has been 
an instructor for the ACDelco division of General 
Motors, specializing in high-tech electronics and 
computer diagnostics. 

He was also instrumental in bringing 
Lindertech training to Canada.

John Cochrane was the chairman of the 
AIA board of directors in 2006-2007, and is cur-
rently an active member on several other boards, 
including the ACDelco Advisory Board, the 
CAA/AARS Advisory Council, and the National 
Automotive Service Task Force. 

Today, he also continues to serve on the 
AIA Government Relations Committee and 
the Automotive Service Providers Association 
Council.

John Cochrane Honoured with Prestigious 
AIA Distinguished Service Award

John Cochrane, owner of Cochrane Automotive, at centre, was 
presented the Automotive Industries Association of Canada’s 
Distinguished Service Award by association past chair John Watt 
(left) and Brad Morris, chair (right). 
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Canadians Among Industry Professionals at 
Executive Development Program

Two Canadians were among the 26 members of the 2009-2010 
University of the Aftermarket Leadership 2.0 class that reconvened 
on the campus of Northwood University to begin the final week of 
the aftermarket industry’s annual executive development experience.

David Vaughan of Eastern Auto Warehousing, Fredericton, N.B., 
joined Trevor Tennant of Piston Ring Supply, Winnipeg, Man., and 
two dozen other aftermarket professionals for the week-long event.

Session 2 began with a reception and dinner at the University’s 
Jeanette Hare Art Gallery, followed by a speech by Steve Handschuh, 
president and chief operating officer of the Automotive Aftermarket 

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

APRA Releases Fourth 
Core Manual

The Automotive Parts 
Remanufacturers 

Association (APRA) has 
announced the release 

of its Fourth Core Manual 
providing an update on 

all aspects of cores.
This fourth core manual 
is the published result of 
the last core seminar that 
took place in 2008 during 
the APRA International 

BIG R Show in Las Vegas.
“The recent meeting 

discussed part number 
proliferation, foreign/
domestic mix, heavy 

duty vs. passenger car 
parts, shorter core cycles, 

changing distribution 
channels, new forms of 
competition, electronic 
and mechatronic parts 
and stagnant market  
segments,” states Bill 

Gager, president of the 
APRA.

Copies of the Core 
Manual are available 
for US$95 to APRA 

members and US$180 
to non-members. To 

request information on 
how to order your copy, 
please call 703-968-2772, 
ext. 103 or email gager@

buyreman.com.

Continued on page 8
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Obituary
Jack Banks, Aftermarket Executive, Passes at 75
Jack Banks, aftermarket veteran and former vice-president 
with the Service Parts Division of Dana Canada, passed away 
April 6 after a long battle with cancer.

He was 75.
Growing up in a small village near Beaver Valley, Ont., 

he was very proud of his ties to the Flesherton community, 
but left at 18 to pursue a baseball career in Oakville, Ont. 
Described as one of the most talented pitchers of the time, he 
was scouted by several major league farm teams.

However, the opportunity to stay in Canada and work with 
Ford Motor Company, based in Oakville, along with his small 
town roots, made him forego a move to the U.S. 

Banks began his automotive career in 1953 as a mail boy at 
Ford, progressing very quickly to the position of buyer. In 1962, 
he left Oakville for Cambridge to join Kralinator Filters in sales. 

During his 46 years in the automotive industry, he was 
known for generously sharing his experiences and knowledge 
and belonging to numerous associations. He also served on 
the United Way of Cambridge Automotive Association Golf 
Tournament committee for more than 15 years. 

For those who wish to honour Jack Banks’ memory, a “Jack 
S. Banks Award of Excellence” fund has been established at 
Grey Highlands Secondary School, Box 460, Flesherton, ON 
NOC 1E0. Donation envelopes will also be available at the 
Galt Country Club.

MAY OTC p4,6,8,9.indd   6 04/05/10   1:17 PM

mailto:aross@jobbernews.com
mailto:jhunter@businessinformationgroup.ca
mailto:gager@buyreman.com
http://www.autoserviceworld.com


acdelco p7.indd   7 04/05/10   1:04 PM

http://www.ACDelcoCanada.com


Continued from page 6

Motor Oil Mythbusters 
Winner

The March Winner in the 
Motor Oil Mythbusters 
Contest, presented by 

Valvoline, has been chosen.
The March winner is Yuri 
Grigorchuk of Burlington 
Midas, Burlington, Ont. 

He correctly answered quiz 
questions on synthetic and 
high-mileage motor oils. 
Grigorchuk will receive 
a prize pack courtesy 

Valvoline Canada. See this 
month’s quiz for your 

chance to win!

g     g     g

Delphi Teams Up On 
Charging Systems
Delphi Corp. and 

ClipperCreek, Inc., a 
developer of electric 

vehicle charge stations 
and technology, have 

agreed to work together to 
develop, manufacture, and 

sell charging systems for 
all-electric vehicles (EV) 

and plug-in hybrid electric 
vehicles (PHEV).

The SAE J1772-compliant, 
UL-listed systems are 

to include charge port 
coupler, industry-leading 
electrical safety systems, 
cordset, and vehicle-side 

receptacle.
“The portable, user-

friendly UL-listed Charge 
Coupler Cordset is 

expected to enable safe 
electric vehicle battery 

charging. One end mates 
the charge port coupler to 

a vehicle-side receptacle 
and the other plugs into 

any standard 15-amp 
wall outlet,” says Randy 
Sumner, director, global 
hybrid vehicle develop-
ment, Delphi Packard 
Electrical/Electronic 

Architecture.

Suppliers Association (AASA), an affiliate associ-
ation of the Motor & Equipment Manufacturers 
Association (MEMA). An industry veteran of 
more than 30 years, Handschuh discussed the 
characteristics of effective leadership within the 
automotive aftermarket.

The agenda for the balance of the week 
included daily aftermarket news discussions led 
by University of the Aftermarket director Brian 
Cruickshank, AAP, as well as presentations by 
a variety of industry and academic experts. 
Another key element of the week’s session was 
presentations of team research projects com-
pleted during the six-month intersession period. 

Each year the team with the best research 
project, as judged by the class and University of 
the Aftermarket leadership, is invited to pres-
ent its findings during the Global Automotive 
Aftermarket Symposium. The 2010 GAAS will 
is scheduled for May 18 and 19 in Chicago, Ill.

Uni-Select Reports Sales Up, Net 
Earnings Down

Automotive service parts distributor Uni-Select 
has declared a year-end sales increase of 13% 
for 2009, but a drop in net earnings due to dis-
continued operations and other factors.

For the period ended December 31, 2009, 
Uni-Select’s sales were $1.4 billion, an increase 
of $162.3 million or 13% compared to 2008. All 
figures are in Canadian dollars.

Although net earnings reached $38.6 mil-
lion or $1.96 per share, a decrease of 16% 
compared to net earnings of $45.9 million or 
$2.33 per share recorded in 2008, the 2009 
year-end results take into account the loss 
from discontinued operations in the amount 
of $4.8 million and non-recurring expenses 
of $4.3 million incurred during the course of 
the period. 

Excluding the impact from these two items, 
net earnings would have been $47.7 million or 
$2.42 per share, for an increase of 1.0%.

Sales for Automotive Group USA increased 
by 23.1% in 2009 to reach $884.2 million, com-
pared to $718.1 million in 2008. 

Acquisitions completed during the course of 
recent quarters contributed $144.7 million to 
the increase in sales for the period. Excluding 
the impact from foreign exchange rate fluc-
tuations, sales for Automotive Group USA would 
have increased by 17.2%. The operating margin 
of Automotive Group USA, adjusted to account 
for non-recurring items, was 5.3% compared to 
6.6% in 2008. 

This decrease is essentially due to pricing pres-
sures and a change in the mix of products sold, 
combined with inventory losses which were more 
significant than those of the preceding period.

Automotive Group Canada recorded a slight 
decrease in sales in 2009 to total $525.7 million 
compared to $529.4 million during the course 
of the previous period. Organic sales grew 2%, 
but were offset by the effect from the disposi-
tion of 14 corporate stores in 2009. 

The group’s operating margin, adjusted 
to account for non-recurring items, increased 
from 8.6% in 2008 to 9.3% in 2009.

“While these results include various non-
recurring items, including the disposal of the 
Heavy Duty division and costs related to the 
closure and sale of corporate stores, they are, 
nevertheless, below expectations. Significant 
efforts were made in 2009 to reduce our 
excess asset base and to redistribute funds 
towards more profitable investments, such as 
the repurchase of the minority shareholders 
of Uni-Select USA and the development of 
an integrated management system which will 
be gradually launched during the course of 
the year. Improvement in store performance, 
distribution optimization, and the use of tech-
nology in asset management are at the heart 
of our 2010 initiatives,” said Richard G. Roy, 
president and chief executive officer of Uni-
Select, in a statement.

“The results of the U.S. operations are not 
indicative of the coming quarters and combined 
with the positive performance of the Canadian 
operations, we are confident that 2010 will return 
to a level of profitability that our shareholders 
have become accustomed to,” added Roy.
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Prenco Progress and Engineering Corp. 
announced the launch of its new and improved 
website.

Accessible at www.prencocorp.com, the site 
sports a whole new look and design, as well as 
new sections, and a soon-to-come online cata-
logue and download area.

Prenco has also 
recently consolidated 
its head office and 
manufacturing at its 
Pickering, Ont., loca-
tion at 1135 Squires 
Beach Road. 

The company 
says that having all 
resources under one 

roof has allowed it to dramatically improve 
customer service. 

Product development and manufacturing 
turnaround has benefited substantially from the 
new material testing facilities and implementa-
tion of lean manufacturing techniques.

Prenco Announces Launch of New Website and
New Head Office Location

MAY OTC p4,6,8,9.indd   8 04/05/10   1:17 PM

http://www.prencocorp.com


9JOBBER NEWS / MAY 2010

APPOINTMENTS

Valvoline Canada has announced two appointments to its 
team. Dave Croteau has joined Valvoline as Canadian sales 
manager for Valvoline’s Car Brite division. Croteau will be 
developing, managing, and growing the Car Brite business 
through the network of Canadian Car Brite distributors. Car 
Brite markets a wide range of professional automotive recon-
ditioning and detailing products. He brings many years of 
experience from being an owner/operator of a jobber store 
as well as holding sales and management positions within 
various manufacturing companies and at a sales agency. 
Also, Caroline Cudini has joined as inside sales representa-
tive (ISR). Cudini will be responsible for 
sales of Valvoline products to Valvoline 
customers, customer prospecting, and 
sales force support in Ontario and west-
ern Canada. She comes with extensive 
experience in customer service in the 
building products industry and inside 
sales in the chemical industry as well as 
office and business management with a 
construction company.

Bestbuy Distributors Limited president Jeff 
VandeSande has announced the appoint-

ment of Kim Bishop 
as director of sales and 
marketing. Bishop is 
a seasoned aftermar-
ket professional who 
brings many years of 
experience to the posi-
tion. Prior to joining 
Bestbuy, Bishop served 
as the v.p. of opera-
tions and commer-
cial sales for eastern 
Canada for Canadian 

Tire’s PartSource business, and has also 
held senior sales and operations manage-
ment positions within the automotive after-
market for many years. Bishop assumes 
responsibility for the sales and marketing 
departments and all related initiatives. He 
will report directly to Jeff VandeSande, 
president.

Stuart Novak, automotive aftermarket sales 
manager of H. Paulin & Co. Limited and 

the Papco brand of 
automotive fasteners, 
has announced the 
appointment of Gerald 
Sobczak to the posi-
tion of territory man-
ager. Sobczak will be 
based out of H.Paulin 
& Co. Limited in 
Montreal and will be 
covering the Montreal 

and Ottawa Valley territory. He brings with 
him many years of knowledge and expe-
rience in the fastener, automotive, and 
industrial sectors.

Kim Bishop

With more than 23,000 parts covering over 
655,000 foreign nameplate vehicle applica-
tions, Beck/Arnley is the import brand that 
the pros trust when they have to get the job 
done right. The leader in aftermarket 
coverage for genuine foreign nameplate 
parts — Beck/Arnley is the only real solution 
to your OE replacement needs.

Whether chassis, filtration, engine manage-
ment, brakes, cooling, clutch, or engine 
parts, Beck/Arnley has what you need to 
make your import business thrive. 

For the real deal, use Beck/Arnley.

With more than 23,000 parts covering over 
655,000 foreign nameplate vehicle applica-
tions, Beck/Arnley is the import brand that 
the pros trust when they have to get the job 
done right. The leader in aftermarket 
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Gerald Sobczak

Delphi has announced that Jim Ryan 
has been appointed its NAPA sales 
director in North America. Ryan’s 
focus will be on managing the NAPA 
account and accelerating growth in 
the marketplace. Specifically, he will 
be responsible for leading all Delphi 
day-to-day sales activities with NAPA, 
including sales pull-through in the 
field and new product placement. 
Ryan will report directly to Malcolm 
Sissmore and work out of the Delphi 

World Headquarters building in Troy, Mich. 

Jim Ryan
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I nasmuch as automotive OEMs felt the 
sting of the tightened credit markets 
over the past year and a half, heavy-duty 

truck manufacturers have seen their market 
dive deeper and stay down longer. 

The heavy truck market was stricken by a 
heavy-duty triple whammy: with EPA guide-
lines for lower-emissions engines already 
stifling the replacement market as prospec-
tive buyers waited to see which technologies 
would come out on top, the credit market 
tightened to keep at bay those who wanted 
to buy. Then, because such things travel in 
threes, the need to replace much of the 
fleet receded just as goods shipments also 
pulled back.

However, the short-term impact of these 
economic factors is expected to give way to the longer-term 
aftermarket benefits of EPA 2010 technology. For the aftermar-
ket, the EPA 2010 regulation is more of a boon than a bane, says 
a study by noted researcher Frost & Sullivan. 

“This strict regulation aimed at reducing NOx, hydro-
carbon, and particulate matter is actually creating several 
new, exciting, and potentially lucrative revenue streams for 

aftermarket participants,” says Sandeep Kar, global program 
manager – Commercial Vehicle Research.

In 2008, 5.8 million Class 4-8 trucks were in operation in the 
U.S. and Canada. Frost forecasts that by 2015, the population of 
Class 4-8 trucks in North America will reach 6.5 million units. 
It also says that in the next 12 to 15 months, approximately 

Continued on page 12
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EPA 2010 Trucks Present $2.8 Billion 
North American Opportunity
New emissions technologies will drive opportunities for heavy-duty aftermarket

Ammonia (NH3) 
Serves as the catalyst in the SCR process, chemi-
cally converting the diesel exhaust fluid /exhaust 
stream mixture into nitrogen and water vapour 
before it exits the tailpipe. 

Diesel Exhaust Fluid (DEF) 
One of the key elements of the SCR process. It 
is a nontoxic solution of 67.5% purified water and 
32.5% urea. When injected into hot exhaust as a 
fine mist and passed over a catalyst, diesel exhaust 
fluid helps convert NOx into nitrogen gas and water 
vapour. Diesel exhaust fluid is stable, colourless 
and odourless, and meets accepted international 
standards for purity and composition. 

Diesel Oxidation Catalyst (DOC)
The diesel oxidation catalyst is designed 
to oxidize carbon monoxide, gas phase 
hydrocarbons, and the soluble organic 
fraction (SOF)—essentially liquid hydro-
carbons—of diesel particulate matter to 
CO2 and H2O.

Diesel Particulate Filter (DPF) 
A device which physically 
captures diesel particulates, 
preventing their discharge 
from the tailpipe. Collected 
particulates need to be 
removed from the filter, usu-
ally by continuous or peri-
odic oxidation, in a process 
called “regeneration.” 

Exhaust Aftertreatment 
A method of controlling emissions from internal 
combustion engines—primarily NOx—by applying 
air pollution control techniques to engine exhaust. 

Nitrogen Oxides (NOx) 
Several air-polluting gases composed of nitrogen and 
oxygen that play an important role in the formation of 
photochemical smog. Nitrogen oxides are collectively 
referred to as “NOx,” where “x” represents a changing 
proportion of oxygen to nitrogen. Internal combustion 
engines are significant contributors to worldwide 

nitrogen oxide emissions. For the purpose of emis-
sion regulations, NOx is composed of colourless 
nitric oxide (NO), and the reddish-brown, very toxic 
and reactive nitrogen dioxide (NO2). 

Particulate Matter (PM) 
Particles formed by incomplete combustion of fuel. 
Compression ignition (diesel) engines generate 
significantly higher PM emissions than spark-ignited 
engines. The particles are composed of elemental 
carbon, heavy hydrocarbons (SOF), and hydrated 
sulfuric acid (“sulfate particulates”). 

Regeneration 
A process involving continuous or periodic oxidation 
that flushes and cleans a filtration medium. 

Selective Catalytic Reduction (SCR) 
SCR is one of the most cost-effective and fuel-
efficient emissions control technologies, capable of 
reducing vehicle emissions to near-zero levels. SCR 
works by injecting a diesel exhaust fluid, usually 
automotive-grade urea, in precisely timed intervals 
into the exhaust stream of the 
engine. The diesel exhaust fluid/
exhaust stream mixture is met 
with a catalyst that separates 
the exhaust into nitrogen and 
water vapour as it exits the 
tailpipe.

EPA 2010 Technology Glossary
The introduction of the EPA 2010 requirements for diesel engines has brought with  
it a whole set of new technologies and terms. 
Here is a glossary of terms most commonly found in discussions.
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250,000 Class 4-8 SCR-equipped trucks will enter the 
North American Class 4-8 truck population. By 2015, 1.9 
million SCR trucks will be running on North American 
highways. These trucks will require service, mainte-
nance, and repairs. 

“We are past the stage of planning and in the stage of 
creation of the necessary support structures for meeting 
the emerging demand for aftermarket support for these 
trucks,” says Kar.

According to the research, aftermarket revenues 
emanating from gasoline catalytic converters, DOCs, DPF, urea filters, sensors, DEF 
urea fluid, and DPF cleaning services combined will total approximately US$1.5 bil-
lion in 2012. By 2015, it is expected that the aftermarket revenues associated with 
these after-treatment technologies will total US$2.8 billion. 

The market, predicts Frost & Sullivan, is predicted to experience an astounding 
compound annual growth rate of some 45.9% from 2008 to 2015.

Rising to the top of the list are new service opportunities in the areas of DPF 
cleaning, and diesel exhaust fluid (DEF) refuelling will emerge. Amongst various 
aftertreatment components and services such as catalytic converters (for gasoline 
trucks), sensors, urea filters, DEF, DPF, DOC, and DPF cleaning service, DEF refuel-
ling will emerge as the dominant service by 2015, accounting for the highest revenue 
share of 31.5%. 

Still, Kar urges caution. “There is plenty of money to be made here, but it also 
requires careful strategizing, development, and leveraging of the key expertise neces-
sary to support a fledging population of EPA 2010 regulation-compliant trucks.

“While this regulation offers tremendous revenue growth opportunity, it also 
underlines the need for urgent action. The aftermarket must move quickly up the 
knowledge curve to benefit from this regulation. There is no doubt that the EPA 2010 
regulation will result in greater levels of distributed electronics in currently compli-
ant trucks and trucks of the future. The aftermarket, however, is hamstrung in terms 
of possessing the necessary knowledge-management expertise to benefit from this 
emerging revenue growth opportunity.”

In a nutshell, the aftermarket could fall victim to the same types of forces that 
it fought to overcome in the traditional automotive aftermarket: access to repair 
information.

“The OES channels and dealerships, owing to their strategic proximity with the 
OEMs, are better poised to quickly grab a large share of the revenue pie that will 
be available as the EPA 2010-compliant trucks enter the truck population,” says Kar.

Of course, there is more to it than just tools. Training shortfalls have also been 
identified as impediments to realizing the aftermarket potential in this market.

Frost research says that the gap is startling: only 55% of independent service facili-
ties offered formal training to their technicians, as opposed to 87% of dealerships. 

“This exposes a massive vulnerability of the independent repair and service estab-
lishments to benefit from this regulation, and many other emerging opportunities. 
Technician training, to cater to not only the service and maintenance of EPA 2010 
trucks, but to the next generation of trucks as well, is also emerging as a new revenue 
stream for industry. OEMs, tier-1 suppliers, aftermarket system manufacturers, and 
other stakeholders all have a role to play in this, and benefit from the clear and pres-
ent need for technician training,” concludes Kar.

For this and other reasons, Frost & Sullivan predicts the playing field to be tilted 
toward the dealership networks this year; dealerships, it says, will capture 84% of 
total aftermarket revenue from EPA 2010 trucks. Simple math puts the aftermarket 
distributors fighting for the remaining 16%. 

As the market and EPA 2010 trucks mature, the ratio will change steadily. 
While warehouse distributors will gain a greater share of the revenue over the 

next five years, the OES channel seems likely to derive the lion’s share of aftermarket 
revenues. Truck makers adopting SCR have already started training their authorized 
dealers, who in turn will deliver effective and efficient aftermarket service, resulting 
in the OES channel enjoying a dominant revenue share.

However, says the researcher, winning the business is not without its downside.
“Whether it is the OE market or the aftermarket, the EPA 2010 regulations are 

resulting in the need for adopting expensive technologies,” says Kar. “The aftermar-
ket must plan and prepare for the expanding demand for service and maintenance 
of EPA 2010-compliant trucks, ranging from DEF urea replenishment to DPF 
cleaning, sensors, and urea filters. It also underlines the urgent need for effective 
knowledge management, so that all segments of the North American heavy-truck 
aftermarket benefit from the revenue opportunities that are being offered as these 
trucks enter the truck population.”

Continued from page 10
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J.A. Lacy, 1967

Who would have guessed that the excitement I felt in my parents’ 
Corvair Spyder would grow into such a great appreciation for the 
automotive aftermarket? Our company has been serving the colli-
sion industry since 1968. Our goal is to provide the most efficient and 
comprehensive service for our customers. We go to AAPEX to find   
solutions to share with them to continue to make them successful. 
J.A. Lacy, President & CEO, FinishMaster, Inc.
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W ith all the tools available to the mod-
ern business, the question about 

which ones are the most useful can be 
difficult to answer.

One area of technology that has received 
a great deal of attention lately is the world of 
social media—Facebook, Twitter—but while 
these tools can be useful and jobbers would 
be well advised to familiarize themselves 

with their potential business applications, 
they may be too time-consuming for the 
average jobber to handle, and may also 
have questionable benefits at present.

There are, however, many useful 
tools that use technologies that are 

either already in your computer system, 
or easily obtained from any number of 

suppliers, and none require stepping too far 
outside the box to achieve. 

Tops on the list for jobbers who have not yet 
done so is to get mobile, says Rinax Computer 
Systems president Jerry Fugina. 

“The one new tool that jobbers could make 
good use of is the BlackBerry. It means a lot to 
your customers to be able to respond quickly. 
It’s all about the fact that the people who can 
get back to the customer the quickest are the 
ones who forge the strongest relationships. 
That is very important.”

So, in a sense, going mobile can be a peer-
less relationship-building tool, as well as a  
proven business tool for converting demand 
into sales. 

Fugina says that there are many tools cur-
rently residing in jobber computer systems 
across Canada that are not used, or not used 
well. He advises focusing on those tools that 

TECHNOLOGY:
BOTTOM LINE SOLUTIONS

Keep an eye on emerging opportunities in social media,  
but focus efforts on tangible results.

By Andrew Ross

MONEY &
MANAGEMENT
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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
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Address: ____________________________________________________________________________

Phone: __________________________________ Email: _______________________________________
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Presented by

Enter today for
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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

Continued on page 16
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can provide a direct connection to 
unlocking profit. 

“For heaven’s sake, anyone who 
is updating their prices manually 
is spending an hour or two a week. 
Price updates are available for the 
entire aftermarket, even outside 

your traditional source of supply.”
One tool that he advises all jobbers 

to take advantage of is the ability to email 
invoices and statements. 

“If you are still printing out statements, putting them in 
the mail, and waiting one or two weeks, you are missing a 
big opportunity. The advantages of going to email are that 
the time it takes to get the statements out goes from hours to 

minutes, you eliminate a whole lot involved in getting your 
statements out”—buying preprinted forms, printing state-
ments, folding, envelope stuffing, stamps—“and the customer 
gets it the same day.”

That saves you money and improves your cash flow. 
“There are a lot of customers who pay the statement when 

it arrives. Not everybody does that; a lot still do a cheque run, 
but there are enough of them who do that it improves your 
cash flow. 

“So it’s huge—and customers like it,” he adds.
Customers also like to know when they can expect the 

parts they ordered to be delivered. Sometimes they ask more 
than once.

Spark Auto Electric in Scarborough, Ont., used a new 
tool from its systems supplier, Activant, to help streamline 

the process of getting the company that 
information, and improve its accuracy.

Spark, the 2009 Jobber News Jobber of 
the Year, has long been an early adopter of 
technology, and uses the Activant Prism sys-
tem and the Activant PartExpert electronic 
catalogue. Due in part to its adoption of 
technology, the company has grown sales 
and reduced costs over the past half-dozen 
years.

“Our growth strategy is based on offer-
ing a broader inventory, excellent coverage, 
faster delivery, and better purchasing prac-
tices,” says Spark Auto Electric co-owner 
Nick Bintas.

Spark Auto Electric employs 50-plus 
people at its 20,000-square-foot facility in 
Toronto. The company was among the 
first Canadian jobbers to implement RF 
bar code scanning, and recently invested 
in the Activant Document Imaging and 
GPS-based Activant Dispatch and Delivery 
System solutions.

The GPS module streamlines the deliv-
ery checking process—eliminating the 
need to take the customer call, call the 
driver, then get back to the customer—and 
the actual location, speed, and direction of 
the delivery vehicle are displayed on a map 
of the region.

Spark Auto’s leadership in adopting new 
technologies is no surprise, given that the 
company was one of Canada’s first after-
market businesses to implement Activant’s 
early-generation Series 12 business man-
agement platform and eCatalogue solution 
in the mid-1980s. To convince his long-
time counter professionals that eCatalogues 
were faster than traditional paper volumes, 
Bintas encouraged employees to run side-
by-side tests after store hours. 

Employees using the e-cat consistently 
finished their lookups in half the time of 
those using paper.

In all likelihood, every jobber has under-
utilized tools at his disposal that build 
efficiency, customer service, or both. They 
may not all be trendy or the “next big 
thing,” but they can save you money and 
make you money and, in business, that’s 
what really matters.

Continued from page 14
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By Andrew Ross Ride control sales are driven by need and want. A comprehensive strategy involving inventory, train-
ing, and promotions is required for your efforts to be most effective. Fall short on one, and the entire 
category will suffer.

When it comes to ride control, the perennial challenge for the trade has been most consumers’ lack of 
awareness of what shocks and struts really do, and the difficulty the industry has had in communicating 
the facts. 

As any automotive professional knows, barring total structural failure of a ride control component—a 
rare circumstance indeed, although it certainly occurs in the light truck, commercial sector—the degradation 
of ride control components can be invisible to the naked eye.

And even a total loss of performance on the road can be dismissed as an inevitable consequence of 
an aging vehicle. Few car owners understand the real function of ride control as a safety element: properly 
functioning ride control keeps tires on the road and dampens vehicle weight shift to ensure proper handling 
and braking performance. And even technicians sometimes need to be reminded of just how big an impact 
worn-out ride control components can have on the safe operation of a vehicle.

For this reason, training focused on the technical aspects of ride control and on providing communica-
tions tools to help the aftermarket talk to consumers has become an important component of overall ride 
control strategy by every successful player. 

The same is true for inventory. As the old saying goes, you simply cannot sell from an empty shelf. 
However, get the wrong inventory in place and you can have a very full shelf indeed and not be able to 
capitalize on demand. (See our Training Component and Inventory Component sidebars for more on these.)

One component which should neither be overlooked nor left solely to your supplier is the promotion. 
With apologies to our friends at Tenneco—who coined the Monroe Safety Triangle (steering, stopping, 
stability)—promotions represent the third facet of the ride control sales triangle. 

Sheryl Bomia, North American programs manager for Tenneco Inc., which supplies the Rancho brand 
of performance ride control products in addition to the well-known Monroe product line, says that the 
company’s promotional activities have been very successful, particularly in the fall.

BOUNCE
Inventory  •  Training  •  Promotions

GIVE YOUR RIDE CONTROL SALES

Continued on page 20
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“Our ‘Shocktober’ promotion, which is offered through 
the Tenneco Expert Plus dealer loyalty program, is by far 
the most popular and effective ride control promotion we 
have ever offered. Year after year, jobbers and shops see sig-
nificant increases in traffic and sales as a result of aggressive 
nationwide advertising and merchandising combined with a 
creative and entertaining theme. We have shops that go above 
and beyond in decorating their waiting room areas around 
Halloween.  And consumers really respond to it, because they 
are saving money and they recognize the value of ride control 
replacement, particularly before winter hits.

“We also see a great deal of interest in promotions that 
include both standard automotive and performance ride 
control,” Bomia continues. “Many of our 
promotions feature both Monroe and 
Rancho products, for example, because 
these are two distinct market categories 
with similar buying seasons.”

Jo Piland, aftermarket marketing man-
ager for Ride Control LLC, makers of the 
Gabriel brand, says the equation surround-
ing ride control promotions is a simple one. 

“Particularly in the current economy, 
consumers are looking for a price break; 
they are looking for value. Giving them 
cash back seems to be the most effective 
thing for us.

“Basically we build our promotion to go 
to the end consumer, but it creates pull-
through for the entire chain.”

Piland draws a parallel with tire sales. “A lot of people will 
replace two tires, but we all know that it is best to replace all 
four. Yes, it is just the front that needed to be replaced today, 
but for your maximum performance you want to purchase 
all four.”

Viewed this way, it is easy to make the connection among 
the three components of a successful ride control strategy.

Training provides the communication tools to make the 
consumer understand the service need; promotion provides 
both a focal point for the activity and the opportunity to maxi-
mize the sale (building from two to four, for example); and 
inventory provides the capability to fulfill that sale. Simple 
stuff, right?

Except that sometimes a promotion might sit on a jobber’s 
shelf, or miss the mark with customers.

Continued on page 22
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The Training Component
Plenty of training is available both for jobber personnel and their customers. There are online 
options from suppliers, as well as organized road shows that can provide a point of focus to 
bring out your customers and get them comfortable with talking about ride control to consumers.

There are also clinics from major suppliers available that can enlighten both you and your 
customers on the benefits to the driving public from replacing their worn ride control and on 
the financial benefits that can also accrue from improved ride control sales. 

Talk to your suppliers about their programs. Get your staff onboard first with clinics and 
online training, and then get to work to get your customers onboard. 

Be aware that most service providers are reluctant to be seen to be selling services; train-
ing programs available today all focus on identifying the need, and then communicating it. 

Successful customer service involves providing consumers with the information, and 
then helping them make an informed decision. Ask your suppliers how they can help you 
accomplish that.
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“Sometimes promotions don’t make it to the field,” says Piland. “What we 
find is that professional installers are talking to us for materials.” 

“Getting branded items and educational materials to people in the busi-
ness is still very popular, but flexibility and customization are important,” says 
Kyle Freund, marketing and operations coordinator, KYB America, LLC. “Just 
because a promotion works in one area or with a few customers, it doesn’t 
mean the promotion is a magic pill for everybody. Needs vary geographically or 
by business model, and as such we must be flexible in how we implement and 
administer successful promotions. We task our field sales team with getting us 
information on how to best approach upcoming promotions and how we can 
help make it more successful. This is where jobbers can help themselves by 
telling manufacturers what they need or what their customers are asking for.”

“It’s crucial to offer real value to the consumer; don’t offer promotions that 
are designed simply to boost sales,” says Bomia. “Make sure your theme, pro-
motional offer, and all related materials and messaging emphasize the bottom-
line value to the customer, such as increased driving safety through improved 
steering, stopping, and stability. If you have the supporting literature to back 
up this message, customers will come away impressed that you’re looking out 
for their well-being.

“Promotions shouldn’t only help jobbers sell more product,” says Freund. 
“An effective promotion should also provide an opportunity for jobbers to start 
questioning manufacturers on what their products and promotions are meant 
to do. The communication needs to go both ways. This is especially true when 
it comes to ride control components.”

Promotion or not, he advises, it’s all about communication and asking the 
right questions. “Listen to what they have to say. Many sell on price or a spiff 
alone, and this isn’t necessarily the correct approach. In the end, if the con-
sumer is unhappy with the product put on their vehicle, we all suffer. With so 
many colours and names out there, it can become quite difficult to determine 
just what a shock is supposed to do. That is why we ask the question: ‘Would the 
customer like to restore their vehicle’s original handling and control, or add 
more ride control capabilities?”

Timing is important too. In Canada, with the increasing popularity of winter 
tires, the changeover period is becoming an important service opportunity. 

“Tire changeover is the perfect opportunity to have ride control inspected,” 
says Piland. “The spring and fall selling seasons are important. But education 
is one of the things we focus on too; not only the consumer but the installer, 
and how much of a role ride control plays in the longevity of the other com-
ponents.”

Bomia continues, “If your ride control supplier offers creative and compel-
ling promotions, shops will respond in a big way because they understand that 
these programs drive sales and help attract new customer relationships. 

“One of the benefits of Expert Plus is that it involves the jobber and distribu-
tor in enrolling the shop in the program, so it’s viewed as a benefit that comes 
through your business. That breeds a great deal of loyalty.”

Take Control
with Monroe’s
most valuable

consumer
promotion!

Monroe’s
“Take Control”

Rebate Promotion
gives your customers
an incentive to buy!

Contact your local
Monroe representative or visit

www.monroe.com
for promotion details.

This is a mail-in rebate. Restrictions
apply. Offer may not be combined

with any other discount,
offer or rebate.

Offer valid
April 1 - May 31, 2010

© 2010 Tenneco
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The Inventory Component
Since inventory drives much of what you do, it is important to recognize that there are 
a number of approaches to inventory when it comes to ride control. 

The standard approach is to identify the vehicle population in your vicinity using 
R.L. Polk data (your supplier may have this data), and then cross-referencing it with the 
sales popularity list. 

This can be relatively effective, but it is important to identify which vehicles your 
customers are actually working on. If your area is full of import vehicles, for example,  
but you are singularly ineffective in securing any of this business, you need to consider 
this in making inventory decisions. (Actually, if this is true for you, you need to consider 
quite a few things to turn it around!)

You also need to decide which levels of product—good, better, best, commercial—
you are going to keep in inventory, and which ride control assemblies you need to keep 
on hand. Again, work with your supplier rep and your own salespeople to create an 
inventory that will work best for you.

As an added point, if you are planning a promotion, you need to consider which 
numbers you may have to add and how deep your inventory might have to be, to ensure 
you don’t disappoint customers who respond to the offers you are putting out in the field.

MAY STORY p18,20,22.indd   22 05/05/10   2:31 PM
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there’s safety in numbers.
Like we always say,

When it comes to shocks and struts, no one offers more coverage than Monroe®. Domestic to import, car, light truck 
and SUV, Monroe covers most everything on the road. Our commitment to the latest ride-control technology

and our limited lifetime guarantee ensures your customers drive away safer and more satis ed.
So when your customers need new shocks, recommend Monroe. After all, with coverage like ours,

it’s a safe bet we’ll have what you need.

©2010 Tenneco
monroe.com
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Stewardship Ontario is a leader in the development and delivery of innovative and effi cient recycling and waste diversion 
programs. This Do What You Can program is funded by the industries (our Stewards) that make and market these products. 

For more information on our program visit us at: www.stewardshipontario.ca

Empty plastic 
bottles? 
There’s something in 
them for you.
Stewardship Ontario is an industry organization that is committed to building sustainable 
communities and a greener Ontario by helping businesses, like yours, recycle certain 
hazardous and special wastes effi ciently and cost effectively.

As part of the Do What You Can program, we will arrange to collect and recycle these items
directly from your automotive service centre – at no charge to you:

  •  empty oil and antifreeze bottles
  •  antifreeze
  •  oil fi lters

To fi nd out more about our Do What You Can program, call 416-919-5823.

dowhatyoucan.ca

CLIENT: Stewardship TRIM: 8.125" x 10.875" PUBLICATION: Jobber News, SSGM

JOB #: SO-1032-5 LIVE: 7” x 10”

DESCRIPTION: FP, 4C BLEED: 8.375” x 11.125 INSERTION DATE: May & June, 2010
1910 Yonge St., Toronto, ON
T: 416 484-1959

SW-1032-5 Plastic.indd   1 4/16/10   3:31:20 PM
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Nitrous System

The new Zex Dual Nozzle EFI Nitrous System 
features two nozzles, dual feed lines, and all 
required hoses. Wires and fittings have been 
engineered to fit on any dual throttle-body 
engine. Power settings are fully adjustable from 
75 to 175 horsepower with the included tuning 
jets. The patented Zex Active Fuel Control auto-
matically adjusts the nitrous fuel enrichment. 
Zex
(888) 817-1008
www.zex.com

Solid Roller Lifters
The new Elite Race Solid Roller Lifters are light-
weight, with each lifter weighing less than 100 
grams individually. All lifter bodies will clear 

both stock and aftermarket .300” tall lifter bores. 
They will also properly fit with either 5/16” or 
3/8” ball pushrods. The oversized (.400”) axles 
are dual-pinned and the pressure-fed oil now 
has the ability to flow directly to the needles.
Comp Cams
(800) 999-0853
www.compcams.com

Dual Quad Upgrade Kit
This new EZ-EFI Dual Quad Self Tuning Fuel 

Injection System is offered as an upgrade kit to 
the existing EZ-EFI kits and adds several addi-
tional parts, including a second unique throttle 
body (for use with existing dual quad carbure-
tor-type manifolds), injectors, and a basic link-
age kit necessary to hook the two throttle bodies 
together.
FAST (Fuel Air Spark Technology)
(877) 334-8355
www.fuelairspark.com
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Automotive leaks are never easy to pin down. That’s 
why more technicians turn to Tracerline® than any 
other brand. Our world-class fluorescent leak 
detection dyes, lamps, kits and specialty tools are 
designed with one thing in mind—to help techs find 
all leaks faster, easier and more efficiently! 

Making a Tech’s Life Simpler

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

For more information, visit www.tracerline.com
or call Merithian Products at 1-800-920-8823

NEW PRODUCTS
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Sign up today to be a

Gold Star Dealer

Get $75 CASH!

Workshop Manual
Goodson has announced the release of its Motor-
books Workshop, How to Build and Modify GM LS-
Series Engines Manual. This manual includes infor-

mation on cylinder 
head preparation, 
camshafts, rotating 
assemblies, assem-
bly and induction/
nitrous.
Goodson Tools and 
Supplies for Engine 
Builders
(800) 533-8010
www.goodson.com

Transmission Upgrade Kit
The 1980-93 Ford AOD Ultimate Master Over-
haul Kit features premium-grade Alto Red 
Eagle friction clutches and Kolene-treated steel 

clutches. The Alto Red Eagle fric-
tion clutches increase the “holding 
force” or coefficient of friction, an 
empirical property of contacting 
materials, while the Kolene-treated 
steel clutches disperse heat equally 
among the frictions and steels.
TCI
(888) 776-9824
www.tciauto.com

Silverado/Sierra Performance  
Cat Backt

Tenneco’s Dynomax Performance Exhaust has 
a new stainless steel power-enhancing, cat-back 
exhaust system for 2009-10 Chevrolet Silver-
ado/Sierra 1500 4.8L/5.3L crew cab short bed 
and extended cab standard bed pickups. The 
new system (P/N 39495) provides an increase 
of 23 horsepower and 30-ft. lbs. of torque. It 
features an Ultra Flo Welded muffler, a straight-
through, unrestricted design that is dyno-prov-
en to support up to 2,000 SCFM and 2,000 
horsepower. The system features 3-inch, man-
drel-bent, 409-grade stainless steel piping, pro-
viding extended protection against corrosion, 
and a show-styled double-walled, logo-embossed 
4-inch tip. 
Tenneco
(800) 843-4169
www.dynomax.com
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Trust comes through 
knowledge, great commu-
nication, an impeccable 
work ethic, and you have to 
think like your customer.

Truly understanding 
your customers means to 
comprehend and appreci-
ate their needs, behaviours, 
and their environments. 
When you get what drives 
them or what motivates 
them towards a purchase, 
only then can you can 
determine what you should 
be selling to them.

The definition of value 
is not the same for every 
customer. How are you sup-
posed to know what value 
triggers are lying dormant 
within your customer’s 
mind?

First, you have to find 
out who your customers are. Identify the customers you really 
want. Which ones are the most profitable? Select who you 
want to serve and become flawless at serving them.

The next step is to determine what’s in it for them to do 
business with you. Identify what your targeted customers 
deeply value. What are they really buying? Is it convenience, 
innovation, or your expertise? Match what your customer val-
ues most with what you do best. 

Using a consultative approach to sales is nothing new. In 
fact, it first came onto the scene back in the 1980s as a way 
to combat the negative aspect of salespeople pushing onto a 
customer products that they didn’t need or want. Value-added 
or customer-centric selling occurs when a company focuses 
on creating a positive consumer experience at the point of sale 
and post-sale. A customer-centric approach can add value to 
a company by differentiating it from competitors who do not 
offer the same type of purchase and service experience.

V alue-added selling is 
not a process; it’s a 
philosophy.

When you, as a sales-
person, have the ability 
to turn customer satisfac-
tion into lasting customer 
enthusiasm, you will dis-
tinguish yourself from all 
the others and close more 
sales. When you sell value 
as opposed to product and 
price, your customer will 
see the value in choosing 
you in return.

Building upon the basic 
sales techniques found 
in the CARS Inside and 
Outside Sales Courses for 
the Parts Professional, 
this program is designed 
to help industry salespeo-
ple present value-centred 
solutions for the global 
consumer, as opposed to price-centred ones.

To say that the Internet has changed the world of sales 
would be an understatement. The information highway has 
now become an integral component in the way we commu-
nicate with one another, both personally and professionally. 
Globalization, virtual integration, and the recent industrial 
economic downturn are just a few of the contributing factors 
to the paradigm shift in sales.

By and large, customers are moving away from simple trans-
action purchases towards a mutually beneficial partnership with 
those companies/reps that will enhance their business. The key 
to value-added selling is to look beyond the need and to look at 
what your customer wants to change.

When you become a change-driven salesperson, as 
opposed to a product- and price-driven one, you assist your 
customers by achieving their business goals and in so doing, 
you ultimately reach your own goals as well. However, you 
must have access to the right people, the executive decision 
makers, and they have to trust you. 

Knowledge Building:

For the Counterperson  May 2010

Value-Added Selling

Continued on page 28

Laurie Izgerean, Curriculum Developer, Durham College Corporate Training Services
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To find out more, talk to one of our representatives today at:
Atlantic   506-857-4212
Quebec   514-252-1127
Ontario   519-650-6820
Prairies   403-212-4600

        B.C.   604-881-1600 

with North America’s most recognized auto parts brand 
Join forces

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

• Embodies a spirit of trust,
   professionalism and tradition that
   stands above all others in the auto
   parts aftermarket. 

• Stands for quality auto parts,
   responsive service and satisfaction in
   the minds of Canadian and
   North American installers and
   consumers.

When you join the dominant NAPA network you become a valued 
business partner. From marketing programs and sales tools to the latest 
business-building solutions, you’ll benefit from the best support in the business. 
After all, we’ve been leading the way for over eight decades. 

is the name that:
NAPA

An unbeatable partnership
and you:NAPA

How do you become a customer-centric salesperson? It 
starts with gathering consumer information.

Gather formal data through survey information, comment 
cards, or focus groups. Pay attention to all inbound commu-
nication by way of customer inquiries, product returns, and 
complaints. The experts suggest that casual customer contact 
such as informal meetings, follow-up calls, conventions, and 
golf games can give a comprehensive insight into what makes 
your customers tick.

You can also obtain a lot of information by observing what 
your customers do best. Go to your customer’s place of busi-
ness and observe how your products and/or services are used. 
Are there any issues with your product? How do they run 
their business? What do they do best? What makes them suc-
cessful? What might make them more successful?

When you get into a customer’s world, not only do you see 
your products’ strengths and weaknesses according to the cus-
tomer’s application of them, you may also see an opportunity 
to introduce new and additional products that will be of use. 
Customer-centric selling means you don’t ask a customer what 
he needs. You know him so well that you are able to tell him 
what he needs.

Adapting to the value-added sales philosophy also includes 
keeping your appearance at a professional level at all times and 
handling appointments in a specific way. If you’ve been in sales 
for awhile, you may have fallen into the habit of dropping in 
unannounced to a customer’s place of business. 

Although a friendly approach, it can be difficult to turn 
these friendly customer service calls into real orders when 

you’re not specifically prepared for what your customer may 
or may not need. 

Here are a few pointers to keep in mind: 
Call to confirm the appointment ahead of time to insure 

attendance—reschedule if necessary. 
Take all necessary materials with you and have your paper-

work in order. 
Check your supply of order forms, product information 

sheets, price lists, and catalogues. 
Most importantly, be on time. 
Finally, go to the appointment with a clear goal or purpose 

in mind and a set of questions to help you get what you want 
out of the appointment: is it information you’re after? Is it an 
order? Is it a referral? Follow-up?

Value-added selling means you have the ability to craft a 
customer-centred agenda that will lead to positive change and 
ongoing success for your customer’s business. Any salesperson 
can offer a suggestion or a product to a customer. But to have 
the ability to shape your customers’ way of thinking means 
you centre your conversations on providing creative solutions 
to solve their business problems. 

The outcome from participating in a customer-centric, 
value-added approach to sales will be a full partnership with 
the type of customer you want for the long haul. Your rela-
tionship will be built on a foundation where you will know 
what your customers need even before they do.

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

Continued from page 27

Not all jobbers
were created equal.
Smart jobbers today are providing their customers with
dynamic, on-line – OnDemand video 24/7 featuring:

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

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

Canada's Sector Council  Program 
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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

  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.

  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.

ADVERTISERS INDEX
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Marketplace

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

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

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

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

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

Mib
Box 3367, Espanola, NM 87533 USA

505-293-8640
Serving you since 1977 with 

honesty & integrity.
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A
couple of years ago, I sat in a room with a hundred or so college students 
and more than a few aftermarket veterans.

It was “Aftermarket Day” at Georgian College’s Canadian Automotive 
Institute, and you could easily tell which group anyone there fell into by 
the colour of their hair. If their hair wasn’t white, there was a pretty good 

chance they were a student. 
Of course there were other clues too—like if they showed up like they said they 

would, they were probably not a student. I still feel a bit sorry for the young fellow 
who could have walked away with a pricey laptop as a prize just for showing up, if 
he had only bothered to actually show up. (Okay, so I only feel a bit sorry.) It’s a 
good life lesson though: you never know what you’re missing. 

One thing I did notice that was missing—amidst all the talk of the industry, its 
marketing works, what methods were being used, and what was most effective—
was any reference to social media. 

That’s right, not a single mention of Facebook, Twitter, or any social media, 
even as the conversations segued to the use of the Internet and marketing. Let me 
be clear here: I’m not just talking about the grizzled attendees; none of the stu-
dents mentioned any of this stuff either.

Today, it’s hard to imagine any conversation, let alone one about marketing, 
that doesn’t have the word “Facebook” inserted. 

Now, I am not a technophile, or Facebook-phile, or whatever you want to call 
it. But I have recognized that what has become known collectively as social media 
can be a powerful tool for staying connected. 

I finally had to get a Facebook page because there were so many conversations 
going on there that I started feeling a bit left out. A lot left out, actually. Every-
thing from information about community group meetings to invitations to events 
were only being communicated via Facebook. 

There is no question that it has a role to play in many people’s lives.
The big question is, though, what role does it play in business? There are ongo-

ing attempts to make Facebook work for business, but in my estimation the jury is 
still out. There’s something about trying to sell me, your friend, that rubs me the 
wrong way. It reminds me of the time a friend of mine got a job at an insurance 
company and the next time a bunch of us got together at a pub he handed me his 
new business card and started with the spiel—wrong place, wrong time.

And that is the question businesses face with social media marketing: is it the 
right place, and if so, what is the right time? Twitter can be a great way to reach 
out, but is it for you?

One question you should not be asking yourself, however, is whether you 
should be learning about it. You should. Learn about the possibilities, and learn 
what you have to do to protect your business against the dark side of social media. 
Sadly, it’s not all gumdrops and lollipops out there.

You should get personally acquainted not only with the theory, but also the fact 
and tone of the conversations that populate social media. Absolutely do not leave 
it up to the under-30s at your business. Do it yourself. All it will cost is your time. I 
can’t tell you that it will be worth it for you, but you owe it to yourself to find out.

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