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Mahle Clevite 
Amalgamates Ontario 

Facilities
Mahle Clevite Canada, 
ULC, has combined 

its corporate offices in 
Niagara-on-the-Lake and 
its Ontario distribution 

centre into a new facility 
in Burlington, Ont. This 
transition was slated to 

take place in early June.
Western Canada  

customers will continue 
to utilize the company’s 
Edmonton facility and 

the current contact  
information.

Downsview, Ont.,  
customer pickup business 
and Niagara-on-the-Lake 
corporate headquarters 
were to cease operations 
at the close of business 
Thursday June 3, and 

reopen Monday June 7 in 
Burlington.

The new facility is located 
at 3365 Mainway, Unit #2, 
Burlington, ON L7M 1A6.
Corporate offices may be 
reached at 905-335-4954, 

fax l-905-335-5388.
Customer Service may 
be reached at (Atlantic 

Canada & Ontario)  
1-800-531-4847, fax l-800-

531-4946; (Quebec)  
l-800-531-4764,  

fax l-800-531-4768.

The National Automotive Trades Association 
has announced that the Canadian Automotive 
Service Information Standard (CASIS) has been 
implemented on schedule.

The CASIS agreement between the Asso-
ciation of International Automobile Manu-
facturers of Canada (AIAMC), the Canadian 
Vehicle Manufacturers’ Association (CVMA), 
and the National Automotive Trade Association 
(NATA) is designed to provide independent 
automotive service and repair providers access 
to emissions and non-emissions-related service 
information, diagnostic tools, and training 
information in a similar fashion to that offered 
in the United States through the National 
Automotive Service Task Force (NASTF) agree-
ment, and similar to that of manufacturers’ 
authorized dealers. 

Success in forging the voluntary agreement 
led to the decision by many in the aftermar-
ket and legislators to abandon Bill C-273, the 
“Right to Repair Bill,” earlier this year.

Prior to the signing of the CASIS agree-
ment, only roughly 50% of Canada’s automo-
tive manufacturers and distributors (by market 
share) provided the automotive aftermarket 
with this service and repair information. Since 
the signing of the CASIS agreement, several 
additional auto manufacturers began providing 
this information ahead of the May 1 deadline.

 “There are people who don’t do high-tech 
repairs, because of the risk,” says Dale Finch, 
executive vice-president of NATA, so for those 
the impact may be small, at least initially. “But 
in small towns, where there may only be one 
or two independent service providers—and 

no dealers—they are going to 
have to find a way to repair these 
vehicles.”

In the beginning, says Finch, 
shops may gravitate towards using 
only the most economical tools 
for more high-tech repairs, but 
cautions that it is not a long-term 
option to entirely ignore the need 
to get onboard with manufacturer 
service information as the repair 
landscape changes.

“Mechanical shops need to 
analyze where they are,” in terms 
of readiness and in terms of their 
market, says Finch. “Then they 
can decide what they need, and 
whether they [will] go aftermarket 
or OE tools.” He says that they may 
have to get creative. He says sev-
eral shops in Langley, B.C. coordi-
nated their purchases so that each 
shop purchased an OE tool from 
one manufacturer, and share them 
with each other when needed. 

Beyond tools though, Finch 
emphasizes the need for train-

ing. “They need to find the experts within their 
businesses, just like some of the car dealers. I 
ran a GM dealer service department with 25 
techs; only three or four had the expertise to 
do the high-tech work.

“The aftermarket needs to get into the train-
ing mode, for this and to retain staff. If employ-
ees don’t see a training path, they’ll general-
ly go somewhere where they can satisfy that 
need.”

Finch says that while vehicle manufacturers 
have entered into the agreement wholeheart-
edly, there is some concern that shops won’t 
take advantage of the resource.

“Our biggest challenge is to get the word 
out to the shops. And it’s important to jobbers 
that they know too. They have to be concerned 
about their future. Their survival depends on 
the word getting out.

“It’s all about getting the industry to work 
together. There are huge gaps in the OES net-
work. The aftermarket has a huge opportunity, 
but they have to be educated. They have to get 
a plan together and they have to get going on 
it.”

For more information about the CASIS 
agreement, and for links to each auto manu-
facturer’s technical information website, visit 
www.natacanada.ca. Click on CASIS (Canadi-
an Automotive Service Information Standard) 
to go directly to the OEM service information 
links page.

Right to Repair Agreement 
Arrives On Time

The National Automotive Trade Association’s executive vice-president 
Dale Finch says that a key challenge of gaining access to the OE repair 
tools and information is getting the word out to the independents. 
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Eric Boutin Named Young Executive of the Year
The Automotive Industries Association 
of Canada has announced that Eric 
Boutin of Carquest Canada is the 
winner of this year’s Young Executive 
of the Year Award. 

The Young Executive of the Year 
Award was created in 2007 by the 
Young Executive Society Committee 
(YES) to provide member organiza-
tions with the opportunity to recog-
nize remarkable employees who have 
had an impact on their company, 

community, and industry. This is the third year that YES has 
awarded an outstanding employee for his or her dedication to 
the industry, leadership, and innovation.

“Eric exemplifies all the qualities the award was designed to 
recognize. He is bright, has had an impact within each position 
he has held, and is committed to supporting both the AIA and 
the industry wherever he can,” states Linda Donnini of Uni-Select, 
current chair of the YES Committee.

Boutin’s strong determination to set high standards for himself 
both personally and professionally has served him well. In addi-
tion to being an active member of AIA’s Young Executive Society 
Committee for the past two years, Boutin is a strong believer in 
education and has been an active participant for the last two years 
at the Student Aftermarket Day held at Georgian College.

Boutin was recently promoted to regional manager at Carquest, 
overseeing the operations of 13 stores in the Greater Toronto Area 
with responsibility for over 110 teammates. 

Prior to his current position, Boutin was a director of finance at 
Carquest, where he was responsible for the financial oversight of 
Ontario and Eastern Canada. Boutin was actively involved in the 
financial aspects of the company’s merger and acquisition activities, 
including negotiation, valuation, due diligence, company integra-
tion, and team training for acquisition targets. In addition, Boutin 
was an office manager for General Parts Inc., U.S., where he super-
vised customer service associates and office administrator activities. 
He also worked for BASF, France, as a project assistant on a special 
purchasing centralization project at the Paris Distribution Centre. 

Boutin holds a Bachelor of Business Administration in Manage-
ment Accounting from the Université du Québec à Montréal and is 
a Certified Management Accountant. He is currently pursuing his 
Masters of Business Administration at Wilfrid Laurier University.

Barton Auto Parts Show Breaks Out
Barton Auto Parts’ annual 
trade show in Hamilton, 
Ont., provided the multi-
branch jobber with a great 
opportunity to break out 
of its traditional image.

Barton’s Import Auto 
World provided the first 
high-profile evidence of 
the company’s change in 
thinking to a strong import 
focus, combined with a 
strong emphasis on train-
ing and creating a partner-
ship with customers.

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

Alternator Recall 
Initiated

Canadian Tire and 
Remy Power Products 

are voluntarily recalling 
alternators that fit certain 

models of 1999-2005 
Chevrolet, GMC, Buick, 
Cadillac, Hummer, and 
Saab trucks, vans, and 

SUVs. 
Information indicates 

that fewer than 200 units 
were sold and there 

have been no reported 
incidents to date in the 
automotive aftermarket 
in connection with this 

product. 
The affected alternator 

model numbers are  
019-4748-6, 019-4749-4, 

and 019-8204-6.
It has been reported 
that, once installed, 

these alternators may 
experience electrical 

surges even when vehicles 
are turned off, posing 
a potential risk of fire 

and other damage. The 
alternators were sold 
under the Champion 
and Hitachi brands 

by Canadian Tire and 
PartSource stores between 
December 28, 2009 and 

April 9, 2010. 
Customers should  

contact Remy’s customer 
service toll-free 24 hours 

a day, 7 days a week at 
1-866-372-2088, to obtain 
information on how to 
identify the alternator, 

determine if replacement 
is required, and if  

necessary, arrange for 
replacement at no cost.

Continued on page 8
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Stephen Krieger, Barton Auto Parts, and 
Kam Sukhram, Uni-Select Ontario, celebrate 
a successful Import Auto World show.
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Continued from page 6

Motor Oil Mythbusters 
Winner for April

The April issue Winner 
in the Motor Oil 

Mythbusters Contest,  
presented by Valvoline, 

has been chosen.
The winner is Seth Jenner 
of Westec Distributors of 

Aldergrove, B.C. He  
correctly answered quiz 
questions on synthetic 

and high-mileage motor 
oils. Jenner will receive 
a prize pack courtesy of 
Valvoline Canada. See 

this month’s quiz for your 
chance to win!

g     g     g

AutoZone Introduces 
Online Ordering, Store 

Pickup
U.S. auto parts chain 
AutoZone, Inc. has 

launched a buy-online, 
store-pickup service.

The Buy Online Pick-Up 
In-Store service allows 

customers to select and 
purchase items online and 

pick up merchandise at 
a designated AutoZone 

store. Customers can log 
on to AutoZone.com, 

search the inventory of 
automotive parts and 

accessories available at 
a local store, choose the 
“Store Pickup” option, 

and proceed to checkout. 
After completing the trans-
action, the local store will 
be notified of the order. 
An e-mail is then sent let-
ting customers know their 
order is ready for pick-up. 

The new Buy Online 
Pick-Up In-Store service is 
available across the U.S.  

in most stores. 
AutoZone operates 

4,289 stores in 48 U.S. 
states plus the District 

of Columbia and Puerto 
Rico and 202 stores in 

Mexico. For more  
information, visit  

www.autozone.com.

It is a strategy that has been several years in 
the making. 

“It is hard for some of our more domestic 
make-oriented suppliers to come to terms with, 
but from a customer standpoint, it is something 
they are asking for. It is a process; it is not an 
instant reward.”

He says that the focus of much of the effort 
has been on educating everyone about the 
move. 

On a sad note, it was the first Barton show 
since company patron Mort Krieger passed 
away in January. While he was definitely missed 
at the festivities, a low-key tribute was held in 
his honour. 

Bosch Reiterates Commitment to 
the Aftermarket, Stands Firm on 

Protecting R&D Investments
Robert Bosch LLC remains committed to pro-
viding innovative, high-quality products to the 
aftermarket, and is equally committed to pro-
tecting its intellectual property, says a senior 
executive.

While the main impact of the economic 
crisis of the last year hit the OEM sector—the 
overall Bosch Group saw sales drop 15%—the 

performance of the independent aftermarket 
has given Odd Joergenrud, regional president, 
Automotive Aftermarket, North America, cause 
for confidence. 

“The Bosch automotive aftermarket busi-
ness did not fully escape the global financial 
crisis. Bosch OES channel business was nega-
tively affected,” says Joergenrud. “However, 
Bosch [independent aftermarket] business had 
a reasonably stable year, experiencing growth 
throughout 2009 for North America. We have 
seen substantial strengthening over the first 
quarter.”

Pivotal in its performance in the sector is the 
investment in innovative products such as its 
bracketless wiper blades, but this also brings the 
need to protect the investments required to cre-
ate these products.

“Bosch is firmly committed to providing 
the high-quality, innovative products required 
to meet the demands of its customers. These 
high-performance, safe, and eco-friendly prod-
ucts often require a long development process 
involving multiple patents. Going back to our 
founder, Bosch believes that quality is the most 
important asset we have to offer to our custom-
ers and we spare no time or expense to ensure 
that we deliver just that. Quality, safety, and envi-
ronmental responsibility are what ‘Invented for 
Life’ is all about.

“We value our relationship with our after-
market customers and appreciate the opportu-
nity to work together to grow and strengthen 
our respective businesses. As the world’s origi-
nal equipment and innovation leader, we are 
committed to providing our customers with the 
innovative aftermarket products and services 
they require to serve their customers. 

“We believe by bringing these values to the 
market, we strengthen all of our markets and 
we look forward to continuing to invest in this 
future growth for the aftermarket. That’s why 
Bosch is an enthusiastic supporter of the AASA 
Know Your Parts initiative.” 
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Rose Nash, Nash Total Performance of Binbrook, Ont., 
took home the Wakefield/Castrol grand prize foosball 
table.

While purists may believe that hockey should be played in the winter only, a group of aftermarket 
professionals have made it their duty to take to the ice each year and raise money for the Canadian 
Cancer Society.

Slapshots for the Cause, now played in honour of long-time sponsor Lube Koval, raised $9,000 
for the Canadian Cancer Society, through player registrations and sweater sponsorships at this year’s 
game at the Mississauga Iceland Arena in Mississauga, Ont.

The “Koval Cup” went to the Red Sweater team and MPV award went to Ed Gabarro from West 
End Auto Supplies in Toronto, Ont.

Organizers wish to thank all sponsors, in particular Janice Koval for continuing the sponsorship 
of the event.

“Slapshots for a Cause” Raises $9,000
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Vast Automotive Plans Massive 
Expansion in Ontario

Vast Automotive Distribution plans a massive 
expansion in Ontario, in terms of both its abil-
ity to serve customers and the programs it will 
offer them.

Several initiatives were announced as the dis-
tribution organization held its first Ontario con-
vention, itself part of the expansion strategy.

A key factor in the expansion is the open-
ing of a new 100,000-square-foot-plus DC in 
Brampton, Ont. The new DC will allow for 

Lordco’s Doug Coates in full beach attire (right) shares a 
conversation with Wakefield Canada’s Kent Rennie.

expanded inventory opportunities, as well as 
improved access to many areas of the Greater 
Toronto Area and beyond. The existing Carn-
forth Road facility will continue to serve cus-
tomers in Toronto’s east end. 

The organization also plans to ramp up its 
Auto Value store and Auto Value Service Centre 
programs. 

Among key points emphasized at the conven-
tion are Vast Auto’s personalized approach, its 
full line of products and services, competitive 
prices, programs, and its flexibility. 

Lordco Kicks Sand in the Face of 
Competition—Again

Lordco’s renowned annual trade show provid-
ed a “Beach Bargain” theme for its customers, 
and brought them out in droves.

The annual automotive trade show is a 
perennial success story for Lordco Auto Parts, 
which operates more than 90 stores in the Brit-
ish Columbia market. 

Crowded aisles and busy vendors have 
become almost routine for the event.

Lordco Auto Parts of B.C. 
once again attracted a strong 
attendance to its annual 
trade show, this year with the 
“Beach Bargain” theme.
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Vast Automotive Distribution president Tony Del Vasto 
was on hand for several prize presentations, including 
this one to Riaz Kaba of Quest Automotive. The com-
bined convention and May Mania trade show were a first 
for the Ontario distribution organization.

Presentations at the Vast Automotive convention put the 
company’s new 100,000-square-foot distribution centre 
in Brampton, Ont., front and centre. The DC is opening 
this summer.

John Watt, past chair of the Automotive Industries 
Association of Canada, gave attendees an informative 
presentation on the value of promoting proper automotive 
service provider inspection practices and the necessary 
repairs that are revealed as a consequence.
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BODYSHOP 
NEWS

W ith imperatives to improve profitability, the 
collision shop owner may very well be the 

barrier to future success.
That was, in part, the message of Steven 

Feltovich at the Canadian Collision Industry 
Forum event in Vancouver.

His presentation, “Collision 
Repair Planning for Rapid 
Throughput,” stated the 
imperatives that are driving 
the need for maximized effi-
ciencies. These include the car 
companies, insurers, and the 
customer, but the bottom line 
is that a repairer must be fast, 
good, and be able to deliver on 
price and timing as promised. 

This cannot happen in the 
traditional process model, 
he said. Getting an efficient 
model in place that reduces 
supplements and delays, both 

CCIF Vancouver Presentation Puts 
Onus for Change on Owners

CCIF Vancouver played host 
to more than half a dozen 
sessions. Here are a few 
words on some of them.

Scott Smith, Automotive 
Industries Association of 

Canada, presented  
early findings of the 

Collision Industry Survey  
conducted by the  

association. A selection 
of numbers were offered, 
and feedback requested 
as to how they shake out 
with industry experience. 

Results will be online 
at www.aiacanada.com 
approximately by July.

Andrew Shepherd, AIA 
collision training director, 
brought attendees up to 
speed on I-CAR training 
in Canada. In short, it 
is ongoing and poised 

for a significant push in 
the fall. Shepherd also 

gave special credit to Joe 
Da Cuhna for maintain-
ing I-CAR’s presence in 

Canada, despite  
significant challenges. 

Larry Jefferies, Carstar 
Automotive Canada, 

provided an update on 
the CCIF/Skills Canada 

program, which has 
grown to nine autobody 
painting representatives 
from Canada, up from 

zero only a couple  
of years ago. Support 
for ongoing efforts is 

still needed. Visit www.
ccifskillsprogram.com for 

more information.

of which are wasteful, requires a change in 
thinking. He quoted statistics that any supple-
ment, no matter how small, can cost a day and 
a half in delays. 

“If you are still a technician-minded person, 
you need to change that, yesterday. You are 
going to have to be a businessperson to under-
stand what profitability really means.

“Focusing on repair process planning, shops 
need the discipline to institute a detailed disas-
sembly, estimating, and ordering process, in 
place of a haphazard system of partial disas-
sembly, best guesses, and the subsequent raft of 
supplements when new damage is found.”

The most commonly ordered supplements, 
he said, were radiators, responsible for 24.7% 
of supplements; rear bumper brackets, with a 
21.9% share; and front bumper brackets, with 
19.4% share. 

“The object is to drive back to zero the 
amount of time that any vehicle is sitting idle, 
or waiting for someone to work on it.”

And for those shops that 
have instituted lean processes 
and repair process planning, 
the imperative doesn’t end. 

“The main reason that 
shops that have gone lean fall 
off the program,” he said, “is 
that the owner, management, 
stops pushing for it. Business 
changes and they end up 
going off the plan.”

The next CCIF is scheduled 
for Montreal, Que., September 
25. Visit www.ccif.net.

Steven Feltovich says shop owners need to build efficiency 
and stay committed.

10 JOBBER NEWS / JUNE 2010

The first phase of Canada’s Low-VOC refinish regulations comes into force June 19, prohibiting the 
manufacturing and importation of products not meeting the standards.

A communiqué from Environment Canada states the situation unequivocally: 
“For your information, we would like to advise you that the prohibition on the manufacture and 

import of products with VOC concentrations exceeding the limits set out in the Regulations comes 
into force on June 19, 2010 and that the prohibition on the sale and offer for sale comes into force 
six months later on December 19, 2010.”

The communiqué also states that “The purpose of the Regulations is to protect the environment 
and health of Canadians by introducing VOC concentration limits for 14 categories of automotive 
refinishing products.

“The Regulations prohibit the manufacture, import, sale and offer for sale of automotive refinish-
ing products with VOC concentrations that exceed the applicable limits.”

The final version of the Regulations is on the CEPA Environmental Registry website at: http://
www.ec.gc.ca/CEPARegistry/regulations/.

Background information on the Regulations is also available on Environment Canada’s VOCs 
in Consumer and Commercial Products website at the following address: www.ec.gc.ca/cov-voc.

Canada’s Low-VOC Regulations Phasing In June 19

Continued on page 12

Scott Smith of the AIA revealed some 
findings from the association’s Collision 
Industry Survey, calling for comment from 
the industry on the results.
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427/CSN Auto Collision Named Bodyshop of the Year
Lorenzo D’Alessandro and his team at 427 / CSN Auto Collision have been 
named Bodyshop Magazine’s Bodyshop of the Year.

Through the nomination process we received dozens of entries from across 
the country, all of which presented compelling arguments. But, in the end, it was 
the abundance of both industry and community involvement, plus the shop’s 
undisputed service record, that nudged this shop across the line, just ahead of 
many others.

“Lorenzo’s team is an inspiration to the industry. Their hard work, dedication 
and commitment to the betterment of the collision repair business is evident from 
the moment you set foot in the shop. I’m happy to see 427 Auto Collision receive 
this award,” says J.D. Ney, editor, Bodyshop Magazine.

“Thank you on behalf of the entire D’Alessandro family and 427 Auto 
Collision,” said Lorenzo D’Allesandro upon learning of the award. “We are hon-
oured and we really appreciate it.”

“There is little doubt that Lorenzo and the people he has surrounded himself 
with have been among the most progressive teams in the Canadian collision for many 
years,” says Andrew Ross, publisher of Bodyshop Magazine. “And it is also clear that his 
personal desire to give back to the community is unflinching and is an important com-
ponent of how the entire team sees themselves in the industry and in the community.

“We are very proud to be able to have such an amazing organization to present 
this award to.”

In addition to the Bodyshop of the Year Award, five other shops were recog-
nized with Honourable Mentions for their excellence. 

PPG’s MVP Business Solutions Conference Maps Out A 
Brighter Future

One of the most critical issues facing today’s boomer-dominated collision repair 
facility owner is dealing with a new generation of worker with very different values, 
and very different expectations from what the owner had at a similar age.

Learning to deal effectively with these generational differences was a key com-
ponent of the PPG MVP Business Solutions Conference in San Diego, Calif.

“The theme of the conference was ‘Beyond Tomorrow,’” says Norm Angrove, 
senior manager, value-added programs for PPG. “A key component of that idea is 
that there are now four generations in the workplace. 

“Most important, whether from an HR perspective or a customer perspective, 
the way we communicate and manage them is distinctly different.”

Keynote speaker Cam Marston walked attendees through the four distinct age 
groups that exist in the world today: the Matures, Baby Boomers, Generation 
X-ers, and the Millennials, also known as Generation Y.

“[Boomers] tend to associate their identity with their jobs,” offers Lianne 
Perissinotti, program manager, value-added programs, for PPG Canada. “For Gen 
Y, the value to them is based on their time, not necessarily getting ahead in the 
company. Time off is a real reward for them.”

“Cam Marston was absolutely spot-on,” says Mike Srigley of Sunshine Autobody 
in Langley, B.C. “He brought to life the differences in the generations, how 
people react to one another, and how we perceive them. I can think about my 
own employees and they fit into the groups perfectly. It really opened our minds 
on what we have to do with our marketing now.”

Continued from page 10
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Where the 
world meets up.
Make a trip to Frankfurt, 
the “metropolis of mobility”, 
and discover a host of new 
ideas for the components 
market, workshop equipment, 
car accessories and service 
station and car wash systems. 

Again in 2010, Frankfurt will 
be the driving force for the 
innovations and solutions of 
tomorrow.

Your trip can start online 
today. Navigate around 
the product worlds of 
Automechanika and order 
your online ticket at 
 www.automechanika.com

Tel.  905-824-5017
info@canada.messefrankfurt.com

14 – 19. 9. 2010 
Frankfurt am Main

The World’s Leading Trade Fair for 
the Automotive Industry

Obituary
Rick Berg, Dedicated Industry Supporter, Passes at 47

Rick Berg, dedicated supporter of the collision repair industry, 
has passed away suddenly at age 47.

Berg, of 3M Canada’s Automotive Division, was also chair of 
the PBE Council of the Automotive Industries Association of 
Canada.

He began his career with 3M Canada in 1988, and his 
most recent position was that of business manager for 3M’s 

Automotive Aftermarket Division.
He is survived by his sons Spencer and Alexander, and beloved partner Mar-

tha Bennett.
In lieu of flowers, donations can be made to Epilepsy Canada, National 

Office, 2255B Queen Street East, Suite 336, Toronto, Ont., M4E 1G3, or Heart 
and Stroke Foundation of Ontario, P.O. Box 7008, Station Main, London, ON, 
N5Y 5W7.
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3M™™ Dirt Trap Protection System

Improve Paint Department 
Productivity
• Capture Dirt and Overspray

• Reduce Paint Booth Maintenance

• Protect Your Investment

Protects profits
Traps dirt
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For more information visit our website 
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T here is a growing concern among the driving public 
that they not only should choose vehicles that will 
minimize their fuel bill, but also decide how much, 

how often, and how they will drive.
This may present both a challenge and an opportunity for 

the automotive aftermarket. 
A short two years ago, prices at the pump shot up, and the 

average kilometres—and the maintenance priorities of the 
consumer—screeched to a halt. 

According to Frost & Sullivan research analyst Matt 
Scruggs, this had a number of effects. 

“High gas prices created a market shock in the automobile 
industry, leading to dramatic sales declines and contribut-
ing to the recent economic recession. A small mercy of this 
same recession is a reduction in demand for crude oil in 
western countries, leading to low and relatively stable prices, 
and allowing the U.S. economy to stagger to its feet without 
another blow from the commodities sector. However, with 
the economy stabilizing and consumption still growing in 
developing nations like China and India, the price of crude 
oil is expected to rise continuously throughout the next few 
years. The rising fuel prices of the future and a restrained 
new vehicle market will influence consumer driving behav-
iour, and thus aftermarket replacement products, as consum-
ers attempt to maximize fuel efficiency with conventionally 
powered vehicles.”

What Scruggs predicts is a change in driving habits, to 
fewer miles and more fuel-efficient driving habits. 

“Analysis of several emerging trends suggests that vehicle 
owners are likely to experience the eventual rise in fuel prices 
while driving their current vehicle. The average vehicle owner 
in North America is keeping his vehicle for a longer time peri-
od and driving fewer miles annually. These patterns indicate 
little movement in the automotive sector, while energy costs 
will rise sharply; the price of oil, currently trading at $77/bbl, 
is expected to break $100/bbl later this year.

“In an effort to reduce vehicle operating expenses, a large 
percentage of vehicle owners are likely to modify driving and 
maintenance behaviour to save fuel. Many of these tactics 
emerged in late 2008, when high gas prices significantly 
impacted vehicle operating costs.”

While his comments single out the U.S. market, it is not 
hard to see similar effects taking hold in Canada.

Potential Changes In Maintenance Behaviour

More frequent oil changes with lightweight oil
This measure is designed to reduce internal friction in the 
engine. While the actual benefit of this practice on fuel 
economy is extremely small, it is a strategy that consumers are 
likely to turn to in the future. A large number of vehicles older 
than five years old typically visit an independent repair facility, 

MARKET
TRACKER
MARKET
TRACKER

Making More From Less
As drivers look to reduce fuel consumption, progressive aftermarket players 

should see opportunity.

14 JOBBER NEWS / JUNE 2010

Making More From Less

JUNE Tracker p14,15 .indd   14 04/06/10   8:54 AM



or IRF, for routine maintenance. Based on patterns observed 
in late 2008, these locations are likely to emphasize the use of 
lightweight oil and more frequent oil changes.

Low rolling-resistance tires become popular replacements
Low rolling-resistance tires are currently installed predomi-
nantly at the OE level, though many manufacturers are begin-
ning to offer them in the aftermarket. These tires are expect-
ed to increase in popularity in the next few years, as they can 
offer a 2% to 6% improvement in fuel efficiency, albeit at the 
expense, in some cases, of traction or comfort.

Tire replacements in general will be affected in a few differ-
ent ways. A very small group of consumers is likely to practice 
tire over-inflation to further reduce rolling resistance and 
increase economy. This is likely to reduce tire life by forcing 
the tire to wear unevenly. However, the majority of consum-
ers interested in gaining fuel economy will ensure tires are 
inflated at the proper level, which may lead to an increase in 
tire life and a corresponding decrease in repair revenue.

Potential Changes In Driving Behaviour

Less aggressive acceleration and braking
Attempting to maintain a steady speed to reduce fuel con-
sumption will reduce the wear on a vehicle’s brake friction 
elements and rotors or drums, while possibly increasing spark 
plug replacements. A measurable reduction in brake jobs may 
result from the reduction in aggressive brake use, especially in 
urban areas where stop-and-go traffic predominates. Vehicles 
equipped with manual transmissions may also utilize engine 
braking to perform gradual speed adjustments, though this 
segment of the vehicle population is small and diminishing 
each year, and so does not present a threat.

When vehicles avoid brisk acceleration, spark plugs may 
not be able to heat to a self-cleaning temperature, allowing 
carbon deposits to build up and foul the plugs. Older vehicles 
are especially prone to this, as oil may be pulled into the com-
bustion chamber through worn valve guides and gaskets due 
to the low intake manifold pressures that result from partially 
closed throttle bodies.

More engine stops/starts
Reducing idle time by shutting off and re-starting the engine, 
as needed, is another tactic used to save fuel. As conventional 
vehicles do not have a starting system designed for this use, 
increased wear on the vehicle’s starter, battery, and alternator 
is likely to occur, with a corresponding increase in replace-
ment rates for these parts.

The impact of these practices on the aftermarket has yet to 
be quantified, though any such changes in consumer driving 

behaviour are extremely important for aftermarket partici-
pants to make note of. 

As gas prices rise, consumer behaviour is certain to change, 
and the aftermarket must respond appropriately.

In essence, drivers concerned about the cost of fuel may 
drive less, but be far more conscientious about the impact that 
maintenance can have on improving usage even at reduced 
levels. Consumers may want to use the least amount of fuel 
possible, not just less.

Aftermarket players who can offer drivers ways to accom-
plish this may build their own green image with consumers, 
and their accountants.

15JOBBER NEWS / JUNE 2010

Market Opportunity
In addition to the market opportunities noted in the main 
article, the implied opportunity for additional mainte-
nance work—or at least diagnostic work—should focus on 
determining the health of a vehicle’s ignition system and 
emission system components. 

Accurate diagnosis of a problem with either of these 
systems can lead to maintenance that can improve a 
vehicle’s efficiency and fuel mileage, while reducing its 
emissions. 

According to Car Care Canada, a proper tune-up 
can improve fuel consumption by an average of 4%. 
Fixing a serious maintenance problem, such as a faulty 
oxygen sensor, can improve fuel consumption by as 
much as 40%.
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KNOW YOUR 
CUSTOMER

Data mining can work for you 
in retail, and wholesale.

KNOW YOUR

There is an old cliché about business: 
Know your customer. But in a world where 

businesses can slice and dice each one of 

us based on the products we buy, the shows 

we watch, and restaurants we eat at, the 

concept has been taken to extreme heights. 

(Or is it depths?)

The concept of data mining, as it is 

known, is a simple one: capture and 

assemble all the information you can and 

apply some intelligent analysis to it. 

But in practice, getting it right can be a 

complex, tough to handle task, fraught with 

potential problems if you get it wrong. 

Here’s an example from my own world. I 

have a loyalty card from a major drugstore 

chain. I receive points that I can redeem for 

my purchases, but I also earn points when 

I go shopping with others. Now, if that 

retailer were to look at the purchases 

based on that data alone, they 

might be very confused as to 

my age, my gender, my 

preferences. 
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I can only imagine that the reason 
I don’t get a copy of their cosmetics 
offers is that the mismatch in purchas-
ing habits, and products noted on the 
card, get kicked out by an application.

There are actually programs that 
can recognize the gender of a name and, one might imag-
ine, disqualify a prospect from receiving certain offers, 
says Mike Fazackerley of T.O.P. Marketing / Matthew Scott 
Data Marketing Solutions of Mississauga, Ont., which has 
done work in the aftermarket for years with aftermarket 
companies including NAPA and Shell, as well as creating 
the Automotive Industries Association of Canada’s mapping 
tool.

While there are some examples of linking data mining 
to market action in the aftermarket, some of the most vivid 
examples are found outside, in the world of discretionary 
purchases.

“There is a group called the Society of the Crown, that 
has access to customized Crown Royal labels, and other 
special services,” says Fazackerley. “One example we worked 
on for [marketer Diageo North America, Inc.] was to have a 
customized event, by location of the member.” The outcome 
would be to have a special “private” event that would also 
allow these premium customers the opportunity to try other 
premium brands from the supplier.

What he is referring to is the practice of sussing out spe-
cific groups of customers and working in ways to maximize 
the return from those customers. It is the exact opposite of 
a cold call. 

“Marketers learned long ago the importance of classifying 
customers into species and groups,” reported Terry O’Reilly, 
award-winning marketing guru, in his “Age of Persuasion” 
CBC radio show recently. “First dividing them by demo-
graphic—categories of age, gender, income, and geogra-
phy—then by pychographics, grouping people according to 
values, attitudes, and lifestyles.  

“More recently marketers started grouping consumers by 
‘tribes’: like-minded groups and cultures with shared com-
mon interests.” 

While much of the aftermarket is a way off from being 
able to execute marketing and merchandizing initiatives by 
“tribe,” it is well on the way to a more focused approach.

For any company or industry intent on selling a prod-
uct—which one isn’t?—the goal of data mining is to be 
efficient and effective, in terms of both marketing efforts 
and processes. 

Applied to the aftermarket, the concept is only just start-
ing to take hold. Digging into the service habits, for oil 
changes, say, might reveal an opportunity. 

“What guys do look at is days between service. And they 
all have that opportunity,” relates Fazackerley. He says that 
a recent campaign revealed that the time between service 
calls could be brought down significantly, adding an aver-
age of half an oil change a year from customers, if the right 
message was delivered at the right time to a shop’s customer. 

“Response rates depend on the offer,” he emphasizes. 
And that means knowing the customer and at least making 
a good guess at what he might respond to. Which brings us 
back to getting the data in the first place.

This can be particularly difficult for many traditional 
stores that capture very little about their retail customers. 

“There is a good opportunity. You have to start captur-
ing the information, to begin with. Don’t ring it in as just a 
cash sale.”

For much of the traditional aftermarket in Canada, lack-
ing the kind of aggregate point-of-sale information the U.S. 
industry has—courtesy of NPD—is problematic. 

As an industry, on both sides of the border, the trade 
customer has been the justifiable focus, but even here there 
have only recently been strides made to allow detailed parts 
demand data to be used to create more efficient inventories.

Rod Bayless, Activant’s data expert, looks like you would 
expect an IT guy to look. Shaved head, scruffy goatee-type 
beard. Focused eyes. Detailed approach. Clipped speech.

“Today business intelligence and analysis solutions are a 
big deal. Something like 40% of the dollars spent on rela-
tional database technology is spent on business intelligence 
applications.

“It is a big deal with many customers in terms of what they 
are trying to do with technology. Making decisions properly 
and fact-based is becoming more prominent.”

Even today what are often considered sophisticated, 
in-tune companies consider their own decision-making to 
be flawed. They yearn for ever more accurate data. It’s an 
important part of winning in the market.

“If you have influence or knowledge of customers and 
apply that to servicing them better, you will typically be the 
one who wins the market segment. 

“We have to deal with tens of thousands of different 
vehicles in order to better service our customers. Data ware-
housing and data mining helps us to sort all that complexity 
out. It helps us to put a sharp edge on what we do.”

Whether that opportunity is in the owners of dozen-year-
old BMWs, or a whole class of GM Impala with water-pump 
failures, it is about a focused approach. 

It is about attacking a specific opportunity in your busi-
ness, he says, but to have intelligence, you need data, some-
thing there is a dearth of in the aftermarket.

“There just isn’t enough movement of items to learn 
from your own store. Traditionally what you need to do is 
get involved in data pooling. Such aggregate data can help 
determine real demand, and real failure rates.” In one 
example he offers, you can even make recommendations to 
a car owner about what service he might want to consider, 
or at least what components should be inspected, based on 
failure history.

“The more we understand, the better we can compete. 
What we need to do is to deliver this data to what we call the 
point of decision. It can’t be in a PowerPoint or a report. It 
needs to be part of what you do every day.

“If you are at the counter or working with the customer, 
you need to be able to articulate something about that car 
that previously was only available at the car dealer. This is 
about knowing your customer and being able to chisel the 
data so you can best compete.

“Taking data like this and mining these types of patterns, 
and getting them to the installer as tips or advisories, is 
where the benefits can really flow. You can increase the aver-
age repair, target and attract new customers, increase gross 
profit, and optimize the parts inventory.”

Continued from page 16
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Fits like O.E.
because we make O.E.

Constructed from durable 
stainless steel materials with the 
right loading of precious metals, 
Walker® Ultra® converters are 
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strict O.E. specifi cations for fi t and 
performance – they exceed them.
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You know the deal: A customer comes in looking for 
brake pads for his 10-year-old car, and is convinced 
there’s no need to put on anything but the cheapest 
pads you have in stock. After all, he’s selling it soon, 

isn’t he?
Or is he?
The problem with that scenario is that it has been played 

out so often in real life that there is a tendency for you, the 
experienced auto parts expert that you are, to jump to the 
conclusion that every customer with an older car is looking 
for the same kind of deal.

It is important for you to take some time and try to 
understand what it is the customer is really asking for.

1. Treat every customer like an individual.
This is not some esoteric term about individualism in 

the face of a society forcing us to conform. It’s about not 
assuming that the customer standing in front of you is the 
same as all the others who have ever done so, despite what 
he might be driving. 

Continued on page 22
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TOP RETAIL TIPS: 

BRAKE SALES
Give every retail transaction your full attention.

Dealing with each DIY customer individually is the key 
to understanding how they drive, how they take care of 
their car, and their comfort level with an important job like 
brake service.
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2. Always inform the customer. 
A customer that is looking for parts as important as 

brake system parts deserves enough of your time to get him 
informed what his real options are, and not to feel that you 
are rushing him. 

3. Always ask about the vehicle and how he uses it. 
Like the customer used in the example, customers 

will often tell you that their older car is just being fixed up 
enough to get it to the next season. What they may not know 
is that the more worn a car may be, the more advisable it is to 
put the best brake parts on it to help compensate for other 
worn, poorly performing components. 

Aside from that situation, it may be an opportunity to 
offer severe duty or performance options. Perhaps he is a 
potential customer for a ceramic option. 

4. Value his time. 
This is not a contradiction to the last point. While it is 

critically important to ensure that the customer has been 
informed of what you have to offer, it is not necessary for 
you to take him through the history of brake systems, or the 
many areas of engineering progress that you may be aware 
of. And, of course, when a customer is firm on his decision, 
it is important to move on lest you risk annoying him. 

5. Never forget to include hardware. 
Worn hardware has been proven to be an important cause 

of poorly performing, noisy brake jobs—for professionals, too—

so it is important that you try to impress upon the walk-in cus-
tomer just how important it can be to use new hardware. Often 
it is supplied in the box, along with a lubricant for the sliders. 
Please take a moment to ensure that the retail customer under-
stands that leaving out this part of the repair is not advisable. 

6. Don’t forget the rotor! 
A customer who comes in to buy pads may also need 

to get a set of rotors. Ask him about a pulsing brake pedal, 
and that shudder you know all too well is a sign of a warped 
brake disc. 

7. A little analysis. 
Ask if he knows what the condition of his brakes is. 

He may have them on hand—having left the car up on 
jack stands—and you may be able to see evidence of, for 
example, extremely uneven wear. If so, you should point it 
out, and advise him to keep an eye on the wear if he’s com-
fortable with it. It may be a sign of a lazy caliper that could 
be rectified or just left alone and cost him accelerated wear 
on the new pads he’s buying from you.

8. The Import Question. 
Particularly with the retail consumer, brand can be 

important. They may not know much, but some customers 
may be wary of installing a brand that doesn’t “sound” like 
it’s from the part of the world their car comes from. 
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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. 
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   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. 
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So it is wise to know the details of your offerings for 
import nameplates, and to know about the OE connections. 
It is also important to know about upgrade options, particu-
larly for European applications that may come with OE pads 
that the North American driver might find too dirty for his 
liking. 

There is no doubt that import nameplates are becom-
ing an important part of the marketplace. You should be 
well equipped to deal with the questions and concerns that 
might arise as a result.

9. Advice for the DIYer. 
As much as many of us might be made nervous at the 

prospect of a DIYer handling a job as critical as a brake job—
no doubt some of your trade customers will frown on the 
prospect—the fact is that a certain number of consumers are 
going to try it, and it’s important for you to offer what help 
you can. 

Ask if it is a customer’s first brake job (you should be able to 
see the clues), and if it is the least you can do is walk him through 
the process, reminding him about bleeding the system, any advi-
sories about the ABS system, and, as noted, the importance of 
using the hardware supplied. 

He may also require some special wrenches or sockets, 
depending on the vehicle. If he’s not sure, see what you can 
find about the application and if possible, print out some 
materials. 

Be helpful. The customer will thank you later.

10. Follow up. 
While not possible for every customer, for those cus-

tomers you have spent extra time with to help them, try to 
schedule a reminder to follow up. They will appreciate it and 
you will find out how you might be able to improve service to 
this important market segment.
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Few automotive product categories 
are as tuned in to the retail cus-
tomer as the oil and filters category.

With a long history as a favou-
rite job for the DIYer—changing your 
own oil is almost a rite of passage—it 
has served as an early adopter of retail 
marketing approaches such as category 
management.

More recently, the market has been 
challenged by environmental imperatives 
designed to lower the impact of the entire 
category on the planet. Everything from 
extended oil change intervals to tight 
rules on disposal have affected the market 
and those who sell into it.

“Sustainability is a key driver for all 
packaged goods right now,” says Megan 
Currie of Honeywell CPG, which manu-
factures the Fram brand. “Responsible 
product stewardship and reduced packag-
ing is increasingly becoming a require-
ment to sell to key retailers. These trends 
will have an impact on the jobber community as well. 
Heightened consumer awareness, government regulation, 
and social conscience around carbon footprint is already driv-
ing changes in the car park. Extended life products by default 
help with sustainability goals in many automotive categories 
as, for example, oil management systems become more preva-
lent and commodity-driven categories like oil and coolant 
look for more sustainable resource options.”

With this in mind, it is important to understand the cus-
tomers and the products you have to sell.

1. Which customer is which? 
Among the more sophisticated retailers, companies in the 

motor oil and filter sector have developed four categories of 
customer, divided by the way they see their car and maintenance 
habits.
Passionates: These consumers are passionate about their car, 
and have some expertise about its inner workings. These are 
premium-product consumers. For motor oil, this means syn-
thetic grades.
Minimalists: Price, price, and price are what dictate the behav-
iour of these consumers. They will seek out the best deal, 
regardless of brand, grade, or specifications. 
Diligent and Dutiful: These consumers don’t know much 
about motor oil or their car, but will try to perform the kind 
of maintenance required. From a motor oil perspective, they 
understand the need to change a car’s oil, but don’t necessar-
ily stick to the recommended change intervals. 
Peace of Minders: These consumers want to be worry-free, so 
they are likely to choose a branded motor oil, any branded 
motor oil. They respond well to media messages and believe 
those messages are credible. 

2. Communicate the Implications of 
Extended Oil Change Intervals. 

While the early tendency of the trade was 
to dismiss the manufacturer-recommended 
oil change intervals as a recipe for engine 
damage, that message has little credibility in 
the face of automakers’ recommendations. 

However, with extended oil changes 
come the very credible opportunity to rec-
ommend the highest quality, most durable 
products you can offer. This applies to both 
the motor oil you sell—semi-synthetic and 
full synthetic, for example—as well as filters 
that can withstand as much as five times 
the intervals you might have been recom-
mending pre-extended interval trend. 

3. Ensure DIY Customers Have What 
They Need. 

Ensure that every customer is asked if he 
needs catch basins, disposal bags, and 
instructions on what to do with the used 
oil and filter. If your local municipality has 

a program (most if not all do), have the details on hand for 
the consumer. 

It will help raise your environmental image and also help 
you guard against being accused of promoting non-environ-
mentally friendly practices.

4. Be Brand-Focused. 
Brands in this category tend to attract great loyalty from 

the consumer. Like many brand equations, it is not always 
clear why consumers will respond well to one brand and not 
another, but they do. Ensure you have a strong selection of 
brands and monitor their performance. 

5. Employ Category Management Techniques. 
While it may not be in your realm if you operate a smaller 

store, understanding the motor oil category as a whole rather 
than just as a set of competing brands can be an effective strategy. 
This means looking at overall profitability among the different 
classes of product—basic, economy, high-mileage, semi-synthet-
ic, synthetic—and even the performance of different grades. 

While an attentive supplier rep can be of great assistance 
for this, do not allow competing reps to steal shelf space from 
each other with successive detailing visits. Display the amount, 
type, and brands that work for your business.

6. Highlight “Forgotten Filters” 
Cabin air filters—as well as other filters such as those in the 

transmission and fuel system—should be highlighted. While 
not every DIYer is willing to pull out a fuel filter, the relative ease 
of changing a cabin air filter makes them a fabulous retail sale 
opportunity, and one with genuine customer benefits.

Continued on page 28
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Is he a Passionate? A Minimalist? 
Retail intelligence built in the oil and filter category can help every part of your business.
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Ford Taurus Converter Repair Pipe (’00-’07)

Chevy Cobalt (’05-’08) Converter Repair Pipe

Ford Freestar (’04-’07) Direct Fit Flex Pipe

At Exhaust Direct we know that our customers drive
our business, & thanks to your valuable feedback,
we have improved our products and services to

serve you best.

We offer an extensive line of exhaust products
which includes gaskets, spring kits, muffler straps, flex

repair pipes & much more. repair pipes & much more. 

Our website is updated weekly with new products &
contains one of the industries best interchange’s.

In order to continue to exceed your expectations of
superior quality and customer service, we have

recently added additional phone lines, reconfigured
our delivery routes, implemented Lean methodologies

& have become ISO 9001:2008 compliant.& have become ISO 9001:2008 compliant.

Would you like to find out more about us?? 
Please visit us online at www.exhaustdirect.ca

7. Know Your Technology. 
Despite the reams of information published by suppliers 

of motor oil and industry associations, there continues to be 
some rather broad miscommunication, particularly regarding 
synthetic motor oils and the relatively new addition to the 
marketplace, high-mileage motor oils.

In addition, the proliferation of European standards has also 
caused some confusion within the trade. The Jobber News Motor 
Oil Mythbusters Quiz—generously sponsored by Valvoline—reg-
ularly attracts as many incorrect answers as correct answers. (For 
the record, not every synthetic oil meets the Energy Conserving 
performance requirements needed to display the ILSAC star-
burst. This has nothing to do with good or bad quality; some 
motor oil formulations focus on building in other performance 
characteristics that preclude passing that particular test.)

Ensure that your staff is properly versed in the right ways 
to communicate with consumers about motor oil technology. 
They should also understand some of the persistent myths (that 
synthetic oils can’t be mixed with standard mineral oils, for 
example), and know how to respond. 

8.  Learn About New Standards. 
GF-5 is ready to show up on packaging labels this October. 

GM’s Dexron standard is also slated to arrive. These are just 
two of the latest developments. (See Jobber News February at 
AutoServiceWorld.com for more on this.)

There are a number of motor oils and filters on the mar-
ket emblazoned with automaker and other brand labels; this 
proliferation can confuse some customers. Staff should know 

that there are an increasing number of certifications that not 
all motor oils meet, particularly where European vehicles 
are concerned, and should know how to match products to 
vehicle requirements. 

9. Aging Vehicle Population Effects. 
With the drop in new car sales, and the growing desire by 

consumers to keep their cars on the road longer, comes the 
need to seek appropriate options for their needs. While the 
scope of products on the market is broad, expect the high-
mileage category in particular to grow. 

10. Develop a Retail Strategy. 
As noted at the outset, few products lend themselves as 

well to a retail approach as motor oil and filters do. Sit down 
with your key suppliers and set retail targets for sales, and 
enlist their assistance to help you meet them. As with employ-
ing category management techniques, the expertise of your 
key suppliers may be even more important in strong retail 
categories than in more traditional segments where trade sales 
are overwhelmingly dominant.

Keep it simple, but focus on the consumer. Don’t have oil 
on one side of the store and filters on the other just because 
“they fit on the shelf better over there.” 

You can be creative about it, by creating an oil change 
theme or an all-encompassing car care theme display, but 
whichever approach you choose, it should help direct a con-
sumer to making a wise decision. 

Displays that offer too many options or recommend an 
extensive list of items may only serve to confuse or repel the 
consumer. Oil, filter, oil catch basin, and even air filters are 
okay, but including every filter, additive, and treatment in your 
assortment as “recommended” is probably going too far.
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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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The exhaust market has seen a resurgence of sorts over 
the past few seasons. 

Growth in the standard replacement category, 
and big improvements in the size and breadth of the 

performance exhaust category, have given many a jobber 
reason to give it more attention.

Getting the most out of this segment’s retail sales category 
requires some attention to detail about customers and their 
individual desires.

1.Keep an Open Mind. 
For the retail customer, the performance market should 

certainly command the bulk of your attention, due to its attract-
iveness to the consumer as well as its profit potential, but don’t 

write off the dedicated DIYer looking to quieten his daily driver. 
And, because of the variety of products available on the market, 
there should be an option to fit every customer.

2.Performance is in the Eye of the Beholder. 
Performance customers can come in many shapes 

in sizes, as can the object of their affection. There are 

TOP RETAIL TIPS:

EXHAUST
SYSTEM SALES

Performance is king, but don’t ignore what the 
replacement market can offer.

VS. 
 

Join your Automotive Aftermarket Colleagues for:

The 4th Annual
An Evening at the Ball Park

Place: Coca-Cola Field, Buffalo, NY
When: Tuesday August 24, 2010
Time: 7:05 p.m.
Who: The Buffalo Bisons vs. The Pawtucket Red Sox
Subscription:  1 for $100.00 
                        2 for $190.00
                        3 for $270.00
                        4 for $340.00

Toronto Departure: 3:00 p.m.  (Plaza @ Northeast corner  
                               of Dufferin and Lawrence)
Burlington/Hamilton Departure: 4:00 p.m. @ The Burlington Mall 
                               (corner of Guelph Line and Fairview Dr.) 
A luxury coach will drive you to the ballpark and bring you back 
after the game. Prizes will be drawn on the bus.

**Please remember to bring a passport**
All net proceeds are being donated to the Leukemia and  
Lymphoma Society of Canada.
 
Contacts:
Eric Liebovitz: eliebovitz@fencoparts.com
John Pederson: thjp@can.rogers.com
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traditional muscle car enthusiasts who look for 
brands and sounds that they might have grown up 
with (even if the car they drive is from this millennium); 
there is the compact performance lover who is still looking 
for something to provide a boost in look and sound; and 
there is the diesel performance market for those who want 
their hauler to, well, haul. 

Fortunately, there are just as many brands and products 
on the market to fit every type of customer.

3. Be Brand Smart. 
As noted, brand can play an important role in making 

the sale. Even if performance numbers are identical, cus-
tomers may demand a specific appearance, logo, and brand. 
Look for clues on this, but don’t give up too easily if what 
they walk in looking for isn’t something you have on hand. 
They may be easily swayed by the numbers, but if not, look 
for how you can fulfill their request.

4. Know Standard Replacement 
Upgrades. 

No, this is not a contradiction. Compared 
to what you might have had access to only 
a few years ago, the quality and variety 
of options in the standard replacement 
category have expanded. Stainless steel 
has made its way into the replacement 
category, of course, but there are also 
options that provide shifts from OE sound 
and performance without being hardcore 
performance parts.

5. Know Your Cats. 
As the catalytic converter market has 

expanded and emission technology has 
improved, replacement catalytic convert-
ers have had to keep pace. Ensure that 
you know which units you have access 
that can keep Check Engine lights off, 
and customers happy.

6. Emphasize Safety. 
While you should never have to 

remind a professional technician to 
ensure that an exhaust system is installed 
securely and without leaks, emphasize 
this point when making a sale to a DIYer. 

Whether customers are installing 
some bolt-on performance pieces or 
replacing the system on their minivan, 
ensure they know that it is important to 
finish the installation procedure with a 
full inspection. 

A good procedure involves running 
the vehicle in neutral, revving the engine, 

and letting it settle to idle to listen 
for rattles. Next, they should check 
for exhaust leaks by covering the 
tailpipe with a heavy rag and seeing 
if exhaust is escaping at the joints. 
The final test is to do a short test 
drive and check for rattles and then 
make any necessary adjustments. 

While the dangers of exhaust leaks to 
driver and passengers should be clear, it’s also 
unsafe to have an improperly installed system, or even a tail-
pipe, fall off on the highway. 

For this reason, it’s crucial to take those few seconds 
to talk to the customer about the importance of that post-
installation inspection.

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
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Transmission Programmer

Designed for GM 4L60E/4L65E/4L70E/4L80E 
and 4L85E applications, the new Shift Boss 
Transmission Programmer allows instant modi-
fication of shift firmness while also monitoring 
critical drivetrain functions. This handheld unit 
includes a digital screen with selection options 
for transmission temperature, shift psi (with 
additional sensor), and all three shift modes.
TCI
1-888-776-9824
www.tciauto.com

Performance Muffler
Flowmaster’s new Force II 
Axle-Back system for the 
2007-2009 Jeep Wrangler 
JK fits both two-and four-
door models, and replaces 
the original transverse muf-
fler located behind the rear 
axle with a Super 50-ser-
ies muffler and precision 
mandrel-bent tubing to 
enhance exhaust flow. The 
system is constructed with 
409S Stainless Steel for 

long life and includes all necessary hardware 
along with easy to follow instructions.
Flowmaster Inc.
(800) 544-4761
www.flowmastermufflers.com

Chamfering Cones and Mandrel
The 82°, 3” Diameter Chamfering Cones & 
Mandrel make piston installation easier. It 
handles all diameter cylinders or sleeves and 
contains chamfer sharp edges for safe piston 
and ring installation. The 82° abrasive cones 

measure 3.5” high (88.9mm) 
with a 2” base (50.8mm) and 
3” top diameter (76.2mm). 
This product also fits a 3/8” 
(9.53mm) or larger drill.
Goodson Tools and  
Supplies for Engine Builders
(800) 533-8010
www.goodson.com

Hub and Wheel Bearings
Schaeffler Group USA 
has announced the 
release of its 2010 FAG 
Hub and Wheel Bearing 
Catalogue. The FAG 
program now includes 
more than 700 SKUs 
covering 95% of the 
North American vehicle 
population. The cata-
logue features a unique 

buyer’s guide section that consolidates product 
images and specifications for quick and accurate 
product identification. The 2010 FAG Hub and 
Wheel Bearing Catalogue comes in printed and CD 
formats.
Schaeffler Group USA
(800) 274-5001
www.replaceyourbearings.com

Import Exhaust and Catalytic 
Converters
Bosal’s new full-line import exhaust products 
catalogue covers the company’s complete line of 
one-piece, direct-fit replacement import exhaust 
systems, mufflers, catalytic converters, pipes, 
and accessories. Over 3,200 makes and models, 
from Acura to Volvo, are featured along with 

complete application 
data, ordering infor-
mation, and illustra-
tions. The bilingual 
catalogue is offered 
in English and in 
French.
Bosal Canada Inc.
(613) 384-4150
www.bosalna.com

Compact Inspection Light
The Maxxeon WorkStar 220 Compact Inspec-
tion Light is up to 20 times brighter than 
ordinary pen lights. This compact 6” inspec-
tion light weighs just one ounce and is made 
of a tough T6 aluminum body anodized black. 
It is water-resistant and sealed to keep out dirt 
and grit. The compact light runs on 3 AAA 
alkaline batteries (included) for up to four 
hours with typical intermittent use. 
Goodson Tools and Supplies for Engine Builders
(800) 533-8010
www.goodson.com
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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 p33.indd   33 31/05/10   10:34 AM
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means that in many cases shops may have only started seeing 
the replacement cycle in any volume within the last few years. 

EPDM belts are not prone to chunking or cracking. Instead, 
they gradually wear out.

This wear can be hard to inspect for. “How worn is too 
worn?” is a tough question to answer. 

To help technicians and others answer the question, two 
major belt suppliers have come up with ingenious tools.

Both Gates and Dayco have special belt wear gauges that 
can speed the diagnosis of a worn belt, and provide a means for 
shops to communicate with the consumer. 

In both cases, a small plastic gauge is used to measure the 
depth, evenness, and profile of the valleys in the drive side of the 
serpentine belt. 

The reasons for this approach are simple: EPDM belts 
wear as they age. Although the ribs do not become shorter, 
material is lost in the valleys of the ribs, making the space 

W ith the advent of new materials, the very nature of serpen-
tine belt wear and failure has changed. 

Itself a sign of changing times—who here remem-
bers when a series of V-belts drove everything under the 
hood?—the serpentine belt has continued to evolve, mostly in 
materials and wear characteristics.

In large part, neoprene has given way to Ethylene Propylene 
Diene Monomer (EPDM) as a material of choice. 

Neoprene belts were great by their contemporary standards: 
they lasted up to 100,000 kilometres, and would show signs of 
cracking before ultimate failure (three or four cracks an inch 
and it was time to change out). Yes, they were prone to losing 
chunks of material at the end of their useful life, but this was a 
better alternative to total failure without any warning signs. 

But, with the move to EPDM in the late 1990s, technicians 
and experienced do-it-yourselfers that had become used to 
such simple diagnostic checks on serpentine belts had to do an 
about-face. 

The fact is that EPDM belts are longer lasting—with a 
lifespan in the range of 160,000 km, notwithstanding extreme 
conditions and physical damage from road debris—which 

Knowledge Building:

For the Counterperson  June 2010

SERPENTINE BELT WEAR INSPECTION

Continued on page 36

Image courtesy Gates. 

While the design of two ingenious inspection tools differs, 
in the case of both the Gates and Dayco serpentine belt wear 
gauges the important thing to remember is that they are not 
to be treated like tire wear gauges. With tire wear, you mea-
sure tread depth: the deeper the gauge goes, the better. With 
serpentine belt wear gauges, the opposite is true: if the gauge 
sinks all the way into the rib valley, the belt is worn and should 
be replaced. 
If there is a great deal of variation between the ribs, it is a likely 
sign of pulley misalignment that should be rectified. 

The Gates serpentine belt 
wear inspection tool is a 
nifty orange plastic unit. 
You can slip your finger 
through the oval hole and 
press the long strip into 
the grooves of the belt. If 
it goes all the way in, it’s 
time to replace the belt. 

The Dayco “AWearness” 
tool has a similar main 
function, but is a bit of a 
multitasker, too. The bar 
joining the two sides of the 
“U” is used for checking 
groove depth--if the flat 
portion can be pressed 
level against the belt when 
the bar is in the groove, 

belt replacement is in order. The tool also allows for checking groove 
profile with the sharp “teeth” and the space in the “U” is one inch, good 
for counting belt cracks (more than four means it’s replacement time.)
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Enter the Jobber News
MOTOR OIL 
MYTHBUSTERS 
CONTEST
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?

High mileage motor oils can only be used on older model vehicles? TRUE FALSE
Synthetic blend motor oils cannot be mixed with full synthetic motor oils? TRUE FALSE
All synthetic motor oils carry the API Starburst Symbol? TRUE FALSE
Most older vehicles can use High Mileage Synthetic motor oil? TRUE FALSE
Switching from a conventional to a high mileage motor oil will not create gasket leaks? TRUE FALSE

Name Business

Address 

Phone Email

ENTER TODAY FOR YOUR CHANCE TO WIN A VALVOLINE PRIZE PACK!
FAX THIS FORM TO US AT 416-510-5140

Presented by

between ribs wider. More precisely, the rib valleys go from a V 
shape to more of a U shape.

As more material is lost, the pulleys ride deeper into the belt 
valleys, resulting in slip, noise, and hydroplaning. With sufficient 
material loss, the pulley ribs “bottom out” in the valleys and ride 
on the belt cord. This reduces the surface contact on the valley 
sides, where the traction is generated. Wear also increases the 
effective belt length, lowering the tension in the system, which 
also reduces traction.

And, in addition, they can exhibit other symptoms that are 
caused by problems with the accessory drive—such as tensioner 
misalignment or failure, pulley misalignment, excessive heat, or 
bearing failure in one of the other components. If the belt exhib-
its abrasion, cracking, glazing, or pilling, it needs to be replaced. 
If it fails, it could damage other system components, in addition 
to stranding the motorist. 

According to Gates, many warranty-claim failures on alterna-
tors and other parts are actually caused by worn or improperly 
adjusted belts.

One important fact that has not changed in the evolution 
to new materials is the fact that when a serpentine belt breaks, 
the car stops. This is an outcome that nobody wishes on the car 
owner.

Employing the proper inspection techniques is an important 
part of ensuring that doesn’t happen.

 
Special thanks to Gates Corporation and Dayco Canada for information 
used in this article.

Timing is Everything for Aging Belts
The correct time to change a timing belt in older cars depends not 
only on the mileage of the car, but also on the age of the belt, says 
ContiTech’s Power Transmission Group.

“Long periods of inactivity place just as much strain on a belt 
as regular operation,” says Helmut Engel, head of Automotive 
Aftermarket at ContiTech’s Power Transmission Group. “Aging 
damages the material of chloroprene belts—no matter how 
much you drive. Many drivers don’t realize that just because your 
owner’s manual says you should make a regular trip to the repair 
shop, many cars are unlikely to reach the replacement intervals 
specified by the manufacturer, even after many years of driving.”

“In the last few years, some manufacturers have already start-
ed to change replacement intervals to take age into account, 
especially for timing belts. However, these changes are not always 
indicated in the service manual,” says Roger Homer, ContiTech’s 
director of North America business development. “In order to per-
form maintenance in accordance with the inspection guidelines, 
repair shops should always refer to up-to-date information.”

If the manufacturer has not provided suitable specifications, 
ContiTech advises that timing belts used in older cars be replaced 
after six years at the latest. 

“When changing belts, it is also highly recommended to 
replace all the relevant belt drive components at the same time,” 
says Homer. The company offers kits containing matched drive 
components to achieve this. “This provides greater safety for the 
engine.  The advantages for service shops are clear: there is no 
need to order individual parts, you can always be certain that the 
parts match the vehicle and type, and administration for incoming 
goods and processing becomes a lot simpler.”
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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.
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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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Editorial
Comment

NEXT MONTH

J
ohn Cochrane, technician, successful jobber, and veteran of the Right 
to Repair wars, noted in his acceptance speech for a much deserved 
Distinguished Service Award from the AIA that the time is right to push for 
mandatory motor vehicle inspections. 

“When I started in the automotive industry in the ’60s, it was primarily 
a breakdown industry. It was not uncommon to have engine, automatic 

transmission, and rear axle failures on a regular basis. Tune-ups were done spring 
and fall. Lube, oil, and filter changes were done every 90 days or 3,000 miles. This 
was the bread and butter of the shop. The shop saw his client at least three or four 
times a year.

“The industry dynamics have changed radically. The manufacturers’ scheduled 
tune-up on many vehicles has moved to 160,000 km. Points, rotors, caps, condensers 
are all gone, and in many cases wires have also disappeared. That means if a person 
drives 20,000 km a year it is going to be eight years before the vehicle is going to 
get any kind of tune-up work.” And maybe one or two oil changes a year—and not 
necessarily at a service garage.

Those who have been in the aftermarket for some time can be forgiven if they 
sigh at the suggestion of mandatory vehicle inspections. It has, after all, been a Holy 
Grail of sorts for decades. 

There are a few notable exceptions, of course. Only New Brunswick, Prince 
Edward Island, and Nova Scotia ever mandated regular safety inspections. 

However, when the movement to reduce vehicle emissions reached its most vigor-
ous point, a handful of jurisdictions in North America launched emissions inspection 
programs, and these have acted as a check against the worst-maintained vehicles on 
the road, since you can’t test a vehicle on a dyno if the wheels are about to fall off. 
And, of course, there were the emission-related repairs that were really the point of 
it all. But in Canada, only B.C.’s Lower Mainland AirCare and Ontario’s Drive Clean 
programs ever got off the ground. 

It has been this way for some time. Despite some talk in the past of expanding 
emissions testing programs to formally include safety items, there is no momentum. 
Even the existing programs have been under fire with the rising presence and sophis-
tication of onboard diagnostics.

As Cochrane says though, that was then, this is now. 
In the early days, the push for regular, mandated motor vehicle inspections was 

the result of the fact that many components would fail in a short time, with poten-
tially disastrous results. Today, the problem is nearly the opposite: a car can run on 
and on without an apparent failure until, wham, major, multiple, expensive failures 
occur.

I don’t know if a push for mandatory annual inspections is the way to go—a 
program in New Jersey is currently under threat of elimination—or if we should 
simply hammer away at consumer awareness, but I do know that there is a need to 
counteract the service trend that can see vehicles run for years between garage visits. 

That’s just not healthy, for consumers or their pocketbooks. I guess my advice is 
push for a government-mandated program, but do not wait for it. Everyone in this 
industry knows what they have to do.

This industry owes itself and its customers a thorough inspection as part of every 
service occasion. Every shop you sell should have its own mandatory inspection pro-
gram—government lobbying be damned.

Andrew Ross, Publisher and Editor
aross@jobbernews.com

We profile the 2010 
Jobber News Jobber 
of the Year. Plus a 
great selection of 
tech and sales tips.

INSPECTION:  
AN INDUSTRY MANDATE
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Dave Fifield, 1961

This is me with my first set of wheels and looking pretty good, but I 
already had my sights on the ride across the street. Couldn’t wait to 
get behind the wheel of a car, and start my career in the automotive 
aftermarket. Every year, AAPEX brings together an entire indus-
try of people like me, who loved motoring even when it was in a pram. 
Thanks, AAPEX, for keeping the industry rolling!
Dave Fifield, Chief Operating Officer, Wakefield Canada Inc.

Tues. - Thurs.   Nov. 2 - Nov. 4, 2010
S ands  E x po  C enter,  L as  Vegas,  N V

www.aapexshow.com

A L L T HE INDU S T R Y  •   A L L  T HE P EOP L E  •   A L L  T HE P R ODUC T S  •   A L L IN ONE P L AC E

when was your first 
aftermarket experience?
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For more information on the Gatorback® Belt Tensioning System
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Engineered for the Import
and Domestic Markets

Engineered for the Import
and Domestic Markets

The GOODYEAR (and Winged Foot Design) trademark is used by Veyance Technologies, Inc. under license from The Goodyear Tire & Rubber Company. Goodyear Engineered Products are manufactured 
and sourced exclusively by Veyance Technologies, Inc. or its affiliates. The Gatorback trademark is licensed to Veyance Technologies, Inc. by The Goodyear Tire & Rubber Company. 

©2009 Veyance Technologies, Inc. All Rights Reserved.
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