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Mobile A/C Best Service
Practices Checklists
Available to the Industry
The Mobile Air Conditioning
Society (MACS) Worldwide
has announced the
availability of six mobile air
conditioning best service
practices checklists to help
the automotive service
professional provide environmentally and technically
proper mobile A/C system
service and repairs.
The checklists were
created in partnership with
the Climate Protection
Partnership division of the
U.S. EPA.
While A/C service rules
can differ depending on
the jurisdiction in which a
shop is doing business, a
quick scan of the checklists
reveals that they focus on
the proper procedures that
should be common across
the industry.
These checklists cover Best
Practices for A/C Service,
Leak Detection, Refrigerant
Recovery, System Charging,
Field Repair and Assembly
of A/C Hoses, and A/C
Equipment Maintenance.
They are designed to
promote efficiency and
curb waste of resources.
The checklists are useful for
training new technicians,
helping to incorporate
efficient practices in the shop
culture, and can be posted
as tangible reminders and
logs for often overlooked but
critical functions like tool
and equipment maintenance
and care.
These checklists can be
downloaded free of charge
in PDF file format from
the Climate Protection
Pledge section of the MACS
Worldwide website,
www.macsw.org.
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Copper Issue to Dominate Year for Brake
Manufacturer Council’s New Chair
“Pennies from heaven” is some folks’ idea of a
fantasy; copper in their water is not.
And as newly minted chair of the Brake
Manufacturers Council, Rick Jamieson will
have his hands full dealing with precisely that
issue, as successive U.S. states capitalize on
the early success of environmental lobbies
in California and Washington to drastically
reduce copper content in brake friction.
Jamieson, CEO and chief growth officer
of ABS Friction, Guelph, Ont., says that the
issue had been expected to take some time
to come to the forefront, but it has exceeded
both the industry’s and the council’s expectations in how fast it has reached the legislatures.
And that has made the decision by the BMC
to become part of the Motor Equipment
Manufacturers Association look like sheer
genius.
“There are lots of issues for the BMC, but
now as part of MEMA it is a much stronger
organization. MEMA has a very strong government affairs group, and we have lots of issues
to deal with at the government level.”
Jamieson says that although he has a personal stake in the the issue of standards for the
brake industry, until recently it had not been a
focus for the BMC. The U.S. National Highway
and Traffic Safety Authority (NHTSA) has
been looking at the issue, but up to now has
had its hands full on the recall front (most
notably Toyota), leaving the BMC and its
MEMA colleagues and industry members to
deal with the copper issue primarily on their
own. Yet it’s serious enough that it could potentially affect the brake industry in ways similar to the asbestos eradication that occurred
decades ago.
“Washington State has passed a bill effectively limiting the use of copper, and there is
now pending legislation in California. We’ve
talked about it being a long way off; well, it’s
happening now.” Now that the language of a
bill has been settled on, says Jamieson, other
states will find it easier to launch their own
bills.
“There are four states now; by next year at
this time, we could be looking at 14.”
The copper issue has itself been under
study for at least 15 years. A study completed
in 1995 stated that 35% of the copper found in
San Francisco Bay originated from brake pads.
The basic direction of the bills is to limit
the content of copper in brake pads to 5% by
2025, and 0.5% by 2032. The issue for brake
manufacturers, and the BMC, is that some
formulations can have as much as 20% copper in their formulations, which essentially
means going back to the drawing board to
create formulations that meet legislative and
environmental imperatives and still deliver a
safe product for consumers.

“The industry view is that getting to 5%
copper is doable. Getting that down to 0.5% is
equivalent to scheduling an invention.”
Affinia’s Terry Heffelfinger was one of those
at the forefront of getting this point across to
the California Assembly Environmental Safety
and Toxic Materials Committee. Heffelfinger
testified that the 2025 deadline specified in
the bill does not allow suppliers and vehicle
makers to collaborate in the introduction of
acceptable new brake systems that meet customer expectations for stopping power and
brake system performance. Due to vehicle
design lead times, that deadline would effectively mean that formulations would have to
be ready by 2012. He proposed that the committee consider a timeline that allows for
sufficient R&D to test, validate, and verify
the manufacture of safe and effective brake
materials. He also testified that the difficulty
in reducing formulations to the 0.5% level
might result in unforeseen problems, and that
an “off-ramp” to assess these issues should be
included.
“Terry did a great job and really made
them understand how safety has to be first and
foremost for brake pad manufacturers, and
the environment has to be number two. He
spoke quite passionately on the subject,” says
Jamieson.
For Jamieson’s part, while the copper issue
will keep him on the road over the next year,
he says that the initiatives brought forth as a
result of the copper issue have already led to
successes for the BMC.
“The biggest challenge is just that we needed to have the whole industry saying, what
does it really mean?, keeping everyone together and building consensus so that we always
tell the story the same way. And it helps us get
our safety message out too, because we can say
that we need to have a car safe from the time
it rolls off the assembly line to the day it ends
up at the scrapyard.
“I think our success will be if we can make
sure [state legislation is created in a way that]
allows people a good balance among all the
various parties involved.”
And, he adds, the big success has already
been added to his personal win column.
“I think we have already had success: getting to be part of MEMA. I know when my
term is up in a year’s time I am already going
to be very happy, because I was the guy who
proposed we do this anyway.”
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ProMax Positive Mold
Metallic Brake Pads...

... leading in durablity
& great performace
• Positive Mold Manufacturing Technology
• Post-Cure for Long Service Life
• Noise Free • Fade Free
• High content of Steel Fibers for longer
Service Life
• Chamfered, Slotted and Shimmed

905.454.8500

www.autopartsdepot.ca
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26 Westwyn Crt., Brampton, Ontario, L6T 4T5
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Fall Technology Conference Adds
Uni-Select Presenters
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Activant has announced
that its Cover-to-Cover
eCatalogue module
surpassed 3.2 million
part images in June, with
over 300,000 images
added in a single month.
Now used in more than
5,000 distributor and
jobber locations as well
as tens of thousands
of repair shops, the
Activant module includes
over four million images,
diagrams, MSDS sheets,
technical bulletins,
installation instructions,
and specification listings.
Activant’s parts database
features more than 6.5
million parts from over
800 aftermarket
suppliers.
g

g

g

OptiCat has announced
that warehouse
distributor Uni-Select
has become an OptiCat
Strategic Data Partner.
Under the agreement,
OptiCat will provide data
directly from its Do-ItOnce data repository for
and on behalf of OptiCat
data suppliers
(manufacturers).
Uni-Select joins other
key North American
distributors working
through OptiCat to
provide a single source
of auto parts information
provided by a cooperative
effort of manufacturers.

Representatives of Uni-Select will join presenters from AutoWares, National Pronto, and O’Reilly Auto Parts to discuss their
companies’ e-commerce programs, future growth plans, and
initiatives in Customer Roundtables at the MEMA Technology
Council (MTC) Annual Fall Conference.
The event is slated for Sunday, Oct. 10, through Tuesday, Oct.
12, in Marco Island, Fla.
“The Customer Roundtables are the most requested sessions
at the annual MTC Fall Conference,” notes Chris Gardner, MTC
group executive and vice-president, Automotive Aftermarket
Suppliers Association (AASA). “The customer participants this
year have several key e-commerce initiatives underway that suppliers do not want to miss.”
The MTC Fall Conference is the only event that focuses on
the needs of technology professionals in the aftermarket supplier
industry. Individuals who manage customer service, business support, e-commerce, information services, cataloguing, forecasting,
and supply chain should attend the event.
In addition to the Customer Roundtables, other conference
features will include:
• Future vehicle technologies and how they will impact the aftermarket
• How to establish a data management services department
within a manufacturer’s operations
• Current state of the repair professional, repair shop, and use of
e-commerce technology
• OptiCat: New production tools for suppliers and data receivers
• Digital Defence: Monitoring your products, logos, brands on
the Web
• Data Management: The four Cs of enablement: content, convergence, conveyance, and catalogue
• Supplier-only session: e-commerce directory, customer matrix,
special ordering
• Member Spotlight: Tenneco
More details, the conference agenda, and registration information are available on the Fall Conference page of the MTC website.

Wakefield Canada Celebrates Fifth Anniversary

Wakefield Canada, distributor of Castrol products in Canada,
recently celebrated its fifth anniversary.
The company has grown
significantly since it was
founded in 2005, including
posting positive growth in
the volume of lubricants it
has sold in a market that
has seen overall volumes
decrease, as well as successfully converting much of
the existing volume into
higher-value, higher-profit,
premium products.
“I think it is safe to say
from the results that this
has been a runaway success,”
Bob MacDonald, president
Wakefield celebrated its fifth anniversary
and
CEO, told attendees of
at its Toronto headquarters. From left to
right, Dave Fifield, COO; Kent Rennie, the anniversary celebration
vice-president, sales; Bob MacDonald, at the company’s Toronto
president and CEO; and Bob Saurette, office.
CFO.

Continued on page 8

For more on these and other stories, log
on daily to autoserviceworld.com
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AutoServiceWorld.com
Surpasses 120,000 Page
Views in 2010
AutoServiceWorld.com,
Canada’s leading website
serving all segments of the
automotive aftermarket,
has surpassed the 120,000
page-view milestone for
2010.
AutoServiceWorld.com,
operated by the Jobber
News team, reaches all
segments of the automotive aftermarket in
Canada. Revamped
earlier this year, the site
reached its annual pageviews goal more quickly
than anticipated.
For advertisers, the
120,000 page-view
milestone means that
their advertisement could
have been seen that many
times by key buyers in the
industry. The numbers
also indicate that the
twice-weekly e-newsletter,
with more than 17,000
readers, is also a muchused resource.
And, even though it has
been a going concern for
a decade, with the
redesign has come new
capabilities to add
content. The most recent
addition is the CARS
OnDemand video clips.

He said that the success of the operation can
be attributed to a number of factors, including the fact that Wakefield’s business model is
unique in the Canadian aftermarket, with its
unparalleled focus on customer service.
“Our culture and our business model are
our strategic advantage,” he said, adding that
the team that puts those into action every day
are key. “You are the ones who take the culture
and the strategy and execute every day.”
MacDonald also thanked the firm’s many
business, financial, and marketing partners for
helping in its success.

Uni-Select Ontario Fetes Its
Members and Customers

Tenneco’s Technology Tour
Hits Toronto

Tenneco’s ride control education road show rolled
through Ontario, making three stops. The event includes
classroom and practical education.

Tenneco’s popular Tenneco Technology Tour
(T3) and Monroe Ride and Drive technical
training experiences attracted more than 100
aftermarket professionals to its Toronto event,
one of three held recently in Ontario.
With Hamilton and Barrie also on the agenda,
the T3 crew worked hard to meet its scheduling
commitments.
Perennial favourite trainer Sidney Gay was
on hand to give the classroom portion some
spice, with the helpful addition of clear acrylic
training aids such as a four-foot-tall shock
absorber.
“He makes it fun for everybody and he
makes it understandable for the techs,”
says Jim Bintas, co-owner of jobber Spark
Auto Electric in Toronto, Ont. “He put it
all together and showed why it’s important to look at the details on ride control
and suspension.”
Bintas says customers he hosted at the
event found it very educational too. “If the
tour comes back, they said they would be
interested in attending again.”
Popular Tenneco trainer Sydney Gay led classroom attendees through informative discussions
on ride control and suspension safety and selling
techniques.

8

Tenneco’s program for North American
automotive technicians and parts professionals was expected to reach more than 8,000
participants over the course of a nearly 40-city
schedule.
The Monroe Ride & Drive/T3 tour is scheduled to visit Moncton, N.B., September 8, the
last Canadian date. It hit eight Canadian centres
in all.

Uni-Select Ontario hosted more than 900
members and their customers at Woodbine
Racetrack near Toronto, Ont., for its annual
“Evening at the Races” event.
The event, which featured supplier displays that generated a high level of activity and good food in plentiful supply, has
become an annual favourite for members of
the network and their customers.
JOBBER NEWS / AUGUST 2010

Pennzoil Announces October
Canadian Launch of Advanced
Synthetic

Amanda Li, marketing manager for Shell Lubricants in
Canada, parent company of Pennzoil, says that training
and support are already being prepared for the launch.

Shell Lubricants will be launching its Pennzoil
Ultra synthetic motor oil in Canada this
October.
The announcement was made in Montreal
in connection with the Canadian Formula One
Grand Prix. The product was launched in the
U.S. in February.
Shell also used the opportunity to communicate its connection with the Ferrari Formula
One team. It supplies fuel and lubricants, and
related technical support to the team, components that are regarded as key to a team’s
success.
The company also has a strong connection
to the Italian company’s road cars as supplier
of factory fill.
In fact the Pennzoil Ultra product is recommended by Ferrari for use in its cars in North
America. The Ferrari logo appears on grades
of the product appropriate for use in the cars.
The product lineup being launched in
Canada this fall includes Pennzoil Ultra 5W-20,
5W-30 for North America industry and OEM
specifications, as well as Pennzoil Ultra 5W30,
5W40 for European industry and OEM specifications.
The rollout to the Canadian supply chain
will start in earnest in August, says Shell
Lubricants Canadian marketing manager
Amanda Li. “We have a lot of materials and
training developed,” she adds.
The new, ultra-class synthetic product is the
result of a global team of scientists pursuing
the goal of maintaining an engine in factoryclean condition.
The advanced proprietary synthetic formula of Pennzoil Ultra motor oil with Hyper
Cleansing Technology is also designed and
engineered to exceed the toughest industry
standards. In fact, it cleans out over 35% more
engine sludge than the brand’s next-best oil,
Pennzoil Platinum.
“At Pennzoil, we recognized that an engine
is in its most perfect state the day it leaves the
factory,” says Pennzoil global brand manager
JOBBER NEWS / AUGUST 2010

Debbie Van Schalkwyk. “That’s why we developed new Pennzoil Ultra motor oil molecule
by molecule to seek out and dissolve contaminants safely into the oil before they form
deposits or corrode the engine. We are very
proud to be able to state that ‘Nothing keeps
an engine closer to factory clean than new
Pennzoil Ultra.’” According to data supplied
by the company, the new synthetic oil vastly
exceeds all current and pending industry standards such as GF-5, which is also set to debut
on the labels of motor oils this October.
But the key focus of the formulation’s development was on preventing and eliminating
dirt in an engine, largely found as sludge.
“As motor oil developers, we are seeing more
and more engines with sludge
and varnish, which can compromise performance and reduce efficiency,” says Dr. Robert Sutherland,
Pennzoil technology manager. “If
left unchecked, deposits on critical surfaces can restrict oil flow or
act as insulators that can cause the
temperature inside of an engine to
rise to a point where damage may
result. Maintaining engine cleanliness should be a priority for all
vehicle owners to best protect the
substantial investment they have in
their vehicle.”
To prove his point, Sutherland
showed an example of a valve
train that had been so inundated
with sludge that the variable valve
timing mechanism had ceased to
function.
Sutherland says that it wasn’t just good
enough to keep an engine clean; it was also a
goal to clean engines that had sludge deposits
already.
The company says that it can clean up to
35% more sludge out of an engine than its
next-best Pennzoil synthetic.
As part of the launch, Pennzoil Ultra is
being backed with an 800,000-kilometre,
15-year Lubrication Limited Warranty.
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Dr. Robert Sutherland,
Pennzoil technology
manager, says that the
Pennzoil Ultra synthetic
represents and new
benchmark in the category.

Exide to Offer Autolite Brand
Batteries

Battery producer Exide Technologies has
announced a licensing agreement with
Honeywell Consumer Products Group to market Autolite brand batteries.
The new agreement with Honeywell provides
the Exide Transportation Americas operating
division the right to use the Autolite trademark
on batteries for automotive, lawn and garden,
marine, and power-sports applications for sales
in the U.S.A., Canada, and Mexico.
Honeywell Consumer Products Group
is a business unit within the Honeywell
Transportation Systems segment. Its automotive
care products include Fram oil, air, transmission, and fuel filters; Autolite spark plugs and
ignition wire sets; Prestone antifreeze and car
care products; and Holts car care products.
9
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He will report to Zweig. John Parran has been
appointed director, marketing, refinish, United
States and Canada. In his new role, Parran will
oversee strategies and initiatives encompassing
product marketing, customer service, communications, and pricing. Mark Juell was named to
replace Parran as sales zone director, zone 2. He
joined PPG in 1991 as a technical sales instructor and most recently worked as a regional
manager.

AUGU

Steve McGarrity

Kennedy Costa

Kim Bishop, Bestbuy Distributors Limited’s
national director of sales and marketing, has
announced the appointment of two seasoned
veterans to its sales team. Steve McGarrity has
been appointed business development manager for Atlantic Canada, and Kennedy Costa
has been appointed business development
manager for Ontario. Prior to joining Bestbuy,
Costa was the business development manager
for another national auto parts distributor,
as well as a former territory manager for a
parts manufacturer. McGarrity served for the
past twenty-two years as the Atlantic Canada
district manager for a major belt and hose
manufacturer. Both Costa and McGarrity will
report directly to Kim Bishop.
PPG Industries’ automotive refinish business
has announced a restructuring of its North
American sales and marketing organization,
with a number of key leadership changes. Bob
Burgess has been appointed director, training
and sales development. He will be responsible
for the development of training and strategies
for the refinish sales force. Brett Candler has
been named to replace Burgess as sales zone
director, zone 1. The zone will be
realigned to add region 2, headed by
Randy Koch. According to Benckart,
the realignment will enhance PPG’s
ability to support customers in
their transition to using waterborne
basecoat in the northeastern United
States. Steve Zweig joins the refinish
business as sales zone director for
zone 3, which has been realigned
to include PPG’s refinish business
in Canada. Zweig was formerly with
Jean-Guy Rosa
PPG’s Architectural Coatings business
as zone sales director, Midwest and
West. Jean-Guy Rosa has been appointed
director, refinish, Canada, after serving in this
role on an interim basis since December 2009.
Rosa joined PPG in 1992 and has held positions of increasing responsibility within training, value-added services and management,
most recently serving as regional manager for
Quebec and the Atlantic Region of Canada.
10

Tony D’Acquisto has
been named sales
manager for the
automotive aftermarket channel for the
Valspar Corporation.
The announcement
was made by Lance
S. Bunch, category
manager of automotive aftermarkets and
industrial distribution
Tony D’Acquisto
MRO for Valspar. At
Valspar, D’Acquisto
will have national account responsibility, serving key retail and commercial accounts in the
North American automotive aftermarket. He
will focus on working with customers to provide
solutions and optimize sales as related to the
automotive paint category, further establishing
the PlastiKote brand of products in the marketplace. For the past seven years, D’Acquisto has
worked for Littelfuse, Inc.
Battery maker Exide
Technologies has
announced
that
James R. Bolch has
been
appointed
president and chief
executive
officer.
Bolch has also joined
the Exide board of
directors. Bolch will
succeed Gordon A.
Ulsh, Exide’s curJames R. Bolch
rent chief executive
officer, who retired
and stepped down from the board on July 26.
Ulsh, 64, who has served Exide in this leadership capacity since April of 2005, had previously
informed the board of his intention to retire as
part of the company’s long-term succession planning process.
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NEVER MISS A STOP
WITH RAYBESTOS BRAKES
®

STOPPING POWER THAT KEEPS YOUR FLEET ON SCHEDULE AND IN BUDGET.
When you’re in the business of transporting people there is no time to worry about bad brakes. If your fleet uses inferior
brake products, their brake systems may be in jeopardy of overheating during a hard braking event or continuous stop and go.
Raybestos® brand School Bus Fleet products will maintain performance levels at high temperatures, reduce your fleet’s overall
cost per mile and perform quietly and cleanly. So install Raybestos® brand School Bus Fleet brake products and keep your buses
where they belong: on the road and on schedule.
CONTACT YOUR LOCAL RAYBESTOS SALES REP FOR MORE INFORMATION. WWW.RAYBESTOS.COM
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Conversion to Low-VOC Coatings

Nearly Complete
Waterborne benchmark survey results show a vast majority of bodyshops
have converted to waterborne systems.
By J.D. Ney

A

s recently as last August, almost 40% of Canada’s
bodyshops had yet to convert to low-VOC paints
to meet Canada’s new regulations. In the past few
months, the landscape has changed considerably.
Results from surveys conducted by Jobber News’ sister publication Bodyshop Magazine, showed that some 37% of those
that took the survey in August 2009 had not yet made the
conversion. Nor was there any great hurry to schedule an
appointment with paint companies—which, for their part,
were leery of facing a last-minute rush that could leave some
out in the cold. While it might be premature to suggest that
all of that hand-wringing was for naught (at least in terms of
getting Canada’s bodyshop community converted on time),
this year’s results show a great deal of progress.
While we can’t publish the full results of our 35-question
survey in this space, we’ve tried to pull a few of the more
important themes from the data, and hopefully present you
with an accurate snapshot of where the industry stands in
terms of its overall conversion from solvent-borne to waterborne paint systems, from a compliance, cost, and overall
satisfaction perspective.
With the sell-through period for the old solvent-borne stuff
set to strike on December 19th, this year’s edition of the survey
showed that 83.3% of respondents have already converted
their shops, an impressive increase of some 25% over just a
year ago. While that still leaves 16.7% of shops on the outside
looking in, the situation is undoubtedly clearer than it was a
year ago, in terms of conversion of the industry’s last-minute
adopters.
What’s more, at 16.7%, the question of full compliance should also be raised, and our survey can shed at least
some light on this matter. Much like an unemployment
rate of nil would be unrealistic and frankly impossible,
Canadians have a generally accepted number—around the
5% mark—that they might consider to be full employment.
In this case, it would be equally unrealistic to assume that
every shop that responded has made the time-consuming
and costly investment to keep their business compliant.
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What’s more, not all of these refusing shops are of any ill
repute; they have simply chosen to use this opportunity as
their exit from the business. In fact, when asked for further
details, answers such as “I have a small shop. (Work alone).
I started in the trade at age 13 part-time. I have been in the
trade for 42 years and am going to quit when I can no longer
buy the paint that I am using,” are prime examples of this
sentiment.
In fact, the government of Canada was keenly aware of
this possibility when it drafted the legislation, building in
large one-time equipment costs to be amortized at 5% interest over the next 10 years, as well as the general assumption
that the cost of paint products would likely be higher, at
least in the interim. For owners close to retirement, this
combination of long-term price increases, along with the
prospect of incurring more long-term debt in order to
update and upgrade equipment, is clearly more than they
are willing to bear. According to the survey, there were some
shops across the country for whom the capital investment
was not a terribly painful prospect. That says little about
the increase in paint cost, but at the very least, the bigticket items were simply not required, likely due to constant
investment over recent years, which meant that waterborne
paint could be more seamlessly integrated into the shops’
existing infrastructure. In fact, nearly 24% of those who
responded said their conversion equipment needs came out
to $5,000 or less, which is a significantly smaller number
than Environment Canada had pegged as the likely average.
However, a similar number of shops, 20.4%, claimed their
equipment conversion bill surpassed $20,000.
For many, the conversion was expensive, to say the least.
But what of overall satisfaction with the transition? When we
asked people in July of 2009 to rate the overall experience,
nearly 82% of those polled told us that on a scale of one
to 10, the experience rated seven or better, with nearly a
quarter giving it a perfect 10 out of 10. With everyone now
Continued on page 14
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THE FOCUS IS ON YOU
Maintaining your competitive edge takes
focus. You must focus on continuing your
skill-set development, mastering the latest
repair techniques, improving customer
service procedures and staying in-tune
with the industry. This year’s NACE shares
your focus and is all about YoU.
NACE is your resource for everything collision
repair related. Still the only globally-recognized
event specifically designed for the collision
repair professional, NACE delivers high-quality
education, unmatched networking opportunities
and a comprehensive Exposition of top industry
manufacturers and suppliers.

NACE 2010... Focused On Being
Your #1 resource For Getting
Answers And Solutions
✔ ALL NEW! ASRW Forum and Reception –
addressing the most important industry issues and
best practices
✔ Essential educational sessions led by experts
in their field
✔ Power-packed schedule – four full days of value and
take-away techniques
✔ Unmatched networking with industry leaders and
fellow colleagues
✔ Additional educational offerings by I-CAR, PCI
and ASE
✔ Free on-floor education, product demos and
OEM Pavilion with brand reps on-hand for
expert consultation
✔ World-class Exposition – leading companies
representing the latest collision repair equipment,
products, services and technology
✔ Co-located with CARS featuring more exhibits
and sessions geared for mechanical service
and repair

Visit www.nACEexpo.com for all the details
and program information.

Exposition: October 11-13, 2010
ConfErEnCE: October 10-13, 2010
Mandalay Bay Convention Center
Las Vegas, Nevada USA

972.536.6444
www.NACEexpo.com

NACE is held during Automotive Service & Repair Week (ASRW) and co-located with CARS.

REGISTER ONLINE TODAY!
Go to www.nACEexpo.com to register by the
August 17th “Early Bird Deadline” to get the best deal –
the best value – and to book your housing early!

Continued from page 12

one year older and one year wiser, it appears as though that
satisfaction has slipped. In this year’s edition of the survey,
78.8% of respondents gave the whole experience a rating of
seven or higher, while the number of respondents who said
their transition was a perfect 10, also slipped to 17.3%.
Despite the drop in ecstatic converts, the overall numbers
do suggest at least a solid passing grade for both the process
and the product. When asked for the new products’ most
redeeming quality, nearly 27% of respondents said that
waterborne paint simply colour-matched or covered better
than their previous solvent-based paint, and a further 40%
said that the environmental and employee health benefits
of the new system were its greatest attribute overall. The
positives aside however, it is worth pointing out, that when
asked to expand a little on their answers, 7.2% of those who
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answered the question identified either “compliance with
the law” or “none” as the leading advantage to the switch,
pointing to at least some significant dissatisfaction with the
law, the product, the transition, or all of the above.
In the end, the transition for the vast majority of shops
appears to have been a smooth one, although not universally
so, or even universally undertaken. As with any change to the
status quo, disapproval and discontent along with the positives
of moving forward are bound
to be a part of
the process.

Law and Order

W

hile the various laws and regulations have been outlined in the
past, the exact order in which they fall
is still somewhat complicated, given
that there are three separate dates
of significance, one of which passed
earlier this summer. In order to help
keep the other salient dates in order,
here is a brief recap:
According to the Organic
Compound (VOC) Concentration
Limits for Automotive Refinishing
Products Regulations, restrictions on
the manufacture and import of these
products came into effect on June
19th, 2010. Restrictions on the sale
and offer for sale of these products
will come into effect on December
19th, 2010. As stated in Environment
Canada’s executive summary, “This will
allow a one-year transition period [for]
automotive refinishing product manufacturers and importers.” In addition,
for each automotive refinishing product
category, there will be an 18-month
sell-through period after the regulations are registered. The sell-through
period is intended to provide the industry with time to sell automotive refinishing products manufactured or imported
earlier, and to provide sufficient time
to all repair shops to transition to lowVOC automobile refinishing products
prior to the implementation date set
out in the regulations. This change is
expected to allow automotive repair
shops adequate time to convert their
equipment to use low-VOC automotive refinishing products. The regulation
also allows for a six-month sell-through,
ending on December 19, 2010, to
use up all non-compliant products in
the distribution channel. The complete
regulation is available in Gazette II Part
II, July 8, 2009, Vol. 143, No. 14, available at http://www.gazette.gc.ca/rp-pr/
p2/2009/2009-07-08/html/sor-dors197eng.html
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By Andrew Ross

The traditional automotive aftermarket

has always relied on domestic brand automakers for
the overwhelming majority of its success. But as consumer car purchasing habits have shifted to import
brands, the aftermarket is being forced to follow suit.
“Until the turn of this century, domestic vehicles
held the majority of new vehicle purchases,” says
Mike Lory, national sales manager — WD accounts
for import parts speciality distributor Altrom Canada Corp. “This ratio has now shifted, as import name
plates have captured the majority of new car sales.”
Of course, the import aftermarket may be a lot of
things, but new isn’t one of them. Import makes have
been a part of the Canadian vehicle fleet for half a
century, but for a long time they were a niche market, relegated to the specialist service outlets. Many
of those outlets sourced parts through different
channels from the traditional independents. (I have
vivid recollections of having to pick up a specialty
tool and repair manuals for a garage owner my father knew when I was in Europe with him in 1981; they
Continued on page 18
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“When I started as a driver 30 years ago, I can remember
were simply not available any other way.)
being in a garage when a customer came in with a Datsun, and
However, in the last decade or so, import makes became a
watching the owner tell him that they couldn’t work on it and
considerable mainstream force; by 2008, new import-make car
to take it to the dealer.”
sales in Canada had outstripped the domestic brands.
Now, he says, garages don’t want to turn away that business,
“That alone has put huge pressure on the aftermarket,”
and can’t afford to. For jobbers to continue to win their loyalty,
says Lory. “The focus on every second vehicle in the garages’
they have to keep on top of all of the service providers’ needs.
bays has made it a market-up driver, almost forcing the issue,
“The mainstream jobber networks, it doesn’t matter which
and not a top-down or a sales issue. On the Altrom side, we’re
one you name, are tying a lot of their trade customers into
finding more and more interest in what we have to offer, as
programs, through warranty, travel incentives, rebate proopposed to us having to beat down the doors to show what we
grams, etc. So again the garages are putting the pressure back
have. It is truly a market-driven trend.”
onto
B026-1069 days
product
tradewhen
4.5x7.25
JN copy.pdf
2/19/10 in
10:55:20
AM the jobber and the network to be involved in import
It’s different
from
Lory
started working
parts to be able to secure loyalties.”
the aftermarket.
Barton Auto Parts, a multi-branch UniSelect member in Hamilton, Ont. is one
such jobber.
The import vehicle service business, says
owner Stephen Krieger, is slated to be a key
component for Barton in the future. The
company even went so far as to rebrand its
spring trade show as Import Auto World.
And the show’s focus is only part of the
commitment.
“Training is a top priority, for staff and
clients. We train more than 100 techs a
month as part of the swing in the market to
import specialty parts.”
A key part of the strategy is to have a
crew on staff who have undergone intensive
training that will result in a team of experts,
each with their own specialty.
“It has us focusing our attention and
being entrenched in vehicle platforms.
When a guy thinks of BMW parts, we want
him to think of us as the BMW expert.” And
so on for other vehicle makes, he says.
It’s a strategy that will rely closely on
brands aligned with OEM values. “In friction, for example, we are going OEM
vehicle-specific. We may have different
options, but there are certain brands that
The Real Deal. Beck/Arnley.
Application Specific Sourcing
the import specialist customer is looking
for, different from the traditional brands.”
With more than 23,000 parts covering over
The import vehicle parts market, says
655,000 foreign nameplate vehicle applicaKrieger,
requires commitment and effort
tions, Beck/Arnley is the import brand that
from customers, staff, and business partthe pros trust when they have to get the job
ners. He is not shy about admitting that
done right. The leader in aftermarket
sometimes one group or the other requires
coverage for genuine foreign nameplate
a bit of a push to get up to speed.
parts — Beck/Arnley is the only real solution
“I believe our business is ahead of
to your OE replacement needs.
where many of our supplier partners are,
Whether chassis, filtration, engine managebecause we have regular focus groups
ment, brakes, cooling, clutch, or engine
to communicate the business’s needs
parts, Beck/Arnley has what you need to
and desires. We want to make sure they
make your import business thrive.
change as we change.
Product Enhancements & Solutions
“It’s a continuation of our plan. The
For the real deal, use Beck/Arnley.
heavy import market there fits well with our
business strategy.”
Making good on that strategy relies on
more than just good will: brand and prodParts Made Right.
Life Made Easy.TM
uct are what will fuel any jobber’s import
success.
To learn more and find a distributor, visit www.beckarnley.com.

© 2010 Beck/Arnley Worldparts, Inc.

Continued on page 20
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Conventional
Brake discs

Fremax Ready to Go
Brake discs

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

THE FIRST BRAKE THAT´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 main focus of many jobbers—
and WDs for that matter—has been,
in the past, to offer good aftermarket
products, but not necessarily the items
that the foreign car specialist wanted
to install on the car,” says Charles
Pariano, manager – North American
aftermarket sales, Aisin World Corp.
of America. “Having OE manufacturers bring product to the aftermarket
has started to change this, and it is
being welcomed.” Pariano says too
that the trend toward less consolidation of parts, as a result of this increase
in OE supplier aftermarket involvement, is helping.
“I think that the import and foreign car specialist, whether
Asian or European, would prefer the brand that came on the
car, for a multitude of reasons, including fit, form, function,
and reducing comebacks.”
It’s all about having confidence in the parts being installed.
The old aftermarket hadn’t received such good grades for that;
current practice has worked hard to improve perceptions and
performance.
“The traditional North American aftermarket has relied
heavily on North American-based manufacturers. These manufacturers for years operated alongside North American OE
manufacturers, and often worked with the OE manufacturers
to develop technologies that were incorporated into domestic
vehicles,” says Joe Herauf, vice-president sales, NAPA Canada.
“By default their strength has been on the domestic vehicle
side, and the aftermarket’s reliance on these manufacturers
also caused the North American aftermarket to be weighted
heavily towards domestic vehicles. This has changed over
time as more domestic manufacturers have become global
companies and become more involved in the import vehicle
production. The increase of import vehicles in operation in
North America has caused the North American aftermarket to
expand its focus to include both import and domestic vehicles.
As we see an increased number of import vehicles on the road,
we have also seen an increased focus on being able to repair
the imports. Where a traditional repair facility might not have
worked on many imports in the past, it is becoming the norm
for them today. Broader product selection is required and the
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need to have products that are traditionally considered import parts has
become a necessity.
“The introduction of new aftermarket suppliers from outside
North America is helping the North
American aftermarket to provide
import parts that are more accepted
and better fit the need of the import
customer. Jobber stores are embracing this change out of necessity, as the
import vehicle market continues to
grow and the need for products that
meet the import form, fit, function
criteria are required to be successful in today’s market. By carrying a
broader offering of import parts, the jobber opens the door
to business that they might not have traditionally gotten.”
Herauf agrees that brand is important, and that the aftermarket might have found itself wrong-footed in the past when
it came to import brands.
“Brand carries a significant weight with the customer. The
brand acts a symbol of quality and value with customers, and
considerable resources are put into developing brands that
speak for themselves with consumers. This has been the focus
of most North American aftermarket manufacturers and
distributors, and it remains a key focus that is used to build
confidence in trust in the product. From an import perspective, due to the history of North American manufacturers not
necessarily meeting the form, fit, function criteria on import
vehicles, the import customer does not necessarily see North
American brands as symbols of excellence, particularly as it
relates to import vehicles. Instead, the opinion is often that
North American brands, although they may work adequately,
do not necessarily meet the same levels of quality and precision
in manufacturing as an import part.
“Import brand names that are more synonymous with the
import market (e.g., NGK, Bosch, Denso, Hitachi, Akebono,
etc.) have a decided advantage in the world of import parts.
Customers assume that an import-branded part will function
better than a domestic brand-name part when installed on an
import vehicle, which may not necessarily be the case, but the
Continued on page 22
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unleash
the
power
NO MATTER WHAT’S IN YOUR CUSTOMER’S DRIVEWAY,
AUTOLITE ® SPARK PLUGS DELIVER BIG BANG FOR THE BUCK.

WE HAVE A GREAT PLUG, WE GUARANTEE IT *.
WE CHALLENGE YOU TO TRY AUTOLITE
®

Try Autolite® spark plugs in any make or model, import or domestic and we guarantee that it will perform
as well as any comparable plug on the market. OE quality Autolite® spark plugs create a focused ignition
to provide optimum engine performance, horsepower and fuel efficiency.

Go ahead and challenge us. Unleash the power. We guarantee it*.

A
Car Care Product.* Void where prohibited, taxed or restricted. Valid only on qualifying purchases made
from 3/1/10 to 8/31/10 by legal Canadian residents who have reached the age of majority in their province of residence.
Requests must be postmarked by 10/31/10 and received by 11/10/10. Maximum refund of purchase price is $57.99CND.
Sponsor: Honeywell International Inc. Subject to complete terms and conditions available at autolitechallenge.com.

www.autolite.com
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brand name associates it with import vehicles. This becomes
more prevalent as the perceived ‘stature’ of the car increases.
The owner of a Honda or Toyota will probably not be as brandsensitive as the owner of a Mercedes Benz or BMW. The higher-end vehicle owners feel that they are sacrificing something
(quality or performance) by not having the recommended
branded parts used by the repair facility.”
Of course, things are changing to meet present-day needs.
“With the change in the vehicle car park shifting rapidly
to the import side, the change of direction of many aftermarket manufacturers to improve their import vehicle coverage
has dramatically accelerated,” says Herauf. “The demand for
import replacement parts has caused many North American
manufacturers to expand their focus in order to maintain their
position in the market. In addition, the direct involvement of
traditional North American manufacturers with import OE
manufacturers has helped them to accelerate their improvements on import part coverage. These improvements are also
being incorporated into the part design and manufacturing
processes. The form, fit, function of North American manufacturers’ products has moved towards a more exact copy of
the original OE design. Although this is not 100% complete,
many manufacturers have improved in this area over the
recent years.”
Says Ramzi Yako of brake parts supplier ProMax Auto Parts
Depot Ltd., “Most of us (manufacturers and wholesalers) are
making sure that import applications are available in our product lines; import aftermarket is a major factor in our business
these days. We are actually modifying our product quality standards to meet import applications, in most cases; the import
aftermarket will be a significant part of our business in future
and it’s hard to ignore. Jobbers need to follow manufacturers’
and distributors’ steps and make sure that they have the coverage and product technology for the import aftermarket.”
Yako says he has noticed a considerable shift at the manufacturer and wholesaler levels.
“Take, for example, brakes: today’s brake pads are manufactured in either NAO or ceramic formulations for most import
applications, to meet OE specifications. In the old days, most
brakes used to make a lot of noise on import cars, and manufacturers and wholesalers kind of ignored it; today’s brake pads
are designed to be noise-free, and are designed especially for
import applications.”
Pariano makes a similar point. “For example, because of
the high speeds on the Autobahn, the formulation of brake
friction has been designed to bring the vehicle down from a
high speed.” That hasn’t been the case for most other markets,
making needs and formulations different for Asian and North
American brands.
“Wholesalers have also improved lately with regard to the
import market,” says Yako. “I remember it was only few years
ago that we had a few wholesalers who were specialized in
import applications, but today almost every major wholesaler
is improving on their import aftermarket offerings.”
It is generally considered that the current state of the
import aftermarket is in the push-pull stage: customers are
demanding more availability and less reliance on the car dealer for parts, while the supply chain is providing products to
meet both this need and anticipated growth areas in advance
of daily demand.
For jobbers, this can be a difficult game to stay on top of,
as hundreds, even thousands of new parts are loaded into
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e-catalogues every month to meet import demands.
For example, import specialist distributor Beck/Arnley
reports that it added 1,600 new foreign nameplate part numbers in the first half of 2010. These additions were broken
down as follows: brake and chassis, 1,197; clutch and driveline, 31; cooling, 14; electrical, 15; engine management, 189;
engine parts and filtration, 154.
“At Beck/Arnley, we are committed to making life easier
for professional import technicians by offering OE quality
parts that fit properly, broad vehicle and parts coverage, and
product enhancements and solutions to make the installation job more efficient,” says Bob Anderson, vice-president
product management, Beck/Arnley. “We have a global supplier network of more than 800 vendor relationships that
allows us to pursue the best coverage of critical repair and
maintenance parts.”
It’s all about gaining share in this market—from specialists
and car dealers alike.
“Market penetration is key for sustained growth, and offering the products being demanded by customers is a necessity
in today’s market,” says NAPA’s Herauf. “Wholesalers continue
to expand their product offerings by making available multiple
choices in products to satisfy specific brand needs and specific
price points. The global market has added additional challenges, as products from offshore sources have flooded the
market, causing traditional wholesalers to be more creative
and responsive to competitive market needs. In addition, the
economic pressures of today’s world have altered the expectations of today’s consumers, and all wholesalers are challenged
to keep pace with providing the same level of service at more
competitive prices.”
Closer to home, keeping pace with these changes at the
counter requires a change in habits too.
“It comes down to training on the counter,” says Lory. “With
everything constantly changing, and the global market bringing foreign-built, domestic-branded vehicles in, it really comes
down to counter training.”
While Lory has a great appreciation for how difficult it is to
stay abreast of new part introductions—and understands how
the “that’s a dealer part” reflex can be hard to shake—the tools
that jobbers have today can really help, if utilized fully.
“It is using the catalogue that they have at their disposal, but
also other resources. They have to go into their main system,
of course, but they have to be able to expand their research
using the Web, too. The good counterpeople will have their
own screen up and three, four, or five other catalogue windows
up. The good counterpeople are the ones willing to take that
extra step.”
He calls getting counterpeople to look beyond that initial
screen “their biggest challenge.”
“If they don’t, somebody else will; either way that jobber
loses the sale, to the dealer or the competitor.”
But despite the challenges, Lory says the aftermarket is
really taking hold of the opportunity.
“The aftermarket is making leaps and bounds, even on
the domestic side. A Honda is now as common as a Chevy, a
Chrysler, or a Ford. They’re working in that area, so at least
Honda is not a bad word anymore. As for the overall potential,
are we there yet? No, we still have a lot of room to grow on the
import side of the aftermarket. But there is a lot of progress
and it is an area of great opportunity.”
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NOW IT’S PERFECT

NEW PRODUCTS
Honing Stones and Silicon
Compound

Goodson’s Honing Stones & Silicon Compound
hones high-silicon
aluminum alloy
blocks with ease.
These stones will
fit both the Sunnen AN-112 and
AN-815 and the
Goodson HN-218
and HN-2118HD
portable honing
mandrels. Use
each stone progressively until the final bore size
is achieved. To create the final condition, coat
the felt set and the honed cylinder surface with
the Silicon Compound (AN-30) and lap the
cylinders.
Goodson Tools and Supplies for
Engine Builders
www.goodson.com

Roll-Up Covers for
Ford Super Duty Trucks

Access Brand RollUp Covers by AgriCover, Inc. feature
easy installation;
can roll open or
closed in seconds
allowing full-bed
usage and no
need for removal;
increase gas mileage by up to 10%; and are engineered to operate
in all four seasons. Access Brand Roll-Up Covers
are available for ’08-’11 Ford Super Duty 250,
350, and 450 Short Bed in versions including
Limited, Original, Toolbox, LiteRider, and lowprofile models including Lorado Vanish and
TonnoSport.
Agri-Cover Inc.
www.accesscover.com

Leak Detection Kit

Timing Belt Water Pump Kits

Dayco Canada
www.dayco.ca

Dayco’s 118 Timing Belt Water
Pump Kits available to the aftermarket are application-specific
and can include timing belt,
balance shaft belt, tensioners,
pulleys, hydraulic actuators,
and water pump with gaskets as
required. All components are
prepackaged for safe delivery.
Kits include trilingual installation
instructions and also come with
an extended warranty to insure
that the professional and DIYer
are confident that they are using
the very best products for their
timing belt replacement.

Catalytic Converter Catalogue

Maremont’s Cherry Bomb Catalytic Converter
Catalogue publication includes all of the Federal
Catalytic Converter coverage, plus 254 new directfit converters. Also included are new
repair flex pipes and flex couplers with
and without necks, all with inner braid
and aluminized or stainless straight tubing. The flex couplers are available individually and in bulk quantities. The 2009
Cherry Bomb Catalytic Converter Catalogue features industry-leading coverage
in a clear and easy-to-use format. Product
offerings can be viewed using the application guide or by part number in the
numerical listing.
Maremont/Cherry Bomb
www.maremont.com/www.cherrybomb.com
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Tracer Products Tracerline TP-8627 Ez-Ject
Leak Detection Kit features the Opti-Lite highintensity, 6-LED blue light flashlight that makes
even the smallest leaks clearly visible. Another
important component of the kit is the Ez-Ject
multi-dose dye injector, a fast and easy way to
add fluorescent dye to multiple A/C systems.
A turn of the handle injects an exact amount
of dye into the system. The kit contains a 0.5
ounce universal A/C dye cartridge that services up to 14 vehicles. Also included are a oneounce bottle of Dye-Lite All-In-One dye for oil,
fuel, ATF, power steering and hydraulic systems;
a one-ounce bottle of Dye-Lite coolant dye, an
8-ounce spray bottle of Glo-Away dye cleaner,
and fluorescence-enhancing glasses.
Tracer Products
www.tracerline.com.

Expanded Line of Control Arms

Beck/Arnley offers 366 control arms with ball
joints to cover 4,500 import applications, and the
company’s brake and chassis product module
has been recently expanded to include a total
JOBBER NEWS / AUGUST 2010

of 559 control arms to cover 6,823 import applications. Beck/Arnley’s control arms are a direct
OE replacement product that is designed to
restore vehicle ride quality, as well as proper alignment and tire wear. Beck/Arnley’s control arms
are made from premium materials and undergo
stringent quality control and testing processes to
ensure product excellence and reliability. New
hardware and bushings are included, where applicable, to make the job easier for the technician.
Beck/Arnley
www.beckarnley.com

Timing Belt Installation Manual

Gates 2010 Autodata Timing Belt Installation
Manual (PN 91474) includes accurate instructions, detailed graphics, and additional information in its 992 pages. Gates
also includes Autodata’s
instructions in its TCKs (Timing Component Kits) and
TCKWPs (Timing Component Kits with Water Pumps).
This detailed manual includes
installation instructions for
vehicles from 1995-2010, serpentine belt routing diagrams,
recommended timing belt
mileage replacement intervals,
inspection and troubleshooting tips, and labour
times.
Gates Canada
www.gates.com

High-Gloss Tire Shine

Permatex No Touch Turbo Wet has been
specifically developed to meet the needs of
demanding car enthusiasts. Turbo Wet’s hightech formula delivers an extremely high gloss,
wet-look finish with durability that can withstand the effects of rainfall and even a run
through the car wash. No Touch Turbo Wet
has a unique, self-healing formulation that
retains its finish even after light scuffing. It
also protects tires against UV damage, ozone,
and cracking. The product comes in a 12 fl. oz.
aerosol can.
Permatex
www.permatex.com

Remanufactured Caliper Brackets

A1 Cardone Remanufactured Caliper Brackets
provide the flexibility to offer customers a choice
when it comes to replacing the rusty units bolted
to their cars. Combined with Friction Choice
Calipers, Cardone premium brake products
provide quality, value, and selection. The
390 Caliper Bracket part numbers
cover 90% of caliper sales, and
additional numbers are in the
works. The caliper brackets
are treated with a special
rust inhibitor, enhancing
appearance and extending
product life.
Cardone
www.cardone.com

Your Source for Quality Exhaust Hardware & Accessories

 Direct Fit Flex Pipes
 Stainless Steel Tips
 Mandrel Bends
 Original Equipment Flanges
 Gaskets
 Spring Kits
 Clamps
 Universal & Direct Fit Catalytic Converters & Mufflers
 ISO 9001:2008 Compliant
 Exceptional Delivery Service

Custom
Packaging
Available
Call for details!

Local: (519) 451-0065 Toll Free: (888) 544-2222
www.exhaustdirect.ca
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For the Counterperson

Knowledge Building:

August 2010

EUROPEAN OIL SPECIFICATIONS

D

espite the constant barrage of information about motor oil specifications
(or possibly because of it), even a
seasoned professional can be left scratching
his head when faced with anything out of the
strictly ordinary these days.
Even what might have previously passed
as standard fare is no longer so standard.
Remember when you didn’t even have to ask
if a car took 10W40, because it was a cinch
it did?
And while there is plenty of reason to talk
about the move to GF-5 this October, as
well as GM’s Dexos, there are other issues that continue to
affect the products you stock and sell.
One chronic issue is the misconception surrounding motor
oils appropriate for use in import vehicles, specifically European
brands.
While the American Petroleum Institute (API), based in
Washington, D.C., is the primary standards-setting organization
for North America—in concert with ILSAC, of which the most
outwardly visible sign is the “starburst” on energy-conserving oils and grades and the “GF” designation—the European
Automobile Manufacturers’ Association, or ACEA (based on

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!

The Fine Print
You will notice, or you should,
that there are some subtle but
important differences in the
specifications noted on the
label of these two motor oil
bottles, both synthetic formulations from leading suppliers.
The label with brown
background does meet the ACEA A5-02 standard, but does not display
extensive European manufacturer standards (though Ford and GM
standards are noted). The other, with the black background, does carry
a list of European automaker approvals, though you may also note that
it states that it exceeds GF-3 (not GF-4) standards.

the French acronym for its name) handles testing sequences in
Europe.
A key difference, though, is that ACEA is not an independent body; it is an association of automakers. Still, it is the main
standards-setting organization in Europe, although by its own
admission, these standards are the minimum; automakers are free to enhance their
requirements for their own needs, and they
do just that.
However, the ACEA 2008 European
Oil Sequences for Service-fill Oils comprise three sets (classes) of sequences:
one for Gasoline and Light Duty Diesel
engines; one specifically for Gasoline and
Light Duty Diesel engines with aftertreatment devices; and one for Heavy Duty
Diesel engines.

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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A/B: Gasoline and Diesel Engine Oils
A1/B1: Stable, stay-in-grade oil intended
for use at extended drain intervals in gasoline engines and car and light van diesel
engines specifically designed to be capable
of using low-friction, low-viscosity oils
with a high temperature/high shear rate
viscosity.
A3/B3: Stable, stay-in-grade oil intended for
use in high-performance gasoline engines
and car and light van diesel engines and/
or for extended drain intervals where specified by the engine manufacturer, and/or for
year-round use of low-viscosity oils, and/or
for severe operating conditions as defined
by the engine manufacturer.
A3/B4: Stable, stay-in-grade oil intended
for use in high-performance gasoline and
direct-injection diesel engines, but also
suitable for applications described under
A3/B3.
Continued on page 28

Kevin Chapman, Auto Machinery &
General Supply, Fredericton, N.B.
2009 Counterperson of the Year

Do you know who the

Best Counterperson is?
The 2010 Jobber News Counterperson of the Year Award seeks to reward the
very best of the frontline workers in the Canadian automotive aftermarket.
Anyone can nominate a counterperson, and anyone is eligible.
Evaluation and selection of the winner will be made on the basis
of experience, training, as well as customer and store owner
comments. While not mandatory, participation in and organizing of
training clinics, proficiency in computer cataloguing programs, and
professional certifications such as Red Seal and ASE Parts Specialist
,
will all be considered strongly in a nominee s favour.

Formally named the Abe Schwartz Counterperson of the Year
Award, it is named after the late owner of century-old British Auto
Supply in Toronto, who worked behind the counter for more than
half a century.

The 2010 Jobber News Counterperson
of the Year Award is sponsored by:

www.activant.com/auto

Nominate your choice online at www.autoserviceworld.com or complete and mail the form below to:
Jobber Awards c/o Counterperson Award,12 Concorde Place, Suite 800, North York, ON M3C 4J2 or fax to 416-510-5140.

I nominate:__________________________________

The reason I believe this nominee deserves this

Who works at ______________________________________

award is:

Address ___________________________________________

___________________________________________________

Phone (______)_____________________________________

___________________________________________________

My Name ________________________________________

___________________________________________________

Company __________________________________________

___________________________________________________

Address ___________________________________________

___________________________________________________

Phone (______)_____________________________________

___________________________________________________
Please use a separate sheet if you require additional space

___________________________________________________

Manufacturer Specifications
Manufacturer-specific specifications have been a much bigger
part of the motor oil landscape in Europe than in North America;
think of it, in some ways, like the ATF market. The difference is
that the specifications are often only given in the small type, so
you have to look carefully.
Since the early 1990s, many European original-equipment
manufacturers (OEMs) started to move away from API oil
standards, judging their direction as incompatible with the
needs of the motor oils required in their motors. As a result,
many leading European motor manufacturers created and
developed their own “OEM” oil standards.
In the last decade, extended oil change intervals and emissions
imperatives have heightened the divergence.
Some of the most widely seen European manufacturer’s
specifications in North America are:
• Audi/VW 502.00, 503.00, 503.01, 505.00, 505.01, 504/507,
and 506.01
• BMW LL-01, LL-04
• Mercedes Benz 229.3, 229.50, 229.51
There are others, of course, such as those from General
Motors, for the Vauxhall, Opel, and Saab brands; Ford’s “WSS”
standards; Porsche; and the PSA Group of Peugeot and Citroën—
though, with the exception of Ford and Porsche, we don’t see too
many of these in independent shops across Canada.
Aside from technical differences that are very real, recommending the use of motor oil that is not approved for use in that
vehicle could leave a business open to a claim should a problem
occur down the road.
Accordingly, great care should be taken to ensure that the
right oil for the application is being recommended. Think of it
like any other component used in a car: you should always make
sure the part fits the application.

Continued from page 26

A5/B5: Stable, stay-in-grade oil intended for use at extended
drain intervals in high-performance gasoline engines and car
and light van diesel engines designed to be capable of using lowfriction, low-viscosity oils with a high temperature/high shear
rate (HTHS) viscosity.
C: Catalyst Compatibility Oils
NOTE: SAPS = Sulphated Ash, Phosphorus, Sulphur; DPF =
Diesel Particulate Filter; TWC = Three-way Catalyst; HTHS =
High Temperature/High Shear rate viscosity.
C1: Stable, stay-in-grade oil intended for use as catalyst-compatible
oil in vehicles with DPF and TWC in high-performance car and
light van diesel and gasoline engines requiring low-friction, lowviscosity, low SAPS oils with an HTHS viscosity. These oils will
increase the DPF and TWC life and maintain the vehicle’s fuel
economy.
C2: Stable, stay-in-grade oil intended for use as catalyst-compatible
oil in vehicles with DPF and TWC in high-performance car and
light van diesel and gasoline engines designed to be capable of using
low-friction, low-viscosity oils with a HTHS viscosity. These oils
will increase the DPF and TWC life and maintain the vehicle’s fuel
economy.
C3: Stable, stay-in-grade oil intended for use as catalyst-compatible
oil in vehicles with DPF and TWC in high-performance car and
light van diesel and gasoline engines.
C4: Stable, stay-in-grade oil intended for use as catalyst-compatible
oil in vehicles with DPF and TWC in high-performance car and
light van diesel and gasoline engines requiring low SAPS oil. These
oils will increase the DPF and TWC life.

Enter the Jobber News

MOTOR OIL
MYTHBUSTERS
CONTEST

Presented by

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?

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

High mileage motor oils can only be used on older model vehicles?
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?

Name

Business

Address
Phone

Email
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TRUE
TRUE
TRUE
TRUE
TRUE

FALSE
FALSE
FALSE
FALSE
FALSE

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”.

WAREHOUSE DISTRIBUTORS
& BUYING GROUPS
The E.R.I. Group
www.theerigroup.com
Canada’s Premier Machine
Shop Buying Group

Kerr Machine Shop Group Inc.

TOOLS & EQUIPMENT
AIR LIQUIDE CANADA INC.
www.airliquide.ca
Your one-stop shop for
all your industrial gases
and welding supplies.

www.kerrmachineshopgroup.com
Buying group for machine shops and
performance shops.

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.
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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

THE IMPORT QUESTION

I

NEXT MONTH

Selling Strategies for
key product categories,
plus a review of Tool
and Equipment
Opportunities.
30

t is no news to relate that import nameplates have become a tremendously
important part of the service parts business.
It is an inescapable fact, too, that they continue to post big sales numbers,
record numbers in some cases, while the Detroit Three are content to simply
post big increases year over year—admirable, yes, but when you start at a base
so low, you will have to forgive me if my congratulations are somewhat muted.
Still, many of you who have made so much of your trade in the realm of Ford,
Chrysler, and GM still struggle to fully realize the potential from the two dozen
other vehicle brands available to the Canadian consumer.
The big question for me regarding the import business is not how to handle the
service business for those makes like Toyota, VW, Nissan, Audi, etc., but frankly why
we still think of them as somehow separate and distinct at all.
If I think back a couple of decades, there were at least a couple of major
“import” initiatives by major suppliers who, in the intervening years, folded them
into their traditional aftermarket offering, for what I suspect seemed like good
reasons at the time but in retrospect might have put them on the leading edge of a
trend that now seems all too important to ignore.
Of course, there are some justifiable reasons why the import market (I also wonder
why we call it “import,” considering that Honda, Toyota, BMW, Subaru, and MercedesBenz, to name just five, have had plants on this continent for a long time) entails some
real differences in parts and supply chains, as well as brand preferences.
It seems to me the prevailing reason for this has been the inability of the big
players in the aftermarket to justify the investment in building the knowledge and
supply chain to serve this part of the market well enough. Without that in place,
you haven’t been able to build the confidence of the import speciality service centre
and the generalist alike in what you have to offer on the import front.
And, while the aftermarket has made huge strides of late with the virtual integration
of specialty distributors into the more traditional aftermarket networks—lauds to those
who recognized that if they couldn’t build it, they should buy it—there continues to be
a barrier to fully realizing this market for those who consider themselves “traditional
aftermarket players.”
This barrier today is, I am forced to admit, less about parts and the supply than it
is about the mindset of your own people, and your customers.
Not to dismiss brand as an important indicator of quality, but it is important for
everyone on the traditional side of the business to stop thinking about separate
markets, and start thinking about it as one market made up of more than two dozen
brands.
With that as your starting point, you can start to work out what your local
demand is. The big challenge will be trying to start from a clean sheet of paper,
eliminating assumptions of who is, and who is not, your customer.
Once you’ve gone through the exercise, compare the result to what you have in
place today. Then, if you think it makes sense, begin your transition to your new allmarket strategy. At the very least, you should find some gaps that are worth trying
to fill.
And, if you want a reason, ask yourself if you can afford to cater to a shrinking
slice of the pie. I think you already know the answer.
Andrew Ross, Publisher and Editor
aross@jobbernews.com
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Fueling World-Class Technology

Designing Innovative
Fuel Delivery System
Products for 75 Years
Airtex takes a focused approach to new product development,
incorporating the latest technological advancements in every
product. With OEM or better performance and coverage for
over 212,000,000 vehicles on the
road, Airtex manufactures world-class
fuel delivery system technology.
TM

TRUST Airtex
See us at AAPEX Booth 2626

407 West Main Street • Fairfield, IL 62837
Tech Line: 800.424.7839
airtexproducts.com
©2010 Airtex Products, LP
AT-6721

© 2009, Ashland Canada Corp.
*Source: Thomas Penway Research Poll of ASE Mechanics in the United States

www.v a lv o li n e . c o m

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

100 YEARS UNDER THE HOOD.

TM

