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Top 10 Customer
Favourites
Here are the top 10 bestrated service banners,
as reported in the J.D.
Power and Associates
2010 Canadian Customer
Commitment Index Study.
All ranked above the
industry average.
As a note, the combined
average of independent
service facilities that did
not carry a banner and
are therefore not ranked
would have placed second.
Certigard (Petro-Canada)
Goodyear Auto Service
Centre
Jiffy Lube
OK Tire
NAPA Autopro
Toyota/Lexus Dealerships
Midas
Pennzoil
Fountain Tire
Mr. Lube

J.D. Power Reports Decline in Routine
Maintenance by Canadians
Certigard Tops Customer Satisfaction Rankings

Consumer-reported average annual expenditures
on vehicle maintenance and repair services
decreased to $9.8 billion in 2010 from $11.2 billion
in 2009, largely due to a significant decline in
routine maintenance spending among owners
of four- to seven-year-old vehicles, according to
the J.D. Power and Associates 2010 Canadian
Customer Commitment Index Study.
The study found that
the decrease stems from
two main issues: a decline
in the average amount
spent per service visit, and
a decrease in the overall
number of service visits,
particularly for vehicles
between four and seven
model-years old. Per-service
visit spending averaged
$287 in the 2010 study
year, compared with $352
in 2009—a decline of $65.
The 2010 Canadian
Customer Commitment
Index Study is based on
responses from more than
14,500 owners in Canada
whose vehicles are between
three and 12 years old. The
study was fielded between January and February
2010 and June and July 2010.
While revenue from repair work has remained
stable from 2009, revenue from routine
maintenance has declined considerably in the
2010 study year.
“Stagnant economic conditions may be one
reason owners might postpone expenditures,
including routine vehicle maintenance,” says
Ryan Robinson, director of the Canadian automotive practice at J.D. Power and Associates.
“There are also other factors contributing to
this decline, including longer manufacturerrecommended service intervals, improved vehicle reliability, and a slight decline in the average
age of the three- to 12-year-old vehicle fleet, due
to strong new-vehicle sales during the 2006 and
2007 calendar years. It seems Canadian vehicle
owners are becoming comfortable with the
notion that they don’t need to do as much to
maintain their vehicles as they once did.”

Customer Satisfaction Rankings

Follow us on Twitter.
Get AutoServiceWorld.com
News and more by
following JobberNews
on Twitter.
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The study provides a measure of the service
behaviours, satisfaction, and loyalty of owners of
three- to 12-year-old vehicles. Overall customer
satisfaction is determined by examining five key
factors of the service experience: the process
of getting the vehicle in for service; service
advisor performance; service facility; quality
of work performed; and the process of vehicle
return/pick-up. The study examines customer
satisfaction with both new car dealerships and

aftermarket facilities.
Certigard (Petro-Canada) ranks highest
in satisfying automotive service customers in
Canada, receiving an overall index score of 869
on a 1,000-point scale. Rounding out the top
five ranked brands are Goodyear Auto Centers
(838); Jiffy Lube (835); OK Tire (832); and
NAPA Autopro (831).
The study finds that fostering high levels of customer satisfaction with maintenance and repair service
has a strong positive effect
on loyalty intent.
Among customers of
brands with the highest
levels of overall satisfaction,
nearly 80% indicate they
“definitely will” return to the
service facility for work they
will pay for (i.e., outside the
scope of their vehicle warranty).
In contrast, among customers of less-satisfying
brands, only 45% say the
same.
Furthermore, among
customers who rate their
overall service experience as “outstanding” (providing a rating of 10 on a 10-point scale) a vast
majority—approximately nine in 10—indicate
they will return to the same facility for their next
service visit. Loyalty rates decline notably as satisfaction decreases—for example, approximately
one-half of customers who provide a rating of 8
on a 10-point scale say that they will return to the
facility.
“High-performing brands enjoy nearly twice
the rate of customer retention than the industry average,” says Robinson. “Given the degree
of hyper-competition for vehicle maintenance
and repair business in Canada—with more than
40 branded networks competing, in addition
to thousands of independent providers—the
business case for an individual service facility to
improve the customer experience is compelling.
Considering that service expenditures average
$287 per visit, the revenue and profit enhancement from increased retention is significant.”
The study also finds that educating service
customers about future vehicle maintenance
and repair needs positively impacts both loyalty
intent and the amount customers spend per visit.
Among vehicle owners who indicate that their
service advisor discussed other service work their
vehicle may require in the future, 65% said they
“definitely will” return to that facility for their
next service visit. However, among customers
whose service advisors did not mention future
service needs, only 47% indicated they “definitely
will” return.
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See us
at booth 5429...

APPEX Show, Las Vegas, November 2-4, 2010

Ceramic Pads

Metallic Pads

Brake Shoes

• Positive Mold Manufacturing Technology
• 100% Noise Free • 100% Dust Free
• 100% Scorched - no Break-In-Required
• High Content of Ceramic Fibers
• Chamfered, Slotted and Shimmed

• 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

• 100% New Steel & New Friction
• Bonded or Riveted
• Includes, Pins, Levers,
Springs if Applicable

905.454.8500

www.autopartsdepot.ca
Tel: 905.454.8500 Fax: 905.454.8522
26 Westwyn Crt., Brampton, Ontario, L6T 4T5
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New Quebec Shareholder
for Bestbuy
Bestbuy Auto Parts has
announced the addition
of Cobrex Inc. to the
family of Bestbuy
shareholders. Situated in
Laval, Que., the business
is operated by Benoit
Breux, president.
It is located at 40 Gelinas,
Laval, Quebec, H7M 2Z5
and can be reached by
phone at (450) 629-6211.
g

g

g

Motor Oil Mythbusters
Winners
Here are the winners of
the Jobber News Motor Oil
Mythbusters Quiz
presented by Valvoline.
All winners correctly
answered the quiz
questions. All winners
will receive a prize
pack including an Auto
Enginuity PC-based Scan
Tool, generously provided
by Valvoline Canada.
Winners this month are:
George Bitsanis, Docteur
Silencieux, Laval, Que.
Tom Little, Young
Automotive Professionals,
Port Colborne, Ont.
Denis Godin,
Godin Station Service,
St-Casimir, Que.
Shawn Simms,
Devon Motor Products,
Devon, Alta.
Congratulations to all.
Enter to win using this
month’s Quiz on page 44.

Motorcar Parts of America Makes Strategic
Investment in Toronto-Based Fenwick Automotive

Motorcar Parts of America, Inc. has announced it has made a
US$1.9 million (CDN$2.0 million) strategic investment in Fenwick
Automotive Products Limited, structured as a secured loan with an
option to acquire substantial ownership of the company.
“This transaction represents a potential opportunity to expand
beyond Motorcar Parts of America’s alternator and starter business
and leverage our company’s existing manufacturing expertise and
distribution channels with a broad array of automotive products.
A major benefit of the transaction is the option to acquire a
substantial portion of Fenwick Automotive and likely more than
double Motorcar Parts of America’s annual revenues with expected
accretive earnings,” said Selwyn Joffe, chairman, president and
chief executive officer of Motorcar Parts of America, Inc., in a
statement.
While Motorcar Parts of America is focused on the alternator
and starter supply categories, Fenwick Automotive, which also
has its roots in the remanufacturing business, has been largely
focused on the supply of remanufactured undercar and driveline parts such as brake calipers, CV shafts, steering racks, and
clutches, with the addition of recently added categories such as
wheel bearings.
“We are proud to be associated with Fenwick Automotive, a
company that has been one of the finest and most respected suppliers
to the aftermarket industry for more than sixty years,” Joffe added.
He noted that the two organizations serve all of the major
automotive aftermarket sales channels.
“We are pleased to be working with an organization with the
market presence and reputation of Motorcar Parts and look forward
to working with the company’s team,” said Gordon Fenwick, chief
executive officer of Fenwick Automotive Products.
He noted that Motorcar Parts and Fenwick are both customercentric organizations, ISO/TS16949 registered, and recognized
for the highest level of quality and service.

Evening at the Ballpark Charity Event Tops $14,000

The Fourth Annual “Evening at the Ballpark” aftermarket charity
event raised nearly $4,000 this year, for a cumulative total of more
than $14,000 in contributions to the Leukemia and Lymphoma
Society of Canada.
“The event was a real success again,” says co-organizer Eric
Liebovitz. “I really want to thank all the people who bought
tickets, those who made special donations, and especially Fenwick
Automotive for covering most of the upfront costs.”
The annual event brings members of the aftermarket from
Toronto and vicinity to the beautiful Coca-Cola Field in Buffalo,
N.Y. to take in a minor league baseball game. This year’s game saw
the Buffalo Bisons facing the Pawtucket Red Sox. The Red Sox
beat the Bisons 7-3 with a late rally.
The event is organized by Eric Liebovitz, Fenwick Automotive;
John Pederson, T&H Auto Electric/Benson’s Auto Parts; and Andrew
Ross, Jobber News.
Participants
in the annual
Evening at the
Ballpark event
helped raise
nearly $4,000
this year for
the Leukemia
and Lymphoma
Society of
Canada.

For more on these and other stories, log
on daily to autoserviceworld.com
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Engaging Topics for New
Industry Forum
Content has been
announced for the new
Automotive Service &
Repair Week (ASRW)
Industry Forum and
Reception.
Scheduled for Sunday,
Oct. 10, from 5 p.m. - 8
p.m. at the Mandalay Bay
Convention Center in
Las Vegas, the forum will
conclude the first day of
education at ASRW 2010,
featuring the NACE and
CARS events taking place
Oct. 10-13, 2010.
The ASRW Industry
Forum will feature two
concurrent 45-minute
sessions: “Aftermarket
Parts Quality: What’s
In the Box” for the
mechanical industry
and “Certified Collision
Repair—An Industry
Perspective” for collision
repair professionals,
followed by a 30-minute
networking break.
Two additional concurrent
sessions will follow:
“Service Information
Access: Right or
Responsibility?” for the
mechanical industry
and “Diversity in the
Shop: How to Work with
People Not Like You”
for collision repairers
(moderated by Opening
General Session speaker
Kelly McDonald). The
forum will conclude
with an hour-long
reception mixer.
Tickets for the ASRW
Industry Forum are
available online for $40
if purchased by Aug. 17
and $50 after, and may
be purchased online in
the attendee registration
systems for NACE
and CARS.
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Monroe “Shocktober”
Program Returns

The Monroe shocks and struts brand of Tenneco
Inc. has announced the return of the Monroe
Shocktober promotion program, including an
installer retailer gift card promotion and a
corresponding consumer mail-in rebate, during
the busy fall selling season.
From September 1 through October 31, 2010,
automotive service professionals can earn up to
$120 in retailer gift cards for qualifying sales
of Monroe products through the Shocktober
promotion.
“This promotion is ideal: premium products,
exciting rewards, and a busy fall selling season,”
says Sheryl Bomia, North America programs
manager, Tenneco.
Participants who sell 40 pairs of qualifying
premium ride control products will earn a $120
Monroe retailer gift card. Participants who
complete 10, 20, or 30 pairs of qualifying sales
during the promotional period can earn retailer
gift cards of $30, $60 or $90 respectively. There
are no limits to the rewards a shop owner, service
writer, or technician can earn through the
promotion. Monroe is also offering a consumer
promotion called “Shocktober” that rewards
motorists who purchase four qualifying ride
control products.
The trade promotion is only available to
members of the Tenneco Expert Plus dealer
loyalty program.

Continental Introduces “Game
Changing” TPMS Sensor

In what the company calls “a game changer,”
Continental is introducing the VDO Redi-Sensor
multi-application tire pressure monitoring sensor.
The sensor program works with existing
aftermarket and OEM tools for relearn procedures,
but reduces SKU count dramatically. Two tire
pressure monitoring system (TPMS) sensors
released in Phase 1 of the program being
launched this year will cover 95% of domestic
models, making up some 55% of the total vehicles
equipped with TPMS systems. A planned two
more sensors in Phase 2 will cover import models
when introduced in 2011.
Set for an official roll-out at the AAPEX show
in Las Vegas, Nev., in November, the sensors differ
significantly from existing TPMS programs on the
market in that they provide significant advantages
of consolidation of parts but are not “blanks”
requiring programming, as are available in some
sectors of the market. They are usable right out
of the box.

In a demonstration at Continental’s headquarters in Auburn Hills, Mich., three styles of
OEM sensors were replaced with a Redi-Sensor
on a Ford Fusion, Chevy Silverado, and Chrysler
Pacifica. To emphasize the flexibility of the
sensor, the same sensor was installed on each
vehicle in succession with relearn procedures
activated by a variety of tools (except on the
Chrysler, which has to be driven to activate the
relearn function).
In all cases, the Redi-Sensor executed the
relearn quickly and without any difficulty, in
some cases faster than the OEM sensor.
In fact, the only relearn glitch occurred
on the Fusion, when one of the OEM sensors
refused to recognize the aftermarket tool being
used during the relearn procedure.
The Chrysler had three of four OEM sensors
replaced with the Redi-Sensor with the fourth
having been left off in place of a standard valve
stem to simulate an incomplete repair, activating
a malfunction code. With the fourth sensor
installed, the relearn drive went off flawlessly,
taking less time than expected.
Redi-Sensor is designed to work with all
leading TPMS scan tools, including tools from
ATEQ, Bartec, OTC, and T.I.P.S., and tools to
handle OE sensors. The VDO sensor does not
require the purchase of new specialized programming tools or software upgrades.
When used with scan tools that incorporate
a hunt mode, Redi-Sensor uses an “intelligent
design” to wake faster and deliver positive results
sooner, says Continental. This prevents the
relearn process from timing out and eliminates
the need to redo the procedure.
VDO Redi-Sensor was specifically developed
for the aftermarket by Continental.
According to Howard Laster, director, product portfolio and new business development,
Continental Corporation, Commercial Vehicles &
Aftermarket, “Redi-Sensor represents the first time
Continental has used its engineering resources to
develop a totally new product concept, specifically
designed to meet the aftermarket’s needs. We feel
that it will go a long way in helping to simplify
the complex and challenging requirements of
tire pressure monitoring system service and make
it easier for parts stores to stock and sell TPMS
replacement parts.”
VDO Redi-Sensor is offered in 314.9 / 315 MHz
and 433.92 MHz configurations and provides
multi-application coverage for a broad range of
popular cars, vans, SUVs, crossovers, and light
trucks from GM, Ford, and Chrysler. Model
year coverage extends from 2002 through 2011
for Buick, Cadillac, Chevrolet, Chrysler, Dodge,
Ford, GMC, Jeep, Lincoln, Mercury, Pontiac,
and Saturn.
According to Steve Landis, TPMS product
manager, applications for Asian and European
vehicles are currently in development. “We’re
working on the next phase of Redi-Sensor to
complement our excellent domestic coverage.
Our complete program is targeted to cover
over 90% of all vehicles in North America and
replace over 100 OE sensors.”
Continued on page 10
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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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Word has reached Jobber News of the passing of veteran jobber
salesperson Jim Ashton.
Surrounded by his family, he passed away peacefully at Grand
River Health Centre, K-W Hospital, on Monday, July 19, 2010
at the age of 56. Beloved husband of Rae Anne. Loving father
of Jim (Julie), Kendal, and Kelly (Wray). “Grandpa” will be
missed by his “rugrats,” Adam, Ashley, Tara, Ashton, Spencer,
and Troy. Great-grandfather of Blake, Brianna, Kayden, Logan, and
Lincoln. Cherished son of Elsie and the late Morris Ashton. Brother of
Richard, Joanne, Randy, Linda, Morris, David, and Dan.
Jim Ashton was employed by Britton Automotive for 29 dedicated years.
He was a longtime member of the Royal Canadian Legion Branch #530
where he was installed as the Deputy Zone C2 Commander in 2009 and
was a president (2004-2009).
As expressions of sympathy, donations to K-W Poppy Fund in support
of “Why We Remember Week,” Legion Branch #530, or the Grand River
Regional Cancer Centre would be appreciated by the family. Visit www.
henrywalser.com for Jim’s memorial.
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Joseph (Joe) Tamburro has been named national sales manager for E-Z Traxx,
Inc./Ports Marine Products. Tamburro brings a lifetime of sales experience to
the E-Z Traxx/Ports Marine Products team. In his new position he is responsible
for implementing and maintaining E-Z Traxx/Ports Marine Products’ newly
re-modelled national sales strategy. Since 1991, E-Z Traxx has been a manufacturer and distributor of top quality winter-based powersports accessories,
specializing in safety and security products designed to protect riders and their
sleds. Ports Marine Products is an importer/distributor of quality accessories and
products for the boating, personal watercraft, and RV industries.
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NGK Spark Plugs Canada Limited (NGK) has announced
the appointment of Robert (Bob) Matthews to the position
of national marketing manager. Matthews has been with
NGK since 2004 in various senior roles with the company,
and brings over 23 years of experience in the automotive
aftermarket, national accounts, and OES business areas. His
experience includes 15 years in the sales and marketing of a
major brand of brake products, which is enabling NGK to sucRobert Matthews
cessfully bring to market its brand-new line of Akebono Brake
Pads. In his new role, Matthews will be responsible for directing all Canadian
marketing initiatives, and for the planning and execution of these initiatives on
both the national and regional levels. Matthews will report directly to Akihiko
Yamauchi, the president of NGK Spark Plugs Canada Limited.
ISO 12647-7 Digital Control Strip 2009

For California customers,
Walker ® also offers
a CalCat ® promotion!

100 60

Brent Karr

Kim Bishop, Bestbuy Distributors Limited’s national director
of sales and marketing, has announced the appointment of
Brent Karr as business development manager for Manitoba,
Saskatchewan, and Northwestern Ontario. Karr is a well-respected
veteran of the aftermarket in Canada who brings many years of
experience to his position. Prior to joining Bestbuy, Karr was the
director of sales for Autoline, a well-known remanufacturer. Karr
will report directly to Bishop.
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PartSource has announced two key additions to its
executive team. Scott Williams joins PartSource as
associate vice-president, PartSource Commercial
Sales. Williams will be responsible for delivering
differentiated commercial sales and marketing
Jeff Saunders
programs. Jeff Saunders is appointed associate Scott Williams
vice-president, PartSource Operations. Saunders will be responsible for driving
operational performance excellence, customer satisfaction, and growing sales
across the PartSource network. He has been with PartSource since 2000. Prior
to this role, he was associate vice-president of operations in Western Canada.
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Restore your customers’ cars to factory-original condition with Gates Micro-V® Advanced Technology (AT) belts. Import
or domestic, our belts are designed to provide peak operating performance for any car’s accessory drive components
while delivering the highest value for more satisfied customers. With a century of global innovation and technology in
every belt, you can feel confident your customers’ cars will perform just like new again. Install the original. Install Gates.

▼

▼

▼

▼

Gates Micro-V AT® Serpentine Belts meet or exceed OE specifications for:
Load
Wear
Stability
Flex
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I-CAR Collision Training
Conference
September 24, 2010
Palais Des Congrès,
Montreal, Que.
Attend the I-CAR
Collision Training Event
on September 24, 2010
at the Palais des Congrès
in Montreal and learn
more about collision
repairs with the help of
two feature courses.
You will also have the
opportunity to network
with other collision shop
owners and technicians.
The event will feature
luncheon speaker Marc
Brazeau, president of the
Automotive Industries
Association of Canada,
official licensee of I-CAR
training in Canada.
Also on tap for the event
are two I-CAR training
courses: IDAM-08 –
Advanced Material;
and FOM-01 –
Automotive Foams.
Registration details for
the I-CAR event are at
www.aiacollisiontraining.ca.
I-CAR Training
Participants are also
welcome to attend the
Canadian Collision
Industry Forum
reception at the Delta
Hotel.
The CCIF takes place
the next day, Saturday,
September 25.
Registration details are at
www.ccif.net.
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DuPont Commits to NACE

DuPont Performance Coatings has committed
to NACE 2010 with a combination of a presence
on the show floor, sponsorship activities, and
educational sessions.
NACE, the flagship event of Automotive
Service & Repair Week (ASRW), is co-located
with CARS and scheduled for Oct. 11-13, 2010
at the Mandalay Bay Convention Center in Las
Vegas, Nev.
“Our participation in NACE has served us
well over the years and it remains an important
part of our overall business strategy and support
of the industry,” says Harry Hall, DuPont North
America sales manager – refinish. “We look
forward to again supporting NACE in what we
know will be a successful event.”
DuPont will sponsor two newly added conference sessions: “Getting Ready for the Lean
Transition” on Monday, Oct. 11, from 4 - 5:30
p.m., and “Making Lean Work” on Tuesday,
Oct. 12 from 4 - 5:30 p.m. Both sessions will be
taught by John Sweigart from The Body Shop
@, which operates collision repair facilities in
car dealerships, and Steve Trapp from DuPont
Performance Coatings, and are AMI-accredited.
DuPont will also sponsor the Opening
General Session, featuring notable marketing
expert Kelly McDonald, on Monday, Oct. 11,
2010 from 8:30 - 10 a.m. McDonald’s presentation, entitled “The Changing Face of Your
Business – Inside and Out” will focus on diversity
as a business opportunity.
“We sat down with DuPont about five years
ago and developed a long-term plan, which has
resulted in a mutually beneficial commitment to
the show,” states ASA president and chief staff
executive Ron Pyle. “We’ve created a partnership with DuPont that is unique [for] any paint
company in the industry, and we’re grateful for
their consistent support over many years.”
ASRW includes NACE, CARS, Auto Glass
Week, and the Automotive Service Councils
of California (ASCCA), which makes it the
industry’s leading event for true professionals
to conduct business, network, and engage in
industry issues. ASRW is scheduled for Oct.
10-13 at the Mandalay Bay Convention Center
in Las Vegas.

Boyd Group Income Fund Reports
Second Quarter Results

Boyd Group Income Fund financial results for
the three- and six-month periods ended June
30, 2010 showed stability despite results being
significantly affected by changes in the U.S.
dollar exchange against the Canadian dollar.
Sales for the three months ended June 30,
2010 decreased by 5.1% to $52.3 million, compared to sales of $55.1 million for the three
months ended June 30, 2009, after adjusting
for the effect of discontinued operations. The
decrease consisted of $4.6 million due to a lower
U.S. dollar translation rate on sales generated
from Boyd Group’s U.S. operations and $0.7
million due to a 1.3% same-store sales decline,
offset by sales generated from new collision
repair start-ups of $2.5 million.

On a segmented basis, sales in Canada totalled
$16.5 million for the three months ended June
30, 2010, a decrease of $2.1 million or 11.3%.
Sales decreases in Canada were due to samestore sales declines as a result of softer market
conditions, made worse by the carry-over effects
of an extremely mild and dry winter.
Sales in the U.S. totalled $35.8 million in
the second quarter of 2010, a decrease of $0.7
million, or 1.9%, over the same period in 2009.
Translation of U.S. revenues at a weaker U.S.
dollar exchange rate relative to the Canadian
dollar resulted in a decrease of $4.6 million.
Excluding the impact of currency translation,
same-store sales in the U.S. increased by $1.4
million or 3.8% when compared to Q2 2009.
Sales in the U.S. also included sales of $2.5
million from new locations.
Sales for the six months ended June 30, 2010
decreased by 9.6% to $107.0 million, compared
to sales of $118.4 million for the six months
ended June 30, 2009, after adjusting for the
effect of discontinued operations. This decrease
resulted from a lower U.S. dollar translation
rate on sales generated from Boyd Group’s U.S.
operations of $11.3 million and $4.6 million due
to a 3.9% same-store sales decline, offset by sales
generated from new collision repair start-ups of
$4.5 million.

AkzoNobel Names David Smith
New Country Manager

AkzoNobel Car Refinishes Americas has named
David Smith to the role of country manager for
the Canadian market.
Smith joined the AkzoNobel organization in
1993. He has held various positions in the sales,
operations, and technical departments in the
Toronto, Calgary, and Vancouver areas. Most
recently, he held the regional sales manager
position for the Western Canada market.
“The Canadian market is extremely important
to AkzoNobel and David is an excellent fit for
leading our efforts,” notes Doug Holmberg, director of sales for AkzoNobel Car Refinishes North
America. “We have benefited from the leadership
of Roland Taube for the last ten years. Roland
now moves on to other opportunities within the
AkzoNobel family. We feel fortunate that we have
an individual like David who has the seasoned
experience that enables him to step in and guide
our efforts and create even greater successes.”
In commenting on his appointment Smith
notes, “I am truly honoured to have the privilege to lead a world-class organization in a
world-class market. The push to advance the
use of waterborne technology has created an
array of opportunities within Canada for the
collision repair industry. We have the ability to
lead the way in making our industry a standard
for sustainability and profitability. It will be my
responsibility and pleasure to ensure that all
businesses in Canada know that AkzoNobel is
the best in both.”
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Even trucks a few years old have the benefit of fuelsaving aerodynamics, but owner/operators can do
much to improve the overall fuel consumption.

GREEN MARKETING:

FUEL FOR THOUGHT
Fuel-Efficient Options Are Not Limited to Brand-New Trucks
By John G. Smith

E

nvironmental regulations have not been kind to the
fuel efficiency of commercial vehicles. Many dieselsaving gains were sacrificed over the last decade in the
name of lowering the levels of NOx and particulate matter
in exhaust, as manufacturers introduced everything from
exhaust gas recirculation (EGR) systems to diesel particulate
filters (DPF). And even though new fuel-economy standards
are expected to be unveiled next year, they will do little to
support the owners of equipment on the road today.
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But there are still opportunities to make a difference in
the aftermarket. Jobbers already have access to a wide array
of components that have a direct impact on fuel efficiency.
Wasteful idling practices, for example, can be reduced
dramatically with the installation of a device like an auxiliary
power unit (APU) or bunk heater. APUs are sources of everything from heat to cooling and electrical power, while fuelContinued on page 16
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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
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fired bunk heaters deliver warm
air while burning a fraction of
the diesel that would be required
by an idling engine.
The benefits do not end with
the amount of fuel that needs
to be consumed. According to a
report by the Argonne National
Laboratory, one hour of idling can cause the same amount of
engine wear as 11 kilometres of driving. This may be better
than the experience with older engines, thanks to the help
of lower engine speeds and reduced sulphur levels in today’s
diesel fuels, but it still leads to the premature engine wear that
customers want to avoid.
The aftermarket even has a role to play in the aerodynamic devices that are embraced by a growing number of
on-highway fleets, since many options can be added (or
certainly repaired) after equipment is built.
“When driving a truck on the highway, approximately 19%
of the energy in every litre of fuel burned is used to overcome
aerodynamic resistance on the tractor or trailer, or the gaps
between them,” notes Transport Canada. “Aerodynamic fairings
can be retrofitted to the tractor (roof, bumper, tank), to the
trailer (front, underside, and rear), and to the tractor-trailer
gap.” A combination of more than one of these devices can
reduce fuel consumption by as much as 10-15%.
Those who are recommending the different options will
simply need to be aware of the potential impact on vehicle
dimensions and weights, both of which are highly regulated
in the trucking industry.
The choice of tires can make a difference as well. Those
that offer benefits involving everything from lower rolling

resistance to lighter weights can lead to fuel savings of 3% or
more compared to popular options, and when used on all five
axles of a typical highway tractor and tandem trailer.
Some fleets are even candidates for fuel-efficient widebase tires that eliminate a pair of sidewalls, beads, and much
of the metal found in the rims for a set of dual wheels. The
amount of weight saved will depend on the equipment that
was originally specified, but a shift from a set of duals on steel
wheels to Michelin X-One wide singles on aluminum wheels
will save about 375 pounds per axle, notes Don Baldwin,
Michelin North America’s product marketing manager, commercial truck tires. About 100 to 125 pounds of weight savings will be courtesy of lower overall tire weight, while the
remainder comes from the lighter wheels on which the tires
are mounted.
And many earlier questions about the performance of
single wide-base tires have also been answered. “People were
afraid that wide-based tires would follow ruts on the road,”
notes Curtis Decker, senior development engineer with
Continental Tire. “That turned out not to be the case. They
talk about it tracking true and being a very smooth ride.”
Any option that reduces the weight of the vehicle can
play a role in reducing the amount of fuel that needs to be
consumed to move it, and there is plenty of lost ground to
reclaim. New exhaust-cleaning technologies such as selective
catalytic reduction (SCR) systems and their tanks of diesel
exhaust fluid (DEF) have added more than 300 pounds onto
a truck, according to the American Trucking Associations.
To compound matters, the (U.S.) National Highway Traffic
Safety Administration’s pending change in stopping distances
is expected to lead to the widespread use of larger brakes—
introducing some additional weight of their own.

WIDER PRODUCT COVERAGE

For Automotive, Commercial, Recreational
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Wheels are a good place to start in the bid to shed
unwanted pounds. When Alcoa launched its new LvLONE
wheels, for example, it noted how it shed two pounds from
its lightest 22.5-inch forged wheels, saving about 36 pounds
when used on a tandem tractor with a tandem trailer. The
change is more dramatic when compared to steel wheels,
shedding an astonishing 648 pounds.
Then there are the potential fuel-saving
weight losses associated with brake components.
“Aluminum hubs have been popular in
the tractor and truck market for years,” notes
Ken Kelley, vice-president of Webb Wheel
Products, referring to roughly 15 pounds
saved in the shift from iron to aluminum. “If
you take the tanker-trailer industry, they
all have aluminum wheels, aluminum
hubs.”
The weight savings are not limited
to aluminum, either. ArvinMeritor,
for example, offers lightweight components such as stamped spiders and
steel shell drums. The SteelLite X30
can reduce weight on a typical tandem
axle tractor-trailer by up to 200 pounds.
Meanwhile, Webb has its Vortex designs
that offer lighter weights. It is still made
from grey iron, but incorporates thinner walls, a centreline
“squealer” band, and external ribs to assist with cooling.
Jobbers simply need to work closely with fleet customers
to ensure that performance is not sacrificed in the name of
weight savings.
“You can only take out so much weight or you’re going

and Farm...

to get into trouble,” Kelley warns, referring to brake drums.
“For every pound of mass you take out, you’re putting the
same BTU of energy into less mass.” The result can be
unwanted cracks in the face of the drum. A 16.5x7-inch rear
brake should be no lighter than 100 pounds to provide a
margin of safety, he suggests.
Some fuel-efficient promises
can be delivered without removing
any metal at all. The producers of
synthetic engine oils, for example,
continue to promise better fuel
economy in addition to improved
cold-weather cranking abilities and
the chance to support programs that
extend oil drain intervals.
Suppliers of these synthetic fluids
tend to refer to potential fuel economy
gains of at least 1% thanks to reduced
friction, and the performance is even
better when coupled with synthetic
gear oil. Shell reported a fuel economy
gain of 1.6% after running six test
trucks around a track to measure the
impact of various options. And last
November, Valvoline introduced its
“fuel-proof” guarantee that promised
a positive return on the investment, even after factoring in the
higher price of the lubricants.
Combined, these options promise to do more than reduce
a buyer’s operating expenses. They could fuel new business
opportunities for jobbers who deliver the goods.

P E T E R S O N’S
T H E O N E.
From self-service to commercial customers, you can meet all your
vehicle safety lighting and accessory needs with a single source:
Peterson. Our up-front Plan-a-grams are packed with America’s
best sellers. Our back-counter coverage is the widest, deepest in
the business. And our order-fill reliability is unmatched. Partner
with the company that’s got you covered better, front to back.
PETERSON’S THE ONE.

PETERSON
www.pmlights.com
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How To Sell Your Business

MONEY &
MANAGEMENT

D

Mark Borkowski is
president of Torontobased Mercantile Mergers
& Acquisitions Corp.
Mercantile specializes in
the sale of mid-market
companies to strategic
buyers or private equity
firms. He can be contacted
in confidence at mark@
mercantilema.com or
(416) 368-8466 ext. 232
Mike Soble and Mike
Reynolds, C.A. are
members of BMO Nesbitt
team in Toronto. They
can be contacted at www.
thereynoldssoblegroup.com.

In A Tax-Efficient Manner

emographics dictate that in the next 10 to
15 years, as many as 80% of small business
owners will either sell or pass on their business
to their heirs. There are many options as to how
this will be accomplished, but the bottom line is
that a significant amount of wealth will be freed
up through this process. A key consideration is
how an owner can accomplish this transfer with
the least amount of tax being incurred.
“Small business owners are generally experts
in their fields, but are often unaware of the intricacies of orchestrating a tax-efficient sale,” says
Michael Soble of the Reynolds Soble Group at
BMO Nesbitt Burns. “And they may not have a
professional advisor, like a lawyer or accountant,
who is familiar with all of the options.”
One of the strategies that are often overlooked in connection with a business sale is the
use of a Retirement Compensation Arrangement
(RCA). Properly structured and implemented,
an RCA can drastically reduce the overall tax
impact of a sale, and also provide the business
owner and others with a creditor-proof, flexible,
and tax-efficient pension plan.
Business sales typically involve assets or shares.
Most owners prefer to sell the shares and gain
access to the $750,000 lifetime capital gains
exemption. Most purchasers prefer to buy the
assets, and in the case of franchises, this is often
stipulated in the Franchise Agreement. The tax
treatment on each type of sale is different, and
an RCA can be particularly useful in connection
with an asset sale.
The rules surrounding the establishment,
funding, ongoing management, and withdrawals from an RCA are quite complex and beyond
the scope of this article. To summarize, an RCA

is established under the rules of the Income Tax
Act, and allows a company to make tax-deductible contributions on behalf of key employees
for purposes of building a retirement pension.
The contribution guidelines are quite generous (compared with RRSP limits, for example) and often actuarially determined based
on income and years of service. Funds are not
locked in as with a normal pension plan, they
are creditor-protected, withdrawal rules allow
for flexibility in terms of timing and amounts,
and there are few investment restrictions inside
the RCA.
According to Soble, “The bottom line is that
once the RCA is reasonably funded (which can
be from the proceeds of a sale of assets), there
is a great deal of flexibility as to how the money
can be invested, the amount and the timing of
withdrawals, and even passing along RCA assets
to spouses and other beneficiaries.”
Establishing an RCA has some complexity
and requires specialist input in the areas of tax,
actuarial review, accounting, and investment
management, so the dollars involved need to
be enough to make it all worthwhile. However,
the potential benefits are huge, in terms of
immediate and future tax savings, and significantly increased retirement income and estate
planning flexibility in the future.
“We are seeing more and more opportunities
for RCAs pop up in connection with business
owners as they start to actively plan for selling
their businesses,” says Mike Reynolds. “The
challenge is to make sure they are aware of this
option before it’s too late, and to bring into play
the specialists who can make it happen when it
does make sense.”

A simple example will illustrate the potential tax savings benefits of an RCA in connection with the
sale of business assets. Assume the following:
Business assets sold for $3,000,000 net proceeds.
A $3,000,000 RCA contribution is determined to be reasonable under CCRA guidelines.
If no RCA, owner will bonus this out and pay tax personally, and invest the remainder.
Investments earn 5% annually.
Owner requires $190,000 per year, net of taxes, for next 10 years from his investments, or from
the RCA.

RESULTS:

NO RCA

RCA (one employee) RCA (employee + spouse)

Sale Proceeds
Personal Taxes (ONT)
Ontario Payroll Tax
Balance after tax
Ann. withdrawals-net

$3,000,000
$1,392,000 (46.4%)
$58,500 (1.95%)
$1,549,500
$190,000

$3,000,000
$0
$0
$3,000,000
$190,000

$3,000,000
$0
$0
$3,000,000
$190,000

(In after-tax dollars. Gross amount required to be withdrawn from RCA each year is higher since this is subject to full
taxation. For one employee RCA, withdrawal of $321,486 less tax of $131,486 = $190,000 net. With no RCA,
withdrawals mainly from after-tax income.)

Balance after Year 10 $67,322

$334,504

$704,096

(The employee + spouse RCA assumes equal T4 income from the company over the years.)
18
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By Andrew Ross

With the waning days of summer at our doorstep, it is
time for those in the aftermarket distribution business
to rededicate themselves to the business at hand:
selling auto parts.
And, with the timely baseball theme, here are some
points to consider when designing the all-important sales
strategies for the months ahead.
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It’s a Team Sport

Sales is no longer an individual pursuit,
if it ever was. With proposal writing,
pricing, programs, and fulfilling of
promises comes the necessity to
have many people onside for a
sale to be successful over the
long haul.
“The way a team plays as a whole determines its success. You may have the greatest
bunch of individual stars in the world, but if
they don’t play together, the club won’t be
Babe Ruth, baseball player
worth a dime.”

Know When to Bunt

Every salesperson loves the idea of the big
win—swinging for the fences can feel glorious, especially when you make contact—
but going after the smaller commitments
from new customers is a great way to build
confidence and loyalty.

Fielding Counts

In baseball, as in sales, it’s not all about
offense.You have to know how to play the
positions and be ready to field the hits
when they come in. Play your position, and
keep your eye on the ball.

Listen to the Manager

As much as baseball is a team sport, there
is a manager who might just know best
who to play where and when. A rogue
player never does a team any good.

Work Hard

Anyone who has watched a
game can attest to the fact that
there’s an awful lot of standing
around during a game. What
is not clear is how hard
the players work between
games. Natural talent is not enough.
A good salesperson prepares constantly,
reading up on new offerings from suppliers,
and being well versed in up-to-date information on programs. A solid sales call—
game performance—is only possible with
that preparation.

Training Camp

Top players take training camp seriously.
As noted above, it is an important part

of preparation. Take training seriously, and
bring that attitude with you to customer
calls. Training prepares you for situations
that have not arisen yet.Would you rather
wait until you see your first curve ball
before learning how to hit it, or have
someone teach you so you have a good
shot at one when you see it in a game?

You Can’t Win ’Em All

Nobody, no team, no player, no salesperson, wins them all. Not even the Yankees.
A great batting average is .300, which is
hitting safely three out of ten times. If a
prospect isn’t buying today, it might not
be worth changing everything your company is founded on to change his mind.
Maybe you should just keep tabs on him,
so that you’re ready when he
does change it.
“No matter how good you are,
you’re going to lose one-third of
your games. No matter how bad
you are, you’re going to win onethird of your games. It’s the other
third that makes the difference.”
Tommy Lasorda, legendary baseball manager

Charlie Hustle

Pete Rose is not in the Baseball Hall of
Fame and probably never will be, but
nobody can deny that he brought a vigour
to his play like few before or since. Yes,
you have to prepare for a considered, safe
approach, take your singles and your bases
on balls, but every now and then you have
to go for it and slide head-first into home.
“You owe it to yourself to be the best you
can possibly be—in baseball and in life.”
Pete Rose

And I leave you with the words of the
big screen’s Crash Davis, the sort-of hero
of “Bull Durham”, whose advice to all
aspiring big leaguers on what to say still
rings true: “We gotta play ’em one day at
a time. I’m just happy to be here and hope
I can help the ballclub. I just wanna give it
my best shot and, the Good Lord willing,
things’ll work out.”
In the following pages you’ll find practical,
direct advice on things you can do to boost
your sales in Ride Control, Belts and Hoses,
Antifreeze/Coolant, and Visibility Products.
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RIDE CONTROL

TRAINING

Valuable Lessons for Your Entire Business

T

he aftermarket can learn from what its brethren in the ride
control business have done.
Saddled with a technology change—to struts from
shocks—that masked wear and also increased the average
ticket price, replacement rates fell further and further
behind the accepted useful life of the products on the road.
The number of vehicles that reached the end of their
useful life without ride control replacement—some reports
said more than 80% of the vehicles in scrapyards had their
original ride control still in place—was so great that it
played a large role in the remanufactured-strut market that
blossomed a few years ago.
However, beginning
some years ago now, ride
control manufacturers
took the nearly unprecedented approach of
using effective training
focused on what ride
control technology really
does, with a big emphasis
on how to communicate
the need to consumers,
and have been delivering
the benefits of this to the
aftermarket ever since.
Although every supplier
has had its own approach,
collectively they agreed
to an industry-sanctioned
80,000-km
inspection
and/or replacement mileage benchmark.
“The training has
really helped our whole outlook on the suspension side
of things,” says Jim Bintas, co-owner of 2009 Jobber of the
Year Spark Auto Electric in Toronto, Ont., who attended a
Tenneco ride control training event this summer. Bringing
some select customers along as well as staff, Bintas says the
training session delivered benefits on several fronts.
“Attending the meeting was very educational. It does help
them understand more about what is happening. Our customers are missing the boat on a lot of things.”
He says that improved build quality at the OEM level has
legitimately pushed out replacement rates from what they
would have been years ago, but a lack of focus on the need to
replace ride control is still a main reason jobbers aren’t fulfilling the potential for the market.
“The cars are breaking down now. I saw a car bouncing
down the street the other day and I thought, ‘That’s just like
what we were talking about at the seminar.’
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“Seminars and training will do a good job of helping bring
in those older vehicles that will otherwise just have the shocks
on forever.”
A key benefit of the training that he emphasizes is the need
to slow down, inspect, and communicate.
“It does matter. It goes down to the basic idea that the guys
in the bays are still turning wrenches and they don’t have
time to slow down and pay close attention.” Or at least they
feel that way. “But they have to slow down and spend more
time with customers. They need to communicate with the
customer.”
He says that while the need exists throughout the year, a
move to seasonal campaigns is also a good thing, as it provides the opportunity for a high-energy focus that isn’t possible to maintain year round.
“Remember, we used to have the seasonal things, like mailin rebates, and other promotions? We kind of got away from
that; we want to get that thinking back again.”

Business Tips
We’ve all heard of the four Ps of marketing:
1. Product. The right product to satisfy the needs of
your target customer.
2. Price. The right product, offered at the right price.
3. Place. The right product, at the right price, available in
the right place to be bought by customers.
4. Promotion. Informing potential customers of the
availability of the product, its price, and its place.
For Bintas, a product mix that did not meet the local
needs of Spark’s customers had them virtually out of the
ride control business. However, the focus brought on by
the addition and expansion of the company’s ride control
product offering has him singing a different tune.
“We were offering just one line; now we have two lines.
Half my customers want the top end and half want the
low end, and it changes from month to month who wants
what.
“We knew we could be more to our customers. We
needed the pricing and we needed the coverage.”
Now, with both on board—plus the recent training—
he is already seeing a significant growth in ride control
business for the company.
Continued on page 28
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SAVE MORE

WHEN YOU
BUY FOUR!
GIVE YOUR CUSTOMERS SOME COST CONTROL ON THEIR RIDE CONTROL.
Your customers can save 20% on the total price when they buy four qualifying new Gabriel ride control
products. Mail-in rebate offer is valid September 1st to October 31st. See rebate form for details.

ga br ie l.com
Inspection should be made by a qualified professional. Replacing shocks or struts at regular 50,000 mile
intervals may create a safer and more comfortable ride in most vehicles. Actual mileage intervals may vary
©2010 Ride Control, LLC
based on vehicle, manufacturer’s specifications, vehicle use and environment.
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There is certainly no shortage in opportunities to learn about ride control, and to
apply that valuable information in what jobber store managers and their staff tell
their customers. In the best possible fashion, it operates as a partnership of you,
your suppliers, and your customers in product, sales, and information.
And there is no downside to that.
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• Most customers will have heard of shocks, and may have heard of struts,
but may not have a clear idea of what they do. Explain that they are there
to do more than make their car ride smoothly.
• Degraded or damaged shocks or struts are not visible to the average
consumer looking at his car; they will not make the car sag, or leave
pools of oil on the driveway.
• Car owners will not notice the gradual wear, so will not likely be aware
that there is a problem. It has been recommended that shocks and struts
be considered for replacement at 80,000 km.
• Shocks and struts keep the tires on the road when the car encounters
bumps and dips in the road. Ask the customer if he has noticed any
problems with control over severe bumps or when turning. It may indicate a shock or strut problem.
• Old shocks and struts allow the tires to bounce, losing contact with the
road, compromising control and safety.
• Research has shown that having just one degraded shock or strut can
lengthen stopping distances, because tires can lose contact with the
road.
• Research has also shown that degraded shocks and struts reduce a
car’s ability to handle turns, especially in evasive manoeuvres.
• Worn shocks and struts also cause other suspension components to
wear, meaning that additional repairs will be required earlier.
• Recommend a visual inspection of the shocks and struts, tires—which
can show signs of “cupping” with worn ride control—and a “bounce test.”
• There are a number of ride control options for virtually every car on
the road: standard replacement units, increased damping for cargo and
towing, increased smooth riding for certain customers, performance
models, and adjustable models. Inform customers of the options and
their benefits.
100 60

Monroe’s
“Shocktober” Fall
Consumer Rebate Promotion
gives your customers
an incentive to buy!
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he vast majority of consumers, and more than a few aftermarket professionals, don’t understand the role of ride control, nor how important it is to the safe operation of a vehicle.
There have been a number of research projects identifying the impact
of degraded ride control on handling and stopping. While most consumers consider the function of ride control is to keep their vehicle smoothriding, its real function is to keep the tires in contact with the road. When
ride control begins to fail, tires begin to lose traction under turning and
braking, possibly compromising safety. Testing has shown an increase in
stopping distance of more than three metres from 100 km/h.
Here are more tips to help educate the consumer.
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Real. Authentic. Right.

Sure, there may be plenty of look-alikes out there, but there’s only one Monroe® Quick-Strut ®. Monroe was the rst
to introduce a revolutionary one-piece design for quick and easy installation. Monroe Quick-Strut comes
with everything you need for a complete job right in the box and features the same technology you’ve come
to expect from an industry leader. Are you sure your one-piece assembly is real, authentic … right?

monroe.com
kyp.aftermarketsuppliers.org
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COOLING SYSTEM
OPPORTUNITIES

A sound strategy includes inventory and detailed market research.

New inspection tools for serpentine belts have unlocked significant
potential.

he belt and hose market still represents a lucrative opportunity, according to Roger Donovan, sales and marketing
Tmanger
for R.K Buzzell Ltd., a 90-year-old Atlantic Canada

wholesaling operation based in Moncton, N.B.
“And it is one of the few product categories that dealers
[service providers] are still willing to stock—certainly with
belts, though not so much with hoses,” he says. “There are just
so many part numbers you need in hoses now, and things are
such a tight fit under the hood that you pretty much need the
specific hose for that application.”
However, the belt segment of the market has seen some
strong growth recently, notes Donovan. He credits education on
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how to inspect belts, particularly serpentine belts, which do
not show aging in the same
way as those made of previousgeneration materials.
“Unfortunately, it is the
kind of hidden thing that you
have to look for. They just
don’t crack the way they used
to.” Nowadays, the signs of
imminent failure are more
subtle.
“But now they have that
[wear inspection] tool. That
has become a real asset to the
guys, and again that is something that all of the dealers
and their technicians should
really be trained to use.”
Donovan says that much
as the tool has been a boon
to those businesses using
it, there remains room for
improvement.
“It is a lucrative market, but
service providers really have
to be trained to look for that
business. The consumer would
surely be grateful if they did. If
they’re not told about a worn
belt and it breaks, they’re not
happy. Usually when they let
go you’re in the middle of
nowhere and you’re stuck.
“Technicians should be checking every time their car’s
hood is up.”
Capturing those somewhat hidden, but necessary, belt
and hose sales has long been the mantra of this market. Even
before the serpentine belt adopted the ethylene propylene
diene, or EPDM monomer, failures of other rubber components have been seen as difficult or impossible to inspect.
Electrolytic degradation was revealed years ago as the cause
of much hose weakening and failure, but it too was an insideout failure process, making detection (and therefore the
necessity for replacement) difficult. Fissures that formed on
the inner surface would gradually work their way through the
hose until internal pressure overwhelmed the remaining thickness and, without any outward warning signs, you had a leak.
Continued on page 32
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ENGINEERED FOR THE IMPORT
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Get power and performance with Gatorback® Poly-V® Belts
with Quiet Channel Technology™, a unique staggered cog
profile and advanced rubber compounds virtually eliminate
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Continued from page 30

Jeff Fortin, owner of Fortin’s Auto & Machine Shop in
Chilliwack, B.C., says that there are a number of factors
affecting how, and how well, jobbers can serve a market in
the newly expanding part-number universe.
“The market is changing. Basically you have the name
brands and you have the white box, and there seems to be
an intermediate market. The strategy that the jobber picks is
going to be a reflection of how he sees the market and how
he wants to be seen by the market.”
This represents a significant change from the days where
jobbers could effectively serve cornerstone product categories with one brand.
“It appears today that in many cases, you have to carry two
brands: top and low, or top and mid. That makes it tougher
on the jobber from an SKU perspective.”
Fortin says that, alongside the need to improve market
penetration by offering different products at different price
points, today’s jobber needs to have better coverage than
ever.
While he agrees that the sentiment, “you can’t sell from
an empty shelf,” is not new, the need to have product on
hand is increasingly acute; customers simply won’t wait.
“Either you are in the game or you are not. If you don’t
have the inventory on hand, the customer will not wait;
many are on one e-catalogue or another, so with a few
clicks they can check everybody in town’s inventory.”
Continued on page 34

Join forces

with North America’s most recognized auto parts brand

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.

NAPA

is the name that:

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

NAPA and you:

An unbeatable partnership

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.

To ﬁnd out more, talk to one of our representatives today at:

Atlantic
Quebec
Ontario
Prairies
B.C.
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506-857-4212
514-252-1127
519-650-6820
403-212-4600
604-881-1600

Serpentine Belt Wear Inspection

Image courtesy Gates.

W

ith the advent of new materials, the very nature of
serpentine belt wear and failure has changed.
As R.K. Buzzell Ltd.’s Roger Donovan suggests, the serpentine belt has continued to evolve, mostly in materials and
wear characteristics.
While neoprene belts were great by their contemporary
standards—lasting up to 100,000 kilometres, cracking before
ultimate failure (three or four cracks an inch and it was time to
change out)—the ethylene propylene diene monomer (EPDM)
belts introduced in the late 1990s wear down but do not crack
or chunk as they approach their 160,000-km lifespan. This
wear can be hard to inspect for.
To help, 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
The Gates serpentine belt wear
for shops to communiinspection tool is a nifty orange
cate with the consumer.
plastic unit. You can slip your finger
In both cases, a small
through the oval hole and press the
long strip into the grooves of the belt. plastic gauge is used to
If it goes all the way in, it’s time to
measure the depth, evenreplace the belt.
ness, 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, resulting
in slip, noise, and hydroThe Dayco “AWearness” tool has a
planing. Wear can also
similar main function, but is a bit of
be indicative of other
a multitasker, too. The bar joining
problems, like pulley misthe two sides of the “U” is used for
alignment.
checking groove depth—if the flat
According to Gates,
portion can be pressed level against
the belt when the bar is in the
many warranty-claim
groove, belt replacement is in order.
failures on alternators
The tool also allows for checking
and other parts are
groove profile with the sharp “teeth,”
actually caused by worn
and the space in the “U” is one inch,
good for counting belt cracks on
or improperly adjusted
older technology belts (more than
belts.
four means it’s replacement time).

Special thanks to Gates Corporation and Dayco Canada
for information used in this sidebar.
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Fortin also urges jobbers to take a more sophisticated
approach to pricing. His Home Hardware business has
provided him with insights into how much market research
other sectors can do just to stay competitive.
“It is more important than ever for jobbers to use intelligence to know where their competitors are in regards to
pricing. The jobber can’t go blindly into the market now.
He has to go into the market knowing where he needs his
pricing to be.”

No more “standard mark-up”; pricing needs to be based on
competitive forces and the jobber’s need to deliver a bottom
line.
“There is a very fine balance to being where you need to
be to compete, and having enough profit margin to keep
your doors open.”

Maximizing Your Cooling System Sales
M

aximizing your cooling system sales means selling more
than belts and hoses: knowing the components that make
up a system is a key part of ensuring that you don’t miss out on
additional sales.
And if you are able to delve into the functioning of these components, it can also help you generate sales with the DIY customer,
and the technician faced with a perplexing repair.

The Antifreeze/Coolant is the lifeblood of a vehicle’s cooling
system.
The Radiator is designed to dissipate the heat that has been picked
up by the coolant as circulated through the engine.
Coolant is circulated to and from the radiator via Rubber Hoses.
These can suffer from a variety of ailments, but contrary to the
“old days,” modern hoses don’t show outward signs of imminent
failure. Some bulging or softness may signal a problem, but it can’t
be counted on as a sure check. Cracks that work their way from
the inside out can be a hidden threat to the integrity of the cooling
system.
The Serpentine Belt systems may be charged with a variety of
responsibilities: water pump, alternator, air conditioning compressor. To perform these functions, the Tensioners must be operating
properly. A professional counterperson must be vigilant on this point:
a belt may have been replaced multiple times without a tensioner
replacement, which can serve to reduce its life and the life of the
components it drives.
Under moderate conditions, the ram air effect forces air through the
rad, carrying away heat. When the coolant or engine bay temperature
rises above a preset point, the Cooling Fan will be activated in order
to provide the air circulation required.
A Thermostatic Fan Clutch may be employed for this. In this
case, the clutch is designed to lock up when the engine heat and load
demand require it. In such systems, the fan clutch is linked via a belt
to the engine’s rotation, via a pulley or system of pulleys.
More commonly seen now is a Fan Motor. This is activated by the
Coolant Temperature Sensor, which is usually a simple bi-metallic
switch that completes the circuit, activating the fan. On these systems it
is important to use caution when working in the engine bay, as coolant
temperature can rise even after the engine is shut off, causing the fan to
activate. This sensor should not be confused with the Engine Coolant
Temperature (ECT) sensor, which is linked to the engine management
and fuel system but does not control the fan activation.
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The Thermostat controls coolant flow to the radiator. It is
designed to restrict coolant flow from the engine to the radiator
until a preset temperature has been reached. Restricting coolant
flow allows the engine to heat up more quickly, arriving at its proper
operating temperature for good emissions and driveability.
The Water Pump is the heart of the system. Driven by a belt, it
rotates and provides coolant flow whenever the engine is running.
The Coolant Tank (or Reservoir) holds coolant to ensure that
there is enough for the system to operate, even if there is some loss.
It is important for the pressure in the cooling system to be retained.
Maintaining pressure at safe levels may be through a Radiator
Cap, or through the Coolant Tank Cap if the tank is part of the pressurized system.
The Heater Core is the key component of the passenger compartment heating system. Coolant is circulated through it and it
releases heat to the air in the same way as the radiator does.
The circulation of coolant through the heater core is controlled from
the passenger compartment by either levers or switches hooked up
to the Heater Valve, which may be mechanical or vacuum-operated,
opening and closing under the command of preset temperature
settings. There are also electromechanical versions, which may be
referred to as actuators.
In Automatic Temperature Control Systems, the passenger
compartment temperature can be preset with the heater valve, air
conditioning, blower motor, and blend doors located in the plenum,
the overall name for the contained passages where air is directed to
the passenger compartment, and which are controlled automatically.
Blend doors determine whether the passenger compartment
receives heating or air conditioning by directing air flow either through
the heater core or around it. The evaporator is generally located in
such a way that it always receives air flow. Blend doors are controlled
directly by levers or by actuators (electric or vacuum-operated) in
automatic temperature control systems. The Blower Motor provides
the forced air through the heater core and on to the passenger
compartment. It may be activated by a switch in the cabin or by the
temperature control system.
Although the function of the temperature control system is straightforward, when problems arise a proper diagnostic approach is still
necessary. For example, if the fan does not blow warm air it could be
due to low coolant (none is reaching the heater core), a stuck blend
door, or on ATC systems, a faulty relay or switch. Patience is important
when handling queries from consumers or technicians.
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Antifreeze/Coolant
Recommending the Right Fill for the Job
friendly” alternative, consumers concerned about the environment may still ask if they are appropriate.
The answer is that while PG coolants do have a lower toxicity
than EG-based coolants initially, any advantage they might have on
this front should be weighed against two factors: no matter what
kind of coolant/antifreeze you are talking about, they should
never be dumped openly into the environment as they are all
toxic; after even a few months circulating inside an engine, any
coolant will be further contaminated with heavy metals, hydrocarbons, combustion by-products, and other pollutants.
All in all, the rise in the number of coolant options provides
jobbers and their customers with a variety of options and a
variety of price points to take advantage of.

Consumer Education:

W

hile the coolant/antifreeze market seems to have
become more complicated than necessary lately, with a
variety of formulations and a veritable rainbow of colours, it
still makes sense to focus on the basics.
Ethylene glycol (EG)-based coolant/antifreeze still makes
up the lion’s share of the market, a market in which demand
is declining due to lower-capacity cooling systems and longer
drain intervals. But there are some emerging categories even
within the EG category itself.
Pushed by initiatives for “lifetime sealed systems” at the car
maker level, extended-life products are one notable addition
to the EG category. These tend to have a concentrated blend of
inhibitors to combat corrosion, which is particularly important
in aluminum-block and/or cylinder-head engines, and address
the fact that car owners seldom replace their coolant as often
as they should.
Heavy-duty formulations, which are fortified versions of
standard EG coolants, have special low-silicate formulations
for heavy-duty diesel applications that allow for the use of
supplemental coolant additives (SCAs), commonly used to
give as much as 500,000 km of protection. General Motors’
long life coolant, Dex-Cool, is unique in the market, though
only for use in GM vehicles. The formulation uses a patented
silicate-free, carboxylate formula, utilizing an organic acid
technology (OAT). Since its introduction in 1996, this orangecoloured antifreeze/coolant has emerged as an increasingly
popular product within that brand.
However, other vehicle makers have opted for different
formulations. One of the most popular for the aftermarket
has been the G-05, a hybrid OAT (HOAT) with a traditional
ethylene-glycol base, a single OAT inhibitor, and moderate
silicate content, an additive not found in standard OAT coolants
(hence the term “hybrid”). G-05 proponents believe that
the moderate dose of silicates contained in HOAT coolants
provides greater aluminum protection, while still being water
pump-friendly.
Again, following manufacturer’s recommendations here is
a wise decision.
While the popularity of propylene glycol (PG) formulations
has waned since their initial introduction as an “environmentally
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Coolant Function and Maintenance

M

ost consumers have only a passing understanding of the
function of antifreeze/coolant, and the issue of coolant
maintenance is even less well understood. Here are some tips to
pass along.
• The coolant’s job is not just to cool the engine, but to protect it.
Coolants can only work for so long: two years for standard coolants,
perhaps as long as five or more for special long-life types. Coolant
also becomes contaminated by other engine fluids and combustion
gases over time, even in the best-maintained engines.
• Additives in coolant help to protect the engine’s metal and rubber
components from the erosion that the circulating coolant can cause.
Additives keep the coolant at the right pH level, fighting the formation
of acids and alkaline compounds that can eat away at components.
• Topping up with undiluted coolant, or water alone, can cause
severe problems. Coolant must be kept in a precise proportion
of about 50/50 with distilled water. More or less can compromise
cooling and antifreeze abilities, as well as the coolant’s ability to
protect engine components.
• All vehicles should receive a coolant check regularly to ensure it
remains free of contaminants and at the right pH level.
• Low coolant level means that coolant is leaking out, or the system
has lost pressure. Either can signify the early signs of a component
failure and should be checked out.
• Leaking coolant contaminates the environment with coolant
additives as well as metals and other toxic substances it picks
up from the engine.
• Low coolant can also cause increased emissions, because vehicle
sensors won’t receive the right information.
• Coolant recycling and replacement, where available, is a viable,
environmentally responsible option that provides proper vehicle
protection while keeping contaminant out of the environment.
• Proper coolant condition helps keep the engine running better and
longer.
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LIFE IS COMPLICATED.
CHOOSING ANTIFREEZE FOR YOUR
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NOTHING LOW-TECH ABOUT
VISIBILITY TECHNOLOGIES
T

here is one simple fact about driving: you can’t be safe if
you can’t see where you’re going. That rule supersedes
the most advanced safety technology you will find in vehicles
today.
While it is true that emergency stop systems and lane
departure warnings do a lot to keep drivers safe, for the most
part a car will still go where you point it and keep going that
way unless you steer it in a different direction or hit the brakes.
To make sure that drivers can do that when darkness reigns
or bad weather rolls in, visibility systems—lighting and wipers—need to be kept in good working order.
Unfortunately, most consumers do not think about the
poor condition of their wipers, or how dim their headlights
have become, until they are in the thick of inclement weather.
Your role, then, is to use the marketing and promotional
materials at hand to get them thinking about changing and
upgrading their worn-out wipers and lighting before they put
themselves at risk on the road.
Understanding the technology is not as easy as it sounds.
Even wiper blades, often
thought of as being extremely
low-tech, have more advancements than they are often
given credit for.
Beam blade technology, for
example, has virtually revolutionized the way wipers look
and work. While the majority
of aftermarket blades still use
multi-piece assemblies to provide consistent pressure of the
blade against the windshield,
typical traditional wiper blades
have only six or eight pressure
points, while beam blade techWiper technology has changed nology provides more even,
dramatically since this Ford ad continuous pressure across the
first appeared in 1960, but the
entire length of the wiper.
safety message remains as
One of the key advantages
important today as it was then.
of the technology is that it can
more readily handle the severely
curved windshields of modern, more aerodynamic cars. The
benefit for the jobber is that the technology has been rolled out
to more and more applications, providing you with a “super
premium” wiper blade for the customer who is looking for the
very best-performing, sleekest-looking technology out there.
Of course, the technology doesn’t end with the structure
of the blades. The materials that the wiping surface is made
from, and the use of coatings such as Teflon, continue to make
wiper blades more effective at knocking water, ice, and snow
off a windshield.
So familiarize yourself with the full offerings from your
supplier, and be able to talk to the consumer and your trade
customer about it, so they can pass along the word too.
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Overcoming The Installation Barrier

While wiper suppliers have worked long and hard to simplify
the installation process, consumers, and more than a few
technicians, can struggle on occasion to quickly install new
wipers with confidence.
Here are some tips to ease the process:

Double-Check Applications

Sometimes the difficulty that consumers have with installation
stems merely from having bought the wrong wiper. Application
guides can be tough for some people to read, so it’s a good
idea to ask about the application and double-check.

Help Out

Whenever possible, offer installation service. You might even
consider posting a sign that says “Free Wiper Installation,
Rain or Shine.” It might even induce some customers to
change their wipers when they need it most: when it’s raining.
Customers will absolutely pass along the word about your great
service to their friends if you do.

Online Assistance

One handy, relatively new set of tools is the online installation
guides available from a
number of suppliers.
Consumers can access
these on their own, or
you can pull them up
at the store. Installation
tip videos, like those
from Trico featured in
the screen shot, can
really simplify the task
for the consumer (and
maybe even the occa- Online assistance, like the video clips
sional counterperson available at Trico’s website, can be a
who wants to lend a great help to consumers and counterpeople alike.
helping hand).

Lighting Technology: LEDs and Beyond

There is no doubt that lighting technology has made tremendous
advances. Remember the days when headlamps came in sealedbeam, with your choice of round or square?
Today, even the most modest of passenger vehicles has
lighting that would rival the best of only a decade ago.
And yet the most powerful technologies remain mostly at
the top of the automotive food chain. High Intensity Discharge
(HID), or Xenon, lighting is rarely found on anything but
luxury vehicles. And LED lighting, for all the flexibility it offers
vehicle designers, has remained largely restricted to use as
accent lighting as well as stop-turn-tail lamps—even though the
technology can provide excellent forward lighting performance.
From the aftermarket’s perspective, though, the big
change has been the shift from replacing lighting assemblies
to replacing bulbs. Even though this shift occurred many
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With aftermarket bulb upgrades and innovative approaches to
accessory lighting like the Comet 300 units designed by Hella
for the Mini, jobbers have ample opportunities to improve the
lighting performance of vehicles on the road.

years ago, some jobbers still struggle with the new
opportunities that this change represents.
No longer are you restricted to offering your
customers only one or two options; upgrades to
meet many needs are now available. And vehicles
today use more lighting than in the good old days
of the short-lived sealed beam: under dash, marker
lights, stop-tail-turn, foot well, ashtray, door sill, door,
underhood, trunk, etc. An application search for
a 2004 Chrysler PT Cruiser on one manufacturer’s
website offered up 23 lighting products for 30 lighting
applications on the vehicle.
Here are some tips to ensure you don’t miss out.

Merchandise Intelligently

Merchandise lighting products together, but not
necessarily just by brand if you carry multiple offerings:
Standard, Long Life, Improved Performance.
Lighting upgrades should be easy to find, but if a
customer is considering them, make it easy for him to
compare by displaying them together, too. Consider
placing lighting near the counter—if you have a
traditional setup—so you can answer questions easily
without having to leave your post. A high-visibility
location will also help to reduce shrinkage.

Stock A Broad Inventory

While your local market may be strongly tilted to one
set of popular numbers—9003, 9006, etc.—it really
makes no sense to only restrict yourself to the most
popular.
Replacement rates being what they are, and inventory replenishment being easily at hand, there are
few reasons not to have as broad a display as possible.
Considering the nature of walk-in customers, if they
don’t see the bulb they need, they’ll likely just walk out
without you even noticing, taking the sale with them.

Performance Lighting is for Everyone

There was a time when performance lighting was
considered the sole preserve of the sports-car driver
and the off-road enthusiast. This is not the case today
and hasn’t really been for some time, though there are
still some amazing products on the market for those
special needs.
Don’t relegate your super-premium offerings to the
accessory aisle, or lock them up behind the counter as
some stores do. Canada’s aging population recognizes
the value of seeing better at night, and they also recognize the fact that they don’t have the night vision
they once had. This, and the fact that today’s mature
customer understands the value that top-quality
products bring, and are likely to be able to afford it,
makes them prime customers for the best lighting
you have to offer.
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In North America there are
approximately 210 million vehicles on the
road equipped with conventional wiper blades.
And Trico Products makes it easy to sell, install
and move more drivers to a more advanced
blade. The new TRICO Tech™ is an Advanced
Flexible Beam Blade™at a price that’s within
most drivers’ budgets. And with 96% vehicle
coverage, an easyconnection system and
trusted TRICO® performance, more of your
customers can drive with the best.
This beam blade is available in lengths from
16" to 28",with only one SKU per length.
As a first-to-market wiper blade innovator,
Trico Products has always been the wiper
brand that offers the best wiper technologies
at affordable prices.

To stock up on TRICO blades,
contact Gates Order Service
at 519-759-4141 ext. 3360
Trico Products distributed by
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Canadians Enjoy Mix of Business and
Social Opportunities at AAPEX

A

ll the products and people are in one place at the
Automotive Aftermarket Products Expo (AAPEX),
to create the premier buying and selling event for the
industry. For Canadians, the value of AAPEX extends even
further, to include priceless networking opportunities, a
special Canada Night reserved just for Canadians, and the
Car Care Fair exhibit that features Canada’s consumer
education campaign, “Be Car Care Aware.”
AAPEX, the world’s largest business-to-business event
for the automotive aftermarket industry, will be held
Tuesday, Nov. 2 through Thursday, Nov. 4 at the Sands
Expo Center in Las Vegas, Nevada, U.S.A.
“Every year, thousands of Canadians attend the AAPEX
trade show in Las Vegas in November. This annual gathering
of aftermarket professionals from around the world provides a
unique and valuable business and networking opportunity for
AIA members and aftermarket service providers from across
Canada,” says Marc Brazeau, president, Automotive Industries
Association of Canada (AIA). “[Since] AIA decided to end
its own aftermarket trade show in Canada in 2002, more and
more Canadian aftermarket companies have relied on AAPEX
to provide them with access to people, products, and services
that are all found under one roof in Las Vegas. AIA is a proud
supporter of AAPEX, and we invite our Canadian members
and their customers to come and join us this November in Las
Vegas for some great business and social opportunities.”
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Specifically, Canadians are
invited to the annual Canada
Night, which this year will be
held Tuesday, Nov. 2, from
6:30 p.m. to 9 p.m. at Caesars
Palace.
Canadians also should visit
the Car Care Fair exhibit, Sands
Exhibit #3067, which will showcase the Canadian and U.S. “Be
Car Care Aware” campaigns.
Visitors will get one-on-one
demonstrations of how to plan
and host Community Car Care
Events, and free consumer vehicle check-ups during National
Car Care Month and throughout the year.
Additional special features
planned for the 2010 AAPEX
include the GreenWay, with
its eco-friendly products and
services, and the AAPEX/
SearchAutoParts.com Theater,
Sands Exhibit #3061, where
manufacturers will demonstrate their latest products and
services. The AAPEX Shop
of Tomorrow, Sands Exhibit
#2866, will feature demonstrations of the new technologies
being used in the shop, while the Know Your Parts exhibit,
Sands Exhibit #3800, will highlight the importance of quality parts from full-service suppliers and promote the independent automotive aftermarket.
Each year, buyers travel far and wide to participate in
AAPEX, coming from approximately 150 countries in
2009. Approximately 2,000 exhibitors from around the
globe participate in AAPEX.
To register and make hotel arrangements, buyers and
exhibitors should use the AAPEX website. The site also has a
product and exhibitor search, an International section with
Visa and U.S. travel requirements, an interactive floor plan,
and a new Learning Forum that provides information on
the “The Inside Track” education sessions at AAPEX.
AAPEX will again be co-located with the SEMA Show,
which will be held the same week at the Las Vegas Convention Center.
AAPEX is jointly sponsored by the Automotive Aftermarket Industry Association (AAIA) and the Automotive
Aftermarket Suppliers Association (AASA).
For more information and to register, visit the AAPEX website, www.aapexshow.com, or e-mail: info@aapexshow.com.
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NEW PRODUCTS
Trilingual Scan Tool

Actron AutoScanner
Plus (Product Number
CP9580) is a trilingual
OBD-II, CAN, and ABS
Scan Tool delivering live
engine data in English,
Spanish, and French.
The new AutoScanner
Plus scan tool is equipped
with CodeConnect, a
comprehensive database containing three
million verified solutions for trouble codes that
cause the check-engine light to illuminate. This
scan tool can also record, graph, and play back
real-time data as well as read and erase generic
and manufacturer-specific trouble codes. AutoScanner Plus provides do-it-yourselfers and
professional technicians with the information
they need to fix vehicles faster. All the information
is contained within the tool. The scan tool also
includes domestic ABS code coverage for 19962008 domestic vehicles, and it reads and displays
all nine modes of global OBD-II data.
Actron
www.actron.com

Up-To-Date Automotive Filter
Catalogue

Purolator’s 2010 Automotive Filter Catalogue
(PUCT110) contains the most current filter-

related information, and is designed to meet
the needs of automotive service and retail
professionals and DIYers. Well organized and
easy to read, the 968-page catalogue covers a
wide range of filter applications from model
year 1985 to 2010 for domestic and import cars,
vans, SUVs, and light trucks as well as motorcycles and ATVs. Coverage includes Purolator’s
premium-grade PureOne oil and air filters,
Purolator Classic oil and air filters, and cabin
air, fuel, and transmission filters. The trilingual
catalogue features filter information in English,
Spanish, and French.
Purolator
www.purolatorautofilters.net
Continued on page 44

ACCESS® ROLL UP COVERS
EVERY PRICE POINT – EVERY CUSTOMER

Increased Capacity Roll-Up Covers
Perfect for the customer who uses their truck bed often.

Low-Profile Roll-Up Covers

Perfect for the customer who puts appearance & style first.

TONNOSPORT

Original Roll-Up Cover

TM

Stylish & Economical Roll-Up Cover

NEW!

LITERIDER ®
SLANTBACK Roll-Up Cover

e
west Pric
Lo
LORADO
rofile
w-P
LoRoll-Up
Low-Profile
Cover
Cover

LIMITED
Premium Roll-Up Cover

VANISH ®

®

Lowest-Profile Roll-Up Cover

LITERIDER ®

Starting At
$

321.75
Jobber

Original Roll-Up Cover

Starting At
$

385.50
Jobber

$

434.25
Jobber

VANISH ®

TONNOSPORT

LIMITED

Starting At

TM

Starting At

Stylish & Economical Roll-Up Cover

$

264.00
Jobber
obber

Starting At
$

314.25
Jobber

LORADO ®

Starting At
$

385.50
Jobber

Call Now To Receive Your Free Display!
• Fast Shipping • Listing On Our Online Dealer Locator• Made in the USA •

STOP BY OUR SEMA BOOTH # 30055
888-437-8338
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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 CARS shares your
focus and is all about YoU.
CARS is your resource for everything related to
automotive service and repair. CARS delivers
high-quality education, unmatched networking
opportunities and exhibits featuring the top industry
manufacturers
and suppliers.

CARS 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
✔ 3-hour class times for technical topics requiring
more detailed instruction
✔ Valuable networking time with industry leaders
and fellow colleagues
✔ Top manufacturers and suppliers exhibit the latest
equipment, products, services and technology
✔ Free on-floor education, product demos and
OEM Pavilion with brand reps on-hand for
expert consultation
✔ Co-located with NACE - The World’s Collision
Repair Event - giving you an all-access pass
to more exhibits and industry training

Visit www.CARSevent.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

972.536.6425
www.CARSevent.com

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

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

NEW PRODUCTS
Performance Exhaust Catalogue

Continued from page 42

The Supreme Performance catalogue from
Maremont includes everything needed for easy
exhaust installation for the professional installer.
Installer Glasspacks feature high-temp long strand
fabric mat for that classic glasspack sound, heavygauge aluminized construction for long life,
expandable end tubes for maximum installation
flexibility, and slip joint construction that allows
for thermal expansion. These parts are available
in a wide range of case lengths, internal tube
sizes and offsets. Performance Turbos include
aluminized material for long life, reverse flow
design for a classic turbo sound, and are
mechanically locked for
increased durability. The
High Output Exhaust
line features directional
flow design for a classic
chambered sound and allwelded construction. Also
included are heavy-duty
mufflers, stainless steel
tips, chrome tips, and flex
section products.
Maremont
www.maremont.com

Lighting and Oil Pump/IPR Valve
Offerings

Cardone has introduced a number of new
offerings to its remanufactured products line.
Cardone units are built and tested to match
OE performance and reliability. In lighting
control modules, six new SKUs cover over 1.3
million Ford Crown Victoria and Mercury Marquis,
which are popular taxi, law enforcement, and
government vehicles. They operate several
lighting systems including headlights, hazard
lights, trunk lamps, instrument clusters, and
much more. In oil pumps and IPR valves, 15
new SKUs cover popular Ford and international
medium- and heavy-duty vehicles. All typical
wear components are replaced with 100% new
pieces to ensure reliable performance, and are
built and tested to meet or exceed OE performance levels.
Cardone
www.cardone.com

Continued on page 46

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

TRUE
TRUE
TRUE
TRUE
TRUE

FALSE
FALSE
FALSE
FALSE
FALSE

Business

Address
Phone
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NEW PRODUCTS
Landscaping and Gardening Truck
Accessories

bulb-to-pigtail cross-references, and a manufacturer-specific circuit breaker chart.
Airtex Engine Management
www.airtexproducts.com

New ATF Exchanger

Continued from page 44

AMP Research has three truck accessories ideal
for use in landscaping and gardening. The AMP
Research Power Step provides easy entry into the
vehicle with the opening of any door. Open the
door and this full-length running board automatically extends to the perfect step height. Shut
the door, and the Power Step automatically tucks
safely out of sight under the truck, with no loss of
ground clearance, while maintaining the smooth
lines of the vehicle. With an integrated LED light
system and over 20 applications to fit your
vehicle, the AMP Research Power Step is made in
the U.S.A. and backed by a five-year/60,000 mile
warranty. The AMP Research Bed X-Tender has
long been a favourite for those who really work
with their trucks. With the Bed X-Tender in place,
now you can carry that large load of mulch and all
of your tools in one load. The AMP Research BedStep is the easy, practical way to access lawn and
garden spoils from the truck bed, even when
towing a trailer. Unlike other hitch-mounted steps,
the AMP Research BedStep mounts to the side
and works with the tailgate up or down, when
towing or not, allowing access whenever needed.
AMP Research genuine truck accessories are made
in the U.S.A. and available for most popular trucks
including Ford F-Series; Chevrolet Silverado/GMC
Sierra; Dodge Ram; Nissan Titan; and Toyota
Tundra and Tacoma.
AMP Research
www.amp-research.com

Catalogue, Illustrated Parts Guide

The 2010 Airtex Engine Management Catalogue,
Volume 1 and the brand’s 2010 Illustrated Parts
Guide comprise more than 3,000 new parts
covering popular foreign-nameplate and domestic
applications. Included in this new coverage are 2010 applications for the Acura,
BMW, Chevrolet, Chrysler, Dodge, Ford,
Honda, Hyundai, Infiniti, Jeep, Kia, Lexus,
Lincoln, Mazda, Mercedes-Benz, Mercury,
Nissan, Pontiac, Scion, Subaru, Toyota,
and Volkswagen nameplates. The new
Illustrated Parts Guide features thousands
of detailed product images and diagrams
to help parts professionals quickly find the
right engine management component
for virtually any repair. The guide also
includes a variety of invaluable reference
tools, such as component-to-pigtail and
46

MotorVac has announced the introduction of
its TransTech IV ATF exchanger. The TransTech
IV combines both inline and dipstick capabilities,
allowing for the two most common methods
of ATF exchange from a single machine. With
both inline and dipstick services together in
one cabinet, TransTech
IV occupies reduced floor
space with minimal investment. It also allows shop
owners to offer required
transmission services to a
wider customer segment,
meaning better service to
the customer and more
revenue to the shop owner.
The user interface has
been designed to allow any
operator to feel comfortable using the machine
for the first time. Every component has been carefully
selected by the design team
for optimum performance using patented
technology for a more complete ATF exchange.
The TransTech IV includes adapter kits to fit
most foreign and domestic vehicles. Specialty
adapters are also available as optional accessories.
Motorvac Technologies Inc.
www.motorvac.com

15W50 Engine Break-In Oil

Comp Cams has added a 15W50 lubricant
designed specifically for use by professional
engine builders during break-in of new and
rebuilt engines. With the current government
regulations, today’s oils are missing many of the
critical ingredients needed for engine protection,
forcing engine builders and performance
hobbyists to add extra-protection additives in
order to maintain engine safety and performance. Engineers at Comp Cams and Endure
Performance Lubricants have expanded their
line of automotive lubricants to include 15W50
as well as the original 10W30 weight oils. Both
popular weights are ZDDP-fortified to provide
maximum protection during initial break-in.
Mineral-based Comp Cams Engine Break-In Oils
are fully formulated and require no additives or
supplements. In addition,
both popular weights are
fully compatible with gasoline,
methanol, and high-octane
racing fuels. They can be
purchased in single quarts,
cases of twelve quarts, or
pallets of eighty-four cases.
Comp Cams
www.compcams.com
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Who says the world is getting smaller?

AutoServiceWorld.com
JUST GOT BIGGER.

And a lot better!

Canada’s Most Recognized Automotive Aftermarket Website is Now Better Than Ever

• More News
• More Interactive
• More Images
• More Information
• Easier to Read

Check it out at AutoServiceWorld.com
Attention Marketers

The New AutoServiceWorld.com Offers More Advertising Opportunities

• Our new site accommodates the latest in popular web formats
• AutoServiceWorld.com generates a category leading monthly average of 20,000 page views*,
and offers online advertising programs for every size of budget.
• Page views rose 55% December to January even before the new site launch.
• E-Newsletter: 17,000 AutoServiceWorld.com readers (70% in Executive Management Positions)
*Page views and other statistics verified by Web Trends 8 v9.1.

AutoServiceWorld.com: Canada’s Best Online Resource
from Canada’s Leading Automotive Aftermarket Publisher.
Contact Your Jobber News Rep for more information, or e-mail:
TheAutomotiveGroup@bizinfogroup.ca.
Ask About our AutoServiceWorld.com launch promotion!

AutoServiceWorld.com

From The Automotive Group, publishers of Jobber News Magazine, Service Station & Garage Management,
Bodyshop Magazine, and l’Automobile.
The Automotive Group, Business Information Group, 12 Concorde Place, Suite 800, Toronto, ON M3C 4J2

For the Counterperson

Knowledge Building:

September 2010

Targeted Marketing

By Laurie Izgerean, Curriculum Developer, Durham College

arget marketing involves breaking
a market into segments and then
T
concentrating your marketing efforts

based on price alone. Why? Business
author Jack Trout, who wrote the highly
recommended Repositioning; Marketing
in an Era of Competition, Change and
Crisis, shares this concept. “When
you are different from everyone
else, you should be worth something.” When price
becomes the focus
of a marketing
message, you are no
longer unique. “Your
competition has access
to a pencil; with that
they can mark down
their prices any time
they want, and there
goes your advantage.”
You don’t always
have to reinvent the
wheel in the face of competition, change, or crisis
to be a successful sales and
marketing professional within
the automotive industry. Sometimes
all it takes to invigorate a brand, a
store, or a product is a little imagination, insight, and creativity to
match the marketplace you are
working within.
How about running an ad
in an off-roading magazine or
guest-authoring an article about the latest greatest off-road gear,
as an example? Or you could market to brand-new drivers who
are trying to dress up old beaters as their first vehicle. Partner
with driving schools or high school auto shops and one of your
favourite jobbers or installers to promote the importance of
regular maintenance and winter car care.
And what about markets that up until recently have been
relatively untapped? Here are a few automotive-specific statistics
gathered from Car Care Canada and a female-owned and
operated automotive website by the name of askpatty.com. You
may want to consider, if you haven’t already:
• Women influence more than 85% of all automotive sales in
U.S. households.
• Women comprise 50-65% of the customer base at service
centres.
• Women buy 60% of all passenger tires.
• Youth are least likely to change their oil every 5,000 km,
and 22% either had no idea when to change it or they
wait until the oil light comes on.

on one or a few key segments.
To be successful in any marketplace,
you have to stop trying to be all things
to all people and focus on something
specific. Additionally, an organization
has to be able to continually adapt to an
ever-changing economic environment,
from two perspectives: the organization’s
and the customer’s.
Whether marketing to a doit-yourselfer, wholesale, retail,
female, or young automotive customer, when you learn
to address the specific needs and
motives of a particular type of buyer,
you will be able to retain that buyer as a loyal customer for the long
term by meeting his or her wants
and needs beyond price.
To understand the needs of your buyer is to
first do an analysis of the specific market you are
trying to reach. Begin with identifying your market limits. A retail environment may
serve a local community; a wholesale environment may serve an
entire industry or geographical
region; and any business on the
Internet has the potential to serve
the entire world. So pick one and focus.
Market intelligence will net you valuable information:
who your customers are, why they buy, when they buy, and
who they buy from. You can gather this in a variety of ways,
including customer surveys, competitive observations, and
wholesale and retail customer interviews. Industry analysis
comes from a more detailed study of government-supported
industry statistics (www.statscan.gc.ca), or independent
industry studies from organizations like the Automotive
Aftermarket Industry Association (www.aftermarket.org)
or the Automotive Industries Association of Canada (www.
aiacanada.com).
Once the data on your target market is gathered, it’s
time to reposition yourself or perhaps diversify some of your
product offerings to better meet the needs of the consumer
group you are trying to reach. Repositioning is how you
adjust perceptions in the eyes of your customer, whether they
are about you or your competition. Product diversification is
any modification of a current product that serves to expand
the potential market.
Either term does not mean you reposition or diversify

Continued on page 50
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1953-2007

Baja 1000 Winner
Performance Steering & Suspension

Just playing in the dirt!

ELEGANT ENOUGH FOR YOUR CORVETTE,
YET BUILT TOUGHER THAN A HUMMER!

XRF Inc., 10-294 WALKER DRIVE, BRAMPTON, ONTARIO, CANADA L6T 4Z2
XRF (USA) Inc., 4950 WILLS DRIVE, KIMBALL, MICHIGAN, USA 48074
WEBSITE: www.xrfchassis.com
E-MAIL: info@xrfchassis.com

TEL: 800.483.8499
TEL: 877.674.4030

FAX: 905.451.0478
FAX: 810.388.1430

TORONTO ● MONCTON ● EDMONTON ● VANCOUVER ● DETROIT ● DENVER ● LOS ANGELES ● CARACAS, VENEZUELA
XRF

Copyright

is the Trade Mark of XRF Inc.

2007 All Rights reserved by XRF Inc.
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• Only 45% of youth bring their vehicle in for maintenance at
least once a year, versus 76% of people over 50 years of age.
• Female-only car care clinics are a great way to begin to
bridge the gender gap within our industry. One particular
clinic, sponsored by Schultz Automotive in Ontario, invited
a female race car driver as the host and every participant
received a gift bag with goodies from partnering businesses
including a neighbourhood hardware store, the host shop,
and NAPA. The gift bag included chocolate, driving sunglasses, car window cleaner, windshield washer solution, allin-one tool with knife, screwdriver and light, tire pressure
gauge, and a maintenance book by Car Care Canada. Now
that’s what you call consumer loyalty insurance.
Great marketing initiatives begin with analysis, continue
with truly knowing and understanding your target market,
and end with the ability to communicate your messages
effectively so the customer feels compelled to purchase
what you have to offer over your competition.
You can print the greatest flyer around, but if your target
market isn’t part of the demographic that reads or even likes
flyers, your efforts will be wasted.
On the other side of the coin, you may promote the best
from your competitors by focusing on a specific type of cusservice in town, but when a customer calls in and is greeted
tomer at a time, those customers are less likely to focus on
by a gruff voice that isn’t familiar with the type of product or
price as the key issue, resulting in the potential for higher
service the customer is seeking or has a less-than-professional
profit margins and long-term customer loyalty.
attitude, that’s not going to work in your favour either.
One of the most important forms of marketing is the mesFor more information on parts sales training, visit CARS OnDemand
sage each and every employee communicates to every one of
training at:
your customers on a daily basis, through conversations and
www.cars-council.ca or contact CARS at 1-888-224-3834.
interactions, whether it is through a parts driver’s ability to drop
deliveries off at a preferred spot every time, or the inside sales/
counterperson having the ability to handle multiple customers
If you have completed any of the Inside/Outside Sales CARS
in a professional, positive way, or through the outside
sales
force
OnDemand
courses, CARS would appreciate you taking the time
CARS AD SERIES
2010
who continually problem-solve to keep existing customers happy
to complete a short three-minute survey. To access the survey please
HORIZONTAL
or who are out drumming the pavement to find new
ones.
goFORMAT
to the CARS website, log in, and under “Account Details”
No matter what your profession is within the industry,
choose
“Participants Surveys” - “Student Survey for the Inside/
1/3 PAGE
target marketing allows you and your organization to stand
Outside Sales Training Curricula Evaluation.” Your feedback is
out from your competitors by eliminating the “one-size-fitsimportant to us.
all” approach to sales and service. By differentiating yourself

SELL IT RIGHT EVERY TIME
ONLINE TRAINING FOR PARTS SALES PROFESSIONALS

CALL TODAY
1-888-224-3834
www.cars-council.ca
Funded in part by the Government of Canada’s Sector Council Program
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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

___________________________________________________

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”

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”.

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.

Bestbuy Distributors Limited

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.

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

Federal Mogul is a global manufacturer offering the
most comprehensive portfolio of quality products,
trusted brands and creative solutions to the
automotive and other industries. Our people
continually strive to exceed customers’ expectations.

SALES DEVELOPMENT MANAGER
Two (2) Open Positions

Excellent opportunities exist for two energetic and
results oriented Sales Development Managers to
work with a leading company in the Automotive
Aftermarket Industry in Northern Alberta
and Ottawa, Ontario.
The successful candidates will be highly motivated,
customer focused and have University/College
education plus 2 - 3 years of sales experience,
ideally in the Automotive Aftermarket.
Fluency in English and French are definite assets.
An attractive salary is offered along with
excellent company benefits, bonus program
and a company vehicle.
Interested candidates are requested to submit
their resumes with cover letter
indicating salary history to:
Linda Simone, CHRP
Federal Mogul Canada Limited,
59 Administration Road,
Concord, Ontario. L4K 2R8

Email: linda.simone@federalmogul.com
Only candidates selected for an interview will
be contacted.
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Editorial
Comment

HABIT-FORMING BEHAVIOUR

F

NEXT MONTH

Big Previews are in store
in October: Automotive
Aftermarket Industry
Week attracts tens of
thousands of visitors
to Las Vegas each year;
we’ll give you tips on
what to focus on. Plus
Undercar Tech and
Market Intelligence
54

or a number of years now, our September issue has done double duty as
our How to Sell/Back to School issue.
The connection is obvious: the combination of sales tips as an
important part of ongoing learning is inescapable. Selling is, after all,
what the distribution segment of the aftermarket is really about, even
though we sometimes forget that distribution is an active pursuit, not a
passive one.
Believe it or not, there are those who, from a bird’s-eye view, might argue that
it is up to the supply chain to fill the demand at the installed and DIY level. The
danger in this view is that it ignores the fact that the aftermarket distribution
chain can actually affect demand, not just respond to it.
The fact is that a well-informed customer may generate demand that would
otherwise remain hidden, which is precisely the same as if it didn’t exist at all.
This is at the crux of recent reports from the AIA that set the unfulfilled demand
in the billions of dollars.
Yet as groundbreaking as that work is—and the cumulative numbers are truly
shocking—it is important that the whole weight of the challenge ahead not be laid
at the feet of the service provider.
Yes, they are at the business end of discussions with the car owner, but there
needs to be more discussion on just how this has come to be.
It seems clear, from my discussions with the authors of the study, that a lack
of habitual inspections is a large part of the problem. This seems consistent with
experience.
However, some discussions with service providers seem to indicate that car owners
sometimes opt to not have work done, even when an inspection is executed.
Why that should be is at the root of my point here.
What goes into a decision to put repairs off, either temporarily or permanently?
Maybe it is a shortfall in the communication skills of the service provider. Perhaps the
service adviser is the best on the planet, but the car owner is too tight in the wallet
area to afford the repair. It might also be one of those cases where the car owner says
he is going to sell the car shortly and is actually going to do it. (Hey, sometimes it
happens.)
To me these all boil down to the fact that the importance of maintenance, and
the economic advantages of maintaining rather than replacing a vehicle, have not
been sufficiently communicated over the long haul.
What is needed is an ongoing effort by the aftermarket distribution chain to
support all efforts by the service provider to provide this kind of message. It is
true that there are initiatives, but these are applied too inconsistently.
Constant reinforcement, through training and communications materials, is
required, and here’s why. With customers now showing up at a service provider only
once or twice a year, that one opportunity to both inspect and talk about inspection
and maintenance is too valuable to miss. Not all customers will get the message first
time around, so we all need to keep at it, in busy and lean times.
The kind of personal, consistent message is what will change the habits of the
consumer, and keep him from opting for the new car as soon as he gets his first
major repair bill.
It will take time, but it is possible, and well worth the effort. An effective strategy
will keep more used cars on the road running well, help our environment, reduce
consumer debt, and keep our industry humming along too.
Andrew Ross, Publisher and Editor
aross@jobbernews.com
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