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Technology Ideas to Improve Efficiency, Sales, and Profits
The aftermarket has traditionally taken a wait-and-see approach to
technology, which has had its benefits over the years. However,
technologies have been improving
at an increasing rate, putting new tools in the
hands of those aftermarket players who
are willing to use
them.
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Ontario Associations Partner
on Workshop Series
Three Ontario automotive
aftermarket trade
associations partnered in
offering a series of new
industry workshops in
October and November to
assist motive power shop
owners and managers.
Members of the Hamilton
District Autobody
Repair Association, the
Automotive Aftermarket
Retailers of Ontario, and
the Ontario Automotive
Recyclers Association,
as well as non-members,
were invited to attend
any or all of a series of
management workshops.
This marked the first
joint project for collision
repair, automotive service,
and auto recycling grassroots facilities in Ontario.
The workshops were
held Tuesday evenings
in Burlington, Ontario,
and covered “Grants,
Business Incentives
and Tax Credits,” “Bill
168 (Violence in the
Workplace) and the
Ministry of Labour’s
Shop Inspection Blitz,”
“Employment Law for
Shop Owners,” “Profit
Centres: Add-ons For
Your Shop,” and “What
is My Shop Worth? Shop
Valuation.”

Follow us on Twitter.
Get AutoServiceWorld.com
News and more by
following JobberNews
on Twitter.
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Automotive Service & Repair Week Move
Pays Off, Opens Door to New Location
By Andrew Ross

said, also listing a number
It was a big risk to move
of organizations that have
Automotive Service & Repair
benefited from the events.
Week to new dates, but
“And in training, what
organizers say it paid off.
we deliver is very signifi“It was a toss-up, but it
cant, when you consider
has proven to be a successful
that 47,000 people have
event,” said Ron Pyle, presiattended training just at
dent and chief staff executive
these events since 2004, to
of the sponsoring Automotive
the tune of some 83,000
Service Association, at the
hours of training.
show’s conclusion. “And one
“Anybody in training will
thing I can say is that not
Some 270 exhibitors graced the ASRW show floor
one attendee has left to go in 2010, now held in mid-October, away from the tell you that it is almost always
subsidized. If it weren’t for the
to AAPEX or SEMA,” he
competing SEMA show.
revenue from these events,
added—only half joking, as
those events are no longer held concurrently where would training be today?”
Two highlights among the ASRW events
with ASRW. ASRW is now held in Las Vegas in
mid-October, while AAPEX and SEMA have main- were the first Association Leadership Summit,
which drew 60 industry leaders with the theme,
tained their early November dates.
Pyle admitted that the change in the schedule “Association Best Practices in a Recessionary
did give them some sleepless nights. A phone Economy,” and the Industry Forum, which
call, only weeks before featured two concurrent 45-minute sessions:
the event, from a shop “Aftermarket Parts Quality: What’s In the Box” for
owner who was surprised the mechanical industry, and “Certified Collision
to hear they had changed Repair—An Industry Perspective” for collision
the dates, gave him pause repair professionals, followed by a 30-minute
for thought, too. And, he networking break. Two additional concurrent
admitted, there was no sessions followed: “Service Information Access:
question that attendance Right or Responsibility?” for the mechanical
was down about 6% over industry, and “Diversity in the Shop: How to
Work with People Not Like You” for the colli2009.
ASA president and
“There are fewer peo- sion industry (moderated by Opening General
chief staff executive
ple here—but we know Session keynote speaker Kelly McDonald). The
Ron Pyle says that the
that there are fewer peo- forum concluded with an hour-long reception
move to new dates
ple showing up for every mixer.
has proven to be the
The ASRW Industry Forum was sponsored
event.”
right one.
Pyle also expressed by the National Institute for Automotive Service
some displeasure with companies that had stated Excellence (ASE), the National Automotive
that they would not support the show as there Technicians Education Foundation (NATEF), the
was no business case for it, but then proceeded to Women’s Industry Network (WIN), the National
Auto Body Council (NABC), the Automotive
hold customer events off the show floor.
He stopped short of castigating them, but Management Institute (AMI), and the I-CAR
did say that the events that combine to make up Education Foundation.
Proceeds from ticket sales for the ASRW
ASRW—the International Autobody Congress
and Exposition (NACE), the Congress of Industry Forum were donated to the sponsoring
Automotive Service and Repair (CARS), and Auto organizations.
Pyle said that the success of the event bodes
Glass Week—contribute much to the industry.
“This show has contributed a substantial well for the future. And, while the dates and
amount of money to the industry, even in terms location of the 2011 event have already been
of just the complimentary show space for announced—October 16 to 19 in Las Vegas—
Pyle said that the opportunity to move to a
charitable organizations.
“Quite frankly, doing the math, that’s roughly new location is undeniable, and he left the
$2.5 million a year that we have contributed to door open for a move as soon as 2011. “We
have some flexibility now,” he said. “One of the
other organizations.”
He pointed out that several pivotal organiza- things we do know is that these folks will come.”
A poll currently on the ASRW website is
tions in the industry began their life through the
events. One example is the National Automotive offering visitors the option of selecting possible
Service Task Force, which oversees the delivery of future locations.
“The automotive service and repair industry
OE service information to the independent afteris separate and distinct from aftermarket distrimarket in the U.S..
“We have contributed a significant amount of bution, OE, and OE service. And we believe it
money to that organization over the years,” he deserves its own events.”
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Chrysler Honours
Federal-Mogul for
Outstanding Performance
Chrysler Group LLC has
honoured Federal-Mogul
Corporation for its outstanding performance in
providing a number of key
powertrain components
and enabling the
successful launch of
the 2011 Jeep Grand
Cherokee.
“The extraordinary work
of the Federal-Mogul
plants and employees was
integral to the successful
launch of the 2011 Jeep
Grand Cherokee,” said
Eric Humphrey, Chrysler’s
senior manager of
procurement, in a statement. “We thank FederalMogul for their
contribution to the
program.”
“Federal-Mogul is extremely proud of this recognition and is pleased to
contribute to the
success of the new Jeep
Grand Cherokee,” said
Federal-Mogul president
and CEO José Maria
Alapont. “I congratulate
all of our team members
who have been involved in
designing, manufacturing,
and delivering leading
technology and highquality products for this
program.” The FederalMogul powertrain
products recognized are
produced at the
company’s facilities in
Athens, Ala.; Blacksburg,
Va..; Lake City, Minn.; and
Waupun, Wisc.

Bestbuy Distributors, board of directors enjoyed the brisk Banff weather long
enough to pose for this shot.

Bestbuy
Distributors
Limited’s annual Buy &
Sell event attracted shareholders from Vancouver
to Newfoundland for a
memorable conference
in Banff, Alta.
The event, which combined supplier meetings
with several social events,
attracted the majority of
Bestbuy shareholders and suppliers enjoyed
the buying group’s sharea fine meal at the Sulphur Mountain
holders as well as a wide
restaurant.
variety of suppliers to the
Fairmont Banff Springs Hotel.
Two days of meetings with suppliers were highlighted with
events such as an evening on top of Sulphur Mountain accessible
only by the Banff Gondola. Shareholders and suppliers enjoyed a
fantastic dinner at the summit, with a bird’s-eye view of six mountain ranges.
“It was a great experience for our shareholders and vendors to
have dinner together above the clouds,” stated Jeff VandeSande,
Bestbuy’s president.
Of course, no aftermarket corporate event would be complete without golf, and the venue for Bestbuy’s for Sick Kids Golf
Tournament was the world-famous Stanley Thompson-designed
Fairmont Banff Springs Golf Course. Golfers played in the stunning mountain setting to raise money for the world-renowned
Hospital for Sick Children (Sick Kids) in Toronto, Ont.
To-date, Bestbuy shareholders and valued suppliers have raised
more than $600,000 for the leading children’s medical facility. This
year’s proceeds from the golf tournament and raffles will be pooled
and a cheque
presented to
the Hospital for
Sick Children
at
Bestbuy’s
2011 AGM next
February.

Networking was a key part of the Bestbuy event.

Continued on page 8

For more on these and other stories, log
on daily to autoserviceworld.com
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www.redi-sensor.com

VDO REDI-Sensor:
No new tools, no programming,
no brainer.

VDO - A Trademark of the Continental Corporation

VDO REDI-Sensor™ is the TPMS service
solution that your customers have been waiting
for! A true multi-application sensor, it works
with all major scan tools, requires no special
programming, and it relearns to the vehicle just
like an OE sensor.
Since REDI-Sensor is a multi-application
sensor, you’ll always have the right part on
hand. Your customers get what they need fast,

and lost sales due to “out of stock” are virtually
eliminated.
REDI-Sensor comes pre-programmed, and
it has a faster hunt and relearn than our
competitors’ sensors, so your customers get
a quicker service turnaround too.
REDI-Sensor is ready for installation, ready
when you need it, ready now.

Continued from page 6

Mitchell Enhances Shop
Software
Mitchell 1 has introduced
the all-new Manager SE
and ManagerPlus SE v6.4.
Manager SE is a new
technology platform
which improves upon
Mitchell 1’s existing
industry-standard Manager
v5 software. Among the
new capabilities provided
by Mitchell 1 Manager SE
v6.4 are compatibility with
64-bit editions of Microsoft
Windows 7, Windows
Vista, and Windows XP;
a Microsoft SQL-based
database that provides
enhanced stability and
wireless capability; 11 new
online parts ordering
catalogues for Manager
SE v6.4; VIN decoding
through Carfax; and
modernized screen grids
that make it easy to find
data faster. Mitchell 1
ManagerPlus SE includes
all of the features and
benefits of Manager SE
with the addition of
inventory control. Shops
get a database on
inventoried parts,
automatic purchase order
generation, historical
trends, and extensive
reporting. With more than
40 inventory/purchasing
reports, ManagerPlus SE
allows complete control
of inventory tracking. Visit
www.mitchell1.com.
g

g

g

CORRECTION:
In October’s Cover Story
“Routine Inspection”
Jobber News incorrectly
stated the average labour
hours per transaction
shops should use to
calculate their underperformed maintenance.
The average hours per
transaction should have
been stated as 2.57.
Jobber News apologizes for
the error.

8

Performance and accessories distributor Keystone
Automotive Operations of Canada attracted a great selection of performance vehicles—both current and classic—
to its Annual Customer Appreciation event. Customers
were treated to tasty food, sweet deals on parts, and the
opportunity to show off their handiwork, too.

Peterson Celebrates
Its 65th Anniversary

This year marks the 65th year of business for
Peterson Manufacturing Company.
Known locally as the “Quiet Giant” in the
Kansas City suburb of Grandview, Peterson has
evolved with little fanfare from a tiny, retailoriented manufacturer to a quarter-billiondollar, multi-faceted corporation whose safety
lighting products and other services reach
millions of customers worldwide. Today the
family-owned company headquarters are on a
44-acre corporate campus in a 670,000-squarefoot facility, housing all departments of
Peterson’s vertically integrated operations.
Tobe Tennyson, longtime Peterson associate
and archivist, recently compiled a timeline
marking significant milestones in the history
of the company. “I’ve been fortunate to be in
the middle of so much change and growth at
Peterson,” he says. “And this is just the beginning — we will continue to grow.” (For the full
timeline visit www.autoserviceworld.com.)
“We’re proud to be celebrating our 65th
anniversary,” says Peterson president and CEO,
Don Armacost, Jr. “While much has changed
here, one thing that hasn’t is a tradition of
square dealing that my father established in
the early days. It’s brought this company a long
way, and will continue to guide our relations
with customers, suppliers, and employees as
we move ahead.”

Genuine Parts Gets Thumbs-Up for
Solid Third Quarter

Stock and market analysts BB&T Capital
Markets has given Genuine Parts Company

(GPC) a positive review following solid thirdquarter results, and says that the automotive
business appears to be “fixed.”
GPC reported a third-quarter 2010 operating
EPS of $0.83, ahead of BB&T’s $0.77 estimate
and consensus of $0.76. The upside in the
quarter came from better-than-expected sales,
with big outperformance at Motion Industries
(MI) and EIS. Total revenue exceeded its estimate
by $75M. (All figures in U.S. dollars.)
Total revenue increased 13.2% in Q3 (ahead
of the 10.3% estimate), with growth modestly
accelerating from Q2 levels. The big segment
winners were industrial and electrical, posting
29% (23% organic) and 31% year-over-year
growth, respectively. Granted, MI had easy
comparisons, said the analysts, but it appears
that trends have exceeded even management’s
expectations from a recovery standpoint. With
MI typically performing better later in the cycle
yet still posting solid trends to date, perhaps even
with more difficult year-over-year comparisons
starting in Q4, outperformance in the industrial
segment is achievable.
BB&T said that after an apparent loss of
market share and an aggressive plan to fix the
business, it thinks the NAPA segment is now
back on track. The company has reported
two sequential quarters of +7% growth, and
guidance for Q4 is 6%-8% revenue growth.
The commercial business was up 9% in the
quarter and retail increased 5%, consistent
with Q2 results. BB&T said it was encouraged
by the solid performances of both NAPA Auto
Care and Major Accounts, both growing at a
double-digit pace. In addition, the company’s
fleet business (20%-25% of auto mix) was up
by mid-single digits following +4% in Q2, a flat
first quarter, and double-digit declines through
all of 2009. With truck tonnage statistics over
the past few quarters showing improvement,
management anticipates recovery continuing.
Overall, guidance and estimates were moving higher. Management revised its guidance
for Q4 revenue to +9%-+11% with total 2010
revenue growth in the 10%-11% range, above
prior 2010 guidance for 7%-9% growth. For
2010 EPS, new guidance is $2.90-$2.95, up
from the prior range of $2.70-$2.80.
BB&T is raising its full-year estimate to
$2.92 (from $2.80), with $0.06 stemming from
the beat in Q3; it is also increasing its FY’11
EPS estimate to $3.26 (from $3.05) and initiating a 2012 estimate of $3.62.
“We actually think that GPC may be worth
a look for investors that are willing to wait for
the cycle to turn, although we maintain our
Hold (2) rating for now until we get a bit more
visibility into 2011,” said the firm.

Beck/Arnley Adds New Features to
E-Catalogue

Beck/Arnley has added new features to its
e-catalogue to make it easier and more efficient
to use.
Continued on page 10
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Motor Oil Mythbusters Winner
Here is this month’s winner
of the Jobber News Motor
Oil Mythbusters Quiz
presented by Valvoline.
Winners correctly
answered the quiz
questions. All winners
receive a prize pack
including an Auto
Enginuity PC-based Scan
Tool, generously provided
by Valvoline Canada.
The winner this month is:
Steven Sorenson,
Central Auto Parts
Dist. Ltd., Calgary, Alta.
Congratulations!
Enter to win using this
month’s Quiz on page 14.

Continued from page 8

Accessible at www.beckcatalog.com, the
new features make it easier for professional
technicians to find the crucial parts and product information needed to repair the foreign nameplate vehicles that come into their
shops. Also, the e-catalogue is widely used by
WDs and jobbers to whom Beck/Arnley sells
parts, in order for these partners to supply
technicians across the U.S.A. and Canada.
The Beck/Arnley e-catalogue enhancements include easier access to interchange
information, and product and technical bulletins. Also, technical and product bulletins
are available when technicians look up Beck/
Arnley part numbers if there are bulletins
that apply to that particular part number.
Technicians can now order a CD version of the
e-catalogue.
“When we launched our Beck/Arnley e-catalogue three years ago, we made the commitment to build upon the features and benefits
of the site regularly to better address the needs
of our customers and the foreign nameplate
aftermarket,” says Anne Coffin, Beck/Arnley
vice-president of technology. “These enhancements are another example of how we are
holding true to our promise and continually
striving to keep our customers tuned in to the
latest product offerings and information about
our more than 23,000 parts.”

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

APPOINTMENTS

Bosch Canada has
announced
the
appointment of Niall
Davidson as vicepresident and general
manager, Automotive
Aftermarket Division
Canada. In this role,
Davidson will be
responsible for the
overall management
of Bosch Canada’s
Niall Davidson
Aftermarket division.
Davidson joins Bosch with over 25 years experience in the automotive aftermarket industry. His
background includes managing equipment and
tool businesses in the United States, Asia/Pacific,
Latin America, and Canada.
Friction product manufacturer Fras-Le has
appointed Randy Mordue as its director of sales
and marketing for the North American Light
Vehicle Aftermarket. Mordue will oversee the
growth of Fras-Le’s line of disc brake pads, first
launched in 2009, in the North American automotive aftermarket. Mordue has more than 25
years of experience in sales, marketing, national
account and new business development within the automotive aftermarket industry. In his
prior role, Mordue served as Akebono Brake
Corporation’s general manager of sales and
marketing.
USA Industries has announced
that longtime aftermarket
industry veteran Anthony
(Tony) Perticari has joined
its sales staff as director of
sales-special markets. He will
be responsible for working
on developing and managing new markets as well as
special company projects.
Perticari formerly held senior
sales management positions
with Robert Bosch, Crown
Tony Perticari
Remanufacturing, and most
recently, Cardone Industries. USA Industries
produces and distributes remanufactured and
new alternators, starters, CV axles, and disc
brake calipers worldwide. Perticari has spent
more than 41 years in the automotive parts
industry. He joined Philadelphia-based Cardone
Industries in 2006 as director of sales-special
markets. Prior to that Perticari spent 20 years
with Crown Remanufacturing as the company’s
vice-president sales/marketing. Perticari began
his career in the automotive industry in 1969
with Sunoil. Perticari has been involved in
numerous industry bodies, and was honoured
by the Auto International Association as its
“Person of the Year” in 2002.
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ONTARIO GRAND FORUM

Success Begins with Mythbusting

Ontario Grand Forum Offers Sound Advice for the Automotive Service Provider
By Andrew Ross

T

he Second Annual
Ontario Grand Forum
has been declared an
unqualified success.
The
Automotive
Industries Association of
Canada event featured
breakout sessions from
more than half a dozen
experts, as well as general sessions hosted by
noted speaker Donald
Cooper.
The event, attended
by approximately 200 jobbers, service providers,
Donald Cooper
and other aftermarket
professionals, was focused on providing real-world management
training and tips that aftermarket professionals can put to use in
their businesses.
The event kicked off with noted speaker Donald Cooper—
whose family owned the legendary, but long-gone Cooper
sporting goods company—telling attendees that simple truths
will define their business success, and that myths can get in the
way of success.
He said that while managing a business today is more challenging than ever before, technology is also easier in many ways.
“Back in the day, we had 11,000 SKUs at Cooper. That
means we had 11,000 bin cards.” Nowadays, such an inventory
can be easily handled with computer tools, “without the worry
of the incorrect, inaccurate, or the illegible.”
The key moving forward, he said, is how you feel about the
business.
“Every business is tough, unless you love it. Do you love what
you do, whom you do it for, and whom you do it with?”
He said that those who want a glamorous job need to understand that glamour is an illusion. “What’s glamorous about the
movie business? It’s an illusion. It’s the Academy Awards.” In
fact nothing is glamorous about spending endless hours on
the movie set. What matters, he reiterated, is that you love
what you do.
“Do you love what you do, and do you have a burning desire
to get better at what you do every day? Why do you have to be
this good? Because business imperatives make it so.”
In the business world, in any industry with an oversupply of
players, the number-one company will have an ROI of 15%, the
number-two company will have an ROI of 10% to 12%, number
three breaks even, and number four and five will lose money.
“And what happens when numbers four and five are safely
resting in their graves? Four or five entrepreneurs see what
they perceive to be a hole in the market and jump in.”
They eventually leave the market, but not before damaging
the marketplace for the other players.
“The free-enterprise system is not self-correcting; it is selfbuggering up!” he said.
12

To avoid that eventuality, Cooper advises paying attention to
several basic truths.
• Mediocrity is no longer an option. “Sometimes tinkering with
our business is not enough; you need to reinvent it.”
• Stop being a commodity. “What are you famous for? What are
you doing that is so extraordinary that you are famous for it?”
A jobber in Orillia, Ont., manages a garage for a week so that
the owner can take a vacation. “While they are running the
shop for a week, they are also writing a complete report on
ways that it could be improved.”
• It is a myth that it is important to have goals, targets, aims,
and objectives. “What we need is clear commitments.”
• Leadership is the most important job. “Grandma used to say
that we need to get everyone singing from the same hymn
sheet. Is everyone singing from the same hymn sheet?”
• Vision statements matter. “What we tend to forget is that there
are two kinds of future. [There’s] the future over which we
have no control and that we cannot affect. That is the future
we spend all of our time thinking about. We have no time
left over for the future you could proactively create in your
business. What future do you choose to proactively create?” A
vision statement should be a clear and measurable statement
of what you are committed to become to be a profitable and
responsible leader in three to five years.
• Do not have an emotional attachment to an uneconomic
business. Cooper gave an example of a business that could
be sold for $4 million because of the land it was on, but
lost money every year. The reason for keeping the business
operating was to keep the owner busy. Cooper told him to
get involved in charity work. “And he said, ‘I never thought
about it that way.’ That’s the best thing anyone in my business
can hear.”
• Loyalty is not gone. We are desperately searching for heroes
to be loyal to. “People are loyal to what’s best for them, or
what they assume is best for them. What are you doing to
earn loyalty? Make a list of all the help your customers need.”
• When we’re getting beaten up on price, it’s a sure sign that we’ve
failed to create and communicate any other compelling value.
• “We have an advertising problem,” is a myth. “Are you
communicating the right message?”
• “You can’t get good help anymore,” is a myth. “The best
people have to work for somebody. It’s just that you have to
deserve them.”
After the opening session, attendees moved to several
breakout sessions.
One of the best attended was the series on underperformed
maintenance by former AIA chair John Watt. By using examples
from shops in attendance, he showed where and how much
work they were missing out on, often as much as $10,000 a
month in total revenue.
In addition, sessions by HR consultant Janice Leroux and
Norm Rose of Excel Sales Consulting were very popular.
Several jobbers and distributors actively participated in Rose’s
session on the sales process, exchanging dialogue about the
processes they used to determine where their focus should be.
JOBBER NEWS / NOVEMBER 2010

David Vaughan of
Eastern Automotive
Warehousing was
among the most
engaged, describing
how his company
had literally covered
the walls of a conference room with
notes on the services
it provides, and then
David Vaughan
honed them down to
what they could do well, and what their customers needed.
“And it is important to distinguish between what they need,
and what they want,” offered
Kam Sukhram, director of
marketing and sales support
for Uni-Select in Ontario, a
comment which had a lot of
heads nodding in the room.
Also on tap for the day
was a brief but informative
presentation by the AIA’s
Scott Smith and event chair
Jeff VandeSande, president
of Bestbuy Distributors, on Jeff VandeSande

the legislative and regulatory changes affecting businesses in
Ontario. Of primary concern were the changes to the workplace safety legislation, which puts the onus on employers to
provide a safe, violence- and harassment-free workplace for
their employees, and changes to the municipal hazardous and
special waste program and the Phase 2 “Eco-Fees” that came
under fire during the summer. While most of the controversy
has now dissipated (with the scrapping of much of the Eco-Fee
program after a public outcry), it is still an area in which most
businesses could use some clarification.
Sportscaster Rod Black closed off the Ontario Grand
Forum with an entertaining selection of impersonations, and
some poignant observations about life.
AIA president Marc Brazeau closed
the conference by asking those in
attendance to spread the word. “I
would ask that if you found today to be
worthwhile, tell a colleague, and urge
them to come next year so that we can
continue to build the numbers and
success of this event.”

Rod Black

Jobber News Jobber of the Year Recognition Dinner
W

hile the Jobber News Jobber of the Year
Recognition Dinner was greeted as a welcome
break from the Forum’s more intense learning
sessions, it wasn’t completely without its own share
of educational value.
John Cochrane, former AIA chair and the
2003 Jobber of the Year, led off the evening
with a brief talk on developments regarding the
OE service information websites. He walked 80
some attendees through the Canadian Service
Information Standard (CASIS) Agreement and
General Motors’ service information website. He
urged jobbers and distributors in attendance to Some of the KC Automotive team was on hand to receive the plaque from Jobber
familiarize themselves with CASIS and the sites News publisher Andrew Ross.
in order to better help inform their customers.
Following dinner, Jobber News publisher-editor Andrew Ross made the presentation of the Jobber of the Year plaque
to 2010 winners K.C. Automotive Parts, a Modern Sales Co-Op member in Owen Sound, Ont. That presentation also
included a remembrance of Paul Dossman, long-time general manager of the operation, who passed away early in 2010.
The business is noted for the succession plan put in place years ago by owner Ken Morrison. The business is now
well into its employee share ownership program with more than a dozen employees counted as owners. Morrison made
note of that move in his speech, after thanking the committee for
selecting the business for the award.
“I am certainly happy that we embarked on the succession plan.
With Paul’s passing, the transition hasn’t been smooth, but it has
been continuing.”
The evening also included a brief remembrance of 1991 Jobber of
the Year Les Buzzell, R.K. Buzzell Ltd., of Moncton, N.B., who passed
away in May of 2010. He was remembered as a gentleman, and a man
who at 88 was still sharp enough to know all the financials of each of
the 10 branches of the business.
The Jobber of the Year Award is formally named the E.J. and A.E.
Wadham Memorial Award, after the founders of Jobber News, which has
been publishing since 1931. The award has been presented annually
for more than 25 years.
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MARKET
TRACKER

Passenger Car Diesel Growth

As Consumers Accept New Diesel Technology,
Aftermarket Must Respond
By Andrew Ross

T

here is no doubt that diesel is seeing an upward trend in
North America, bringing with it both opportunities and
challenges for the automotive aftermarket.
It’s not that there weren’t diesel engines in the market
before. General Motors tried its hand at putting diesels in
passenger cars in the 1970s. Faced with the need to get its
large cars off the line in a way that mimicked the way its
pre-emissions-controlled engines did, its Oldsmobile division
developed the 5.7L LF9 and 4.3L LF7 V8s and the 4.3L V6.
In short, it didn’t go well for the Detroit automaker: these
engines were so notoriously unreliable that it essentially ruined
the reputation of the diesel engine in the U.S.
Of course, there have been others all along who have
continued to offer diesel engines, like VW and MercedesBenz, but the volume on these has always been relatively
small. Here in Canada, the diesel hasn’t suffered from quite
the same stigma as in the U.S., but this has almost certainly
played a role in hindering the overall proliferation of passengercar diesels in North America compared to Europe.

There have been other factors, of course, such as legislation
that focuses on emissions rather than fuel economy, and the
relatively low cost of fuel in North America.
Things are changing, though, and that is changing what
is occurring in the economy with the price of fuels, and the
technology under the hood.
It is also important to note that the ultra-low-sulphur diesel
fuel required by modern, high-tech diesel engines—so-called
“clean diesel”—has only been widely available for a few years.
Ultra-low-sulphur diesel fuel (ULSD) is fuel that contains
less than 15 parts per million of sulphur (as opposed to 500
ppm in regular diesel). It is usually used for on-road applications. Since Sept. 1, 2006, all on-road diesel fuel sold in Canada
has been ULSD.
However, regular-sulphur-content diesel is still available for
off-highway usage. This dyed or marked off-road diesel fuel may
be regular sulphur or ultra-low sulphur. Users should ask their
Continued on page 16
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local suppliers about the sulphur content of the off-road diesel
fuel they supply; in Western Canada, for example, all PetroCanada diesel fuels sold for off-road use are normally
ultra-low-sulphur diesel.
While in Canada a wholesale changeover to
ULSD has already taken place, in the U.S., a
different approach has been taken. In the
U.S., regular-sulphur-level diesel is still legally
sold, even though as much as 90% of fuel
available at the pump was already ULSD
within months of its introduction in 2006.
Also, there have been some concerns
that the ULSD fuel available in North
America does not meet the same lubricity standards as that available in Europe,
where much of the clean diesel technology was developed, and that this may hasten
the failure of certain components such as
the high-pressure, direct-injection fuel pumps
these engines use. Accordingly, there has been
some blogging about the use of lubricity additives,
particularly in winter. It is notable that fuel suppliers
warn against this practice: PetroCanada, for example, states
that routinely adding additional lubricity additive to fuels is hazardous, as high dose rates of some lubricity additives have been
found to cause problems such as sticking of plungers, metering
valves or fuel-injector racks.
This is a situation which should probably be monitored
over the medium term, but the fact remains that the new clean
diesel engines that have precipitated the arrival of ULSD are
arriving on our roads, and service bays, in increasing numbers.
According to research firm Frost & Sullivan, even with the
automotive industry still recovering from the global economic

crisis, consumer focus
on fuel-efficient options is very
much on the rise. Further, increasingly
stringent emission norms, such as CAFE and
EPA regulations, ensure that vehicle manufacturers are focusing
on lowering fleet average emissions and improving fuel economy.
The researcher pins some of the effect onto the fact that,
while U.S. emission standards have been fuel-neutral over
the years, the recent addition of a fleet-wide fuel economy
average will be a major factor in how the U.S. auto industry
moves forward in the coming years. To reach a fleet-average
fuel economy of 34.1 mpg by 2016 and avoid paying hefty fines
to the CAFE, investment towards meeting the fleet average
economy is essential.

WIDER PRODUCT COVERAGE
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Certainly the big push to hybrids and electric vehicles has
been a part of this; the surging popularity of clean diesel usage
must be viewed in the context of this larger trend, and, in some
ways, as a competing technology.
In comparison to those other technologies, diesel is an
attractive option—despite the higher cost of fuel, engineering
and after-treatment systems—because it offers better fuel
economy and lower emissions while offering uncompromised
driving characteristics, longer life, and a higher resale value.
Frost & Sullivan identifies three factors that are playing a
significant role in the adoption of diesel: market perception,
expensive after-treatment systems, and the availability of clean
diesel technology, including diesel powertrain technologies
such as TDI and BlueTec. While the limited infrastructure
for clean diesels and expensive after-treatment systems are
still minor barriers to the increased adoption of this technology, the popularity of diesel powertrains in the U.S. received a
boost through recent accolades such as “Green Car of the Year”
awards for the 2009 VW Jetta TDI and the 2010 Audi A3 TDI.
It should also be noted that diesel-powered cars have come
to enjoy something of a “hot rod” image in Europe among
enthusiasts—as in many cases they outstrip the performance of
their gasoline-powered brethren.
Still, diesel will continue to face an uphill battle against
hybrid and electric vehicles and their “green” image, despite
offering comparable, if not better, performance and driving
characteristics and delivering significantly reduced emissions
over gasoline options.
Despite the challenges offered by competing technologies,
however, diesel powertrain sales have been steadily growing
over the past 12 months in North America.
Frost & Sullivan, once again: “An interesting indicator of
the rising interest in diesel is the increased take-up rate when

and Farm...

it is offered as an option. Although diesel sales are on the rise,
hybrids still outsell them by 4:1, including the Prius and Insight,
which are only offered as hybrids and make up 60% of hybrid
sales. The diesel models have a take-up rate of 30%, as compared to the hybrid take-up rate of 10%.
“This higher take-up rate of 30%, a result of federal tax credits and higher fuel-efficiency requirements, is likely to stabilize
at a lower rate as the market recovers. This increase in diesel
vehicles also highlights the importance of emission control systems. With the diesel market poised to grow, the adaptation of
emission control systems to ensure the 50-state vehicle legality
is not limited to a single solution.”
From an aftermarket standpoint, the proliferation of clean
diesel technology at the passenger-car level offers both opportunities and challenges in terms of training, tools, and parts
supply.
Although fuel injection and particulate filters have become
a standard, a single technology to treat and limit emissions of
oxides of nitrogen (NOx), a key emission reduction target, has
yet to be established. A variety of solutions including selective
catalytic reduction (SCR), exhaust gas recirculation (EGR),
or NOx absorbers (LNT) are available to treat the oxides of
nitrogen. While the suitability of each technology depends
on the application and on certain other parameters, it is not
uncommon for OEMs, like BMW, Ford, and VW, to combine
these systems to achieve the desired end result.
It would seem that no single technology will dominate.
The aftermarket is going to have to come to terms with the
proliferation of these technologies as they roll into their
service bays.
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SIMPLIFIED

SOLUTIONS
Technology Ideas to Improve Efficiency, Sales, and Profits
By Andrew Ross

W

hen it comes to technology, the automotive aftermarket is usually characterized as something less than progressive. This may have very well worked in its favour over the years.

While many industries struggled with implementing new concepts in technology that
were unproven and, in some cases, unfinished (time and time again), the aftermarket’s
more conservative, pragmatic approach has kept implementation costs in control, and
increased the chance of success.
However, those who think that this proves the virtue of standing still should think
again: there are significant changes and benefits
accumulating, in terms of computing
power and resources, that
can provide real benefits.
Continued on page 20
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“The counterman now has a lot more tools. He can go to
“We wanted to ease our day-to-day business,” says Robbie
websites, he can look at promotions, he can look up informaFahey, manager of Rafuse Auto Parts in Bridgewater, N.S.
tion. He is going to be much more productive.”
“The catalogue we have now is not too user-friendly, and
Customer relationship management is much better too, as
it’s extremely difficult for new employees. I know what parts
the buying experience, through online ordering, is easier and
don’t work and what to override.” But getting new hires to
more accurate.
learn those idiosyncrasies is time-consuming and fraught
Continued on page 22
with pitfalls, and each pitfall results in
either an error or a lost sale.
“We wanted to improve on that.
That was a big part of it.”
The solution to the problem was as
simple as getting on board with new
technology: in their case, the Activant
In terms of technology, aftermarket execuEagle system. With this system, all part
tives are going to hear more about two key
numbers can be loaded into a single
concepts in the coming months.
folder, a big improvement over the
In fact, many have already been hearing
multiple folders their current 14-yearabout them.
old Eclipse system requires. (“Can you
The first is “cloud computing.” This is a
imagine keeping the same PC for 14
new term for what is strikingly similar in conyears?” Fahey laughs.)
cept to something that was once the only way
And getting all that information,
to obtain any significant computing power,
including history, in one place means
at the dawn of the silicon age. Rather than
that accurate pricing on special orders
having the computing power reside on your
can be more than an educated guess.
desk or at your offices, the actual computing
“A lot of times you try to overprice
power exists offsite at a purpose-built comto make up for freight, and end up
uncompetitive. And we all know what
puting centre, where you can share sophisticated computing power with others without having
happens when we under-price.”
to pay for it whole, or maintain it, or keep it up to date. In the old days you would have a hard
Among the basic improvements
data line to connect you with that computing power, but with the advancement of the Internet
that Fahey is looking forward to is the
in terms of capacity, speed, and security, the World Wide Web becomes your connection to
addition of barcode scanning. “This is
the computing power.
going to save us a lot of time and a lot
According to the Aberdeen Group, an aftermarket application of cloud computing focused
of mistakes.”
on inventory visibility:
However, some may be surprised
• Allows the supply chain from manufacturers to service providers to indicate which parts can
at one of the benefits that he is really
be shared with other participants, and who can view the inventory;
looking forward to: a plain-paper
• Provides real-time access to this shared inventory;
printer.
• Provides the ability to split an order across multiple participants and provide one unified quote
“This is a small point that makes a
to the customer.
lot of sense. We have a lot of downtime
The implications are interesting in that it could allow you to fulfill an order, at least partially,
because of printer jams. We have a
from a competing distribution chain, should they give their assent. On the flipside, you could end
[dot matrix] printer out back and if it
up having orders pulled from your inventory without ever having contact with the end customer,
jams and we don’t notice, the orders
not even electronically. And you could do the same.
go to hyperspace. And in order to
Pretty exciting stuff when you think about it.
reprint one on the system now, we have
The other piece from the IT world that you are going to be hearing a lot about is the “Super
to wait a minimum of 15 minutes.”
Spec.” In fact, this is a big part of making cloud computing work.
Combine the lost time before you
Authored by GCommerce, which created the Partnership Network, and donated to the
find out you haven’t seen an invoice
Automotive Aftermarket Industry Association (AAIA), the Super Spec is accepted as the
or order printed with the 15 minutes’
reset time, add in the fact that you may
industry best practice for Electronic Data Interchange (EDI) documents within the automotive
only find out an order hasn’t gone
aftermarket.
out until the customer calls—and you
The Super Spec is an open specification available to any party at no cost.
could easily be an hour late with an
In traditional EDI, each trading relationship is set up on a one-to-one basis. Different trading
order.
partners have different data requirements and specifications, which requires the support of mulBeing able to load up 500 pieces
tiple maps and data definitions for each trading partner. In other words, there is a unique map for
of plain paper—which, itself, offers
each buyer/seller relationship, and the work starts over with each new trading partner connection.
a saving—delivers on a key objective.
The Super Spec combines the requirements of multiple trading partners into one specification,
“We want to be quicker and more
and creates standardized data definitions within the data fields. With full implementation of the
efficient without sacrificing service,”
Super Spec, a company can do the setup work once, and re-use the map for all of their aftermarket
says Fahey.
trading partners.
And of course, there is the Internet.
“At AAIA, we believe that broad adoption of information technology and electronic business
Jim Franco, president of Autologue
processes are essential to success in the aftermarket supply chain,” says Kathleen Schmatz,
Computer Systems Inc., says that jobAAIA president and CEO. “The contribution and cooperation of GCommerce will surely raise all
bers should focus on three key things
ships and lower the barriers to enter into the world of electronic document exchange.”
that today’s Web-enabled technology
can offer.

New Information Technology
Developments
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Plus, customers can manage their own account, viewing
statement, invoices, and credits when they want to.
“They can actually reconcile their accounts online. This
eliminates hundreds of phone calls and confusion.” Customers
can also look up when an order was picked and dispatched,
eliminating another set of non-revenue-generating calls to the
counter.
A less simple point to ponder (from the technology standpoint,
that is) is the development of shared inventory information.
From the jobber’s standpoint, the whole idea is that it is
seamless.
“You look like you are very big to your customer. You can
connect the suppliers’ warehouses
all the way down to the installer.
So he can see what’s at the
jobber, what is at the warehouse, and even what’s at
the manufacturer.” One
noted benefit is dropship performance that
is seamless, and with
accurate costing.
And in a sort of onebutton approach, the
jobber who embraces
the new technologies
can become a source
for products that would
be difficult to inventory
effectively onsite. Franco
offers tools, equipment,
and performance parts
as examples.
“I’m talking about
25,000 part numbers—all
the way from a fuse holder
to a wheel balancer—are now
available online.
“The installer says he really wants ground effects and a
hood scoop. Do you think the installer is going to look for it
himself? He’s going to call the local supplier, or he’ll call the
speed shop, but now he’s only going to local sources.”
Transparent inventory lookups can make that local call
essentially a global one, limited only by your ability to connect
to suppliers.
“I can’t comprehend how I can have a hundred of my
customers looking at my inventory and part costs, in real
time—a hundred at a time, without a single phone call, with
no one on hold, and no angry counterman.”
Benefits are manifold. According to Franco, about 10% of
the sale is the cost of the counterperson to deliver the sale. The
online sale is 1-1.5% of the cost. Order accuracy is improved.
Returns are reduced. Pricing integrity is maintained.
“And the owner is typically the worst for quoting pricing
that he shouldn’t have. On the Internet, the pricing is the
pricing.”
“When we think of what’s new with computer systems,
we often think of the Internet,” says Jerry Fugina, president
of Rinax Computer Systems. “That’s understandable, since
Internet connectivity has recently changed the business world
for the better.”
But there’s another aspect of computer systems today that
is often overlooked. Computer systems are maturing, and not
in the sense that they are getting old, but that they are getting
more specialized. That’s significant, because an accumulation
22

of time-saving features that software can provide can make a
big impact; after all, for most distributors labour is still the
number-one expense.
“Most computer software designed for a specific purpose
or business segment has evolved to target productivity very
directly.
“They can be small examples, such as automatically changing the message printed on your statement depending upon
whether a customer is current, or at 60 or 90 days. Some jobbers
with older systems still have a clerk sorting statements and stamping them with a rubber stamp depending upon the aging.
Very time-consuming. Or it can be something much more significant, such as allowing customers
to place orders directly via an
Internet browser, and printing
a pick-ticket in the shipping area—bypassing the
counter altogether. There
are lots of examples in
between.”
Fugina agrees with
Franco that the ability to
reduce backroom paper
shuffling, and getting
month-end statements
and invoices actually in
the hands of your customers actually at the
month’s end, not a week
or two later, by e-mailing
them, has significant benefits to cash flow.
On the network front,
connecting data even
within a company’s own
branches has been difficult
in the past.
“Modern databases and the
reporting tools to manage them allow stocking levels in all
branches to be managed on one computer screen. Whatif scenarios can be experimented with on the screen, too,
without affecting live date, unless the operator decides to
make the changes take effect. It’s a much more creative
way to manage a jobber’s biggest asset. Purchase orders for
all branches can be created from a single screen, too, and
of course can result in a huge time savings for purchasing
personnel.”
As much as the aftermarket has been able to operate on the
slightly older part of the technology curve up to this point, the
time has come for many business to make a big leap forward.
“If you don’t, you are going out of business; you just don’t
know it,” says Franco. “Take your head out of the sand and get
competitive.”
Even Fahey admits the time has come, and the benefit is
undeniable.
“It’s quite a binder full of where the savings are compared
to the investment, but it’s huge. In the short of it, from what
I see in the efficiency on the counter, more competitively
pricing items, etc., it is going to be a big one.”
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Ball Bearing

Failure Analysis
W

Irregular marks on the outer
ring caused by improper
seating in the housing.
Loose inner ring fit on a rotating shaft resulting in discolouration from heat generation.

hile not a common occurrence, sometimes wheel and
other bearings fail well before their expected lifespan.
The most common types of bearing damage that may result
in a reduction of bearing or application life are often caused
by:
• insufficient maintenance practices
• mishandling
• improper installation and fitting practices
• inadequate lubrication
• excessive application loads
• contamination
The following from Timken offers a quick reference to the
common types/causes of bearing damage.

Signs of Overload

Softening and deformation of
the thrust shoulder caused by
excessive loads. The discolouration on the inner ring is the
result of elevated temperatures.

Signs of Inadequate lubrication

Metal-to-metal contact from
lubricant film breakdown
resulting in a: 1) polished
appearance on the inner race
followed by an orange peel
texture, and 2) raised edge on
the thrust shoulder.

Signs of Improper Installation

Bearing supported by only onethird of its outer ring width
within housing.

Distorted seal due to interference with adjacent mating
parts.

Axial crack on inner ring due
to oversized or out-of-round
shaft.
Inner ring cracking due to
excessive taper on the shaft.

Cage Damage

Metal cage damage due to
misalignment or excessive
speed.
Polymer cage damage due to improper installation procedure, where the bearing seal was pressed into the cage.

Fretting Corrosion

Fretting on inner ring due to out-of-round shaft.
Fretting on the outer ring due to out-of-round housing bore.

Foreign Material/Contamination

Fine particle abrasive wear on the inner race, commonly
known as “frosting.”
Gross contamination resulting from harsh operating conditions
and/or seal failure.
Lubrication characteristics of the grease are compromised
by water ingress.

Fatigue Spalling

Inclusion origin: spalling from oxides or other hard inclusions
in bearing steel.
Geometric stress concentration (GSC): spalling from misalignment, system deflections, or heavy loading.
Point surface origin (PSO): spalling from contamination in
the ball path or raised metal exceeding the lubricant film
thickness.

Grease Etching

Chemical reaction of grease and moisture in a prolonged static
condition, resulting in pitting and corrosion. A “witness mark”
is generated at each ball location on the inner race.

True Brinnelling

Damage from shock or excessive loads.
Seal damage due to improper
installation procedure and/or
tools.

False Brinnelling

Wear caused by vibration or axial movement between the balls
and races in a static condition.
Special thanks to The Timken Company for the information used here. Full
PDF versions of these failure analysis signs can be found at www.timken.com.
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NEW PRODUCTS
Pads and Rotors Offer Expanded
Coverage

Continental’s ATE PremiumOne line has
been substantially expanded with new SKUs to
deliver a wide range of coverage for domestic
and import cars, vans, SUVs, and light trucks
up to model year 2010. PremiumOne disc
brake pads and rotors are OE-engineered to
deliver original equipment quality, with premium features that add convenience and
enhance overall brake system performance.
The rotors incorporate a patented RotorLife
wear indicator that provides a visual cue for
rotor replacement. The rotor-groove design
dissipates heat and gases to help reduce brake
fade and extend pad life. A MetaCote protective
coating helps protect against road salt and
other corrosives, so the rotors maintain a
clean appearance. The pads are formulated
to restore original equipment performance,
reduce wheel dusting, and extend pad life.
The pad’s under-layer design helps to improve
braking performance while reducing noise,
vibration, and harshness (NVH). All pads
include shims, slots, chamfers, and applicable
OE accessories for fast and easy installation.
Continental Commercial Vehicles
& Aftermarket/ATE
www.ate-na.com

Anti-Vibration and Suspension Parts

CRP Automotive’s Rein Automotive Undercar
program has expanded its coverage of genuine
OE anti-vibration and suspension replacement
parts, with over 120 new SKUs for late-model
European vehicles. Rein Automotive now
offers over 1000 SKUs and is first to market
with many new Audi, BMW, Mercedes Benz,
Mini, Porsche, and VW applications. Rein antivibration parts include motor, transmission,
and strut mounts and bushings, as well as the
newer hydraulic mounts and bushings. The
suspension program features camber struts,
control arms, sway bar links, and tie rods, with
vehicle coverage starting from 1985. Rein
Automotive also provides training seminars
and materials for shops and technicians.
CRP Automotive
www.reinautomotive.com

New Dye Kit for Hybrid A/C Systems

Snow Machine Care Products

E-Z Traxx has introduced two new care
products for snow machines. No Snow
(PN 2600) is a non-toxic, environmentally
friendly spray that dries out slush and snow.
It is ideal for removing snow from the tunnel during off-trail and mountain sledding,
and will not seize suspension parts or crack
tracks. Slider & Track Lube (PN 2100)
makes sliders and tracks last up to four
times longer, keeps suspensions running
smoothly, and prevents seizing and cracking
that can normally occur when sledding.
E-Z Traxx Inc.
www.eztraxx.com
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Tracer Products’ Tracerline TP-3812 Hybrid
Vehicle A/C Dye Injection Kit features a new
dye specially formulated for use in all hybrid
vehicles. At the heart of the kit are three TracerStick capsules filled with a concentrated,
co-solvent-free POE fluorescent dye with a
unique additive package blended exclusively
for hybrid A/C systems. The kit also includes
an R-134a hose/coupler with check valve, a
purge capsule, and two purge/service fittings
for both hose purging and connecting to a
refrigerant source. The dye and refrigerant
are injected together, yet no residual dye is
left in the hose to absorb moisture. Wherever
the refrigerant escapes, so does the dye.
Tracer Products
www.tracerline.com
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NEW PRODUCTS
Abrasive Cutting Wheel

high gloss, showroom-like finish that improves
durability and locks in colour flakes, enhances
and seals bare concrete floors with a high gloss
finish, and provides superior durability against
hot tires, gasoline, oil, scuffs, and general wear
and tear.
Valspar/Quikrete
www.quikrete.com

Electric Smog and Vacuum Pumps

Walter Surface Technologies’ Zipcut abrasive
wheels have been improved. The new Zipcut is
made of abrasives with an improved engineered
formulation, for a wheel that is more durable
and has even better cohesion. The patented
integrated rib design also enables the operator to cut faster and more comfortably, while
using less pressure than standard thin cut-off
wheels. Heat is kept lower, resulting in less discolouration and minimal burr. The new Zipcut
wheels are heavily reinforced for extra safety,
and yet are very flexible and resistant to twisting and bending. All of these improvements
result in less surface damage, longer disc life,
and straighter cuts.
Walter Surface Technologies
www.walter.com

Epoxy Floor Coatings

Cardone has introduced four new SKUs of
electric vacuum pumps to cover more than
four million vehicles in operation between
1983 and 2010, including the popular 19992010 Ford Truck application (Part #64-1509).
Many diesel, hybrid, fuel cell, and even highperformance vehicles cannot supply sufficient
engine vacuum on their own. The vacuum
pump provides the essential vacuum needed
for proper brake boost. Smog pumps are part
of the Secondary Air System (SAS). These
systems keep exhaust emissions clean during
cold-engine starts, when the most hydrocarbon
emissions are created. Cardone’s 32 SKUs of
electric smog pumps cover more than 13 million vehicles in operation between 1990 and
2009, including the popular 1993-1999 GM/
Jaguar application (Part #32-2600M).
Cardone
www.cardone.com

Ride Control Sales Communication
Kit
Quikrete Epoxy Garage Floor Coating from
Valspar, makers of PlastiKote brand products, is
fortified with a new heavy-duty resin technology
that provides superior durability and protection.
This water-based, two-component epoxy delivers
a coating that is two times stronger than the
concrete itself, giving you the toughest garage
surface possible, in one coat. Quikrete Premium
Clear Epoxy Coating can be used on bare
concrete floors to provide high-gloss protection
and durability. Quikrete Epoxy Garage Floor
Coating is two times stronger than concrete for
the toughest garage floor, provides one coat
semi-gloss finish, and is a durable, high-solids
two-part water-based epoxy with no hot tire
pickup. The kit comes complete with Bond-Lok
cleaner and decorative colour flakes. It is available in tan, light grey, and 40 custom-tintable
colours. The Premium Clear Epoxy Coating is
applied over garage floor epoxy to produce a
JOBBER NEWS / NOVEMBER 2010

The KYB Certified Ride Control Center Kit
provides five “action steps” to follow. The
included banner and poster let the customer
know that the service
providers are ride control
experts. And with an
array of laminated cards,
brochures, and show-andtell tools, the kit enables
service providers to effectively communicate with
the motorist. Included are
four KYB shocks or struts
as test units, so service
providers can experience
the replacement value for
themselves.
KYB America LLC
www.kyb.com
Continued on page 26
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NEW PRODUCTS
Packaging Makes Selling Easier

Continued from page 25

New packaging for the Raybestos Professional
Grade line from Affinia was designed using
technician and consumer research which
revealed that OE matched and ceramic formulations were seen to be superior qualities.
The new packaging highlights these features
and benefits. Professional Grade Ceramic
uses ceramic friction material that matches
or improves on the OE ceramic formulation
to provide maximum stopping power and
safety. Professional Grade OE-Matched uses
semi-metallic and NAO friction material that
matches OE and is engineered to restore factory performance. Each new Raybestos Brakes
PG package also communicates Safety First
Engineering. This threepart promise confirms
every part is rigorously
researched, extensively
tested and, fleet proven.
Affinia Group/Raybestos Brakes
www.raybestosbrakes.com

Wiper Treatment

Permatex Wiper Restore’s innovative formula
revitalizes wiper blade rubber to extend life and
improve performance. It cleans, softens, and
reconditions wiper blades, so the rubber is more
pliable. This increases wiper flexibility and helps
minimize chatter, streaking, and skipping. Wiper
Restore works on both old and new blades and
saves on the high cost of blade replacement. It
is alcohol- and petroleum-free and will not deteriorate the blade rubber. The specially designed
pouch makes application clean and easy, and
provides enough conditioner for up to three
blades. The 1.5g pouches are offered in a display
box that holds 48 pouches.
Permatex
www.permatex.com

All Season Protection

Access Brand Roll-Up Covers
• Opens and closes in seconds for complete
use of you truck bed
• Increased Capacity & Low-Profile Designs
• Increases your gas mileage up to 10%
• Only lockable line of roll-up covers
• Easy tension adjustment for a great fitting cover

v

to
Call Today
m
Pre ium
b e c ome a
Dealer,
Gold Star
ve Dealer
Our exclusi
gram!
Reward Pro

Check out our product videos online!

Made in the USA
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(888) 437-8338
accesscover.com
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For the Counterperson

November 2010

Knowledge Building:

Maximizing Your
Service Provider Business
By Laurie Izgerean, Curriculum Developer, Durham College

utomotive service providers want to maximize their
business by ensuring their customers choose them over
A
a competitor down the street.

relationships. What would your service provider have to lose
if you weren’t available? Would he be just as well served
from another supplier or the
one-stop superstore down the
street? Here are a few things to
keep in mind if you want to be
the go-to jobber.
First and foremost, you need
to define who your customer
is, and be sure all sales and
marketing initiatives match up
to his identity. David B. Wolfe,
author of Ageless Marketing,
agrees. “Misunderstanding your
customers’ core beliefs and
underlying values will result
in stereotypical marketing
communications based on the
company’s [jobber’s] personal
beliefs and values—not the
ones [service providers] you are
trying to reach.”
To maximize your service
provider business is to ultimately
get the sale, right? Well, before
a sale occurs, there is a required
amount of preparation and
planning that has to go first.
Whether you’re out trying to
gather new business leads or
attempting to revitalize and
grow historical accounts, the
process is the same. Do your
research: acquire data from

And, similarly, jobbers want
to maximize their business by
ensuring owners of these automotive service facilities choose
their organization over another
supplier.
When you understand the
mindset of the new global consumer and combine it with
preparation, planning, a solid
sales process, and the smarts to
outwit the competition, you’ll be
well on your way to solidifying
the sales you need to become
and remain successful.
According to several expert
authors, as globalization and
rapid innovation become more
and more mainstream in our
society, sustained innovation
centred on customer value is the
only approach that will work.
Anyone can raise or lower a
price, and anyone can add or
subtract a brand to their product
line-up. Additionally, any salesperson can rhyme off a feature,
function, and benefit.
The value you provide
to your customer is the one
thing a competitor can’t copy,
because it’s intangible and can
only be measured through
unique, long-term customer

Continued on page 28
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Continued from page 27

You can do that in two ways: become distinctive through
your industry; from government statistics; from the Internet;
your customer service, and/or become distinctive by the
and from visiting the shops you want to do business with—face
knowledge and product expertise you can bring to your service
to face.
providers. Although not impossible, it is difficult to become
Getting the appointment is the first step in the sales process.
distinctive by product in the new instant, global economy,
If you’ve done the research about your customer’s business first,
where the hottest new invention can be duplicated and disdetermined there is a probable fit between what he does and
tributed by another company within 30 days or less. And price
what you sell, have put him at ease by asking relevant questions
distinction? Well, there is no such thing when you’re in the
about his business, and offered a solution based on what you’ve
commodities business.
learned, then there is no reason why he won’t meet with you. If
You want your service provider to feel that doing business
you fail to nail down an appointment, chances are you’ve missed
with you is valuable to him.
a step along the way, and you need to go back to figure out
If there is not enough perceived value in what you offer,
where the disconnect is.
then the inconvenience of changing from his current supplier or
At your initial meeting with a service provider, have some
increasing his order amounts with you won’t be worth it for him.
clear goals in mind. You may want to consider the following:
However, if you deliver high value as your customer defines it,
Engage the customer. Don’t do all the talking; make sure
then the inconvenience of changing over to you for the bulk of
the service provider gets a turn. You want a two-way, engaged
his supplies will be more than worth the trouble.
conversation, not a one-way sell and tell.
Establish an emotional connection. The bottom line is,
For more information on parts
you want him to like you. Notice and comment on something
sales training, visit CARS OnDemand
in the office, about the shop, about an award on the wall, and
training at: www.cars-council.ca or
mean it.
contact CARS at 1-888-224-3834.
Consult, don’t sell. Selling is the mere exchange of goods
for money. Consulting is about sharing advice, guidance, and
relevant information. Anyone can sell parts, but discussing how
your parts will benefit his business is another story.
Establish needs versus wants. Both are important, but you
need to understand the difference between the two and get him
to prioritize them.
If you have completed any of the Inside/Outside Sales CARS
Tie the service provider’s success to your success. Speak
OnDemand courses, CARS would appreciate you taking the time
in terms of team efforts and partnerships.
to complete a short three-minute survey. To access the survey please
You aren’t the only one who has automotive parts to sell, so
go to the CARS website, log in, and under “Account Details”
how do you differentiate yourself from your competition?
CARS
AD SERIES
choose 2010
“Participants Surveys” - “Student Survey for the Inside/
Michael Vickers, author of Becoming Preferred: How
to Outsell
Outside
Sales Training Curricula Evaluation.” Your feedback is
Your Competition, says, “In order to succeed in today’s
highly
HORIZONTAL
FORMAT
important
to us.
competitive marketplace, you must become the preferred
1/3 PAGE
provider of what you sell.”

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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Automotive Internet Directory

Visit these companies directly at their web addresses or check out the growing list of Hot Links at
www.autoserviceworld.com. To find out how your organization can be included in this directory
and on the web, contact aross@jobbernews.com

AUTOMOTIVE PARTS &
ACCESSORIES
Goodyear Engineered Products
www.goodyearep.com/aftermarket
www.goodyearbeltsandhose.com
The officially licensed belt of
NASCAR. Gatorback, the quiet
belt. You can never replace Goodyear quality.
NGK Spark Plugs Canada Limited
www.ngksparkplugs.ca
The World Leader in
Spark Plugs, Oxygen
Sensors and Ignition Wire Sets.
Used by 87% of the World’s OE Manufacturers
S.B International Inc.
www.sbintl.com
“We keep engines
humming”

HAND CLEANERS
GOJO Industries, Inc.
www.automotive.gojo.com
GOJO is a leading
manufacturer of skin care
products and services for
many marketing including
automotive and manufacturing. GOJO continues
to pursue a commitment of creating well-being
through hand hygiene and healthy skin.

REFRIGERANT
Duracool Refrigerants
www.duracool.com
Nationally Distributed
by: Deepfreeze
Refrigerants Inc. The
Leaders in Hydrocarbon Refrigerant Technology.
Guaranteed In writing not to harm any Mobile
A/C System. You can feel the Difference that
Quality Makes. “Our Formula Never Changes”.

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

Kerr Machine Shop Group Inc.

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

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

WAREHOUSE DISTRIBUTORS
& BUYING GROUPS
Bestbuy Distributors Limited

www.bestbuyautoparts.ca
Independent buying group and warehouse
distributor that allocates its profits to member
shareholders and provides unbeatable value
for independent jobbers.
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Marketplace

BUYERS & EXPORTERS
OF STOCK LIFTS,
OBSOLETE, EXCESS,
SURPLUS
AUTOMOTIVE PARTS

CONTACT: ROSE NOLAN

416-274-1969
WORLDWIDE FACILITY
Email: rose@wwfltd.ca
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Editorial
Comment

SURVIVING THE RECOVERY

O

NEXT MONTH

December we’ll reveal
the Jobber News 2010
Counterperson of
the Year, plus look at
the Reman Market
and the Changed
Bodyshop Market.
30

kay, folks, the recession is over. By all metrics, like it or not, that is the
truth.
And the more personal metrics—the amount of activity in the market
and the industry—bear this out.
There has quite literally not been a week since early spring that an
event, a business imperative—must-do’s like last-minute demands for
proposals and quotes (“We need it today, before lunch”) has not dominated all or
part of the work day, and then some.
It’s not that I’m complaining. Much of what I have been party to in the industry is a
direct consequence of a returning confidence in the economy and in the aftermarket.
But even if the trends can be judged to be positive and are welcomed, it has also
put stress on many organizations that are still recovering from the precipitous drop
in business only two short years ago—who are focused on climbing back to the surface,
but doing it with less rope than when they were shoved in.
With this as the backdrop, and drawing on input I have received over the past
few months, here is some advice on how to survive the recovery.
Use Your Technology to the Fullest: You may be driving your staff to the brink of madness
when you could lighten their load by using all of the capabilities in your business
system, or adding a function or two.
Review Your Staffing: Are you limiting your growth by being understaffed? Are you
waiting? These are important questions, but under current conditions it is wise to
go slow, but also to be honest about what you need on this front to secure growth.
Do you need experience, or do you need youth? More counterpeople, or more drivers?
Things are not as they were before.
Upgrade Your Personal Technology: It’s time to get plugged in. Smart phones—Blackberry, iPhone, Android—aren’t just for kids to update their Facebook status. They
are valuable business tools. Evaluate your options and make the leap. Lesson One
will be how to turn it on. Lesson Two will be how to turn it off. Everything in between
is learn-as-you-go.
Perform a detailed Customer Services Review: What are you doing for customers that
they love, and what could they live without? Everybody needs to streamline operations
and legacy programs—things that you are doing because you have always done
them—are the enemy of efficiency.
Recognize that Rapid Change has Occurred: Your competition’s customers, the ones
you were desperate to attract two years ago, may show up on your doorstep looking
for options. Ask yourself if you know enough about their current situation to
warrant jumping through hoops. The same goes for staffing. Is that great counterperson
still as good five years after you desperately wanted him? You owe it to yourself and
your existing staff to make the right call, so be sure to include them in making those
decisions.
The basic theme of all of this is that as your business rebounds, and your resources
return, don’t blindly allocate to the same areas you did before. Things are not as they
were. It is a great opportunity to transform your business today for a better tomorrow,
if you are prepared to make the effort.
One last note: Put Plans to Sell on Hold. If you were planning on selling your business,
consider delaying those plans. My crystal ball tells me most of you with viable businesses
will get more for them if you hold them for a couple of years more. At the very least,
consider adding the rebounding market to the valuation of the business if you must
sell.
But I hope you don’t, because this market is going to be a lot of fun over the
next little while. You should stick around.
Andrew Ross, Publisher and Editor
aross@jobbernews.com
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www.v a lv o li n e . c o m

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

100 YEARS UNDER THE HOOD.

TM

Conventional
Brake discs

Fremax Ready to Go
Brake discs

MADE IN BRAZIL
“DRY OIL” TECHNOLOGY
NO CONTAMINATION OF BRAKE
PADS REDUCES NOISE
ENVIRONMENTALLY FRIENDLY,
NO NEED TO USE HEAVY
CHEMICAL PRODUCTS FOR
WASH/CLEANUP
MUCH FASTER TO ASSEMBLE
EXCELLENT FRICTION RATE
FROM THE BEGINNING
SPECIAL FINISHING ON THE
BRAKING SURFACE ALLOWS
FAST AND EASY BEDDING OF
THE BRAKE PADS

THE FIRST BRAKE THAT´S

READY TO ASSEMBLE

Now, FREMAX offers brake discs and drums that
come with READY TO GO technology, which saves
cleaning tme and preparation work. Save your time
and effort. READY TO GO are much more efficient
than conventional brake discs.
For more information on READY TO GO, contact us:

Agna Brakes
9365 De Meaux
St Leonard, Qc, H1R 3H3
Tel.: (514)333-7781 Toll Free: (888)333-AGNA (2462)
Fax: (514)333-8759

www.agnabrakes.com

