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Managing Your Business Culture
Business culture, in its basic form, is the personality 
of an organization. A healthy business culture is 

not something you can 
simply put into process 
once you’ve learned a 
few tips and techniques. 
Your organization’s  
culture is a set of  
behaviours that are  
perpetuated by every 
one of your employees.
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10 Money & Management: 
The Art of Forgiveness
Having the ability to forgive yourself and others in a business 
context is a key to moving forward on a successful path.

12 Market Tracker: Transmission Market  
on Cusp of Change
Overall, the transmission business has changed from 
being relatively efficient from a labour point of view—
transmissions could be swapped in and out all day, and 
rebuilt with a good supply of on-hand parts—to one that 
is predominantly labour-intensive and requiring both 
specialized knowledge and equipment. 

COVER
While the aftermarket has not gone 

so far as to try and reinvent the 

wheel, it has done a pretty good 

job of reinventing the chassis parts 

business that keeps those wheels 

rolling in the right direction. Parts 

for new applications are constantly 

being introduced, and for jobbers 

and distributors, gone are the days 

when a handful of part numbers 

was enough to position you as a 

market leader.
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The diesel technician training program at 
Centre de Formation de Mecanique en Vehicule 
Lourd in St-Romuald, Que., has received 
national accreditation from the Canadian 
Automotive Repair and Service Council National 
Accreditation Board.

This accreditation marks a precedent for 
Quebec automotive repair and service training 
in several ways. The product-specific program 
that teaches students to service and repair heavy-
duty trucks like the popular Volvos, Macks, and 
similar trucks, is the first of its kind for Quebec. 
The idea for the program was initiated with an 
identified industry need 
for technicians qualified 
to work on specific mod-
els of trucks. Armed with 
a provincial grant, the 
college and its partners 
went about setting up an 
advanced eight-month 
program. Beyond help-
ing to shape the curricu-
lum, industry partners 
donated product for the 
students to work on.

The program is 
regarded so highly that graduates are guaran-
teed positions at Mack and Volvo Truck dealer-
ships and other employers with heavy-duty truck 
fleets.

The first group of 12 students to gradu-
ate from the newly accredited Mecanique de 
moteurs diesels et de contrôles électroniques 
program in May 2010 have already found posi-
tions. Another 14 students enrolled in the seven-
month program graduated December 20th. 

Entrance requirements for the program 
require candidates to have completed basic two-
year programs in diesel engines or truck repair 
and score 80% or more in an entrance exam.

John Montgomery, a member of the CARS 
Council National Accreditation Board (CNAB), 
was on hand to present the accreditation 
certificate to college director André Paradis. 
Montgomery, who as a member of the CNAB 
promotes standards of excellence, was highly 
complimentary of the new program and the 
college. “When the CNAB does an accredita-
tion inspection, we typically find five or six items 

that need to be looked 
at and improved. With 
this specific college, there 
was nothing really to find 
fault with. They really did 
extremely well, outstand-
ing really.”

CNAB program man-
ager Murray Russell 
believes the high level 
of student engagement 
at St. Romuald plays a 
prominent role in pro-
gram and student suc-

cess. Not only does the college commit itself 
to delivering training to meet the highest stan-
dards, it also challenges its students to excel. At 
the beginning of the program, college director 
André Paradis has those students who would 
benefit from extra performance parameters sign 
a contract, in which they commit to attaining 
certain behaviour and performance milestones. 
Being held accountable in this way helps stu-
dents stay focused and achieve their goals.

Quebec Training Program Gains 
National Accreditation

Follow us on Twitter.

Get AutoServiceWorld.com 

News and more by  

following JobberNews 

on Twitter.

Chevrolet Volt Canadian 
Launch Markets Revealed
Chevrolet has announced 

that Montreal, Quebec 
City, Toronto, Oshawa, 

Ottawa-Gatineau, 
Vancouver, and Victoria 
will be the initial launch 

markets for the Chevrolet 
Volt in Canada. 

Arriving at Canadian 
dealerships in the second 
half of 2011, the Volt is 
an electric vehicle with 

extended range that 
offers Canadians the  
ability to dramatically 
reduce their vehicle 

greenhouse gas  
emissions, says General 

Motors (GM). 
Canadian pricing will 

be announced closer to 
launch.

In September, 2008, the 
production version of the 

Volt debuted during  
GM’s Centennial  

celebration. The Volt 
is being produced at 
Detroit-Hamtramck 

Assembly, with the first 
U.S. retail customer  
deliveries this past 

December. 
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Bosch Acquires A/C Service 
Equipment Manufacturer RTI 

Technologies
The Bosch Group’s Automotive Aftermarket 
business has acquired RTI Technologies Co., Ltd. 

RTI Technologies Co., Ltd. specializes in the 
development and distribution of automotive 
maintenance equipment including air condition 
service machines. 

The company, based in York, Penn., had 
sales of US$12.0 million in 2009 and employs 
36 associates, all of whom will be retained by 
Bosch. 

Terms of the agreement will not be disclosed.
“The automotive air conditioning service is 

an important opportunity for Bosch to grow its 
diagnostic business globally,” said Robert Hanser, 
president, automotive aftermarket, Robert Bosch 
GmbH, in a statement. “The acquisition of 
RTI Technologies offers us an outstanding 
opportunity to meet the immediate needs of 
our customers with automotive maintenance 
equipment, especially air conditioning service 

for the next generation refrigerant R1234yf. We 
are looking forward to providing these innova-
tive products to our customers, especially in the 
European market, beginning next year.”

Established in 1990, RTI develops, assembles, 
and sells various types of automotive maintenance 
equipment, including the ACS machines, in the 
U.S. market. The business is uniquely positioned 
to provide access to the technology for new ACS 
machines to deliver the new refrigerant, which 
will be introduced into the market beginning in 
2011 in Europe.

Motorcar Parts of America 
Increases Strategic Investment in 

Toronto-Based Fenwick Automotive
Motorcar Parts of America, Inc. announced 
that it has increased the company’s strategic 
investment in Fenwick Automotive Products 
Limited to an aggregate amount of approxi-
mately US$5 million.

Continued on page 6
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In August 2010, Motorcar Parts of America made a US$1.9 million 
(CDN$2 million) strategic investment in Fenwick Automotive 
Products Limited, structured as a secured loan with an option to 
acquire substantial ownership of the company for an aggregate 
CDN$10 million. Under revised terms of the agreement, Motorcar 
Parts of America has the right to acquire all the outstanding shares 
of Fenwick for an aggregate purchase price of 360,000 common 
shares, plus an additional 40,000 shares of common stock if 
Fenwick’s adjusted net income for the fiscal year ending March 31, 
2011 is equal to or greater than CDN$4 million. 

“This additional investment and revised terms move both companies 
closer to the potential exercise of Motorcar Parts’ option to acquire 
Fenwick,” said Selwyn Joffe, chairman, president and chief executive 
officer of Motorcar Parts of America, Inc., in a statement.

“We remain excited about the Fenwick opportunity. Although 
there can be no assurances, we anticipate that the acquisition will 
be completed in early fiscal 2012,” Joffe added. 

PartSource Winners Enjoy Sunshine, Courtesy NGK

NGK Spark Plugs Canada Limited held a cruise promotion for 
PartSource in 2010 and took eight winning couples on a five-day 
Caribbean cruise.

Aboard the Norwegian Cruise Lines vessel Norwegian Dawn, 
the winners enjoyed stops in the Grand Cayman Islands as well as 
Cozumel, Mexico and Miami, Florida.

On the trip were Deborah and Peter Fisher, Rita and Henryk 
Karpowicz, Anh Truong and Thuy Nguyen, Sarah and Peter 
Kemper, Terri and Bill Cole, Rosemarie and Curtis Moggey, Lisa 
and Greg Bailey, and Jayne and Erik Hansen. 

The guests were accompanied by NGK personnel Chris and 
Claire Henson and Bob and Wendy Matthews.

FinishMaster Agrees to Acquisition by Uni-Select
FinishMaster, Inc. has announced its board of directors has 
approved an agreement for the company to be acquired by a 
subsidiary of Uni-Select, Inc. 

The purchase price is based on an enterprise value of 
approximately $217 million, less approximately $45 million 

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

Continued on page 8
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Continued from page 6

of net debt and certain transaction costs. 
This acquisition will be structured as a merger 
in which the shareholders of FinishMaster will 
receive $21 in cash, without interest, per share, 
representing a premium of approximately 32% 
to the 30-day trailing average share price of 
FinishMaster. (All figures in U.S. dollars.)

“We are delighted to be partnered with one 
of the leading North American automotive 
replacement parts distributors. By bringing 
together two companies with complementary 
product portfolios and common corporate val-
ues, this transaction enables us to become 
the premier ‘one-stop shop’ for bodyshops 
in North America. Combining the industry 
expertise of our two management teams will 
allow us to further penetrate the market and 
expand our customer base, creating opportuni-
ties for FinishMaster associates as well as our 
suppliers,” says J.A. Lacy, president and CEO of 
FinishMaster. 

“The acquisition of FinishMaster represents 
a unique opportunity for Uni-Select to expand 
its scale in the U.S., enter a complementary 
market as a leader and enhance its product 
offering,” says Richard Roy, president and CEO 
of Uni-Select. “This transaction fits in perfectly 
with our business plan by significantly expand-
ing our presence in the U.S. Although Uni-
Select already distributes paint products, this 
acquisition will immediately improve the quality 
and breadth of our offering.” 

FinishMaster will remain a distinct entity 
within Uni-Select serving the collision repair 
market. Its headquarters will remain in 
Indianapolis, Indiana. 

Armoured Hybrid Protects You, 
Environment

An armoured car for those with a penchant 
for reducing their carbon footprint has been 
introduced by a Texas company.

Texas Armoring Corporation (TAC) has 
released what it says is the world’s first bullet-
proof Mercedes-Benz S400 Hybrid sedan.

Company representatives reported that the 
luxury Mercedes-Benz hybrid vehicle is capa-
ble of defeating multiple high-power assault 
rifle rounds at close range from weapons like 
the AK-47 and M-16, while still maintaining 
incredible fuel efficiency and overall engine 

performance.
TAC executives dis-

closed that well-equipped 
S400 Hybrid models 
outfitted with the com-
pany’s flagship T6 light-
weight protection pack-
age will be priced at 
US$255,000 plus options 
and that units would be 
available for pre-order 
in the United States 
and Europe beginning 
January 3, 2011.

TAC president and 
CEO Trent Kimball states, 

“Armouring hybrid and electric vehicles is the 
future, and we’re excited to lead our industry 
in this new direction by helping our clients 
stay protected while still considering the envi-
ronment. Our armoured Mercedes-Benz S400 
Hybrid sedan is truly a category-creating prod-
uct, and we hope to bring quality, lightweight 
armoured hybrid vehicles to market through-
out the world in 2011. We created the luxury 
armoured hybrid category earlier this year with 
the release of our bulletproof Cadillac Escalade 
Hybrid SUV, and this new product solidifies our 
place as the market leader in terms of innova-
tion and quality even further.”

Kimball continues, “Our advanced light-
weight armouring materials and cooperation 
with industry giants like Honeywell have 
allowed us to produce bulletproof cars, trucks, 
and SUVs that are 30-40% lighter than the 
competition. Traditional armouring applications 
would add far too much weight to the base 
vehicle to make hybrid vehicles viable platforms 
for armouring—extra weight typically equates 
to decreased performance and extra stress on 
critical vehicle systems. However, through a 
focus on ultra-lightweight-armour applications, 
lightweight bulletproof hybrid vehicles have 
become a reality.”

Armored Autogroup Announces 
Global Debut

Armored AutoGroup Inc., formerly the Global 
AutoCare Business of The Clorox Company, 
has announced its debut under a new name. 

The Armored AutoGroup name reflects the 
company’s heritage of leadership in protectant, 
appearance, and performance products for the 
auto aftermarket with well-known brands includ-
ing Armor All and STP. Armored AutoGroup is 
controlled by Avista Capital Partners. 

David Lundstedt, Armored AutoGroup’s 
chairman and CEO, says, “As an independent 
company, Armored AutoGroup is well posi-
tioned to build upon the strength of the Armor 
All and STP brands by focusing on product 
innovation, strengthening our partnerships 
with retailers, and executing our international 
growth strategy. In addition, we are on track to 
introduce several exciting new products during 
the upcoming year.”

The current line of Armor All products 
includes protectants, wipes, tire and wheel 
care products, glass cleaners, leather care 
products, and washes designed to clean, shine, 
and protect interior and exterior automobile 
surfaces. 

Armored AutoGroup employs over 160 
people and is headquartered in Danbury, 
Conn., with additional corporate offices in 
Pleasanton, Calif., and manufacturing facili-
ties in Painesville, Ohio, and Wales, U.K. 
The company has a diversified geographic 
footprint with direct operations in the United 
States, Canada, Australia, and the U.K., and 
distributor relationships in approximately 50 
countries.
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Auto-Camping Ltd. 
Celebrates 50th 

Anniversary
One of the oldest import 

parts distributors in 
Canada is celebrating its 

50th anniversary.
Founded in Toronto in 

1960, Auto-Camping  
originally sold camping 

equipment and  
accessories for VWs. A few 

years later the firm  
diverted into replacement 
parts for Volkswagen. From 

its original location on 
Gerrard Street in Toronto, 
Auto-Camping has since 
moved to a 25,000 sq.ft. 
distribution centre in 

Scarborough, Ont. 
In order to serve its 

import clientele better, 
Auto-Camping branched 
out to 14 locations across 

Canada. The firm now 
covers all German and 
Swedish automobiles.
After 50 years, Auto-
Camping is still an 

independently owned 
and operated Canadian 

company.
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Catalytic Converter Thieves 
Caught When One Calls the Other 

for a Ride
A story out of the Massachusetts town of 
Wrentham had police apprehending two 
would-be thieves attempting to make off with a 
trunk full of stolen catalytic converters.

Two Rhode Island men were arrested during 
an early morning patrol after allegedly stealing 
car parts from an auto dealer.

Scott Nichols, 32, and Joshua Bernier, 21, 
were arrested about 1:45 a.m. after allegedly 
taking catalytic converters from vehicles at a 
car dealer.

An officer was on routine patrol when he 
noticed a man under a vehicle in the parking 
lot.

As the officer approached, the man, who 
was holding a saw-like tool, allegedly ran and 
disappeared from sight.

The officer then called for backup and several 
officers arrived and helped him search the area. 
Nichols, who was found sitting in a vehicle across 
the street from the auto dealer, initially denied 
involvement in the thefts, saying his car had ran 
out of gas and he was waiting for a gas station to 
open, police said.

Police allege officers then found two catalytic 
converters in the car’s trunk and Nichols admit-
ted he was involved in the theft.

While officers were questioning Nichols, 
Bernier, who was later identified as the man 
beneath the vehicle, allegedly called Nichols, 
saying he needed a ride.

Police allowed Nichols to pick Bernier up, 
and then arrested the two men.

Bernier and Nichols were charged with 
malicious destruction of property, larceny, and 
conspiracy to commit a crime, police said.

Police also determined that Bernier had 
11 outstanding arrest warrants dating to 2008. 
Police say the theft of catalytic converters is on 
the rise as thieves look to turn the car parts 
into quick cash.

Automotive Conference 
for Executives Hits 

Ottawa in April
The Automotive 

Industries Association of 
Canada has announced 

it will be hosting the 
Aftermarket Conference 
for Executives (ACE) at 
the Westin Hotel located 

in downtown Ottawa, 
Ont. April 19 and 20.

This location, in the heart 
of Canada’s capital, offers 

delegates panoramic 
views of Parliament Hill 
and the scenic Rideau 

Canal, historic sites within 
walking distance, and 

world-class shopping at 
the adjoining Rideau 

Centre shopping mall.
The conference will 

open with a Welcome 
Reception April 19th 

beginning at 6:00 p.m. 
On April 20th, the ACE 
Conference will begin 
with breakfast and the 
AIA Canada Annual 

General Meeting.
The 2011 ACE 

Conference provides 
professional development 

and an overview of  
business trends.

Featuring high-level key-
note speakers, this  

conference is designed 
for aftermarket  

executives and their next-
level managers. 

AIA has arranged for 
significant accommodation 

savings for 2011 ACE  
participants. 

Rates are guaranteed 
until March 28, 2011. 
To make your room 

reservation, call 1-800-
937-8461 and quote code 
“AEEF6Z” (or mention 
that you are attending 

the AIA Conference) to 
receive the special rate. 
More information about 

ACE (registration,  
speakers, program, etc.) 
will be available in the 

new year. 

Obituary
Paul Kovosi, 1955-2010

Word has reached Jobber News of the passing of aftermarket veteran Paul 
Kovosi on December 1, 2010.

Survived by his best friend and soulmate for 28 years, Marilyn (née 
Crossley) of Tecumseh, he was also father to Kimberley, Greg, and the 
late Sarah, brother of Shirley and Brian Pape (Toronto), Ken and Sandy 
(Windsor), and Phil and Iryna (Tecumseh). He was the son of the late 
Gregory and Lillian Kovosi. 

Paul was born on August 15, 1955 in Windsor. He attended Assumption High School. 
From high school he went on to work in the marketing field and helped change Canadian 
Tire, Raybestos, Tregaskiss, Deloitte & Touche, and Centerline.

He most recently worked at Wal-Mart on Dougall Road in Windsor as the automotive 
department manager. 

A service was held on December 4. If desired, donations to the Canadian Cancer Society 
would be appreciated by the family. 

Words of condolence can also be posted at www.legacy.com.

APPOINTMENTS

John Chalifoux has been selected as the 
first president of the newly formed Motor 
& Equipment Remanufacturers Association 
(MERA), an affiliate association of the Motor & 
Equipment Manufacturers Association (MEMA). 
Chalifoux assumed his new position Jan. 1, 2011, 
and initially will be based in the Troy, Mich. office 
of the Original Equipment Suppliers Association 
(OESA), MEMA’s original equipment affiliate, 
where he served as vice-president, marketing 
and business development, through the end of 
2010. In his new position as MERA president, 
Chalifoux will direct the association’s day-to-day 
activities, including membership recruitment, 
marketing, and promotion of the association’s 
value proposition. He also will work closely 
with MERA chairman Michael Cardone, chief 
executive officer of Cardone Industries Inc., 
and the MERA board of directors on the asso-
ciation’s strategic planning and expansion. Prior 
to joining OESA in 2006, Chalifoux worked for 
U.S. Auto Group Ltd. in Birmingham, Mich. 
His past experience also includes working as 
executive director, global business development 
for J.D. Power and Associates, and principal 
consultant, strategy and change management 
for PricewaterhouseCoopers LLC.

Former Canadian Tire alumnus Tony 
Kuczynski has been appointed senior director 
of product management for Carquest Canada. 
In this role Kuczynski will have full responsi-
bility for product management and merchan-
dising for the organization supported by his 
team. Kuczynski is a senior executive with vast 
knowledge in the automotive aftermarket, 
with experience at both the corporate level in 
automotive in product category management 
and merchandising within Canadian Tire as 
well as store development and operations in 
the field at PartSource for commercial and 
retail programs.
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I n dealing with the complex issues of CEOs 
and company owners, I have collaborated 

with an industry expert in the subject of business 
forgiveness. We both work with big egos and 
people who do not know how to say sorry and 
move on. Andrea Goeglein, Ph.D., is a counsel-
lor and personal mentor to CEOs of privately 
held companies and a media expert in positive 
psychology.

The big business issue these days is forgive-
ness. 

Dr. Goeglein shared an experience she had 
with a past client in the manufacturing sector. 
He had come to her attempting to find solu-
tions for his failing business and explore ways to 
rebuild his life and his career. He told her, “What 
good is forgiveness as a natural strength? I need 
you to help me find ways to make money, not 
suggest ways to help me enter the monastery.” 
She laughs every time 
she tells the story, but 
understands his confu-
sion. Look at the course 
catalogue of any univer-
sity offering a busi-
ness curriculum. I 
will bet you will not 
find many—or any, 
for that matter—
that offer courses 
in forgiveness. 
Forgiveness is not 
a subject generally 
taught in business 
school, or any school 
other than those with a 
theological basis. Andrea 
Goeglein contends it’s high time for that to 
change. In fact, she believes that forgiveness is 
the key to business success.

Forgiveness is really just an inside job for 
which we should all apply. Forgiveness is the 
ability to forgive a bank and its employees for 
a business or home foreclosure, a corporation 
for a layoff, or a government for not doing its 
job of securing our banking and stock-trading 
industries.

Why? Because until you forgive your perceived 
transgressors, you remain stuck in the past and 
unable to see the possibilities of the present and 
the future. It is difficult to look for a new job 
when you are applying with an attitude left over 
from your last unfavourable experience. Without 
forgiveness, it is difficult to apply for a loan, or 
vote, or believe there is anyone on your side. 
Belief comes not from the specifics of a situation, 

but from the perspective of the specifics that you 
carry from the situation.

In the case of Dr. Goeglein’s client, he lost 
his business. The banks were foreclosing on 
his company and the building that his business 
once called home. Partners had reneged on 
their offers to lend support. He had no business, 
no income, lots of kids, and no hope.

What he did have was a character strength 
that naturally supported his ability to transform 
his perspective of what he was experiencing, and 
free up his brain power to think about what he 
wanted to create next.

What he did was examine his perspective. 
He then edited his story until it was useful and 
gave him back his sense of power, so he could 
move on.

The epilogue to this story is one of the reasons 
Dr. Goeglein continues to do the work she does. 
She helped this client on the front end of this 

process, taking the initial 
criticism and not back-
ing down on her belief 
in forgiveness as a key 
business strength. 
She worked through 
a few of his stories 
with him. He then 
went off to rebuild 
his life, checking in 
from time to time to 
let her know what he 
was up to. Sometimes 
it was a good report. 

Sometimes it was a bad 
report. They never spoke 

of his strengths.
Five years later, Dr. Goeglein met with her 

former client to discuss a potential business 
opportunity. He stopped her mid-sentence. 
He said, “Remember when you told me for-
giveness was really a strength that would help 
me? Well, I see now how I was able to move 
faster and not let myself stay stuck. I don’t 
think I could have done that if I was still 
holding grudges about what I thought those 
people did to me.” 

For some, forgiveness is a natural strength. 
For most, forgiveness is a habit to be cultivated 
and a choice to make. When you choose to 
make forgiveness a habit, you will unlock the key 
to your life success.

Forgiveness – The Key to 
Business Success

Mark Borkowski is  
president of Toronto- 
based 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.

Dr. Andrea Goeglein is a 
Nevada-based consultant 
who works extensively with 
clients telephonically. She can 
be contacted at drsuccess@
servingsuccess.com or www.
servingsuccess.com. 
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A parallel has often been drawn 
between how consumers feel 
about automotive service and 

going to their dentist.
These parallels may have been support-

ed by aging surveys in days gone by, but 
despite the improvements that automotive 
service providers have made in the way 
they present their business and commu-
nicate with customers, it is a safe bet that 
most consumers still view transmission ser-
vice as the root canal of automotive service 
in terms of the fear it engenders.

“The sky darkens, lighting bolts 
come out,” says Randall Moore, presi-
dent and CEO of Mister Transmission, 
Canada’s largest chain of transmission 
repair shops. “But the reality is that some 
47% of customers of our stores leave the 
building for less than 500 bucks without 
having to take the transmission out,” 
he says.

While the reality of transmission ser-
vice can be very different, consumers 
still fear it possibly more than any other 
automotive service.

And, in a stroke of dubious fortune, 
this writer found himself in need of 
transmission service at precisely the 
same time as he was scheduled to do a 
market report on the segment.

“I understand. Nobody wants to be 
here,” says Dave Di Giulio, whose father, 
Paul, and Ken Barone are co-owners of 
the Mister Transmission franchise in Markham, Ont., where I 
found myself. “It is like going to the dentist.”

Di Giulio says that from a customer standpoint, the trans-
mission repair and rebuilding industry differs little from any 
other service-driven business. “At the end of the day, I don’t 
want to see that customer back. I want to see his sisters, 
brothers, and friends. If they leave with a good experience, 
that’s the best we can do.”

Di Giulio says that the retail business isn’t as strong as it 
used to be, due to the increasing complexity of cars, but this 
has also translated into an increased emphasis on their trade 
business.

It hasn’t been an easy road convincing automotive service 
providers that they can deliver better customer satisfaction and 
generate a consistent profit by contracting the work out, but it 
has begun to deliver results.

TRANSMISSION BUSINESS
ON THE CUSP OF CHANGE

Changing technology and an aging vehicle fleet are forcing market stratification.
By Andrew Ross

Ford’s new 6R140 Heavy-Duty TorqShift 6-Speed Automatic Transmission. The all-new torque 
converter helps improve fuel economy and directly links the segment-first Live Drive PTO to the 
crankshaft.
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“It’s been like steering a ship,” he 
says, “but we get to develop relation-
ships and a rapport. We’ve seen our 
wholesale business go to half of our 
total business.”

Over the long haul, Ken Barone has 
seen the transmission business change 
tremendously. 

“Before it was all rear-wheel-driven 
and covered by about 10-15 units that 
fit GM, Ford, and Chrysler. It would 
take 20 minutes to pull one out. I 
think 11 minutes was the fastest time,” 
he says with a nostalgic grin. In those 
days, winter was a transmission killer, 
with spinning tires doing their best to 
overheat transmissions. 

With the move to front-wheel drive 
came changes—you could no longer 
just drop the transmission, and they 
were less prone to getting stuck in the 
winter—and with them came a dramatic 
increase in SKU count.

“That’s true even more so today; you 
can’t stock every unit.” With more than 300 
transmissions making up the market, keep-
ing swap units in stock isn’t feasible, with 
the exception of commercial light truck 
clients, who operate a limited variety of 
equipment that is easy to stock for and who 
need their downtime minimized. 

Notwithstanding that need, Barone says 
that they’re leaning toward using up their 
stock and simply focusing on removing 
and rebuilding the unit in the vehicle as 
needed.

Aside from this, Barone says that the 
increased use of electronics has added 
immeasurably to the complexity of the 
diagnosis and repair. As a result, every car 
that comes in gets scanned for problems, 
and a test drive executed wherever possible. 
This has proven to be invaluable.

“A lot of times the customer has a 
completely different idea of the problem 
from what I would call it. And with all the 
computers . . . ” he adds. So knowing the 
problem first is key, and being equipped 
to find that out is part of that. (They are 
equipped for many of the higher-end 
imports that are rising in popularity; Di 
Giulio says the firm is in particularly high 
demand for its rebuilt BMW transmissions.)

“And now with the electronics, if it 
works, it works great. It’s more predictable,” 
says Barone. “But if there is an issue, you 
almost always have to pull it out.”

Overall, the transmission business has 
changed from being relatively efficient from 
a labour point of view—transmissions could 
be swapped in and out all day, and rebuilt 
with a good supply of on-hand parts—to 
one that is predominantly labour-intensive 
and requiring both specialized knowledge 
and equipment. (For example, just refilling 
the transmission fluid on my car requires a 
special tool costing upwards of  $125.)

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

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

For the real deal, use Beck/Arnley.

The Real Deal. Beck/Arnley.

Parts Made Right. Life Made Easy.TM

© 2010 Beck/Arnley Worldparts, Inc.To learn more and find a distributor, visit www.beckarnley.com.
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Ken Barone says the days have changed 
when transmission swaps were quick and 
uncomplicated. 

Ken Barone and Paul Di Giulio (left and centre) own 
the Markham, Ont. Mister Transmission store. Paul’s 
son Dave Di Guilio handles much of the front desk 
work and sales work.
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Moore agrees the industry has changed 
dramatically. From less than a dozen transmis-
sions in the market when Mister Transmission 
was founded in 1963, to 172 today, along with 
dozens of types of fluids and the need to 
scan first, fix next, it is not the same business 
as it was. 

“If it’s an automatic, there is the friction 
and gaskets, but that’s not where the trick 
is; the trick is in the technology. The check-
engine light might mean check the transmis-
sion. And you have the fluid issue. There are 
something like 30 fluid types today.”

The market too has changed, he says, with 
repair rates dropping over time.

“The market share used to be around 
7% of the vehicles on the road [that would] 
need transmissions. Today that number has 
stabilized at about 4.8%. That’s a big chunk 
of traffic you’re not going to get, but the 
repair is different and people are keeping 
their cars longer, so there is more opportu-
nity,” says Moore. Still, a market of around 
600,000 transmissions a year presents opportunity, especially 
considering that the number of shops that can handle the 
work has itself declined over the years. 

He further subdivides this market into the increasing need 
to offer value propositions for all parts of the market. The good, 
better, best options are going to become more defined by 2013, 
he says. Moore estimates that about 25% of the market will be 
fully rebuilt transmissions on exchange, while an estimated 

20% share of jobs will be going the used-transmission route.
“It is still a viable business, providing you can deliver the 

good, better, best model. Canadians especially are not giving up 
their cars; they will keep them till they drop.”

And this propensity may well prove a prime driver of 
transmission service in the future.

Continued from page 13
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Continued on page 20

W 
hile the aftermarket has not gone so far as to try and rein-

vent the wheel, it has done a pretty good job of reinventing 

the chassis parts business that keeps those wheels rolling 

in the right direction.

The parts that comprise the modern suspension have 

changed; the parts you have to stock to service them 

when they break has changed; and certainly the nature of 

competition in the marketplace has changed. One of the most critical 

changes has been to both the type and variety of vehicles served by 

the aftermarket.

Parts for new applications are constantly being introduced, for both 

jobbers and distributors. Being first to the market with new applications 

has become an obsession for many jobbers. Gone are the days when 

a handful of part numbers, with an annual addition here or there, was 

enough to position you as a market leader. Now, monthly and quar-

terly additions join existing part numbers; the challenge is to know 

where the trends are for your market. 

“It is very difficult to determine specific applications, because 

you have a part that has multiple applications assigned to it,” says 

Ron Strain, Affinia Canada’s program manager for chassis products. 

“Having said that, you hear a great deal about import applications. 

That is still increasing. Likewise light trucks; they are still quite popular. 

A decade or more ago, the sales trend started toward light trucks; 

those vehicles are now ripe for traditional repairs. Things wear out and 

they [reach] an age where they become very popular. And again, keep 

in mind that a lot of parts are walk-forward parts that cover from, say, 

2005 to 2008, etc.”
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“We are seeing a rising number of for-
eign nameplate vehicles in the market-
place,” says Kim Plante, product manag-
er for chassis products, Federal-Mogul 
Corporation. “More so in Canada, 
where there is a higher concentration 
of foreign nameplates as opposed to 
domestic. Among the more popular 
nameplates are the Mazda 3 and the 
Toyota Yaris. 

“We expect that Toyota applications will 
start to rise at a higher rate, along with the 
Nissan and Hyundai brands. This is a simple 
function of the popularity of the vehicles on 
the road.”

“We are seeing lots of SLA conventional steering 
systems with pivot arms and most of them have an electric 
steering column so there is no potential for steering failures,” 
says Steve Cartwright, curriculum manager of technical content 
for chassis, Federal-Mogul Corporation. “GM is pretty much a 
leader in this—most of their intermediate cars have electric 
power assist steering.”

Affinia’s Strain has also seen a change in the design of com-
ponents such as sway bar links. “The technology used to be a 
bushing, a washer, and a sleeve—that made up the sway bar 
link. They’re still popular, but the technology has swung over to 
the stud type. Now you have moving parts taking care of what it 
did previously from a link end-point.

“So we are seeing the popularity of the newer sway bar links 
coming about. And there has been a lot of discussion about 
control arms, with new bushings and ball joints included. 

“So we’re seeing an increase in the total number of SKUs 
going out there. In the old days, those components would be 
replaced separately.” 

Stephan Guay, president and owner of Transit Warehouse 
Limited, agrees. “Applications with the control arm are cer-
tainly starting to be more popular. And,” he adds, “the use of 
aluminum used to be on just Mercedes-Benz or BMW. Now it’s 
used on more applications, with new applications being devel-
oped all the time.”

Strain says that he hasn’t seen a drop-off in ball joint sales, 
even as assemblies are coming into play. And we are likely to see 
more assemblies in the future.

Strain says too that it is important for counterpeople to 
understand the different levels of product in the marketplace. 

“There still product differences. We have our Raybestos 
Professional Grade line, and our Service Grade line. The 
professional grade line products have additional features and 
benefits. Of course you are seeing a lot of this trending on the 
OE side—low-friction bearings, that sort of thing. 

“We are always looking at ways to manufacture products that 
are going to last longer and exceed expectations. There are 
ways to do that. 

“There are products with a more traditional manufacturing 
process, not necessarily low friction; the top-quality product 
may have a better anti-rust coating, better materials for the 
boots, or the boot may be a better design. 

“And obviously, in your premium product there is much 
better coverage. Even though coverage in the Service Grade 
line is still improving, it’s still a fraction of what the premium 
line offers.”

“At the very beginning, [when] we go about designing a 
product, we buy the OE and analyze it,” says Tom Burnes, 
manager of product testing at Federal-Mogul Corporation. 

COVER STORY

“We don’t do reverse engineering. We disassemble it, analyze its 
metallurgy, and figure out the loads on it. From that, we come 
up with material and heat treatment processes that may not be 
the same as OE.

“If you are copying the OE and there is a flaw, then you are 
copying that flaw. Then we’re always doing testing to confirm 
our calculations.”

As with other major suppliers, Federal-Mogul offers more 
than one line to the marketplace: the One Source, the TRW, 
more focused on the retail market; and the Moog brand, which 
continues to command a strong market position, says the com-
pany.

For its part, Moog product is designed to exceed OE per-
formance, in terms of physical features, as well as providing 
vehicle-specific design elements that may be missing with prod-
ucts positioned lower down on the value chain. 

Knowing how to talk about these differences is critical for 
a counterperson’s sales performance, the jobber store’s profit-
ability, and the reputation of both.

“We have a lot of cases where stores employ younger people, 
and they just rattle off the three prices,” says Cartwright.

“As a counterperson, one of my jobs is to know the differ-
ence in what’s out there in the field.” A counterperson should 
know, says Cartwright, how to explain the benefits of spending a 
few more dollars for a ball joint that will last over the long haul, 
in terms of tire wear, and wear on other components. 

And then there is the time factor. For the trade sale, there 
is always the labour component to be considered. Even for the 
DIYer, it makes sense to go with quality.

“If they are doing it themselves, they are going to spend 
another disastrous day in the driveway if that part fails. When I 
am talking to counterpeople, I try to get them to explain those 
things, but I know it’s not always that easy. There are counter-
people who will tell me that it doesn’t matter what they say; 
some customers only want the cheapest part.”
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But normally, he says, when they talk about the benefits for 
a while, they get good at it. 

“But there is a lot of turnover and we have a lot of people 
on the counters who have not grown up in this business like we 
did. When I first started, it was common for the older guys to 
bring up the younger ones. Now there is more of a disconnect.”

Who knew that the chassis parts business was a generational 
issue?

This also points to training issues, which store management 
might need to address, but generally, the overwhelming major-
ity of professional installers still want to use quality parts; no one 
likes to see customers return with parts that failed prematurely. 

While recognizing that the profile of entry-level products 
has risen, Mark Boyle, director of steering products for the 
aftermarket, Federal-Mogul, says that it has not generally trans-
lated into big numbers in terms of market share.

“The entry-level category is making a lot of noise, but it is 
still a much smaller part of the market than the premium-level 
products.”

He says that the DIY market has been more price-driven due 
to the weakened economy, but that counterpeople who know 
how products differ can be effective in battling this trend.

“The problem is that most chassis parts wear gradually,” says 
Cartwright. “And the tires develop a wear pattern—they are 
‘wounded.’ It is going to keep wearing in the same pattern even 
after you fix the problem.

“The customer isn’t going to see it until it is too late. You as 
the counterperson owe it to them to tell them what is in their 
best interest, that quibbling over 10 dollars doesn’t make sense 
when you are putting tires at risk that are over $100 apiece. 

“A lot of counterpeople miss the opportunity to use that to 
their advantage. It’s not just an opportunity to sell a high-end 

part. It is an opportunity to show them that you care about what 
is best for them.”

Guay says that as a relatively new player in the market, 
Transit has had to come to terms with the fact that established 
brands have quite a bit of trust in the marketplace, and he has 
worked to build Transit’s reputation as more than a price-player 
with its Top Quality brand.

He understands how many can be tempted just to buy on 
price, but warns that this can be a risky strategy.

“You have to be careful. People will [import] some very 
cheap product. I strive for the best quality-price ratio; when 
it’s a price-only market, everybody loses. You have to watch out 
for the guy selling only 10 part numbers; it is so easy to buy a 
container. But be careful before saying yes to a deal,” he warns 
jobbers. “Try to get product from reliable suppliers. There is a 
difference.”

Strain says that these basics can be applied across the indus-
try, regardless of brand, encompassing important areas of value 
that go beyond the products themselves. 

“Training and technical support is all wrapped up in there, 
too. We have an excellent group of marketing people and 
category managers. The one thing that can really make you 
feel comfortable about the product lines you are representing 
is when you can pick up the phone and talk to someone who 
knows and understands a product category intimately. All of 
those things are going on behind the scenes. If someone has a 
specific question about a part or an application, I know there 
are people I can talk to.

“The premium or professional grade lines have to have 
their advantages. And it is what the marketplace wants. There 
are opportunities for that, and there is a marketplace for both 
levels of product.”
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NEW PRODUCTS

Redesigned Brake Pad Packaging

Beck/Arnley has completely redesigned the 
packaging for its premium foreign-nameplate 
brake pad program. The program includes 
082 premium organic disc brake pads, 086 
premium ceramic disc brake pads, and 087 
premium semi-metallic disc brake pads. The 
new packaging incorporates English, Spanish, 
and French product descriptions and has a 
sleek, eye-catching look. The packaging show-
cases updated graphics and product informa-
tion to better meet the needs of professional 
technicians. To fit the various maintenance 
needs of import vehicles, Beck/Arnley offers 
three types of pads built to the specifications 
of OE with the quality that professional tech-
nicians expect: 082 Premium Organic Disc 
Brake Pads, which offer chamfered and slot-
ted design, backing plates that follow FMI 
classifications, integrally positive moulded pad 
assembly with stainless steel shims secured to 
the backing plate, and sensors where applicable; 
086 Premium Ceramic Disc Brake Pads, which 
are chamfered and slotted, tested to exceed 
pad wear expectations, and provide low dust 
performance; and 087 Premium Semi-Metallic 
Disc Brake Pads, which feature a non-asbestos 
friction formula, and are designed to with-
stand high heat applications.
Beck/Arnley
www.beckarnley.com

Scissor Lift Offers Maximum Efficiency
The Hunter RX10 lift features 
a 10,000-lb. lifting capacity and 
a choice of runway lengths to 
accommodate everything from 
passenger cars to the longest 
crew cab pickup trucks. The 
scissor design requires mini-
mum bay space and can save 
further space with a shallow-pit 
installation that sets the run-
ways flush to the floor when 
fully lowered, eliminating 
the need for long approach 
ramps.  Sur face -mounted 
models provide a best-in-class 
lowered height of only 8.75 
inches, providing clearance for 
vehicles with low ride height 
or low-hanging spoilers. The 

RX10 improves productivity with timesaving 
features like the optional PowerSlide system, 
which automatically controls turn-plate and 
slip-plate operation, and the optional Infla-
tion Station feature, which speeds service and 
ensures more accurate alignments by auto-
matically setting a predetermined tire pres-
sure for each wheel simultaneously. The extra-
wide 24” runways with louvred ramps make 
positioning the vehicle on the lift rack easier, 
and open access at the front and rear creates 
an unrestricted workspace underneath the 
vehicle. Optional 6,000-lb. capacity swing air 
jacks add the capability of lifting vehicles off 
the runways during alignment procedures and 
other service operations. 
Hunter Engineering Company
www.hunter.com

Mini Leak Detection Flashlight

Tracer Products has unveiled the super-compact 
TP-8640CS Optimax Jr., a cordless blue-light 
LED leak detection flashlight that reveals leaks 
in cramped areas inaccessible to larger lamps. 
It is 19 cm long, and weighs 140 g. This power-
ful, low-cost flashlight makes all manufacturers’ 
fluorescent dyes glow brightly so technicians can 
pinpoint each and every air conditioning and 
fluid leak. It provides over four hours of peak 
performance and has an inspection range of up 
to 1.8 m. The Optimax Jr. is powered by three 
AA batteries, which are included, and uses an 
LED bulb with a 100,000-hour life. The flash-
light comes with fluorescence-enhancing glasses 
in a handy clamshell package. The Optimax 
Jr. is also available as part of the EZ-Ject Leak 
Detection Kit and Mini-EZ Leak Detection Kit. 
These kits also include an A/C dye injector with 
hose and coupler, a dye cartridge or cartridges, 
a bottle of Dye-Lite All-In-One dye for all oil-
based fluids, a bottle of Dye-Lite Rite-Blend 
coolant dye, and fluorescence-enhancing glasses. 
Tracer Products
www.tracerline.com
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requires basic hand tools and takes less than an 
hour.
Firestone Industrial Products Company
www.ride-rite.com

Technician Series Tool Boxes
Lista’s new Technician Series toolboxes, tech-
nician carts, and cart garages offer the largest-
capacity and most durable boxes on the mar-
ket, at an affordable price. Made in the U.S.A., 
the toolboxes feature a rugged design backed 
by a limited lifetime warranty. All drawers are 
full extension, with a 440-pound capacity. Draw-
ers come standard with a mesh drawer liner, or 
can be equipped with a variety of other divider 
options. Worktops transform the tool-
box cabinet top into a productive work 
area, and come with work surfaces of 
stainless steel, butcher block, galva-
nized steel, plastic laminate, or retain-
er top with rubber mat. Technician 
Series carts and cart garages offer ver-
satile mobility with secure storage. The 
optimal tool storage and transport for 
service technicians, Lista carts and cart 
garages allow secure storage for tech-
nician tools without having to empty 
the cart at night. The garage keeps 
a clean professional look to securely 
hide the cart when not in use.
Lista International Corporation
www.ListaBox.com

Air-Powered Oil Filter Crushers
Herkules’ Oil Filter Crusher, model OFC4, 
crushes multiple filters or one large (20”) filter, 
extracting up to 98% of the oil and reducing 
the filter size by 80% for clean, cost-efficient 
disposal. Environmental service pick-up costs 
can be drastically reduced by filling a 55-gal-
lon (210-litre) drum with crushed filters. The 
OFC4 is powered by Herkules Air Bag technolo-
gy, a maintenance-free, extremely durable pow-
er source (with a five-year warranty) that elimi-
nates electrical and hydraulic hazards, providing 
a safe work environment. The dual door/latch 
interlock system is provided for operator safety 
during the 35- to 55-second crushing cycle. 
Extracted oil from the crushed oil filters flows 
from the chamber down to the drain outlet for 
easy collection. Oil from filters placed on the 
convenient shelf-area flow down through the 
oil-drain grid to the drain outlet as well. The 
drained oil can be sold to oil recycling com-
panies for additional revenue, depending on the 
volume the shop collects. The OFC4 produces 
18 tons (36,000 lbs) of crushing force with a 
required 120 psi. It is equipped with a filter 
regulator/air gauge so the operator can easily 
set the proper air pressure and ensure clean, 
dry air for long-lasting, dependable operation. 
Herkules Equipment Corporation
www.herkules.us

Versatile, Heavy-Duty Snow Ploughs

ACI-Agri-Cover’s SnowSport HD’s heavy-duty 
construction allows for ploughing in demand-
ing conditions. It easily attaches to the front of 
a vehicle with a model-specific mount that is 
included with the blade. The complete pack-
age comes standard with a one-year warranty on 
all the plough parts, and a three-year warranty 
on the rubber cutting edge. Most front mounts 
install in about 30 minutes using pre-existing 
holes: push frame slides into front mount and 
secure with a pin. The adjustable, three-point 
positioning blade is straight or dual-angled. A 
pivoting plate makes switching positions fast 
and easy.  Flexible box ends keep snow from 
spilling out the sides, while the blade actually 
lifts snow for higher piles. Quick Pins hold the 
blade in place while ploughing and secure blade 
for transport at highway speeds. The practical 
design does not block headlights in plough or 
transport position. 
ACI-Agri-Cover Inc.
www.agricover.com

Ploughing Suspension Kits
Firestone Industrial Prod-
ucts has several new Work-
Rite suspension kits to 
provide added support to 
trucks carrying extra weight 
on the front with equip-
ment like snow ploughs 
and winches. Designed to 
help level the front end 

of vehicles, Firestone’s latest Work-Rite applica-
tions are available for 1994-2011 Dodge Ram 
2500/3500 4WD trucks (part #8621); 1999-2010 
Chevrolet and GMC 2500 HD/3500 HD trucks 
(part #8629); and 2011 Chevrolet/GMC 2500 
HD/3500 HD models (part #8635). The Work-
Rite suspension kit, an entry-level load manage-
ment system, features micro-cellular urethane 
load assist springs that are mounted to the 
vehicle’s frame to supplement its factory suspen-
sion. The Work-Rite springs are offered in three 
densities that provide three separate spring rates 
identified by colour: white for 1/2-ton trucks, 
grey for 3/4-ton trucks, and black for one-ton 
trucks. In addition, Firestone offers the springs 
in two heights, 3.7 inches and 5.2 inches, to opti-
mize performance for each application. Most 
Work-Rite kits offer a no-drill design, and can 
be adjusted by the end user for their specific 
loading scenario using spacers provided in the 
kit. The kit includes load assist springs, brackets, 
comprehensive instructions, and all necessary 
mounting hardware, for an easy installation that Continued on page 24

NEW PRODUCTS
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Continued from page 23

A/C Oil and Dye Kit for Hybrid 
Vehicles

UView Ultraviolet Systems Inc. has announced 
a new OEM-approved Hybrid AC Oil and Dye 
kit (PN 321400H). This ester oil kit addresses 
two fundamental problems of hybrid AC oils: 
waste of product and high costs per application. 
The hybrid AC kit solves these problems in three 
ways. First, the oil cartridges are protected by 
a moisture-resistant pouch that ensures longer 
shelf life and improved oil performance. Sec-
ondly, the kit offers single-use one-ounce car-
tridges, meaning there is no wasted product or 

NEW PRODUCTS
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Marine Instrumentation Catalogue
The new 2011 VDO Marine Instruments 
Catalogue is now available from Continen-
tal Commercial Vehicles & Aftermarket. The 
new 60-page full-colour catalogue presents 
the company’s latest offering of instruments, 
senders, sensors, and accessories for marine 
applications on every type of watercraft from 
workboats to pleasure craft to luxury yachts. 
New additions to the catalogue include the 
Viewline series, which features NMEA speed-
ometers that can support up to six different 
displays in the LCD including water depth 
and temperature, and all-new ALAS I and II 

Fuel Senders with low fuel warning con-
tacts. Other VDO products showcased 
in the catalogue include the Vision 
Chrome and Black, Cockpit Internation-
al and CAN-based Oceanlink instrument 
lines, and a full range of hour meters, 
pressure senders and switches, tempera-
ture senders and switches, speedometer 
and tachometer senders, tube-type fuel 
level senders, water level senders, acces-
sories, and service.
Continental Commercial Vehicles &  
Aftermarket/VDO
www.vdo.com/usa
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risk of overfilling. Thirdly, the Eco-Twist injec-
tion system makes the injection process safe, sim-
ple, and cost-effective without the risk of cross-
contamination with other oils or dyes. The kit 
includes one ounce of OEM-approved hybrid 
oil, one-quarter ounce of OEM-approved dye, 
one Eco-Twist injection tool, and one applicator 
hose. Replacement oil and dye cartridges are 
also available.
UView Ultraviolet Systems Inc.
www.uview.com

Classic 94-Series Carburetor
Edelbrock has introduced its 94-Series, an all-new 
two-barrel carburetor (PN 1151) based on the 
original Chandler-Groves design. It is intended 
to provide a bolt-on performance solution for 
nostalgic and period-correct hot rods and resto-
rations. The Edelbrock 94 features die-cast bowl 
and air horn with a cast aluminum three-bolt 
flange base. Its throttle shaft has been extended 
to make it easier to set up dual- and triple-carbu-
retor combinations, especially when used with 
Edelbrock’s exclusive progressive linkage. Exten-
sive testing both on the road and in the compa-
ny’s state-of-the-art engine dynamometer facility 
has allowed Edelbrock to offer a power valve and 
jetting combination that delivers a wide calibra-
tion band for smooth and strong performance 
in various applications. It is finished off with a 
zinc-dichromate coating for durability and classic 
looks. A host of accessory items will be available 
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to complement these carburetors, including 
round chrome air cleaners (#1202); progressive 
throttle linkage kits, dual (#1032) and triple 
(#1034); straight throttle linkage kits, dual 
(#1032) and triple (#1034); and mini fuel 
blocks (#1286). 
Edelbrock, LLC
www.edelbrock.com

Overrunning Alternator Pulley 
Catalogue
Schaeffler Group USA Inc. has announced the 
release of its 2010 INA Overrunning Alternator 
Pulley (OAP) Catalogue. More than 50 SKUs 
are included, covering more than 200 European, 
Asian, and U.S. domestic applications. Also 
included are industry cross-references, a diag-
nostic guide, and functionality test instructions. 
According to the company, OAPs have been 
one of its fastest-growing product lines in recent 
years. The unique design effectively dampens 
belt vibrations by decoupling the alternator 
from crankshaft rotational irregularities to 
reduce noise, increase belt life, and improve 
alternator efficiency. Print, CD, and electronic 
versions are available.
Schaeffler Group USA Inc.
www.schaeffler-aftermarket.com
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Even the length of an expected shift or work week contributes 
to your overall culture. How long is everyone expected to work? 
Is it a 12-hour shift? Are people covering two jobs under one 
title due to cutbacks? Are they rewarded or recognized for doing 
so? Is management expected to be on call via Blackberry 24/7? 

Are some employees expected to skip holidays for special 
projects? Do employees watch the clock and skip 

out the second the clock strikes “quitting 
time” regardless of a situation?

When a sports team fails to make 
the playoffs, we’ll often hear that the 

entire coaching staff gets cleaned 
out and replaced for next season. 
Whether positive or negative, the 
collective mindset of a group of 
individuals will only be as strong 
as their leadership allows them 
to be. There are really only two 
types of business cultures: a great 
place to work and do business 

with, or one that isn’t.
A top-notch manager will inspire 

great employees towards a productive, 
positive work day. Often, there are 

times you’ll see great leaders who have a 
“willingness to get in the trenches” along-

side their team members. When you roll up 
your sleeves and stand alongside your workforce 

periodically, it is more valuable than you could imagine. 
Not only do you gain respect, you also give it to the people 
who depend on you for leadership. A happy workforce breeds 
a positive environment that customers want to be in.

Effective managers will also be effective with their own use 
of time. They will lead productive meetings with a clear purpose 
and participants will gain something by attending—knowledge, 
education, or information. 

A great manager who promotes a healthy business culture 
for his employees will accept responsibility for errors. If you 
make a mistake, apologize and own up to it. You’ll appear 
human and you’ll gain respect. Any other approach will result 

B usiness culture, in its basic form, is the personality of an 
organization. As with humans, an organization’s personality 

evolves over time due to a number of internal and external 
influences. 

A healthy business culture is not something you can simply 
put into process once you’ve learned a few tips and 
techniques. Your organization’s culture is a set 
of behaviours that are perpetuated by every 
one of your employees, and it has three 
separate components:
•  How management motivates and 

empowers their employees;
• How employees treat each other; 
•  How everyone in the organization 

treats the customer.
There are a variety of powerful 

influences that contribute to our 
collective behaviours at work—
some are subtle, and some are 
downright obvious. Instead of 
rhyming off a list, I’d like to ask you 
a few questions so you are able to do 
a quick assessment of your own culture 
at work.

Are there professional growth 
opportunities such as ongoing training, 
and is the availability of internal advancement 
readily available and/or offered on a regular basis?

How is your rate of employee turnover? Does your 
place of business have a difficult time retaining great 
employees? Do you have a higher percentage of long-term, 
loyal employees than new hires, or are you forever placing 
another ad in the help-wanted section? This one factor can 
speak volumes about an organization’s culture. 

How do your team leaders, supervisors, and managers 
treat their colleagues and team members? Your organization’s 
leadership style is another contributing factor to your over-
all business culture. Are your managers micro-managers or 
absentee managers? Are they available to their team for support? 
Do they promote accountability and responsibility, or does 
the team have to run to management every time they need to 
make a decision?

Knowledge Building:

For the Counterperson  January 2011

Managing Your 
Business Culture

Laurie Izgerean, Curriculum Developer, Durham College

Continued on page 28
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MADE IN BRAZIL

“DRY OIL” TECHNOLOGY

NO CONTAMINATION OF BRAKE
PADS REDUCES NOISE

ENVIRONMENTALLY FRIENDLY,
NO NEED TO USE HEAVY
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MUCH FASTER TO ASSEMBLE

EXCELLENT FRICTION RATE
FROM THE BEGINNING

SPECIAL FINISHING ON THE
BRAKING SURFACE ALLOWS
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Brake discs

Ready to Go Conventional 
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Fax: (514)333-8759 www.agnabrakes.com
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in a workforce that a) will emulate 
what you do—lack accountability and 
responsibility; b) will not respect their 
leadership; c) will quit as that type of 
behaviour goes against their own code 
of ethics.

In today’s global economy there 
is a brand-new influence to an orga-
nization’s culture and it’s how that 
organization conducts itself in the 
virtual world. Just like in person, a 
visitor/customer to your company’s 
website is going to form a first 
impression of your business in a few 
short seconds. Although they won’t 
be sizing up the smile, the hand-
shake, or the appearance of a customer 
service representative, they will be 
sizing up certain things about your 
company’s home page.

Here are a few factors that contribute 
to a customer’s first impression of your website and subsequent 
online business culture.

Load time: A slow-loading page will turn visitors off and they 
are likely to abort the activity before the page even appears. A 
quickly loaded page will capture a customer’s attention, and it 
will encourage them to navigate through your site, knowing they 
won’t have to wait long for the information they are seeking. In 
person, a customer won’t wait around too long if no one serves 
them either.

Advertisements: One of the best ways to make a bad first 
impression is to have your website littered with too many ads, 
the wrong type of ads, or poor placement of them. If you operate 
a retail store, you are careful about where you place flyers and 

posters, so be sure to follow the same 
rule of thumb online.

Ease of navigation: We have all 
been to websites that looked great, 
but discovered it wasn’t easy to find 
the information you wanted. Easy-to-
navigate pages will insure your visitors 
have a very positive experience on the 
site and a great first impression of how 
you run your business. Just as when 
visiting a store in person, if a customer 
can’t find what he wants in a disorganized 
site, he won’t come back either.

If you’re unsure of your own business 
culture, take some time to identify what 
it’s like to work there and what it’s like 
to do business there. Even if it’s not the 
most ideal environment today, the good 
news is you will know how to promote 
the change you want to see and in which 
areas. 

Remember, the term business culture describes an inter-
dependent entity with many facets, including management, 
employee, customer, and Internet relationships. Every inter-
action counts, so make each one a positive one, one person 
and one experience at a time.

For more information on parts sales 
training, visit CARS OnDemand 
training at:www.carsondemand.com or 
contact CARS at 1-888-224-3834.
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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”

  AUTOMOTIVE RECYCLERS

Standard Auto Wreckers 
View Our Online Inventory @ 
www.standardautowreckers.
com or call 416-286-8686. 

Experienced Shipping Department  to Ensure 
Parts Arrive Safely.

  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”.

  TOOLS & EQUIPMENT

AIR LIQUIDE CANADA INC.

www.airliquide.ca
Your one-stop shop for 
all your industrial gases 
and welding supplies.

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS

Bestbuy Distributors Limited

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

The E.R.I. Group
www.theerigroup.com
Canada’s Premier Machine 
Shop Buying Group

Kerr Machine Shop Group Inc.

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

Since 1879, Wolf’s Head Oil Company has 
been producing lubricating products that 

have continually met or exceeded accepted 
industry standards.

Wolf’s Head lubricants are made from 
quality base stocks and additives that are 

blended under the controlled formulations of 
Wolf’s Head chemists and engineers, and 

are offered at competitive prices.

Big Red Oil Products is looking for 
Canadian jobbers and distributors to 

market Wolf’s Head products. 

For information please contact: 
1735 Bayly Street, Suite11, 

Pickering, ON L1W 3G7   
Toll free: 888 217-0001  Fax: 905 420-0111  

www.Bigredoil.ca
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Editorial
Comment

NEXT MONTH

L ate last year the Automotive Industries Association of Canada released 
one of its regular cornerstone reports: the 2010 Outlook Study: A Window of 
Opportunity.

Over the years, the report has become an important tool for large and 
small aftermarket players alike. The current edition looks at statistics and 
market shifts that occurred in 2009, but the clear profile of an industry in 

transition can easily be applied to the industry changes that continued into last year 
and this.

Leaving aside the rolling statistics on the distribution segment—except to say that 
the report indicates a rise in wholesalers and a general stability in market shares—
one of the more interesting points put forth was the slight decline, 2.4%, in the num-
ber of car dealers.

For many this may seem counterintuitive. Haven’t we all been reading about the 
decline in the car dealer, with closures the hot topic for much of the last year? Yet 
some provinces haven’t seen any change at all, and even the aggregate, 2.4%, a total 
net drop of 85 across the country, would hardly appear to constitute an apocalypse 
for the original equipment sector. What gives?

What gives is competition seeing an opportunity. So, as GM and Chrysler trimmed 
their outlet counts, others have moved into the perceived void.

The Korean manufacturers Hyundai and Kia took advantage of their market posi-
tion during the downturn, increasing their respective dealer counts by 10%. Hyundai 
opened 17 new dealerships in 2009 and Kia opened another 14.

Mitsubishi also raised its dealer counts by 10% over the year, moving from 70 dealers 
in 2008 to 77 in 2009.

So what does this mean, potentially, for the aftermarket?
A number of things, actually. Depending on the ownership makeup of these new 

franchises, it may represent an opportunity for you to build new relationships for 
aftermarket parts supply. It may also mean that your service provider customers will 
be seeing some brands of vehicle that they haven’t seen much of before. 

And it all means that you’ll have to pay very close attention to your foreign-
nameplate business, as this is one factor that the growing car dealer franchise has in 
common. 

On the flip side, despite the modest overall drop in dealer counts, some dealer 
networks have seen a pretty significant drop in their individual networks, the most 
notable being the GM and Chrysler channels. And yet the drop has not been accom-
panied by a rise in average sales for these groups, something that logic says should 
have occurred. (Of course, logic didn’t predict that people would stay on the side-
lines of the car buying market for so long either.)

In fact, 2009 per-dealer sales dropped 8.5% year over year, and while reports in 
2010 were regularly above 2009 monthlies, coming from such a low low, most makers 
didn’t have a whole lot to boast about.

What this means is that there are a whole lot of very hungry dealers out there look-
ing, yes, to sell cars, but also looking to sell service parts when and where they can. 
Just as you do, they know that there aren’t enough OES service bays to take all the 
cars out there, and so will do their level best to get more of their parts into the inde-
pendent service mix. 

Does any of this sound familiar? It certainly should for the veterans in the after-
market. And for those who aren’t, it should at the very least be a reminder of the fact 
that markets don’t offer a free lunch, and that if you’re not eating someone else’s it’s 
a cinch they’ll be doing what they can to eat yours.

So, here’s hoping you all eat well in 2011. We’ll certainly be doing what we can to 
help you do just that. Happy New Year. 

Andrew Ross, Publisher and Editor
aross@jobbernews.com

February’s focus is 
Winter Opportunities: 
Chemicals, Lubricants, 
Brakes, Emission,  
Visibility, and more

THE OTHER SIDE
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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.

Only one person works on his car. 

    And only one oil works in his engine.

100 YEARS UNDER THE HOOD.TM
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