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Jobbers will have strong opportunities 

over the coming years to achieve 

increased revenues in brake 

parts, particularly friction, as the 

overall market for aftermarket 

brake products and services is 

in a growth cycle. But expanding 

options will demand more from 

jobbers and their counterpeople.
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Positive indicators in Canada’s automotive heart-
land are being treated as reason to celebrate by 
Ontario’s provincial government.

Highlights of the Ontario auto industry’s 
continued recovery include the production 
launch of three new vehicles at Chrysler’s 
Brampton Assembly Plant. 

While some aftermarket companies are tied 
directly to vehicle production, all companies in 
all sectors are affected by the health of the auto-
motive sector in Ontario, as it is the industry’s 
key employer and economic driver.

“Congratulations to Chrysler and the 
employees at the Brampton Assembly Plant on 
the production launch of three new vehicles. In 
2009, our government showed its confidence 
in Chrysler, and today Chrysler continues to 
demonstrate its confidence in Ontario and in 
our workforce,” said Sandra Pupatello, minister 
of economic development and trade, in a state-
ment. 

“Families and communities across Ontario 
depend on the auto sector. The production 
of the all-new 2011 Chrysler 300 and Dodge 
Charger, as well as the 2011 Dodge Challenger, 
right here in Brampton shows that Ontario 
continues to be the top location for the auto and 
manufacturing sector in North America. Our 
highly skilled workers, strong infrastructure, and 
convenient location continue to put us at the top 
of many companies’ lists for places to invest, and 
this helps to create jobs across the province,” said 
Dwight Duncan, minister of finance. 
Other recent investments in Ontario’s auto 
sector have included: 
•  Honda has added a second shift, providing 400 

new jobs for Ontarians at its assembly plant in 
Alliston in early 2011, and increasing produc-
tion from 400 to 600 vehicles a day. 

•  In August 2010, Chrysler announced a $27.2 
million investment in its Etobicoke casting 

plant, which kept 280 Ontarians working 
in good jobs and the Etobicoke plant from 
shutting its doors. 

•  Last April, GM repaid its loans to governments 
and re-emerged as a publicly traded company 
in November. GM has added approximately 
2,000 jobs in Oshawa and Ingersoll over the 
past 18 months, by recalling all of its laid-off 
workers and creating 700 new jobs. 

•  Toyota added a second shift to its Woodstock 
facility in spring 2010, creating over 800 new 
jobs and allowing for a doubling of production 
of its RAV4 to about 150,000 units per year. 

Ontario’s auto industry has increased by over 
8,200 jobs since the sector’s restructuring in 
June 2009. Since 2004, Ontario remains the 
leading jurisdiction in North America for vehicle 
assembly. Between January and November 2010, 
Ontario produced 1.92 million vehicles.

Ontario Economy Improves as 
Automotive Rebound Continues

Follow us on Twitter.

Get AutoServiceWorld.com 

News and more by  

following JobberNews 

on Twitter.

Alternateur Demarr Inc. 
Joins Bestbuy Distributors

Bestbuy Distributors 
Limited has announced 
that Alternateur Demarr 

Inc., of Notre Dame 
Des Prairies, Que., has 

become a Bestbuy share-
holder.

The business is owned 
and operated by Eric 

Laferriere. 
It is located at 557-A 

Route 131 Nord, Notre 
Dame Des Prairies, 
Quebec, and can be 
reached by phone at 

(450) 752-1610.
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New Control Arm 
Applications

ProMax Auto Parts Depot 
Ltd. has announced a 

number of new control 
arm applications are in 
stock at its Brampton, 

Ont., facility.
New applications,  

available in stock include:
* Honda CR-V 1997-2001

* Mazda Protege  
1999-2003 

* Nissan Maxima  
1999-2003 

* Nissan Sentra 2001-2006 
Contact ProMax Auto 

Parts Depot at   
(905) 454-8500 or at  
www.autopartsdepot.ca.
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Chrysler Group LLC CEO Sergio Marchionne (right) 
shows the all-new 2011 Chrysler 300 to Ontario Minister 
of Finance Dwight Duncan (left) and Brampton mayor 
Susan Fennell (middle). Chrysler Group celebrated the 
production launch of the 2011 Chrysler 300 and Dodge 
Charger as well as the 2011 Dodge Challenger at its 
Brampton Assembly Plant in Brampton, Ont., in January 
2011. The announcement was only one development in a 
list of good news for Ontario auto production.

U.S. Associations Cry Foul 
Over EPA Refrigerant Decision

Two U.S. automotive associations are crying 
foul over a new U.S. Environmental Protection 
Agency rule that will prevent consumers from 
repairing their own car air conditioning systems 
with a new refrigerant yet to be released to market, 
and have filed a lawsuit to turn back the law.

The Automotive Aftermarket Industry 
Association (AAIA) and the Automotive 
Refrigeration Products Institute (ARPI) filed a 
lawsuit in the U.S. Court of Appeals for the 
District of Columbia challenging a significant new 
use rule (SNUR) issued by the Environmental 
Protection Agency (EPA) under the Toxic 
Substances Control Act (TSCA).

The SNUR will prevent U.S. consumers from 
using a new automotive refrigerant, HFO-1234yf, 
scheduled to start being used in vehicles in late 
2011, to perform maintenance on their own 

vehicle air conditioners. AAIA and ARPI’s peti-
tion claims that restrictions on consumer use 
are neither necessary nor are they supported by 
health and safety data.

In Canada, consumers have long been 
prevented from conducting most of their own 
automotive air conditioning maintenance by 
restrictions on the sale of refrigerants to certified 
professionals in the trade and in only 10 kg or 
larger containers, though some non-ozone-
depleting alternatives have fallen outside this 
restriction. The restrictions were put in place to 
prevent the topping up of leaking systems with 
R-12, known as Freon, due to its ozone-depleting 
effects, though the restriction was expanded to 
include the R-134a refrigerant that replaced it 
due to its global warming potential. 

Refrigerant sales in the U.S. have not been 
restricted in this way.

Continued on page 6
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Shell Lubricants Signs
Canadian Alliance 

Distributors
The Original Parts 

Warehouse Inc. (OPW) 
and Magnum Oil 

have signed multi-year 
agreements with Shell 
Canada Products as 

Shell Lubricants Alliance 
Distributors for Ontario 

and Manitoba  
respectively.

OPW’s three-year  
agreement will see the 

independent distributor 
of parts and lubricants 
to the heavy-duty and 

automotive aftermarket 
distribute Shell Canada 
products and Pennzoil-
Quaker State Canada 

Incorporated’s branded 
automotive, transport, 
aviation, and industrial 
lubricants throughout 

Ontario. 
Under a multi-year  

agreement, Magnum Oil 
will offer the company’s 

branded automotive, 
transport, aviation, and 
industrial lubricants to 
the Manitoba market.
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The ARPI and AAIA petition is seeking the rollback on a 
procedural basis as well as arguing that the EPA’s conclusions 
about the risks of 1234yf were based on a variety of implausible 
and unwarranted assumptions.

 ARPI/AAIA believe strongly that HFO-1234yf is a promising new 
tool in the fight against ozone depletion and global warming, and 
is safe for use by non-certified technicians and consumers servicing 
their vehicles. ARPI/AAIA are also concerned that restrictions on 
the use of the new refrigerant will delay and impede the retrofit-
ting of older ozone-depleting vehicle refrigerant systems and the 
retirement of less environmentally sustainable refrigerant systems as 
quickly as possible.

Honeywell to Sell Its Consumer Products Group
Honeywell has announced that Rank Group, a private investment 
company, will acquire its automotive Consumer Products Group 
(CPG) business in a cash transaction valued at approximately 
US$950 million. 

The CPG business, which is headquartered in Danbury, CT and 
has more than 2,000 employees, includes four leading consumer 
automotive brands: Fram filters, Prestone antifreeze, Autolite 
spark plugs, and Holts car care products. 

Rank Group is a New Zealand-based private company which 
invests across a variety of industries and aims to build and grow 
leading global businesses, including Reynolds Group Holdings, 
one of the largest packaging companies in the world. Late last 
year it talked UCI International—whose best-known business units 
are Airtex and Wells Electronics—into withdrawing its IPO bid in 
favour of being acquired by Rank for $375 million and the assumption 
of $605 million in debt.

Rank Group, owned by New Zealand billionaire Graeme Hart, 
said it will additionally assume debt of UCI and its units, estimated 
at about $605 million. It met with bankers in New York regarding 
the UCI deal in January but no word was available on anticipated 
closings by press time.

The Honeywell transaction is subject to regulatory approval and 
customary closing conditions and is expected to close in the third 
quarter of 2011. Upon regulatory approval, the company expects 
to account for CPG as Discontinued Operations. The company’s 
2011 EPS guidance excludes the anticipated book gain on the 
sale of CPG, which it expects to utilize for repositioning and other 
actions. The benefits of these actions, together with the deploy-
ment of divestiture proceeds, are expected to more than offset 
lost CPG earnings beyond 2011.

Currently reported within Honeywell’s Transportation Systems 
segment, the CPG business had 2010 sales of approximately US$1 
billion. Following the divestiture of CPG, Transportation Systems, 
which includes Honeywell’s global turbocharger and braking 
businesses, will continue to operate as one of Honeywell’s reported 
business segments.

Dave Cote, chairman and chief executive officer of Honeywell, 
said, “We are pleased to announce the sale of CPG to Rank Group. 
While CPG is a good business, it doesn’t fit with our portfolio of 
differentiated, global technologies. We are confident that Rank 
Group, with its proven track record of investing in and building 
established franchises, will be a good home for CPG’s consumer 
brands, customers, and employees. We’re committed to our 
Transportation Systems segment and are confident in our leading 
technology position in the global turbocharger business, aligned 
with the favourable macro trends of increased fuel economy and 
lower emission requirements around the world. Smart deployment 
of CPG sale proceeds, combined with the strong growth outlook 
for transportation systems, will deliver terrific long-term value to 
our customers and shareholders.”

Continued from page 4

Continued on page 8
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They may look the same, but all parts are not created equal.
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Spectra Premium Adds 
Twitter

Spectra Premium 
Industries is now on 

Twitter.
Postings will be made 

available to customers and 
brand supporters which 

will include product 
announcements, trade 

show notifications,  
new categories, and  

company news. 
Updates are available at 

www.twitter.com/ 
spectrapremium.

g     g     g

Dannmar Announces 
ALI Certification

Dannmar Equipment 
has announced that its 
Brigadier D-10 2-Post 
Lift line has received 

Automotive Lift Institute 
(ALI) Safety Certification. 

Using its team at ETL 
Laboratories, ALI pushed 
the Brigadier D-10 Series 
through rigorous testing, 
which included a variety 

of load-bearing,  
electrical, hydraulic, 

and factory standards. 
Dannmar’s commercial 
2-Post Lift line includes 
the Brigadier D-10ACX, 
D-10AC, and D-10CX.

Continued from page 6
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APPOINTMENTS

Cardone Industries, Inc. 
of Philadelphia, Penn., has 
announced that Michael 
Cardone III has been 
promoted to the position 
of president, Cardone 
Industries, and that David 
Wohleen has joined its 
executive leadership team. 
Cardone III succeeds 
Frederick Vanstone, who 
was recently appointed 

vice-chairman of the board. He is the third 
generation of the Cardone family to serve as 
president of the company. He brings with him a 
full range of experience. Most recently, he served 
as executive vice-president of sales and market-
ing, where he had responsibility over North 
America and other key export markets, and chief 
of staff, where he led Global Strategic Planning. 

Bestbuy Group Makes a Splash
Bestbuy Distributors Limited 
hosted nearly 100 Canadians 
on its annual SunSplash 
customer incentive trip.

The 2011 trip brought 
the attendees to the warm 
sun of the Mexican Riviera 
aboard Royal Caribbean’s 
Mariner of the Seas. The 
trip participants consisted of 

Bestbuy shareholders, their customers, and a 
few of Bestbuy’s valued suppliers.

Bestbuy has already launched its 2012 
SunSplash customer trip to the Bahamas.

Bosch Reports Return to Growth, 
Best Sales in 125 Year History

Consistent with rebounding markets, The Bosch 
Group reports a return to growth, and has 
already regained the level of sales seen in 2007.

According to preliminary figures—final figures 
will be released in April—in fiscal 2010, Bosch 
generated sales of 47.3 billion euros, 24% more 
than in the previous year (2009: 38.2 billion 
euros). 

“This is the highest level of annual sales 
in the 125 years of our company’s history,” 
said Franz Fehrenbach, the chairman of the 
board of management of Robert Bosch GmbH. 
The earnings situation of the Bosch Group 
also improved significantly. Indeed, for pre-tax 
result, the company returned to its target corridor 
of between 7% and 8% of sales in 2010, following a 
loss of 1.2 billion euros in the previous year. The 
final figures will be announced at the annual 
press conference on April 14, 2011.

In 2011, the Bosch Group is celebrating the 
150th anniversary of its founder’s birth, its own 
125th anniversary, and the 75th anniversary 
of diesel technology for passenger cars. There 
will be many celebrations worldwide, including 
some 200 events for associates. Economically, 
the company expects to see sales growth and a 
positive result repeated in the new fiscal year, 

Also, David Wohleen has 
joined Cardone’s execu-
tive leadership team as 
chief operating officer. 
Wohleen is a senior 
automotive leader with 
extensive experience in 
developing and leading 
large global businesses. 
He began his career in 
the automotive industry 
as a project engineer in 

the Pontiac Motor Division, and steadily pro-
gressed to the position of vice-president, general 
manager of the Delco Electronics Division for 
General Motors. Most recently, he served as vice-
chairman, growth markets, research and devel-
opment of the Delphi Corporation. Michael 
Cardone, Jr. continues to serve as chairman and 
chief executive officer.

in all business sectors. “In 2011, Bosch sales will 
surpass the 50-billion-euro mark in sales for the 
first time,” Fehrenbach said, “always assuming 
that there are no unexpected downturns in the 
global economy.”

Michael Cardone III David Wohleen

Obituary: Richard Berman, 
Dorman Products Chairman and CEO

Dorman Products, Inc. has announced 
with great sadness that Richard N. 
Berman, its chairman of the board and 
chief executive officer, has passed away.

Richard Berman, 54, had been the 
company’s chairman and chief executive 
officer since 1978. Berman had been 
receiving medical treatment for an illness 
and was providing full-time service to the 
company. 

Speaking on behalf of the board of 
directors, Paul R. Lederer said, “It is with 
deep sorrow that we announce Richard’s 
passing. Richard was a well-respected 
leader at the company and defined 
its strategic path for more than three 
decades. He was a dear friend and col-
league to the extended Dorman family, 
but above all, Richard was a dedicated 
family man. We extend our deepest sym-
pathies and prayers to Richard’s wife, 
Sharyn, their children and the entire 
Berman family.”

Steven L. Berman, Richard Berman’s 
brother, chief operating officer, said, “We 
are all deeply saddened by the death of 
my brother, partner, and best friend.”

Steven Berman will assume the role 
of CEO and chairman of the board of 
directors. He has been with the company 
since 1978 and has served in a variety of 
roles including executive vice-president, 
secretary, and treasurer.
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ASRW Announces Move 
to Orlando 

Automotive Service & Repair 
Week, encompassing the NACE 
and CARS events, has announced 
a move to Orlando, Fla., for 2011.

The much-anticipated move 
from Las Vegas will bring the 
largest autobody event to the 
Orange County Convention 

Center October 5 to 8, a Wednesday-to-Saturday schedule, 
with the Expo portion starting on Thursday, October 6.

According to organizers, the move was the result of a 
consensus voiced through surveys made after the 2010 show 
in Las Vegas.

Additionally, the surveys provided guidance on several 
other points.
•  Overwhelmingly, the industry wanted the show to rotate 

geographically around the country, and take place in 
October/November, over a Thursday-to-Saturday day pattern. 

•  Organizers solicited the preferred city in each region of 
the U.S. (East Coast, Midwest, and West Coast). On the 
East Coast, Orlando was ranked as the #1 option. Although 
organizers knew the audience was tired of the event being 
permanently located in Las Vegas, they still overwhelm-
ingly preferred Las Vegas when the event rotated to the 
West Coast. The top Midwest locations were New Orleans, 
Indianapolis, Chicago, and San Antonio.
While organizers did not state it outright, the survey 

suggested a desire to return to Las Vegas once every two to 
three years, depending on the rotating schedule.

Preparations for the 2011 event are well underway. Housing 
for the 2011 event will open in late spring and will feature 
a variety of options, ranging in price from $99 to $200. 
Registration for attendees and exhibitors will open in early 
summer. Visit www.ASRWevents.com for more information.

Carstar Expands in Calgary
With the opening of Carstar Calgary East Lake, the CMD 
Carstar Group now has four locations. The opening also boosts 
Carstar Automotive Canada’s Alberta total to 16 locations.

The new location, at 4600 - 112th Avenue South East in 
Calgary, is one of the largest Carstar Collision centres in 
the network. The 10,800-square-foot production area is fully 
equipped to assist all of the repair needs of customers and 
insurance partners. The building also boasts approximately 
3,000 square feet of additional office space.

The CMD Carstar Group has invested in all of the latest 
repair equipment and also chose to use environmentally friendly 
business practices, body paint, and recycling practices. The 
group has also adapted many lean principles that will result in 
improved performance and efficiency. 

Carstar Calgary East Lake is the fourth location co-
owned and operated by Chris Stathonikos, his son Matthew 
Stathonikos, and Dave Stretz. 

Concours Breaks Ground on  
New Calgary Facility

Concours Collision Centres ~ CSN in Calgary, Alta., has bro-
ken ground for a new state-of-the-art collision repair facility in 
the northwest district of Royal Oak.

Scheduled to open in the fall of 2011, the collision centre 
will operate adjacent to existing automobile dealerships with 
convenient access for customers who live or work in the north-
ern section of the city. 

Ken Friesen, president and CEO of Concours Collision 
Centres ~CSN, felt it was necessary to expand the firm’s opera-
tions to better serve the growing needs of the area. 

“In the Alberta market, we have been blessed with a steady 
flow of work for the past few years causing a backlog in pro-
duction,” says Friesen. “This new facility will offer our custom-
ers quicker turnaround and better service.” 

Concours Collision Centres operates two existing facilities 
in Calgary, both following a lean approach to collision repair. 
The new location, Concours Collision Centre - Royal Oak, will 
embody this approach as well. Friesen says, “I am very excited 
about this new location. It has been specifically designed to 
accommodate our production-line style, offering the greatest 
level of operating efficiencies in collision repair.”
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Canada’s largest emissions testing program, Ontario’s 
Drive Clean, is poised to begin the transition away 
from dynamometer testing to using a vehicle’s own 

diagnostic capabilities, raising concerns about repair technician 
training.

With an anticipated lead-in date of fall of this year, the 
transition away from dynamometers is expected to take 
more than a year. 

Currently, more than 1,500 approved Drive Clean testing 
facilities exist in the province, to perform testing on approx-
imately five million light-duty vehicles. 

According to information from the Ontario Ministry of 
Environment, all Drive Clean facilities will be required to 
purchase and be trained on the new Ontario test unit by 
December 31, 2012. Information on acquiring the new on-
board diagnostic test equipment and Ontario test unit will 
be available starting in the fall of 2011. 

Any light-duty facility that wishes to become accredited 
during this transition period will be required to operate 
and maintain the current Ontario test unit (including dyna-
mometers) right up until December 31, 2012. On January 1, 
2013 the transition period will end with full implementation 
of the on-board diagnostic test and the retirement of the 
dynamometer test. 

Non-OBD vehicles will be tested using a two-speed idle 
tailpipe emissions test.

During the transition period, training on dynamometers 
will also continue to be available for new light-duty Drive 
Clean facility staff. Drive Clean certified facility personnel 
will be exempt from retraining on the old technology during 
the transition.

This is the official, rather tidy position; the reality of 
ensuring effective repairs of vehicles failing the test due to a 
Diagnostic Trouble Code (DTC) remains problematic.

A recent Mystery Shopper case, embarked on by British 
Columbia’s AirCare program and reviewed in its newsletter, 
showed how training can affect results.

The AirCare program differs from Ontario’s in that it 
involves centralized testing facilities with repairs being con-
ducted at approved independent shops. In Ontario, both 
testing and repair are executed by independent shops.

The vehicle in question was prepared for testing at inde-
pendent shops by Ron Leavitt, emissions technical advisor, 
Pacific Vehicle Testing Technology, which operates the test-
ing program in B.C.

The vehicle, a 2000 Honda CRV with more than 160,000 
km on the odometer, was equipped with a 2.0L I-4 engine. 

The Honda CRV had five previous AirCare inspections 
and had passed every one. No trouble codes or pending 
codes were present, and all readiness monitors were com-
pleted. The long-term fuel trims were in the normal range. 
All O2 sensors were performing to specifications. The sec-
ondary ignition was tested and found to be performing well 
within normal range and there were no defects indicated.

Leavitt chose to install a defect in the secondary ignition 
system that would cause a misfire, cracking the ceramic insu-
lator so it would drop down the centre electrode and cover 
the plug gap. This would only be visually detected if the plug 
were removed.

But the broken insulator did cause the MIL light to come 
on and set a P0302 code (cylinder two misfire detected).

A scope test of the secondary ignition also revealed the 
KV requirement for the number two cylinder was much 
lower than normal, clearly indicating a problem in the sec-
ondary ignition system affecting the number two cylinder. 
The vehicle was now in a condition where it would fail the 
AirCare OBD test and the code would return quickly were 
they erased and the monitors reset.

What followed the visits to six repair centres was interest-
ing, with the condition being replicated in cases where the 
spark plug was replaced. 

Ontario Drive Clean and the 
Trouble with OBD-II

As Ontario prepares for a transition away from dyno testing, 
technicians continue to grapple with diagnostics.

By Andrew Ross

MARKET
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Some shops removed the spark 
plugs to do a visual inspection. 
Some shops did clear the trouble 
codes, but the code returned 
shortly after the vehicle was started.

Three of six Certified Repair 
Centres located the defective spark plug causing the trouble 
code and MIL illumination.

Three of six shops advised that a complete ignition tune-up, 
including plugs and wires, was required. One shop recom-
mended a complete replacement distributor.

Four of the six shops actually performed ignition diagnostics.
One shop suggested replacing air and fuel filters, along 

with all ignition tune-up parts.
Four of six shops used their AirCare Certified tech to 

perform the diagnostics.
Two shops replaced the defective plug in the course of 

their diagnostics.
This cycle of the Mystery Shopper program showed that, 

of the four AirCare Certified Repair Centres who actually 
performed an ignition diagnostic, three were able to locate 
the installed defect in a timely manner.

Unfortunately, it also showed that two of the 
six repair centres just read the trouble codes and 
guessed at the cause of the misfires. These were 
also the shops with the highest repair estimates, 
looking to replace all related components in the 
hope of replacing the actual defective component 
in the process, according to Leavitt’s account. 

Two shops quickly and accurately identified 
that the only actual defect was the one broken 
spark plug, he reported. In both these cases, the 
plug was replaced during the diagnostic process. 
However, two-thirds of the repair shops visited 
recommended repair actions that were not needed—
some at significant expense.

On the positive side, it also showed that a 
competent technician, performing a focused 
diagnostic, was able to locate the installed defect 
in a timely and economical manner.

Notwithstanding this potential, Dolly Goyette, director of 
the Ontario Drive Clean program, says that while there was 
some concern about the transition, there was support for 
going to the new technology.

“About 90% of the vehicles have OBD technology in 
them. It wasn’t that way when we started the program.

“Every one of the 34 jurisdictions (with testing in North 
America) has gone to OBD-II. There is a lot of training needed, 
but in the end it is a more accurate test. The tailpipe testing 
has served the program well, and made a really important 
contribution, but there is a more accurate test today given how 
advanced vehicles are.”

The need for training, she adds, exists today too. 
“Not everyone understands how exhaust gas results can 

indicate specific emissions components that need repair. 
That happens today.”

Chuck Carman, curriculum developer for CARS OnDemand 
training, says that the move to OBD-II monitor testing to deter-
mine emissions does place more emphasis on the need for 
training, even though OBD-II has been with us for many years. 

“We definitely still have a significant need for training. 
Systems are changing rapidly and becoming more complex.”

Carman says that there are a couple of areas that should 
be the focus of training for techs. 

“As much as it may sound redundant, many of the errors 
made in diagnosis are simply from missing some of the pre-
liminary steps, understanding the meter readings, etc. Too 
often technicians are overthinking the problem, assuming it 
will be a complicated diagnosis, and some of the basics are 
overlooked.” 

He says that poor connections and ground faults are 
more commonly the cause of problems than many techs 
think; quite a few techs still haven’t made voltage-drop test-
ing a part of their regular diagnostic process.

“Techs today do not commonly use the emission flags 
when diagnosing emission test failures; this will be a whole 
new process for many to become familiar using,” he adds. 
OBD-II is a powerful tool, he says, but as any tech knows, 
there’s more to diagnostics than just reading trouble codse.

Carman adds that the diagnosis process has been changed 
somewhat by the shift in thinking by some OEMs to phase 
out much of the yes-no decision tree in diagnostics in favour 
of an approach that asks techs to use their own judgment, 
knowledge from training material, and understanding of a 
system. 

“Now that the trouble trees are changing to a generic-style 
diagnostic approach, the step-by-step isn’t there anymore for 
a lot of manufacturers. Techs are required to have a better 
understanding of the systems and to know how to judge their 
readings. 

“And some of them are finding that tougher than others.”
On a positive note regarding the Ontario Drive Clean 

shift, Carman believes that the move to OBD-II diagnostics 
has the potential to improve the relationship between the 
shop doing the testing and the car owner. 

On occasion, a car can fail on a dyno test (ASM test) at 
one shop but pass at another due to different testing condi-
tions, operating temperatures, etc. That has led to some 
misunderstanding by the car-owning public in the past.

And, while it is close to two years off, there is one more 
benefit with the elimination of the dyno test, says Goyette, 
that many shops will be very happy to see. “They will get 
their bay back.”
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“Every one of the 34 jurisdictions has gone to OBD-II. 

There is a lot of training needed, but in the end it is 

a more accurate test. The tailpipe testing has served 

the program well, and made a really important 

contribution, but there is a more accurate test today 

given how advanced vehicles are.”

— Dolly Goyette, director, Drive Clean
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By Dennis Mellersh

Jobbers will have strong opportunities over the 

coming years to achieve increased revenues in 

brake parts, particularly friction, as the overall market 

for aftermarket brake products and services is in a 

growth cycle. But expanding options will demand 

more from jobbers and their counterpeople.

Automotive analyst Dennis DesRosiers says, 

COVER STORY
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What Selling the Right Brake Parts for 
Each Job Means

“Brakes are as stable a market as you can possibly 

find. It goes up every year, and it is still a big DIY 

market even with advancing brake technology.”

But to truly maximize your opportunities, and the 

satisfaction level of both your trade customer and 

the consumer, requires taking the time to offer the 

appropriate options.

BRAKE BALANCE
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Affinia Canada director of marketing Brian Fleming 

says, “Although the installer or counterperson should 

try to sell premium friction product at the start rather 

than working up from a lower price point, it is impor-

tant to establish if the customer is, in fact, looking for a 

price solution. One of the problems with buying on price 

alone is that the braking experience may disappoint the 

customer if he has been using a better product up until 

replacement.”

Selling the need also means finding out if there are 

any special uses for the vehicle, such as towing, which 

would require a heavier duty pad, Fleming says. 

BRAKE BALANCE
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 “The age of the vehicle 
can also be a consideration. 
A customer with a 10-year-old 
vehicle may be looking for 
price, whereas for a three-year-
old vehicle he may be more 
interested in a premium prod-
uct.” Fleming observes that, 
generally speaking, the installer 

should replace OE friction with the equivalent aftermarket 
product, for at least one important reason. “The customer driving 
the vehicle is used to the performance and general driving and 
braking experience that the OE product has been providing. 
The customer is accustomed to how those brakes work.” 

Noting that NAO formulations are declining considerably in 
the market, Fleming says, “Ceramic is becoming quite popular, 
and ceramic is becoming a buzzword, with customers telling 
the installer, ‘I want ceramic.’ However, the customer may find 
the experience with ceramic different, such as with harder stop-
ping or more aggressive braking. As a result, some customers 
may prefer the braking-system feel that semi-metallic provides. 
Additionally, ceramic may not necessarily be the right formula-
tion for the particular vehicle and its use. Semi-metallic, for 
example, is still the appropriate application, generally, for 
heavier-duty vehicles and use.”

Looking to ceramic’s future, Fleming says, “With ceramic 
formulation, one of the growing concerns now is environmental. 
There is a move in a number of U.S. states to reduce copper and 
heavy-metal content in these formulations. By 2021, copper is 
expected to be 5% or less in these formulations, and 0.5% a few 
years down the road from that.”

Dean Weber, vice-president of Proforce, a division of Nova 
East, says, “I think the first question should be, what are the 
customer’s needs and affordability? This will help make the 
decision of whether to go with semi-metallic or ceramic pads, 
and what grade within that category. If the customer is a per-
formance driver, for example, a higher-grade ceramic pad, which 
delivers fast, quiet, and controlled stops, is important. For the 
everyday driver a mid-grade ceramic is probably the best choice, 
which offers significantly less noise, dust, and less heat fade—
ultimately providing longer life for the braking system. Semi-
metallic still may be the choice for high-temperature braking, 
such as with towing or other severe conditions.”

In determining the suitability of various pad formulations, 
Weber offers a straightforward solution. “There are literally 
hundreds of different friction formulations designed to elimi-
nate noise, vibration, and harshness, but the reality is that with 
SKU proliferation there is already an overwhelming demand 
on jobber inventories, so the best formulation is one that 
offers affordability and eliminates many of the typical customer 
complaints, while at the same time offering the most important 
factor, which is consumer safety. 

“With European vehicles, friction is formulated for high-
speed driving and brake noise is not as much a concern as 
stopping performance—but there is a fine line between braking 
performance and quietness. Most aftermarket friction companies 
do rigorous testing to ensure that the formulation of the pad 
is equal or better in most cases to the OE pad.  Once again, 
it goes back to the true needs of your customers. If you use 
a supplier that offers a ‘real’ ceramic pad as the primary 
ingredient, it generally will stack up very well versus the OE,” 
Weber says.

Weber sees a future of growth for ceramic. “Ceramic friction 
is definitely a growing market, as the OEMs started using it in 

the mid-’80s and that demand has continued to the point where 
the majority of vehicles now entering the aftermarket come with 
ceramics. The pricing gap has been bridged between ceramic 
and semi-metallic, and customers have greater awareness of the 
benefits of ceramic.  Additional trending will continue towards 
the ceramic market, with government regulations requiring a 
pad that provides superior stopping power and [releases] fewer 
harmful contaminants into the environment.”

In determining vehicle use, such as commercial, fleet, or 
regular driving,  Satisfied Brake Products vice-president sales 
and marketing Ian Braunstein says, “It is critical for the service 
adviser to interact with the customer to best determine the 
consumer’s preferences as well as the vehicle need.”

Continued from page 17
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Good growth anticipated  
for brake parts

Jobbers and other stakeholders in the automotive aftermarket 
for brake parts will see a steady growth in revenues over the 
next few years, according to a Frost & Sullivan analyst’s report 
of August 2010.

The report cites the slow recovery of the North American 
economy as the primary factor that will aid manufacturers and 
distributors of automotive brake parts over the next five to seven 
years.

 “Total manufacturer-level revenues for the United States and 
Canada were approximately $2.8 billion in 2009…. In the coming 
years, Frost & Sullivan expects brake parts revenues to climb by 
approximately 4.5% annually and to total more than $3.8 billion 
by 2016. Increasing unit shipment demand and rising prices will 
contribute equally to this growth.” The report continues, “Perhaps 
the most important trend supporting brake component sales is the 
sharp downturn in new vehicle sales. From 2007 to 2009, U.S. sales 
fell from 16.2 million to 10.4 million. This indicates that people are 
keeping their vehicles longer, which means they will need parts and 
service sooner than they would if they were driving a new car or 
truck.”

The report notes, “In the friction segment, increasing demand 
for higher-priced premium pads and shoes is driving revenues 
higher.

“Research now shows brake pads featuring the highest grade 
of friction to be the top-selling lines for manufacturers with good, 
better, and best brands…. To gain market share, suppliers should 
focus on product quality and customer service rather than price.”

Brakes Aftermarket: Revenues by Product Type  
(North America), 2006-2016
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Braunstein suggests, “The 
installer should ask the 

customer if he has been 
having any problems 
or dissatisfaction with 
the brakes during the 
period up to [bringing 
them] in for replace-
ment. This can provide 

a deeper insight in terms 
of what would be best to 

keep the customer satisfied. 
We have to learn about the 

driver and also accommodate his 
preferences and driving habits. For 

example, the customer may indicate he has had a major 
problem with noise, which gives the installer the opportunity 
to provide a solution and a possible upgrade in the brake job.”

There can be a knee-jerk reaction to offer the least 
expensive product, but Braunstein says, “Installers should 
not be afraid to make money and should not automatically 
offer the lower-priced product for fear of losing the sale. A 
good installer can make money by doing the right thing for 
the customer, which can mean selling better products and 
perhaps performing a more involved brake job than simply 
replacing the friction product. In the long run, cheap is 
expensive. The overall aim should be to keep the customer 
happy, and this will not be accomplished by offering only the 

low-priced and lower-quality alternatives. To the consumer, 
the real brand in the brake friction business is the point 
of sale. In this case the installer needs to build trust with 
the customer, which pays back in customer retention and 
satisfaction.”

With ceramic, Braunstein considers the key market drivers 
to be consumer problems with noise and dust. “True ceramics 
are non-ferrous material, so the dust does not tend to stick to 
the wheels.  If a vehicle is OE ceramic, then the friction replace-
ment should be ceramic.

“Semi-metallic is the best formulation to absorb heat, and 
this formulation is the best for heavy- or severe-duty applica-
tions. Generally speaking, ceramic is not designed for these 
applications, although using the right approach with certain 
types of enhanced ceramics will deliver materials that can, 
in fact, work in conjunction with higher heat or demand 
vehicles,” Braunstein says.

It is important to convey choices to the customer with 
friction products. Ramzi Yako of ProMax Auto Parts Depot 
Ltd. comments, “When a customer calls a jobber for brake 
pads, the counterperson should provide the customer with the 
options they have available in stock on friction product. The 
options could be by brand name or price level. Also, it will 
help to educate the customer to know the cost by brand name 
or by quality level. It’s also recommended that a counterperson 
should mention the warranty on the brake pads before a 
customer makes a decision on the brand; this will help to upsell 
from inferior brands.”

As far as OE replacement is concerned, Yako says, “We find 
customers are asking us for identical formulation for most 
applications. A good replacement friction can provide equiva-
lent performance to OE or even better, and many replacement 
friction products offer longer warranty life than OE. We gener-
ally make three to four different formulations that can provide 
OE performance on most vehicles.”

In discussing how ceramic is trending the market, Yako 
says, “Ceramic friction has been growing extremely fast for the 
past few years, and it will probably be one of the main friction 
products sold worldwide in the near future. Ceramic friction is 
a problem solver for most common issues in brake pads such 
as noise, dust, and rotor wear. Retail prices on ceramic pads 
have become reasonable in the marketplace, so consumers can 
afford to use this high-quality friction material.”  

“Organic pads are soft and they do not make any noise, but 
we have fade issues with organic formation. NAO formulations 
solve the fade issue with organic, but they do not provide high-
quality service life. Metallic formulations solve the organic and 
NAO issues, but they do make noise under extreme heat and 
are dusty as well.  Ceramic has solved all the major issues with 
previous formulations in the market: no fade, no dust, no noise, 
and excellent service life. In fact, most installers have fewer 
comebacks with brake issues when they install ceramic friction 
on a car. A few years ago we had to explain to jobbers, installers, 
and end users about ceramic products, but today installers and 
end users request ceramic formulation,” Yako says. 

Overall, the best strategy is to keep the customer happy, and 
experience has proven that it is worth the effort to ensure that 
customers are at least provided with options and, where appro-
priate, to make recommendations. 

This approach will help build sales and profits by building 
confidence in you and your knowledge, and that is a long-
lasting benefit that goes beyond any single sale.

20 JOBBER NEWS / FEBRUARY 2011

Continued from page 18COVER STORY

FEB STORY p16,17,18,20.indd   20 08/02/11   10:22 AM

mailto:info@vortexbrakes.com
http://www.vortexbrakes.com


XRF p21.indd   21 28/01/11   8:33 AM

http://www.xrfchassis.com
mailto:info@xrfchassis.com


T here is little doubt that the introduction of GF-5 and 
GM’s Dexos standards in 2010 will have an impact on the 

aftermarket oil change supply business over the long run, 
but it’s not a simple equation. 

Also into the mix has come a proliferation of grades that 
can challenge the physical and financial resources of any 
jobber: 5W20, 5W30, 10W30, 10W40, 20W50, plus some 
single grades, in standard fill, synthetic blend, full synthetic, 
high-mileage formulas, specialty products, plus a few special 
items that cater to specific vehicle specifications, and most 
in various sizes of packaging. The number of options can 
easily exceed 50 SKUs from each manufacturer. Multiply 
that by the number of suppliers you are 
working with, and it will become abun-
dantly clear that you need to make some 
decisions about where you want your busi-
ness to be positioned in the lube, oil, filter 
(LOF) market.

Making it all work for you is going to 
require an increasing share of your own 
mental resources, and the assistance of 
your trusted suppliers.

Regarding the new GF-5 specification, 
you really needn’t worry about it. It has 
already been in the bottles you have been 
selling for some time, before suppliers 
were permitted to put it on the label last 
October. 

But Dexos is a bit of a different matter. 
GM will require Dexos 1 for global fac-

tory fill in spark-ignited engines worldwide 
and service fill for gasoline engines world-
wide, except in Europe. It will replace the 
GM6094M, GM4718M, and GM-LL-A-025 
specifications for most GM gasoline 
engines.

Dexos 2 was introduced in Europe for diesel engines 
as well as a service fill for gasoline engines. It replaces the 
GM-LL-B-025 and GM-LL-A-025 (in Europe) specifications.

So new are the specifications to the market that the message 
hasn’t even necessarily made its way throughout GM’s own 
dealer network, so aftermarket professionals can be forgiven if 
they’re not up to speed.

However, they shouldn’t delay long. Demand has already 
started to ramp up as 2011 vehicles from GM hit the roads 
and, in some cases, hit the independent sector.

If you haven’t done so already, it is advisable that you 
sit down with your motor oil suppliers and press them on 
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Don’t Forget Filters
In determining your LOF supply strategy, don’t neglect the oil, air, and cabin air 

filters. They are a key component to the service for your service providers and 

add to the total order for each related sale. 

Also, as oil change intervals have 

been lengthening, the imperative to 

install robust filters, particularly the 

oil filter, has also become greater. 

Further to this, the oil and filter 

change has started to shift some-

what from a quantity business to a 

quality business. Ensure your stock-

ing strategy is consistent with this 

shifting emphasis.

Getting Your 
Motor Oil Strategy In Order
Dollar volumes are expected to rise, but so is market complexity.

By Andrew Ross
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their Dexos strategy and on their recommendations for 
your business in terms of your market position, customer 
base, and volume.

Some suppliers have decided to sell separate Dexos 
product, others have incorporated the Dexos specification 
into their GF-5 formulation, while still other suppliers have 
elected to go the “meets and exceeds” route, but not pay the 
licensing fee required to display the Dexos logo.

Issues to consider here should go beyond seat-of-the-
pants strategizing.

If you wait for your customers to demand Dexos of their 
own accord, it might never happen, especially if your custom-
er has been approached by another jobber supplier with a 
Dexos strategy. A list of those companies and brands that have 
gone the licensing route can be found at www.gmdexos.com.

There are certainly some marketing points to be made by 
getting out in front of the curve on this one. 

If you do decide to embark on a strategy related to Dexos, 
consider the fact that it is a long-term strategy; a 90-day pro-
motional window alone is not a good fit here. A big early push 
can help gain you share of mind, but should be followed up 
with an ongoing message about your offering. 

Having a message placed on invoices and statements 
can be useful here. If your system can accept a program 
to display the message whenever parts for a Dexos-using 
application are ordered, you should do so. Likewise, having 
a message appear for counter staff when those applications 
come up would be useful.

Consider this potential response: “Hey Bob, we have the 
front pads for the 2011 Chevy Cruze in stock; are you doing 
an oil change on that? Because we have the Dexos motor oil 
that it needs too.” 

If you do not have Dexos in stock, GM indicates some 
acceptable substitutes:
•  SAE-5W-30 viscosity grade oil displaying the API Starburst 

symbol for all 2011 model year vehicles with naturally 
aspirated engines, except Corvette, Camaro SS (with LS3 
engine), and CTS-V.

•  SAE 5W-30 viscosity grade oil meeting the GM4718M specifi-
cation for 2011 model year Corvette, Camaro SS (with LS3) 
engine, CTS-V, and vehicles with turbocharged engines.

While the issues surrounding Dexos may appear new to 
many aftermarket businesses here, those who have been 
dealing with European nameplates will have seen the trend 
toward manufacturer specifications growing for some time. 

Accordingly, the shift by GM should not be viewed in iso-
lation, but as part of a global trend that all major lubricant 
suppliers have been dealing with for some years. 

As a natural consequence, you should rely on the 
resources of your key suppliers to help you determine the 
appropriate strategy for Dexos and other developments in 
the market. 

Although many jobbers view this market as a service line, 
grudgingly accepted as a part of the business, it is predicted 
to continue to grow. 

And as the mix of premium products in the total volume 
continues to rise, so too are the market dollars for the next 
five years.

As such it is worthwhile to spend some time to ensure 
your business and your inventory is positioned properly for 
today and tomorrow.
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Test your knowledge of lubricants for a  
chance to WIN a Valvoline® Prize Pack!
More than ever, consumers are looking to keep their  
automotive investment running longer and more reliably.  
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Name Business

Address 

Phone Email

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

Presented by

FEB MARKET OIL p22,23 .indd   23 08/02/11   9:45 AM

http://www.gmdexos.com
http://www.valvoline.com


I n the global supply chain real-
ity that we all live with, it is still 

surprising to me how little many 
members of the industry know about 
where the parts they buy and sell 
come from.

Helping to alleviate some of this 
ignorance is the Taiwan External 
Trade Development Council 
(TAITRA), which hosted me and 
two other publishing profession-
als—one from the U.K. and one 
from Japan—on a whirlwind tour 
of the facilities of more than half 
a dozen parts suppliers looking to 
make a bigger dent in their export 
markets.

To facilitate the industry’s 
overtures to both internal and 
Western markets, the 27th Taipei International Auto Parts 
& Accessories Show, known more commonly as the Taipei 
AMPA show, co-located with the Autotronics and Motorcycle 
Taiwan events, will showcase the wares of an expected 1,100 
companies. While the events still draw most of their visitors 
from the domestic market, international visitors make up 
more than 10% of the 55,000 expected attendees, with visitors 
from North America expected to comprise nearly 10% of the 
international contingent.

Representatives from both TAITRA and show exhibitors to 
whom I spoke expressed keen interest in the Canadian market. 
Some of them questioned why the degree of interest they 
had received from Canada, while growing, had not reached 
the level they might have expected. Most admitted that their 
longest-standing relationships in North America were centred 
in the U.S., while Canada has only recently been higher up 
on the priority list.

In past years though, the show has attracted a number of 
Canadian companies looking to source quality, competitively 
priced products, including some major Canadian distributors.

The companies represent quite a cross-section, though 
some product categories, such as LED lighting and parking 
control systems, were shared by more than one company. It 
should also be noted that the level of sophistication shown 
by these companies had increased considerably over what I 
had seen in previous visits, the most recent being only two 
years ago.

Fu Bu Auto Parts showcased its D2 Racing line during our 
visit to its combined manufacturing and design facility. Its 

key lines include performance and 
racing ride control, caliper, and 
brake rotor offerings. Fu Bu inter-
national sales representative Vicky 
Lo humoured the gathering of 
journalists by modelling one of their 
performance calipers. A colleague 
was volunteered for performance-
shock modelling duties. 

The company does much of its 
testing using its own race team. 
“Unlike many manufacturers,” said 
Lo, “we have our own racing to test 
our products. Before we launch 
a product, we will test it on the 
track.”

They seem to be pretty success-
ful at it. The boardroom was so full 
of trophies, the joke of the day was 

that they were really a trophy manufacturer. 
MSI Corporation, which made its name building “over-

clocking” motherboards for computers, recently turned its 
hand to infotainment systems. 

Vincent Lai, assistant vice-president, explained that the 
firm was focusing on its “Funtoro” business—for Fun to Road, 
the brand under which it provides mobile entertainment 
systems, mainly for commercial applications such as buses.

Its media-on-demand system’s key factors are lower power 
consumption by running up to 84 displays from a single 
server, explained vice-president Samuel Keong.

He says too that Funtoro is at the top of the market in 
media-on-demand systems, with a 35% to 40% share market 
share globally. 

The enthusiastic crew at Just Auto Accessories was impossible 
to capture fully in images. Jennifer Lin, Janice Huang, and 
Irene Chen led the way on product introductions, many of 
which focused on the global trend toward daytime running 
lights, a theme that was echoed by a number of suppliers.

 “Innovation and design at a competitive price” is the 
company’s motto, offered by Janice Huang.

The firm’s LED products have received quite a bit of 
attention in the past; its LED daytime running light received 
a best product award at the 2010 AMPA show. 

Like many companies in the LED marketplace, Just Auto 
has a wide selection of daytime running lamp applications to 
meet the growing global demand. In addition, third brake 
lights, accessory LEDs for washer nozzles, and cargo lights 
have become popular items. The firm’s washer-nozzle LEDs 

Taiwan Suppliers Undergoing 
Rapid Change

Trends and Developments to be Showcased at Taipei AMPA Show, April 12-15, 2011

By Andrew Ross
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Our road crew received a warm welcome at King Roof,  
one of eight companies visited in Taiwan. Here I am flanked 

by journalists from the U.K. and Japan, as well as  
TAITRA personnel.

FEB Taiwan p24,25 .indd   24 08/02/11   9:27 AM



have sold two million sets in North 
America, according to R&D manager 
Leo Hsu.

Allan Ko, son of Karat Industrial, 
founder and head Philey Ko, ran 
our group through a profile of the 
company, pointing out that every-
one understands the business of 
riveting may be less exciting than 
other sectors, but when you need a 
rivet, nothing else will do.

Avowing Karat Industrial’s com-
mitment to quality and innovation, 
Ko touted its clean new facility and 
GR-12 unit that can set structural 
rivets. The “Big Shark” uses a gear 
reduction to allow the user to gen-
erate the torque required, while an 
ingenious, simple design allows spent 
mandrels to be captured in the handle. Asked to explain the 
reasoning behind the company’s product innovations, Philey 
Ko explained, “It’s always a challenge for us. We develop new 
ergonomic designs to make the user feel more comfortable.” 
The product’s curved rather than straight shaft helps, and it 
improves the look too. “We have to design a new shape that 
can add both function and value. And we have to ensure that 
the design is robust and thus it will last.”

Whetron specializes in vehicle electronics, with a special 
focus on safety and security. 

This strongly OEM-focused company is predicting a 20 to 
30% increase in business over the next two years. 

“We want to focus on image technology to protect a 
driver’s property,” said Whetron’s Steven Chuang. It would 
appear that drivers in some areas are looking to add cameras 
for applications beyond parking assist; Whetron’s current 
products on the market have been used in taxis to provide a 
record, and protection, for drivers.

GPS locator technology slots nicely into this space, and 
the firm has developed a new technology for it. “We have this 
technology, but we still have to think about how to apply it in 
a system,” said Mark Wang, project assistant manager.

TTE is focused on technologies like TPMS, parking assist, 
and imaging technology. 

It was among the largest companies we visited; its new cor-
porate headquarters would have been at home anywhere in 
Motor City, and company representatives were very smooth in 
both message and delivery.

“We have rear and side cameras, and we have integrated 
the image process,” said Eddie Chen, assistant v.p. in charge 
of product planning. Parking assistance systems are high on 
the firm’s priority list, but it’s opted to use ultrasonic sensors 
instead of the industry-standard video-based systems.

“Developing a video-based system is not technologically 
difficult. The problem is whether people will accept the 
price.”

Founded in 1977, King Roof is a supplier of racks for bicy-
cles, skis, kayaks, and other products to some existing brand 
names familiar to North Americans, but has also introduced 
the BNB brand. 

Currently the company has a broad line-up of convention-
al racks, but the big noise for the company was the introduc-
tion of the world’s first carbon-fibre bike rack.

The very aerodynamic unit weighs in at only 4 kg, and 
with an estimated price of about $1500, is clearly an attractive 
option for owners of some very special high-end bikes. 

If nothing else, the introduction of the carbon fibre rack 
should at least indicate that not every company in Taiwan is 
only obsessed with bringing lower-cost products to the market. 

If you were to transport 
MyCarr Lighting’s story to some-
where outside of Flint, Mich., 
it would be a classic American 
entrepreneurial story.

Its first product was the 
Massaging Steering Wheel 
Cover, the kind of steering wheel 
cover with dimples all around 
it, that formed the foundation 
for the company in 1985. This 
simple product literally built 
the company, but growth and 
change came fast. 

“We quickly moved to the lighting area,” said Jocelyn 
Ya. “And the transition to this market signalled even more 
changes in 2005.” Among the changes was the name change 
to MyCarr Lighting to reflect the increased focus of the com-
pany on the lighting sector.

She says that big wins came in 2007 with a contract from 
Harley-Davidson, and in 2008 with Philips Global. 

The company has grown by 20% each of the last three 
years, and 30% of the current sales are from North America, 
with 40% coming from Europe. 

“The aftermarket is the main target, with our own brands 
and other brands. Our OE business is only about 5%.”

Overall, I believe most Canadian businesspeople would 
be comfortable dealing with any of these companies. Other 
than a certain formality, their culture of business appears little 
different from our own. They’re entrepreneurial and they’re 
looking to expand their opportunities. They and other com-
panies are, I believe, worth a look. 

They are of course only a small selection of the many com-
panies that will be exhibiting at the AMPA show in April. 

And if you do choose to make the trip, be assured that you 
won’t be the first from our market.
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Jobber News Extra
For expanded accounts on each company visit and more, 
visit www.AutoServiceWorld.com and check out the 
Postcard from Taiwan in Jobber News Extra in the digital 
edition of our February issue.

For more information on AMPA 2011, visit www.
TaipeiAMPA.com.tw, or call the TAITRA office in Toronto 
at 416-363-9946.
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ones who can and will lead the organizations of today into the 
future) also believe in the following:
•  They consider the risks to both the organization and its 

employees and don’t pursue change recklessly;
•  Their goal is to add value and increase the competitiveness of 

the organization;
•  They expect to have challenges, uncertainty, and resistance, 

yet can soldier on with tact and commitment;
•  Effective change leaders have patience, passion, and believe in 

what they do;
•  They understand how change is directly linked to strategy; 

and
• Effective change leaders have effective mentors.

Leaders lead people and mentors lead leaders. A mentor acts 
as guide, tutor, teacher, guru, and personal counsellor. Conse-
quently, mentors possess a few things in common too. They are 
worldly; they are profound listeners; they value education and 
they are effective through influence, not direct orders. Perhaps 
you have a pool of mentors about to retire that you may want to 
retain on a part-time basis to help those up-and-coming leaders 
be all they can be.

Let’s expand on that point. General statistics will tell you that 
North America will face a labour shortage soon due to the mass 
of baby boomers about to retire. Keep this in mind. Due to a 
variety of technologies, much of the manufacturing sector is now 
manned by machines, not people. Even office work, filing, and 

T oday’s organizations need to continually seek innovative ways to 
do business, improve processes, build customer relationships, 

and retain the right people in order to prosper in today’s global 
marketplace. 

Change isn’t easy. Survival of the fittest doesn’t mean the 
toughest, strongest, or the most historic. Survival comes to 
those who are able to adapt to their environments better than 
the others.

Transition is a process in which something undergoes a 
change and passes from one stage to another. It doesn’t matter 
what type of change an organization is facing. What’s important 
is the way a particular change is planned and executed.

Transitioning your business to the next generation has a 
lot to do with how you manage your talent pool. The War 
for Talent, by Ed Michaels, Helen Handfield-Jones, and Beth 
Axelrod, states you should “invest in your A players, grow your 
B players, and act decisively on your C players.” In this regard, 
an organization’s talent pool is the very same as a top-rated, 
successful sports team. The book also suggests you should 
assess employee performance and potential on an individual 
basis and invest in their development, compensation, and 
promotion according to what each person brings to the table. 

Sometimes the next best leader is already within the ranks, 
but management fails to identify and grow him or her properly. 
Great leaders don’t learn how to lead through a leadership pro-
gram or a set of courses. Great leaders possess a variety of char-
acteristics in common, such as integrity, accountability, emo-
tional maturity, and courage. And, great change leaders (the 
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Transitioning Your Business 

to the Next Generation
Laurie Izgerean, Curriculum Developer, Durham College
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accounting can be done through computer software as opposed 
to a group of human administrators. That trend will continue. 
Additionally, offshore employment (corporate call centres, as an 
example) has moved over four million customer service jobs over-
seas from North America over the last decade, and they won’t be 
coming back anytime soon (Source: www.internetworldstats.com).

Patricia Schaeffer, author of Baby Boomer Caused Labour 
Shortage: Myth or Reality adds this to the conversation:

“Approaching the traditional retirement age of 65, many 
‘boomers’ want to remain in the workforce to some extent into 
their 70s. Also, previously untapped resources have now entered 
the workforce in the form of newly landed immigrants, 
Aboriginal youth, retirees coming back to work, and people 
with disabilities.”

Let’s talk about another way to help transition your talent 
pool. The apprenticeship model can be highly successful and 

occurs when someone is trained by a skilled professional in an 
art, craft, or trade. This can also be applied to a business position.

Here are a few suggestions to help you move from the old 
ways of succession planning around a boardroom table with 
Excel spreadsheets, to the new and improved way of retaining 
and growing your active talent pool.

Training apprentices is the best insurance against future 
shortages of skilled people. 

Focus on your internal pool of talent, as opposed to a primary 
focus on outside recruiting efforts.

HR should assist with talent growth, but bosses should play 
the central role in their development.

Each potential leader should be defined by his own individual 
talents, skills, and traits, not a “one-size-fits-all” core competency 
list or career path.

Creation or the redesign of jobs tailored to each leader’s 
specific set of talents is far more effective 
than trying to fit great people into rigid, 
outdated job descriptions. 

Constant innovation in a variety of areas 
will also be instrumental in the ability to 
transition to the next generation. Innovation 
comes from four key areas; your product/
service offerings, your customers, your 
processes, and your presence in the market-
place. Additionally, those four areas can be 
broken down into further areas of innova-
tion such as solutions, platforms, networks, 
technologies, customer experiences, and 
brands.

Regardless of your area of focus, here are 
a few dos and don’ts of innovation:
• Don’t train everyone on the same skills;
•  Do immerse project members in relevant 

training in real time (during implementation);
• Don’t create new processes;
•  Do adjust current processes to remove 

barriers without losing the processes’ other 
advantages; 

•  Don’t try to change your business culture 
overnight;

•  Do create the opportunities to do things in 
a different way. Show the way by example; 

• Don’t measure productivity alone;
•  Do assess your pipeline by tracking the 

number of opportunities at different stages 
of innovation and progress at any given 
time. 

To transition a business to the next gen-
eration successfully, the current leadership 
needs to first understand the relevance and 
importance of change. Next, they have 
to understand and commit to the hard 
work all the way through. Great leaders 
only apply innovative processes where and 
when it makes sense to do so. If you have 
the patience and persistence to witness 
innovative ideas in all that you do, from 
concept to completion, you’ll be well on 
your way to a prosperous organization for 
the future.

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

This industry can learn a lot from the 407.
Recently, one of the few toll roads in Canada, and to my knowledge the 

only privately operated one, raised the cost for drivers to use it by 7%.
Running east-west along a path a few kilometres north of Toronto, 

the 407 has come to represent both a scourge and a salvation for business 
and business people. On the one hand, it is expensive—the most 

expensive toll road in North America, from what I hear—at more than 21 cents a 
kilometre during peak hours. Businesses that reimburse their employees for this 
cost have certainly felt that sting. 

On the other hand, the alternative, the publically run 401 that runs through the 
city, is often in gridlock. Those of you who have never had the pleasure of sitting in 
stop-and-go (or stop and stop!) traffic—eight lanes of it each way—at 9:00 pm on a 
Sunday night (or 10:00 a.m. on a Tuesday, or 2:00 p.m. on a Thursday, etc.), can only 
imagine the cost in time and business of not being able to get 10 km in much under 
an hour. 

So for many who need to drive in the vicinity, the choice has become getting there 
for free but with a huge cost in time, or getting there for a price, but actually getting 
there.

And here is where the lesson starts. Not from the drivers’ perspective, but from the 
business perspective. 

Despite years and years of talking about the need for service providers to build 
business, not traffic, many persist in this delightful and wrongheaded game. 

They look at their shop like the 401: jam as many cars through as possible. To 
them, those full lanes look great, but the stress from this approach on management 
and staff is enormous, and that adds to the stress of the customer too, especially when 
things get jammed up and promised delivery times can’t be met. Nobody likes grid-
lock, and more importantly, you don’t make much money at it.

Consider then the 407’s approach. It uses toll rates not only as its revenue source, 
but also to regulate the volume of traffic it sees. 

“We understand we have to keep rates affordable,” said 407 spokesperson Kevin 
Sack in a Toronto Star article. “But we also know that controlling congestion is the 
most important thing we can do for customers. To maintain the highway as a fast, 
safe, and reliable alternative, tolls are very important. Tolls are the mechanism by 
which you can control congestion on the highway.”

That’s right: Raise the rates and drive some customers away, in order to keep those 
who do stay very, very happy.

To be fair to the service providers out there, many have got at least part of the 
message and have raised door rates to generate a decent profit, even though they 
might have lost some of the more cost-conscious customers along the way.

But many haven’t gone the distance on this and still try to build volume without 
regard for what it does for their process, which is why even good shops end up with 
gridlock.

I know full well that this is not a new message, but it will bear repeating until every 
shop is on board with getting profitable instead of just getting busy. 

And the messenger for this will continue to be you, the jobber; nobody else has 
the kind of relationship that can shift the service provider’s thinking, and get them 
the information they need.

So, if your business is feeling like it’s making slow progress, maybe it’s because 
your customers are jammed up too. Maybe you’ll both be able to get moving at a 
better pace if you work together.

Andrew Ross, Publisher and Editor
aross@jobbernews.com

March brings our 
annual Spring How to 
Sell Issue, with useful 
tips for many prod-
ucts. Plus news, tech, 
and more.

ARE YOUR CUSTOMERS IN 
GRIDLOCK?

30 JOBBER NEWS / FEBRUARY 2011

FEBRUARY EDITORIAL p30.indd   30 08/02/11   10:38 AM

mailto:aross@jobbernews.com


Client Valvoline Canada

Client Contact Dennis Favaro (905-855-6500)

Creative Contact Jeff Maguire (403-398-5640)

Publication/Issue SSGM

Filename valvoline_ASE_EN_SSGM.pdf

Date June 4, 2009       

www.va lvo lin e .co m

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.
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MADE IN BRAZIL

“DRY OIL” TECHNOLOGY

NO CONTAMINATION OF BRAKE
PADS REDUCES NOISE

ENVIRONMENTALLY FRIENDLY,
NO NEED TO USE HEAVY
CHEMICAL PRODUCTS FOR
WASH/CLEANUP

MUCH FASTER TO ASSEMBLE

EXCELLENT FRICTION RATE
FROM THE BEGINNING

SPECIAL FINISHING ON THE
BRAKING SURFACE ALLOWS
FAST AND EASY BEDDING OF
THE BRAKE PADS

Fremax
Brake discs

Ready to Go Conventional 
Brake discs

THE FIRST BRAKE THAT́ S  
READY TO ASSEMBLE

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

For more information on READY TO GO, contact us:

Agna Brakes 
9365 De Meaux

St Leonard, Qc, H1R 3H3
Tel.: (514)333-7781  Toll Free: (888)333-AGNA (2462)

Fax: (514)333-8759 www.agnabrakes.com
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Postcard from Taiwan

JOBBER NEWS EXTRA

FU BU AUTO PARTS

Fu Bu Auto Parts showcased its D2 Racing line during 
Jobber News’ visit to its combined manufacturing and 

design facility.
Its key lines include performance and racing ride 

control, caliper, and brake rotor offerings.
Fu Bu international sales representative Vicky Lo 

humoured journalists by modelling one of the firm’s 
performance calipers. A colleague was volunteered for 
performance shock modelling duties. 

The company does much of its testing using its own race 
team. “Unlike many manufacturers,” said Lo, “we have our 
own racing to test our products. Before we launch a prod-
uct, we will test it on the track.”

They seem to be pretty successful at it. The boardroom 
was so full of trophies, the joke of the day was that they were 
really a trophy manufacturer.

In actuality, the company, established in 1977 and now 
with a staff of 220, manufactures 1,500 applications in the 
brake and ride control area.

Ms. Lo is particularly excited about the company’s coming 
introduction of a one-piece, eight-piston caliper.

The technology should provide a high degree of stiff-
ness, always valued in competition and high-performance 
applications. 

Lo took the lead, running our group through the quality 
control lab and the displays in the showroom. The com-
pany recently started working on motorcycle systems.

The company reports sales of more than $10 million a 
year, with some 55% from Europe, 35% from Canada and 
the U.S., and 10% from Asia.

In terms of its target market, despite its racing heritage, 
Lo says that 60% to 70% of its suspension sales are for on-
road customer use, with about 5,000 sets sold in Canada 
and the U.S. each year.

FuBu/D2 Racing Sport Co., Ltd
www.d2racingsport.com
vicky@d2racingsport.com
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Postcard from Taiwan

KARAT INDUSTRIAL

K arat Industrial is a fam-
ily operation headed up 

by Philey Ko. While his son 
Allan ran our group through 
a profile of the company, the 
gist of it was that everyone 
understands that the busi-
ness of riveting may be less 
exciting than other sectors, 
but is critical to many sectors 
of industry; when you need 
a rivet, nothing else will do.

Avowing its commitment 
to quality and innovation,  
the company showed off 
a clean new facility and its 
GR-12 product that can set 
structural rivets. The “Big Shark” uses a gear reduction to 
allow the user to generate the torque required, while spent 
mandrels are captured in the handle using an ingenious, 
simple design. 

As Philey Ko explained, “It’s always a challenge for us. 
We develop new ergonomic designs to make the user feel 
more comfortable.” The product’s curved rather than 
straight shaft helps, and it improves the look too. “We have 
to design a new shape that can add both function and 
value. And we have to ensure that the design is robust and 
thus it will last.

“We have a saying: if we are not satisfied we will not sell 
it to our customers.”

He also focused some comments on after-sales service. 
One customer in the U.S. came to the firm because the 
time with its current supplier to receive service parts was 90 
to 120 days. “That’s incredible. Our time? One week.”

“We are very conservative. We want our products to be 
very successful and accepted in the market.”

Karat Industrial
www.karattool.com
sales@karattool.com
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Postcard from Taiwan

JUST AUTO 

T he enthusiastic crew at Just Auto Accessories was 
impossible to capture fully in images. Jennifer Lin, 

Janice Huang, and Irene Chen led the way on product 
introductions, many of which focused on the global 
trend toward daytime running lights, a theme that was 
echoed by a number of suppliers.

The company has a broad spectrum of products, but its 
LED lighting line-up has been rolled out to include virtually 
every conceivable application.

Some 50% of this company’s sales are in Europe, with 
25% in North America. Some 90% of its sales are to the 
aftermarket. It also supplies some well-known brands under 
private label. 

“Innovation and design at a competitive price” is its 
motto, offered by Janice Huang.

Its LED products have received quite a bit of attention in 
the past; its LED daytime running light won a best product 
award at the 2010 AMPA show. 

Like many companies in the LED marketplace, Just Auto 
has a wide selection of daytime running lamp applications 
to meet a growing global need. In addition, though, third 
brake lights, accessory LEDs for washer nozzles, and cargo 
lights have become popular items. The washer nozzle LEDs 
have sold two million sets in North America, said R&D 
manager Leo Hsu.

One product that is of particular note is its bus braking 
warning lamp. 

“There are a lot of motorcycles and they don’t always 
notice when the bus is stopping,” says Huag. “This lamp, 
when the bus is stopping, starts blinking, warning drivers 
and pedestrians.”

Also notable from this company is its Nobrac line of 
personal items (“carbon” spelled backwards)—pens, key 
chains, briefcases, etc.—all with a carbon-fibre look, which 
while not unique in the market, has been executed excep-
tionally well in this case.

Overall, says R&D manager Alan Hsu, the company has 
evolved from a pure manufacturer to an engineering and 
design house.

“In the past, people would come with a part and ask us 
to make it. Now customers come and say ‘I have an idea. 
Can you build it?’”

Just Auto Accessories
www.justtop.com.tw
janice@justtop.com.tw
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Postcard from Taiwan

MSI CORPORATION/FUNTORO

M SI Corporation, which made its name building “over-
clocking” motherboards for computers, recently 

turned its hand to infotain-
ment systems. 

Vincent Lai, assistant vice-
president, explained that 
the firm is focusing on its 
“Funtoro” business—for Fun 
to Road, the brand under 
which it provides mobile 
entertainment systems, mainly 
for commercial applications 
such as buses.

Founded in 1986, the 
company will celebrate its 
25th anniversary this year.

“All they knew was how 
to build motherboards. They 
didn’t know about business,” 
said Lai of the founders. It 
took two years and a helpful 
father to tide them over until 
they could develop their 
now-famous “overclocking” 
motherboard that increased 
the speed at which computers 
could operate.

Today, while the company still relies on more conventional 
computer technologies for the bulk of its business, some 

10% (and growing) of its 
business is outside this arena, 
with a significant push into 
transportation.

Its media-on-demand sys-
tem’s key factors are lower 
power consumption by run-
ning up to 84 displays from 
a single server, says vice-
president Samuel Keong.

He says too that Funtoro 
is at the top of the market in 
media-on-demand systems, 
with a 35% to 40% market 
share globally. 

MSI/Funtoro
www.funtoro.com
samuel.keong@funtoro.com
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Postcard from Taiwan

WHETRON ELECTRONICS

W hetron specializes in vehicle electronics with 
a special focus on safety and security. It 

currently operates factories in Taiwan, mainland 
China, and Thailand. It also has an office in 
Detroit that was established in 2009. 

This strongly OEM-focused company is predicting 
a 20 to 30% increase in business over the next two 
years. The company has a variety of product options, 
but is centring much of its focus on vehicle security. 

“We want to focus on image technology to 
protect a driver’s property,” said Whetron’s Steven 
Chuang. Products it has on the market have been 
used in taxis to provide a record, and protection, 
for drivers; it would appear that drivers in some 
areas are looking to add cameras for applications 
beyond parking assist.

GPS locator technology slots nicely into this 
space, and the firm has developed a technology 
for it. “We have this technology, but we still have to think 
about how to apply it in a system,” said Mark Wang, project 
assistant manager.

Whetron Electronics
www.whetron.com
mark.wang@whetron.com.tw
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Postcard from Taiwan

TTE

T TE is focused on technologies like TPMS, parking assist, 
and imaging technology. 
It was among the largest companies we visited—its new 

corporate headquarters would have been at home any-
where in Motor City, and company representatives were 
very smooth in both message and delivery.

 “We have rear and side cameras and we have integrated 
the image process,” said Eddie Chen, assistant v.p. in charge 
of product planning. “We have lots of applications in the 
parking assist area too. 

“A year ago, we developed the Auto Parking Assist sys-
tem. This system can automatically detect a parking space 
and it will guide the driver into it.

“We are still in the development stage, but it will be 
ready in 2011. I think this will be a very big area. We are get-
ting a lot of interest from OEM customers.” But, he admits, 
it’s still just talk.

Interestingly, the company has decided to employ ultra-
sonic sensors in its parking assist system. 

“Most of these systems are video-based. Developing a 
video-based system is not technologically difficult. The 
problem is whether people will accept the price.”

Having said that, the company does have its Around 
View Monitor (which provides a bird’s-eye view), slated to 
be available later this year. “We have already demonstrated 
this to Nissan Japan.” They already have a rival system, the 
TTE system, he says, that offers a cost advantage. The sav-
ings of more than 10% come from using CMOS, not CCD, 
and a different chip set in the ECU.

The company noted it has had some exposure to the 
North American market; it had supplied a system for the 
Ford F-150, but still considers itself quite small here. 

TTH (Tung Thih Electronics)
www.tungthih.com
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Postcard from Taiwan

KING ROOF COMPANY/ 
BNB RACK

Founded in 1977, the King Roof company is a supplier 
of racks for bicycles, skis, kayaks, and other products 

to some existing brand names familiar to North American 
companies, but has also introduced the BNB brand. 

It has expanded its operations in the last year to bring 
testing and design in-house, and now has a staff of 80 onsite. 

“We did this to control every step of the process,” says 
Carlos Martinez, who handles international sales for the 
company.

“We test all of our products to the most strict interna-
tional standards.” He also stressed that the design centre 
is staffed with engineers who are avid cyclists. “This way we 
can really know what our customers want, too.”

The big noise for the company was its introduction of 
the world’s first carbon-fibre bike rack. 

The very aerodynamic unit weighs in at only 4 kg, and 
with an estimated price of about $1500, is clearly an attrac-
tive option for owners of some very special high-end bikes. 

For the rest of us, there are more pedestrian options like 
the Aerorack, a universal trunk mount carrier that installs 
and removes easily.

We watched some product testing during the visit to 
King Roof, which was suitably undramatic.

If nothing else, the introduction of the carbon-fibre rack 
should at least indicate that not every company from the 
Far East is only obsessed with bringing lower-cost products 
to the market. 

In general, says Martinez, North American customers 
look for hitch-mounted racks, while in Europe it is the ball-
mount, and in Asia, trunk mounts that get the nod most 
often.

Currently the company has a line-up of more than 20 
conventional bike racks.

King Roof/BNB Rack
www.bnbrack.com
carlos@martinez@bnbrack.com
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Postcard from Taiwan

MYCARR LIGHTING

If you were to transport MyCarr Lighting’s story to 
somewhere outside of Flint, Mich., it would be a classic 

American entrepreneurial story—with one product idea 
that turned into a company, that turned into a bigger 
company, which bred growth and diversification, leading 
eventually to a name change to better describe the new 
company.

That first product was the Massaging Steering Wheel 
Cover, the kind of steering wheel cover with dimples all 
around it, that formed the foundation for the company in 
2005. This simple product literally built the company, but 
growth and change came fast. 

“We quickly moved to the lighting area,” said Jocelyn 
Ya. “And the transition to this market signalled even more 
changes in 2005.” Among the changes was the name 
change to MyCarr Lighting to reflect the increased focus 
of the company on the lighting sector.

She says that big wins came in 2007 with a contract 
from Harley-Davidson, and in 2008 with Philips Global. 

The company says it was the first to develop the LED 
daytime running lamp and that has led to a great deal of 
success and growth in the market. 

“We have more experience, so we cooperate with a lot 
of major brands.”

The company has grown by 20% each of the last three 
years and 30% of current sales are from North America, 
with 40% coming from Europe. 

“The aftermarket is the main target, with our own 
brands and other brands. Our OE business is only about 
5%.”

My Carr Lighting
www.mycarr.com
sij@mycarr.com
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