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Three automotive aftermarket companies chosen 
as part of an elite group of organizations named 
“Canada’s 50 Best Managed Companies for 2010” 
were recently honoured in Toronto.

The three companies are Wakefield Canada, 
Toronto, Ont.; Gregg Distributors, of Edmonton, 
Alta.; and Ideal Supply Company Limited, 
Listowel, Ont.

While the companies were named earlier 
this year, the formal presentations were held 
recently at a special gala event.

Toronto-based Wakefield Canada is the 
distributor of Castrol products in Canada. It 
was founded five years ago and has grown to 
become one of the aftermarket’s most success-
ful entrepreneurial organizations.

Edmonton’s Gregg Distributors Ltd. distrib-
utes products across Western Canada to the 
industrial, agricultural, automotive, and heavy 
truck sectors. Gregg first supplied hoses, fittings, 
and hose assemblies from a small Edmonton 
shop over 40 years ago. Today, it warehouses more 
than 1000 product lines and has 18 locations in 
Alberta, British Columbia, and Saskatchewan.

The family-owned Ideal Supply Company of 
Listowel, Ont., is a NAPA associate automotive 
parts wholesaler with 30 locations that serve elec-
trical and industrial markets throughout central 
and southwestern Ontario.

The program, sponsored by Deloitte, CIBC, 

National Post, and Queen’s School of Business, 
recognizes 50 of the country’s leading private 
organizations spanning a wide array of industries, 
with the distinction of Best Managed Company 
granted to companies demonstrating business 
excellence through a rigorous and independent 
process that evaluates their management abilities 
and practices.

“After two years of shoring up, deleveraging 
balance sheets, and focusing on cost reduction 
strategies, Canadian businesses now have growth 
back on the agenda,” says John Hughes, Deloitte 
partner, Private Company Services, and national 
leader of Canada’s 50 Best Managed Companies 
Program. “Clearly we’re not out of the woods 
yet, but one of the most impressive aspects of 
this year’s award recipients is the focus of man-
agement teams and employees on growth and 
investment.” 

Combined, 2010’s 50 Best Managed 
Companies generated $11.5 billion in revenue 
and employed over 52,000 Canadians. 

“By pursuing innovation and investing in 
meeting the needs of their clients, this year’s 
winners have made a positive impact in the 
Canadian marketplace,” says Jon Hountalas, 
executive vice-president, business banking, 
CIBC. “We applaud their success and we’re 
proud to recognize their contribution to 
Canadian business.”

Three Automotive Aftermarket Companies 
Among “Canada’s 50 Best Managed”

Bestbuy Announces New 
P.E.I. Shareholder

Bestbuy Distributors 
Limited has announced 
the addition of Down 

East Auto Parts in Prince 
Edward Island to the  

family of Bestbuy  
shareholders. 

Down East Auto Parts’  
two locations are  

situated in Montague and 
Charlottetown, P.E.I. The 

business is owned and 
operated by Michael J. 

and Tanya MacPherson. 
“A great addition and fit 
to Bestbuy—we welcome 
Mike and Tanya to our 

family,” says Kim Bishop, 
national director of 

sales and marketing for 
Bestbuy. Down East Auto 

Parts’ head office is  
located at 5237 AA 

MacDonald Highway in 
Montague and can be 
reached by phone at  

902-838-2211.

g     g     g

Mythbusters Winners!
Here is this month’s  

winner of the  
Jobber News Motor Oil 

Mythbusters Quiz  
presented by Valvoline. 

Winners are chosen from 
all correct entries and 

each will receive a prize 
pack generously donated 

by Valvoline Canada.
Domenic Degenais, 

Location Jean Legare 
Ltee, St-Hubert, Que.

Congratulations Domenic. 
Go to page 8 for your 

chance to win!
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National Association Adds to Board
Four new directors were elected to the board of 
the Automotive Industries Association of Canada 
at the 69th AIA Annual General Meeting, held in 
Ottawa on April 20, 2011.

In addition, director Robert Hattam was 
elected to the role of AIA second vice-chairman.

New to the board are Bob MacDonald, 
Wakefield Canada Inc., serving until the Spring 
2014 AGM; Mike Fazackerley, Mathew Scott 
Data Marketing, serving until the Spring 2013 
AGM; Robert Pitt, Affinia Canada Corp., serving 
until the Spring 2014 AGM; and Andrew Davies, 
Canadian Tire Corp., serving until the Spring 
2014 AGM.

The complete AIA Canada’s Board of 
Directors is as follows:

Executive Committee
•  Mauro Cifelli, Vast Auto Distribution Ltée, 

chairman of the board
•  John P. MacDonald, Ideal Supply Company 

Limited, first vice-chairman
•  Robert Hattem, NAPA Inc., second vice-

chairman
•  Brad Morris, Grote Industries, immediate past 

chairman
•  Marc Brazeau, president

Directors at large:
•  Mike Fazackerley, Mathew Scott Data Marketing 

•  Robert Pitt, Affinia Canada Corp.
•  Andrew Davies, Canadian Tire Corp. 
•  Bob MacDonald, Wakefield Canada Inc.
•  Greg Sims, OK Tire Stores Inc.
•  Bob Sinclair, Dixie Electric Ltd.
•  Denis Mathieu, Uni-Select Inc.
•  Mario Tremblay, DuPont Automotive Finishes
•  Tony Canade, Assured Automotive

New directors added to the board of directors of the 
Automotive Industries Association of Canada are (l-r): Bob 
MacDonald, Wakefield Canada Inc.; Mike Fazackerley, 
Mathew Scott Data Marketing; Robert Pitt, Affinia Canada 
Corp.; and Andrew Davies, Canadian Tire Corp.
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Spectra Premium Re-Launches 
Blower Motor Program
Spectra Premium has 

announced the re-launch 
of its blower motor line. 
Now offering 120 part 
numbers covering over 

200 million vehicles 
in operation, Spectra 
Premium is moving  

forward to build a full-line 
offering that will meet 

every service need. The 
blower motors are built to 
endure a long quiet life 

and are made to meet or 
exceed OE design and 

performance. All blower 
motors will be covered by 

a one-year warranty.

g     g     g

Beck/Arnley Adds 
Zimmerman Rotors

Beck/Arnley announces 
it has added Zimmerman 

rotors to its brake and 
chassis product module 

to give professional  
service technicians another 
option when it comes to 
repairing foreign-name-

plate vehicles. 
Beck/Arnley currently 
offers 14 part numbers 
that cover 177 vehicle 

applications for European 
late-model, high-end 
vehicles. Seven more  

part numbers are  
available as of May 15, 

2011. Zimmerman rotors 
complement Beck/
Arnley’s 089 Foreign 
Branded Brake Pads, 

providing technicians with 
an OE solution for the 

repair of European OEM 
vehicles, including BMW 

and Mercedes-Benz.
Zimmerman rotors are 
made in Germany in  

conformity with DIN EN 
ISO 9000:2000, which 
means technicians can 
count on a premium-

quality product that meets 
the very highest standards, 

every time. They are  
manufactured in  

dimensions and to a  
material quality level that 
is specified by the auto-
motive manufacturers.

Continued on page 8

Continued from page 4
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The Best in Automotive Parts Cataloguing 
Recognized

The best examples of automotive cataloguing were recognized at 
the 38th annual conference of the National Catalogue Managers 
Association (NCMA) in St. Petersburg, Fla. 

Nearly 300 aftermarket professionals from manufacturers, 
retailers, wholesalers, and a variety of print, electronic, and information 
service providers gathered to advance their skills and knowledge 
of automotive cataloguing.

Cardone Industries was recognized as the best example of 
printed catalogues for its NAPA Remanufactured and New Master 
Cylinders Catalogue. Denso Sales of California took home the gold 
for its Web catalogue at www.densoaftermarket.com. International 
Brake Industries collected top honours for its innovative CD-ROM 
catalogue.

“A highlight of the annual conference is the opportunity to 
recognize the best examples of cataloguing in a variety of media,” 
says NCMA president Mark Richardson, Exide Technologies. “We 
judged more catalogue entries than in many years and enjoy cel-
ebrating the hard work that goes into these essential publications.”

For the complete list of NCMA Catalogue Excellence awards 
winners, visit www.ncmacat.org.

Affinia Earns Two Cataloguing Awards
Affinia Global Brake and Chassis received a Silver Level President’s 
Award for its chassis parts Web catalogue, and a Most Improved 
Award from Genuine Parts Company/NAPA.

The awards were presented at the 38th Annual Knowledge 
Exchange Conference of the National Catalogue Managers 
Association (NCMA) in St. Petersburg, Fla. 

The NCMA President’s Award for Catalogue Excellence is judged 
by a panel of industry peers for the best examples of cataloguing 
in print, CD-ROM, and Web in the automotive aftermarket indus-
try. Additionally, the leading aftermarket data receivers present the 
Electronic Data Excellence Awards to those suppliers who consis-
tently provide the highest quality electronic data. 

“This year’s award from NAPA is our second earned from them 
in the last three years,” says Jeff Alexander, director, commerce 
data, Affinia ADMS Group. “Recognition from major channel part-
ners like NAPA, and from our peers within the industry, illustrates 
our continued dedication as we promote workflow innovation and 
strive for data excellence.”

Strong Interest In Automotive Catalogue 
Professional Designation Program

Launched less than one year ago, the National Catalogue Managers 
Association’s Automotive Catalogue Professional (ACP) designation 
program is off to a strong start, with the first class of participants 
expected to graduate in 2012. 

The ACP program is administered through the University of the 
Aftermarket.

University of the Aftermarket director Brian Cruickshank, MAAP, 
highlighted the program’s early success in a general session 
presentation during the recent NCMA Knowledge Exchange 
Conference in St. Petersburg, Fla. Cruickshank and the NCMA 
board collaborated in the development of the program to recognize 
NCMA members who are committed to professional development 
and who exemplify cataloguing best practices.

“We’ve had strong participation in this program from the very 
start,” Cruickshank says. “NCMA members clearly understand that 
the ACP designation helps enhance the prestige of one of the most 
important functional areas within any aftermarket manufacturing 
or distribution enterprise.”
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Continued from page 6

APPOINTMENTS

Mevotech Inc. has announced 
two key appointments. The 
company announced that Bill 
Holmes has been appointed as 
business analyst. “Bill is great 
with customers and we are excited 
to have him on our team,” says 

Scott Stone, vice-president of sales and market-
ing. “He will help us coordinate our internal 
efforts, making sure we are on the pulse of our 
customer’s needs and strategies, and that we 
are executing the plan we have for our cus-
tomers.” In this new position, Holmes will work 
with customers and act as a “category captain” 
for major customers by providing inventory 

Mahle Clevite Adds Clevite 
Engine Bearings to its 

Light Vehicle Electronic 
Catalogue

Mahle Clevite Inc. has 
added Clevite engine 
bearings (1990 and 

newer applications) to its 
light vehicle electronic 

catalogue offered through 
the Launchpad portal of 

eCatalogues. 
The addition of 1990  

and newer engine  
bearings completes the 

eCatalogue’s light-vehicle 
product offering, which 

also includes pistons,  
piston rings, filters,  
turbochargers, and 

gaskets (also 1990 and 
newer).

The addition includes 
400 new parts, including 
Clevite TriMetal, BiMetal, 

and high-performance 
engine bearings.

Bill Holmes

recommendations, marketing 
strategies, and ongoing develop-
ment of relationships with part-
ners. Also, Mevotech Inc. has 
appointed Derek Chinn as the 
regional manager for Ontario 
and Western Canada. “We are 

excited to add Derek to our team,” says Stone. 
“He has spent his entire career in the aftermar-
ket industry and his experience and passion for 
the business will be a huge asset for us as we 
continue to grow.” In this new position, Chinn 
will be responsible for growing and developing 
programs for Ontario and Western Canada and 
managing district managers.

8 JOBBER NEWS / MAY 2011

ACP program requirements include a min-
imum of three years of aftermarket experi-
ence, participation in NCMA programs, a 
research paper covering a catalogue-related 
topic of particular interest to the participant, 
and completion of University and NCMA 
coursework.

Among the required program courses are 
the online ACES and PIES standards clinics,  
available through the University of the 
Aftermarket’s popular “On-Demand” feature at 
www.universityoftheaftermarket.com.

“The ACP program is hitting its stride at 
a time when excellence in cataloguing and 
data management has become a key competi-
tive differentiator for aftermarket suppliers 
and distributors,” says NCMA president Mark 
Richardson, MAAP. “It is incumbent on our 
members to help move the industry forward 
in the information age, and this will require a 
commitment to continuous learning.”

For more information regarding the ACP 
designation program, please visit www.universi-
tyoftheaftermarket.com or call 1-800-551-2882.

Enter the Jobber News
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CONTEST
Test your knowledge of lubricants for a  
chance to WIN a Valvoline® Prize Pack!
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Phone Email
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Smart Innovation the Key to Success
Aftermarket Conference for Executives Offers Words to the Wise

By Andrew Ross

our culture will determine your success, not your strategy.
That was the word from trend guru Jeremy Gutsche 

at the Aftermarket Conference for Executives held in 
Ottawa, Ont. in April.

Likewise, he says that it isn’t strategy that will make you 
win; it is culture. “Culture eats strategy for breakfast.”

In a highly interactive session, Gutsche challenged the 120 
attendees to identify a statement from a company touting its 
history of innovation from word processing and grammar 
checkers to self-correction. That company was Smith Corona, 
the typewriter manufacturer. The list of firsts by the company 

EVENT REPORT

is long, but faced with the entry of the computer age in the 
1980s, it steadfastly remained a typewriter company.

While this is certainly unwise in retrospect, Gutsche 
maintains that this decision would have seemed rational at 
the time.

“In 1989 they were a $500-million-a-year company. Did 
they need to get into computers?” As a B2B company, it 
provided better versions of what its customers—banks and 
businesses—were already buying from it. What its customers 
were buying were smarter and smarter typewriters, not com-
puters. And in fact, one of its most ardent competitors had 
flung itself into the computer age and gone broke doing so. 

But, as we know today, the decision not to change was not 
the best—Smith Corona went bankrupt in 1995—but its cul-
ture prevented its managers from making the kind of shifts 
they needed to make.

“They were focused on being the best typewriter company 
in the world. If they had focused on the fact that what they did 
was help people record their thoughts, they would have had 
to get into computing.” 

He says that the lesson here is that companies get good 
at things, their core competencies, and so when they try new 
things for the first time it seems like a failure.

Too quickly they give up on the new initiatives.
“The danger of being good is that it keeps you on the hill, 

and stops you from seeing those new hills. The young guns 
are hungry for new things because they don’t have a hill to 
stand on.”

The AIA’s Aftermarket Conference for Executives attracted some 120 
top-level executives to Ottawa in April.

10 JOBBER NEWS / MAY 2011

Rex Murphy Wonders Aloud: 

What’s It All About?
The words of broadcaster and political commentator Rex Murphy 
will echo as either sage prescience or the object of outright mockery, 
depending on how the federal election turned out and depending on 
each individual’s view.

“I don’t think any of us have a real grip on what it is all about,” 
he told the conference as election day neared.

He quoted a Toronto Star article which stated that the majority 
response to the leaders’ debate was annoyance. “I don’t think that, 
anywhere in the western world, any electorate has announced that 

its majority feeling was ‘annoyance.’
“That’s very telling. I think it is one 

of the crippling features of Canadian 
politics of the last 20 years. There 
was a period, when we had a national 
election, that themes emerged of 
some extremity, of some range, some 
real continuity.

“Even if you didn’t like the position 
that Diefenbaker took, you could not 
dispute that he came to talk about the 
whole of Canada.

“Pierre Trudeau, whether you like or dislike the person or the 
politics, he had one thing absolutely right. He said, ‘Who speaks 
for Canada?’”

Now the election is all about small issues of minimal interest 
to the public.

“In Canada, national elections are held for the convenience 
of the parties. They do not arise out of a need or a great project; 
instead it is all a calculation. 

“It is not linked to any intellectual framework or agenda that 
speaks to the country as a whole.

“This is not an election; it’s not even a good soap opera.
“This country has such unexampled potential and history. We 

built a culture within our own system of civility and reasonable 
compromise. In the meantime our politics shrinks and shrinks 
and shrinks.”

Y
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He offered an example 
of this from the entertain-
ment world. Britain’s public 
broadcaster, the BBC, had 
a bureaucratic, threatening 
process for having new pro-
grams approved for produc-
tion. This often kept risky 
ventures from making it to 
the proposal stage.

Under new direction, the 
BBC made the change to 
allow projects that weren’t 
approved through normal 
channels to qualify for 
“gambling fund” money. 
One such project was the 

show “The Office,” which has gone on to become the BBC’s 
most successful show, and has spawned a likewise-named 
spinoff in North America.

Innovation is necessary, Gutsche concluded, but it must 
be intelligent innovation that is able to capitalize on trends 
as they develop. 

For Gutsche, these trends are consumer-related, and 
coalesce around opportunities to employ social networking 
strategies effectively, as he has done with his Trendhunter 
franchise. 

For international finance expert Kevin Lynch, the need to 
innovate has critical economic implications.

We are at a structural pivot-point not only in the 
Canadian economy, but also in the global economy, he told 
ACE attendees. 

Lynch, vice-chair of the BMO Financial Group, said that 
there are big challenges ahead for Canada and Canadian 

business.
“Think about the last 

twenty years alone. [Among] 
the top dozen countries 
twenty years ago and today, 
the amazing change is China. 
It was barely in the top 12 
twenty years ago; it is now 
catching up quickly to the 
United States. Japan is now 
the third-largest economy. 
What you are seeing is not 
just the rise in China; you are 
seeing a shift to Asia.

“I’m not sure as 
Canadians that we have 
our minds around what it 
means today and tomorrow 
as much as we should.”

Lynch says there are four uncertainties to contend with in 
the global economy.
•  Coordination uncertainty, from a lack of clarity in inter-

national coordination, more diverse circumstances, less 
consensus;

•  Policy uncertainty, from a lack of credible policy to deal with 
deficits in advanced economics and inflation in emerging 
economies;

•  Imbalance uncertainty, from slow adjustment to less saving, 
more spending in China, and less borrowing and more saving 
in the U.S.;

• Geo-political uncertainties in the Middle East and Japan.
“Fundamentally our problem is that the Americans spend 

too much and save too little and the Chinese save too much and 
spend too little, and nothing we do will make any difference if 
that doesn’t change.”

In this environment, Lynch says Canada must innovate to 
compete.

“Canada, in the global economy, needs to improve its pro-
ductivity—it is now about 75% of the U.S. level—and this will 
come through innovation.

“There is an innovation paradox. You have to believe, and 
I’m not sure we believe.”
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Kevin Lynch told attendees Canada 
has to get its innovation strategy 
in order if it wants to succeed in a 
changed world.

Trend guru Jeremy Gutsche  
gave attendees pause for thought 
in his recounting of the Smith 
Corona tale.

The Awards
Young Executives Society Award

Jeff VandeSande, president of Bestbuy Distributors Limited, 
was presented with the YES Award during the Young Executive 
Society (YES) conference held by the AIA in Ottawa on April 19th. 
VandeSande was selected as the recipient for this year’s award for 
his track record within Bestbuy as well as for his involvement in his 
Kitchener, Ont., community.

Distinguished Service Award

Ed Coates, president and owner of the 97-store Lordco Auto Parts 
chain, was presented with the Distinguished Service Award, the 
highest honour presented by the Automotive Industries Association 
of Canada.

Under Coates’ leadership, Lordco has become the largest pri-
vately held independent auto parts distributor in Canada. He has 
been an integral part of the company’s success every step of the 
way, but is very quick to give credit to his large team of commit-
ted Lordco staffers, many of whom have been with the company 
almost since the beginning. His positive attitude permeates the 
entire organization.

Jobber of the Year Award

Jobber News presented the Jobber of the Year Award to 
Warehouse Services Inc., of Edmonton, Alta., at a special dinner 
held in conjunction with the conference.

Owners Wayne and Scott Scherr received the award in front 
of some 40 industry leaders. 

“I’m really just here to pick up this award,” said Scott Scheer, 
calling it the “Oscar of the Aftermarket.” “It’s really for all the staff 
at WSI, and everyone who has worked so hard. We’ve had quite a 
bit of growth in the past few years and they deserve credit for that.”

The award is formally named the E.J. and A.E. Wadham 
Memorial Award, after the founders of Jobber News Magazine, 
published monthly since 1931. The award recognizes the very best 
in Canadian automotive aftermarket wholesale parts distribution for 
their success in business, service to the industry, and community 
commitment.
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T he oxygen sensor, once considered an add-on to the tune-
up category, has evolved into a category unto itself—and 

for good reason.
While oxygen sensors are affected by many of the same fac-

tors as other parts—vehicle population demographics, mileage 
averages, and the economy—as well as emissions inspection 

programs (where they are present), the category has evolved so 
rapidly that it only makes sense to track it separately.

Take for example, the technology. 
“There has been a major philosophy and technology shift 

at the OEM level in the past few years, with more prevalent 
use of wide-range air fuel (WRAF) sensors in the upstream 

position,” offers Chris Harrison, 
sensors product manager for 
NGK Spark Plugs of Canada. 
WRAF is a term used to describe 
two advanced sensor types that 
actually measure vehicle air/fuel 
ratio, which differs greatly from 
conventional switching oxygen 
sensors. Conventional oxygen 
sensors simply switch between 
rich and lean based on oxygen 
concentration, without indicating 
how rich or how lean the air/
fuel mixture is.  WRAF sensors, 
which can be either Wideband 
Oxygen Sensors or AFR (air-fuel 
ratio) sensors, however, actually 
measure AFR over a wide range, 
offering tighter control within the 
stoichiometric point.

Harrison says that domestic 
manufacturers are transitioning to 
this technology now (some 80% 
of Ford’s offerings will use them 
by the 2012 model year), while 
import manufacturers are already 
there. 

But this still leaves millions 
of older-technology sensors out 
there that make up the current 
replacement business. Harrison 
says this is changing rapidly too. 

“Older sensors (such as 
unheated and earlier generation, 
less robustly heated) that had a 
higher replacement rate (i.e., less 
service life) are dying faster as 
much older vehicles are scrapped. 
Instead, older-generation sensors 
are now being largely displaced 
in the aftermarket sales mix with 
later generation (typically post-
OBD-II) sensors that are lasting 
much longer (avg. 8-9+ yrs/part). 
The mitigating factor here is 
that while the newer sensors are 
lasting considerably longer than 
previous generation parts, after 
OBD-II there are more sensors 

Oxygen Sensor Market 
Continues to Evolve
Technology, market, and regulatory factors continue to push

oxygen sensor sales forward.

MARKET
TRACKER
MARKET
TRACKER

Continued on page 14
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Ideal Supply is proud to be part of the “Canada’s 50 Best Managed
Companies” program and to once again be named to this prestigious 
list. As we celebrate our 85th Anniversary we are reminded that our 
focus on “providing great service and the best products available” to 
our Customers is a timeless recipe for success. We salute our Employees,
Customers, and Suppliers, knowing that by working together we create 
a sustainable business model that allows us to be confident – and 
excited – about the future.

To find your local Ideal Supply distributor, visit: idealsupply.com.

Wholesale Distributors to the Automotive, 
Industrial and Electrical industries since 1926
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equipped per vehicle, so these are now finally coming into 
the aftermarket.”

“GM continues to [comprise] a very strong percentage of 
our overall Canadian sales,” says Jarod Adams, global product 
line manager, engine management systems, Delphi Product & 
Service Solutions. “We believe there are two main factors driv-
ing this trend. The first is the strong market share GM had in 
the late 1990s and early 2000s, whereas many of these repairs 
are now taking place in the aftermarket. Generally speaking, 
the aftermarket peak of repair curve runs around eight to 12 
years after a new vehicle is sold. Therefore, there would still be 
a strong content of GM vehicles on the road today for those 
applications. We anticipate in the next three to five years, the 
GM percentage of repair will decline as their percentage of 
vehicles on the road declines.”

He says too that the aftermarket benefits from the ongoing 
trend of domestic vehicle owners being more prone to using 
the independent service sector, while import vehicle owners 
seek service at the dealer in higher percentages.

Harrison says that in addition to the expected decline in 
those popular GM numbers, the proliferation of sensor num-
bers is also taking hold.

“For example, in 2003, the number-one selling part, NTK 
21002 (1-wire GM sensor), alone accounted for nearly 20% 
of sales, but now has fallen to less than 5% of sales. Much like 
many other product categories, we attribute the significant sales 
mix change to considerable OE parts proliferation, especially 
prevalent with sensors, and we expect this to continue even 
more dramatically in the near future as we see the reversal of 
this ‘hourglass’ effect from few parts = large sales in the past to 
many SKUs = many sales for now and the future.

Continued from page 12
“In short, the product 

mix is changing rapidly—
so what is important for 
the aftermarket supply 
chain is to stay on top of 
inventory management as 
newer sensors come into 
the aftermarket. Also, techs 
need to be aware of the more 
advanced sensor types, how 
to test, diagnose, and repair 
(which now can often involve 
vehicle reflashing) before the job is 
complete.”

Closer to the ground, as Ontario poises to re-jig its emissions 
testing program by transitioning to OBD-II testing by the end of 
2012, and push out the testing to vehicles seven years old and 
older (from five years old), aftermarket service providers in the 
affected region would be well advised to keep a close eye on 
customer vehicles. 

“Ontario’s Drive Clean emissions testing program will 
encourage drivers to get their vehicles serviced, ensuring the 
vehicle meets the emission standards,” says David Ehle, chief 
engineer, vehicle electronics and thermal for Delphi Product 
and Service Solutions. “This will in turn drive higher repair 
sales regardless of vehicle age, with oxygen (O2) sensors affect-
ed the most. Other engine management components likely to 
be impacted by the testing are exhaust gas recirculation (EGR) 
valves, catalytic converters, mass airflow (MAF) sensors, and 
idle air control/bypass valves. All of these can impact emissions 
without severely impacting driveability, so drivers may choose to 
ignore the part-failure warning until the Ontario Drive Clean 
test requires the repair to be made.”
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Belts and hoses may not look high tech, but for some time now, the category has 

been the breeding ground for some of the most innovative tools for jobbers and their 

customers. You could say it’s a classic case of there being more to it than meets the eye.

Years ago, Dayco started working with vehicles in operation (VIO) data to hone suggested 

inventories, and this has blossomed into a whole series of tools for jobbers and service providers, 

says Dayco Canada vice-president sales Bill Hay.

“I would say that one of the unique aspects of belt and hose suppliers is that our product category—

primarily belts—is still stocked at the installer level, though much less than earlier years. Therefore, the 

need for inventory management tools extends beyond the distributor level to also include the installer 

level.”

OF BELTS 
AND HOSES

THE SURPRISINGLY 
HIGH-TECH WORLD

OF BELTS 
AND HOSES

THE SURPRISINGLY 
HIGH-TECH WORLD
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T 
he company currently offers three key technology-based tools 

for the market, he says. 

“Our Automated Order Writing, also referred to as Preferred 

Parts, is a internal software program tool that suggests appropri-

ate popular inventory for a given region or customer and can 

be drilled down into both national or provincial levels.”

The report identifies parts by VIO nationally and/or provincially, 

he says, also identifying the part as import or domestic, including 

part number and vehicle year/make/model. “All of this info is, of 

course, critical in making a knowledgeable decision to buy and 

stock, or not,” he adds.

“Our Custom Cataloguing software program is another tool 

designed to help installers or fleet accounts when they work on 

specific makes/models only. Using a basic example of an installer 

that services only German cars, this program would allow us to 

enter the specific make/model/years that the installer services, 

and then spits out a custom catalogue report to include his name, 

showing the specific application data as well as inventory summary 

sheet and all inventory required—which of course indicates what 

to stock not only for the installer or fleet account, but also the jobber/

wholesaler or even WD.”

Hay says Dayco has also developed a “Profit Calculator,” 

designed to provide the jobber salesperson with ammunition when 

reminding an installer of the cash flow and gross profits available 

on serpentine belt and tensioner replacements that can arise from 

making their inspection part of a shop’s routine. 

“The tool operates much like a slide rule and can be easily 

adjusted to specific installers based on the number of vehicles 

serviced per day,” says Hay.

Tools such as these have become extremely important to 

those competing in the category; for many, the tools themselves 

become the focus of line decisions. And for good reason.

The need for data-driven decisions has been driven by the 

proliferation of SKUs and addition of new part categories in the 

heating and cooling segment, says Marc Therrien, account execu-

tive, Veyance Technologies, which supplies the Goodyear brand of 

belt and hose products. “The distribution channel has to effectively 

manage inventories more efficiently in this market, not only adding 

the new parts to meet demand but also removing those where the 

demand has fallen off.

Continued on page 18
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Continued on page 20

“The market has evolved over the past number of years from 
the installer stocking belts and hose, managing their inventory, 
and having the right part available for their customer’s repair 
needs. Now, fewer installers stock belts and hose and strongly 
rely on the jobber for availability and quick delivery. Jobbers 
need to have the right product in stock in advance of the 
increasing demand. 

“In my opinion, it is having the right part in stock for future 
demand, not necessarily past demand. While sales popularity 
lists are extremely helpful in managing inventory, they are based 
on what has sold or is currently selling. With so many different 
makes and models on the road, new SKUs being added for 
newer applications, it is key to also manage inventory to future 
or anticipated demand.”

This is the focus of Veyance’s DataDrive Market Intelligence 
tool. DataDrive uses information about geographical locations, 
vehicle types, and other factors to help distributors of Goodyear 
Engineered Products stock the right products specifically for 
their local markets, says Therrien. DataDrive provides up-to-
date information down to the part number, and helps identify 
potential buyers in the area. 

“Our DataDrive technology integrates trusted market data 
from numerous sources in one easy-to-use platform that helps 
distributors prepare for future trends in anticipation of their 
customers’ needs. Using innovative algorithms, the award-
winning software gives customers a dynamic and detailed insight 
into how to improve their business.”

Therrien says the newly introduced tool has already gener-
ated strong response in its ability to predict parts failures in 

local and regional markets. “Based on future demand, they 
will see by application, import vs. domestic, vehicle types, and 
product categories, etc., whether it be tensioners, poly V-belts, 
over-running alternator decoupler pulleys, or timing belt kits.”

Marc Alary, marketing manager for Gates Canada, says that 
the impact of being one of the few categories still stocked by 
installers cannot be underestimated. 

“It has become increasingly important for us to justify our 
customer’s inventory investment, ensuring it is used in the most 
efficient manner and in a way that will increase sales,” he says. 

“It is no secret that having the proper inventories at the 
distribution centre and store level has been an area of focus 
in our industry for many years. Inventory is money, and who 
wants to waste it? As a supporting role to our customers, Gates 
Canada believes that having the proper inventory leads to 
customer satisfaction, cost reduction, increased sales, and 
overall increased efficiencies for distributors, parts stores, and 
their customers. That is why we decided to invest heavily in data 
integrity and technological systems.”

Alary offers that the Gates inventory management system 
allows any field sales personnel to recommend an accurate 
inventory for any of its customers. “The field sales force has 
access to part lists, interchanges, pricing, vehicle registration 
data from Polk, regional part popularities, and buyer’s guides, 
and they have the ability to create orders and replace competitive 
inventories on the spot.”

Of course, the creative application of technology hasn’t 
stopped at the use of vehicle data. Major players in this market 
have also worked hard to provide the technician with tools to 
help diagnose and replace belts and hoses.
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You get power and performance with Quiet Channel Technology™. 

Our unique staggered cog profi le and advanced rubber compounds virtually 

eliminate chirps, squeaks and squeals associated with pulley misalignment.

For more info, call 1-888-275-4397, or visit www.goodyearep.com
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OE engineering experience. It’s what sets our 
team apart from the competition. Our design 
engineers have the expertise to guarantee OE fit, 
form and function. First time. Every time.

That’s why you need VDO – the brand that 
delivers best-in-the-business quality, service and 
coverage to keep you ahead of the competition. 

Get the OE engineering advantage.  
Go with VDO. 

For additional information, contact:  
salessupport-us@vdo.com

Electric Motors & Fan Assemblies  |  Door Systems  |  Engine Management  |  Instrumentation

www.vdo.com/usa

OE Engineering.
It’s in our DNA.
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“Due to stricter OE requirements for S-belt performance 
under extreme temperature conditions (250 degrees F to -45 
degrees F), EPDM has become the material of choice for all 
major belt suppliers,” says Hay. “Combine the material change 
with the fact that engine belt configurations have become much 
more complex—more pulleys due to more accessories—there 
is now much more for installers to learn than ever before, 
relative to the diagnostic and replacement function. There is 
tremendous belt training required at all levels of distribution.”

Hay says that his company has developed a number of belt 
innovations, such as the W-profile poly rib belt designed to 
combat noise from misalignment, as well as tools to aid in 
diagnostics and installation. 

“Our new Belt Diagnostic Kit, also called The Solution Kit, 
has a laser alignment tool and a tension tool that help installers 
diagnose problems within the drive belt system relative to pulley 
misalignment and improper tension.”

The kit also includes several “A-Wear-Ness” gauges to help 
identify worn belts, a task made more difficult by the different 
wear patterns of the EPDM belt. 

“We have recently launched ‘GatorGauge,’ which helps 
the ASP to identify belt wear and time for replacement,” says 
Therrien. “Also, we have rolled out many training videos, avail-
able on DVD and also Youtube, to reach not only the ASP but 
many DIYers who are increasingly seeking information online.” 
“For our product lines, preventative maintenance is where it’s 
at,” offers Alary. To that end, Gates developed a belt wear gauge 
tool that identifies the wear of a belt and helps the technician 
recommend a replacement when needed. “It is important to 

understand that pulley, alignment, and 
tension of system components play a 
crucial role,” he adds. 

Looking ahead, suppliers see even 
greater advancements to handle growing 
challenges. 

“I think we can look forward to a 
fairly robust aftermarket between now and 
2016,” says Therrien. “The VIO population 
of vehicle registrations that will be hitting the 
aftermarket sweet spot are significant. We are 
anticipating strong demand in the aftermarket 
channel as these vehicles enter the repair bays.”

“SKU proliferation will continue to be a challenge 
as new technologies, such as hybrids, make their way 
into the marketplace,” says Alary. “We believe that inventory 
management will become more and more crucial as suppliers 
will be asked to justify their stocking recommendations. 
That is why we are currently building advanced algorithms 
to evaluate specific product replacement rates right down to 
the application. This will provide us with an additional tool to 
better manage our customers’ inventories and evaluate a part 
number’s sales potential for each different region.”

Says Hay, “Looking down the road relative to belts, it is 
critical that installers get educated on new available diagnostic 
tools as well as understand the new failure modes of today’s 
EPDM belts.  There is a tremendous amount of missed oppor-
tunity. Proper training and correct diagnostics at the installer 
level will ensure the installation job [is done] as required and 
correctly the first time.

“This of course makes for a happy consumer and installer, 
which is the name of the game.”

COVER STORY Continued from page 18
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One company, countless
performance solutions.
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416.249.5050 • 1.877.488.5058
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For more information contact Dean Weber at dweber@proforceautomotive.com
ProForce is a division of NovaEast Warehouse Distribution
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installation kit. All ready to ship from our 30,000 square foot Toronto distribution centre.
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Heavy-Duty Details 
News and tips from the Technology and Maintenance Council

By John G. Smith

HEAVY DUTY

Few maintenance conferences pack in more heavy-duty 
information than the annual meeting of the American 
Trucking Association’s Technology and Maintenance 

Council (TMC). After all, the group’s Recommended 
Practices—known by the abbreviation “RPs”-—are widely 
considered to be the final word in many service bays.

The following reports were gathered during the group’s 
recent annual meeting in Tampa, Florida.

Bigger Brake Parts On The Way
New North American trucks will soon need to stop more quick-
ly than ever before, but manufacturers seem ready to meet the 
revised rules with the help of larger brake components.

In general, updated federal motor vehicle safety standards 
are reducing a 6x4 tractor’s allowable stopping distance by 
30%, requiring most loaded tractors to drop from 60 miles 
per hour to a complete stop 
within 250 feet.  Three-axle 
tractors with a gross vehicle 
weight rating of 59,600 pounds 
or less must meet the new 
rules by Aug. 1, while two-
axle designs and those with a 
GVWR above 59,600 pounds 
will face the shorter distances 
by Aug. 1, 2013.

From an equipment stand-
point, the standard brake pack-
ages used to meet the pending 
rules seem to include larger 
brake linings, long-stroke brake 
chambers, and enhanced brake 
cams and bushings. Many sys-
tems have also replaced ¾-inch 
bolts with 5/8-inch designs, 
and include more fasteners 
than are commonly found in 
existing equipment.

“In the future, if you try to 
move brakes across the truck or put an old brake on a new 
truck, you may have an issue with different fastener sizes,” 
notes Anthony Moore, Daimler Trucks North America’s 
director of engineering responsible for brakes and pneumat-
ics. “Don’t put 5/8-inch fasteners into ¾-inch holes. That’s 
not going to work well for you.” 

Linings are being upgraded as well. “You’re going to get 
brand new lining material—nothing you’ve ever seen before,” Continued on page 24
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Moore says. “There will be some combination of organic and 
semi-met linings we haven’t used in the past.”

It should be little surprise that the bigger components 
are translating into heavier weights. Each package will vary, 
but Navistar engineering manager Bernie LaBastide refers 
to one set-up with 16.5-inch friction material, Type 24 brake 
chambers, and 5.5-inch slack adjusters that would add about 
95 pounds to a vehicle. 

“There is no one solution out there for every customer,” 
he says. Every trucker will have unique needs to be met, 
whether they focus on the initial cost of the components, 
brake life, maintenance needs, or the ultimate weight. 

Semi-synthetic “Buzz” Under Attack
The choice between oils often comes down to a matter of 
features and benefits. Mineral-based offerings tend to be 

cheaper than their synthetic 
counterparts, while synthetics 
deliver added benefits, such as 
improved cold-weather starts. 
Blends of the two are often 
presented as the best of both 
worlds.

Chevron is going on the 
offensive against the growing 
“buzz” about blended products, 
insisting that premium conven-
tional oils will perform just as 
well. 

The arguments for semi-syn-
thetics are “more about mar-
keting and less about perfor-
mance,” Chevron direct mar-
keting specialist Jim Gambill 
said in a private briefing. 

While Chevron does not sell 
a blended product of its own, 
the company claims its Delo 
400 LE 15W40 outperforms 

leading semi-synthetics in a series of five recognized bench 
tests that measure factors such as the ability to protect against 
soot, deposits, or oxidation. 

Gambill insisted that the claims made by many suppliers 
of blended products are unclear, while comparisons are often 
made against the lowest possible tier of products. There is 
also the question of how much “synthetic” oil is even in a 
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bottle. Manufacturers only need to submit the formulas for 
new engine tests if more than 30% of the mixture is synthetic.

Power To The Pins
The pigtails that establish an electrified link between tractors 
and trailers are being called on to support everything from 
reefer batteries to communication systems, and the demand 
on the J560 connector’s auxiliary pin continues to grow.

“Everybody acts like it’s a public domain,” notes Bruce 
Purkey of Purkey’s Electrical Consulting, referring to the way 
that those who install auxiliary equipment are tapping into 
the pin’s power.

The demands don’t end with auxiliary equipment. That 
connector also needs to deliver 12.5 volts and 10 amps of 
power to support the trailer’s Antilock Braking System (ABS). 
If the voltage falls short, the system will not work as designed, 
leading to flat-spotting trailer tires, failed roadside inspec-
tions, or even collisions. And one in four roll stability systems 
are not functioning because of a lack of voltage at the blue 
auxiliary pin, notes Bob Rudolph of Haldex Commercial 
Vehicle Systems. This makes ongoing inspections of wired 
connections particularly important.

Catalogue The Chemicals
Hazardous chemicals in the shop are identified with the help 
of properly labelled containers, Material Safety Data Sheets 
(MSDS), and related training. This should also be an ongoing 
process. Who is reviewing the Material Safety Data Sheets to 

make sure you’re not bringing a more hazardous substance 
into your workplace?

Parts-washing machines can present their own fluid-related 
mysteries, since solvents can come in the form of mineral spir-
its or something that is more caustic. But the contents could 
be identified by simply placing the MSDS data in a plastic 
sleeve and attaching it to the machine, says Ronald Vaughn, 
a senior loss consultant with Gallagher Bassett Services.

When reviewing the safety practices in a shop, Vaughn 
also asks mechanics to get the MSDS sheet for a specific 

Continued from page 22HEAVY DUTY
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chemical, and then to identify the first aid practices and per-
sonal protective equipment that are required. “Make sure 
[you] know how to read it,” he says.

Trailer Repair Quality Impacts Value
Every reputable trailer shop will want to make sure that its 
repairs are structurally sound, but Truck Axle and Repair 
Association (TARA) president Bill Hinchcliffe suggests that 
some people may overlook the real price of shortcuts along 
the way. 

Indeed, the appearance of shoddy workmanship, such 
as welds that combine different materials, could reduce the 
trailer’s value.

The actual damage to a trailer can be caused by any num-
ber of factors. The spindles at the end of a trailer’s axles, for 
example, can fail because of faulty wheel end components, 
incorrectly installed wheel ends, or the brute force of a col-
lision.

Regardless of the reason for the failure, John Messina of 
the Tampa Spring Company knows that the mechanic who 
replaces the spindle will need to be the rare breed of person 
who is part machinist, part mechanic, and part welder. 

In most cases, the best way to replace a damaged spindle is 
to replace the complete axle, but there may be other factors 
to consider. A shop may be unable to source the axle quickly 
enough, the trailer’s owner may be on a particularly tight 
budget, or a tight timeline may require the same trailer to be 
returned to the road in a matter of hours. In those cases, the 
work will likely involve the spindle alone.

The damaged spindle can be removed using anything 
from a reciprocating saw to a grinder, but Messina prefers to 
use a cutting torch, which tends to be the fastest option. The 
approach simply requires some grinding on the surface to 
remove any burned areas and expose the bare metal. 

As should be clear from these examples, the challenges 
ahead for suppliers to the heavy duty market are wide rang-
ing. Those players who are best able to assist their custom-
ers with handling them efficiently will be well positioned to 
benefit directly from these changes, and indirectly from the 
confidence their customers will have in them to handle other 
challenges.
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A successful day in the life of a great parts driver may look a 
little like this:
1. Prioritizes deliveries;
2. Pre-plans the best route for each day’s deliveries;
3.  Is sure all relevant information is on hand: customer contact 

information, phone numbers, etc.;
4.  Is in constant communication with the shop and/or customers, 

especially when there may be a delay;
5.  Always has the company radio/cell phone activated at all 

times he is available;
6.  Reviews orders and checks for accuracy, preferred drop-off 

locations, and special instructions;
7.  Factors in possible delays (rush hour, high traffic areas, 

construction zones, weather);
8.  Performs regularly scheduled vehicle maintenance checks; 

refuels at down times or end of day.
In addition, a great parts driver may exhibit the following 

personality/professional characteristics:
Communicates professional greetings; 
Perpetuates the corporate image in a positive way; 
Has exceptional listening, conversational, and communi-

cation skills; 
Has the ability to problem-solve.
With that said, the parts driver cannot do all of these 

things on his own. It is vital that shop managers and leaders 
view the driver position as an integral piece of the overall 
customer service culture of their business. It is the daily 
decisions made by the management team that are absolutely 
crucial in providing the type of environment and training 
opportunities that are necessary for these folks to have the 
ability to do their jobs effectively. 

Problems and issues can and will arise—it’s the nature of 
our business. Most customers will tell you that it is not the 
mistakes that cost their loyalty (unless, of course, they are 
repeated). Rather, it is the mishandling of those mistakes 
that can potentially send customers into the arms of the 
competition. 

When the parts driver learns how to problem-solve effectively, 
there is a higher likelihood of customer retention, even if he 
didn’t get the right part the first time. Here is an easy five-
step process that works.
1.  Listen to customers with the intent of understanding their 

issue;

P arts drivers have been around a long time; the position 
is one of the oldest professions still alive and well within 

the automotive industry today. And, although they are an 
integral piece of the repair and aftermarket puzzle, their 
importance in the customer-retention end of the business 
has often been overlooked.

Our drivers and delivery personnel are ambassadors to the 
organizations they represent, 

and the impressions they 
leave behind are reflective 
of everything their place 

of employment stands 
for.

The position of the 
parts driver within 
an automotive parts 
organization is a 

crucial one. When 
the right person is in 
place, is supported 
by a progressive 
management team, 
and is given the tools 

necessary to upgrade his skills, this employee will have the 
ability to contribute to a higher level of satisfaction experienced 
by your customers.

How much influence do you think a parts driver has on 
the overall public opinion about your place of business? It is 
actually quite substantial. First impressions are made through 
some of the following daily interactions they have with the 
people they come into contact with:

Promptness of delivery
Cleanliness and condition of delivery vehicle
Personal appearance: uniform and grooming
Manners and mannerisms 
Verbal communication
Level of knowledge about the products and the industry
Along with the typical requirements and list of job skills 

necessary to fulfill the role of parts driver, there are some 
essential “soft” skills that can help a driver enhance the level of 
customer service that gets delivered along with the products. 
With the proper training and support, a driver can cause a 
customer’s experience to go from good to great.

Knowledge Building:

For the Counterperson May 2011
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Parts Drivers Are 
Our Ambassadors

By Laurie Izgerean, Curriculum Developer, Durham College
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2.  Empathize with a simple statement that communicates you 
can understand why they are upset;

3. Never lay blame;
4. Clarify that you’ve heard/understand the issue; 
5.  Provide an agreeable solution that works for both the 

customer and the organization.
Effective time management is another important factor in 

the daily life of a parts driver. Delivery schedules can change, 
routes may get detoured, and priorities have the habit of shifting. 
If you are in a management role, then be sure you have an open, 
supportive line of communication with drivers at all times. Give 
them the tools they need to make educated decisions on the front 
lines if they need to. 

And if certain decisions need management approval, be sure 
you are available to them for assistance.

Author Julie Morgenstern says, “Time management is not 
about buying a great calendar or learning tricks. It’s about 
creating days that are productive, meaningful, and rewarding 
with a feeling of accomplishment.” 

At the end of the day, a certain amount of deliveries need 
to be completed and they need to be completed on time. Here 
is a list of five of the top time-wasters to be on the lookout for. 
When they go unattended, a few minutes here and there can 
lead up to hours of non-productive time.

Lack of planning, priorities, and focus;
Procrastination;
Telephone, email, Internet;

Poor management;
Too many meetings.
Let’s talk about “too many meetings” for a moment. For the 

most part, drivers may not be involved in a lot of them, but you 
may want to consider including them in your sales meetings 
every once in a while.

Why? Well, valuable information can be shared between 
shop owners, counterpeople, and outside sales reps through to 
the drivers. Someone may notice a new competitor going up 
across town before the other employees do, or they may have 
important details about a particular customer that you should be 
aware of, so everyone can service them properly.

Remember that your drivers are integral members of your 
team; they are not separate from it. They need to know just how 
important and vital they are to the overall success of the after-
market business, to be sure the impressions they leave behind at 
every delivery are the ones that will inspire your customers to 
want to see them again and again and again.

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

We Ship Every Part Number Every Day!
• Multiple Styles For Increased Profit
   • GoldStar Rewards Program Earns You Cash
      • Same Day Speed & Service

Call Or Visit Online For Service & Support! 
(888) 437-8338    accesscover.com

Don’t
Miss A
Sale!
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Ourselves. We’re Delphi. Providing You With 
The Benefi t Of Over 100 Years Of OE Heritage. 
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HEATING & COOLING
Delphi’s performance-driven, heating 
and cooling systems such as 
compressors, radiators, condensers, 
blower motors, evaporators, heater 
cores, accumulator dehydrators and 
receiver driers fi t an extensive range of 
import, and domestic applications.

Product Highlight: SP Compressors

•  Intelligent SKU 
management 
provides wider 
coverage; less 
SKUs.

•  Unique design, 
and use of die-cast cylinders provides 
size and weight reduction for 
improved fuel economy.

•  Delivers maximized performance due 
to a durable, lightweight, 10-cylinder 
axial piston design.

TRAINING
Delphi offers a variety of training and 
technical support services. We provide 
solutions to help technicians and shop 
owners diagnose and repair vehicles 
accurately in less time.

•  Product information seminars for 
parts specialists associated with the 
Delphi product line. 

•  Service information seminars for 
technicians who want to keep up with 
the industry’s latest service and repair 
information.

•  Hands-on workshops allow students 
who attended Delphi’s Service 
Information Seminars to move to the 
next education phase.

For more information, please contact 
your Delphi sales representative, log on 
to delphi.com/am or call 
[1] 877.GO.DELPHI. ■

A
s a leading global automotive supplier, Delphi leverages its 
OE heritage by applying its latest technology developments 
to products and services for the aftermarket. What does this 
mean for you? OE quality fuel pumps and modules based 

on more than 30 OE-proprietary innovations, and 150 patents in fuel 
module and pump design; O2 sensors that deliver the industry’s 
fastest light-off time (LOT) at six seconds for quicker 
closed-loop activation; SP compressors for late model 
vehicles that deliver maximized performance and 
improved fuel economy.

BOTTOM LINE... DELPHI DELIVERS.
•  We deliver superior fi t-and-function backed by more than 30 million 

engineering hours annually, so you have an easier install. 

•  We deliver more than 78,000 minutes logged per year on service 
calls to address questions, even when you’re under the hood.

•  We deliver OE quality products for superior fi t-and-function equating 
to fewer comebacks, greater customer loyalty and satisfaction. 

and use of die-cast cylinders provides 

FUEL MANAGEMENT SYSTEMS
Delphi OE fuel pump modules and 
hanger pumps restore fast-pressure 
performance and system integrity, 
translating to better pumping through 
less energy. They have lower failure 
rates due to their innovative designs, 
and can operate under extreme 
temperatures, quick engine starts and 
avoid low-fuel hesitation, including 
alcohol fuels and blends.

Product Highlight: Fuel Pumps

•  Increased 
durability and 
stability due to 
internal springs 
preventing fuel tube 
chafi ng, and possible 
loss of fuel fl ow and 
pressure.

•  Better security with redundant 
buttons on the fuel level sensor 
versus bent fi ngers which can 
undergo premature wear, and reduced 
contact.

•  Longer pump life due to two-strainer 
system keeping out contaminates.

ENGINE MANAGEMENT SYSTEMS
Delphi delivers reliable emissions, 
ignition and sensors parts for accurate 
exhaust and air fl ow, predictable engine 
performance and power, eliminating 
the potential for malfunctions such as 
the “check engine light,” consistent 
information delivery to the engine 
control module (ECM) and to uphold 
stringent federal emissions regulations.

Product Highlight: Oxygen Sensors

•  Deliver the industry’s fastest light-off 
time (LOT) at six seconds for quicker 
closed-loop activation. The closest 
competitor is 10 – 12 seconds, 
potentially allowing 40% – 
50% more harmful cold-
start emissions to enter the 
atmosphere.

•  Offer three 
times more 
coverage than our 
closest competitor with 
technology engineered to outlast and 
outperform previous sensor designs. 
Maximize coverage and shelf space, 
due to consolidated part offering.

DPSS_Advert_HaveWeMet_JN.indd   1 4/21/11   1:05 PM
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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
Carcone’s Auto 
Recycling and Wheel 
Refinishing
www.carcone.com

With over 32 years of experience Carcone’s 
Auto Recycling & Wheel Refinishing is your one 
stop for quality recycled products and wheel 
refinishing needs. Call today at 1-800-263-2022 
or visit us on line at www.carcone.com

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.

ADVERTISERS INDEX

Company	 Page	#

AAPEX 2011 (Automotive Aftermarket Products Expo, www.aapexshow.com). . . IBC

ACI-Agri-Cover Inc (www.agricover.com) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 27
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Bestbuy Distributors Limited (www.bestbuyautoparts.ca). . . . . . . . . . . . . . . . . . 7

Continental Corporation (www.conti-online.com) . . . . . . . . . . . . . . . . . . . . . . . 20

Delphi Product & Service Solutions (www.delphi.com). . . . . . . . . . . . . . . . . . . 28

Equus Products Inc. (www.equus.com) . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .14

FBS Distribution Co. Inc. (www.fbs-online.com) . . . . . . . . . . . . . . . . . . . . . . . . 23

Ideal Supply Company Limited (www.idealsupply.com) . . . . . . . . . . . . . . . . . . .12
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NGK Spark Plugs Canada Ltd (www.ngksparkplugs.ca) . . . . . . . . . . . . . . . . . .13

Mann + Hummel USA (www.mann-hummel.com) . . . . . . . . . . . . . . . . . . . . . . .18

Nova East Warehouse Distribution Inc., (www.novaeast.ca) . . . . . . . . . . . . . . 21

OE Quality Friction (www.oeqf.com). . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .18

Peterson Manufacturing (www.pmlights.com). . . . . . . . . . . . . . . . . . . . . . . 24, 25

Promax Auto Parts Depot (www.autopartsdepot.ca). . . . . . . . . . . . . . . . . . . . . . 5

Transit Warehouse Distributor (www.transitwarehouse.com) . . . . . . . . . . . . . . .15

Valvoline Canada Limited (www.valvoline.com) . . . . . . . . . . . . . . . . . . . . . . . .IFC

Valvoline Motor Oil Mythbusters Quiz . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 8

Veyance Technologies (Goodyear Engineered Products, www.goodyearep.com) . . .19
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  AUTOMOTIVE RECYCLERS

CANADIAN  
DEALERS WANTED:

We are currently seeking  
Canadian Dealers for distribution of 

the Whip Industries Hoist line.
• Featuring Lifts ranging from  

9,000 lbs - 60,000 lbs 
Whip is a pioneer in North- 

American made above ground lifts 
providing superior quality  

and service 
Please call 

1-800-461-0201 and ask for 
Doug or Jason

Marketplace
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Editorial
Comment

NEXT MONTH

Retail Intelligence 
takes centre stage 
in June, with tips 
on boosting walk-in 
trade.

O ne of the things that can be guaranteed, whenever the spectre of 
emissions testing rises above the ground-hugging smog, is that most 
pundits—both paid daily news types and the unpaid, working-out-of-
their-parents’-basement bloggers—get more wrong than right.

And that means the public gets more wrong information than 
right, and that’s just plain wrong.

This is, again, the case in Ontario, where a slight shift in the Drive Clean testing 
curriculum moving the test start age to seven years from five has been the catalyst 
for the latest sturm und drang of government-bashing. These forces of misinforma-
tion who, for some reason, cannot decide whether they want to have a cleaner 
planet or government out of their pockets, seem to get totally flustered when an 
initiative seems to be accomplishing both. 

The latest set of Drive Clean initiatives is driving these people nuts. By the end 
of 2012, changes in the Ontario standards will put the onus on the OBD-II systems 
found in most modern-day cars to determine any emissions failures, and will test 
fewer of the cars that have been determined to hardly ever fail anyway—meaning 
nothing newer than 2004 requires testing for this year, once the latest seven-year-old 
threshold goes into force.

This all seems like a natural evolution to me. Sure, some of the newer cars will fail, 
but not many. And sure, at the other end of the spectrum there could be more than 
the desired amount of emissions; vehicles built in 1987 or earlier are exempt from 
testing, but there simply aren’t that many of them.

And besides, the oft-mentioned example of smoke-spewing junkers being exempt 
is, quite simply, not true. Any car that is visibly smoking is still technically in breach of 
emissions regulations.

Another little tidbit published very recently in a respected Ontario newspaper 
is that the $450 repair cost limit means that if repairs cost more, you don’t have 
to do anything. Also false. As shops in Ontario know, this is simply the minimum, 
and respectable shops will do what they can up to that limit to get the consumer 
a conditional pass; the car may not be good enough to pass on its emissions, but 
should certainly be greatly improved.

However, the real shame of all this is that, years after the emissions testing 
programs got their start, they continue to be as misunderstood and mistrusted 
by the noisy contrarians and instant experts as when they first arrived.

Frankly, I don’t see why. The concept is very simple, and there are only three 
facts to understand: early testing taught us that new cars don’t fail enough to 
bother testing them; old cars that fail are too few to lose too much sleep over; and 
OBD-II systems are the way to go, now that most cars on the road have them.

Of course, maybe some people just need to find something to complain about, 
and they don’t seem to give a darn about whether what they’re saying makes any 
sense whatsoever. Though I think thirty bucks every couple of years to ensure a little 
bit of improvement in the air is a small price to pay, I actually don’t mind if somebody 
disagrees with emissions testing on a philosophical basis—it’s a free country—but 
they should at least get their facts straight.

Sadly, accuracy, or even caring about facts, seems to be in very short supply these 
days. And that’s too bad, because I think the driving public deserves better than more 
hot air on this issue.

Andrew Ross, Publisher and Editor
aross@jobbernews.com

EMISSIONS CONTROL
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2011
AAPEX 	 Get	the	best	diagnostic	tool	solutions.

	 Visit	the	professional	tool	and	equipment	lounge	with	manufacturers	(one-on-one		time	and	demonstrations!).

	 See	the	latest	technology	communications	solutions	between	channel	partners	at		Shop	of	Tomorrow.

	 Get	top-notch	shop	management	training	from	AVI.

	 Discover	parts	solutions	at	more	than	2,000	booths.

	 Spend	valuable	face	time	with	jobbers	and	WDs.
	 Determine	inventory	needs	from	top	U.S.	brands.
 Go to AAPEX!Tuesday,	November	1	-	Thursday,	November	3	at	Sands	Expo	Center,	Las	Vegas,	Nevada.

My Company’s Checklist

Register now from 
your mobile device.

www.aapexshow.com

AAPEX p31.indd   31 03/05/11   8:02 AM
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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

Agna p32.indd   32 03/05/11   10:15 AM
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AN UNCOMMON 

SUCCESS
Ed Coates , Lordco Auto Parts
2011 AIA Distinguished Service Award Recipient
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AN UNCOMMON

SUCCESS
Ed Coates, Lordco Auto Parts
2011 AIA Distinguished Service Award Recipient

By Andrew Ross

Ed Coates is tough to pin down. He rarely 

slows down long enough to sit and talk, 

and he doesn’t fit the standard image of  

entrepreneurs who have had the kind of 

success his company, Lordco Auto Parts, has 

had.

He just seems to be having too much fun 

all the time. 

And yet there is no doubting the magni-

tude of the success this former parts driver 

has had. Now, with 97 stores serving auto 

parts, accessories, service equipment, paint 

and body equipment, and the machine 

shop sectors, Lordco Auto Parts  is easily the 

dominant auto parts wholesale and retail 

force in British Columbia. And the company has his unmistakeable stamp all over it.

Lordco’s business success, its ongoing and fervent support of both the industry 

and the Automotive Industries Association of Canada, and the role it has played in 

advancing the careers of so many aftermarket professionals inside and outside the 

organization, was recognized in April when Coates was awarded the AIA’s highest 

honour: the Distinguished Service Award.

Ed Coates was presented 

with the Distinguished 

Service Award by AIA past 

chairman Brad Morris (left) 

and chairman Mauro Cifelli. 

Morris said that Coates’ 

“leadership and innovative 

business thinking make him 

an ideal recipient.”

Continued on page 4
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Continued from page 3 AIA past chairman Brad Morris presented 
the award at the AIA’s Aftermarket Conference 
for Executives, stating that, with over 37 years 
of industry involvement, “Ed Coates’ leadership 
and innovative business thinking make him an 
ideal recipient for this award. Ed Coates has been 
a supporter of many industry and community 
projects over the years. His personal support for 
a number of causes, both in the industry and in 
his community, reflects the corporate values that 
Lordco has become well-known for.”

He has been part of the Automotive Industries 
Association of Canada since Lordco was just 
a year old, attending the 1975 convention in 
Calgary, Alta. It was there that the fun-loving 
Coates says he took a look around at the num-
ber of parties going on and thought, “This is the 
industry for me!”

The industry has, of course, changed a lot 
since then, and Lordco has changed, too, from 
the 900-square-foot shop that he and then 
partner Roy Lord first opened.  Continued on page 6

The sole shareholder of the business since 
buying Roy Lord’s share in the early 1980s, 
Coates could easily take full credit for the success 
the business has realized. 

A dynamic leader, he has a considerable 
grasp of both the big picture and the small 
details. Ask him about product lines and he is 
often able to detail the company’s performance 
and growth line by line; ask him about budget 
line items, and he knows those too. Probe 
him for views on what the industry needs to 

watch for, and his views are clear and 
logical. And yet he refuses to be cast as 
the only voice that matters within the 
Lordco organization.

“I don’t think that’s quite the way 
it is. We delegate quite a bit to all our 
people. There are seven regions and 
seven regional managers. They’re 
in charge of the outside sales, the 
administration, the staffing, and 
everything to do with the region.

“They get an enormous amount of 
autonomy. In fact, I’ll go on record as 
saying they get more autonomy than 
anyone else in our industry. And our 
managers have a lot of autonomy 
over their own stores and people. 
They’re not restricted in any way on 
what inventory they can bring in. 
If they feel they want to bring in a 
certain product that we are already 
carrying within the umbrella of the 
company, they are welcome to put in 
as much as they want. 

“What motivates people normally 
is money, in most cases, so all our 
senior people, all our managers, all 
our assistant managers, all our out-
side sales people, anybody who is 
involved in the process, are on a 
monthly commission basis.

“If we’re successful, they’re success-
ful. A good example is our trade show, 
where all involved probably double 
their income that month. So we’re not 
afraid to share the wealth.”

Such largesse may seem to be 
come more easily in an organization 
as successful as Lordco, but this phi-
losophy, and the monetary tie-ins, 
are not a new idea that only came 
with success.

“We haven’t changed the way we 
pay our people in 35 years. The 
formula is the same. The opportuni-
ties are the same. And I can’t see it 

changing down the road, because it works.”
The company has grown enormously, of 

course, and has touched the lives of many 
people over the past three and a half decades. 

Coates estimates that some 10,000 people 
have worked for the company over the years, 
though he stresses that most of those who have 
joined and then left were in the lower-echelon 

Ed Coates was joined for the 

presentation by wife Marlyn, 

who heads up human  

resources duties for Lordco, 

and daughter Samantha 

Coates-Wiens.
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Congratulations 
To Ed Coates of Lordco Auto Parts

from all of us!
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jobs, and he’s proud to say that many of their 
current 1,600 employees have been with them 
for a very long time. 

“There are very few places that I can go 
where I am talking to a stranger and they don’t 
have someone who either works for us or has 
in the past. We always take the attitude that if 
someone works for us and they have a better 
opportunity and they want to go, we wish them 
luck”—but not too much luck if they’re headed 
to a competitor, he says with a laugh. 

6     2011 JOBBER NEWS SPECIAL SUPPLEMENT

“Our return rate is roughly 35% in key 
positions.”

Hand-in-hand with autonomy goes the in-
house philosophy of the company. Wherever 
possible—which means pretty much every-
where—functions are handled in-house. The 
handling of the delivery fleet is a good example.

Currently there are 530 delivery vehicles on 
the road right now, mostly Hyundai Accents—
more than 60 were bought en masse when the 
automaker cancelled the model—plus 20 long-

Continued from page 4

For past success and Future accomplishments, 
congratulations to ed coates.

FrOm yOur Friends at

Lordco’s beginnings were 

humble. Ed Coates and Roy 

Lord started the Lordco legacy 

in this rather breezy building in 

Maple Ridge.
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Continued on page 8
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haul trucks. The cars get miled out after six or 
seven years, at about the 400,000 km mark.

“We have a fleet manager responsible for 
that. We have a shop with eight technicians and 
[the fleet manager] buys the cars, and replaces 
the cars when he feels the time has come. He 
looks after the insurance. He looks after the 

accident challenges. He does a great job for us.
“I feel very strongly that if you can control 

something, it’s much more cost-effective. The 
other piece of it is that you can be very reactive 
to problems and you can change things very 
quickly if you control them yourself. 

Not far from where Ed Coates  

and Roy Lord opened their first 

store, Lordco’s head office still 

calls Maple Ridge, B.C. home.

Award p3,4,6,7,8,9,10,12,14,15.indd   7 09/05/11   11:27 AM
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“Like with our construction crew. We have 
about twelve people on the crew. We recently 
did two projects where we had half the crew in 
one area doing an upgrade on a store, and the 
other half on the other side of the province 
doing another project.”

However, when it comes to new builds, the 
crew gets focused. And this happens continually.

“We try to do two new stores a year, brand-
new buildings. And depending on how active 
things are and what opportunities we see, we 
usually do two or three store renovations.”

Congratulations
ED COATES LORDCO PARTS

On Your Prestigious AIA Distguished Service Award

LYMAN AGENCIES LTD.

Lordco/AB/JOB  5/9/11  10:02 AM  Page 1

When Lordco opened the 28,000 square foot Clearbrook store in Abbotsford store two years ago, it was the largest in the chain. Since then, the 

operation has added stores every year including an even larger store in the Clifford development in Surrey, B.C. It has also continued to renew 

and refit existing stores. Lordco seldom stands still the store count is expected surpass 100 in 2012.

Award p3,4,6,7,8,9,10,12,14,15.indd   8 09/05/11   11:29 AM



Continued on page 10

Aside from cost, this approach allows for 
speed. The acquisition of a 30,000-square-
foot building in the Gillford development of 
Surrey, B.C., was refitted and opened in three 
weeks. 

“I was very proud. They did a great job in a 

very short time.”
It all keeps Coates a very busy man; some 

might wonder about whether it might seem all 
too much sometimes, that it would be impossible 

www.beckarnley.com© 2011 Beck/Arnley Worldparts, Inc.

Beck/Arnley is exclusively dedicated to supporting its distribution partners who service the foreign 
nameplate repair market. With nearly 100 years of experience, Beck/Arnley offers over 24,000 

OE match, premium import parts in 80 product categories. 
Our products, for European and Asian vehicles, are organized into six modules: Brake & Chassis, 
Electrical, Clutch & Driveline, Engine Management, Engine Parts & Filtration, and Cooling Systems.

For All Your Import Needs

Congratulations
Ed Coates, president of Lordco Auto Parts, on being

Honoured with the Prestigious AIA Distinguished Service Award.
From Your Partners at Beck/Arnley.
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Lordco’s annual trade show at 

the Pacific National Exhibition 

site each April has become 

a cornerstone event in the 

Canadian automotive  

aftermarket calendar.
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to maintain what has become known as “work-
life balance.”

“One of the things that a lot of folks might 
have trouble understanding is that all of my 
family works in the organization. So I see my 
children every day, which is probably more than 
most people would. And we’re quite involved 
as a family. We have five grandchildren whom 
we’re very close to. 

“And to me, for the most part my job is my 
entertainment. It is what I do for fun. I enjoy 
travelling, so it doesn’t bother me to get in my 
car or on a plane to go somewhere. My wife 
[Marlyn] has been very supportive over the 
years. She does attend a lot of trips with me, 
but I probably go half the time or more on my 

10     2011 JOBBER NEWS SPECIAL SUPPLEMENT

own, and she’s okay with that. 
“It’s always been a very fulfilling adventure. 

And I give credit for a lot of that that to the 
fact that I have a great team that I work with. 
We do delegate a lot of things.

“I spend, on average, 150 to 160 days a year 
away from the office. Without the support of 
my team I don’t think I could ever do that.

“We have an excellent group of people. I 
oversee it—that’s my role as I see it. And I pick 
the direction the company is going to go.”

And if a team member disagrees with him?
“They’re some of my biggest critics. My 

brother,” vice-president of sales and market-
ing Doug Coates, “certainly always points out 
things we should be doing differently.

“As I mentioned, the regional managers 
play a significant role. My daughter, Samantha, 
is a regional manager and takes more of a role 
too, because her region is in the same region 
as our head office in Maple Ridge, so she is 
responsible for other parts of our business as 
well.

“That’s a huge help to me. We’re very, 
very fortunate to have so many really good 
people.”

Sarah does the marketing, working with 
younger daughter Candace. Son Ian is in 
outside sales. And then there is the extended 
“Lordco family.”

Ed Coates believes in rewarding perfor-
mance, and Lordco runs over 75 contests a 
year for its staff. And the 1,600 employees 
are kept in the loop with “The Grapevine,” a 
monthly newsletter that is one of Candace’s 
responsibilities. “And we know that the 
employees get it every month, because we 
put it in their paycheque,” he says with a 
chuckle.

Coates is very proud of the career path 
Lordco offers employees, allowing them 
opportunities to move as high up within 
the company as their work ethic and ambi-
tion will allow. (With the possible excep-
tion of his job, he adds with a smile.)

And yet he does rely on family. 
“Ian is involved in outside sales; he has 

been on the road now for five years. We 
will sit down and discuss issues, which also 
gives us a little more insight because it’s 
one-on-one. So we use his eyes and ears to 
pick up ideas.”

And, he says, staying connected to 
customers is more important than ever.

“Because our industry has changed so 
much in the last 10 years, that is almost 
a shadow of what it used to be. Our rela-
tionship with the installer is a very good 
one, because with the proliferation of part 
numbers, they aren’t inventorying what 
they used to and are relying more heav-
ily on our delivery service.” That industry 
reliance on quick delivery is a burden for 
every company in the industry. And while 
he is quick to point out that Lordco does 
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not charge for delivery, he also stresses that 
a single penny’s rise in the price of fuel costs 
them $3,000 a day.

“So we’re keeping a close eye on it. Sooner or 
later our industry has to come to grips with this 
problem.”

Of course, this 
doesn’t mean that the 
organization is looking 
to pull in its horns. It’s 
adding branches, and 
remains as active in the 
field as ever.

Coates says that 
the stores now serve 
97 communities; even 
though some towns 
and cities have multiple 
stores, he stresses that 
because they are in dif-
ferent areas, the areas 

they serve are treated as different communities. 
The company’s events trailer will be at 22 

community events this year, giving away items 
like hats (they gave away 35,000 last year;  he can 
rarely go through a day without seeing one on 
the street or on local television) and “mystery” 
gift cards that could be worth anywhere from $5 
to $100.

In addition, he estimates the company 
invests about $600,000 a year sponsoring 
tracks, race cars, and more than 60 youth 
sports teams. 

“In every community we do business with, we 
have an amateur sports team, all children. We 
feel that the beer leagues, well, they can pay their 
own way.

“We want to show people we are part of the 
community. I think that has paid off. My son 
played junior hockey, and even when Lordco 
was quite small, we sponsored every team. We 
bought them leather jackets with the Lordco 
name on them.”

His son hasn’t played at that level for 16 
years, but to this day Lordco still sponsors the 
jackets on the Maple Ridge midget hockey 
team.

“We think it’s important. It’s good business 
and it’s good for the community. And kids 
can’t always come up with the money to play 
sports. So hopefully we’re a helping hand to 
some of them.”

Of course, the engine driving much of this 
investment is the automotive aftermarket, and 
he sees a significant uphill battle ahead for the 
industry.

“There are a lot of hills, but one of the big 
hills is the decline in product lines. Everything 
to do with brakes is still pretty positive, but pretty 
much every other category is basically declining. 

12     2011 JOBBER NEWS SPECIAL SUPPLEMENT

Ed Coates 
President of Lordco Auto Parts  

On your well deserved  
AIA Distinguished 

Service Award!
From your friends 
at NGK Spark Plugs  

Canada Limited

“Congratulations!”

Ed Coates 
President of Lordco Auto Parts  

On your well deserved  
AIA Distinguished 

Service Award!
From your friends 
at NGK Spark Plugs  

Canada Limited

“Congratulations!”

Lordco’s engine building 

unit continues to be a major 

business centre for the group, 

even as it looks to diversify 

its operations in the face of a 

changing aftermarket.

Continued on page 14

Award p3,4,6,7,8,9,10,12,14,15.indd   12 09/05/11   11:42 AM



Air guitar to air sensors,
you the man Ed.

With an extensive offering of  BWD Engine Management products, Blue Streak-Hygrade Motor Products 
is very proud of  our history with you Ed, and all your staff  at Lordco Auto Parts.

We couldn’t be happier for you with this, the AIA Distinguished Service Award - the highest award presented 
by the Automotive Industries Association of  Canada. Yes, a career well played Mr. Coates.

2011 JOBBER NEWS SPECIAL SUPPLEMENT     13

Your Friends at CrP industries  
Congratulate ed Coates on Winning 

the aia distinguished serviCe aWard.

LORDCO pg 13.indd   13 05/05/11   1:44 PM



Congratulations to

Ed Coates 
for winning the

AIA Distinguished
Service Award!

From your partners at HELLA, Inc.

Hella, Inc.
1.877.224.3552
www.hellacanada.com

Congratulations,
Ed Coates 

on winning the 
 Distinguished 
Service Award!

from all of us at

There are obvious examples: clutches, carbu-
retors, even oil changes with the extended life 
[mean] less opportunity for our customers. 
We’re going to have to replace those products’ 
sales with other things we can sell in our stores.

“The cars coming into their ‘sweet spot’ 
are not going to require the same amount of 
maintenance, and that is going to have a grave 
effect on our industry. I think a lot of industry 
experts have recognized this, but I don’t think 
they have recognized it to the degree it is 
going to be.

“We are concerned about this, and we think 
that any cars that are 2005 or newer, the car 
will wear out before there are going to be any 
really expensive repairs.”

He uses his own delivery fleet as an example. 
“In our own fleet, we have those Hyundais—

we have about 330 of them—and have had 
them for about six or seven years, and we’ve 
never replaced a motor. And they’re a $12,000 
car. We’re putting maintenance into these 
vehicles, but it’s not really attracting a lot of 
parts. That might be a good commercial for 
Hyundai, but it’s definitely got to be a concern. 
Obviously, the only new business out there is 
somebody else’s, but I think that as an industry 
we are going to have to get more diverse, sell 
more products, and look at things we’re not 
selling. In the last five years we have brought 
in a lot more product lines, as the industry has, 
just to keep up with it.” 

And that includes looking outside auto-
motive. Lordco recently brought on a line of 
“towables”—rafts and inner tubes—for the 
recreational boating crowd. 

“Inventories are expanding and turns are 
becoming less, but to supply the aftermarket 
that’s pretty well what’s required.”

As always, though, Coates sees the positive 
side of this for Lordco. In fact, he says that this 
plays into the strengths of the 90-plus store 
chain.

“We don’t look too much at the turns on 
our inventory. We look at, if somebody is  shop-
ping for 12 items, if we supply 12 we’re happy, 
if we supply 11 we’re reasonably happy, if we 
supply 10 we’re not happy at all.

“We have a lot of inventory in our stores, 
and we have so many stores reasonably close 
together that we can transfer inventory 
between stores; and because we own all the 
stores, it is a relatively easy transition.”

Still, he’s concerned about the future of the 
demand for parts.

He says surveys regularly highlight the drop 
in parts demand over the life of newer vehicles, 
and even if the value of some parts is high—
the increase of electronics is an example—they 
don’t fail very often. 

“So, you aren’t going to get the frequency 
of replacement.” 

And, while he values the research into 
underperformed maintenance, he advises 

Continued from page 12
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industry professionals to understand that 
shops are often at the mercy of their customers. 

“I think that the really good A and B shops 
out there are really sure that they find work 
that needs to be done—especially safety-relat-
ed work—and advise customers about it.

“But I’ve never seen anybody really happy 
about a $2,500 repair bill. I think the idea of 
preventative maintenance is a really good solid 
idea, but the customers trying to practice it are 
at the mercy of the resources of the consumer. 

“That seems to be the biggest challenge, 
depending on where the customer is at from 
an economic level. My personal feeling is that 
it is because people don’t have the money. A 
lot of our customers have worked the preven-
tative maintenance program, and had some 
reasonable success.

“There is nothing wrong with it, but it is 
really hard to look at this huge dollar of pro-
jected unperformed maintenance and say that 
it’s out there for the taking. It’s almost present-
ing an attitude that people aren’t looking for 
the work. That’s really not true at all. They 
are looking for the work, but they are work-
ing under the assumption that the consumer 
is going to go for the deal and that they can 
afford it. 

“It really comes down to the relationship 
that the shop owner or the service writer has 
with the consumer. People deal with people.”

And it’s not all negative. He sees at least one 

important consumer trend in the independent 
garage’s favour.

“One of the new things I have really noticed 
in the last three to five years is that people really 
like dealing with independent repair shops to 
service their car bumper-to-bumper. They’re 
looking for someone to switch their tires, to 
change the oil, to give it the tune-up before they 
go on holidays. They trust that individual and 
they will be a customer for life.

“People seem to want that more now than 
they did a few years ago. They don’t want to go 
to the muffler shop for the muffler, the quick oil 
change for the oil change, and on and on.

“A lot of people would really like to entrust a 
local shop with their vehicle.”

With 37 years of progress behind it, and an 
important 100-store threshold less than a year 
away for Lordco, Coates sees no reason to take 
his foot off the gas pedal. 

“I think that Lordco never really stands still. 
We’re always trying to reinvent ourselves. We 
know that the times are changing all the time, 
and as far as me personally, I am going to stay 
doing what I’m doing as long as I can, until the 
point comes where my health or whatever won’t 
allow me to continue.”

And is he still having fun? “Absolutely.”
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