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Ideal Supply Company, one of the aftermarket’s 
most diversified wholesale businesses, celebrated 
its 85th anniversary with a move to a brighter, 
more sophisticated trade show venue.

The Listowel, Ontario-based Ideal, which 
has traditionally held its annual trade show 
in Orangeville, Ont., moved the show to the 
Stratford Rotary Complex in Stratford, Ont., this 
year. The new facility, while smaller, is a more 
purpose-built event facility.

Ideal Supply, in addition to being a NAPA 
associate, also has large established electrical 
and industrial divisions and currently operates 
30 branches in southwestern Ontario. It has 
been a big year for Ideal, as it was named as 
one of Canada’s 50 Best Managed Companies, 
in addition to celebrating its 85th anniversary.

However, the move to a smaller trade show 
venue required some decisions to be made about 
who could exhibit, says Ideal’s vice-president 
sales and marketing, John MacDonald, but the 
new location has provided some new opportu-
nities, too.

“We’ve found that we have seen customers 
who couldn’t make it out to Orangeville, which 
has been a nice surprise,” he says. The company 
also worked hard to bring in customers from 
its expanding trading area, even if it meant 
chartering a plane.

Of course, not all customers needed that 
level of transportation assistance. Some, like 
Rob Ingram, are Stratford locals attending 
their first Ideal show, despite being long-time 
customers.

“It’s more a personal relationship than any-
thing,’ he says of his dealings with Ideal. “And 
when you have that relationship, you don’t have 
to sell anything. It’s just going to happen.”

Ideal Supply Celebrates 85th Anniversary 
with New Trade Show Venue
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Follow us on Twitter.
Get AutoServiceWorld.com 

News and more by  
following JobberNews 

on Twitter.

John MacDonald says moving the show to Stratford has 
allowed a whole new group of customers to attend. He 
is shown here with Stratford-area customers Paul, Phil, 
and Roger Ingram.

One of the distinguishing features of Ideal Supply’s trade 
shows is the onsite order entry. 

Barton Show Braves the Rain, 
Brings Out Crowd

Rough, rainy weather may have greeted the 
annual Barton Auto Parts trade show, but the 
turnout was awesome, says owner Stephen 
Krieger.

“We achieved our goal of reaching out to 
new clients in the Burlington/Oakville area,” 
where Hamilton-based Barton opened a branch 
last year, says Krieger. “For many it was a first-
time experience. They were overwhelmed by 
the vendor participation and the size of the 
show.”

The show has been held annually at the 
Canadian Warplane Heritage Museum in 
Hamilton, Ont., which provides a great venue 
for the event and also allows visitors to view a 
large number of historic aircraft.

Among other attractions was former NHLer 
Doug Gilmore, whose appearance was spon-
sored by Airtex, who signed more than 2,000 
hero cards, as well as the Spectra Premium-
sponsored electronic store and the Delphi-
sponsored “Maserati for a Weekend” draw. 

Barton also took the opportunity presented 
by the show to present its supplier sales award, 

the Mort Krieger Salesman Award, to Glen 
Horner of Wakefield Canada. “Glen stood out, 
working with counter staff to train them on all 
the new lubricants, working with our purchasing 

Former NHLer Doug Gilmour was a big draw at the 
Barton Auto Parts show. Here, from left to right, are Tony 
Wallerich, national sales manager of sponsoring Airtex 
organization; Doug Gilmore; Steve Ellis sales manager 
Canada, Airtex; and Steve Krieger, president Barton 
Auto Parts.

Continued on page 6
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Turn Signal Law Being 

Enforced
Inspector Robert Kerr, 

Traffic Division, Toronto 
City Police, told Jobber 

News in a recent interview 
that Toronto City Police 
were carefully enforcing 
the right and left hand 
turn signal legislation 
recently incorporated 

into the Highway Traffic 
Act for the Province of 

Ontario.
“Wherever our officers 
see violations of the law 
compelling both right 
and left hand turn sig-

nal,” said Inspector Kerr, 
“they have been instructed 

to lay charges.”
Jobber News 

80 Years of Serving the 
Aftermarket
1931-2011
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Motorcar Parts of 
America Acquires Fenwick 

Automotive
Motorcar Parts of America, 
Inc. has announced it has 
acquired Toronto-based 

Fenwick Automotive 
Products Limited for 

360,000 shares of Motorcar 
Parts’ common stock.

The acquisition is expected 
to more than double 

consolidated revenues. 
In addition, the company 
expects to achieve annual 

savings of at least $20 
million once the acquisi-
tion is integrated, which is 
expected to be completed 
within a two-year period. 
Management anticipates 

Fenco will contribute 
at least $25 million of 

annual EBITDA from the 
existing revenue base once 

integration is complete. 
(Figures in U.S. dollars.)

g     g     g

Raybestos Offers 
Rebates, Chance for Trip 

to NASCAR Race
Affinia’s Raybestos Brakes 

“Speed Into Savings”  
program, which runs 

from May 16, 2011 to July 
15, 2011, offers consumers 
and DIYers $30 back on 
Raybestos Professional 
Grade and Advanced 

Technology brake pads. 
Those customers earn up 
to $40 when they include 

Professional Grade or 
Advanced Technology 

rotors. Every redeemed 
rebate card serves as an 
automatic entry into the 

“Speed Into Savings” 
Sweepstakes. The grand 
prize is a trip for two to 
the big Chicago race on 

September 18 in Joliet, Ill.
For more information 

on the Raybestos brand 
brake parts “Speed Into 

Savings” rebate and 
sweepstakes, or for  
questions on any 

Raybestos brand brake or 
chassis product, visit  

www.raybestos.ca or call  
(800) 211-1426.

Continued on page 8

Continued from page 4
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staff on making sure we had 
the right inventory, and per-
forming extensive detailing 
with our sales team.”

In addition, Permatex 
was honoured as Supplier 
of the Year for its work in 
launching the Slime prod-
uct with Barton and its cus-
tomers. 

“Thanks to the entire staff 
for their extreme loyalty and 
dedication to the Krieger 
family, [a] family business 
that has been in Hamilton 
for more than 58 years and 

has such commitment and loyalty from our long-term staff to keep 
up with this fast-paced market.

“I can be the coach, but it is our players that make us the winner.”

Many exhibits were of interest to exhibitors 
as well as visitors. Here Dorman’s Andrew 
Connor checks out the Insta-Fix booth. 

Vast Auto Celebrates Grand Opening  
of Ontario DC

Though it has been making inroads into the Ontario market since 
last fall, the grand opening event of Vast Auto Ontario’s shiny 

new Brampton, Ont., 
distribution centre gave 
many their first look at 
the facility.

The event attracted 
more than 250 jobbers 
and service providers to 
the 100,000-square-foot 
facility, to take in some 
40 vendor displays as well 
as some good food.

An address by com-
pany president John Del 
Vasto and a ribbon-cut-
ting by Gael Miles, act-
ing mayor of Brampton,  
were the highlights of 
the event.

“We were extremely 
pleased,” said Tony Del 
Vasto, vice-president, 
sales and marketing and 
strategic development—

The Slapshots for a Cause charity 
event continued its winning ways, 
this year raising $8,500 for the 
Canadian Cancer Society. The 
20th annual charity hockey game 
was held at the Mississauga 
Iceland Arena where teams 
played for the “Koval Cup,” in 
memory of long-time ice sponsor 
Lube Koval. Funds are raised 

through a combination of player registrations and sweater sponsorships. 
Special thanks also go to Janice Koval for continuing her family’s sponsorship 
of the ice rental.

On hand for the ribbon-cutting for the Brampton, 
Ont., Vast Auto Distribution facility were John Del 
Vasto, president; Gael Miles, regional councillor 
Wards 7 & 8 and acting mayor for Brampton; 
and Tony Del Vasto, vice-president sales and 
marketing and strategic development, Vast Auto 
Distribution.
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Major Scan Tool Data Update
Bosch has issued a major 
update to its ESI[tronic] 

automotive database software.
The 2011/2 update, which 
is available now, increases 

the repair shop’s capabilities 
servicing General Motors 

vehicles, and the update has 
added thousands of new 

codes and data parameters 
in the program’s Snaplist, 

including more function tests, 
more OBD controls, and 

more diagnostic trouble code 
information than ever before.

The update includes  
extensive relevant domestic 
data on Buick, Chevrolet, 
Cadillac, GMC, Hummer, 

Oldsmobile, Pontiac, Saturn 
General Motors, Ford/
Mercury, Chrysler, and 

Dodge/Jeep vehicles, as 
well as relevant updates on 
Toyota, Lexus, and Honda 
Asian vehicles, and Audi, 
BMW, Mercedes, Volvo, 

and Volkswagen European 
vehicles.

APPOINTMENTS

Uni-Select Ontario has 
announced that Kirk 
Argo has been appointed 
regional sales manager 
– major and national 
accounts. Argo arrives at 
Uni-Select with a strong 
background in the auto-
motive aftermarket with 
extensive experience 
working with leading 
suppliers.

The Aftermarket Auto Parts Alliance, Inc. has 
announced that Dan Williford has been hired 
as marketing director. Working from the San 
Antonio, Texas headquarters office, Williford 
will report directly to president and CEO John R. 
Washbish. Williford has 20 years of aftermarket 
experience divided between the distribution 
and manufacturing sides of the business. Most 
recently he served as marketing director for 
Airtex Products, headquartered in Fairfield, Ill. 
Williford earned his Bachelor of Arts degree 
from East Carolina University. 
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Enter the Jobber News
MOTOR OIL 
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Test your knowledge of lubricants for a  
chance to WIN a Valvoline® Prize Pack!
More than ever, consumers are looking to keep their  
automotive investment running longer and more reliably.  
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High mileage motor oils can only be used on older model vehicles? TRUE FALSE
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Switching from a conventional to a high mileage motor oil will not create gasket leaks? TRUE FALSE
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who heads up the distribution organiza-
tion’s Ontario operation—of what he is 
calling its first annual trade show. 

“All of the feedback has been very 
positive. We wanted people to see the 
facility, to impress on them that we had 
the inventory and we had the setup to 
serve them. We also wanted to get them 
more familiar with our lines and with 
our vendors.

“We still have a long road to go, but we 
feel we are on the right path and we are 
working on the right things. In time, this 
will pay dividends. The business doesn’t come 
just because you show up; you have to earn it.”

The event showcased the offerings of some 40 suppliers, 
here being visited by Vast Auto president John Del Vasto 
and Ontario sales manager Bob McPherson. 

Kirk Argo
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U nder fire in recent days from 
competitively priced newly 

manufactured options on many 
traditionally remanufactured prod-
ucts, remanufacturing appears to be 
on the verge of renewed promise 
as new product areas emerge and 
market trends work in its favour.

“While the price of new and 
reman can be close on some low-
tech product lines, the difference is 
significant on late-model products 
containing electronic components,” 
says Raquel Wenger, director, 
advertising and promotion, Cardone Industries. “As tech-
nology quickly overtakes previously simple mechanical parts, 
you will see the price difference between new and reman soar.” 
Additionally, she says, remanufactured parts continue to play 
an important role for jobbers who are constantly under 
pressure to maintain service levels.

“Parts proliferation and limited availability from OE sup-
pliers have complicated the supply chain to the point that it 
is very difficult to source all the parts required for the diverse 
market of drivers on the road today. Reman fills in the many 
gaps that new cannot fill, because the reman process allows for 
scaleability. From one to 1,000 to 10,000, the reman process 
can easily accommodate low and high demand for specific 
SKUs, whereas traditional manufacturing processes can only 
work on a mass production scale. Therefore, you will see many 
holes in coverage from new parts suppliers.”

Bob Sinclair, corporate sales and marketing, Dixie Electric 
Limited, says that this is particularly true of the rotating elec-
trical category. “We do not feel that new will ever take over 
this product line, as it has with others. Rotating electrical has 
numerous SKUs that are only OE on a vehicle or piece of 
industrial equipment for a short period of time. This makes the 
cost of producing the new unit cost-prohibitive.

“A jobber today needs to be affiliated with a supplier that 
can provide him with access to a quality product at a competitive 
price,” continues Sinclair. “With the proliferation of part 
numbers today in late-model automotive applications, the 
jobber also needs to insure that he can obtain a consistent 
order fill in order to meet customers’ demands.”

Of course, one of the key advantages promoted by remanu-
facturers over the years is their ability to not only provide key 
components at a generally lower cost, but to provide improved 
components as a result of having learned from failure modes. 

“Aftermarket new suppliers from overseas can offer very 

competitive pricing, but not the 
wealth of engineering expertise that 
remanufacturing offers, through 
reverse-engineering thousands of 
cores returned every day,” offers 
Wenger.

In fact it is this expertise which 
many have used to distinguish the 
“remanufactured” from the rebuilt: 

the truly renewed part that is redesigned to overcome any 
design flaws, from the part that simply has the failed compo-
nent replaced. 

It should be noted that the U.S. Federal Trade Commission 
has firm guidelines to offer in this regard that, according to the 
Automotive Parts Remanufacturers Association, state that the 
words “rebuilt” and “remanufactured” cannot be used on label-
ling to describe a product unless the used product has been:
• Dismantled and reconstructed, as necessary;
•  All internal and external parts cleaned and made free from 

rust and corrosion;
•  All impaired, defective, or substantially worn parts restored to 

sound condition, or replaced with new, rebuilt, or unimpaired 
parts;

•  All missing parts replaced with new, rebuilt, or unimpaired 
parts;

•  Rewinding, machining, and other operations performed as 
necessary to put the product in sound working condition.

One also needs to disclose on the product, package, or 
box the identity of the rebuilder, or that it was rebuilt by an 
independent rebuilder.

While all large and most small suppliers adhere to these, 
unfortunately there will always be a few—generally restricted 
to a few catering to local markets—who choose not to adhere 
to these guidelines, and continue to use the term rebuilt to 
describe what they offer, rather than the term “repaired,” which 
may be more accurate. 

In any case, the stated guidelines are from the U.S., and 
not Canada, so make of that what you will when faced with 
questions from customers. 

Still, the imperative for the jobber to have an effective, 
trusted set of suppliers for all his components does not change 
simply because of where it is located. 

The Re-emergence of Reman: 
Did It Ever Really Go Away?

By Andrew Ross

MARKET
TRACKER
MARKET
TRACKER

Continued on page 12
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Remanufacturing has seen a resurgence 
as the vehicle fleet ages, parts  
proliferation takes hold, and component 
complexity increases.
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Overall, though, the prospects for the remanufacturing busi-
ness are judged to be quite strong. Key among the factors that 
are expected to continue to lift the entire aftermarket, and in 
particular play to the advantages of the remanufacturing sec-
tor, is the continuing economic pressure that households have 
been feeling over the past few years now. This has, as many are 
aware, had a dampening effect on new vehicle sales, which has 
created a positive shift for the aftermarket.

“The car population that is in North America today has 

Continued from page 10
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aged significantly over the past five years,” Motorcar Parts of 
America’s president and CEO Selwyn Joffe told the Business 
News Network in early 2010. “There are almost 250 million 
vehicles on the road in North America, of which 150 million are 
over nine and a half years old. The average age of a car in North 
America is about 9.4 years. The replacement rate for parts as a 
car gets to be seven years old goes up exponentially.”

And that is good news for 
everyone in the aftermarket.

While consumers have continually stated their desire for green alterna-
tives and then opted for the less expensive option, remanufactured 

products can offer both. Using this compelling argument may help sway 
some retail customers.

While the positive environmental impact of remanufacturing has 
been known for some time, a recent study quantified this benefit in terms 
of relative CO2 emissions of remanufactured and new products.

A team headed by Dr. Rolf Steinhilper of Bayreuth University in 
Bayreuth, Germany announced the result of the “CO2 Footprints of 
Remanufacturing” study last October at the Big R Show in Las Vegas, 
Nev. According to Steinhilper, “The good news is that remanufacturing is 
not melting the icebergs. In fact, remanufacturing avoids between 38% 
and 53% of the CO2 that is generated from new production. This is an 
astounding revelation.”

APRA President Bill Gager, who has known Dr. Steinhilper since 
1978, stated, “People familiar with our industry have always known the 
tremendous environmental and societal benefit of remanufacturing. 
The most difficult task was how to calculate what we already knew. Dr. 
Steinhilper and his team of experts have done it.”

The Bayreuth University team looked at three products: a six-cylinder 

Retail Tips
BMW diesel engine, a Robert 
Bosch starter, and a BorgWarner 
turbocharger. The results, after 
thousands of hours of research, indicate reductions in CO2 of 36% to 
53% with the supply chain of a remanufactured product versus the supply 
chain of a new product.

Gager added, “This means that every time consumers purchase a 
remanufactured product, they are reducing their own carbon footprint. To 
the aftermarket, this means that if they wish to be more environmentally 
friendly, they should be promoting more sales of remanufactured product 
over new and encouraging the consumer to reduce his carbon footprint.”

“We know as an industry that some parts distributors prefer to sell 
new so they don’t have to deal with the core. This study should convince 
them of the importance of the remanufacturing product reducing every-
one’s carbon footprint. This is good for society and the environment,” 
commented Gager.

Steinhilper pointed out, “The amount of CO2 emissions from 
remanufacturing 1,000,000 starters is equivalent to 20,090 individual 
passenger flights across the U.S.A. Can remanufacturing help save the 
climate? Yes…it can!”
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SELLING THE DIY BRAKE JOB 

THE RIGHT

WAY
With the economic outlook continuing to cause many consumers to look 

for ways to save on vehicle maintenance, many will be dusting off their 

toolboxes and looking to do more on their own. Some jobs are easy, some are 

hard, but do-it-yourself brake service is in a category all its own.
Continued on page 16

Taking an intelligent approach to  
the retail brake customer
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Continued on page 18

There is no question that retail sales of brake parts 
direct to the consumer can be a contentious point for 
many professional technicians; concerns are sincere 
that service on such a safety-related system be executed 
properly, but it is an established and inescapable part 
of the do-it-yourself market that jobbers should not shy 
away from. 

“It’s very important. In Canada, DIY customers make 
up approximately 23% of overall brake parts purchases 
on a dollar basis, so it’s certainly a market segment that 
deserves considerable attention from jobbers. Our brake 
team has focused on this opportunity for several years, 
and our Wagner ThermoQuiet products were among the 
first to be offered with rebates for DIYers,” says Ken Selinger, 
director of friction products, North America, Federal-Mogul.

Selinger says that there are some differences between what 
the non-professional do-it-yourselfer buys and the purchasing 
patterns of the professional service provider, and sales vary in 
other ways, too.

“Historically, DIYers tend to drive older vehicles than those 
who rely on professional service providers, so this should figure 
into the jobber’s buying decisions. Having said that, economic 
challenges have led many consumers to look for opportunities 
to reduce the cost of vehicle maintenance and repair. This 
dynamic affects a broader slice of the market, including the 
owners of newer models.  So the makeup of the retail brake 
market can vary significantly from one store location to the 
next.”

It is true, however, that not all jobbers will see much walk-
in trade, but this is no reason to ignore it, says Brian Fleming, 

director of marketing, Affinia Canada ULC.
“Any segment of the market is important and shouldn’t be 

ignored. It is by no means the lion’s share of the aftermarket, 
though obviously it is for a retailer like Canadian Tire.”

However, even if your store earns the vast majority of its 
business from the trade, the retail sale is not one to be ignored.

“You can’t ignore the retail business. Once you get into the 
rural areas, you might be the only parts supply store in town.”

ACDelco’s Corey Graham says that while it’s not a job for 
every DIYer, brakes are one area that the experienced “heavier” 
DIYer can still delve into. 

“I think people still look for what they can work on today. 
Brakes are something that they still have a reasonable amount 
of knowledge on, but they don’t need a scan tool, except for 
sensors, and a lot of brake parts are the same. A pad is a pad 
and a shoe is a shoe; they’re not a lot different from what they 
used to be.”

Brake jobs do require some understanding of the job ahead, and may 
require some specialty tools as well as supplies such as brake cleaner. 
Make sure you have them in stock and can offer them to the customer.

Generally, you don’t have to be big to be an effective retailer. A well-
stocked showroom and more retail-friendly hours are keys.

Counter staff need to be responsive to walk-in traffic; minutes can feel 
like hours, so don’t keep customers waiting.

Ensure that customers understand the job ahead, what they need, and, 
if not stated on an invoice, what the warranty terms are of the sale. 

Help customers where you can, but if faced with a customer who is 
clearly outmatched by the job at hand, suggest respectfully that perhaps 
he needs to go to the professionals after all.

Retail Tips
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Technology has much that goes beyond the DIYer, but 
some jobs are still doable.

“Brakes are still something that the stronger DIYer who 
wants to get his hands dirty can do.”

The challenge for the jobber is to ensure as much as possible 
that these determined DIYers have what they need in terms 
of parts and information, and that the jobber knows what to 
expect from this type of customer.

Product mix can vary, for example. As noted by Selinger, 
older cars may shift some of your inventory requirements, 
but tighter wallets may also require different options. Don’t 
prejudge, however. 

“I tend to view a DIYer as someone who is a Saturday after-
noon mechanic or who restores cars and plays with cars as a 
hobby,” says Graham. Accordingly, they may be looking for 
premium or even OEM.

“If you’re a real fanatic and want the Corvette OEM stuff, 
we’ve got it.”

Knowing what to offer the DIYer requires everyone in the 
store to be fully apprised of the offerings. 

“They should know the product they’re selling—where 
it’s made, how it’s made, and why they are selling this brand 
of product,” offers Jason Hathaway, sales and marketing, OE 
Quality Friction. “They should ask the DIY if they have any 
questions [concerning] actually doing the job. If the parts are 
installed wrong, it makes the product look bad.” 

Hathaway adds that jobbers sometimes spread themselves 
too thin, and offer too many options to really be able to discuss 
them all intelligently. “Stock a full line of brake parts; stick with 
one or two brands of brakes and sell them well, instead of five 
brands, and just sell with focus. Know what you are selling.”

Jobbers should know, too, that there can be a downside to 
the retail sale. 

“Warranty, exchange, and returning parts are the main 
issues that a jobber has to deal with on the retail side,” says 
Ramzi Yako, president of Promax Auto Parts Depot. “Retail 
customers have very basic knowledge on car diagnostics, 
so they might purchase parts that will not fix their car and 
end up returning or exchanging parts. DIY customers do 
not always use the proper procedures when installing brake 
parts, and this causes warranty issues that jobbers have to 
deal with.”

Jobbers should never assume that the DIYer knows the 
obvious.

“Our company denied a warranty claim for a jobber that 
had a DIY customer install brake pads in reverse, with the 
backing plate facing the rotor and friction side facing the 
caliper piston. These are the issues that jobbers might need to 
handle on a regular basis when dealing with DIY customers.”

Key for jobbers is to not get caught up in making value 
judgments about whether or not DIYers should be embarking 
on the job. 

“I worry when somebody who is not a professional does it,” 
says Affinia’s Fleming. “I would never think of doing my own 
brakes and I’m in the brake business! But a sale is a sale, and 
my thoughts on whether I would do it or not are immaterial.”

If there is a market in your area, he adds, then you have an 
opportunity. The key is to capitalize on it intelligently.

“You want to make sure that your staff is trained to talk to 
someone who is coming in from a retail aspect. Know how to 
speak intelligently about what they are really looking for.

“It is more important to make sure that they get the right 
part and the right grade. I don’t think it’s the store’s place to 
decide whether they should be doing it. 

“If he is a retail buyer he has already made that decision.”

Continued from page 16
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XRF adds Centric Parts to our Ontario warehouse 
for Canadian distribution. The Centric Parts line in-
cludes Brake Pads and Shoes, Brake Hardware, Rotors 
and Drums, Brake Hydraulics, Hubs, Bearings and Seals. 
XRF has in stock parts for the top demanded applica-
tions on current and late model vehicles and access to 
applications back as far as 1937 and will be continuing 
to add more applications over the coming months . 

All of our Online Customers now have full access 
via our Online ordering system to check stock, applica-
tions and place orders. Simply select Brake/Wheel Bear-
ing Group and Subgroup of interest to view availability 
or enter part number in the product search. Centric is 
also published in Wrenchhead as well as Activant. Cen-
tric hard copy Catalogs are also available. 

Centric Parts, which includes the StopTech and 
Power Slot divisions, is a leading manufacturer and sup-
plier of aftermarket brake components and systems for 
everyday cars, performance duty vehicles and ultra per-
formance vehicles. Centric continually innovates signifi-
cant improvements to brake technology for the street 
and track, having earned four patents along the way. 
Centric’s brake pads, such as the PosiQuiet line of pre-
mium Metallic, Ceramic and Extended Wear formulas, 
provide superior performance, quality and value. 

The company was founded in 2000 in Southern 
California and has enjoyed solid growth every year 
since. Today the company operates multiple warehouse 
and manufacturing facilities totaling 438,000 square 
feet and exceeding 500 employees. 

Centric’s executives bring with them extensive 
experience and insight. Dino Crescentini, CEO of Centric 
Parts has several successful aftermarket companies 
under his belt as founder and senior executive, includ-
ing Autospecialty and StopTech and has also been a 
race car driver for the last three decades. He currently 
races as part of the SCCA SPEED World Challenge Cham-
pionships on the Global Motorsports Group team. 

Please vi s i t   Centr ic  Parts at 
www.centricparts.com for more information or to view 
their online catalog. 
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Medium Duty 
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Jobbers who are looking to succeed 
in the filter market should take 

heed of significant shifts in the filter 
market.

And, rather than looking at single 
product categories to build their sales 
in category, jobbers should broaden 
their view to take advantage of the 
variety of opportunities that are being 
presented. 

This is not to say that individual 
product areas don’t have their upside, 
of course.

Cabin air filters (CAF) have been 
working their way into the market 
in growing volume since they were 
introduced in the first models in the 
1990s; cabin air filters had less than 
5% market penetration in vehicles in 
operation in 1999.

According to researcher Frost 
& Sullivan, the U.S. cabin air filter 
(CAF) aftermarket expects to grow at a compound annual 
growth rate (CAGR) of 11.5% in unit shipments and 14.1% 
in revenues between 2010 and 2017. Canadian sales develop-
ment can be expected to experience a similar profile.

“Overall, increased consumer spending on routine main-
tenance products over the short to medium term is expected, 
because people are keeping their vehicles longer in the cur-
rent economy,” says Frost & Sullivan industry manager Avijit 
Ghosh. “In the United States, the cabin air filter installation 
rate in vehicles in operation was 45% in 2010 and is poised 
to reach 56% in 2017; this will significantly drive aftermarket 
unit shipments of CAFs.”

“Cabin air filters continue to be a growing market seg-
ment, as more vehicles have them included as standard 
equipment and the service industry continues to advise con-
sumers about the benefits of changing the filter,” says Bert 
Verriet, program manager, Affinia Canada ULC, suppliers of 
the Wix brand of filters. 

Continually reminding installer customers of this opportu-
nity has proven a challenge for some jobbers, but the inclu-
sion of the cabin air filter as a part of routine maintenance is 
starting to take hold.

For the jobber with a retail presence, this segment of 
the filter market can lend itself particularly well to the do-it-
yourselfer, as many more vehicles have easily accessible cabin 
air filters than used to be the case. 

“Automakers must place CAFs at convenient locations 
that would facilitate the installation process and increase 
do-it-yourself (DIY) activities,” says Ghosh. “Easier access is 
expected to drive DIY activities and sales through the retail 
channel.”

Nonetheless, the big challenge in this product category con-
tinues to be awareness: awareness on the part of the consumer 
that his vehicle has one, and awareness on the part of the trade 
customer about the importance of this filter to driver comfort, 
as well as the profit opportunity that it provides when executed 
in conjunction with related services. 

Of course, jobbers can reach well beyond the traditional 
oil and air filters for opportunities. With this in mind, sup-
pliers like Wix have put together programs that facilitate 
growth. Verriet offers an example. “Wix Filters is actively 
pursuing the industrial market with an additional 8,000 part 
numbers dedicated to hydraulic filters. This will give the 
traditional jobber another opportunity to increase sales with 
new markets.”

“Coverage has become increasingly more important as 
the jobber diversifies from the traditional aftermarket to 
class 7 and beyond,” says Kevin Corrigan, Canadian division 
manager for Champion Laboratories, Inc./Luber-finer filters. 
A 32-year veteran of the filter market, Corrigan says that the 
diversification and parts proliferation demands a sophisticated 
approach, with vendor-managed inventories being sought 
after to increase profitability in the category. 

Closer to home base for the automotive jobber, Corrigan 
says that there are a number of pressures causing the oil filter 
category to evolve. 

“The green initiative is taking hold. More and more appli-
cations are reverting to canister-style filtration, to reduce the 
carbon imprint. [Also,] the introduction of new oil formulations 
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Evolving Filter Market
Demands Diversification and Quality Focus

By Andrew Ross

MARKET FEATURE

Continued on page 22

Cabin air filters have tenfold the market penetration they had a decade 
ago, but education and awareness continue to require focus.
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and requirements and extended drain periods by today’s car 
manufacturers make the use of the proper blend of media more 
important than ever.”

And, as with virtually 
every product category 
that jobbers deal with, 
the global supply net-
work has its upside and 
potential downside.

“We live in a much 
different world than we 
did 10 years ago,” says 
Corrigan. “Filtration 
products are manu-
factured globally. Are 
some better than oth-
ers? Absolutely. Is there 
inferior product in the 
market? Yes. It sounds 
scary, but if today’s job-
bers educate themselves 
on the total abilities of 
the manufacturer, it 
will give them the con-
fidence to make their 

decision on a supplier. Things to consider would be an ISO/
TS16949 certification in manufacturing; this is the highest 
level one can obtain and assures best practices are employed.”

Verriet echoes this sentiment. “Currently, manufacturers 
are responsible for ensuring that their filters are built to meet 
or exceed the manufacturer’s original equipment standards.  
There are currently no mandatory standards for filter 
manufacturers. Those manufacturers who regularly work 
with vehicle manufacturers are very much in touch with the 
standards required.

“Jobbers should ensure that they are dealing with a reputable 
manufacturer to ensure that the filters that they are providing 
to their installers meet or exceed the manufacturer’s original 
equipment standards. While there are no current standards, as 
suggested, there are ISO and SAE guidelines for the testing of 
filtration products. A reputable manufacturer will test products 
to these standards to ensure that testing can be duplicated on 
a consistent basis and that quality guidelines are being met 
and tracked.”
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Continued from page 20
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Exhaust Direct is currently building a 
8000 sq ft expansion!

For more information about EXD, visit 
our website or contact us to receive our 

2011 Top Movers Catalogue.

“Your Source for Quality Exhaust Hardware & Accessories”

In a global supply world, and with service 
intervals growing, quality is of a greater 
than ever. Jobbers are advised to educate 
themselves on the capabilities of their 
suppliers.

Retail customers need to be educated regarding the quality 
differences between product offerings.

Retail customers need continued education regarding the 
importance of vehicle maintenance.

Focus has to be moved away from price back to quality.
Move filters from behind to in front of the counter.
Combine related products, e.g., oil, all types of changeable 

filters (cabin air, fuel, etc.), filter wrenches, to capture the DIY 
market.

Retail Tips

MARKET FEATURE
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NEW PRODUCTS

Eight-Hour Charge LED 
Light
Clipl ight  Mfg.  Co.  has 
announced the Hemiplus work-
light that runs for more than 
eight continuous hours on 
a single charge. Other great 
features of this light include: 
rechargeable 8800 mAh lithium 
ion battery; less than four-hour 
recharge time from total dis-
charge; no memory—recharge 
at anytime; smart charger—
will not overcharge; electronic 
charger with 110-240 V input 
range, 50 - 60 Hz; and optional 
12V car charger adapter. The 

worklight uses patented 
Uni-beam Optical Technol-
ogy, projects a broad and 
solid light pattern without 
shadows or hot spots, and 

illuminates the entire engine 
compartment. Built to be tough with aircraft-
grade anodized aluminum chassis and high-
impact polycarbonate-reinforced resin parts, the 
modular design construction of the Hemiplus 
means all parts are user-replaceable with just a 
screwdriver. 
Cliplight Mfg. Co.
www.cliplight.com

Low-VOC Speed Clear
Designed for panel and multi-panel use, the 
Montana PE1500 Clearcoat offers outstanding 
dry times for a speed clear when applied over 
a properly applied basecoat colour and meets 
Canadian VOC regulations. PE1500 increases 
productivity by maximizing vehicle throughput. 
The company reports a buffing time average of 
only 45 minutes or less. This two-component 
clear boasts not only fast setting, dust-free times, 
but also delivers outstanding gloss with low over-

spray. This Mon-
tana Speed Clear 
offers a 4:1 mix 
ratio, making it 
quick and easy to 
mix. The 2.1 low 
VOC means this 
product is compli-
ant in all Canadian 
provinces. Other 
qualities include 
excellent flow and 
non-sag properties. 
AB Warehouse of 
Canada 
www.abwarehouse.ca

New Catalogue Features
Expanded Worklamp Line
Hella, Inc. has launched its new 2011 Hella 
Work Lamp catalogue, offering an extensive 
range of advanced work lamps, accessories, 
and replacement bulbs. The items are specially 

designed and engineered to meet a wide range 
of lighting needs for automotive, heavy-duty, 
farm, forestry, off-highway, and construction 
applications. The 2011 Hella Work Lamp cata-
logue contains more than 150 part numbers 
and features more than 140 pages of specific 
and technical data on each lighting product, 
including applicable beam patterns, diagrams, 
and exploded views. It also lists spare parts and 
mounting options. 
Hella Inc.
www.hellausa.com

Ceramic Front Pads for 2011 Accord
Federal-Mogul Corporation has announced that 
its Wagner brand now offers replacement front 
disc brake pads for 2011 Honda Accord mod-
els. The new Wagner ThermoQuiet Ceramic 
pads (#QC1506) feature an application-specific 
ceramic formulation developed within Federal-
Mogul’s global network of advanced technology 
centres. These pads also incorporate the com-
pany’s Integrally Moulded Insulator (IMI) one-
piece pad design and Wagner Edge 
Laser-Shaped Friction technology. A 
hardware installation kit is packaged 
with each pad set for a complete 
repair solution. In addition, Federal-
Mogul also offers Wagner Thermo-
Quiet Ceramic rear pads (#QC1451) 
with a hardware installation kit for 
2011 Accord models. 
Federal-Mogul/Wagner  
ThermoQuiet
www.TQbrakepads.com

Continued on page 24
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NEW PRODUCTS
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Mig Torch Holder

Steck Manufacturing Company has released 
its Mig Torch Holder. The Mig Torch Holder 
attaches directly to the car so the torch head can 
be held close to the welding activity, eliminating 
the need to continually lay hot welding torch 
heads on the floor and pick them back up while 
doing body-related work activities during the 
welding process. The uniquely designed tool 
is made out of polypropylene with two-prong 

metal 26-mm rods to hold the hot torch head 
safely out of the way. The Mig Torch Holder also 
has spring-mounted floating magnets that allow 
it to adjust to the contour of the body panel. 
The Mig Torch Holder is designed to work with 
all common Mig, Tig, and Plasma torch heads. 
It holds the torch head on either side of the 
welding location while keeping the hot torch 
head safely out of the way and off the floor for 
the technician.
Steck Manufacturing
www.steckmfg.com

Engine Builder Catalogue
Goodson Tools & Supplies for Engine Builders 
announces the release of its 2011 catalogue. This 
new catalogue includes several new, exclusive tools 
for engine builders. The catalogue features the 
expanded Hyper Finish Diamond Valve Guide 
Sizing System and the Tapered Wrist Pin Bush-
ing Press Kit. The 
catalogue also 
includes a full line 
of dimensionally 
correct tools and 
supplies for every-
thing from lawn-
mowers to land 
movers. 
Goodson Tools & 
Supplies
www.goodson.com

European Application Brake Rotors

Beck/Arnley has added Zimmerman rotors to 
its brake and chassis product module. Beck/
Arnley currently offers 21 part numbers that 
cover 177 vehicle applications for European late-
model, high-end vehicles. Zimmerman rotors 
complement Beck/Arnley’s 089 Foreign Brand-
ed 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.
Beck/Arnley
www.beckarnley.com
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Exhibits: October 6–8  //  Conference: 5–8  //  Orange County Convention Center

For the first time in 7 YEARS, the world’s collision repair event is headed east!

Join the automotive service & repair industry at the only event that is specifically designed and created for 
YOU. As the flagship event of ASRW, NACE constantly evolves with the industry to meet your ever-changing 
business needs, continues to invest in the industry it serves, and is a must attend event for anyone in the 

automotive service & repair industry. And this year…
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oils on the market that did not meet the 
targeted seals’ compatibility performance. 
OEMs were looking for a performance 
upgrade so that all oils would meet the 

targeted elastomer compatibility performance.
In GF-5, the compilation of the OEM specs 

is now becoming a part of the ILSAC/API GF-5 
specification. In addition, they added a new seal 

material commonly used by OEMs. 
Oil leakage can result from a combination of chemical 

incompatibility between the oil, aging of the seal material, 
and mechanical wear on the seal material. By increasing the 
number of seal materials evaluated and a more stringent test, 
elastomer compatibility can be assured.

In addition, preventing oil leaks is good for the environment 
and it keeps the oil where it is needed most: in the engine’s 
lubrication system.

Fuel Economy
ILSAC GF-5 provides improvements to ILSAC GF-4 in fuel 
economy and fuel economy retention.

Previously in GF-2 and GF-1, the Sequence VIA test was 
used; however, it evaluated only fresh-oil fuel economy. In 
GF-3, the Sequence VIB test was used, which measured fuel 
economy on both fresh and aged oil and also in GF-4. Fuel 
economy deteriorates over time, which is why aged oil is also 
measured in the Sequence VIB.

The industry decided a more modern engine representative 
of today’s technology was required for GF-5, and so the GM 
High Feature 3.6-litre engine is used. The fuel economy test 
will be identified as the Sequence VID engine test. Previously, 
the Sequence VIB test used a Ford 4.6-litre V-8 engine. The 
more modern V-6 engine is desired to improve the precision of 
the fuel economy test.

E-85 Rust Protection and Emulsion Retention
Many vehicles will be built with flexible-fuel capability, in 
order to run on conventional unleaded regular gasoline; on 
E-85 (which is 85% ethanol plus 15% conventional unleaded 
gasoline); or on any mixture in between.

Although very few vehicles will actually run on E-85 the 
majority of the time, the OEMs want to ensure they do not 
have detrimental performance when using E-85. The two areas 
of concern are rust protection and emulsion retention.

A bench test has been added to GF-5 to ensure sufficient 
protection from rust caused by biofuels such as E-85 fuel in 
flexible-fuel vehicles.

Biofuels such as E-85 are different from gasoline and 
may cause engine rust to occur in flexible-fuel vehicles, so it 

M uch has been discussed surrounding the 
entry of GF-5 into the marketplace 

last October, mostly in concert with dis-
cussions regarding General Motor’s 
Dexos standards that also arrived on the 
market recently. 

The entry of GF-5 also heralded the update 
to the API Service Level, from SM to SN, but 
that hardly made a ripple in the motor oil world at 
the time.

Still, GF-5 remains the most important develop-
ment in some time.

With this in mind, we offer this recap of the changes 
from the previous GF-4 standard for motor oil, and what 
those drafting this latest motor oil specification were looking 
to achieve.

The specifications often refer to “Sequences” or “Seq.”, 
which is engineering language for the tightly controlled testing 
procedures employed to determine the performance of the 
lubricant being evaluated.

There were a number of areas that were the focus of the 
automakers in pushing for better performance standards, but 
the key focus was on three areas of improvement over GF-4:
• emission compatibility: Sequence IIIG Phosphorus retention;
•  oil robustness: Sequence IIIG WPD, TEOST MHT and 

33C, E85 emulsion;
• fuel economy: Sequence VI-D.

Emissions System Protection
ILSAC GF-5 provides improvements to ILSAC GF-4 in 
emissions system durability.

For GF-5, phosphorus has not been reduced from GF-4 
(0.06% wt) due to potential wear concerns. As such, a minimum 
on phosphorus content still exists. Additionally, a Phosphorus 
Retention Test is incorporated into GF-5 with the objective 
of minimizing phosphorus leaving the engine and entering 
the after-treatment devices (ATD). Previously, only a chemical 
limit was used.

A Phosphorus Retention Test measures the amount of 
phosphorus retained in the lubricant in the engine, using the 
current Sequence IIIG engine test @ 100 hours. 

High-phosphorus retention oils are beneficial for:
•  extending the life of the ATD, such as catalytic converters 

and oxygen sensors; 
• improved oxidation prevention to minimize oil thickening; 
• improved protection against copper and lead corrosion; 
•  retention of the multifunctional benefits of zinc dialkydithio-

phosphate, or ZDP, such as anti-wear, anti-oxidant, anti-
corrosion, and lowering long-term tailpipe NOx, CO, and 
HC emissions.

Seal Compatibility
Seal compatibility performance is not new to lubricants.

OEMs have their own seal compatibility specifications for 
their factory fill and service oils; however there were GF-4 

Knowledge Building:

For the Counterperson June 2011
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Behind The GF-5 Motor Oil Spec

Continued on page 28

Among the changes that came with the GF-5 specification 
was the use of the GM “high feature” 3.6 in place of the 

previous Ford 4.6 V8, providing a current-technology 
engine for some fuel economy testing. 
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is important that the new GF-5 formula-
tions are fortified to prevent rust. Biofuels 
such as E-85 are coming into wider use, 
and GF-5 oils must be able to address this 
potential rust issue.

The new performance requirement 
of E-85 rust protection has a measurable 
impact on the formulating challenges of 
GF-5. 

An emulsion retention test is included in 
GF-5 to ensure emulsion retention occurs 
when biofuels such as E-85 are used in FFV.

The byproducts of combustion of biofuels such as E-85 
fuel are water and acids, which tend to be very corrosive if not 
controlled. The retention of the E-85 emulsion is necessary as 
it helps to minimize the corrosivity that the water and acids 
from combustion and condensation may cause.

5W-XX Volatility
Controlling oil consumption is necessary to ensure proper engine 
performance, and oil consumption is related to oil volatility. 
The GF-5 standard for oil volatility remains at the GF-4 level 
of 15% maximum. Oils wanting the ILSAC Specification must 
meet this volatility requirement.

Other factors influencing oil consumption include engine 
age, engine design, and proper maintenance. Oil volatility is 
directly related to the selection of proper base oil components 
and not additives.

Engine Sludge Protection
The Sequence VG test evaluates a lubricant’s ability to prevent 
sludge and varnish formation. The test simulates moderate-
temperature taxicab service, urban and suburban delivery service, 
or just commuting back and forth to your job. Sludge leads to 
deposit buildup in the engine, and can lead to engine failure. 
The Sequence VG test also looks at piston deposits and oil 
screen plugging from sludge.

For GF-5, engine sludge protection is measured by the 
Sequence VG test, which is the same test used in GF-4. 

OEMs wanted to see improvements in oil screen sludge 
for GF-5 to prevent the engine from lubricant starvation. The 
industry is investigating the accuracy of the measuring technique 
to determine if a change in procedure is possible.

Dispersants are used to control the formation of sludge, but 
negatively affect fuel economy.

Piston Cleanliness
ILSAC GF-5 performance must provide improvements to 
ILSAC GF-4 in engine oil robustness, which includes piston 
cleanliness along with engine sludge protection and turbo-
charger protection.

A piston cleanliness test is required as piston deposits can 
get behind and around the piston rings, which can cause the 
rings to stick and be sluggish. As a result, the deposits in the 
ring area displace gas that is required for ring pressurization. 
When deposits get behind and around piston rings, a lack of 
compression occurs. This usually results in increased emissions, 
decreased fuel economy, and decreased performance.

A piston cleanliness test is also required because deposits can 
build up on the piston crown causing pre-ignition. Deposits can 
also build up on the piston undercrown, which increases piston 
temperature. Both can result in decreased performance.

To address this issue, the Sequence IIIG engine test was 
developed to evaluate high-temperature deposits. The Sequence 
IIIG test is an oil-thickening and piston-deposit test run under 
high-temperature/high load conditions. This test also provides 
information about valve train wear. The test simulates high-
speed service under relatively high temperature conditions.

Piston cleanliness is measured by 
the weighted piston deposit rating in the 
Sequence IIIG test. 

Detergents are used to prevent piston 
deposit buildup, but a trade-off exists 
between increased piston cleanliness and 

fuel economy. The detergent components that go on the metal 
surfaces to keep the engine’s parts clean compete against the 
friction modifier components that go on the metal surfaces to 
reduce friction and improve fuel economy.

Turbocharger Protection
Use of the TEOST 33C deposit bench test is used in GF-5 to 
evaluate turbocharger protection.

During this test, problems were observed with oxidative 
degradation/thermal coking of engine oil in the turbocharger 
bearing area during hot shutdown. It is necessary to protect the 
bearing from deposits, because deposit buildup in the turbo-
charger bearing area can lead to loss of engine performance and 
possibly engine failure.

Turbocharger protection is important, but there are trade-offs 
when it comes to fuel economy. The detergent and dispersant 
components, which go on the metal surfaces to keep the engine’s 
parts clean and prevent deposit buildup in the turbocharger, 
compete against the friction modifier components that go on the 
metal surfaces to reduce friction and improve fuel economy.

It is estimated that 15 to 25% of all Ford, GM and Chrysler 
engines by model year 2011 will have turbochargers.

Oxidative Thickening
Oil oxidation leads to oil thickening and potential pumpability 
problems. As oil oxidizes, it gets more viscous and can negatively 
impact fuel economy. In addition, oil oxidation makes it difficult 
for the oil to circulate through the lubricating passages of the 
engine, and may lead to oil starvation. 

To address oxidative thickening, the Sequence IIIG test is 
used, which is the same test used in GF-4. The Sequence IIIG 
is more severe than the previous Sequence IIIE and IIIF, as the 
engine test is hotter and longer to simulate modern engines.

No differences in oxidative thickening limits exist between 
GF-5 and GF-4. The formulating challenge will be to prevent 
oxidative thickening while not negatively affecting fuel economy 
or engine oil robustness.

Wear Protection
Zinc dialkydithiophosphate, commonly referred to as ZDP, is a 
classic and proven component for wear protection.

Existing technology is available to address the wear protection 
needs of GF-5; however, many of the additives used to inhibit 
wear contain phosphorus. Phosphorus in the exhaust gas has 
been shown to harm after-treatment devices.

The engine lubricant must protect from premature wear. 
The Sequence IVA is a flat follower valve train wear test and has 
proven to be adequate.

Special thanks to additive supplier Lubrizol for much of the information 
here. For more information on GF-5, visit www.gf-5.com, hosted by 
Lubrizol. You should also visit your lubricant suppliers’ websites for 
information on how GF-5 (and Dexos) relates to their product offerings. 
For the detailed final GF-5 specification, visit www.autoserviceworld.
com and click on “White Papers.”

Continued from page 26

This spider graph compares the performance 
requirements of the GF-4 and GF-5, with Dexos 
thrown in for good measure. The further out from 
the centre a line is, the greater the performance 
requirement for that factor to meet the spec.
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  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.
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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

Ihave never been prone to living in the past; the joke around here is that this is 
because I can’t remember what I had for lunch.

But all kidding aside, I believe that while much can be learned from our history—
both personal, and the social and political sort that they teach in schools—it’s the 
future that really matters. In other words, knowing your history isn’t much good if 
you haven’t learned from it. (Of course, as the saying goes, if you didn’t learn any-

thing from it the last time, don’t worry, it’ll come around again to give you another shot.)
Notwithstanding all this, however, there are certain milestones that make it worth-

while to glance over our collective shoulder at the road that led us here.
The 80th anniversary of this magazine is just one of those. Since December 1931, 

Jobber News has been reaching out to the Canadian automotive aftermarket with news, 
information, and opinion (not to mention advertising) that all served as signs of their times.

A copy of that first issue hangs just outside my office to this day, a regular reminder 
of where this publication, and the industry it serves, came from. 

It is also a reminder of the persistent importance of high-quality service and products 
to this market, as evidenced by the number of companies included in that first issue that 
are still with us today. Of course, the disappearance of others also serves to reinforce this 
point. 

Many of the topics addressed in the magazine throughout the decades still sound 
familiar today: low door rates, increasingly durable parts, a changing distribution world, 
mergers and acquisitions. Even outsourcing to the Pacific Rim was a point of discussion.

In looking at these basic issues, one could understandably come to the conclusion 
that we are dealing with precisely the same problems, and that nothing has changed. 
This would be a mistake. A great deal has changed in the marketplace—not the least of 
which is the premium that a hyper-competitive market puts on your ability to manage 
your business effectively. The same goes for your customers.

At the risk of sounding facetious, often it appears as if many of the problems that were 
brought to the fore in the past were primarily seen as an annoyance, a barrier to better 
profits and lifestyle. Now, when we speak about many of the same topics, we’re talking 
about survival. Take the door-rate situation: in many cases, when repair business owners 
talk about the need for better door rates, they actually mean need, not want, because they 
see the need—yes, need—to invest in their business to continue to be, well, a business. 

And for you, the jobber, you need to be the first to market with lines that offer higher 
margins, and to offer complete inventory to ensure that you can maximize your average 
order. You need to be able to offer quality, and what used to be considered “discount” 
prices but are now in many cases the starting point. 

And you understand that failing to do so will leave you fighting over the scraps of 
business left behind by those who have met the challenge, and nobody wants to be in 
that position. 

Having said all that, success and failure have been a part of this industry from the 
beginning, and those traits come in many shapes and sizes. Also part of this industry has 
been change; Jobber News is today a very different entity than it was when it was launched, 
just as the world crawled out of the Great Depression.

In many ways, this magazine’s experience has parallelled the evolution of the 
industry—changing in both form, from a broadsheet newspaper to the magazine of 
today, and content; gone, for example, are the verbatim transcripts of lengthy industry 
meetings in favour of more focused articles. It also serves as a reminder of what still 
works: communication, good service, and the fact that in this industry, you get out of 
it what you put in.

And that’s a lesson that we can all be proud to have learned.
Andrew Ross, Publisher and Editor 

aross@jobbernews.com
P.S. This issue marks the start of our countdown to December’s 80th Anniversary issue, with 

tidbits from the past in every issue, and we would love to hear readers’ recollections, whether about 
Jobber News or the industry as a whole. Drop me a line at aross@jobbernews.com.

A BACKWARD GLANCE
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From Our Pages
E.J. Wadham, Founding 
Editor, Jobber News Issue 
#1 December, 1931:
“We must admit that lack 
of funds has compelled 
many people to operate 
cars longer than is their 
usual custom, with a 
resulting increase in  
maintenance and replace-
ment expenditures. This 
in itself has helped the 
automotive jobber to 
maintain his volume, but 
we see no reason to fear 
the sudden cutting down 
of the market through 
the return to more  
prosperous times.

“We believe the 
motoring public has 
learned a lesson in 
motoring economy 
which will be lasting if 
not permanent in its 
effect. The “Care Will 
Save Your Car” idea has 
finally and forcibly been 
brought home to  
thousands by the task-
master necessity and 
once having found what 
satisfaction and economy 
can be combined in 
reasonable maintenance, 
they will stick to their 
newfound convictions.”

Jobber News 80 Years of 
Serving the Aftermarket
1931-2011
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www.va lvo lin e .co m

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

Only one person works on his car. 

    And only one oil works in his engine.

100 YEARS UNDER THE HOOD.TM
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MADE IN BRAZIL

“DRY OIL” TECHNOLOGY

NO CONTAMINATION OF BRAKE
PADS REDUCES NOISE

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

MUCH FASTER TO ASSEMBLE

EXCELLENT FRICTION RATE
FROM THE BEGINNING

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

Fremax
Brake discs

Ready to Go Conventional 
Brake discs

THE FIRST BRAKE THAT́ S  
READY TO ASSEMBLE

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

For more information on READY TO GO, contact us:

Agna Brakes 
9365 De Meaux

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

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