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The safety technology that 

today’s vehicles are equipped 

with is truly astounding, and is 

improving all the time. However 

advanced the technology on a 

vehicle is, however, there is no 

substitute for a driver being able 

to see where he is going, with 

high quality lighting and wipers.  

Fortunately, the aftermarket can 

give drivers of older cars a lot of 

the advantages available on cars 

in the showroom today.
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The sluggish market that many aftermarket 
service outlets experienced earlier this year 
has been confirmed by consumer research 
results.

Owner-reported annual spending on 
vehicle maintenance declined from 2010 
this year, according to the J.D. Power 
and Associates 2011 Canadian Customer 
Commitment Index Study. 

The annual service market for four- to 
12-year-old vehicles has contracted to $8.4 
billion in 2011 from $9.0 billion in 2010, 
largely brought on by decreased average 
annual service spending. 

This decrease stems from both a decline in 
the average amount spent per service visit and 
the number of service visits. Overall, the number 
of service visits has decreased by 9% (2.9 visits 
per vehicle in 2011, on average, vs. 3.2 visits per 
vehicle in 2010). In addition, annual spending 
across all vehicle ages has declined by an aver-
age of $23, with the largest change seen among 
eight- to 12-year-old vehicles.

Average annual expenditures among this 
vehicle group declined to $736 in 2011 from 
$821 in 2010. 

“Study data suggests owners of older vehicles 
continue to de-prioritize maintenance and repair 
spending in the face of uncertain economic 
conditions,” says Ryan Robinson, director of 
the Canadian automotive practice at J.D. Power 
and Associates. “This is creating an increasingly 
competitive environment for automotive service 
brands as they fight for share in a contracting 
market.” 

The study provides a measure of the service 
behaviour, satisfaction, and loyalty of owners of 
four- to 12-year-old vehicles. Overall customer 
satisfaction is determined by examining five 
key factors of the service experience: process of 
getting the vehicle in for service; service advisor 
performance; service facility; quality of work per-
formed; and the process of vehicle return/pick-
up. The study examines customer satisfaction 
with both new-car dealerships and aftermarket 
facilities. 

The bright spot for the aftermarket is the 
finding that owners of vehicles that are eight to 
12 years old are more likely to visit an aftermar-
ket facility for service, rather than a dealership. 
Owners of eight- to 12-year-old vehicles indicate a 
number of advantages to visiting an aftermarket 
facility rather than a dealership specifically when 
examining the most recent service visit: 

• Once owners arrived at a dealership, 39% 
indicate they were attended to immediately. 
Among customers who visit an aftermarket facil-
ity, 58% say they received immediate attention. 

• 80% of owners who visit the dealer say the 
service advisor put them at ease. This figure is 
slightly higher among visitors at aftermarket 
facilities: 85%. 

• 73% of visitors to aftermarket facilities say 
the advisor provided helpful advice. Among visi-
tors to dealerships, only 66% say the same. 

“The real battleground in the automotive 
industry lies in gaining share of service revenue,” 
says Robinson. “Aftermarket facilities seem to be 
beating dealerships at their own game. Customer 
retention rates are significantly higher – nine 
percentage points, on average – among users 
of aftermarket facilities, compared with those 
who visited dealerships for their two most recent 
service visits. Considering all of the vehicles cur-
rently on the road, this represents a gap of $700 
million that dealers will no doubt strive to retain. 
Dealerships that provide excellent customer 
service along with high-quality repair and main-
tenance work will have an edge.” 

The 2011 Canadian Customer Commitment Index 
Study is based on responses from more than 
19,500 owners in Canada whose vehicles are 
between four and 12 years old. The study was 
fielded between January and February 2011 and 
June and July 2011.

Owners Report Spending Less on  
Vehicle Maintenance

Aftermarket Outlets Beating Dealers in Customer Satisfaction
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From Our Pages

Vol. 30, No. 1
January 1962

Vancouver Jobber 
Handles Body Shop 

Items Exclusively
One of the first  

automotive wholesale 
houses dealing  

exclusively with the 
body shop segment 
of the automotive 

trade has opened in 
Vancouver. Jim While, 

former sales manage of 
Black Bros. Ltd., and 
Walt Peters, former 

credit and office  
manager for the same 
firm, joined forces to 

launch White & Peters 
Ltd. at 2nd and Main in 

premises formerly  
occupied by B.C. 

Garage Supply Ltd.

Jobber News 
80 Years of Serving the 

Aftermarket
1931-2011

Follow us on Twitter.
Get AutoServiceWorld.com 

News and more by  
following JobberNews 

on Twitter.

Service Provider Satisfaction Rankings
Consumers ranked perennial contender 
NAPA Autopro as highest in satisfying 
automotive service customers in Canada, 
receiving an overall index score of 875 on 
a 1,000-point scale. 

Rounding out the top five ranked brands 
are Great Canadian Oil Change (864); 
Pennzoil (845); Goodyear Auto Service 
Centre (842); and Midas (836). 

Importantly, however, the Petro-Canada 
Certigard chain – which has ranked at the 
top of satisfaction ratings in past years and 
nearly always been near the top – was not 
included this time around due to the small 
sample size of respondents who used their 
facilities.

In addition, aftermarket independent 
service outlets in aggregate had a score of 
863, which would have placed them third 
in the ranking, but they are not included 
as they represent a channel rather than a 
brand.
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U.S. Federal Appeals Court Affirms Injunction 
Against Satisfied Brake

The U.S. Court of Appeals for the Sixth Circuit has affirmed a 
District Court order for misappropriation of trade secrets held by 
Affinia Group, makers of Raybestos brand brake products, says the 
company.

Affinia says the order grants a preliminary injunction against 
Satisfied Brake Products and Robert Kahan.

Information from Affinia says trade secrets were stolen by a for-
mer employee at Brake Parts Inc., an Affinia company. 

In issuing its order, the Appeals Court confirmed that Affinia’s 
brake pad formulations are protected as trade secrets and that 
Satisfied obtained these secrets improperly through the payment to 
former Affinia employee David Lewis. 

The Court of Appeals stated, “Lewis admitted that between 2006 
and 2008 he accepted thousands of dollars from Kahan to transmit 
BPI brake pad formulations – many of which BPI had conspicuously 
marked as confidential.” 

The U.S. Court of Appeals said that while Satisfied Brake claimed 
to have not actually used the Affinia technology purchased from 
Lewis, an expert witness “effectively concluded that in each instance 
Satisfied had ‘cloned’ the BPI analogue.”

“One of the greatest benefits we offer our customers is ongo-
ing research and development that results in technical advances 
within our products,” says Terry McCormack, president and CEO of 
Affinia. “We will take whatever measures are necessary to assure that 
our investments in proprietary technology are protected. Vigilance 
in trade secret enforcement is in the best interest of every ethical 
company operating within our global economy.” 

Affinia obtained a preliminary injunction against Satisfied Brake 
in 2010 in the U.S. District Court for the Eastern District of 
Kentucky. Satisfied Brake appealed the District Court decision to the 
U.S. Court of Appeals, which on August 11 upheld all of the District 
Court’s findings in granting the preliminary injunction. 

The Appeals Court directly confirmed a District Court finding 
that by using the stolen Affinia technology, Satisfied Brake “know-
ingly and illegally placed itself in the position to be placed out of 
business.” The Appeals Court also confirmed the District Court find-
ing that “the public has an interest in the promotion of fair competi-
tion and discouragement of unfair competition.” 

To review the full text of the ruling by the U.S. Court of Appeals 
for the Sixth Circuit, go to: http://www.ca6.uscourts.gov/opinions.
pdf/11a0563n-06.pdf.

Evening at the Ballpark Charity Event Hits $16,000
The Fifth Annual 
“Evening at the Ballpark” 
aftermarket charity event 
raised nearly $2,000 this 
year, for a cumulative 
total of $16,000 in contri-
butions to the Leukemia 
and Lymphoma Society 
of Canada.

“I really want to 
thank all the people who 
bought tickets and those 
who made special dona-
tions to help those suffer-
ing from blood cancers 
today and tomorrow and 
their families,” says co-
organizer Eric Liebovitz.
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SBI Announces New Web-
based Catalogue

S. B. International, Inc. 
(SBI), of Nashville, 

Tennessee, has 
announced the release of 
its Web-based valvetrain 

parts catalogue. 
Long noted throughout 
the engine parts after-
market for its industry-
standard catalogue, SBI 
released the Web-based 
version of its catalogue 

in order to provide users 
with real-time updates on 

additions to the  
company’s comprehensive 

line of replacement  
valvetrain parts for close 

to 3,000 applications, 
divided among the  

categories of late-model 
domestic and import  

passenger car, light truck, 
performance, marine, 

agricultural, heavy-duty, 
and forklift/industrial.

To see the SBI Web-based 
catalogue, go to www.

sbintl.com and click on 
the “web catalogue” but-

ton on the left-side menu, 
or go directly to the  

catalogue itself at www.
sbintl.com/sbi-e-catalog.

com. 

Continued on page 8
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Continued from page 6

Bestbuy Adds Thunder 
Bay Shareholder

Bestbuy Distributors 
Limited has announced 
the addition of Fat Guys 
Auto Parts in Thunder 

Bay, Ont., to the family of 
Bestbuy shareholders. 

The business is owned by 
Doug Wilson and Angela 
Cadorin and is located at 
333 Memorial Avenue, 
Thunder Bay, Ontario, 

P7B 3Y4.
It can be reached by 

phone at 807-622-1148.
Kim Bishop, national 
director of sales and  

marketing for Bestbuy, 
states, “We are happy to 
welcome Doug, Angela, 

and their staff to the 
Bestbuy family and wish 

them every success in their 
new store.”

g     g     g

Tenneco Promotion 
Rewards Ride Control and 

Exhaust Sales
Tenneco will reward  

qualifying automotive  
service shop owners,  
service writers, and  

technicians with cash 
rewards of up to $120 each 

for the sale of premium 
ride control and exhaust 

components this fall.
Through the Monroe 
and Walker “Cash In 

2” promotion running 
Sept. 1 through Oct. 31, 

2011, members of the 
Expert Plus dealer loyalty 
program qualify for cash 

rewards ranging from $30 
to $120 when they sell 
qualifying Monroe ride 
control and/or Walker 

exhaust products. To help 
Expert Plus members 

maximize their “Cash In 
2” benefits, Tenneco is 

also offering fall  
consumer cash rebates.
For additional informa-

tion on the Monroe 
and Walker “Cash in 2” 

promotion, contact your 
Monroe and/or Walker 

sales representative.

APPOINTMENTS

Top-level appointments have been announced 
at Ride Control, LLC, makers of Gabriel shocks 
and struts. Lisa J. Bahash has been appointed 
chief executive officer. Bahash has assumed 
the role of CEO in addition to her position as 
president. James Neelley has been appointed 
chief financial officer of Ride Control, LLC. 
The announcements were made by OpenGate 
Capital, a global private equity firm. Ride Control 
LLC is part of its portfolio. Industry veteran 
Bahash has held the position of president of 
Ride Control, LLC since June 2009, and prior 
to that was president of Gabriel North America. 
She is responsible for leading the company’s 
accelerated plan for profitable growth through 
customer-focused initiatives; championing stra-
tegic and operational management; and ensur-
ing optimum product quality and performance 
from its manufacturing operations. Neelley has 
held the position of vice-president, finance since 
January, 2011, supervising the management of 
all financial transactions related to Ride Control, 
LLC aftermarket, and original equipment (OE) 
businesses for the U.S., Mexico, and Canada, as 
well as forecasting and budgeting results. He was 
previously director, finance where he guided the 
company through an acquisition and restructur-
ing. Neelley brings more than 25 years’ experi-
ence to his new role, having joined Gabriel in 
1982. He holds a Bachelor of Science degree 
in Accounting and Business Management from 
Lipscomb University in Nashville, Tenn. 
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The annual event brings members of the 
aftermarket from Toronto and vicinity by luxury 
coach, replete with snacks and refreshments, to 
the beautiful Coca-Cola Field in Buffalo, N.Y., to 
take in a minor league baseball game. 

The event is organized by Eric Liebovitz, 
Marathon Sales; John Pedersen, T&H Auto 
Electric/Benson’s Auto Parts; and Andrew Ross, 
Jobber News. 

Radiator Specialty Company 
Celebrates 80 Years in Canada 

Radiator Specialty Company of Canada, founded 
in Toronto in 1931, is celebrating 80 years of 
business in Canada. 

I.D. Blumenthal founded the small auto-
motive supply company in Toronto, Ont., special-
izing in radiator leak repair products that were 
designed to keep the problem-prone cars of the 
day on the road for longer.  

Radiator Specialty Company of Canada (RSC) 
has expanded its offering over the years to more 
than 300 unique automotive and plumbing 
specialty products, sold under the brands Gunk, 
Liquid Wrench, Tite-Seal, and Puncture Seal.

Now operating out of Mississauga, RSC 
products can be found across the country at 
virtually all levels of distribution. 

“We are proud to have earned such success in 
the Canadian market over the last 80 years,” says 
Richard Navin, national sales manager for RSC. 
“We believe that our commitment to providing 
high-quality products and exceptional customer 
service has allowed us to grow and thrive with 
our knowledgeable customers.  We look forward 
to another 80 years of successful business here 
in Canada.”

Promo ’64 GTO Put Through Its 
Paces at the Glen

As a fun kickoff to the recent Watkins Glen race 
weekend this summer, a few select NASCAR 
team customers and media personalities were 
invited by the manufacturers of Raybestos Brakes 
to test drive the company’s new 2011 promo-
tional giveaway vehicle: a highly customized 1964 
Pontiac GTO built for road racing, powered by 
a 700 horsepower GM LSX 454 V8 engine and 
equipped with Raybestos NASCAR-spec brakes. 

Drivers were given the keys to the “race-ready 
but street-legal” vintage muscle car, strapped 
into the harness, and invited to pilot the GTO-R 
around the original 6.6-mile street circuit of the 
early 1950s Watkins Glen Grand Prix races.

“This thing’s awesome. You can tell they 
lightened it up a lot. Horsepower is awesome, 

transmission is smooth, brakes are obviously 
Raybestos, so they stop right on a dime... Nice 
car, very well built,” said Tommy Baldwin, owner 
and crew chief of the No. 36 Tommy Baldwin 
Racing Chevrolet Impala, after driving the car.

Raybestos customers, race fans, and muscle 
car enthusiasts can enter to win the Raybestos 
’64 GTO-R through September 15th by visiting 
www.RaybestosGarage.com.

A comprehensive feature article on the 
Raybestos ’64 GTO-R appears in the October 
2011 issue of Hot Rod Magazine.

Bosch Announces Takeover of 
Unipoint Group

The Bosch Automotive Aftermarket division is 
set to take over the Unipoint Group, as well as 
its affiliated companies and the Unipoint and 
NSA brands. 

Unipoint Group is a key producer of starters, 
alternators, temperature control parts, and wiper 
blades for the aftermarket. 

In 2010, the Unipoint Group achieved sales 
of $124 million. It currently employs around 
2,360 people at two production locations in 
mainland China and Taiwan, as well as various 
sales locations. The two companies signed an 
agreement confirming the deal on August 9, 
2011. The parties have agreed not to disclose 
the purchase price. The transaction remains 
subject to the approval of the regulatory and 
competition authorities.
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The product of more than three years of engineering, testing, and 
product development, the Xtreme Stop line of rotors and pads is a 
first in both its approach and the technologies it employs.

 For several years the visually stunning Xtreme Stop Rotors 
have been gaining traction with aftermarket businesses that are looking 
to provide their customers with a first-line OE replacement line that 
delivers on-the-road stopping power, and also delivers to the bottom 
line.
 While they may look like the same high-performance or
racing rotors that many veterans of the aftermarket have seen,
these rotors are in fact specifically engineered to provide OE
performance, with an added bonus: the cross-drilled and slotted 
rotors reduce heat and brake fade, extending pad life and stopping 
performance, particularly on panic stops and repeated hard braking 
situations.
 “We’re really not inventing anything new,” says Ed Demirci, 
Vice-President of family-owned Durotech Automotive Industries. “Race 
engineers started cross-drilling rotors in the 1960s. We take a tried and 
tested technology and with R&D funding from the Canadian government 
our in-house engineers further enhance the function of heat dissipation, 
stopping power and even corrosion resistance to serve all makes and 
models. Today, 50 years after it’s inception you’re seeing more and more 
cars and motorcycles come off the line with cross-drilled and slotted 
rotors. Better stopping means better safety for
everyone.”
 But what is new is that this technology, which is now 
only found as original equipment on high-end vehicles, can now be 
installed on many more popular applications that can greatly benefit 
from this technology – everything from cars, trucks and SUV’s that are 
underserved by their OE brake package, to hard pressed severe duty, 
police and emergency vehicles.  -- at a price that is competitive to other 
major first-line aftermarket products.
 “Cross-drilled and slotted rotors will become the standard in 
all the industry,” says Demirci. “We have over 800 SKUs in stock at all 
times.”
 And now, with the addition of the Xtreme Stop brand to brake 
pads developed by Agna Brakes of Montreal, Que., distributors and 
jobbers can offer customers a true first-line OE braking solution that 
pairs friction and rotors for the first time. It’s more than just a licensing 
agreement; it’s the product of years of coordinated effort.
 Durotech and Agna have had a business relationship for 
years, with Agna serving as Xtreme Stop’s Quebec distributor.
But when Agna started developing its own set of friction
formulations and began pairing them with the Xtreme Stop
Rotors, customer satisfaction went through the roof.

 The already tiny warranty rate on the rotors dropped to 
virtually zero in Quebec, and Demirci made a call to Gary Ohanian, Vice-
President of Agna Brakes to find out why.
 “When I found out what he was doing, it proved to me that I 
had to be aligned with someone who was conducting their business and 
building their products with the same care as we do.”
 And what Agna was doing was developing a comprehensive 
line of application specific premium carbon metallic formulations and 
using positive mould technology that ensures consistency and longevity.
 Through extensive testing, Ohanian determined the set 
of formulations that would work best with the rotors on problem 
applications, and best in general: formulations that would provide the 
stopping power needed and address noise concerns, over-heating, 
longevity, and dust, all at a competitive price.
 He says that the manufacturing process is a big part of 
the performance that Xtreme Stop Brake Pads offer. “Positive mould 
technology made a big improvement in consistency, noise, and 
durability.”
 Also not to be overlooked is the fact that the Xtreme Stop 
offering is a made-in-North-America solution. All rotor castings are 
strictly inspected by ISO-certified Durotech to ensure proper weight and 
structure before the cross-drilling and slotting machining is executed at 
its Toronto, Ont. facilities. Agna also develops and produces the brake 
friction at a facility in North America.
 “With a large inventory of finished products on hand and high 
volume production equipment, we are able to better serve our clients 
with quick delivery on orders anywhere in North America” says Demirci.  
“Our clients are realizing that they can streamline their brake inventory,  
as they don’t have to invest their cash with inventory on multiple brake 
lines when they already receive an all-in-one first line brake solution with 
Xtreme Stop, not to mention they don’t have to tie up their cash for as 
long as they do when ordering overseas”
 It’s just another factor helping Durotech and Agna grow a 
brake business based on first-line quality products. Demirci says that 
the popularity of the top-line rotors and pads falls in line with trends 
predicted in a 2002 report by noted researcher Frost & Sullivan. The 
research firm forecast that the first-line brake market would overtake 
the price-fighter segment by 2017, and that prediction shows all signs of 
coming true. Even today, the market is split 65/35 in terms of unit sales 
he says; experienced jobbers will know however that the market share in 
terms of dollars will be much closer than that.
 The bottom line for the new Xtreme Stop line is that the 
rotors and pads together offer a first line solution that can deliver great 
performance all round for the consumer, for your customers, and for 
your brake business.
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The product of more than three years of engineering, testing, and 
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Rotors, customer satisfaction went through the roof.
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virtually zero in Quebec, and Demirci made a call to Gary Ohanian, Vice-
President of Agna Brakes to find out why.
 “When I found out what he was doing, it proved to me that I 
had to be aligned with someone who was conducting their business and 
building their products with the same care as we do.”
 And what Agna was doing was developing a comprehensive 
line of application specific premium carbon metallic formulations and 
using positive mould technology that ensures consistency and longevity.
 Through extensive testing, Ohanian determined the set 
of formulations that would work best with the rotors on problem 
applications, and best in general: formulations that would provide the 
stopping power needed and address noise concerns, over-heating, 
longevity, and dust, all at a competitive price.
 He says that the manufacturing process is a big part of 
the performance that Xtreme Stop Brake Pads offer. “Positive mould 
technology made a big improvement in consistency, noise, and 
durability.”
 Also not to be overlooked is the fact that the Xtreme Stop 
offering is a made-in-North-America solution. All rotor castings are 
strictly inspected by ISO-certified Durotech to ensure proper weight and 
structure before the cross-drilling and slotting machining is executed at 
its Toronto, Ont. facilities. Agna also develops and produces the brake 
friction at a facility in North America.
 “With a large inventory of finished products on hand and high 
volume production equipment, we are able to better serve our clients 
with quick delivery on orders anywhere in North America” says Demirci.  
“Our clients are realizing that they can streamline their brake inventory,  
as they don’t have to invest their cash with inventory on multiple brake 
lines when they already receive an all-in-one first line brake solution with 
Xtreme Stop, not to mention they don’t have to tie up their cash for as 
long as they do when ordering overseas”
 It’s just another factor helping Durotech and Agna grow a 
brake business based on first-line quality products. Demirci says that 
the popularity of the top-line rotors and pads falls in line with trends 
predicted in a 2002 report by noted researcher Frost & Sullivan. The 
research firm forecast that the first-line brake market would overtake 
the price-fighter segment by 2017, and that prediction shows all signs of 
coming true. Even today, the market is split 65/35 in terms of unit sales 
he says; experienced jobbers will know however that the market share in 
terms of dollars will be much closer than that.
 The bottom line for the new Xtreme Stop line is that the 
rotors and pads together offer a first line solution that can deliver great 
performance all round for the consumer, for your customers, and for 
your brake business.
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W hile the transition of heavy-
duty truck suppliers to new 

emissions technologies occurred 
with the advent of the so-called 
“EPA 2010” regulation, putting 
it into our very recent past, the 
impact of those changes is already 
being felt in the aftermarket. 

As a look back, the immediate 
impact of the coming EPA 2010 
regulation was “forward buying” by 
fleets to avoid being caught with 
the new technology, which many 
felt might suffer from reliability 
problems.

Naturally that led to a decline, 
initially anyway, in the sales of EPA 
2010-equipped trucks. 

Nonetheless, that situation 
was always expected to normalize 
and bring with it a whole host of 
opportunities for the aftermarket. 

Looking at this as far back as 
2009, leading research firm Frost & 
Sullivan made some projections in 
its “Strategic Analysis of the North 
American HD Repair Industry.”

The total projected EPA 2010 compliance-relevant after-
market business that Frost & Sullivan looked at covers diesel 
exhaust fluid (DEF), urea filters, variable geometry turbo-
chargers, low-ash engine oil, diesel particulate filters (DPF) 
cleaning services, and sensors. 

Other relevant products and services not exclusively 
related to EPA 2010 compliance, or not significant enough 
to be considered as a segment, were not considered in their 
analysis.

Forecasts of total EPA 2010 compliance-relevant after-
market business were based on 2008 technological solutions 
and economic conditions.

Although EPA 2010 particulate matter (PM) emission 
standards took effect in 2007, the NOx and non-methane 
hydrocarbon (NMHC) standards were phased in between 
the 2007 and 2010 model years; hence there was very little 
growth in aftermarket revenues for many products and services 
related to EPA 2010-compliant trucks in 2008.

From 2009 through 2015, the revenue market size will 
greatly expand, says the researcher, as more EPA 2010 
NOx and NMHC standard-compliant trucks join the North 
American Class 4-8 trucks in operation (TIO).
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EPA 2010 Maintenance  
Market Evolving Fast
Growth in heavy duty trucks relying on new emissions technologies 

is creating opportunities and a competitive market.

SEPT TRACKER P12,14.indd   12 12/09/11   9:32 AM



• Reduces Cargo Shifting
• Marine-Grade Carpet
• Waterproof Foam
• Adds Durability
• Model Specifi c
• Knee Friendly

FUNCTIONAL NEVER
LOOKED SO GOOD!

   STARTING AT

$104.96
                                         JOBBER

Call (888) 437-8338 or          Visit ACCESSCOVER.COM

FUNCTIONAL NEVER
LOOKED
FUNCTIONAL NEVER
LOOKED

Manufactured by Agri-Cover, Inc.–Jamestown, ND

We Ship Every Part Number Every Day!
• Multiple Styles For Increased Profi t
   • Cover Accessories To Increase Profi t
      • Same Day Speed & Service

Don’t
Miss A
Sale!

STOP BY OUR SEMA BOOTH # 34149

AGRI COVER p13.indd   13 07/09/11   10:57 AM

http://www.accesscover.com


As more EPA 2010-compliant 
trucks join the Class 4-8 park 
and require aftermarket support, 
service, and maintenance, total 
aftermarket revenues contrib-

uted by EPA 2010 regulation-compliant trucks will grow 
at a CAGR of 142.3% over the 2008-2015 period, reaching 
US$1.316 billion by 2015. This will produce huge opportunities 
for the heavy-duty (HD) repair industry. 

While in the wake of the recession, engine makers dramati-
cally reduced their estimates due to a sharp reduction in the 
availability of credit as well as a general downturn in economic 
activity – fleet owners simply didn’t buy 2010 trucks as quickly 
as most industry observers predicted – predictions of a rise 
have, at least in part, come to fruition, with a variety of more 
traditional aftermarket players joining the market. In the rush 
to enter the market specifically where Diesel Exhaust Fluid 
(DEF) is concerned, some interesting fallout has occurred.

Most diesel engine manufacturers have focused on Selective 
Catalytic Reduction (SCR) technology to reduce oxides of 
nitrogen (NOx) from diesel exhaust. SCR uses Diesel Exhaust 
Fluid (DEF) and a catalytic converter to achieve the allowable 
standards.

Continued from page 12
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For heavy-duty vehicles that use in the approximate range 
of eight to 15 gallons of DEF per 400 litres of diesel and an 
80-litre DEF tank, that means they’ll need a DEF fill every 
4,000 to 8,500 km. Other estimates put consumption at 
about 2% of diesel usage.

That puts it second only to actual diesel fuel as the most 
used consumable product on a heavy-duty truck. 

So it is easy to understand then why, while a number of 
hard-parts opportunities do exist with the change to EPA 2010 
engines, DEF is easily the most easy-to-access consumable 
market, and was quickly turned into a commodity market, 
with all the customary competitive issues and counter-issues; a 
lot of market pressure has been brought to bear on what is a 
very simple product.
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DEF is defined as AUS 32 (Aqueous Urea Solution 32%) 
made from 32.5% high-purity urea and 67.5% de-ionized water. 

It sounds simple enough, but DEF is easily compromised 
in terms of quality; therefore, extreme care must be taken in 
handling and storing to ensure it does not get contaminated. 

Contaminated fluid won’t work as designed, which should 
be obvious, but can also damage the catalytic converter, which 
will affect vehicle emissions and lead to costly repairs. 

And it is on this point that one supplier, Wakefield Canada 
– whom many in the aftermarket know as the distributor of 
Castrol products – has decided to seek a competitive advantage.

Wakefield Canada has become the first and only company 
to distribute DEF fluid using meters approved by Weights and 
Measures (W&M) Canada, says the company. 

Canadian W&M regulations require that fluids distributed 
by bulk and sold by volume be measured using a Canadian 
W&M-approved meter, it adds.

Thus far, only two meters have been approved by W&M, 
both belonging to Wakefield. 

“Metering equipment tolerances are different in Canada 
than south of the border; the meters must be custom-designed 
for this market,” says the company. So far Wakefield has not 
been delivering DEF in bulk, but the company will begin 

making bulk deliveries in the 
Ontario region now that its 
first two meters have been 
approved by Measurement 
Canada.

“We have been working for 
over a year to get equipment 
that would meet the criteria 
for Weights and Measures,” 
says Don MacKinnon, national 
transportation service man-
ager with Wakefield Canada. 
“We have a unique design and 
it’s proprietary.”

In Canada, the need 
for reliable DEF supply is 
expanding daily as fleets and 
owner-operators change to 
SCR trucks.

Ross Ayrhart, Wakefield’s 
national sales manager, DEF, 
notes that two urgent factors 
make the metering issue very 
important. “Every day, more 
of Canada’s fleet is adding 
vehicles that require DEF. 
As this volume grows, the 

country’s terminals and cardlocks are expanding their ability 
to make the critical DEF supply more available.” 

Certainly, whether one buys into the regulatory arguments 
or takes even the most pessimistic view of the growth in EPA 
2010 trucks on the road, it is an absolute certainty that it is a 
growth market. 

Estimates put roughly half of the diesel vehicles on the road 
being DEF-dependent by 2014. 

Being well positioned as a reliable supplier before then just 
makes good sense.
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HOW TO KEEP LIGHTING AND WIPERS MOVING

COVER STORY

Continued on page 18

C
ompared to only a few years ago, the safety technology 

that cars are equipped with today is astounding.

Mention safety to most people, however, and they 

will usually focus on anti-lock brakes, air bags, and for a 

few, crumple zones and other engineering features that 

dramatically improve the survivability of a crash (or the 

by-the-skin-of-your-teeth avoidance of one, in the case of ABS 

and stability control). 

However, nothing helps a driver avoid the need for those 

other technologies like the ability to see and be seen. 

“Our research indicates that as the average age of motorists 

continues to rise, these consumers become more cognizant of 

driving visibility issues,” says Tracy Neil, brand manager, Anco 

Wipers and Wagner Lighting Products, Federal-Mogul Corp. 

For the aftermarket, this is creating a distinct trend, says 

Neil. “This leads to more frequent replacement of wipers, a 

greater overall interest in the unique features and benefits of 

premium wipers, and increased demand for lighting products 

that improve on conventional technologies. 

“That’s why we’re seeing the growing popularity of HID 

lighting systems at the OE level, as well as premium aftermarket 

alternatives to conventional halogen lamps. Our Wagner 

TruView headlamps, which offer a truer, whiter light for 

improved visibility and reduced glare for oncoming drivers, 

have been extremely popular among today’s drivers.”

By Andrew Ross

IN FOCUSIN FOCUS
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Continued on page 20

For the a recent purchaser of an HID-equipped vehicle, the 
lighting technology is, ahem, light years ahead of that on even 
high-end vehicles of a decade ago. The daylight spectrum and 
the sharp lighting cut-off that keeps light where it needs to be 
but prevents it from straying elsewhere, as well as the corner-
illuminating lighting featured on some cars, all seek to keep 
both highway and city driving safer for drivers and oncoming 
cars. 

It is no news to anyone familiar with automotive lighting, 
wherever they are in the supply chain but mostly as a result of 
their experience as consumers, that HID, or Xenon, lighting 
appears much brighter than conventional vehicle lighting. 

In HID’s early days, drivers often complained about the 
new lighting being too bright to oncoming traffic, an assertion 
which was mostly disproved (with the exception of poorly 
aimed headlights, a chronic factor in daily driving).

A study by Transportation Lighting Group, Lighting 
Research Center, Rensselaer Polytechnic Institute nearly a 
decade ago called “Visual Benefits of High-Intensity Discharge 
Automotive Forward Lighting,” 
determined that the safety ben-
efits of HID lighting stemmed 
more from where the light was 
distributed than just how much 
light was projected. 

Part of that study focused on 
how HID affected the reaction 
time of drivers compared with 
conventional incandescent halo-
gen bulb headlamps.

It found, not surprisingly, 
that reaction times were shortest 
when drivers encountered small-
angle “targets” – objects directly 
or nearly directly in front of the 
vehicle,  where illumination is 
highest. Reaction time increased 
as the target angle increased and 
the illumination decreased. 

However, the reaction times for HID-illuminated targets 
did not increase as rapidly as those under halogen illumina-
tion. The HID system produces significantly lower reaction 
times at higher angles than the halogen system.

The study used different targets, from high contrast to low 
contrast, with “target” objects placed at a variety of positions 
from small angles to large angles from the driver. 

While the results varied, in every case the HID lighting 
performed better; the higher the angle and lower the contrast, 
the bigger the gulf between HID and conventional halogen 
lighting.

For this writer, the most startling result was not reaction 
times, which were consistently 20% or more better with the 
HID lighting, as the high percentage of “missed signals.” 
These are targets to which the driver did not react at all.

“For all headlamps, at small angles few targets are missed,” 
says the study. “The number of missed signals is only signifi-
cant for the 12.5-degree and 17.5-degree targets. The number 
of missed signals at these target locations do vary among 
the headlamps used. The HID lamp has the least amount 
of missed signals. The halogen headlamp has approximately 
twice as many missed signals at 12.5 degrees. At 17.5 degrees, 
the halogen system results in all of the signals being missed.”

In the parlance of the highway, drivers simply didn’t see 
these objects. 

In a real-world situation, they would have continued driving 

COVER STORY Continued from page 17
at least until the approaching animal, person, or other vehicle 
was almost directly in front of them, losing precious reaction 
time. How many times have you heard someone remark after 
hitting something at night that he “just didn’t see it”? Maybe 
this is why.

However, since retrofitting an HID system to a vehicle is 
always expensive and sometimes even impossible, it’s no wonder 
that owners of vehicles not equipped with HID lighting are so 
interested in upgrading their vehicle’s existing lighting. 

Accordingly, there are a number of options you can offer 
customers that, for the price of a bulb, can significantly improve 
their ability to see what is ahead and beside them.

Aside from standard halogen replacements, suppliers offer 
a range of products that can provide drivers with improved 
lighting performance. A few examples include Osram Sylvania, 
which offers XtraVision with a 30% increase in brightness and 
25% more down-the-road lighting; SilverStar with 35% more 
brightness, 30% more down-the-road lighting, and 35% wider 
lighting; as well as the SilverStar Ultra, with 50% brighter light, 
40% better down-the-road lighting, and 50% wider lighting for 
roadside illumination. 

GE Lighting makes a variety of replacement headlights. 
Nighthawk is GE’s brightest 
headlight, and produces an 
ultra-bright light; SUV (Sport 
Utility) is a custom-designed 
product for the SUV, truck, or 
van owner; Super Blue head-
lights produce a whiter light 
than regular headlights; Extra 
Long Life headlights are 
designed to last up to 2-1/2 
times longer than regular head-
lights; High Output (HO) head-
lights are produced to provide a 
brighter light than the standard 
product and can last up to twice 
as long as standard lamps. 

In addition, GE offers the 
Nighthawk Platinum, which it 
says produces a clean white light 
with up to 90% more light on 

the road than standard halogen headlamps.
Philips Automotive Lighting North America also has a strong 

selection of replacement halogen options that offer improved 
performance over standard bulbs, but also has its Philips 
CrystalVision 5000ºK, which is an upgrade for HID-equipped 
vehicles. Original equipment HID bulbs reach a colour temper-
ature of 4,000ºK, but CrystalVision takes HID performance to 
5,000ºK, for a brilliant white light that’s closer to daylight than 
any other bulb, says the company. Philips CrystalVision 5000ºK 
bulbs are DOT-compliant and street-legal, it adds.

Of course there are many options on the market today, 
including some that should be avoided. It is important to 
note that there are rules that govern lighting brightness and 
beam pattern. These rules can in some ways seem to limit the 
brightness and performance of lighting, but they are there 
for a reason: mostly, to protect ongoing drivers and others 
from stray light.

However, the push for lower costs has led to problems in 
certain sectors of the market. The heavy truck market has been 
particularly hard hit by products that purport to perform in 
accordance with regulations, but in fact do not.

“Quality has become a huge player in the vertical,” says 
Fred Kelly, president, Hamsar Diversco. “With so many over-
seas products that are cheaper but look relatively similar, 
there is always the question of how do you communicate 

Adaptive headlamps with standard high-intensity discharge 
(HID) lamps such as those on the 2009 Lincoln MKS 
enhance nighttime visibility by illuminating more of the road 
and reducing glare from oncoming traffic. Sensors monitor 
vehicle speed and steering wheel input engaging electric 
motors that pivot the left headlamp up to five degrees 
and the right headlamp up to 15 degrees to increase the 
driver’s field of vision. Aftermarket options can give drivers 
improved lighting for older vehicles too.
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the quality/value of your product over 
another?

“It’s a constant struggle to ensure your 
company’s product and messaging is being 
heard and communicated effectively and 
not getting caught in a price war, which 
we find to be happening more and more.”

Past investigations have uncovered 
many examples of lighting products, 
such as marker lights and stop/tail/
turn lights that carry Department of 
Transport approval numbers, but do not in fact meet them. 
(It is, it would seem, cheaper to add the script to the plastic 
mould than it is to actually produce compliant product.)

One example we’ve been advised of in the past is P2 lights 
designed to be used as side marker lamps, having PC identifi-
cation on them. This normally means they are acceptable for 
use at a 45-degree angle (on a corner position), but the ones 
in question didn’t have the lighting characteristics for that 
position. If such a light were installed on an angle, it would 
be virtually invisible unless viewed nearly head-on.

Another creative “solution” I have been made aware of 
was the use of an LED in an 1157-socket package that yields 
little real effective light; LEDs by nature are highly directional 
light sources, and cannot simply be dropped into a reflector 
and lens combination designed for a highly non-directional 
incandescent light source. The former require a scattering 
lens reflector assembly, the latter a focusing one.

 “Reliability, with the correct economic panorama, [is criti-
cal] as end consumers are reviewing in more detail the return 
on their investment,” says Hella’s Alfredo de la Vega. End 
users are looking for “a product that offers great performance 
and excellent reliability, so they are not losing time in repairs 

and can increase safety and improve the 
quality of their tasks. There are many 
products out there using LED technology, 
but it does not mean the light output or 
projection is accurate.”

The best advice when faced with the 
potential risk of selling non-compliant 
lighting is to educate yourself, rely on 
trusted manufacturers and distributors, 
and keep tabs on the activity of groups 
like the Transportation Safety Equipment 

Institute (www.tsei.org), which has been very active in this 
area in the past.

Beyond lighting, and more in line with regular market 
potential, are wiper blades. These are often shuffled off to the 
corner – figuratively, if not literally – but they are rightfully 
classed as consumable products in the same way that brake pads 
are designed to be used up. Accordingly, they should be well 
positioned in your showroom and in customer waiting rooms.

This too is a category dominated by improvements with a 
direct connection to improved safety. After all, it doesn’t matter 
how well your lighting performance is if you can’t see past the 
windshield. 

“Vehicles originally equipped with beam-style wiper blades 
continue to grow. Some 60% of new vehicles today are 
equipped with beam blades,” says James Croston, director of 
marketing for Trico Products Corporation. “This blade design 
is generally a high-performance blade, and even more recently, 
some OE manufacturers have introduced the hybrid blade. 
These are crossover blades offering the benefits of both beams 
and conventional blades that are original equipment on some 
Asian, European, and domestic models. It is important that 
service professionals are aware of this trend.” 

Beam blades, like this Icon unit from 
Bosch, have become a real force in the 
visibility market. Vehicle coverage has 
allowed drivers of older vehicles to benefit 
from this new technology.
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As with lighting, cautions are offered about low-quality 
products. 

“Just like conventional blades, not all beam blades are 
created equal. There are significant differences in materials, 
construction and, moreover, design,” says Croston. “Service 
professionals need to be knowledgeable on the various per-
formance and quality levels of beam blades. This knowledge 
helps them sell the premium products to their customers. 
Beam blades fit unique arm types that conventional blades do 
not. We have also found in our research that many drivers just 
want to restore their vehicles back to factory quality.

“In the wiper category, we continue to see a shift from 
conventional, bridge-style blades to flat, or beam, blades, but 
it’s now accelerating, as a broader range of consumers – even 
those whose vehicles were factory-equipped with bridge-type 
wipers – have become aware of the performance benefits of 
the newer technology,” adds Federal-Mogul’s Neil.

Ensuring that growing interest in improved lighting and 

wiper performance comes full circle and translates into sales 
for the jobber and his customer requires more than a passive 
approach. 

“These days we recommend using electronic media. It is 
a clear trend, not only in our industry, to provide data and is 
the most updated information 24/7,” says Hella’s de la Vega. 
“Customers like to trust their suppliers. Jobbers keep customers 
buying with service, excellent relations, good products, and 
reliable advice.” He advises jobbers to promote preventative 
maintenance and to lean on suppliers for training and infor-
mation materials, and then use them fully. 

Safety, it is good to remember, is not about just what was 
engineered into a car. While the current state of safety tech-
nology in vehicles on dealer lots today outstrips that of even 
decade-old cars and trucks on the road, aftermarket products 
can go a long way to giving owners of older cars the kind of 
visibility product performance enjoyed by new car owners, 
without having to trade their vehicle in.

Federal-Mogul’s Tracy Neil offers three tips for jobbers who are 
looking to maximize their opportunities in the category.

Emphasize premium products. 
Premium products offer unique benefits that help ensure superior 
visibility and increased consumer satisfaction. Emphasize these pre-
mium-level technologies; consumers obviously value their safety and 
are willing to pay more for a product with clear advantages.

Use all available point-of-sale tools. 
Remember, consumers know and appreciate the benefits of new 
visibility products, but they often need a reminder when they’re in 

Tips for Boosting Visibility Sales your store. That’s what POS is designed to do, and these materials 
are extremely effective in communicating the benefits of higher-
margin, premium products.

It seems simple, but it’s also very important: know your products.
When a customer asks what the difference is between one 

wiper and another, make sure you can effectively communicate the 
advantages of buying the premium product. Also show an interest 
in the customer’s safety by making copies of news articles about 
maintaining your vehicle’s visibility systems. There are hundreds 
of articles available on the Web, for example, on the severe glare 
caused by some headlamp technologies. Share this information 
with customers and steer them to a product that will not only help 
them see better, but also be less offensive to oncoming drivers.
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When it comes to electrical components – especially 
the more popular starters and alternators, but also 
the lower-volume window and wiper motors – the key 

selling point is confidence.
It’s a simple truth that this part of the aftermarket is not 

so much driven by brand preference as by the reliable repu-
tation of those components. While the category has seen a 
significant influx of new components encroaching on the 
remanufactured-product base of the last number of years, 
reman continues to be a crucial element in the mix.

Confidence also relies on the ability of you, the jobber, to 
source quality options 
for an increasing 
range of applications, 
and to do so quickly.

That, however, is 
almost being taken as 
a given these days. 

Brand preference, 
as it were, is only a 
function of the rep-
utation of a given 
brand. However, the 
nature of the electri-
cal components sup-
ply market, which 
includes everything 
from global enterpris-
es to local bench-top 
rebuilders, puts more 
options and price 
points in front of the 
service provider than 
virtually any other 
category today. When 
was the last time you had to compete against a bench-top 
brake friction supplier?

While there are certainly differences in quality level with 
every price point and product category, in most cases, even 
the lowest price/quality parts will actually work – perhaps not 
as well or as long as a quality part, but they will work. And 
here is where problems can crop up.

Some parts can actually end up in customer hands that 
do not work at all, or work for only a short period of time – 
just enough time for the car owner to be stranded on a road 
somewhere, only days or weeks after a replacement.

So the onus is on you to ensure that your suppliers – even 
your entry-level price-point suppliers – meet stringent quality 
standards. 

However, there are other steps you can take to ensure that 
comebacks are kept to a minimum.

Alternators should always be tested before replacement. 
The actual output voltage produced by the alternator will 

vary depending on temperature and load, but will typically 
be about 1-1/2 to 2 volts higher than battery voltage. At idle, 
most charging systems will produce 13.8 to 15.3 volts with no 
lights or accessories on. This can be measured by connecting 
the positive (+) and negative (–) test leads of a voltmeter to 
the battery posts while the engine is running. 

For the professional installer, testing should be a routine 
matter, although it’s not a bad idea to ensure that it has in 
fact been done, with an offhanded remark such as “The 
old one’s reading zero on the amperage front, eh?” while 
you’re looking up the new part. For the DIYer, the probabil-

ity of a misdiagnosis 
is much higher, so all 
DIY customers should 
have their alternator 
tested before replace-
ment. Bad batteries, 
bad connections, or 
bad cables can all lead 
to misdiagnosis as a 
failed alternator.

It’s worth reiter-
ating that the actual 
defective rate of alter-
nators is a fraction of 
the warranty rate that 
most suppliers will 
actually grant consid-
eration for. 

Ensure that alter-
nators are the right 
amperage for the job. 
While many suppliers 
have consolidated 
parts into the higher-

amperage ratings, this is not always the case; and customers 
– particularly on the DIY side – may be tempted to opt for 
a lower-rated unit, even if their needs would indicate the 
higher rating is required.

Do your best to remind customers to clean and check all 
connections in the system. It’s just a good practice that can 
help ensure the performance and extend the life of the unit.

Ensure that batteries are well charged before a new alter-
nator is installed. Even if the alternator has failed and was 
dutifully replaced, a drained battery will severely stress and 
damage a new alternator. 

Many multiple alternator failures can be traced directly 
to a drained or damaged battery, and few things will harm 
your reputation more than multiple replacements, at both 
the professional and DIY levels. The last thing you want is a 
comeback due to a failure of something that could have been 
addressed the first time.
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While alternator failures are often electrical in nature, a mechanical failure can also knock out a unit.
When an alternator bearing fails, technicians should not be too quick to dismiss it as just the 

consequence of a long life under the hood.
It is quite possible that the bearing failure has been caused by the failure of a belt tensioner. 

Excessive tension on the pulley and vibration can, over time, cause the alternator’s front bearing 
to fail.

For the technician and DIYer alike, failure to replace that tensioner will lead to premature bearing 
failure on the replacement alternator due to the transmission of excessive loads and vibration.
Also, with the new generation of decoupling pulleys comes a new generation of potential failures and 

misdiagnosis.
For Overrunning Alternator Decoupler (OAD) or Overrunning Alternator Pulley (OAP) equipped alternators, if the shaft spins 

in both directions, or slips in the drive direction under load, then replacement is required. This is known as a “free spin failure.” 
During a “free spin” condition, the pulley will rotate but the alternator rotor will not. Insufficient rotor RPM is actually what causes 
the alternator not to charge properly and, in turn, illuminates the alternator light. If a “free spin” condition happens, replacing the 
OAP or OAD is all that is needed. If you have the proper installation tools, alternator removal may not even be required.

It is important to note that an OAD should never be replaced with a one-way clutch pulley, or a solid pulley. Doing so will 
create vibrations and shock loadings to the accessory drive system that it was not designed for, creating noise and increased 
wear on a number of components.
Readers Note
The Automotive Parts Rebuilders Association is hosting a clinic on the Overruning Alternator Decoupler at its event in Quebec 
City on October 15. Visit www.apra.org for more information.

Avoid Mechanical Failures

Continued from page 22
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The vast majority of consumers – and 
more than a few aftermarket profes-
sionals – don’t understand the role of 

ride control, nor how important it is to the 
safe operation of a vehicle. 

However, by taking care of training, 
inventory, and communication both to 
your customers and to consumers, you can 
effectively build your ride control sales and 
customer satisfaction.

Consumer Education

There have been a number of research 
projects identifying the impact of degraded 
ride control on handling and stopping. 
While most consumers consider that the 
function of ride control is to keep their 
vehicle smooth-riding, its real function is 
to keep the tires in contact with the road. 
When ride control begins to fail, tires begin 
to lose traction under turning and braking, 
possibly compromising safety. Testing has 
shown an increase in stopping distance of 
more than three metres from 100 km/h.

Here are more tips to help educate the 
consumer.

Most consumers will have heard of 
shocks, and may have heard of struts, but 
may not have a clear idea of what they do. 
Explain that they are there to do more than 
make their car ride smoothly.

Degraded or damaged shocks or struts 
are not visible to the average consumer 
looking at his car; they will not make the 
car sag, or leave pools of oil on the driveway. 

Car owners will not notice the gradual wear, so will not likely 
be aware that there is a problem. It has been recommended 
that shocks and struts be considered for replacement at 80,000 
km.

Shocks and struts keep the tires on the road when the car 
encounters bumps and dips in the road. Ask the customer if 
he has noticed any problems with control over severe bumps 
or when turning. It may indicate a shock or strut problem.

Old shocks and struts allow the tires to bounce, losing contact 
with the road, compromising control and safety.

Research has shown that having just one degraded shock 
or strut can lengthen stopping distances, because tires can 
lose contact with the road.

Research has also shown that degraded shocks and struts 
reduce a car’s ability to handle turns, especially in evasive 
manoeuvres.

Worn shocks and struts also cause other suspension 
components to wear, meaning that additional repairs will be 
required earlier.

Recommend a visual inspection of the shocks and struts, 
tires – which can show signs of “cupping” with worn ride 
control – and a “bounce test.” 

There are a number of ride control options for virtually 
every car on the road: standard replacement units, increased 
damping for cargo and towing, increased smooth riding for 
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certain customers, performance models, and adjustable 
models. Inform customers of the options and their benefits.

Training for Staff and Customers

Training is available for jobber personnel and their customers. 
There are online options from suppliers, as well as organized 
road shows that can provide a point of focus to bring out 
customers and get them comfortable with talking about ride 
control to their customers.

There are also clinics from major suppliers available that 

can both enlighten you and your customers and the benefits 
to the driving public from replacing their worn ride control, 
and on the financial benefits that can also accrue from 
improved ride control sales. 

Talk to your supplier’s reps about their programs. Get your 
staff onboard first with clinics and online training, and then 
get to work to get your customers onboard. 

Be aware that most service providers are reluctant to be 
seen to be selling services; training programs available today 
all focus on identifying the need and then communicating it. 

Successful customer service involves providing the consumer 
with the information and then helping 
them make an informed decision. 

Ask your suppliers how they can help 
you accomplish that.

Getting the Right Inventory  
in Place

Inventory drives much of what you do. It 
is important to recognize that there are a 
number of approaches to inventory when 
it comes to ride control. 

The standard approach is to identify 
the vehicles in the vicinity using R.L. Polk 
data (your supplier may have this data) 
and then cross-referencing it with the 
sales popularity list. 

This can be relatively effective, but it is 
also important to identify which vehicles 
your customers are working on; if your 
area is full of import vehicles but you are 
singularly ineffective in securing any of 
this business, you need to consider this in 
making inventory decisions. (Actually, if 
this is true for you, you need to consider 
quite a few things to turn it around!)

You also need to decide which levels of 
product (good, better, best, commercial) 
you are going to keep in inventory, and 
which ride control assemblies you should 
keep on hand. 

In addition, it is important to regularly 
review your inventory, not only for coverage 
but also for brands. If you have a growing 
import-vehicle population, for example, 
you may need to address this as separate 
from your core brand, though often for 
reasons that have more to do with brand 
preference of customers than for coverage 
with core brands.

Again, work with your supplier rep and 
your own salespeople to create an inventory 
that will work best for you.

As an added point, if you are planning 
a promotion, you need to consider which 
numbers you may have to add and how 
deep your inventory might have to be to 
ensure you don’t disappoint customers 
who respond to the offers you are putting 
out in the field.

GENUINE Foreign Nameplate Parts
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A vehicle’s cooling system doesn’t get the credit it deserves. 
For a vehicle system with effectively one key moving 

part (the water pump), the cooling system actually has a 
significant degree of complexity.

Achieving a reliable degree of cooling, as well as main-
taining the proper functioning related systems driven by a 
serpentine belt, requires incredibly durable belts and hose 
materials (much more durable and heat-resistant than only a 
few years ago), properly functioning tensioning devices, accu-
rate alignment, temperature sensors, and a thermostat that 
has to operate accurately thousands of times a year without 
fail. The system also requires a host of sensors to maintain 
fan operation, fuel and emissions compliance, and smooth 
driving, especially when the weather turns cold. Even the 
alternator, which may be equipped with a shock-dampening 
Overunning Alternator Decoupling (OAD) device, plays a 
role in the longevity of these components.

And all this is to say nothing of the variety of coolant for-
mulations that speak to the long-term reliability of not just 
the cooling system, but the engine itself.

And yet most people these days have become used to the 
idea that “fan belts,” the replacement of which used to be a 
regular piece of maintenance, simply don’t break, or at least 
not nearly as often. 

This is the modern world of cooling system technology.
In this reality, a counterperson’s best ally is the one-two 

punch of product knowledge and inventory tools.

Inventory Tools
Inventory tools, such as those available from major suppliers, 
have become increasingly important as parts proliferation has 
continued to climb. 

The fact that belts and hoses continue to be stocked at 
the service provider level further accentuates the need for 
accurate forecasting.

Because the parts and technology in vehicles has continued 
to evolve, the distribution channel has to effectively manage 
inventories more efficiently in this market, not only adding 
new parts to meet demand but also removing those where the 
demand has fallen off.

Jobbers need to have the right product in stock before those 
parts hit the peak of their replacement cycle, and to eliminate 
those products that have fallen off the demand curve.

Having the proper inventory leads to customer satisfac-
tion, cost reduction, increased sales, and overall increased 
efficiencies for distributors, parts stores, and their customers.

The important point here is that the inventory tools are 
not just for you; they are useful for you to help your customers 
know what to stock, too.

Product Technology
Due to stricter OE requirements for serpentine belt perfor-
mance under extreme temperature conditions (250 degrees 
F to -45 degrees F), EPDM has become the material of choice 

for all major belt suppliers. Combine this material change with 
the fact that engine belt configurations have become much 
more complex, and there is more for installers to learn than 
ever before relative to the diagnostic and replacement func-
tion. Comprehensive belt training is required at all levels of 
distribution.

The wear characteristics of EPDM belts continue to be an 
important focus; it is a big transition for technicians used to 
judging belt life by the number of cracks to have to look for 
completely different indicators.

Accordingly, as most jobbers are aware by now, major suppli-
ers have wear measurement devices that are simple but effective. 

One component that continues to require extra attention 
is the belt tensioner. While the “stretchy belt” that effectively 
minimizes the use of the tensioner has started to make its way 
into some vehicles, most on the road are still equipped with 
this important component.

The tensioner, of course, is required to ensure that the 
winding serpentine belt maintains the right tension and 
contact with the various accessory drives. The issue with 
tensioner replacement is that often it does not occur when 
a serpentine belt is replaced. 

A professional counterperson must be vigilant on this 
point: a belt may be have been replaced multiple times 
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That serpentine belt has a lot to do, but it’s not alone in maintaining the 
proper functioning of the cooling system.
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without a tensioner replacement, which can serve to reduce 
its life and the life of the components it drives. (See “Signs of 
Tensioner Failure,” sidebar.)

In addition, cooling system sensors are important to the 
proper functioning of the cooling system as well as the fuel and 
emissions system. Two sensors are of primary importance. 

With the advent of electric motor-driven fans some years 
ago came the need to regulate their function. This is activated 
by the Coolant Temperature Sensor, which is usually a simple 
bi-metallic switch that completes the circuit, activating the fan. 
On these systems it is important that technicians use caution 
when working in the engine bay, as coolant temperature can 
rise even after the engine is shut off, causing the fan to activate. 
This sensor should not be confused with the Engine Coolant 
Temperature (ECT) sensor, which is linked to the engine man-
agement and fuel system but does not control fan activation.

However, the ECT is an important sensor that can be affect-
ed by coolant quality and level, and should be considered when 
cooling and emissions systems issues arise.

Regardless of whether you are dealing with the professional 
technician or the DIYer, attention to detail in cooling system 
repairs should be strongly promoted.

Signs of Tensioner Failure

A failing tensioner can damage a newly replaced belt, cause a belt to 
squeal or break, or be 
merely be mistaken for 
belt squeal. 

Technicians should 
be advised to pay 
attention to some signs 
that a tensioner may 
be failing. 

Tensioner Noise: 
Any squeaks or rattles are indications of impending failure.

Idler Bearing Wear: Noise or resistance when turning the pulley 
with the belt removed could indicate bearing failure.

Rust Bleed: Trapped dirt and grit will wear away the rust inhibitors 
from flat spring tensioners. Over time, rust can bleed from the tensioner 
between the arm and the base, and affect other electrical components 
such as the alternator.

Cracks: Check for damage to the arm, housing, or bracket. Cracks 
most commonly occur at the tension stops and mounting bolts.

Tensioner Arm Misalignment: This may appear as metal-to-metal 
contact between the arm and spring housing, and will be indicated by 
shiny, smooth streaks or gouges in the metal.

Pulley Wear: Serpentine drive pulleys are made from either plastic 
or steel, and can have a flat or grooved surface. Although the pulley 
itself can be replaced, these signs indicate other problems, which 
mean the entire tensioner should be replaced.

Sticky or Uneven Tensioner Arm Movement: It should move 
smoothly and freely. If it binds, catches, or moves in segments, the 
tensioner should be replaced.

Loss of Spring Force: There should be resistance to this move-
ment. If there is none, the spring has lost its force. Other indicators 
are belt squeal from slippage, or loss of rotation of a belt-driven 
component.

Improper Belt Tracking: If the belt is not properly tracking in the 
centre of the pulley, the tensioner could be misaligned and may be in 
need of replacement if this is the result of bent or worn components.

SUPER SALES TIPS
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A car care product.

© 2010 Honeywell International Inc.

CELSIUS® ANTIFREEZE/COOLANT IS SUITABLE FOR USE WITH ANY ANTIFREEZE/COOLANT
IN ANY CAR OR TRUCK AND COMPATIBLE WITH ANY COLOUR ANTIFREEZE.

AVAILABLE IN CONCENTRATE AND PREMIXED FORMULAS.

ANTIFREEZE/COOLANT BY PRESTONE®.
CELSIUS® EXTENDED LIFE
SIMPLIFY YOUR SEASON WITH
CUSTOMER’S COOLANT SYSTEM DOESN’T HAVE TO BE.

CHOOSING ANTIFREEZE FOR YOUR
LIFE IS COMPLICATED.

Honeywell p33.indd   33 07/09/11   11:04 AM

http://www.carcarecanada.ca
http://www.honeywellcpg.com


S o much has changed, and so much has 
remained the same, in the lube, oil, and 
filter market in the recent past.

For one thing, there has been the regular 
renewal of standards through the American 
Petroleum Institute (API) and the International 
Lubricant Standardization and Approval 
Committee (ILSAC), with GF-5 being the current 
standard. And then there is the increasing number 
of manufacturer standards – the most high-profile 
and high-volume for North America being the GM 
Dexos standard – and the shifting sands there.

Add in the much-misunderstood extended 
oil change interval issue, and it all can get a bit 
much for the average Joe looking to top up his 
oil or perform a driveway oil change, an activity 
that is fading fast.

Even aftermarket professionals can be forgiven 
for having to review and refresh their knowledge.

For the jobber, it certainly can put demands 
on the shelf space, too. 

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

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

But you need to know who the end-user consumers are, 
as do your trade customers.

Regular research has perennially revealed the same set of 
basic customer types. Trying to identify which customers are 
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Building Lube,
Oil, Filter Sales

Continued on page 36

SUPER SALES TIPS

The dipstick may be on its way out—-fewer and fewer cars have one 
these days—but much of the rest of the oil change market continues to 
rely on trusted basics.

Motor oils meeting the correct specifications for diesel technology 
are available on the market, but care should be taken to ensure 

that both the trade and the consumer use the correct specifications. 
Manufacturer-specific motor oil standards should take precedence. 
Industry standards are also a key reference. The current API 

Service Category CJ-4 describes oils for use in high-speed four-
stroke cycle diesel engines designed to meet 2007 model-year on-
highway exhaust emission standards as well as for previous model 
years. These oils are especially effective at sustaining emission 

control system durability where particulate filters and other advanced 
aftertreatment systems are used. 

The European test sequence body ACEA has several sets of 
specifications for motor oil. Within each of these sets there are cate-
gories which reflect different performance requirements: four (A1/B1, 
A3/B3, A3/B4 & A5/B5) for gasoline and light-duty diesel engines; 
four (C1, C2, C3, C4) specifically for engines with after-treatment 
devices; and four (E4, E6, E7, E9) for heavy-duty diesel engines. 

Know Your Diesel Motor Oil Specifications
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which can help you know where your real opportunities lie, 
and where they do not. 

It is important, however, to try to think in these terms with 
every customer. Chances are good that most of the customers 
who patronize a given business will fall into one category 
or another; a business with a performance reputation will 
attract a different customer than one with a reputation as 
a discounter, for example. But making advance judgements 
about a customer can leave him feeling he didn’t get what he 
wanted, and leave you with less money in your pocket. 

Along with some of the more sophisticated retailers, com-
panies in the motor oil and filter sector have developed four 
categories of customers, divided by the way they see their 

car and their maintenance habits. You and your customers can 
apply the same thinking.

Passionates
These consumers are passionate about 
their car, and have some expertise about 
its inner workings. These are premium 
product consumers. For motor oil, this 
means synthetic grades.

Minimalists
Price, price, and price are what dictate 
these consumers’ behaviour. They will 
seek out the best deal, regardless of 
brand, grade, or specifications. 

Diligent and Dutiful
These consumers don’t know much 
about motor oil or their car, but will 
try to perform the kind of maintenance 
required. From a motor oil perspective, 
they understand the need to change a 
car’s oil, but don’t necessarily stick to the 
recommended change intervals. 

Peace of Minders
These consumers want to be worry-free, 
so they are likely to choose a branded 
motor oil – any branded motor oil. 
These consumers respond well to media 
messages and believe those messages are 
credible. 

While it may not be in your realm if 
you operate a smaller store, understanding 
the motor oil category as a whole, rather 
than just as a set of competing brands, 
can be an effective strategy. This means 
looking at overall profitability among 
the different classes of product – basic, 
economy, high-mileage, semi-synthetic, 
synthetic – and even the performance of 
different grades. 

While an attentive supplier rep can 
be a great assistance in this, do not allow 
competing reps to steal shelf space from 
each other with successive detailing visits. 

Yes, you should be open to new oppor-
tunities, but in the end you should stock 
and display the amount, type, and brands 
that work for your business.

SUPER SALES TIPS

Continental delivers cutting edge solutions to leading auto 
manufacturers around the globe – and every ATE and VDO 
aftermarket product we provide is made to the same quality 
standards as the products we supply to carmakers.

For additional information, contact: 
salessupport-us@continental-corporation.com 
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Dexos Advice: 

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

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

•  SAE 5W-30 viscosity grade oil meeting the GM4718M specification 
for 2011 model year Corvette, Camaro SS (with LS3) engine, CTS-
V, and vehicles with turbocharged engines.
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New Tool Sets
Link Tools International introduces two new 
seven-piece professional upgrade sets featuring 
all-metal Locker ratchets with built-in tether 
hole, designed to completely eliminate the 
possibility of a dropped tool or a tool left 
behind. The Locker ratchet tethers to the tool 
operator, who can then connect any number 
of Link-Locking drive tools and the operator’s 
existing socket or socket-mounted accessory, 
to create a perfect custom tool that allows for 
easiest positioning and utmost safety and security 
for the job at hand. 
Link Tools International (U.S.A.), Inc.
www.linktools.com

Performance Exhaust & Hardware You Can
Depend On. All at a Competitive Price!

www.jonesexhaust.com
www.roadindustries.com

■ 731.632.1255 ■ Fax: 731.632.3058 
■ Toll Free: 1.800.525.9629

Full Boar All-Welded Performance Mufflers

A Wide Variety of Polished
Stainless Steel Tips

Header Buddy Header-Gasket
Replacement 

Kits

Universal and DirectFlex Couplings

Call us today for a warehouse near you:

45° and 90° Swinging Hangers

A Better Radiator Box
Spectra Premium Industries, Premium Choice 
automotive radiator box offers Velcro-type 
bands replacing original staples, which provide 
quicker access to the product and offer the 
opportunity to reseal the product into resal-
able condition. New internal packaging has 
been engineered to withstand transportation 
wear and tear, while a new cardboard insert with 
foam type reinforcement corners protects fin 
damage, with up to a 26% space reduction per 
box.
Spectra Premium Industries
www.spectrapremium.com

Performance Suspension System 
Tenneco’s Rancho brand advanced performance 
4-in. suspension system features Rancho ReaLift 
torsion bar relocation technology for 2009-11 
Chevrolet Colorado/GMC Canyon 2WD and 
4WD trucks. ReaLift technology eliminates the 

need to relocate the factory torsion bar cross-
member, accommodating up to 33-in. tires. 
Special low-profile, two-piece crossmember design 
precisely relocates the differential, allowing for 
additional ground clearance and simplifying 
installation. The Rancho system also includes 
Rancho CNC-machined, extended cast steering 
knuckles that deliver superior strength and 
reliability plus improved ride and handling 
characteristics.
Tenneco
www.gorancho.com

See us at AAPEX Booth #2664
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NEW PRODUCTS

Beck/Arnley Adds Wheel Bearing Kits

Beck/Arnley’s new wheel bearing kits include 
the high quality parts that technicians need to 
replace the wheel bearing right the first time, 
saving both time and money. The new wheel 
bearing kits cover specific vehicle applications 
and include all of the necessary hardware to 
complete the repair job, such as grease, nut, 
circlip, seal, washer, gasket, split pin, collar, 
O-ring, and shims. The application dictates 
which components come in the kit.
Beck/Arnley
www.beckarnley.com

New Wiper Allows Upgrade 
to Latest Technology
Federal-Mogul’s new Anco Profile 
blades are available as easy-to-install 
upgrades for vehicles currently 
equipped with conventional wipers 
as well as direct-fit replacements for 
vehicles originally equipped with 
Profile wipers, covering virtually 
every passenger vehicle with just 22 
part numbers. Available in lengths 
ranging from 14 to 28 inches, Anco 
Profile wipers feature an advanced 
one-piece design developed to deliv-
er more effective blade-to-windshield 
contact, for excellent wipe quality 
and improved visibility in even the 
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Continued on page 40

most challenging weather conditions. Each 
Profile blade is equipped with a precisely 
engineered wiping element featuring Federal-
Mogul’s exclusive DuraKlear natural rubber 
compound, which helps deliver a consistent, 
clear wipe throughout the life of the blade.
Federal-Mogul
www.federalmogul.com

Parking Brake Shoes, Quick Strut 
Assemblies

Proforce has added an additional 50 part 
numbers to its line-up and changed its pack-
aging. The new numbers include a variety of 
parking brake shoes as well as other new prod-
ucts. Proforce also now has over 150 numbers 
available of economy quick strut assemblies. 
The new quick strut assemblies are all TUV/
SUD-certified, with a one-year comprehensive 
warranty.
Proforce/Nova East Warehousing
www.proforceautomotive.com
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NEW PRODUCTS

New Quiet Impactool

Ingersoll Rand’s new 2145QiMAX offers 
incredible power for its size, and a variety of new 
features designed to improve productivity. The 
new impactool also features the company’s 
patented Quiet Technology, which reduces noise 
levels without compromising best-in-class power 
performance, and a notable power-to-weight 
ratio; weighing just 7.4 lbs, the 2145QiMAX 
delivers 1350 ft-lb of maximum reverse torque. A 
new 7-vane air motor that is 16% more efficient 
than its predecessor means less money spent on 
compressed air. Other features include four-
position power regulator dial, a feather-touch 
trigger for greater control, and a patented 
one-hand forward/reverse mechanism for easy 
operation. 
Ingersoll Rand
www.ingersollrandproducts.com

Bumper Specialty Paints 
PlastiKote’s new bumper specialty paints 
are the perfect solution to make bumpers, 
trim and other accessories look like they 
did the first day the vehicle was driven off 
the lot. PlastiKote’s bumper paints are 
each made with an application-specific 
formulation for a perfect finish. PlastiKote 
Bumper Paint features a rich, satin finish 
that is tough and flexible, revitalizes faded, 
weathered bumpers and side panel trim, 
and comes in grey and black. Also available 
is PlastiKote Chrome Bumper Paint, with 
a chrome-like finish perfect for chrome 
bumpers, grilles, hubcaps, and accessories.
PlastiKote
www.PlastiKote.com 

OE-Specific Scan Tool
Solus Ultra from Snap-on is a new full-function, 
OEM-specific scan tool that allows professional 

service technicians to quickly 
identify the problem and 
get to the repair. Designed 
for fast operation, simple 
connection, and complete 
scanning abilities, the 
Solus Ultra (EESC318) 
features steady-charge 
battery technology that 
charges directly from the 

vehicle so technicians never have to stop a job 
to recharge; seven inch-wide screen display for 
precise results and easy readability; a single, 
keyless adapter that covers all OBD-II applica-
tions so technicians never have to change keys; 
unique “cause and effect” diagnostics that dis-
play functional tests side-by-side with live data; 
and more.
Snap-on
www.snapon.com

Retro Tach Refurbish Kits
Sunpro’s complete 
Retro Tach Cup Kits 
(NC5R) are available 
to refurbish ’60s- and 
’70s-era Sun Super 
Tachs with a new 
cup and mounting 
bracket. The kits can 
be used with Sunpro’s 
Sun Super 3 3/8-inch 

Retro Tachometer (SST802R), and the Sunpro 
Sun 3 3/8-inch Retro Tachometer (FZ88R). 
The Sunpro Sun Super Tach features 250° dial 
sweep, while Sunpro Sun 3 3/8-inch Retro 
Tach features a 90° dial sweep; both offer 360° 
lighting for better night visibility. Featuring all-
metal housing with removable chrome metal 
cup, the tachometers include two mounting 
brackets for positioning on either the dash or 
the steering column.
Sunpro
www.sunpro.com

Chrome Finish Hand Tools

SK Hand Tool LLC, a subsidiary of Ideal 
Industries, Inc., has reintroduced the full 
line of SK-branded ratchets and ratchet sets 
featuring original SuperKrome plating. In 
addition to giving SK tools their distinctive 
jewellery-like finish, SuperKrome provides 
enhanced ease of clean-up and maximum 
corrosion resistance. Available in both metric 
and standard inch sizes, SK ratchets feature a 
completely enclosed ratcheting mechanism 
that is simple to remove and replace for 
cleaning or rebuilding. Triple-tooth contact 
provides smooth ratcheting action with little 
back movement, while the hardened pawl and 
teeth assure durability and a long service life. 
SK Hand Tool
www.skhandtool.com
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Product Specialist/  
Market Development

Due	to	expansion	and	growth.		
Genrep	Ltd./Ltee,	a	leader	in		

industrial	Engine	distribution	is		
seeking	a	dynamic,	self	motivated,	

and	result	oriented	individual	to		
specialize	and	develop	our	small	
engine/product	line	up.	5	years	of	

industrial	sales	and	market		
experience.Please	visit	us	at		

www.genrep.com. 
Qualified	candidates	please	forward	

your	resume	to	
careers@genrep.com
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be designed to operate within defined parameters to generate 
the right fuel flow characteristics for the engine in question.

For NASCAR, the engines put out about 800 hp. Online 
calculators put the flow of the injector at the 650 cc/min level; 
pretty high performance to be sure, but not the highest available 
from Bosch.

It is likely that NASCAR is looking very closely at the flow 
rate specification to ensure that teams won’t make more horse-
power than they do currently. It is also the case that NASCAR 
plans to retain the use of the restrictor plate at the super-
speedways, rather than throttling back the fuel injection 
system, which could be done with the click of a few computer 
keys. (One technology step at a time, presumably.)

In case you were thinking that somehow NASCAR teams 
and techs aren’t sophisticated enough to understand the 
technology, think again. For years, NASCAR teams have been 
loading up their cars with sensors, instrumentation, and data 
acquisition during testing, only to pull all that technology off 
the car for race weekends, as required by NASCAR. Their race 
engineers are second to none, and it is that realization by 
NASCAR that kept fuel injection on the sidelines; the NAS-
CAR people know how to monitor cheating with carbs, but they 
weren’t so confident about being able to do it with fuel injection.

“Almost all of the engineers that work in Dodge Motorsports 

had previous production car jobs, and we are well versed in 
developing engines with EFI,” says Dodge Motorsports Engine 
Engineer Pat Baer. “In addition, Penske Racing is bringing 
extensive racecar EFI experience to this NASCAR initiative. 
Technically speaking, the main difference is that the NASCAR 
race vehicle is subjected to many different operating conditions 
than production cars, so we are focusing on those differences 
to ensure the new system is robust. We are looking forward to 
testing and implementing EFI at the racetrack.”

“We fully support the move to fuel injection in NASCAR. 
It’s been a topic of discussion by the manufacturers and 
NASCAR for a number of years, and we’re pleased to see 
it progressing forward,” says Jamie Allison, director, Ford 
North America Motorsports.  

“It’s a big change for our sport and it’s an exciting time to be 
an engine guy,” says Doug Yates, chief engine builder, Roush 
Yates Engines. “We’ve had these carburetors for many years, 
so the move to fuel injection is really something we welcome. 
I think it’s going to be a lot of fun getting prepared. These 
carburetors have done a good job for a long time, but we think 
fuel injection can help us tune each cylinder more precisely and 
probably clean up some emissions off-throttle, which is good 
and healthy for the sport.  When you also consider the change 
NASCAR made this year with the E15 fuel, the sport is 
definitely heading in the right direction and doing some really 
good things.”

Continued from page 26
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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.

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS
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their repair experience as possible.
So, what can you do to help boost 

satisfaction?
For the DIY customer, the answer 

should be obvious: have the right parts, 
at a reasonable price, in stock or on hand 
quickly. 

However, you also need to be pre-
pared to offer information to this retail 

customer, to help him execute the repair 
in a more timely and effective manner.
The quality of the buying experience is also 

crucial. The customer should be greeted in a timely manner, 
treated with respect, armed with the parts, supplies, and infor-
mation he needs, and sent on his way quickly.

So, how about your trade customer? Precisely the same 
applies. While there are obvious differences in how this is 
executed, the quality of the buying experience should be 
equally satisfying. These customers may express their needs 

Automotive repair, so the wisdom goes, is 
a grudge purchase. We’ve all been told 

over and over that it is akin to going to 
the dentist for most consumers – they’d 
rather have a tooth drilled than have 
their car repaired.

At least that’s what, back in the day, the 
prevailing research said. 

Well, people do go to the dentist 
when they need a tooth drilled, and they 
do bring their car into your customer’s 
shop when it’s broken. All the talk about 
how consumers view automotive maintenance in less than 
glowing terms should not obscure the all-too-present fact that 
automotive maintenance is still a part of many, if not most, 
people’s lives.

And when something goes wrong, they’re looking for as 
little pain as possible. They are well aware that they would 
rather be spending their money on something else; the goal 
of everyone in the supply chain, including you, is to ensure 
that they are as satisfied with the quality of the repair and 
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Enter the Jobber News
MOTOR OIL 
MYTHBUSTERS 
CONTEST
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.  
Do you know the facts to help them decide?

High mileage motor oils can only be used on older model vehicles? TRUE FALSE
Synthetic blend motor oils cannot be mixed with full synthetic motor oils? TRUE FALSE
All synthetic motor oils carry the API Starburst Symbol? TRUE FALSE
Most older vehicles can use High Mileage Synthetic motor oil? TRUE FALSE
Switching from a conventional to a high mileage motor oil will not create gasket leaks? TRUE FALSE

Name Business

Address 

Phone Email

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

Presented by

Get the answers
with your smartphone!
Scan this code.

differently than DIYers, but they want the same thing: the 
right parts, provided in a timely manner, with the right tools 
and information to get the job done correctly and reliably the 
first time.

In the case of DIYers, the goal is to ensure that they are 
happy with the repair and are on the road safely and reliably. 
For the professional technician and shop owner, making that 
happen is about ensuring their reputation is protected. 

So here are five tips for ensuring customer satisfaction that 
everyone in a business can help with, from stockroom and ware-
house staff to counterperson to delivery driver:

1) Double-check orders.
Most orders don’t include many line items, yet parts get 
missed or picked wrongly, and then get through several sets 
of hands without being checked again. Everyone should be 
checking the accuracy of orders. 

2) Check broken or suspicious boxes.
You know those boxes that look like they’ve been opened 
and closed a few times? Take a second or two to ensure 
that the part inside is actually the part it is supposed to be. 
If you’re not sure, check another box. If the parts look the 
same, you’re probably okay; if not, something is amiss and 
should be investigated. 

3) Verify unusual or incomplete parts orders.
If you suspect that the customer has missed something on a 
part order – this is possible on phone and increasingly, online 

orders – call to check. It literally takes five or 10 seconds. You 
can’t know everything that a customer has in his shop, but if he 
orders a whole slew of parts – including an air filter for a 2008 
Ford F-150 with the V8 turbo diesel, and an oil filter for a 2000 
F-150 V8 turbo diesel, it could be an error. On the other hand, 
it could be separate jobs. 

Making sure will build your reputation with that customer, 
help you learn, and reduce your business’s costs too. If it’s 
easier, you may want to just throw the oil filter for the ’08 F-150 
into the order just to be safe. You can always bring it back. 

4) Be quick but be thorough.
Nobody wants to be rushed out the door, but everybody’s time 
is valuable. Phone orders need to be handled with speed, but this 
is not always possible if there are application peculiarities. In 
cases where you are waiting on more detailed information, let 
the customer know you are looking and, if the request takes any 
more than a minute or so, tell them you will call them back with 
the complete answer. 

5) Thank the customer for the order.
Every customer, from the DIYer who wanders in looking for a 
light bulb to the largest shop in town, has a choice of where they 
take their business. Thanking them for choosing to come to you 
– even if it’s every day that they do (if they ask you why you do 
it, tell them it’s company policy, but that you mean it too). It’s 
polite, good for business, shows customers you appreciate their 
business, and generally adds a positive tone to the transaction 
for all concerned.

Continued from page 42
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Lorne Johnston, General Auto 
Parts, Toronto, Ont.

2010 Counterperson of the Year

Do you know who the 
Best Counterperson is?
The 2011 Jobber News Counterperson of the Year Award seeks to reward the  
very best of the frontline workers in the Canadian automotive aftermarket.

Do you know who the 
Best Counterperson is?
The 2011 Jobber News Counterperson of the Year Award seeks to reward the  
very best of the frontline workers in the Canadian automotive aftermarket.
Anyone can nominate a counterperson, and anyone is eligible.
Evaluation and selection of the winner will be made on the basis  
of experience, training, as well as customer and store owner comments. 
While not mandatory, participation in and organizing of training clinics, 
proficiency in computer cataloguing programs, and professional 
certifications such as Red Seal and ASE Parts Specialist will all be 
considered strongly in a nominee,s favour.

Formally named the Abe Schwartz Counterperson of the Year  
Award, it is named after the late owner of century-old British Auto 
Supply in Toronto, who worked behind the counter for more than  
half a century.

I nominate:__________________________________

Who works at ______________________________________ 

Address ___________________________________________

Phone (______)_____________________________________

My Name ________________________________________

Company __________________________________________ 

Address ___________________________________________ 

Phone (______)_____________________________________

The reason I believe this nominee deserves this award is:

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

Nominate your choice online at www.autoserviceworld.com or complete and mail the form below to:
 Jobber Awards c/o Counterperson Award,12 Concorde Place, Suite 800, North York, ON M3C 4J2 or fax to 416-510-5140.

Please use a separate sheet if you require additional space

The 2011 Jobber News Counterperson 
of the Year Award is sponsored by: www.activant.com/auto
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Editorial
Comment

Research and I have a love-hate relationship.
While I abhor the kind of analysis paralysis that can accompany 

poring over research by marketers and business managers – a process 
that can take so long as to make any decision arising from it, by necessity, 
obsolete – I cannot deny, nor do I want to, that “gut feel” alone is 

simply not enough to run a business on. As my friend and noted consultant Bob 
Greenwood has offered on many occasions, “If you can’t measure it, you can’t 
manage it.”

I feel the same way about political polls and Statistics Canada releases, along with 
any number of economic indicators trotted out by one research house or another, or 
one of our illustrious financial institutions. To be honest, though, it is not so much 
the numbers to which I take exception; it’s the way they are often presented.

Take the latest economic reports from the Bank of Canada that have, largely, 
said that the bloom is off the rose for the Canadian economy and that our little 
Great White North miracle is over. To read it, you would believe that it was today’s 
economic conditions that they’re talking about. But the reality is that they’re 
referring to second-quarter numbers, while we’re a few weeks shy of wrapping 
up the third. The problem is that it’s hard for anybody to remember any of the 
details of that second quarter, or of the first that preceded it. Factors like the tsunami 
in Japan in March that had a dramatic effect on car sales. Factors like political 
strife in the Middle East that certainly didn’t help people feel better about their 
world, or about filling up their gas tank.

It’s just incredibly difficult for people to keep these reports in the past tense – 
which is where they belong. Statistics, especially in such volatile times as these, do not 
predict the future. 

It was not long ago that all the economic indicators were pointing to the need to 
raise interest rates in the country – an assertion that I found astounding considering 
our dollar was upwards of US$1.05 at the time; then the U.S. Fed chairman says he’s 
leaving rates alone in order to keep the U.S. economy going, and now, lo and behold, 
our rates are going to stay steady for a while. Or so they say now.

To be fair, the most recently released J.D. Power and Associates customer commit-
ment survey numbers don’t portend any great change for our industry. And while the 
aftermarket outlets came out on top in customer satisfaction (as they usually do), it is 
going to be up to aftermarket business leaders, of players large and small, to measure 
what they can in the markets they are in – and then at some point take a leap of faith.

And, while there is much data to draw from, we could always use more.
The difficulty is now, as it always has been, not what numbers to believe but what 

numbers can be swayed in your market and your business by your actions.
The question, then, is not “What can you measure?” but “What can you change?”
And that, in the end, is up to you and your gut to decide.

Andrew Ross, Publisher and Editor 
aross@jobbernews.com

WHO’S GOT YOUR 
NUMBER?
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NEXT MONTH

Batteries, Brakes, 
Exhaust, and Chassis 
Parts headline October, 
with special attention to 
event previews, too.

From Our Pages

E.J. Wadham, Founding 
Editor-Publisher, Jobber 
News, Volume II, No. 4

“Figures recently  
published by the  
National Standard Parts 
Association, Detroit, 
afford Canadian jobbers 
an excellent opportunity 
of checking up on their 
positions as compared 
with jobbers across the 
line.
“Fifty wholesalers . .  
reported that business 
in June of this year was 
2% less than that in 
June 1932. 
“Total accounts receiv-
able as of June 1st for 
the fifty wholesalers was 
$1,016,395.28.”

Jobber News  80 Years of
Serving the Aftermarket
1931-2011
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