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A lack of mandatory safety inspections in 
Quebec has created an onslaught of unsafe, 
older vehicles on the road.  The Automotive 
Industry Association’s (AIA) recently brought 
this issue to light in Quebec City and Ottawa, 
to emphasis the importance of inspections and 
preventative maintenance. 

The AIA recently held two, one-day events 
to discuss current industry issues with both 
provincial government officials and federal 
ministers.

AIA and its Quebec Division organized 
“Consumer Car Day,” inviting a number of 
aftermarket industry leaders from the prov-
ince to meet with Members of the National 
Assembly (MNAs) at the National Assembly of 
Quebec. 

This allowed AIA members to highlight 
issues such as the lack of regulations in the 
province for safety inspections when vehicles 
are sold to new owners. 

“Right now there is no such law in Quebec. 
You can have a vehicle change hands from one 
owner to the next, regardless of age, and it’s 
not required to undergo a safety inspection,” 
says Marc Brazeau, president of the AIA. “If 
you look at neighbouring provinces such as 
Ontario, any vehicle regardless of age must go 
through an inspection when it’s sold. And in 
New Brunswick, every vehicle on the road has 
to undergo an annual safety inspection.”

Unfortunately for Quebec, this lack of regu-
lation makes the province a bit of a dumping 
ground for vehicles that won’t pass inspec-
tion from those neighbouring provinces, thus 
making the need for a law that requires any 
vehicle, eight-years-old or older to pass a safety 
inspection before resale.

In Ottawa, the AIA had the opportunity to 
bring association members from across the 
country to meet with members of parliament 
(MPs) as well as Ministers’ chiefs of staff and 
policy advisors. 

This lobby event allowed the AIA to pro-
mote its consumer education program—Be 
Car Care Aware—which is aimed at educating 
vehicle owners on the benefits of preventative 
maintenance. 

“Most drivers lead busy lives and doing 
maintenance on their vehicles or having it 
inspected is not top of mind,” says Brazeau. 
“There is also a false sense of security out 
there. Yes, vehicles are better made and use 
better technology, but drivers tend to think 
that because there are better materials and 
products used the vehicle is not going to break 
down.”

Obviously that is not the case. Even if you’re 
using synthetic oil that will last longer than 
conventional grades, a car needs what it needs 
when it reaches a certain number of kilome-
ters driven. 

“A lot of consumers take the position of ‘if 
it doesn’t breakdown, I’m going to assume it’s 
okay,’” says Brazeau. “A major challenge for us 
in the industry and the message we’re focused 
on at the shop level is to inform consumers 
that vehicles need maintenance.”

And it can be as easy as letting the consumer 
know that something as simple as maintain-
ing tire pressure will save them money in fuel 
economy.

The AIA has announced that it plans to 
hold the federal lobby event annually and pro-
vincial events on a rotating basis. 

As a result from the Ottawa event, the AIA is 
submitting its recommendations to the finance 
minister to propose what the budget should be 
when it’s tabled in the spring.

AIA Takes Fight For Inspections 
and Maintenance to Government
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Canadians elected  
to top international 

ass’n posts
To the applause of over 

200 members from 
Canada and the United 

States, John Grant of 
Grant Bros. Sales Ltd., 
Toronto, became presi-
dent of the Automotive 

Affiliated Representatives 
at AAR’s annual meeting 

in New Orleans.

With a fitting ceremony, 
Louis Carrier, Caran 
Ltd., Montreal was 

elected president of the 
Automotive Booster 

Clubs International at 
the annual meeting in 

Chicago.

John Grant stressed the 
importance of teamwork 
and co-operation. “You 

help me and I shall  
help you and in this way 

we work together  
to build better opportu-
nities in the automotive 

aftermarket.”

Jobber News 
80 Years of Serving the 

Aftermarket
1931-2011

New vs. Used
•  The average age of vehicles in Canada is  

eight years or older.
•  There are approximately 22 million vehicles 

on the road.
•  Each year about 4 million vehicles are sold,  

of which 2.9 million are used vehicles.
•  In 2000, of the 4 million vehicles sold,  

43% were new and 57% used.
•  In 2010, of the 4 million vehicles sold,  

35% were new and 65% used.
According to Marc Brazeau, president of the 
Automotive Industries Association of Canada, 
there has been a gradual trend towards buying 
used cars in Canada and a decline in regular 
maintenance. This trend can be attributed to 
Canadians wanting to save money by not being 
tied to monthly payments. 
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Peterson Lands Prestigious National Honour
Peterson Manufacturing Company has earned the Supplier 
Excellence Process Award from Caterpillar Inc., an award that 
recognizes accomplishment in what Caterpillar calls MQ-11005 
certification, which analyzes and evaluates internal quality controls, 
processes, shipping performance, capacity planning and more.

According to Peterson, a manufacturer of vehicle safety lighting, 
mirrors, reflectors, antennas and other related products, it is the 
first lighting supplier to earn this recognition.

The lighting manufacturer supplies Caterpillar with a variety 
of industrial lighting and can be found around the world on Cat 
vehicles and mining and grading equipment, to name a few.

“Every day our organization strives to satisfy and exceed customer 
expectations,” says Steve Meagher, Peterson’s vice-president of sales. 
“This award is confirmation from a global giant in manufacturing 
that we’re meeting that daily challenge.”

To achieve this award, companies must meet and exceed eight 
stringent business performance metrics established by Caterpillar.

Multi-Jobber Event Proves Cooperation Builds Success
The success of the recent NAPA Regional Trade Show proves what 
jobbers can accomplish when they set aside some of their competi-
tive zeal and work to together.

The event, held at the Teatro Convention Centre in Milton, Ont., 
brought together customers from five NAPA associates—more than 
500 in all—for two days to show specials and in-booth technical dis-
cussions with more than 60 exhibitors.

Organizing jobbers, Britton’s Automotive, Waterloo, NAPA 
Milton, Carparts, Oakville, Ware’s Automotive and Industrial in 
Acton and Georgetown, and NAPA Burlington, spent months plan-
ning the event and coming together with a common order book 
and set of show specials.

Jim Ware, owner of Ware’s Automotive, says it wouldn’t have 
been possible only a few years ago and that the cooperation amongst 
the jobbers was excellent.

“Between Britton’s culture and his customers and John [Wood] 
in Oakville, for example, you have a real difference, but it worked 
out really well. Putting the show together isn’t a big deal; putting the 
cultures together is the big deal.”

Ware says that NAPA was there to support the event, but that they 
left the NAPA associates to run the event the way they saw fit.

“It was mind-boggling how successful the event was,” he says. 
Ware’s son, Tim, says that they really worked to promote the show 
as something special. “We really pushed how big this was going to 
be,” he says.

The decision is still to be made whether it will become an annual 
event or be held every other year, but the Ware’s say the success of 
this event and the cooperation among the jobbers to make it hap-
pen signals a positive change in the market.

ABS Expands North American Production
One of Canada’s oldest and largest disc pad manufacturers, ABS 
Friction, has acquired an additional North American friction facility 
located in Guelph, Ont. 

This production ready facility will enable ABS to double its manu-
facturing capacity and enhance its research and development facility.

ABS Friction is making this investment to allow for enhanced 
service for its existing customer base; in addition to, the growth 
opportunities it sees for the North American market with copper-
free disc pads.

CEO, Rick Jamieson said, “I believe in North American manufac-
turing. Not only is it necessary for our economy, but by being closer 
to our customers, we can be cost competitive with world markets 
and provide superior service. Our customers’ growing demand for 
our high-quality North American manufactured product has shown 
us the need for this expansion. My co-founder, Joe Schmidt, and I 
are very happy to be returning to a facility he helped launch a little 
over 20 years ago.

G.K. Industries to Merge 
with QAP Automotive 

Industries
G.K. Industries Ltd. (GKI) 
has announced that QAP 

Automotive Industries 
(China) Ltd. have agreed 

to acquire the majority 
shares in G.K. industries 

Ltd. (GKI) pending  
government approval.

GKI is a North American 
aftermarket distributor of 
specialty automotive filtra-

tion products.

Tim Nigh, GKI president, 
said, “GKI is excited to 

become part of the QAP 
Group. This merger will 
allow us to sustain and 
improve service levels 

for our North American 
customers. By offering 

improved multiple factory 
sourcing and support in 
North America, along 

with an enhanced capital 
base and the continuation 
of our best practices, our 
organizations will be able 
to take advantage of new 

and existing opportunities 
within the marketplace.”

Herbie Zhao, managing 
director of QAP, said: 
“The merger with GKI 

strengthens QAP’s global 
presence in the automo-

tive aftermarket, and 
combines GKI’s 40 years 

of aftermarket experience 
with QAP’s worldwide 

market presence.” 

QAP is a China-based 
manufacturer of automo-

tive filtration products, 
with a plant in Wenzhou 

and a warehouse in 
Shanghai.
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Continued from page 6

Contest Kicks Off 
Grassroots Initiative for 

Champion Brand

Federal-Mogul will be giving 
away $100,000 in sponsor-
ships in 2012 in its “Search 
for a Champion” Contest.

The Champion spark 
plug, filter, wiper and 

performance chemicals 
brand from Federal-Mogul 
Corporation will connect 
with millions of new fans, 

amateur racers, street 
rodders, powersports 
enthusiasts and other 

“Performance Driven” con-
sumers through an inno-
vative Web-based video 
contest that will award a 

total of $100,000 (USD) in 
motorsports sponsorships.

Through the “Search for 
a Champion” contest, 

Federal-Mogul will award 
each of five finalist prize 
winners a $10,000 (USD) 
motorsports sponsorship 
and one grand-prize win-

ner a $50,000 (USD) spon-
sorship for submitting vid-
eos that best demonstrate 
their ability to win a racing 

championship in 2012. 
Entries will be accepted 

from amateur teams 
participating in any form 
of engine-driven racing, 
whether on dirt, asphalt, 
snow, ice, water or other 
courses. Judging will be 

based on viewer voting on 
the brand’s popular www.
AlwaysaChampion.com 
website as well as input 

from NASCAR  
driver and team owner 

Kevin Harvick. (See  
www.AlwaysaChampion.
com for contest rules.)

Contestants may submit 
their video entries via the 
www.AlwaysaChampion.

com website. Deadline for 
entries is 11:59 p.m. ET on 

Friday, Dec. 31, 2011. 
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AIA Northern Alberta Division 
was pleased to announce that 
the winners of the Rick Gibson 
Memorial Golf Tournament was 
the team led by Rick’s son Brent 
Gibson.

The tournament was held at 
Raven Crest Golf and Country 
club in Edmonton, Alta.

This annual tournament 
raises money for the Rick Gibson 
Scholarship set up at Northern 
Alberta Institute of Technology 
for Automotive Parts Technician 
Apprentices.

Rick Gibson worked for Na-
tional Sales as a territory manager 
in Alberta.

Son Wins Charity Tournament Named After Father

Continued on page 10

The founder of the Shad’s R&R aftermarket 
charity event, the late Fred Shaddick, has 
been honoured by the Muscular Dystrophy 
Association of Canada (MDC) with the cre-
ation of a special award in his name.

The inaugural “Fred Shaddick Community 
Spirit Award” was presented to Shad’s R&R 
board members Ray Osika and John Vanstone 
at the Annual Awards Banquet for Muscular 
Dystrophy Canada, in Toronto.

“Catherine Sherrard, CEO of MDC, said, 
the board of directors of MDC felt that Fred 

Shaddick’s name on this new Community 
Spirit Award was just a perfect and well deserv-
ing fit,” says Vanstone.

“Ray and I accepted the award on behalf of 
all of the automotive aftermarket companies 
that support Shad’s R&R each and every year,” 
says Vanstone. 

The award will be presented each year 
to an individual or group that goes above 
and beyond with fund raising efforts in their 
respective community.

Shad’s R&R Founder Honoured with Namesake Award

The inaugural ‘’Fred Shaddick Community 
Spirit Award’’ was presented to Shad’s 
R&R board members Ray Osika and John 
Vanstone at the Annual Awards Banquet 
for Muscular Dystrophy Canada (MDC), in 
Toronto.Pictured are Ray Osika (Director 
Shad’s R & R Board), Nancy Cumming 
(incoming Chairman of the MDC Board of 
Directors), Catherine Sherrard (CEO of MDC) 
and John Vanstone, Chairman of the Board 
Shad’s R & R.

Gibson Memorial Tournament raises money for the Rick Gibson Scholarship 
set up at Norhtern Alberta Institute of Technology for Automotive Parts 
Technician Apprentices. Pictured here are member of this year’s winning team 
(l-r) Kyle Warren, Brent Gibson, and Jeremy Fyhn.

Schaeffler Group USA Inc. Aftermarket 
Division recently hosted the Automotive 
Aftermarket Parts Alliance Service Dealer 
Advisory Council at their LuK Automotive 
Training Academy located in Wooster, Ohio. 

The event was attended by ten key indepen-
dent automotive repair shop owners who rep-
resent more than 3,000 affiliated Auto Value/
Bumper to Bumper Certified Service Centers 
from across the U.S. and Canada. 

The prestigious council meets annually 
with Alliance headquarters personnel for 
the primary purpose of reviewing and shar-

ing ideas to better improve service and pro-
grams with the Alliance group members.

The Schaeffler Group personnel conduct-
ed a plant tour of the LuK manufacturing 
facility where the advisory council saw the 
latest in torque converter and clutch manu-
facturing technologies. Subsequent to the 
plant tour, the Schaeffler Group spent time 
with the advisory council to identify how 
they could better train and equip today’s 
professional shop owner to service their 
customers seeking a clutch installation more 
effectively. 

Schaeffler Hosts the Alliance Service Advisory Council
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Airtex and ASC Brands 
Get QR Codes

ASC Industries has added 

quick response (QR) code 

technology to its product 

labels for both the ASC and 

Airtex brands of water pumps 

and water pump timing kits. 

Codes appear on the part 

number label and can be 

scanned using one of several 

QR code readers available 

for smart phones. Scanning 

instructions and app links 

can be found at  

www.asc-ind.com/qrcodes.

Each code is unique, directing 

the scan to a part-specific 

URL where the latest in 

product and application 

information can be found, 

including installation instruc-

tions, product bulletins and 

application-specific links.
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APPOINTMENTS

NGK Spark Plugs Canada Limited has announced 
two key appointments to its sales and marketing 
team. Paul Kenick has been appointed as west-
ern regional manager, while Corey Jelly has been 
appointed assistant regional manager (Eastern 
Canada). Kenick, who had been regional manager 
for Western Canada at a national distributor, will be 
in charge of managing NGK/NTK and Akebono’s 
sales and marketing for the western provinces. He 
will also oversee the Western Canada sales team. 
The addition of Kenick to NGK’s sales and market-
ing team further strengthens its ability to meet the 
needs of our customers, it says. His comprehensive 
understanding of ignition and braking systems sales and marketing will greatly benefit the sales 
network. Corey Jelly joined NGK nine years ago as a district manager, and subsequently took on 
the responsibility of technical trainer. In his new role, Jelly will be responsible for assisting in 
the management of the eastern region, including overseeing sales and marketing as well as the 
eastern Canada sales team.

Beck/Arnley has announced that Sandy Norris has been  
promoted to the position of senior marketing manager for 
the company. In this role, Norris is responsible for overseeing 
all marketing activities for the company, including strategy, 
brand development, advertising, public relations, promotional 
programs and website management, as well as playing a key  
role in sales force communications and customer relations. 
Norris reports to Max Dull, vice-president and general  
manager of Beck/Arnley. Norris joined Beck/Arnley’s cata-
logue department in 1992 and subsequently moved into  
the marketing department, where she successfully held the 
positions of marketing coordinator and marketing manager, 
contributing greatly to Beck/Arnley’s success.

Jobber News is pleased to announce a significant addition to its 
team. Noelle Stapinsky has joined as associate editor of Jobber 
News Magazine. She will also serve as managing editor of Bodyshop 
Magazine. She reports directly to Andrew Ross, publisher. With 
more than a decade of technical and business writing experience, 
Stapinsky has done significant work on automotive topics. Her training 
and experience in digital media will also help AutoServiceWorld.com 
and Bodyshopbiz.com evolve and grow. In addition to her personal 
automotive interests, she also has strong family ties to the automo-
tive trade as she had a grandfather who was a licensed autobody 
tradesman, her father has been in the autobody trade for more 
than 40 years, and she has an uncle who is the coordinator of the 

Autobody and Collision Repairer department at Fanshawe College, London, Ont. “I feel very for-
tunate to have Noelle join our staff,” says publisher Andrew Ross. “Her strong interest in technical 
issues and her desire to deliver compelling content to our readers will add immeasurably to our 
magazines. She has a unique set of qualities and skills that I believe will help keep our publica-
tions at the forefront of an evolving automotive aftermarket industry.”

Corey Miller, president of the Miller Tirecraft chain based in Halifax, N.S., has been named  
president of Tirecraft Canada. Miller’s family-owned company joined the Tirecraft group in  
November of 2009, landing the exclusive rights to the Tirecraft and Signature programs for all 
four Atlantic provinces. Since then, they have added two corporate and 13 associate store locations 
for a total of 23 outlets.  Like the outgoing president Don Gauthier, Miller will serve a two-year 
term before handing the reigns over. Miller is no stranger to the industry scene, having chaired the 
2008 Tire Dealer Association of Canada National Conference and he currently serves as the chair 
of Tirecraft’s national retail strategic planning committee.  Gauthier will now focus on his general 
manager responsibilities for Tirecraft Ontario and said he was pleased with the progress that the 
national organization has made over the past two years. 

Sandy Norris, Senior Marketing Manager

Paul Kenick, Western 
Reginal Manager

Corey Jelly, Assistant 
Regional Manager
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STOP-START
TECHNOLOGY taking hold
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You’re sitting at a light. A car pulls up next to you and, 
as it slows, its engine just dies. You’re just thinking 
about whether you should get out to lend assistance 

when the light turns green, its engine comes to life again, 
and away it goes. You’ve just experienced the latest in emis-
sions and fuel saving technology: the stop-start engine.

Actually, there is very little that is new about stop-start 
technology. While the technology is virtually unknown in 
North America today, the benefits it provides in terms of fuel 
economy and emission reductions make the shift toward such 
vehicles inevitable. It has been on European and Asian roads 
for years, although it has remained somewhat of a curiosity 
even there. Despite reservations among many in the automo-
tive industry about the true impact on items like starters and 
batteries, they have grown in popularity, with the first models 
now starting to appear on Canada’s roads.

Stop-start systems enable gasoline engines to turn off when 
vehicles are slowed down or stopped. Driven by efforts to 
meet mandated reductions of greenhouse gases, automakers 
have introduced stop-start vehicles (SSVs) over the last decade 
under a variety of names, including micro-hybrids and idle-
stop vehicles, and a number of brands released by the manu-
facturers. These vehicles offer 5% to 10% reductions in both 
fuel consumption and CO2 emissions.

The attraction of this technology is easy to understand. 
While it is important not to oversimplify the technology 
required to execute an effective stop-start system — it  requires 
more robust batteries and starter systems than are found in 
standard internal combustion engine (ICE) vehicles — they 
can be priced at a small premium over ICEs, and are consider-

ably less expensive than hybrid electric vehicles (HEVs).
This has made it attractive to some manufacturers reluc-

tant to have product in the same pricing echelon as some of 
their more established competitors, although it should also be 
noted that both BMW and Mercedes-Benz have plans to offer 
stop-start engines in Canada in 2012.

On the more affordable scale, Kia, for example, announced 
its introduction of a stop-start engine option on the 2012 Rio. 

And last year Ford announced it would begin applying 
start-stop technology — currently used in Ford hybrids and 
some Ford cars in Europe — in conventional cars, crossovers, 
and SUVs in North America in 2012. When Auto Start-Stop 
debuts in North America, it will be available on gasoline-
powered cars and utilities with either a manual or automatic 
transmission, as well as vehicles that use Ford’s dual-clutch 
six-speed automatic transmission. 

Ford began its rollout in 2010 in Europe, using a system 
similar to that already in use on just under 200,000 gasoline-
hybrids since 2004.

Ford’s EcoBoost direct-injection engine system is one of 
the technologies that enables the Auto Start-Stop system to 
be integrated seamlessly. The direct-injection system helps 
enable extremely fast engine starts. The system debuts on 
four-cylinder engines and will gradually be expanded to 
vehicles with V6 and V8 engines.

But stay tuned for many more players to enter the game. 
According to a recent report from Pike Research, sales of 
stop-start vehicles will grow rapidly in the coming decade, 
rising from three million units in 2011 to 37.3 million units 
per year by 2020. By the end of the decade, a total of 186 

Kia’s Rio 5 is among 
the new generation  
of vehicles offering  

a start-stop  
engine option.

Cheaper than hybrids, already established outside of North America,  
stop-start technology is coming to a stoplight near you.
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million vehicles globally will incor-
porate the technology, which will 
become standard on the majority 
of vehicles sold in Europe as well 
as on dozens of models in North 
America and Asia.

“By 2020, stop-start vehicles will 
represent more than one-third of 
all light-duty vehicle sales,” says 

research director John Gartner. “SSVs are already outselling 
hybrids globally by a factor of 3.5 to 1, and that gap will widen 
to a 16-to-1 ratio by 2017 because of the lower cost of SSVs 
compared to HEVs.”

Indeed, the stop-start capability of hybrids has proved 
very popular with consumers, because of the quieting of 
the engine while stopped at an intersection as well as the 
increased fuel economy. Eliminating engine idling through 
stop-start technology is seen by automakers as a low-cost, 
highly beneficial investment.

Due to stringent emissions regulations, the largest SSV 
market for the forecast period will be Western Europe, which 
will represent 98% of the three million SSVs sold in 2011. 
By 2020, Western Europe will account for 42% of all SSVs 
sold. The fastest-growing region for SSV sales will be North 
America, where annual sales will roughly double each year 
from 2011 through 2020. More than two dozen SSV models 
were available in Western Europe as of early 2011, while in 
the United States, only three SSV models are for sale.

This can be expected to grow significantly, adding a whole 
new set of options for consumers to choose from, and for the 
automotive aftermarket to understand when maintenance 
issues arise.

Ford’s 1.6-litre EcoBoost engine will see use in a variety of start-stop  
applications globally.
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Continued on page 16

T
he technology that jobbers have at their disposal today is as different from what they 

had a decade ago as the Model T is to a 2012 Ford Focus. Sure, they’re both cars and 

can both get you to the store, but how efficiently they can do that, and the functions 

they can perform on the way there, make them very different animals.

Current business systems offer greater speed and functionality, and more 

opportunities to interact with customers, instead of forcing everyone to adhere to the 

computer’s needs. 

There is tremendous computing capability available to jobbers and their customers. 

They simply aren’t using it to its full potential.

The fact is that even basic Internet usage is spotty.

The equation is simple for Jerry Fugina, president of Rinax Computer Systems.  

“If they’re not using the Internet as best they can, they are probably missing out on 

opportunities, especially when it comes to connecting to customers.”

Even in smaller markets, where customers are often literally within shouting distance, the 

need for jobbers to embrace the Internet is growing.

By Andrew Ross

14

DRIVING YOUR BUSINESS FORWARD
Using the Technology at Your Command
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Continued on page 18

Jobbers using the Internet not 
only can allow their customers 
to order from them and to check 
stock, but it reduces the need for 
sending statements by mail. When 
a customer requests a copy of an 
invoice, it usually means sending 
a PDF rather than paper. 

“It’s a lot more than just online 
ordering; it’s really everything the 
Internet has to offer. This includes 
having a website, getting your 
company online, and letting 
people know who you are, even 
in smaller locations,” says Fugina.

He claims that the increasingly 
sophisticated technology available 
is working to the strengths of larger 
operations.

“The larger jobbers do it because 
they have the resources and the 
people who understand technology 
better and can take advantage of it. 
It is true that the large multi-branch 
operations are more inclined to use 
online ordering than single-branch stores,” 
he says.

Despite the ongoing pace of development, Fugina 
reminds jobbers that many of these capabilities have been in 
the market for some time.

“It’s not like the technology has only been made available in 
the last year; it’s been available for a while now. The speed that 
systems work at now is much better, though. And the ease of use 
has improved much better, so the resistance on the part of the 
end user is a lot less. 

“The reasons that people had a few years ago for being late 
adopters have all gone away,” says Fugina.

Despite the growth in capabilities and accessibility, many 
jobbers struggle getting customers online.

Parry Automotive has been among the more progressive 
jobbers in Canada. Some 30 years ago, it was the first jobber 
in this country to install the then-revolutionary Triad system, 
which has evolved into the Epicor system the company has in 
place today.

“I would say it’s not a technological challenge,” says Steve 
Van Kessel, president of Parry Automotive, which is a Modern 
Sales Co-Op member in Orillia, Ont. “Everything is solidly in 
place to make it a simple process for people to be online. The 
most difficult aspect of e-commerce is getting our traditional 
aftermarket customers to embrace it. The strongest part of 
our business in the rural market that we are in is our relation-
ships. We find that our clientele still like to pick up the phone 
and talk to our counterpeople.”

Although Parry Automotive wants to encourage its customers 
to use e-commerce because of its efficiency, it doesn’t want to 
deter them from calling because that human contact is still 
very important, and there’s more to it. “The majority of our 
traditional installer clientele needs a lot of support and multiple 
presentations to really feel comfortable with it.”

And, he says, the number of automotive service locations in 
Parry’s market hasn’t been growing either.

Van Kessel has seen the greatest benefits outside the 

COVER STORY

company’s traditional 
automotive customer 
base and product mix. 

Whereas access 
used to be restricted to 
traditional automotive 
products because of 
the cataloguing system, 
options have become 
much more diversified 
with products from other 
industries now included 
in the same system.

Because of that, Parry 
Automotive is experiencing 

growth from its existing 
customer base, and it’s selling 

more and more online.
Marina sales are up. 

Industrial sales to existing auto-
motive customers are up. The list 

goes on, and it all ties directly to the 
fact that the database of products that 

counter staff have at their command has 
evolved.

Plus, says Van Kessel, there are a growing 
number of customers who, quite frankly, don’t want 

to talk to anyone and only want to deal with the company 
online. Without that e-commerce engine, they would simply 
not be customers.

Bob Worts of GEM-CAR/V2V Technologies says that the 
accessibility of the technology for shop customers has been 
the real game-changer for many.

Focusing on a nuts and bolts example, he says, “Customers 
can order parts, access the inventory, develop the work order, 
produce the invoice, and make an appointment, all from the 
same screen. And that includes the end-of-day tally.”

Pointing out that there are many good systems on the 
market, Worts nevertheless emphasizes the need for training 
on systems to ensure that jobbers and their shops learn the 
full capabilities. His company offers personal training and 
works with jobbers to develop customer capabilities. 

That approach, combined with partnering with the local 
jobber, is gaining traction, says Worts, but the importance of 
training cuts across all systems.

“We work with and coach shops on how to build their 
business, which will in turn build the jobber’s business. If you 
don’t have a coaching piece, the shop owner is going to keep 
floundering. Most of the guys are mechanics and they need 
the jobber’s direction to keep them going,” says Worts.

“The whole thing is driven around getting the A and B 
customers onto a system that will help them manage their 
business properly.”

Looking ahead, there are myriad developments that will 
improve jobbers’ abilities to provide parts from more sources, 
by streamlining and broadening the parts lookup process.

Richer data and more frequent updates mean fewer lost 
sales for jobbers, says Paul Magin, senior director of automotive 
products for Epicor, formerly Activant.

Continued from page 15
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Continued from page 16

“It isn’t just looking up parts anymore,” he says, referring 
to the cloud computing approach that’s currently under 
development by the company. 

Lookups can be in the familiar structured year, make, 
model format, or in more freeform searches that the younger 
generation may find more familiar. 

“More ‘Google-esque,’ if you like,” says Magin. He also says 
that the new way of thinking about the data and the searches 
enables much more customization than what is currently 
possible. 

Even users who are currently tied to their CD-based 
e-catalogue won’t be locked out of the new updates as 
systems will search outside the e-cat listings to give jobbers 
access to the most current application data and product 
listings.

Plus, information such as new-product announcements, 
technical service bulletins, recall notices, bi-directional 
messaging for suppliers and retailers, and other important 
information will further enhance the deliverables to the 
customer. 

“What it really boils down to is a more professional service 
in a shorter time,” says Magin. Research, lookups, additional 
information that will be helpful to the shop—such as tech 
tips, installation information, etc.—will all become much 
more easily accessible with the part lookup.

“Even if it’s a small piece of information, such as an 
installation tip that can be sent with the part, it might give 
the jobber an advantage over the competitor,” says Magin.

While developments such as this next generation e-catalogue 
will arrive soon enough, in the here and now there continues 
to be much room for increasing the role of technology by 
connecting with customers, and an increasing part of that is 
engagement through social media.

“It’s important to be relevant today,” says Van Kessel. “There 
are still those people who we wouldn’t have as customers if we 
weren’t doing what we do. And that’s where the whole social 
media aspect ties in.”

Van Kessel says that the role of social media is really starting 
to increase in his business. 

“We are focusing a lot on the social networking and the 
social media, not only to connect with our customers and 
the public, but to help our customers connect with their 
customers.” He says that at least one customer is using Parry’s 
Facebook page to promote his business. 

“He is out to promote himself through us, so now he is 
promoting my company as a parts supplier to him to every-
one on his friend list. It just keeps going and going,” says Van 
Kessel. “It’s amazing.”

“It has opened up the door for communication with 
people we didn’t even know existed.”

W hen it comes to your website, you can track how 
many visitors have come, how long they have 

stayed and, in general, what pages on your site grab 
their attention. But you can’t really tell the difference 
between a real potential customer and a tire-kicker.

At least not before now. 
Using an approach called predictive engagement, 

this may be closer than ever.
With it, companies can identify the visiting patterns of individual visitors and, based on their past activities, interact with 

them in ways aligned with their history of visiting your site.
“In very simple terms, it allows for ‘if-then’ rules to be acted on in a timely way. So if a visitor does ‘XYZ’ and it recognizes the 

referring site, the algorithmic backend formula determines that he is likely to want ‘ABC,’” says Al Haberstroh, president of MontAd, 
which is just now rolling out the program to the automotive aftermarket. 

“Predictive engagement recognizes a visitor individually but allows you to interact with them in real time. The scenarios can 
be simple or complicated, but once we recognize who the visitor is we can deliver a message in real time that is in line with 
the reason they came to the website.”

Although the software doesn’t actually recognize the individual, it does recognize the individual IP address, so it’s close. And 
if individuals are using the same IP address and are regularly checking your stock and catalogue, but never buying anything, 
you could have a pop-up message that prompts them to some action, asking questions such as “Find what you needed?” or 
“Have you checked our specials?”

There is a trick to getting the right messaging, and getting it right requires more than just adding a piece of software, says 
Haberstroh, adding that MontAd provides that assistance.

It is a tool, he says, that allows your website to be more effective at generating leads and converting them. And it’s not 
exactly new. The same software has been used for some time by car dealers and other industries to interact more effectively 
with customers.

And so far, says Haberstroh, it has increased leads sevenfold for those using it.

Who’s At the Door?

COVER STORY
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 HEAT
 is the Enemy: 
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With underhood packaging becoming tighter while 
increased engine outputs and slippery aerodynam-
ics all conspire to raise under-hood temperatures, it 

is critically important that vehicles and their system suppliers 
still ensure passenger comfort and reliable engine perfor-
mance in all possible conditions.

At a recent press tour, Behr Hella showed just how it can 
harness Mother Nature to test the performance of air-condi-
tioning systems.

A far cry from the crisp autumn air being experienced 
in Troy, Michigan at the time, Behr Hella’s Climatic Wind 
Tunnel had the heat cranked up to 45 degrees C, with enough 
humidity to fog your safety goggles — as hot and sticky a day 
as you could imagine. The tunnel is actually an identical twin 
to the one that the company has in Stuttgart, and has been 
operating since 2004. 

The goal on this day was to test the performance of a 
vehicle air-conditioning system — not just for perfor-
mance, but for cooling distribution, passenger 
cabin noise, and in fact virtually every parameter 
you can think of (and quite a few you couldn’t). 
While the vehicle undergoing testing was a 
heavy truck, the wind tunnel can accom-
modate any variety of vehicles, generating 

The Behr Hella 
Climatic Wind Tunnel 
is designed to test air 
conditioning and heat 
exchange systems. It 

was being put through 
its paces on a heavy 
truck during our visit.

temperatures as high as 50 degrees C and wind speeds of up to  
200 km/h. The tunnel can also lower the temperature  
to minus 30 degrees C, and produce relative humidity of up 
to 95% or as low as 0%. With powerful lights, the tunnel can 
simulate the power and angle of the sun; it is even able to cre-
ate situations where clouds cast shade fleetingly on a vehicle.

With the combination of that flexible heat and humidity 
control and a rolling road, engineers can test vehicles through 
virtually any real-world scenario, from the open desert and up 
through the mountains to sitting in stifling city traffic.

Fred Pumper, who manages the facility, says that requests 
run from the standard to the extreme, with increasing calls 
to push systems harder and harder in terms of heat and cold.

It all goes hand in hand with vehicle manufacturers’ 
need to pack more cooling performance into smaller spaces. 

Where a vehicle may have previously had 
a separate radiator, condenser, transmis-
sion cooler, and even charge air cooling, 
now components are being integrated into 

modules only a few centimetres thick.
Fine-tuning heat exchange 

systems for the comfort of pas-
sengers is, of course, very impor-
tant, but ensuring that all vehicle 

systems are kept within an acceptable 
operating temperature range is arguably 

even more critical.
For example, Behr Hella has done 

a great deal of work to engineer liq-
uid-to-air charge-air intercoolers, most 
notably for the Corvette ZR1. That 
intercooler, which sits atop the engine 
and is integrated into the intake air 
manifold, isn’t designed to just keep 

charge air on the supercharged engine as cold as possible; 
it’s designed to keep the temperature as consistent as pos-
sible. As engineers explained, it’s not just about ensuring 
that the air is cool when it’s hot out; it is about ensuring 
that the engine output is consistent regardless of outside air 
temperatures.

In a sense, that is the goal for the entire facility: to 
ensure that regardless of what Mother Nature throws at us, 
the engine, its systems and vehicle passengers operate in 
quiet comfort.

ON THE ROAD

It’s not just about cooling; it’s also about ensuring parameters such as 
noise are within acceptable limits.

By Andrew Ross

Harnessing Mother Nature for the Battle

The 
Corvette charge 

air cooler is a great 
example of compact 
packaging and the drive 
for consistent operating 
conditions to ensure 
consistent performance.
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Mark Borkowski is president 
of Mercantile Mergers & 
Acquisitions Corporation. 
Mercantile specializes in the 
sale of mid-market companies 
sold to large international 
strategic or private equity 
buyers. 

Tibor Shanto is a principal 
of Renbor Sales Solutions 
Inc. He can be contacted at 
www.SellBetter.ca.

MONEY &
MANAGEMENT

I     recently watched an interview 
with Tibor Shanto, a 

Toronto-based B2B sales 
expert, discussing wheth-
er the process of sales is 
art or science. 

Shanto was making the 
case that while not purely 
science, sales most definitely 
needs to be rooted in sci-
ence, in the form of a 
defined, vibrant, vali-
dated, and adhered-to 
process. 

I caught up with 
Shanto, principal at Renbor 
Sales Solutions, to discuss how process 
can improve sales and enable salespeople 
to capture opportunities they would have 
otherwise lost. 

Tibor told me that he was a proponent  
of having a process in place, but was leery of 
calling it a “sales process.”

Over the years there has been a lot of 
emphasis placed on having a sales process, 
but in reality, a sale has two parties—the buyer 
and the seller—so the seller needs to be aware 
of the buyer’s process, if he is to successfully 
execute his own sales process. 

Strictly focusing on the sales process, with-
out accommodating the buyer’s process, leads 
to a number of issues—not the least of which 
is lost sales. This is a real challenge for many 
sales organizations and salespeople.

An oft-overlooked benefit of a good pro-
cess is that it creates alignment: alignment 
with other internal groups and processes, but 
much more importantly, alignment with the 
buyer. Without that alignment with the buyer, 
you are exposed in a number of ways—picture 
two ships in the night that see each other, but 
continue to sail their different ways. 

I asked Shanto how you develop a process 

for selling that can be executed without hav-
ing to be recreated for each buyer.

According to Shanto, he has developed 
a flexible process called 
EDGE. He told me to 
think of it as a platform on 
which you can build some-
thing specific to your mar-

ket or environment. But as 
a platform it starts off with 
a focus on alignment, and 
then is tailored to specifics. 

Often sellers will be out 
of sync with the buyer; 
for example, the buyer 
may still be exploring 
the need or desire to 

enter the market and 
will have met with the  

seller. The se l l e r  now 
believes they are engaged, and moves to 
Discovery before the buyer is ready to start 
defining requirements. This happens because 
the se l ler  has  been involved much  
longer than the buyer; he has identified the 
company, the internal players, done his 
research, been to LinkedIn, made the call, 
and got the appointment. He is ready to move 
on, but the buyer is just getting started. Where 
it becomes more dangerous is when the seller 
gets ahead of a buyer still squarely in the 
Defining requirements Zone, but the seller 
tries to close because he has moved to Gaining 
a commitment. This is where buyers get 
scared off and opportunities are lost, for no 
other reason than misalignment. 

By the way, the same can happen when the 
seller falls behind the buyer, who then finds 
another seller in the same Zone he is in.

I asked Shanto how the EDGE process 
deals with differences in buyers, and the dif-
ferent styles of sales representatives.

Shanto believes that the variance among 
organizations is in the sub-stages of each 
Zone. For example, based on the nature of 
the product and market, one company may 
have two stages that fall under Discovery; 
whereas different products, bought by other 
users, may require three stages in the same 
Zone. Even with similar companies, based on 
their position in the market and their outlook, 
there are instances where one may have more 
stages than the next, but those stages are still 
in the same Zone.
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Capturing Lost 
Opportunities in Sales

Maybe there’s more science than art to winning the order.

The EDGE Process
The EDGE has two sides, each with four zones: 

Buyer:  
• Explore • Define requirements • Game plan  • Execute

Seller:  
• Engage • Discovery • Gain commitment • Execute
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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.

As for reps, that is an important consid-
eration, because sales is not pure science; it 
does require individual creativity and skill, it 
is a science delivered artfully, and we do not 
want to limit that important element. The 
EDGE, as a platform, provides the grounding 
that allows salespeople to be more creative 
and productive. Consider music: whether 

Charlie Parker or Ian Anderson, they had 
to learn the basic notes and chord structure 
before they went on to improvise the way they 
did. 

Most great salespeople I meet have that 
grounding in process that allows them to 
improvise that much better, both in terms of 
execution and results.

Managing Your Sales Team

In the book Sales Management Demystified, A Self-Teaching Guide, 
author Robert Calvin suggests that, “Business is a dynamic 
environment and the future is a moving target. Sales manag-
ers are agents of change and must manage that change. We 
are paid for managing the future, not the past.”

The role of a sales manager is not an easy one. You have 
to balance your day between motivating your sales force and 
balancing the budget. Not only do you set the goals for your 
team according to what the president or CEO tasks you with, 
you also have to inspire many different personality types if you 
want to reach them. 

Great managers know the sales process inside and out and 
they guide their top performers into never skipping steps. 
Without prospecting, you have no leads. Without leads, you 
have no appointments. Without appointments there are no 
presentations, no closes, no sales, and no revenue.

Great managers know and promote high degrees of prod-
uct and industry knowledge. Not only do they know their 

products inside and out, they know their markets and they stay 
on top of industry and competitive trends. In addition, they 
consistently feed new information to their teams. 

Great managers see training as an investment, and they 
understand that a high-performing salesperson’s level of 
education is never finished. A great leader will encourage and 
challenge his sales force to always be learning.

Great managers have clarity and focus in the direction 
of their departments. They should have their eyes fixed on 
their semi-annual or annual budgets, and do whatever they 
can to advance their team towards those goals with consistent 
encouragement and action. 

Also, great managers have and exercise patience. 
They should be experienced in the ebb and flow of sales 

to know that there are good days and bad days, good quarters 
and not-so-good ones. Great sales managers have the ability 
to step back and keep an eye on the big picture, and do not 
become negatively affected by temporary setbacks.
For more on “Managing Your Sales Team,” see Jobber News  
March 2011 at www.autoserviceworld.com.
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Control  
Arm Line 
Expanding
A f f i n i a  h a s 
announced that 
i t s  R a y b e s t o s 

brand Advanced Technology and Professional 
Grade control arms have added more than 
550 SKUs year to date. Nearly 1,400 direct 
replacements of the OE part, are available for 
late-model light-truck, fleet, and passenger 
cars. Raybestos Advanced Technology control 
arms have a protective coating to prevent cor-
rosion and provide the longest possible ser-
vice life. Raybestos Advanced Technology con-
trol arm products include: control arm, 
adjustable control arm, thrust arm, and lateral 
link (all with ball joint where applicable). Ray-
bestos Professional Grade control arm prod-
ucts include: control arm, thrust arm, lateral 
link, and track bar (all with ball joint where 
applicable). Raybestos brand Professional 
Grade chassis parts are backed by The Indus-
try’s Best Parts and Labour Guarantee, for 24 
months (or 24,000 miles) from the date of 
purchase. 
Affinia Group
www.raybestoschassis.com

Premium Brake Rotor Line
ProMax Auto Parts Depot has launched its 

RotoMax Premium Electro-Coated Brake 
Rotor line. This new RotoMax line will 

complement the Premium Positive 
Mold Disc Brake Pads currently 
offered by the company. The 
new rotors will provide an   
 excellent service life with a 
special anti-rust protection 

coating as well. ProMax will initially 
carry approximately 120 part numbers 

with an additional 32 SKUs added by end of 2011. 
New part numbers will continue to be added over 
time. RotoMax will provide coverage on most 2000 
to 2011 medium size, SUVs, crossovers (CUVs), 
and trucks for domestic, Japanese, Korean, and 
some German applications, as well as many 
passenger cars for both domestic and import.
ProMax Auto Parts Depot
www.autopartsdepot.ca

CRP Automotive to Rep Ajusa
CRP Automotive has recently added Ajusa to its 
offering of OE-quality brands. Ajusa joins 
ContiTech Automotive belts, Rein Automotive 
parts and accessories, and Pentosin Technical 
Fluids as part of the CRP Automotive group. 
Ajusa is a leading international manufacturer of 
automotive gaskets, head bolt sets, seals, 
hydraulic lifters, and camshafts. With over 3,500 
different parts in stock, Ajusa offers the world’s 
largest coverage for European and Asian 
applications, especially late-model vehicles.
CRP Automotive
www.crpindustries.com

VDO Short-Style Racing Fuel Injector 

VDO’s new DEKA short-style injector delivers 
80lb/hr. at 43.5 PSI (3 BAR). It features a short 
body design that makes it ideal for use on 
late-model, high-horsepower engines with tight 
manifold to fuel rail clearances, such as GM LS 
engines. It is also well suited for turbocharged 
and supercharged applications, and performs 
consistently at both low and high RPMs. The 
VDO Short Injector does not exhibit many of 
the fuel handling problems commonly found 
with other high flow, high-impedance injectors 
and is compatible with most ECUs. 
VDO 
www.vdo.com

Factory Pack Black
Transtar Autobody 
Technologies’ Factor Pack 
Black Premium Basecoat is 
an intense jet black 
basecoat designed to match 
the OEM appearance on 
many domestic and import nameplate vehicles. It 
does not need mechanical agitation; just shake 
and pour. The Factory Pack Black can be applied 
to structurally sound surfaces that are sanded, 
degreased, and properly prepared with primers. 
Two to three coats, or more to achieve hiding, can 
be used, allowing 5 to 10 minutes between coats. 
Transtar Autobody Technologies
www.tat-co.com

Premium 
Waterborne 
Primer
Signature Series 
Hydrobase DTM 
Primer is a grey, 
premium-grade 1K 
waterborne primer 
surfacer that 
performs like a 2K product. Hydrobase provides 
exceptional flow and levelling along with 
superior film build and sanding characteristics. 
The unique, ready-to-spray formula is fast-drying 
and may also be used as a sealer. Hydrobase 
offers excellent adhesion to a wide variety of 
substrates and can be directly top-coated with 
solvent or waterborne basecoats and clearcoats, 
single-stage urethanes, polyurethane enamels, 
acrylic enamels, synthetic enamels, and acrylic 
lacquers.
Transtar Autobody Technologies
www.tat-co.com
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Coolant Hoses For European Makes

Rein Automotive Hoses meet a growing need for 
complex vehicle-specific coolant hose assemblies 
used on late-model European vehicles. The 
program includes a line of high-quality hose 
assemblies that are engineered to deliver the exact 
form, fit, and function of the OE part, with 
integrated thermoplastic couplings, O-ring seals, 
and multiple connections that branch out to 
various engine components. The new Rein 
Automotive Hoses are designed to fit the vehicle 
and work properly, so shops can save labour and 
help prevent comebacks. In addition to excellent 
coverage, Rein Automotive also provides training 
seminars and materials for shops and technicians.
Rein Automotive
www.reinautomotive.com

KYB Ride Control Catalogue 
KYB Americas Corp. announces the publication 
of a new comprehensive ride control compo-
nents catalogue. Featuring more than 2,800 
items including over 300 new part numbers, the 
380-page catalogue is a complete resource guide 
for automotive professionals. KYB is an industry 
leader in late-model vehicle coverage, and the 
only full-line supplier of shocks and struts 
calibrated and built to restore original vehicle 
handling and performance. In addition to the 
paper catalogue, KYB offers the most up-to-date 
catalogue information via www.kyb.com, 
offering the option of an interactive online 
catalogue or a downloadable PDF version.
KYB Ride Control
www.kyb.com

Installation Accessory Kits 

Firestone Industrial Products’ install accesso-
ries for its Air-Rite air accessory systems enable 
drivers to conveniently adjust Firestone’s line 
of air helper springs using its own air com-
pressor, not an outside source of air. The No 
Drill Electronic/Remote Air Command Frame 
Mount includes the necessary brackets and 
plates to easily mount the Air-Rite air acces-
sory system to the vehicle frame without 
drilling. Firestone also offers a No Drill 
Combo Kit that provides a no-drill option for 
an air compressor plus a tank installation, as 
well as a Fuse Circuit Tap Kit to tap into the 
fuse box in the engine compartment without 
having to splice into wires.
Firestone Industrial Products
www.ride-rite.com

900 Peak Amp 
12-Volt Jump Starter 
Clore Automotive intro-
duces the Model ES2500 
900 peak amp 12V jump 
starter from Booster PAC. 
This powerful, easy-to-use  
and reliable unit is perfect  
for automotive, marine, 
industrial, and agricultural 
applications. It delivers  
900 peak amps and  
300 cranking amps of 
jump-starting power from its 
ES Series battery, which is specifically  
designed for vehicle jump-starting. Industrial 
Grade Hot Jaw clamps ensure efficient power 
transfer, penetrating corroded battery 
terminals with their high-tension springs.  
The ES2500 also features the ease and 
convenience of automatic charging,  
eliminating the possibility of overcharging 
and allowing the unit to be in an always- 
ready state. 
Clore Automotive
cloreautomotive.com
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Continued on page 28

Wheel bearings are a critical com-
ponent to the safe operation of 

heavy trucks; the ongoing emphasis 
on inspections is driven by this recog-
nition.

With heavy loads, tough conditions, 
and long-service requirements, it is no 
surprise that this is so.

However, it is not always recognized 
how much the life of a bearing depends 
on the proper lubrication of the bear-
ing. Lubricants aid in carrying away 
heat, protecting bearing surfaces from 
corrosion and reducing friction. 

According to bearing supplier SKF, 
statistics show that nearly 50% of all 
bearing damage can be attributed to 
inadequate lubrication. 

Although a very broad term, inad-
equate lubrication can be classified into 
eight basic categories: 1) overfilling, 
2) underfilling, 3) incorrect grease, 4) 
mixing greases, 5) incorrect lubrica-
tion systems and intervals, 6) worn-out 
grease, 7) water contamination, and 8) 
debris contamination. 

SKF offers a quick reference guide 
(Technical Bulletin TT09 004) that 
offers information on two of the most 
critical categories of lubrication short-
falls: water contamination and debris 
contamination. 

H2O Gone Bad 
Water contamination can occur in 
normal use—in particular, where 
regions have experienced significant 
flooding and in-service vehicles may 
have had to traverse flooded roads. 
Worse conditions can also exist where 
stationary trucks have been subjected 
to flooding.

The effect of water on grease is 
clearly visible. Fresh grease is smooth 
and buttery; water-laden grease is 
milky white in appearance. As little as 
1% water in grease can have a signifi-
cant impact on bearing life (Figure 1).

Of course, the presence of water 

Knowledge Building:

For the Counterperson November 2011

Heavy Truck  
BEARING MAINTENANCE

also has an effect on the bearing itself, 
causing rusting of both the race and 
ball bearings: pitting and corrosion— 
a condition known as etching—can 
result (Figure 2).

Determining Moisture Content
While it may be easy to determine the 
presence of moisture in the grease by 
a visual inspection, if this is not clear, 
there is a simple method to find out.

This easy, non-technical method of 
determining the presence of water in 
grease is known as the “crackle test.” 

Note: Anyone performing this test 
should always wear safety glasses or 
goggles, wear protective clothing, and 
ensure adequate ventilation. 

To perform this test, place a sam-
ple of grease on a piece of aluminum 
foil and put a flame under the foil. If 
the grease melts and lightly smokes, 
the presence of water is minimal or 
absent. However, if the grease crack-
les, sizzles and/or pops, the grease 
contains a considerable amount of 
water (Figures 5 & 6).

Debris Contamination 
Trucks operate in tough conditions; 
wear can occur in many components. 
The contaminants from both the oper-
ating environment and debris from 
the truck’s own components can cause 
shortened bearing life.

Common causes of external debris 
contamination include dirt, sand, and 
environmental particles. Common 
causes of internal debris contamination 
include wear from gears, splines, seals, 
clutches, brakes, joints, and failed or 
spalled components. 

These hard particles travel within 
the lubrication, through the bear-
ing, and eventually bruise (dent) the 
internal surfaces. The damage may 
be microscopic, nearly invisible to the 
naked eye, but to a bearing it is akin to 

Figure 1 shows the effect of water on grease by 
comparing fresh grease (left) to grease emulsified 
with 30% water (right). The fresh grease is smooth 
and buttery compared to the water-laden grease, 
which is milky white in appearance. As little as 1% 
water in grease can have a significant impact on 
bearing life. 

Figure 2 shows a tapered roller bearing and Figures 
3 and 4 show a ball-bearing outer race and ball 
bearings rusting with pitting and corrosion from 
moisture/water exposure. This condition is referred 
to as etching. 
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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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1.  Why are more vehicles using  
hub assemblies today?

  Hub assemblies are unitized, maintenance-free,  
non-serviceable units that are preset, pre-greased, and 
pre-sealed, making installation easier and increasing 
product reliability for enhanced performance. These 
hubs require no maintenance or handling, which 
eliminates the need for preventative maintenance, 
grease, and/or future adjustments.

3.  Can I use an impact wrench to remove or 
install a hub assembly?

  While it may appear to be easier 
to use an impact wrench, it is not 
recommended. It is recommended 
that technicians use a certified, 
calibrated torque wrench. Impact 
wrenches can damage the axle nut, 
threads, and components. It can 
also create a false sense of security 
when adjusting a nut or bolt, which 
may be under- or over-torqued. 
This can leave a hub assembly 
susceptible to failure.

4.  Do I need to torque the axle 
nut and/or the lug nut?

  Yes. It is imperative that you 
follow the manufacturer’s 
specifications and/or instruction 

manual to assure the hub is 
installed correctly. Failure 
to follow the manufacturer’s 
installation instructions and 
follow the proper installation 
procedures can cause equipment 
failure, creating a risk of serious 
bodily harm.

5.  Can I replace the bearings  
or seals in my hub assembly?

  No, because the hub assemblies 
are unitized, maintenance-free 
and non-serviceable. Most hub 
assemblies are designed with a 
unitized bearing or flange that is 
integral to the hub and/or bearing 
housing, which are not replaceable.

6.  Do wheel studs come with  
all hub assemblies?

  No. While most hub assemblies do 
include the wheel studs, there are 
some that do not. Reusing the old 
studs on a new hub assembly is not 
recommended.

Special thanks to The Timken Company 
for information in this sidebar. For more 
information, visit www.timken.com.

Why Hub Assemblies Are Taking Over, and Other FAQs

rolling over a huge bump in the road, thousands 
of times every hour. 

The dents form shoulders that act as surface-
stress risers, causing premature surface damage 
and reduced bearing life (Figures 7-9).

Special thanks to SKF for information used in this 
piece. Further information on bearings can be found on 
SKF’s site at www.vsm.skf.com.

The crackle test is a simple, unscientific but effective test to determine 
the presence of moisture in grease.

Figure 7 shows a debris-contamination bruise on a bearing race (photo taken 
with a microscope) and Figure 8 shows the corresponding surface map of the 
dent. Note the raised surface surrounding the dent.

Figure 9 shows a tapered roller 
bearing inner race (cone) with 
spalling from debris contamina-
tion bruises. 

Continued from page 26
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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

Automotive Internet Directory
Visit these companies directly at their web addresses or check out the growing list of Hot Links at www.autoserviceworld.com. 
To find out how your organization can be included in this directory and on the web, contact aross@jobbernews.com

  AUTOMOTIVE PARTS &  
  ACCESSORIES
Goodyear Engineered Products

www.goodyearep.com/aftermarket
www.goodyearbeltsandhose.com
The officially licensed belt of 
NASCAR. Gatorback, the quiet belt. 

You can never replace Goodyear quality.

NGK Spark Plugs Canada Limited
www.ngksparkplugs.ca
The World Leader in  
Spark Plugs, Oxygen 

Sensors and Ignition Wire Sets. 
Used by 87% of the World’s OE Manufacturers

S.B International Inc. 
www.sbintl.com
“We keep engines  
humming”

  AUTOMOTIVE RECYCLERS
Carcone’s Auto 
Recycling and Wheel 
Refinishing
www.carcone.com

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

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

Experienced Shipping Department to Ensure 
Parts Arrive Safely.

  HAND CLEANERS
GOJO Industries, Inc.

www.automotive.gojo.com
GOJO is a leading manufacturer 
of skin care products and services 
for many marketing including 

automotive and manufacturing. GOJO continues 
to pursue a commitment of creating well-being 
through hand hygiene and healthy skin.

  REFRIGERANT
Duracool Refrigerants

www.duracool.com
Nationally Distributed 
by: Deepfreeze 
Refrigerants Inc. 

The Leaders in Hydrocarbon Refrigerant 
Technology. Guaranteed In writing not to 
harm any Mobile A/C System. You can feel the 
Difference that Quality Makes. “Our Formula 
Never Changes”.

  TOOLS & EQUIPMENT
AIR LIQUIDE CANADA INC.

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

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS
Bestbuy Distributors Limited

www.bestbuyautoparts.ca
Independent buying 
group and warehouse 
distributor that allocates 

its profits to member shareholders and provides 
unbeatable value for independent jobbers.

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

Kerr Machine Shop Group Inc.

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

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS
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Times are
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big bucks.
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old computer. 

Look us up and
see how much 

MIB
can save you.
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NEXT MONTH

We’ll profile the 2011  
Counterperson of the Year, 
plus have a look back as we 
celebrate the 80th Anniversary 
of Jobber News. 
Plus: Remanufactured Product 
Developments, and Bodyshop 
Sector Updates.

From Our Pages

Volume IV No. 10,  
October 1935

Trail Blazer Retraces Steps
The man who was the first 
to cross the Rocky Moun-
tains in an automobile 
has just returned east 
after his annual tour of 
the western provinces.

He is Chas. A. Speers, 
general manager of 
Champion Spark Plug 
Company of Canada Lim-
ited, of Windsor, who in 
his original trailblazing 
effort in 1917 left the city 
on May 25th of that year 
and reached Vancouver 
on October 16th, almost 
five months later.

In the course of that 
journey his car had to be 
pulled out of mudholes 
innumerable times, many 
stretches of country were 
covered only by bumping 
along the ties on various 
railroad right-of-ways, 
and in a host of other 
ways he was faced with  
difficulties that are never 
met nowadays.

Jobber News  80 Years of
Serving the Aftermarket
1931-2011

M
uch attention has been focused lately on the role that personal tech-
nology has played in how we live our daily lives.

With the passing of Steven Jobs, CEO and much more than that 
for Apple, many have weighed in on his insight, his foresight, and how 
both of these have affected much more than just the technology we 

have at hand. To me, his greatest gift was his ability to take objects and concepts that 
already existed (remember the Palm Pilot?) and put them together in ways that tore 
down the walls people had built between their technology and their lives.

This change is still ongoing. 
It is the next, slightly younger group of folks coming along--the so-called Genera-

tion Y--who will drive much of the change in the way we do business, and the way they 
use technology is a large part of that.

Take a look at your average service outlet. You’ll probably find a front counter with 
a service advisor station, equipped with a computer system where appointments can 
be booked, work orders generated, bills printed, etc.

In the bay, it is unlikely that you will find much in the way of computer technology. 
You might find one with a repair procedure database, although it’s more likely 

tucked safely away in a cleaner environment. Other than specific diagnostic repair 
tools, that’s about it.

And of course, there are still a great many shops without Internet access at all; their 
shop owners and service techs rely on home-office connections to enter orders online 
with you and to search for technical help from the vast community of technicians.

There is no getting around the fact that, eventually, every shop needs to be 
equipped with access to the Web, with access to and training on aftermarket and origi-
nal equipment repair information sites; but there is something else going out there in 
the bays too.

Think on this one a bit: a young technician leans up against his toolbox, coffee in 
one hand, smartphone in the other, thumb idly tapping its screen. 

You might expect a shop owner to roll his eyes and tell said technician to get back 
to work, all the while muttering something about “kids these days.” Not so fast. 

That technician could very well be searching out a fix for a job he’s working on, or 
searching a forum, or texting a fellow tech. He could be looking up parts options. 

Of course, he could also be updating his Facebook status to “just chillin’ while the 
boss is out.” It’s impossible to really tell the difference from afar; such is the nature of 
personal technology today.

A similar scenario can play out in your operation, with counterpeople and outside 
sales people searching out parts and tips wherever they happen to be at the time.

But the point is—like citizens of third-world countries who went straight to the 
wireless world and never worried about getting hardwired telephone systems in 
place—aftermarket professionals coming up through the ranks are not going to wait 
for some magic wand to be waved telling them it’s okay to start using the technology 
they have at hand right now.

What I have learned about the way personal technology has evolved is that it is insidi-
ous—you just start using it for more and more in your life—and it is additive, not substi-
tutive. My iPhone has not replaced my laptop; it has added a new tool to my world. It is 
early days for many in the aftermarket in terms of mobile functionality, but the capabili-
ties are building every day and without you even knowing it, we are simply adding these 
tools as part of our daily life, with little division between business and personal.

The big challenge, as is often the case, is social, not technical; we all need to just let this 
evolution happen and learn to let go of our old ideas of what “working” actually looks like.

It’s not like there’s anything we can do to stop it – and why would you want to?—
Andrew Ross, Publisher and Editor 

aross@jobbernews.com
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Xtreme Stop  
Brake rotorS and padS.  

a firSt line Solution.
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