
New Format for MACS 2013 Event Well Received   •  Charest Headlines 2013 Aftermarket Conference 

Jobber News
Serving the Automotive Aftermarket Since 1931

M AGA Z I N E M A R C H  2 013

Visit AutoServiceWorld.com.Canada Post Canadian Publications Mail Sales Agreement No. 40069240

WIN THE RACE
WIN THE CUSTOMER

Results of Our Second Annual Shop Survey

PLUS 

EFFECTIVE STRATEGIES FOR:

RIDE CONTROL

CHEMICALS & ADDITIVES

EMISSIONS & EXHAUST

MARCH COVER 2013.indd   1 13-02-28   9:18 AM

http://issuu.com/action/page?page=4
http://issuu.com/action/page?page=6
http://issuu.com/action/page?page=16
http://issuu.com/action/page?page=26
http://issuu.com/action/page?page=12
http://issuu.com/action/page?page=24
http://www.autoserviceworld.com


agna p2.indd   2 13-03-01   10:25 AM

http://www.xtremestop.com


This Month
 Contents March 2013   Vol. 81,   No. 3

Appointments ......................................................... 10

Departments

3JOBBER NEWS / MARCH 2013

Autoserviceworld.com Internet Directory29
Comment
EARNING LOYALTY

30

Over the Counter
New Format for MACS 2013 Event Well Received 
by Attendees; Niagara Region Store Owner Dies 
in Snowmobile Mishap; Charest Headlines 2013 
Aftermarket Conference for Executives; ACDelco 
Rebrands TSS Program, Honours Key Distributors; 
Aftermarket eForum Breakout Sessions to Deliver 
Strategies and Solutions; 2013 Training Schedule 
for Raybestos and Aimco Brand Brakes; Agna 
Brakes Expands Into Ontario; Dayco Expands 
Global Footprint. 

4

12 Market Tracker: Target Marketing 
Builds Chemical and Additives Sales
The key is to understand your market and hone in  
on a select group of products you know will move well.

Marketplace Classifieds/ Advertisers Index .......... 29

16     COVER

20 EFFECTIVE SALES STRATEGIES: Reviewing 
Sales Strategies to Boost Steering, 
Chassis and Driveline Sales
With economic indicators pointing to a moderate, 
steady upswing in aftermarket sales, there is no better 
time to re-evaluate your current sales strategies.

26 Knowledge Building: 
Education is the Key to Increased  
Ride Control Sales
When it comes to building ride control sales,  
education is going to be the handiest tool in your 
sales kit. 

WIN THE RACE 
WIN THE CUSTOMER
Second Annual Shop Survey Results

There is a decades-old adage that  

says you can’t sell from an  

empty shelf. Even today, as  

the capabilities of modern  

inventory management  

systems run headlong 

into exploding part  

proliferation, that  

sentiment rings truer  

than ever.

24 How to Sell More Exhaust, Emission, 
and Tune-Up Parts
With the aftermarket “sweet spot” now stretching 
from six- to 12-year-
old vehicles, the 
exhaust, emission, 
and tune-up parts 
categories offer 
plenty of opportu-
nity for increased 
sales.

P3 MARCH CONTENTS.indd   3 13-02-28   1:01 PM

http://issuu.com/action/page?page=16
http://issuu.com/action/page?page=24
http://issuu.com/action/page?page=4
http://issuu.com/action/page?page=12
http://issuu.com/action/page?page=20
http://issuu.com/action/page?page=29
http://issuu.com/action/page?page=30
http://issuu.com/action/page?page=26
http://issuu.com/action/page?page=10
http://issuu.com/action/page?page=29


The Mobile Air Conditioning Society Worldwide 
ushered in a new format for its annual tech event 
and show to positive reviews.

The global mobile air conditioning industry 
came together in Orlando, Florida in February 
to learn, network, and determine the best way 
forward for the industry. Over 1250 professionals 
attended the Mobile Air Conditioning Society 
Worldwide (MACS) 2013 Training Event and 
Trade Show, and visited 92 exhibitors in 136 
booths during Friday’s trade show.

“MACS introduced a new convention format 
for our three-day event with great success,” 
commented Elvis L. Hoffpauir, MACS president 
and COO. “In an economy that is still finding 
its footing, we are pleased with the attendance 
at our show and the enthusiasm of our members.”

Feedback from exhibitors and attendees was 
upbeat. “I have heard very positive comments 
all day Friday, especially around the training and 
technical sessions – reaching the technicians is 
paramount for Delphi, and training is extreme-
ly important. Also I enjoyed Kenny Wallace as 
the guest speaker at the Keynote lunch; fun to 
see and hear a down-to-earth guy sharing fun 
stories about his life and racing career,” related 
J. Marcello Ganasevici, global product line 
director – IAM Thermal, VE, Chassis Delphi 
Product & Service Solutions, a MACS member 
and exhibitor.

“We had a good show with more people 
visiting our booth than last year. We met with 
both domestic and international Supercool 
customers, and made some good new contacts 
as well. The Supercool T-shirts were a hit again 
with a record number of shirts given to show 
attendees,” said Phil Eggen of Supercool, a 
MACS member and exhibitor.

Gary Halpern, president of Neutronics of 
Downingtown, Pa., remarked, “The 2013 MACS 
Convention exceeded all of our expectations. 
From the golf tournament, to the receptions and 
luncheons and the trade show, everything was 
first-class and well attended. We will definitely be 
back in 2014.”

“It was a very successful show and I like 
the new format with the one-day trade show. I 

was also very happy with the foot traffic at the 
trade show,” remarked David Vincent of BVA 
Oils, Wixom, Mn., also a MACS member and 
exhibitor.

New Format for MACS 2013 Event  
Well Received by Attendees
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John’s Auto Parts Joins 
Bestbuy 

Bestbuy Distributors has 
announced the addition 
of John’s Auto Parts of 
Brampton, Ont., to the 
family of Bestbuy share-
holders. Located at 22 
Strathearn Avenue in 

Brampton, the business  
is operated by  

Dominic Verrico.

*    *    *

CRP Automotive Launches 
Facebook Page

CRP Automotive has 
recently launched its new 

fan page on Facebook. 
Fans of the CRP 

Automotive page will be 
able to find out about the 
latest product offerings, 
product news, training 

tips, and event updates, as 
well as view information, 

training videos, and other 
industry-related news.  

Visit www.facebook.com/
crpautomotive.  

*    *    *

New Oxygen Sensors 
From Spectra Premium
Spectra Premium is now 

offering a new line of 
 oxygen sensors for 
tomorrow’s vehicle 

needs. Consisting of over 
350 new, high-quality part 
numbers and providing 
coverage for both early- 
and late-model, import 

and domestic applications, 
Spectra’s offering provides 

coverage on 95% of  
customer sales.

MACS 2013 Board of Directors 
and Officers Installed at Annual 

Meeting
The board of directors of the Mobile Air 
Conditioning Society (MACS) Worldwide has 
elected the following officers for the 2013 
board term:
Chairman: Andy Fiffick of Rad-Air Complete 
Car Care, Cleveland, Ohio.
Past Chairman: Michael Deese of Santech 
Industries, Dallas, Tex.
Vice Chairman: Gus Swensen of Cool Car 
Auto Air, Columbus, Ga.
Treasurer: Peter Coll of Neutronics, Exton, 
Pa.
Secretary: David Jack of Denso Sales, Long 
Beach, Calif.

The MACS board of directors has 13 
members, four from the service and repair, 
distribution, and manufacturing divisions 
plus the past chairman. Six members are 
elected annually to two-year terms.

Elected to a two-year term from the service 
membership for 2013 were Gus Swensen of 
Cool Car Auto Air, Columbus, Ga., and R.C. 
Shirmer of Glen-Ray Rad Inc. of Wausau, 
Wis. Elected to a two-year term from the 
distribution membership were William Perez 
of Auto Air Parts of Puerto Rico, San Juan, 
Puerto Rico, and Steve Sunday of Sunair, 
Ft. Worth, Tex. Elected for a two-year term 
from the manufacturer membership were 
Peter Coll of Neutronics, Downington, Pa., 
and Grace Davis of Omega Environmental 
Technologies, Dallas, Tex.

To learn more about MACS Worldwide 
and the upcoming 2014 Training Event and 
Trade Show at the Sheraton New Orleans, 
January 16-18, 2014, visit the MACS website 
at www.macsw.org.
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Niagara Region Store Owner 
Dies in Snowmobile Mishap

Edward DeHaan, who operated John’s Auto 
Supply in Smithville and Beamsville, Ontario, 
with his family, has died in a snowmobiling 
incident.

DeHaan, 48, died returning from an outing 
with friends when the group plunged through 
the ice on the Muskoka River. DeHaan was the 
only member of the group who was unable to 
make it out of the water.

Provincial police say he and three other snow-
mobilers took a wrong turn while heading back 
to their cottage in the evening and ended up 
plunging into open water in the Muskoka River.

DeHaan is survived by his wife and friend of 
26 years, children Chantel and Cody Poliquin, 
Jessica and her fiancé Kyle Wasilyn, Nick and his 
girlfriend Tralayna Weaver, and Emily. He was 
the proud new grandfather of Colby.

Charest Headlines 2013 
Aftermarket Conference for 

Executives
Jean Charest, one of Canada’s most notable  
political figures, will headline this year’s After-
market Conference for Executives in Quebec 
City this April.

Organized by the Automotive Industries 
Association of Canada (AIA), the Aftermarket 
Conference for Executives (ACE) is being held 
April 12 at the Fairmont Le Chateau Frontenac 
in Quebec City, and opens with a Welcome 
Reception the evening of April 11. ACE is a 
one-day leadership conference being held on 
April 12th that provides a unique learning and 
networking experience for senior executives 
and next-level managers specifically focused to 
their career level. This year’s line-up of speakers 
willing to share their wisdom, knowledge, and 
insights includes:

Keynote speaker Jean Charest served as the 
29th Premier of Quebec from 2003 to 2012, 

and has been a major political figure since 
1984 when he was first elected to the House of 
Commons. Speaker Dan Gardner is a columnist 
and senior writer with The Ottawa Citizen and 
National Post. Dan Gardner’s latest book, Future 
Babble, examines the dismal record of expert 
forecasts. He offers a fresh new perspective 
not just on risk, but on the way people make 
decisions in the real world. Dr. Sherry Cooper, 
recently retired as the chief economist of BMO 
Financial Group, has repeatedly been called 
one of the most influential women in Canada. 
She is in constant demand as a speaker and 
writer because of her ability to simplify and 
de-mystify the complex subjects of economics 
and finance. The AIA will also be holding its 
Annual General Meeting in conjunction with 
the ACE event.

For more information, visit www.aiacanada.
com.

Aftermarket eForum Breakout 
Sessions to Deliver Strategies 

and Solutions
Three breakout sessions will deliver strategies 
and solutions on day two of the 2013 Aftermarket 
eForum, May 22-23, at the Hyatt Regency O’Hare 
in Rosemont, Ill., the Automotive Aftermarket 
Industry Association (AAIA) has announced.

Each 90-minute session will be presented by 
a team of subject matter experts and repeated, 
to allow attendees the best opportunity to 
discover new strategies and solutions, includ-
ing “The ROI of B2B E-Commerce,” “Drafting 
Your Telematics Roadmap,” and “Tackling the 
Supply Chain Gorilla.”

Joe Register, president, Prescient Technologies, 
will facilitate the B2B E-Commerce session; 
Fred Blumer, president and CEO, Vehcon and 
co-founder, Hughes Telematics, will guide the 
discussion of telematics game plans; and Rod 
Bayless, product director, Epicor Software, 
will lead the discovery of how to tackle supply 
chain inefficiency.

Dayco Releases Over 500 
New Parts 

Dayco Products has 
released over 500 new 

parts for the automotive, 
heavy duty, ATV, and  
snowmobile markets, 

including:
• 10 Poly Rib belts;

• 99 radiator/heater hoses;
• 27 tensioners;

• 18 pulleys;
• 6 timing belts;

• 20 hydraulic timing  
tensioners;

• 27 timing kits;
• 248 hydraulic couplings;

• 55 hydraulic hoses;
• 10 ATV and snowmobile 

belts.
Visit www.dayco.com
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The Aftermarket eForum agenda offers a concentrated 
dose of keynote speakers and industry influencers on day 
one, followed by the thought-provoking breakout sessions on 
day two. eForum immediately follows the Global Automotive 
Aftermarket Symposium (GAAS) and offers the opportunity 
to attend two important industry events with a single flight and 
hotel stay. Discounts are available for combined registration. A 
complete agenda and registration information is available at 
www.aftermarket.org/eforum. 

ACDelco Rebrands TSS Program,  
Honours Key Distributors

ACDelco Canada is changing the name of its Total Service 
Support program. It will now be known as the Professional 
Service Centre Program.

ACDelco made the announcement at its 2013 ACDelco 
National Meeting in January, which played host to more than 
150 of its exclusive distributor customers and subject matter 
experts.

The newly rebranded ACDelco loyalty program has one of 
the largest membership bases in Canada. This name change 
better reflects the positive and professional nature of these key 
independent repair facilities, says the organization. As part of 
this announcement, the existing rewards program has been 
enhanced with a new Visa Rewards card.

Held in Toronto, the three-day national meeting focused 
on its strategic high-quality product lines and national loy-
alty programs. The meeting also allowed all product, sales, and 
e-business managers the time to discuss new initiatives, ensuring 
all delegates and key ACDelco staff from across the country had 
the opportunity to meet face to face.

“This meeting allows all of our exclusive distributor custom-
ers to hear about our new initiatives and the value selling the 
ACDelco brand can bring to their business. We know it’s a 
competitive market and that’s why we take this time to go over 
the products, programs, and people we have in place to support 
our customers,” says Corey Graham, national sales and market-
ing manager. 

The meeting also had a full-day focus on the entire suite of 
e-business support tools offered by ACDelco for these specific 
aftermarket customers. More than 25 experts from ACDelco 
and their vendor programs were on hand for a CyberCafe trade 
show, followed by detailed breakout sessions.

ACDelco also took the opportunity to recognize the achievements 
of its distributors. Performance awards were presented to select 
ACDelco distributors who achieved sales and program execution 
excellence in 2012. Back Row (left to right): David Bakos – General 
Director, Customer Care and Aftersales; Rod Newlove – Automotive 
Parts Distributors; Kenton Switzer – Pat’s Auto Supply; Scott Scherr 
– Warehouse Services Inc.; Cam Pettinger – Canusa Automotive 
Warehousing; Eric Knogler –Knogler Holdings Inc. Sutherland; Corey 
Graham – National Sales Manager, ACDelco; Paul D’Aurelio – Director 
Sales and Marketing, Customer Care and Aftersales. Front Row (left to 
right): John Di Biase – Bolton Auto Parts; Sylvie Roy – Les Pièces GR; 
Raymond McNeely – Benson Auto Parts; Ed Coates – Lordco Parts 
Ltd. Missing: Rodd Brown, Hosie and Brown Auto Electric Ltd.
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Continued from page 7

Wix Filters Releases 626 
New Parts 

Wix Filters introduced 
626 new parts in 2012. 
The total includes 446  

industrial and 180  
traditional light-duty  
and heavy-duty filter  

applications. In addition, 
WIX will launch 50 new 
ProTec cabin air filter 

applications in the  
domestic- and foreign-

nameplate passenger car 
categories. Visit  

www.wixfilters.com.

2013 Training Schedule for 
Raybestos and Aimco Brand 

Brakes
Today’s top technicians understand the impor-
tance of keeping current with the latest systems, 
products, guidelines, and procedures. Raybestos 
ACE ASE certified training centre courses and 
field-training modules provide salesmen, count-
ermen, novice technicians, journeymen techni-
cians, and even ASE technicians the knowledge 
they need to remain at the top of their field.

The classes are led by ASE- and NATEF-
certified instructors and are designed to 
accommodate the busiest schedules and tightest 
budgets. They reach more than 8,000 technicians 
annually, and the cost of training is less than 
$15/hour.

Training Centre Courses include brake system 
diagnosis and repair; intro to ABS; brake systems 
of today and beyond; channel partner sales train-
ing. Field Training Modules include brake systems 
analysis and repair modules I and II; servicing 
brakes on modern vehicles module II.

For enrollment information, contact Raybestos 
ACE Technical Services at 800-274-4631.

Agna Brakes Expands Into Ontario
Agna Brakes is expanding its Quebec-based 
distribution model into Ontario. 

The new Agna Brakes distribution centre will 
be located in the heart of the automotive district 
at 151 Carlingview Drive, Toronto, Ontario.

 “Agna will inventory a full line of Autologix 
brake pads, brake shoes, rotors, drums, and 
hardware and will also be introducing its new 
Prologix line of vehicle-specific brake pads and 
coated rotors,” says Agna’s sales and marketing 
manager, Lorne Cherry.

“With the assistance of our sales agency, RPM 
Sales & Marketing, Agna is well positioned and 
equipped to tackle this competitive marketplace 
with an innovative approach and quality prod-
ucts not yet present in this marketplace,” adds 
Cherry.

Dayco Expands Global Footprint 
Dayco has announced the acquisition of the 
Nytron Group, a Brazilian-based leading manu-
facturer of drive belt and timing tensioners, 
pulleys, and hydraulic actuators for the automo-
tive aftermarket. Alone, Nytron is the largest 
manufacturer of tensioners and pulleys in South 
America.

With the completion of this acquisition, Dayco 
becomes the market leader in tensioners and 
pulleys with the largest market share in South 
America. The acquisition will also allow Dayco to 
significantly strengthen its position in the South 
American automotive belt market.

Nytron will also provide the Dayco North 
American aftermarket access to additional 
parts, improving Dayco’s product offering and 
coverage. 

Continued on page 10
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Ideal Supply Company Ltd. is has announced the appointment of Dan Clark as sales 
manager, automotive division. Dan has worked in the automotive market his entire 
career with companies such as Fram, Specialty Sales and Marketing, and most recently 
NAPA Autoparts, as the assistant sales manager for Ontario. Clark will be responsible for 
developing and overseeing key business growth strategies for the automotive division, 
cultivating essential long-term partnerships with vendors, account managers, branches, 
and automotive clients. Dan’s extensive market knowledge and exceptional relationship-
building skills are vital components for Ideal Supply’s continued, successful service to the 
automotive industry.

APPOINTMENTS

OBITUARIES
Gordon A. Ulsh
Aftermarket veteran Gordon A. Ulsh, 66, a resident of Johns Creek, Georgia, died 
suddenly on February 1, 2013. 

From his first job sorting soda bottles and vegetables in a neighbourhood grocery 
store in Indiana, Ulsh forged a successful and storied career, serving more than 40 
years in the automotive and industrial markets. From April 2005 until his retirement 
in July 2010, he served as president, chief executive officer, and a director of Exide 
Technologies.  Headquartered in Milton, Georgia, Exide is a global leader in stored 
electrical-energy solutions for industrial and transportation applications.  His ten-
ure at the company was characterized by growth and stability – chiefly as a result of 
his steady leadership during a tumultuous economic period.  Ulsh was known for 
his approachability, charisma, and larger-than-life personality.  

From 2001 until March 2005, Ulsh was chairman, president and chief executive 
officer of FleetPride, Inc., the nation’s largest independent aftermarket distributor 
of heavy-duty truck parts. Prior to joining FleetPride, he worked with Ripplewood 
Equity Partners, providing analysis of automotive industry segments for investment 
opportunities.  He served as president and chief operating officer of Federal-Mogul 
Corporation in 1999 and also as head of the company’s worldwide aftermarket 
division in 1998. Prior to Federal-Mogul, he held a number of leadership positions 
with Cooper Industries, Inc., including executive vice-president of the automotive 
products segment. Ulsh joined Cooper’s Wagner Brake and Lighting division in 
1983 following 16 years in manufacturing and engineering management at Ford 
Motor Company.   He graduated from Butler University in Indianapolis, Indiana 
with a degree in liberal arts. 

At the time of his death Ulsh was lead director of the Philadelphia-based 
Cardone Industries Board, and a director of OM Group, Inc., in Cleveland, Ohio.  
He also served as a U.S. Advisory Board member of Alexander Proudfoot.

Clay Buzzard 
Clay E. Buzzard, former Uni-Select board member and chairman and chief execu-
tive officer of Middle Atlantic Warehouse Distributor Inc. (MAWDI) from 1963 until 
2004, when Uni-Select purchased the company, passed away February 7 at the age 
of 87.

While Buzzard left the board in May 2012, he remained very active in the busi-
ness during his time on the board and contributed significantly to Uni-Select’s suc-
cess. He maintained a close relationship with company employees, customers and 
industry leaders during his entire career.

Buzzard is described as a true pioneer and leader in the industry who loved the 
aftermarket. He was known as a kind, passionate, hardworking, and charismatic 
person who brought people together and gave them the opportunity to succeed in 
business and in life.

Buzzard was also chairman and chief executive officer of Clarit Realty Ltd. and 
the chairman of AWDA University Foundation. He received many honours during 
his career, being recognized the Leader of the Year by the Automotive Warehouse 
Distributors Association in 1996, awarded the Hall of Fame by the New York State 
Automotive Aftermarket Association in 2000 and the Automotive Aftermarket 
Education Award by the Northwood University in 2003.

Earlier this year, Mr. Buzzard, along with 17 of his fellow veterans, was awarded 
the French Legion of Honour Medal. The French Legion of Honour Medal is given 
to veterans who helped in the liberation of France during World War II. This medal 
was created to celebrate extraordinary contributions to the country, and is France’s 
highest distinction.

THE PROBLEM SOLVER®

COMPLETE 
COVERAGE
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NAMEPLATES?
Trust MOOG® Steering and  
Suspension parts!

MOOG® steering and suspension parts provide the coverage you 
need to restore like-new steering and handling to today’s popular 
Asian vehicles. From Toyota, Honda and Mazda to Kia, Hyundai, 
Suzuki and more, MOOG has Asian imports covered.

So the next time you have an Asian import in  
your service bay, make MOOG your first choice.  
With MOOG parts you’ll get every  
advantage you need to service 
that vehicle right!

MOOG’s coverage includes 
popular Asian imports such as 
the 2008 Toyota Camry.

©2013 Federal-Mogul Corporation. MOOG and Asia-Spec are trademarks owned by Federal-Mogul Corporation, or one of its subsidiaries, in one or more countries.  
NASCAR and the NASCAR Performance logo are registered trademarks of the National Association for Stock Car Auto Racing, Inc. All rights reserved.
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Target Marketing Builds 
Chemical and Additive Sales

The typical chemical and additives display in any auto 
parts store can appear overwhelming, given the 

myriad of brands and products on the market. The key 
is to understand your market and hone in on a select 
group of products you know will move well.

Ask yourself, does your display stand out from others 
that you have seen? Are you utilizing Point of Sale (POS) 
materials provided by your suppliers? Are counter staff 
conversant on all products on your shelves?

While most remedy products are self-explanatory, 
when it comes to describing some of the finer features 
of some additives and cleaners it can get quite complex 
and could confuse the customer.

Often, a better approach is to avoid the technical 
information and highlight the features and benefits of 
the products to your customers. Keep it simple, and you 
have a better likelihood of making the sale.

Whether you’re dealing with a technician, a walk-in 
or a DIYer, you need to know what you’re talking about. 
Most manufacturers will take the time to inform their 
jobber about their products. Many hold “lunch and 
learn” sessions at the jobber’s store. These usually run 
an hour or so and focus on a handful of items, so the 
sales staff can walk away better equipped to educate 
their customers. Many manufacturers also offer periodic 
incentive programs to aid the counter staff in boosting 
seasonal sales of certain items.

For example, an airflow sensor cleaner can be sold to 
service stations by indicating to the technicians this is an 
upsell item. Service providers can offer their customers 
this service as an add-on to an oil change, since airflow 
sensors have a large impact on fuel economy and horse-
power. Now that vehicles are coming in for service less 
often due to extended oil change intervals, it’s prudent 
for the technician to bundle services that can improve 
the vehicle’s performance and fuel efficiency.

Most manufacturers now provide extensive product 
information online. This is in addition to pamphlets 
and Point of Sale materials that the jobbers can utilize. 
Chemicals and additives are often impulse sales items 
for walk-ins, so maintaining an attractive display is para-
mount.

Keep your display clean, organized, well stocked, and 
attractively priced. Ensure it can be easily seen and all coun-
ter staff should be comfortable making presentations on all 
of the products you carry to walk-in customers.

Keep in mind, as we head into spring, to purchase more 
appearance and car-care products: waxes, car washes, carpet 
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Continued on page 14

cleaners, wheel cleaners, upholstery cleaners, and degreasers.
At the same time, wind down inventories of winter products 

like antifreeze, lock de-icer, and products specifically formulated 
to meet winter conditions.

When spring finally arrives, many consumers have not cleaned 
their vehicle in six months and see this display as a reminder it’s 
time for a good spring cleanup. While profits on these products 
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Cleaners and Degreasers Going Green

may be thin, don’t underestimate their importance for gener-
ating repeat business.

The quantity of products on display is not as important as 
the quality of the selection. Having a thorough knowledge of 
these offerings means each customer that walks in the door is 
an opportunity to make another sale.

For instance, when it comes to brake cleaners and degreasers, 
techs are generally your best customers, and they are looking 
for performance and price. The chemical cleaning market, 

particularly brake cleaning products, has become highly 
competitive in the last few years as more offshore brands have 
entered the market. In many instances, installers are finding 
that the cheapest product on the shelf is not always best when 
they find themselves going through case after case, week after 
week. Be sure to let your customers know that the brand-name 
brake cleaners and degreasers you carry may cost a little more, 
but they will a do a better job, use less product and save the 
installer money in the long run.

The clock is ticking on widespread use of chemical cleaners 

and degreasers, as environmental regulators continue to push 

for more stringent regulations. While most installers would happily 

embrace new environmentally friendly cleaners and degreasers, there 

is one stipulation: they have to work as well as the old products they 

are replacing.

Over the years, degreasing solvents have included chlorofluoro-

carbons (CFCs), Trichlorethene (TCA), Trichloroethylene (TCE), and 

Perchlorethylene (PCE). CFCs and TCA were found to cause ozone 

depletion and were phased out years ago under the Clean Air Act. 

Currently, the primary solvent used in degreasing is TCE. PCE is used 

less often than TCE, but is still used in significant quantities primarily 

in the dry cleaning industry.

Typically an alternative solvent’s performance must be as good or 

better than the current degreasing solvent in order to be adopted. PCE 

is generally used in degreasing operations because of its high boiling 

point, which allows the solvent to remove soils and waxes that lower-

boiling solvents may not. 

A major concern for consumer and worker health and safety is the 

wide variety of automotive aerosol detailing products and cleaners 

that contain PCE in high concentrations. Performance considerations 

for effective aerosol brake cleaners include efficiency, drying, and 

residue. Aerosol brake cleaners are favoured by shop owners because 

they allow for quick, efficient repairs. The main components in some of 

the cleaners found on the market are heptane, C9-C12 hydrocarbons, 

toluene, and xylene.

Laboratory and field-testing of alternative aerosol brake cleaners 

is ongoing, and a new formulation containing soy and acetone and 

utilizing nitrogen as a propellant in a rechargeable and refillable spray 

delivery system is currently being tested with favourable results.

Acetone is not classified as a VOC, and it is lower in toxicity than 

most other organic solvents. Soy also has very low VOC content, and 

like acetone, is low in toxicity. 

Preliminary findings indicate this alternative brake-cleaning aerosol 

has equivalent performance to PCE-based products and is comparable 

in cost.
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Learn more about NextGen™ at NextGenMotorOil.caLearn more about NextGen™ at NextGenMotorOil.ca

Valvoline invented the engine oil category almost 150 years ago – and we haven’t stopped pushing new innovations since.

NextGen™ motor oil is the latest in a long line of category-changing introductions. 

Made with 50% recycled oil, NextGen™ delivers 100% Valvoline engine protection. NextGen™ motor oil is great for engines 
and better for the environment, it exceeds industry specifi cations with reduced environmental impact compared to
non-recycled motor oil.

Naturally, NextGen™ is supported by the full force of Valvoline’s innovative marketing programs.

Welcome to the Next Generation in motor oil.

Dr. John Ellis 
invents motor oil

1866

Valvoline introduces 
the fi rst & best 
selling racing oil
of all time

1965

Valvoline develops 
X-18, a single grade 
oil which could be 
used in place of 18 
different specified 
automotive lubricants

1939

Valvoline launches 
DuraBlend™, the fi rst 

synthetic blend
motor oil

1996
Valvoline launches 
NextGen™, the fi rst 
national branded 
recycled motor oil

2012

2000
Valvoline launches 
MaxLife®, the fi rst
motor oil for high 
mileage engines
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here is a decades-old adage that says you can’t sell from an empty shelf. Even today, as the capabilities of 

modern inventory management systems run headlong into exploding part proliferation, that sentiment 

rings truer than ever.

And, we might add, you need to keep 

the delivery vehicles rolling too. 

And so, in this way Jobber News’ second 

annual Shop Survey should not surprise. 

However, the acuteness of the need, or the 

generous benefit to you for meeting the challenge (depending on how you look at it), and how 

quickly the wrong moves can put you out of favour, might be greater than you think.

First, the overall results. We asked shop owners what they were looking for in their first-call jobber, 

what was most important to them, and added for this year, how much they were buying from the car 

dealer and why.

What the respondents told us – 290 in all, over a one-week period – was that the availability of parts 

was the most important factor in their decision on whom they called first. While this might not be a 

shocking revelation, the fact that Price/Discount was the fifth most important factor is worth noting. 

It isn’t that price isn’t important; it was mentioned as a key point of friction when a relationship went 

south. But price alone is not what will keep you in the game, according to shop owners. The reasoning 

isn’t too hard to fathom. 

“To reach our goals as shop owners, we need to be productive and efficient,” said one commenter. 

“We have to get the parts in ASAP to keep the techs busy and prevent cars from being stuck in the 

bay,” added another. Continued on page 18

WIN THE RACE WIN THE
Second Annual Shop Survey Results
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COVER STORY Continued from page 16

Naturally, availability and delivery go hand in hand, and 
there are regional factors that can affect what is considered 
“good service.” And a number of comments were logged 
about the need to improve delivery times: “Need fast delivery; 
1-2 day best. Jobbers we have now are taking up to a week. Not 
acceptable,” reported one Saskatchewan-based respondent.

New to our survey of factors this year was the “Relationship,” 
added at the suggestion of a participant last year. And a 
good thing too, as it handily came in as the second most 
important factor to shops in choosing a first-call jobber.

“Build the relationship and watch your business grow,” 
one shop put it succinctly. 

“I am looking for the jobber to take care of my shop 
by: 1) backing the warranty on their parts and labour 
without having to join ‘A Program’; 2) paying a fair rate 
for replacing their defective parts.”

And, more positively, “Sometimes it is worth paying a 
little more for a part and having the extra support when 
needed.”

This year, we also decided to probe the dealer competi-
tion. This yielded some very interesting insights.

For one, almost two-thirds of the respondents said they 
are buying no more from dealers than they had tradition-
ally done, but the remainder have ramped up purchases.

More than half of the respondents (54%) said they 
are buying less than 10% of their purchases from the car 
dealer, with the vast majority of purchases coming from the 
first-call jobber, and the remainder sprinkled amongst multiple 
sources: more than 40% said they typically buy from four or 
more jobbers in a given month.

Of course, on the flipside, nearly 30% said they buy from 
15% to 25% of their parts from car dealers, so there is quite a 
spread in the practices of individual shops.

But the reasons the shops are doing what they are brings 
us right back to the core value they are looking for: parts 
availability. When their preferred jobber, or the aftermarket at 
large, cannot supply a part – yes, there were also issues of price 
and quality mentioned – they would go elsewhere. 

The wake-up call on this front has to be that while most 
respondents reported improved aftermarket availability, some 
shops are starting to talk about how it is getting tougher and 
tougher to get late-model applications, and they’re concerned 
about the capability of the aftermarket to supply electronics 
going forward.

“We have not seen a big change in having to buy more parts 
from the dealer. Yet!! But I can see with the newer car that this 
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will change with all the new technology that is in the new cars, 
like VIN-specific parts and modules.”

The aftermarket industry should watch this issue closely 
going forward, and ensure that confidence in aftermarket 
supply remains high. It has become an increasingly competitive 
marketplace, and not just among jobbers.

“Jobbers need to realize that on most bread-and-butter type 
jobs (e.g., brakes), the dealers are becoming very aggressive 
with pricing (example: BMW package price on brakes). Also, 
it is very important to compare list price with the dealers on 
first-line product; jobber stores are way behind on their retail 
pricing now.”

“More parts seem to be dealer-only. I have also been surprised 
to find some OEM parts considerably less expensive than jobber 
in some cases. Can you sell an aftermarket part for more than 
dealer list?”

In reviewing the diversity of comments and the wide spread 
in statistical averages, it is very clear that there is no one magic 
formula; different customers value some issues more highly 
than others. 

Still, this doesn’t change the fact that taking care of the 
basics is what will get you to the top of the list and keep you 
there.

Shop owners overwhelmingly indicated that you need to 
provide parts, support, pricing, and professionalism. These 
comments were pretty typical:

“Always push quality before second-line components. We 
do not have time to deal with warranty because of inferior 
parts. If my customer starts to balk at prices, I tell him that I 

have access to another line and give a estimate that way and let 
the customer make the choice, with them fully understanding 
the difference in warranty coverage.”

“Sell quality parts, timely delivery service, and trained coun-
ter people. Pricing is important but only comes into play after 
the other criteria have been met.”

To close, Rick Martin of Fast Forward Auto, Neebing, Ont. 
(near Thunder Bay), offers sage advice for jobbers and their 
counter staff alike:

“I find that the quality of the counter people has been 
compromised in the last 10-15 years, [with] too many part-
timers that don’t care or realize how many people get affected 
negatively when wrong parts are delivered. The parts trade 
traditionally has a poor pay grade, and the effects of that have 
started to surface. I would be willing to pay slightly more than I 
do for a more knowledgeable staff to service my needs, instead 
of having to ask for that select one or two parts men who know 
their stuff.”
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W ith economic indicators pointing to a moderate, steady 
upswing in aftermarket sales, there is no better time 

than now to re-evaluate your current sales strategies. Identify 
the ones that are working well, and look for ways to tweak 
them. And, more importantly, identify the sales strategies 
that just aren’t paying off. Your ability to keep a finger on the 
pulse of overall customer satisfaction is vitally important to 
the success of your business during this new growth period.

For any business to be successful, it’s strongly recom-
mended that you not try to be all things to all people. To 
understand the needs of your buyers, you must first do an 
analysis of your particular market. Identify the needs, and 
identify the limits as well. Once you understand your local 

business base of installers, consumers, industrial, commercial, 
and seasonal business, you can then apply that data to your 
particular “aftermarket sweet spot.”

The aftermarket sweet spot is the age range of vehicles 
where the aftermarket thrives. Sweet-spot vehicles are those 
that are old enough to be out of warranty, but still young 
enough that their owners are willing to put significant money 
into maintenance and repairs to keep them running.

There has been a slight migration of this sweet spot over 
time. Years ago, it was vehicles four to seven years old, but this 
has shifted as vehicle warranties have become longer.

Continued on page 22

EFFECTIVE SALES STRATEGIES:
Steering, Chassis and Driveline Sales: 
Know What’s Working and What’s Not

By Steve Pawlett

SALES STRATEGY
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Today, vehicles are much more sophisticated, built better, 
and are lasting much longer, and as a result the sweet spot has 
grown in size. It now encompasses vehicles six to 12 years of 
age. This is now considered the most attractive age range for 
the aftermarket.

Consumers spend an average of $1,000 per year on vehicle 
repairs. With the cost of vehicle ownership continually rising, 
consumers are looking for 
ways to reduce their oper-
ating expenses. As a result, 
vehicle owners are now much 
more proactive when it comes 
to vehicle maintenance. More 
consumers now see the value 
in following through with 
preventative maintenance 
today to avoid higher repair 
costs tomorrow.

As a service parts profes-
sional, you need to own your 
customers before the competi-
tion does. Each customer that 
walks into your establishment 
wants to feel special, to know he is well served and not over-
charged. By building strong relationships with your customers, 
you improve loyalty, repeat business, and of course your bottom 
line.

It can be as simple as focusing on the things your customers 
are concerned with, and as complicated as ensuring your staff 
are well trained with the necessary soft people skills and the 
vast product knowledge base that goes hand-in-hand with 
aftermarket parts supply sales.

In most cases the customer doesn’t understand exactly what 
the differences are between the lower- and higher-priced parts. 
Counter staff should take the extra minute or two to explain 
that the lower-cost part might not come with a warranty and 
might be manufactured from inferior materials that could 
compromise the part’s durability and the customer’s driving 
safety. It’s also helpful to share the key selling features of the 
higher-quality parts. Then ask them whether saving $10 or $15 
really outweighs those advantages. In a majority of cases, the 
customer will make the right decision.

Strong sales skills and product knowledge are what lead to 
customer satisfaction, and that is a bridge you want to build, 
because it leads to increased revenue and profitability.

When price becomes the focus of your marketing message, 
you are no longer unique. Your competition can easily mark 
down their prices, and there goes your advantage and profits.

Soft Skills

During the rush of a typical day, it’s not always possible to 
engage every customer in a lengthy conversation to gain 
valuable insight to build the sale, but it does only take a few 
seconds to ask about the vehicle’s condition.

One of the reasons why customers are holding on to 
their cars longer is that the vehicles themselves are far more 
sophisticated and reliable. And that makes the choice of 
replacement component extremely important in a number of 
product categories, including steering and suspension parts. 

More customers are looking to restore their vehicles to 
“like-new” condition. Counter staff can quickly determine a 
customer’s needs by asking open-ended questions, such as 
What do you expect from this repair? Do you want to restore 
your car’s steering and handling to OE or better? Do you 
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Continued from page 20

want a part that will help prevent the same type of problem 
you experienced with the existing component? Do you want a 
component that will last longer and help protect your safety? 

With manufacturers releasing such large volumes of new 
parts into the aftermarket on a monthly basis, it’s critical to 
customer sales to keep up to date on them and have the best 
components on hand. Building strong business relationships 

with reputable suppliers is par-
amount.

Ask yourself, which manu-
facturer is investing in the 
future of your business, and 
your installer customers’ busi-
nesses, through effective train-
ing, marketing, and point-of-
sale materials? Do they help 
you understand the engineer-
ing and manufacturing differ-
ences that make their parts 
perform better and last lon-
ger?  Do they develop innova-
tive, problem-solving designs 
that improve on the original 

part designs so the repair will result in increased durability, 
easier installation, and enhanced vehicle performance?  And 
will they stand behind the quality of their products to help 
protect you and your customers? 

All of these characteristics separate the quality-focused 
manufacturer from the suppliers who only want to sell based 
on the lowest possible price.

 If the customer does plan to keep the vehicle long-term, pre-
mium parts should be strongly recommended, for all the right 
reasons including exceptional performance, durability, ease of 
installation, and the fact that it is backed by a solid warranty. 

The SKU Dilemma

When it comes to steering, chassis, and driveline parts, 
components are changing all the time as manufacturers con-
tinue to strive for lighter, more fuel-efficient vehicles. These 
constant changes not only mean more SKUs; they also offer 
a constant flow of new opportunities for parts sales.

A good example is the increased used of CV joints in trucks 
and SUVs, to smooth out the ride and make them more car-
like. This has resulted in a much higher failure rate of CV 
joints, due to the higher stress caused by the use of these joints 
on much heavier vehicles.

It’s a well-known fact that many aftermarket parts include 
enhancements that address many of the shortcomings of OE 
parts that may have caused the part failure in the first place. 

The phrase “Better than OE” should be commonplace with 
counter staff. Having confidence in the products you sell will 
come across to your customer.  If you believe in what you have 
to offer, the customer will sense your sincerity and be inclined 
to have the confidence too.

A key step to ensure you exceed your customer’s expecta-
tions each and every time is to build product knowledge by 
working closely with your suppliers.

Always utilize Point-of-Sale (POS) material provided by 
suppliers. Talk to your reps about upcoming training semi-
nars, Webinars, and other product knowledge building clinics.

Well-trained counter staff with the necessary soft people 
skills and solid product knowledge will ensure you build 
strong relationships with your customers, and the proof of 
your success will show on your bottom line.

SALES STRATEGY
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W ith the aftermarket “sweet spot” now stretching from 
six- to 12-year-old vehicles, the exhaust, emission, 

and tune-up parts categories offer plenty of opportunity for 
increased sales. Selling successfully into these categories is 
largely dependent on knowing your customers’ needs, and 
having the right supplies on hand.

To sell successfully in the exhaust market, you need to 
have a solid inventory supply covering all the categories in 
your particular market, as well as a comprehensive backup 
supply of some of the hard-to-find slow movers.

Catalytic converters have become strong performers in 
recent years, and have been making up for the slowdown in 
exhaust system sales. More and more specialized aftermarket 
units are being engineered, as manufacturers continue to 
improve the technology. Having a good selection of these 
units in your inventory can boost your bottom line.

The popularity of direct-fit systems over universal fit 
systems may well play a role in your particular market. The 
street-level economic, demographic, and preference factors 
of your customer base will dictate what you need to have in 

stock and on-call better than any of the national stats you may 
be relying on.

With consolidation across model years, we are now seeing 
kits that will fit a wider range of models. The one-piece-fits-
all-models approach is definitely growing with manufacturers.

Even though stainless steel is very resilient to rust and lasts 
much longer, there are still several models out there that have 
vibration issues and insufficient flexibility issues that result in 
exhaust system failures. Often, the aftermarket replacement 
parts are designed to be much more robust and will reduce 
the chances of a reoccurrence of the problem. This is a good 
opportunity for counter staff to mention, “Aftermarket prod-
ucts are built better than OE.”

If you are in the game but are not always hearing what 
you’d expect from your customers, don’t dismiss this feed-
back out of hand. Look to your supplier reps as a quality 
source of information on ways to meet customer needs, with 
options they have available that you may be unaware of.  Keep 
in mind, different suppliers will have different approaches, 
should a change be necessary.

EFFECTIVE SALES STRATEGIES:

How to Sell More Exhaust,  
Emission, and Tune-Up Parts

SALES STRATEGY
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Emissions and the Aftermarket Perception

When it comes to engine management and emissions work, 
some technicians are reluctant to use aftermarket options 
because they are under the misguided belief that there is a 
risk of an unsatisfactory result. The question of quality after-
market emissions components might have held water a few 
years back, but that perception is no longer valid.

What some technicians still fail to realize is that the parts 
that make up the aftermarket inventory are actually the same 
parts they are able to obtain through the car dealer.

To determine if a customer is avoiding purchasing emis-
sion parts due to an outdated perception, look to your data-
base and analyze the customer’s buying patterns. Is he buying 
only domestic applications? Is he only buying one brand from 
you? Is he only buying older application parts from you?

The next step requires you to go to his shop and have an 
in-person conversation. This way, you can see first-hand if you 
are missing out on an opportunity to increase sales of quality 
emission components to this customer. You can’t presume to 
know what type of vehicles your customers are working on 
simply by their buying patterns. By going out to see them, you 
can look around and see what vehicles are on the lot and in 
their bays. Then ask yourself if what you are seeing is match-
ing up with what they are buying. If it doesn’t, then you have 
an opportunity to increase sales with that customer.

SALES STRATEGY
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Component Function Refresher

Solid product knowledge combined with strong sales skills are 
what lead to customer satisfaction and increased revenue 

and profitability. To be successful in sales in exhaust, emissions, 
and tune-up parts, counter staff should be comfortable and 
conversant with the functions and potential failure modes of the 
components they are selling. 

Here’s a basic refresher on the main components:
The Electronic Control Module’s (ECM) job includes the fuel 

system controls, and stretches to the ignition and other systems.
The Air Charge Temperature Sensor converts air tempera-

ture to a voltage signal, operating similarly to the engine coolant 
sensor.

The Engine Coolant Temperature Sensor (ECT) converts 
temperature into a voltage signal for the ECM to control fuel 
mixture, spark advance, and cold start idle, as well as other 
parameters.

The Cold Start Valve provides an engine with additional fuel 
for better cold starting. Its operation is controlled by the Thermal 
(or Thermo) Time Switch. 

The Crankshaft Position Sensor/Camshaft Position 
Sensor reads the position of the crankshaft or camshaft using a 
magnetic field, and sends a signal to the computer.

The Exhaust Gas Recirculation Valve and the EGR Valve 
Position Sensor work together to control NOx (nitrous oxide) 
emissions.

The Manifold Absolute Pressure (MAP) Sensor uses a 
pressure-sensitive disc to convert manifold air pressure to a volt-
age or frequency signal for the ECM. Its function is to allow the 
ECM to monitor engine load to accurately control ignition timing 
and the air-fuel ratio.

The Mass Air Flow (MAF) Sensor performs essentially the 
same function as the MAP sensor, but uses a vane that is forced 
open by engine vacuum/air flow rather than reading pressure.

The Oxygen (O2) Sensor measures the oxygen content in 
the exhaust manifold or exhaust pipe. It supplies a varying signal 
to the ECM to control the air-fuel ratio. Pre-converter-positioned 
O2 sensors measure combustion; post-catalytic-converter O2 
sensors measure catalytic converter efficiency.

The Throttle Position Sensor sends a variable signal that 
the computer uses to set air-fuel mixture, spark timing, torque 
converter lockup, air conditioning operation, EGR flow rate, and 
idle.

The Evaporative Emissions Control System is a method of 
recapturing fuel vapour that would otherwise end up in the atmo-
sphere. Generally this is in the form of a canister with a charcoal 
filter; vapours collect there and are condensed. The canister is 
purged at normal engine operation and the fuel routed to the fuel 
system.

The Idle Air Control Valve, also known as the Air Bypass 
Valve, is a motor solenoid that varies the amount of air passing 
around the throttle plates on fuel-injected vehicles. The Idle Speed 
Control (ISC) controls the idle speed during periods of closed 
throttle. It is an electric motor-operated plunger located adjacent to 
the throttle body.

Air Diverter Valves (or Air Management Valves) re-route the 
compressed air from the air pump under certain conditions. This 
air may be vented to the outside or, on some vehicles, it may 
direct air upstream of the O2 sensor on cold starts, to clean up 
HC and help heat the O2 sensor.

Pulse Air Injection Valves perform the same function as air 
pumps, but use the natural pressure variations in the exhaust 
stream to draw in fresh air.

The PCV Valve is the oldest emissions control item. It replaced 
the old dump tubes that vented crankcase vapours to the atmo-
sphere. The PCV Valve is a one-way check valve that vents these 
vapours (mostly HC from unburned fuel) back through the induction 
system to the combustion chamber for burning.
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Knowledge Building:

For the Counterperson March 2013

Education is the Key to  
Increased Ride Control Sales

Continued on page 28

W hen it comes to building 
ride control sales, educa-

tion is gong to be the handiest 
tool in your sales kit.  

Most consumers have only a 
vague understanding of ride con-
trol and how it affects the perfor-
mance and life of their vehicle. 
While it isn’t necessary to state 
Newton’s first and second laws 
to your customers, you do need 
to have a clear understanding of the basic functions of ride 
control. There are plenty of research data available to help you 
illustrate just how important ride control is to handling and 
stopping. 

A number of research studies into the effect of poor ride 
control on vehicle safety have shown unequivocally that poor 
ride control can manifest itself in a number of negative ways. 
These include degraded handling, braking, and steering, as 
well as excessive tire wear.
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Philips halogen upgrade headlight bulbs  

deliver 30%, 60%, or even up to 100% more  

light on the road.  More light at night makes driving  

safer and more enjoyable.  Give your customers the  

headlight that’s right for the way they drive – from Philips.
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Research has shown that 
having just one degraded shock 
or strut can lengthen stopping 
distance because tires can lose 
contact with the road. Degraded 
shocks and struts also reduce the 
vehicle’s ability to handle turns, 
especially in evasive manoeuvres.

Worn shocks and struts also 
lead to other suspension com-
ponent wear. This means if the 

vehicle owner ignores the problem for too long, additional 
repairs will be required much earlier.

Recommend a visual inspection of the shocks and struts, and 
examine the tires closely, looking for signs of cupping, which is 
caused by weak shocks/struts. The customer should also do the 
“bounce test.”

By encouraging shop owners to take the time to educate 
consumers on the real facts about deteriorated ride con-
trol, they will earn that customer’s trust and make him feel 

important and valued, key factors in 
effective salesmanship. In addition, 
help them understand that having 
confidence in the products you sell 
will come across to their customer. 
If you believe in what you have to 
offer, the customer will sense your 
sincerity and be inclined to have the 
confidence too.

Whenever possible, utilize Point-
of-Sales material and cut-aways to 
help illustrate your points on ride 
control. Once customers understand 
how a worn ride control system can 
compromise the safe performance of 
their vehicle, all that is left is to close 
the sale.

Below is a detailed Q&A that 
answers many of the typical questions 
you often hear concerning ride control. 
Share this with your customers, and 
advise them to visit websites provided 
by well-known suspension manufac-
turers like Monroe, Gabriel, and KYB 
to keep up to date on the latest suspen-
sion products training opportunities, 
and to learn more about the perfor-
mance benefits and improved safety of 
a well-tuned suspension system.
 
Why is it important to replace worn 
shocks or struts?
 
As shocks and struts degrade slowly 
over time, so does the performance 
and control of the vehicle. Shocks and 
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YOUR NAME:_________________________________ YOUR COMPANY NAME:____________________________________________
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struts play an essential role in the suspension system, keeping 
your tires on the road during daily driving conditions and 
aid in preventing your tires and other suspension parts from 
becoming damaged and worn out. If shocks or struts aren’t 
replaced, all ride control elements are affected. Your stability, 
steering, tire contact with the road, and ability to stop are all 
affected and greatly reduce driver safety. For maximum comfort, 
control, performance, and safety, encourage service providers 
to remind their customers that it is essential to replace their 
shocks and struts at regular intervals.

How can I check my shocks?

To check a vehicle’s shocks advise customers to take the vehicle 
to a local service technician and let them do an inspection. If 
you want to do a quick check yourself, you can look for any 
physical damage to the shock or strut housing or any leaking 
– this is especially common on rear units that tend to have 
stones kicked up by the front wheels. You can also perform 
a bounce test by taking each corner of the vehicle and pushing 
down hard. The corner should drop, rise, and settle again. 
If the body continues to move up and down, there’s a good 
chance the shocks need to be replaced. Most shock manu-
facturers recommend shocks be professionally checked by a 
qualified service technician every 12 months or 12,000 miles. 

When should shocks be replaced?

Generally, it is recommended that you replace your shocks or 
struts at regular 50,000-mile intervals, to ensure a safer and 
more comfortable ride in most vehicles. Actual mileage intervals 
may vary based on vehicle, manufacturer’s specifications, vehicle 
use, and environment. However, shocks and struts should be 
replaced for a number of reasons:
•  To improve or upgrade performance or restore original 

performance
•  If the vehicle suffers from excessive lean, sway or bouncing, 

nose-diving when braking, uneven tire wear, etc.
•  If the housing becomes damaged or dented; this may cause 

leaks that will affect the shock or strut’s performance
 

I’m trying to replace my shocks but they don’t seem long 
enough. Do I need longer shocks?

In some cases, you only need to support the lower control 
arm to shorten the distance while you connect the shock. 
Many vehicles are designed to use the length of the shock 
absorber as a limiter for suspension travel. You should measure 
the ride height before performing any suspension work. 
It can indicate other problems if it is out of specification. 
A lower than specified ride height might indicate that the 
vehicle has worn springs. A taller than specified ride height 
might indicate that a lift kit is installed on the vehicle.

 
What can I expect from my new shocks and/or struts?

Your new shock or strut will:
Increase driver comfort and control.

•  New shocks are better equipped to keep the vehicle’s tires on 
the road, which increases control of the vehicle

•  New shocks help soften the harshness of an uneven road, 
making the drive more pleasant

•  New shocks can also help prevent the vehicle from excessive 
leaning on turns, nose-diving on stops, or veering in cross-
winds, providing a more controlled and smooth ride

Continued from page 26

Reduce tire wear.
•  New shocks/struts will reduce tire wear and potentially 

increase the tires’ life. Worn suspension components such 
as old shocks and struts cause the suspension to move 
excessively, resulting in additional and sometimes uneven 
wear on tires.
Decrease stress on – and increase the life of – other key 

components and systems.
•  When tires lift off the road and then fall back down, it 

generates substantial energy which the rest of the vehicle 
components must absorb, thereby causing excessive wear 
and tear on these other parts, pieces, and systems

•  One of the key functions of shocks and struts is to absorb 
the energy and harsh road conditions of everyday driving 
and to isolate it from reaching the rest of the vehicle. If 
shocks are old and performance is reduced, this function 
is compromised, causing other components to experience 
extra wear. Example: when a car with worn shocks or struts 
nose-dives while braking, this causes extra wear on the front 
brakes.
Worn shocks may also cause the vehicle to move excessively, 

which causes additional wear on pivot points of the vehicle, such 
as when a car leans or sways excessively in turns, or veers in side 
winds 

Your new shock or strut will not:
• Determine your ride height. 

With the exception of a few specialty shock products, ride 
height is determined by your springs, other suspension com-
ponents, and the vehicle’s original design and construction
• Cause or fix vibrations. 

Vibrations are ongoing and are caused by rotational forces 
in the drive train, wheels and tires. The only way to reduce/
remove vibrations is to repair their cause. A shock or strut 
works by damping the impact of individual forces as they 
occur, such as sudden pavement bumps or potholes. It is not 
designed to correct repetitive, ongoing problems with other 
systems.
• Increase load carrying capacity of your vehicle. 

The maximum carrying capacity is the GVWR (Gross 
Vehicle Weight Rating) typically listed on the doorjamb. 
This GVWR number, minus the weight of the vehicle, is the 
amount of additional weight the vehicle is designed to safely 
carry, stop with, etc. (For example, a vehicle weighing 4,000 
lbs. with a GVWR of 6,000 lbs., can carry 2,000 pounds of 
gear, passengers, etc.).

Putting in an air shock does not increase your GVWR. 
This is because the vehicle, its components, and systems 
(tires, brake system, bearings, transmission system) are only 
designed to handle the listed GVWR.

There are specialty shocks that help keep your vehicle level 
under other conditions, such as while towing or when in a 
temporarily overloaded state, but these will not increase its 
rated capacity (GVWR).
 
What other components should a technician look at when 
shocks or struts are serviced?

When having shocks and struts serviced or replaced, all other 
parts of the shock or strut assembly should be checked. These 
may include the upper mount, bearing, strut bumper, strut 
boot, coil spring, and spring isolator(s). In addition, connecting 
nuts and bolts should be checked, as they also undergo much 
wear and tear. 
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Automotive Internet Directory
Visit these companies directly at their web addresses or check out the growing list of Hot Links at www.autoserviceworld.com. 
To find out how your organization can be included in this directory and on the web, contact aross@jobbernews.com

  AUTOMOTIVE PARTS &  
  ACCESSORIES
Aisin World Corp. of America, Inc. (AWA), 

a leading Tier One 
automotive components 

supplier and one of the world’s largest 
manufacturers of aftermarket parts. AISIN’s 
original equipment technology and know-how 
is used to ensure product quality and reliability. 
To learn more about our products, request a 
catalogue today. www.aisinaftermarket.com 

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.

  BUSINESS MANAGEMENT 
  SERVICES 

The Automotive  
Aftermarket  
E-Learning Centre Ltd
www.aaec.ca 
AAEC - BEST - Business 
Evaluation Support 

& Training - Instructing and Coaching with 
the Proven Business Management Tools that 
drives a shop’s Bottom Line, Team Culture and 
Marketplace Credibility.

  HAND CLEANERS

GOJO Industries, Inc.
www.automotive.gojo.com
GOJO is a leading 
manufacturer of skin care 
products and services for 

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

  

  REFRIGERANT
Duracool Refrigerants

www.duracool.com
Nationally Distributed 
by: Deepfreeze 

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

  TOOLS & EQUIPMENT
AIR LIQUIDE CANADA INC.

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

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS
Bestbuy Distributors Limited

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

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

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

Kerr Machine Shop Group Inc.

www.kerrmachineshopgroup.com
Buying group for machine shops and 
performance shops.
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  AUTOMOTIVE ELECTRONICS
Allan’s Automotive Electronics Ltd.

www.allansautomotive.com
Phone: 780-469-8060
Your Automotive Test Equipment Repair 
Specialist Tool Sales and Service.
We provide service and warranty for most makes 
of automotive test equipment.

Marketplace
ADVERTISERS INDEX

Company Page #

AIA Ontario Service Providers Forum (www.aiacanada.com) ..................................................... 23

Bestbuy Distributors Limited (www.bestbuyautoparts.ca) .............................................................. 9

CRC Canada (www.crc-canada.ca)  ............................................................................................. 13

Denso Sales (www.densoaftermarket.com/jn) ......................................................................... OBC

Durotech Automotive Industries (www.xtremestop.com) ............................................................ IFC

Federal-Mogul Corp. (www.federalmogul.com) ........................................................................10,11

Jobber News Jobber of the Year Nomination Form  

(www.autoserviceworld.com/awards/jobber) ................................................................................ 27

Paramount Group of Companies (www.paramountparts.ca) ......................................................... 8

Philips Automotive Lighting (www.philipsautolighting.com) .......................................................... 26

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

Schaeffler Group USA Inc. (www.Schaeffler-Aftermarket.us) ......................................................... 7

UltraFit Manufacturing (www.ultrafitmanufacturing.com) .............................................................. 25

Valvoline Canada Limited (www.valvoline.com) ............................................................................ 15

Veyance Technologies (Goodyear Engineered Products, www.goodyearep.com) .................... IBC

W-D 40 Company (www.wd40.com) ............................................................................................. 14

XRF Chassis (www.xrfchassis.com) ............................................................................................. 21

KS TOOLS – a German 
Premier Tool company

is looking for Independent 
Sales Representatives

in Canada. Start a new and 
exciting career with a

young and growing company.
Call Mr Starck @ 888-389-8848 

or email your credentials
to ilker@scb-racing.com
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Editorial
Comment

W henever the subject of the service provider comes up in conversation 
with the jobber, the issue of loyalty isn’t far behind.

The fact is that fewer and fewer jobbers put much faith in the 
loyalty of their trade clients. Even the long-term, trusted clients will 
head down the road to another jobber to save a few pennies, I often 

hear. The funny thing is, I hear a similar complaint about your lack of loyalty from the 
independent service provider. 

In many cases this is expressed inelegantly, with accusations flying about how a 
jobber will sell parts to anyone with a cheque in hand, and over the counter to a 
walk-in customer at the same price (or sometimes lower!) than they can buy.

Of course, as you know and sometimes offer in your defence, that walk-in customer 
walks out with the part and leaves you with the cash in hand: no cost of carrying those 
receivables, no delivery costs, little in the way of warranty returns – and often, a very 
quick transaction.

But even the most hard-hearted jobber knows that the professional service business 
is his bread and butter, and that, at least occasionally, they might have a point about 
the conflict between walk-in and trade sales.

Just about every business is guilty of inadvertently making a good customer wait 
– on the phone or in person – while they take care of what they thought would be a 
quick transaction. Even a couple of minutes on hold can seem like an eternity.

And just to be fair across the board, it is also true that sometimes professional  
service providers can spend minutes on end pressing their favourite, trusted 
counterperson why this or that part is a dollar or two – or sometimes even a dime 
or two – more expensive than another jobber.

Anecdotes and comment aside, however, what I have found flies in the face of 
these clichés. The professional customer base is in fact incredibly loyal to those 
organizations who know what they really need. They will pay a little more for the 
service and support. They understand the value of efficiently making those parts 
orders. They will work with you to get through problems. But even the most loyal 
have their breaking point.

There is ample evidence of this.
Over the past two years, our Annual Shop Survey has revealed an incredibly loyal 

group of individual business owners who often worked patiently and hard to get past 
a specific problem or two, only to finally throw up their hands in frustration. 

One shop owner reported that he finally gave up on his long-time, number-one 
jobber when, a year into a computer system transition, the counterpeople still had 
trouble finding parts. Yes, he eventually left, but it took a year. That’s loyalty in my 
books.

While there aren’t always easy solutions to tough problems, the common thread 
is that trouble seems to brew when money is involved – slow credits, for example – or 
if time is lost when delivery isn’t as promised.

The first is easy to understand. Any amount of money is important; no business 
should ever assume that a customer is okay with waiting for what they deem to be 
a small amount. In fact it’s almost worse. A customer would understand a $1,000 
warranty credit taking a while, but they certainly don’t understand having to wait 
long for a $50 credit.

And when it comes to time, if your usual delivery is half an hour but you find you 
have to run to the warehouse for a pickup, you had better call that customer to let 
him know. You may lose the sale, but if you don’t, you may lose all the sales from 
tomorrow on. 

Yes, if you want loyalty you need to understand that it’s all about time and money 
for the service provider; if you can do whatever possible to take care of both, you’ll 
go a long way to ensuring their loyalty. —Andrew Ross, Publisher and Editor 

aross@jobbernews.com

EARNING LOYALTY

NEXT MONTH

April will feature our inter-
view with the Incoming 
Chair of the Automotive 
Industries Association of 
Canada plus a focus on  
Premium Parts: Chassis 
Parts, Motor Oil,  
Emissions System Parts,  
and information on the 
A/C Market.
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The GOODYEAR (and Winged Foot Design) trademark is used by Veyance Technologies, Inc.  
under license from The Goodyear Tire & Rubber Company. Goodyear Engineered Products  are manufactured and sourced exclusively by Veyance Technologies, Inc. or its affi liates.

©2012 Veyance Technologies, Inc.  All Rights Reserved.

DataDrive 1.0 Market Intelligence System puts critical market information at your 
fi ngertips, giving your business the competitive edge. By coupling market data from 
trusted resources with Veyance Technology’s proprietary* algorithms, DataDrive will 
help grow and optimize your business.

INNOVATION, OPPORTUNITY, INTELLIGENCE

Your Goodyear Engineered Products Sales Representative can quickly access each of 
these key categories using DataDrive’s easy-to-use dashboard web interface.
*Patent Pending

Inventory Optimization
 • Reduce missed sales with replacement 
  rate algorithms

 • Improve inventory turns by aligning 
  with future needs and trends

 • Eliminate excess inventory with 
  customized assortments 

 • Introduce fi rst-to-market parts more 
  effi ciently and effectively 

Market Assessment and Profi le Reports
 • Increase profi t using data-driven 
  marketing plans

 • Provide real-time market share and 
  growth models 

 • Assess ever-changing vehicles in 
  operation profi le

M
ARKET INTELLIGENCE SYSTE

M

BUSINESS 
DRIVEN BY 

TECHNOLOGY 

For more info call 1-888-275-4397
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It started with a spark...
but it’s our entire product line 
  that has everybody talking.

For more information, visit densoaftermarket.com/jn
©2011 DENSO Sales California, Inc.  All rights reserved.   First Time Fit® is a registered trademark of DENSO Sales California, Inc.
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