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Much like the traditional definition of family has  

changed in Canada (with roughly half of marriages  

ending in divorce), the relationship between customers 

and retailers has followed a similar path. Just like a  

marriage that has soured, with one partner becoming 

numb to the other person, retail customers are feeling 

abandoned and ignored.
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The U.S. automotive aftermarket industry is 
expected to grow 3.4% annually through 2016 
to $263.8 billion, adding an additional $32.6 
billion to the economy. These and additional 
aftermarket growth figures are contained in 
a jointly produced Channel Forecast Model 
sponsored by the Automotive Aftermarket 
Industry Association (AAIA) and the Automotive 
Aftermarket Suppliers Association (AASA).

AAIA and AASA partnered to produce the 
Channel Forecast Model to create a single 
industry view of the size, growth rate, and 
outlook for the motor vehicle aftermarket and 
thus provide a unified view of the industry’s 
magnitude, significance, and potential impor-
tance to legislators, regulators, investors, and 

New Report Projects 3.4% Industry Growth
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Monroe “Real Rewards” 
Promotion Rewards 

Counter Professionals
Tenneco has announced 
that counter professionals 

can earn a $10 reward 
cheque for each pair of 

qualifying Monroe  
Quick-Strut replacement 

assemblies sold  
during the Monroe “Real 

Rewards” promotion, 
available from May 1 

through June 30, 2013.

*    *    *

Fram Launches New 
Website

Fram Filtration has 
launched a new website 

for its Fram Fresh Breeze 
cabin air filter products. 

The new website features a 
customer-friendly “Where 
to Buy” tab with Google 

Maps functionality, along 
with do-it-yourself cabin 

air filter installation guides 
and instructional videos. 

*    *    *

Aftermarket Parts From 
Cardone

Cardone now offers 
over 290 SKUs that were 
previously dealer-only, 

providing a high-quality, 
low-cost alternative. A few 
of the most in-demand, 
exclusive part numbers 
include 78-9053F, ECM 
for Ford Thunderbird, 
Lincoln LS 2003-2004; 

1R-2822, Master Cylinder 
Reservoir for Chrysler 
1996-2000; 32-3513M, 
Smog Pump for GM 
2003 vehicles; 2T-113 

Turbocharger for  
Chevy/GMC 6.6L trucks 

2007-2010.

all stakeholders.
 “The forecast model demonstrates that 

despite strong new vehicle sales, historic high 
gas prices, and a flattening of miles driven, 
our industry is poised for steady growth,” says 
Kathleen Schmatz, AAIA president and CEO. 
“Why? The average age of vehicles is 11.3 years, 
the oldest ever, and the age mix of vehicles 
continues to favour older vehicles, creating a 
robust sweet spot for service and repair.”

Bill Long, AASA president and COO, adds, 
“The forecast model anticipates that growth 
in population, employment, and income will 
lead to growth in miles driven and the number 
of vehicles on the road, resulting in long term 
aftermarket growth.”

AIA Canada Commends Ontario’s 
Emphasis on Road Safety in its 

2013 Budget
The Automotive Industries Association (AIA) of 
Canada congratulates Premier Kathleen Wynne 
and her cabinet for their emphasis on road 
safety in the 2013 budget.

“By encouraging Ontarians to ‘Invest in 
Safety,’ the Liberal government has taken a 
positive step towards ensuring Ontario’s roads 
remain among the safest in North America,” 
says Marc Brazeau, president and CEO, AIA 
Canada. “Ontarians who take voluntary steps 
to properly maintain their vehicles and who 
prepare themselves for driving in inclement 
weather by installing winter tires are ultimately 
less of a burden on the insurance system.”

Maintenance and repairs are becoming 
increasingly important as Canadians drive their 
vehicles longer. The average age of a vehicle in 
Canada was 9.3 years in 2011, with the average 
vehicle now being retired at 320,000 kilometres, 
according to AIA Canada’s 2012 Outlook Study.

Nevertheless, nearly 40% of all recommend-
ed light vehicle maintenance and repairs are 
now being postponed or abandoned altogether. 
Underperformed maintenance grew by 15.3% 
in the last two years to reach nearly $12 billion 
in 2010, illustrating that as Canadian families 
face tough economic decisions, all too often it 
is the periodic maintenance of their vehicle that 
suffers. This can lead to safety and performance 
issues for the general driving public and poten-
tially higher social costs related to collisions.

Fortunately, according to another study con-
ducted by DesRosiers Automotive Consultants, 
85.6% of Canadians are prioritizing vehicle 
servicing and repairs. Reasons for maintaining 
their vehicles included avoiding large repair 
costs in the future, increasing family safety, 
enhancing environmental performance of 
their vehicles, and protecting its resale value.

New Board Installed at AARO
The Automotive Aftermarket Retailers of 
Ontario association has announced its new 
board of directors at its annual general meeting 
held in Toronto, Ontario. 

The Automotive Aftermarket Retailers of 
Ontario (AARO) announced that current 
association president and chair of the board 
of directors, Rudy Graf of Graf Auto Centre, 
Toronto, Ont., was elected by acclamation to 
the position for an additional one-year term 
in 2013-2014, as per the association by-laws.

At the meeting new directors were also  
elected: John Cochrane of Cochrane Auto-
motive, Etobicoke, Ont., and James Shields of 
Tommy’s Motors Ltd., London, Ont. Re-elected 
for a new one-year term were Mike Adema 
of Jakes Auto Service, Georgetown, Ont., 
and Stephanie Hill of Corporate Autoworks, 
Burlington, Ont. Re-elected directors for a 
new two-year term are Ken Buehler of Buehler 
Automotive, Alma, Ont.,  and Carrie Hall of 
Meadowvale, Ont.

Uni-Select Announces a Change in 
Leadership of its U.S. Automotive 

Operations 
Uni-Select Inc. has announced that Mr. William 
E. Alexander is leaving his position as president 
and chief operating officer, U.S. Automotive. 
As a consequence, Uni-Select is launching 
a recruitment process for the appointment 
of a new chief operating officer for its U.S. 
Automotive activities.

Until the recruitment process is completed, 
Mr. Dennis Welvaert will be acting president 
and chief operating officer. Mr. Welvaert 
retired as president of Dayco North American 
Aftermarket Division in 2011. 

Given the declining performance of its 
United States automotive parts distribution 
activities over the last few quarters, and the 
good results delivered by its Canadian opera-
tions as well as its U.S. paint and related prod-
ucts, management together with the board of 
directors have concluded that a formal review 
of strategic alternatives centred on its U.S. auto-
motive operations is the appropriate next step.

In 2012 the corporation initiated a renewal 
process of its board of directors. Two new 
directors joined the board, while three directors 
left in the past year. Furthermore, subject to 
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MACS 2013 Mobile A/C 
Update Clinic Book 
Available For Sale

Service shop owners and 
technicians who were 

unable to attend a MACS 
Mobile A/C Update 
clinic this spring can 

now purchase the MACS 
2013 Mobile A/C Update 
manual from the Mobile 
Air Conditioning Society 
(MACS) Worldwide. Visit 

the MACS website at  
www.macsw.org.
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shareholder approval at the upcoming annual 
meeting of shareholders, three new indepen-
dent directors are expected to join the board 
while two directors are retiring, resulting in 
50% of new directors since the renewal process 
has been initiated.

“With the help of our advisors and the 
support of our board, we will leverage our 
assets, our expertise, and our capabilities in 
the United States to generate the best value, 
creating opportunities available for the benefit 
of all our shareholders, employees, customers, 
and suppliers,” says Richard G. Roy, president 
and CEO of Uni-Select.

AAIA Releases Digital Aftermarket 
Factbooks

The Automotive Aftermarket Industry Associ- 
ation (AAIA) has released its most popular 

online publications, The Digital Aftermarket 
Factbook 2014 and The Digital Aftermarket Factbook 
& Lang Annual 2014.

The online format allows readers to turn 
pages with the click of a mouse, locate data with 
the comprehensive “word search” feature, and 
print a copy of the entire publication. AAIA 
members received a complimentary copy of 
The Digital Aftermarket Factbook 2014 as a mem-
ber benefit, with three guest passes included. 
While additional copies may be purchased 
for $200, the non-member price is $500. The 
Digital Aftermarket Factbook & Lang Annual 
2014 is available for $650 to AAIA members 
and $1,300 for non-members. To order any of 
these digital publications, visit www.aftermarket.
org and click “Market Intelligence,” then click 
on the link for a full listing of market research 
products.

Westside Performance Newest Auto Value Parts Store
Jack Brooks, vice-
president business 
development for Vast-
Auto Distribution 
Ontario, has announced 
Westside Performance 
as Auto Value’s newest 
store.

Located in Blenheim, 
Ontario, Westside Per-
formance is owned by 
Brett, Nancy, and Mike 
Reamue. Started in 1986, 
Westside moved to its  
current 8,000-square-

foot location in 2000. Twenty-seven years 
after its inception, the family-operated store 
currently boasts over a half million dollars in 
automotive and customized parts.

(Left to Right) Chris Else, Stephan Langan, Kris 
Myers, Paul Bradley, Tony Del Vasto, Bob Bobert, 
Barry Sullivan, Steve Azzopardi, Jack Brooks. 
Front Row: Mike Reamue, Brett Reamue.
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Gatorback Manufacturer Expands Coverage 
Veyance Technologies, Inc., manufacturer of Goodyear 
Engineered Products and the Gatorback brand, announces 
the release of 227 new part numbers to its automotive after-
market and heavy duty product lines for the first quarter of 
2013.

 The latest additions provide even more extensive vehicle 
coverage for some of the brand’s most popular products:

• 110 automotive hoses
• 34 industrial belts
• 27 tensioners and pulleys
• 25 automotive belts
• 12 straight radiator hoses (silicone)
• 11 pressure washer hoses
• 8 timing kits
  Over the past two years, the company has added more 

than 1,000 part numbers as part of its concerted effort to 
expand coverage to more domestic and import vehicles. 
Gatorback belts and hoses now cover more than 98% and 
95%, respectively, of vehicles in operation.

ALI Lift Inspector Certification Workshops 
Offered

The Automotive Lift Institute (ALI) has scheduled three work-
shops in Canada to serve candidates participating in its new 
Lift Inspector Certification Program. The sessions will be held 
in Toronto, Vancouver, and Edmonton this summer.

      Each stop will have something to offer for participants 
at varying stages of the certification process. A six-hour 
orientation conducted by ALI representatives will be held to 
outline the administrative aspects of the program, introduce 
ALI and participant expectations and answer questions. Those 
who have already been introduced to the program will have 
the opportunity to take the pre-course exam, and candidates 
who had previously passed the pre-course exam may take the 
course exam. Detailed materials can be found at www.autolift.
org/certified-inspectors.

Standard Motor Products, Inc. Announces 
Organizational Changes 

Standard Motor Products, Inc. has announced several organi-
zational changes within its sales and marketing group. 

Paul Farwick, vice-president/general manager for Blue 
Streak Hygrade Limited, a division of SMP, will continue to 
manage the Canadian sales and distribution groups, as well 
as take on additional customer sales responsibilities for Uni-
Select USA and Carquest USA.

Bob Kimbro has been named vice-president, international 
sales. Kimbro is responsible for leading the initiative to grow 
SMP’s sales outside North America, which includes the devel-
opment of unique market- and language-specific cataloguing, 
product offerings, pricing, and marketing materials.

Ken Wendling has been named vice-president, warehouse 
distribution sales. Wendling is responsible for coordinating 
the field activities of SMP’s WD sales force, program group 
directors, and the WD sales administration group in Lewisville, 
Texas.

Phil Hutchens has been named vice-president, engine man-
agement marketing. Hutchens is responsible for all engine 
and wire marketing, pricing, cataloguing, product strategy, 
and category management. Additionally, he will assume over-
sight for the SMP training initiative, which trains over 50,000 
technicians annually.
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Interactive Website From 
Philips Automotive 

Philips Automotive’s new 
website at Philips.com/

automotive makes it easier 
for consumers to choose 
the right light for their 
driving needs from the 
latest innovations and 

advancements in  
automotive lighting and  

accessories. This interactive 
site helps drivers to see the 

advantages and benefits 
each light offers so they 

can determine which light 
best suits their needs.

*    *    *

Tenneco Expands Line of 
Monroe Max-Lift Shocks
Tenneco has announced 
an aggressive expansion 
of its Monroe Max-Lift 
line of gas-charged lift 

supports, increasing the 
number of available SKUs 

from 288 to more than 
500. Monroe Max-Lift  

lift supports enable  
automotive professionals 

and vehicle owners to 
restore the like-new  

operation of trunk lids, 
hoods, hatches, and more.

Hunter Canada Adds New Central 
Canada Region and Manager

With continued growth expected in the 
Canadian market for years to come, Hunter 
Canada has announced the creation of its 
fourth region.

Effective May 1, 2013, the newly created 
Central Canada Region will be comprised of 
the Provinces of Saskatchewan and Manitoba, 
and the Territory of Nunavut, along with parts 
of Ontario.

Also effective May 1, 2013, Hunter has pro-
moted Robert “Rob” Ross to regional manager 
of this newly created region. Regional bound-
aries for Canada’s three other regions have 
been modified as follows:

Region 700 – John Peron will manage field 
assets in Southeastern Ontario and some 
territories in the Province of Quebec.

Region 800 – Jacques Gagne will continue 
to manage the Maritimes, Atlantic Canada, and 
parts of the Province of Quebec not managed 
by John Peron.

Region 900 – Greg Amyotte will manage 
the Provinces of Alberta and British Columbia 
along with the Yukon and Northwest Territories.

SEMA Hall Of Fame Names Four 
New Members

George Barris, Eric Grant, Wade Kawasaki, and 
Joe Schubeck will be inducted into the SEMA 
Hall of Fame, an honour that recognizes an 
elite group of individuals for raising the stature 
or growth of the automotive specialty-equip-
ment industry.

George Barris is a legendary vehicle custom-
izer, well-known for his celebrity creations that 
include the Batmobile, Munster Koach, KITT 
from Nightrider, and the Dukes of Hazzard’s 
General Lee.

When issues such as clean air and emissions 
began to arise in the 1960s, SEMA turned 
to Eric Grant for guidance. At the time, 
Grant represented the government agency 

that eventually evolved to be the California 
Air Resources Board. Grant met with SEMA 
members and advised them about the situation, 
so much so that Grant became an ally for the 
association and eventually came to serve as 
SEMA’s executive director.  

During Wade Kawasaki’s 30-year career, he has 
volunteered and contributed to dozens of SEMA 
projects.  In addition to serving several terms 
on the SEMA Board of Directors, Kawasaki is a 
past chairman for the SEMA Show Committee, 
Governance Committee, International Task 
Force, and Audit Review Committee. He was 
instrumental in the creation of the SEMA 
Political Action Committee (PAC) and the SEMA 
Young Executives Network (YEN), and he served 
as the association’s Secretary/Treasurer, working 
alongside the Board of Directors.   

Known by many as “Gentleman Joe,” Joe 
Schubeck began his top-fuel racing career in 
the 1960s. While he spent many years success-
fully racing, his greatest contribution to the 
industry came during his post-racing career. 
Schubeck founded Lakewood Industries, which 
manufactures life-saving racing products such 
as the bell housing that many continue to refer 
to simply as the Lakewood.

ASRW Recognized as a Top 250 
U.S. Trade Show

Automotive Service & Repair Week (ASRW) 
has been named to the 2012 Trade Show News 
Network’s (TSNN) U.S. Top 250 Trade Shows 
list. ASRW 2013, comprised of the International 
Autobody Congress & Exposition (NACE) and 
the Congress of Automotive Repair & Service 
(CARS), is scheduled for Thursday and Friday, 
Oct. 17-18, at the Mandalay Bay Convention 
Center in Las Vegas, with education beginning 
Wednesday, Oct. 16.

The list represents the top 250 trade shows 
held last year ranked by net square footage in 
the United States. ASRW 2012 was held last 
October in New Orleans, La.

APPOINTMENTS
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OBITUARY: John “J.P.” Connolly
John “J.P.” Connolly, a veteran of Canada’s aftermarket, passed away 
April 27 at Southlake Hospital in Newmarket, following emergency 
surgery after suffering a heart attack.

Connolly, who had been with filter supplier G.K. Industries since 
2000, most recently as director of sales, had also spent time with Dana 
Corp. and ITT Automotive.

He was well known for his sense of humour and bright outlook, 
his love of the Toronto Maple Leafs and Green Bay Packers, and will 
be missed by his many friends in the aftermarket.

He is survived by wife Mary Theresa and children David and 
Caitlin.

Online condolences can be posted and donations in J.P. Connolly’s 
name made through http://www.mackeys.ca/ to Royal Canadian 

Legion, Lindsay, Ont., No 67 Sir Sam Hughes Branch; the Heart and Stroke Foundation of 
Ontario; or a charity of one’s choosing.
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Cabin Air Filters:
Increasing Consumer Awareness

Will Drive Sales
W ith high OE installation rates of cabin 

air filters, aftermarket sales are set to 
grow at a rate of 11.5% in terms of unit 
shipments and 14.1% in terms of revenues 
between 2010 and 2017, according to the 
latest aftermarket cabin filter report by 
Frost & Sullivan. However, poor consumer 
awareness of CAFs is still hindering sales 
growth for this market segment.

According to Frost & Sullivan’s after-
market analysis, factors pushing growth are 
increasing original equipment installation, 
growing consumer awareness, and escalating 
health concerns. Growth in the particulate 
cabin air filter segment will be slower than 
that of combination filters, as consumers are 
likely to switch to the latter as awareness of 
their advantages grows. Combination filters 
are priced on average 25% to 40% higher 
than particulate filters, boosting total after-
market revenues. Overall, increased con-
sumer spending on routine maintenance 
products over the short to medium term is 
expected, because people are keeping their 
vehicles longer in the current economy. In 
the U.S., the cabin air filter installation rate 
in vehicles in operation was 45% in 2010 
and is poised to reach 56% in 2017; this 
will significantly drive aftermarket unit 
shipments of CAFs.

Although the prospects for the market 
look upbeat, some challenges are slowing 
market growth. The biggest challenge 
facing the market is to improve consumer 
awareness of the benefits of CAFs. This is 
still a relatively new category for end users. 
Consumers are aware of the importance of 
cabin air quality, but may be unaware that 
there is a filter that can remove dirt from the vehicle’s interior. 
Installers are often also not properly versed in current vehicle 
applications that have cabin air filters, and the time required 
to replace such filters. Therefore, they fail to communicate 
effectively to the vehicle owner that the CAF exists and needs 
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replacement. Apart from this, the Frost & Sullivan study points 
out that inexpensive cabin air filters coming in from offshore 
countries are posing a challenge to CAFs in the premium cat-
egory and hindering revenue growth.

Continued on page 12
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Continued from page 10

“Counter staff and technicians that aren’t recom-
mending cabin filter replacements are just leaving 
money on the table,” says Jay Buckley, technical train-
ing director, Fram Filtration. “Cabin air filters are 
becoming an important health and 
comfort market product, 
because pollution and 
airborne particles are 
an ongoing problem. 
It’s an easy sell once 
the customer is edu-
cated on the health 
benefits of a new cabin 
air filter.”

Studies conducted on very busy 
inner-city streets have revealed that 

the concentration of particles 
and noxious gases in the 
air along the road is three 
to six times higher, and in 
extreme situations, five to 
10 times higher than air at 
the side of the road. The 
air enters the vehicle via the 
ventilation system.

“The market for cabin air 
filters is definitely increasing. 
Overall, we feel that this is 
an up-and-coming market 

that is poised for exceptional 
growth,” says Buckley.

“There are a lot of new vehicles being 
built that have these filters, but to a large 
extent, consumers don’t know anything 
about cabin air filters, so we see a real need 
to educate the consumer on this product 
category,” he adds.

Jobbers should be talking to their 
technician customers about following a 
reminder-type approach to cabin filter 
replacement, similar to what has been 
done with oil and air filters. Prominent 
displays at both jobber stores and auto 
repair shops can also help raise consumer 
awareness and ultimately boost CAF sales. 
Premium CAF product differentiations, 
like the Wix Bioshield 75 or Fram’s Fresh 
Breeze with Arm & Hammer baking soda, have 
also helped to raise consumer awareness.

In terms of coverage, suppliers note 
this is not a one-size-fits-all type of market. 
There are really no universal cabin air 
filter units. And it is not all that easy for 
the DIY market either. These filters can be 
quite difficult to locate and access, so it’s 
likely that the larger share of the market 
will be at the technician level.

“Changing filters regularly will provide 
a healthy and clean environment, enhance 
passenger comfort, and may reduce wear 
on the vehicle’s ventilation system. What 
we need to do is get customers to think of 
replacing these filters the same way they 
do with furnace filters in their homes, 
which they change regularly,” says Buckley.

“Cabin air filters are particularly ben-
eficial to people with allergies, because 
these units do an effective job of removing 
allergens from the air. Failure to change 
the filter regularly will reduce this benefit, 
of course,” he adds.

While building awareness in a relatively 
new product is challenging, there are many 
demonstrable personal benefits to cabin air 
filter maintenance. A dirty cabin air filter 
is a powerful visual that is hard to ignore. 
Through simple suggestions like these, con-
sumers can be made aware of the impor-
tance of regularly changing this filter.
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Why Customers Are Happy to Spend More
Retail

M
uch like the traditional definition of family has changed 
in Canada, with almost half of marriages ending in 
divorce, the relationship between customers and retailers 
has followed a similar path. Just like a marriage that has 
soured with one partner becoming numb to the other 

person, retail customers are feeling abandoned and ignored.
“Whether it is the big box or the specialty independent retailer, 

we have destroyed the in-store relationship by hiring employees who 
have no interest in truly helping a customer or business. We have let 
them thrive as long as they can stack merchandise and keep the store 
organized,” explains retail business and marketing expert Bob Phibbs. 

Bob Phibbs, known as the “Retail Doctor,” has helped thousands of 
businesses in every major industry, including manufacturing, service, 
retail, restaurant, and hospitality. He is a nationally recognized expert 
on business strategy, customer service, sales and marketing, with over 
30 years of experience beginning in the trenches of retail. Phibbs 
spoke at SEMA last year.

“We collectively have let customers find frustration, anger, and 
disappointment where they once found fun, enjoyment, and ful-
filment. We just didn’t realize how angry customers were getting 
until the recession occurred.”

Now as customers venture out again, much like a divorcé looking 
for a new partner, they are finding, in many cases, things have gone 
from bad to worse. Many savvy consumers now use brick-and-mortar 
stores to shop, then go home and buy online.

“Jobbers have to get out of the replacement mindset. They have 
to stop thinking that they are just replacing something that has worn 
out, like a set of brake pads or a pair of wiper blades, and get into the 
upgrade mindset – that there is a better way or a superior product to 
use that the customer should seriously consider. You have to let the 
customer know there is something else available when they come in 
the door or call in for parts,” explains Phibbs.

“If you think consumers are just going to walk in and say, ‘I want to 
buy more product,’ that isn’t going to happen. You have to grease the 
wheel a little bit by elevating your store with the right attitude towards 
those parts. In Canada, as in the U.S., there are a lot of places to buy 
automotive parts and a lot of WDs are getting caught on the idea that 
they are being price-shopped by everybody. But it’s not just about 
prices; it’s about what they can do differently or better. Ultimately, they 
have to be a business coach to their customers, rather than focusing 
on selling more stuff,” advises Phibbs.

Parry Automotive in Orillia is one example of a jobber that agrees 
with Phibbs’s approach and has elevated its retail sales and service 
offerings.

“The whole premise of our focus here at Parry Automotive is we 
have a captive audience that we have worked hard for and we have 
the ability to sell more than just replacement parts to them. They 
are consumers themselves, for many diversified products, both for 

their businesses and their personal lives,” explains 
Steve Van Kessel, Parry Automotive co-owner with his 
sister Susan Peacock. “If we are already going to an 
auto repair shop with a set of brake pads and we add 
some garbage bags and some fluorescent tube lights 
and whatever else they need at the same time, it helps 
to fill in the holes when the traditional automotive 
market is running a little bit slower.

“We see a lot of impulse purchases from our dis-
plays. Our customers are first and foremost coming to 
us for automotive parts, but when they are standing at 
the counter and they see our retail garden hose, or a 
broom or a pressure washer, we have just saved them 
a trip to another store. This growth has really been 
possible through the strength of our buying group, 

Modern Sales Cooperative, which over the last number of years, has 
really focused on bringing this diversified philosophy to the group 
and warehousing all these brands. It’s allowed us to get our foot in the 
door with these product lines,” adds Van Kessel. 

“It is a wholesale re-imagining of how we look at not only selling, 
but also how we look at customers. If we start with customers first 
instead of the shiny object, the app, or the online sales, then I think 
the path becomes clear for retailers and that is what we are seeing,” 
adds Phibbs.

Having a great retail destination store is about encouraging 
customers to browse your store. You want them to find their way 
and be wowed by displays and have your trained sales staff show 
how several products can mix together, and also how they can 
use those items along with other items from various departments. 
This is what leads to profitable impulse buying; otherwise you are 
reduced to commodity pricing. 

“Performance parts and accessories is our fastest growing division,” 
explains Doug Coates, vice-president of sales for Lordco Auto Parts. 
The B.C.-based auto parts supplier is one of the largest independent 
jobbers in North America with 101 company-owned stores, warehouses, 
and machine shops in B.C. “We also cater to the import performance 
market and have a strong following there as well,” adds Coates.

With 94 retail outlets, Lordco Auto Parts offers all the products it 
carries at all its locations, no matter the size of the store. “We can have 
any part delivered overnight to just about anywhere in B.C.; that’s 
what sets us apart from our competition,” says Coates.

Lordco is currently working to move its older, smaller stores into 
larger facilities. “Our Walnut Grove store in Langley, B.C., would be an 
example of this. We are going to be closing down a 7,000-sq.ft. store 
and moving it into a 20,000-sq.ft. facility. Ongoing, we will continue 
to expand our smaller, older stores.  Our average size store today is 
16,000, and we do have a 30,000-sq.ft. store,” adds Coates.

Truck accessories and RV parts have also become a big part of 
Lordco’s business. “A lot of our regular automotive customers have a 
performance car, or they have an RV or a boat, and we have products for 
all these markets. Our goal is to continue to expand our performance 
category. Because we carry the inventory, it allows us to compete with 
the online pricing, so customers come to us for the parts rather than 
wait for them,” adds Coates.

“Soft-skills training is not just about the features and benefits of 
the product,” advises Phibbs. “Yes, there will be some things that are 
technical and customers will come in looking for that specific replace-
ment part, but there is probably a bunch of other stuff you carry that 
you have to find that window in which to sell it to the customer. You 
have to find a way to get them to buy that extra item, rather than just 
load up on the first item.”

Shopping is a personal experience, and people are often willing to 
pay more if they feel the salesperson is adding value to the decision-
making process. What they won’t pay for is another slacker hiding 
behind a counter, stocking a shelf, or watching over them as a secu-
rity threat. Consumers like to compare not only prices, but product 
information and popularity among other consumers, and they 
are doing most of this research online or with those all-important 
smartphone apps.

Lordco Auto Parts knows the value of a skilled sales force. “We have 
specialists in each one of our branches. These are the types of guys 
that can train you,” says Coates. “They have a huge amount of interest 
in the products they sell, and with the Internet there is a vast amount 
of information at their fingertips and they pass on their expertise to 
the customers.”

 “This is a new era in retail, and jobbers who are diversifying are 
smart to do so, but even then it is not about the product; it’s about 
the people. It really comes down to the human element,” says Phibbs.

In the real world, it isn’t all about technology, it’s about contact, 
it’s about connection and it’s about respect. By ramping up customer 
interaction, you can build a loyal customer base, rather than one that 
will simply use technology to find the best price and buy from your 
competitor.

p14,15 JUNE story.indd   15 13-05-29   1:40 PM



D espite the best efforts of motor oil suppliers and industry 
associations, there is still a good deal of confusion on the 

consumer side when it comes to selecting the proper motor 
oil for a vehicle.  With choices in viscosity as well as types – 
semi-synthetic, synthetic, and high-mileage oils – customers 
often find themselves overwhelmed by what they see on the 
shelf, and need help navigating through all these choices to 
find the correct product for their vehicle. With this in mind, 
here are some tips to help you steer your customers in the 
right direction.

1. Communication
As a service parts professional, your role is to determine what 
the customer really needs and pair those needs with the right 
product. With the advent of the extended oil change interval, 
you now have a brilliant opportunity to recommend the highest 
quality product you can offer, including filters that can last as 
much as five times longer. Key questions you should ask your 
customer include:
• What are your driving habits?
• Do you often take short or long trips?
• Do you commute more than 50 km per day?
• How long do you wish to keep your vehicle?
• How many times do you start your car each day?
• What is your idea of durability and premium products?
• Do you want your car to run as “new” as possible?

With this information, you can now advise your customer 
on what replacement products are best suited to their driving 
habits.

2. Understanding Oil Specs
Auto manufacturers are under a great deal of pressure to 
design cars to meet the demands of numerous outside influ-
ences. These include regulatory requirements, consumer 
tastes, rising fuel prices, and technology innovations, which 
all play a role in shaping automobile designs. As a result, new 
engine designs have driven the development of lubricant 

Continued on page 18
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and additive technologies leading to a dramatic rise in 
manufacturer-specific specifications and approvals.

For example, the recently introduced ILSAC GF-5 spec 
requires an oil to meet a minimum turbo cleanliness merit 
score nearly twice as strict as was required for GF-2, and the 
GM Dexos 1 specification provides for greater control of 
deposits, more restrictive volatility requirements, and introduces 
an aeration requirement.

To ensure your customers are fully informed on the myriad 
of manufacturer specifications, direct them to educational 
material available on the following websites to help them under-
stand the differences between Dexos 1 and GF-5, and always 
recommend they follow the vehicle manufacturer’s lubrication 
recommendations found in their vehicle’s service manual.

GM Dexos: www.gmdexos.com
Infineum – GF-5: www.infineum.com
Lubrizol – GF-5: www.gf-5.com

3. Educate Customers in the Options
With so many choices staring back at the customer from 
your display, along with ongoing confusion surrounding the 
differences between GF-5 oil and GM’s Dexos 1, synthetic, 
and high-mileage oils, this is a perfect opportunity to school 
your customer on exactly what the differences really are. 
Point out the key benefits of the products you are selling. For 
instance, full synthetic oil is designed to deliver motorists a 
fuel economy savings of, on average, five cents per 3.8 litres, 
while providing unsurpassed protection against friction-
related wear. 

An educated customer is an empowered customer, and one 

*Based on ASTM Sequence IIIG piston deposit test using 
SAE 5W-30. Does not apply to Pennzoil Ultra™ Euro or 
Pennzoil Ultra™ 0W-40 motor oil. Pennzoil Ultra™ keeps 
pistons up to 25% cleaner than Mobil 1; up to 35% cleaner 
than Valvoline® SynPower®; and up to 40% cleaner than 
Castrol® EDGE® with SYNTEC®. Pennzoil Platinum® keeps 
pistons up to 8% cleaner than Mobil 1; up to 17% cleaner 
than Valvoline® SynPower®; and up to 20% cleaner than 
Castrol® EDGE® with SYNTEC®. Superior Active Cleansing 
Agents™ versus our conventional and synthetic blend oils.
© SOPUS Products 2013. All rights reserved. 
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that will appreciate the time you took to help them make an 
informed decision, and will more than likely return to you for 
advice on other auto-related issues in the future.

4. Be Brand-Aware
There are a lot of strong brands in this category that command 
a loyal following. While it’s not always clear why a consumer 
will respond to one particular brand over another, it is wise to 
tune into their brand preference quickly and ensure you have 
a complete inventory of the most popular brands on the shelf.  
Monitor your sales and restock inventory accordingly.

5. Aging Vehicle Opportunities
With cars lasting longer, consumers are willing to invest more 
in maintenance to keep their vehicle on the road.  This trend 
means steady growth for products suited to this market, 
such as high-mileage motor oils. Customers should stay with 
the OE recommended grade of oil if the vehicle is running 
strong without oil consumption. If the vehicle is using a small 
amount of oil, Shell Oil says they can go one viscosity grade 
up or use a high-mileage engine oil. The most popular grades 
are 5W-20 and 5W-30 for cars, and 15W-40 and 5W-40 for light 
diesel trucks.

6. Have a Retail Strategy
Today, cars are more sophisticated than ever. This is why manu-
facturers recognize the benefits of premium products in their 
factory and service fill requirements. With engine protection 
and durability in mind, motor oil is cheap insurance against 
costly mechanical breakdown – which has associated costs in 
time, lost business, lost work, and lost opportunities. So why 
would anyone wish to have compromised product?

Utilize supplier promotional kits provided to your loca-
tions, including bay banners, curb sleeves, tear pads, posters, 
and counter cards for promotion. Sustaining material touting 
particular product claims is also available. Keep your displays 
simple and focused on the consumer. Keep your motor oils 
and filters together in the same display area. Be aware that 
displays that offer too many options can be confusing for 
the consumer. Placing oils, oil filters, an oil catch basin, air 
filters, and cabin filters together will make a good display, but 
including numerous additives and treatments could be too 
much for the display.

7. Overlooked accessories
Cabin air filter sales are growing steadily as consumers 
become educated on the health benefits of regularly changing 
this filter to improve the vehicle cabin environment.  Studies 
conducted on very busy inner-city streets have revealed that 
the concentration of particles and noxious gases in the air 
along the road is three to six times higher, and in extreme 
situations, five to 10 times higher than air at the side of the 
road. Most new vehicles being built now have these filters; 
but to a large extent, consumers don’t know anything about 
them, so there is a real need to educate your customers on 
this product.  If you fail to point out to your customers the 
benefits of a clean cabin air filter when they come in for 
motor oil, you are likely leaving money on the table.

8. DIY Opportunities
Always ask the DIYers if they have everything they need to 
complete the job – jack stands, catch basin, disposal bags, 
proper-sized wrenches, sockets, and a suitable oil filter 
removal tool. If your municipality has a recycling centre, 
be sure to have the information on hand to share with your 
DIY customers. This is also a good opportunity to suggest a 
new fuel filter as well as the usual air filter and cabin filter 
recommendations.
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T he unique nature of the exhaust market makes it a product 
in demand, especially in the performance category, and 

the purchase of an exhaust system is not usually based simply 
on the vehicle age or use, but instead on an owner’s desire 
for performance and sound. Here are ten ways to boost your 
exhaust sales.

1. Don’t underestimate your customer.
Replacing an exhaust system is an ideal opportunity for a 
vehicle owner to upgrade the vehicle’s performance and 
sound. Performance and sound is a very personal thing that 
virtually any customer could be open to changing. Always 
start out by showing the customer your top-end performance 
line. Then, as you go down the line, be sure to point out the 

performance benefits they would be giving up as they step 
down. 

2. Know Your Brands.
Quite often, brand names play an important role in a cus-
tomer’s final decision. In some cases, a brand’s reputation 
can mean more to a customer than actual performance num-
bers, so be wary of what factors the customer is most tuned 
into when discussing options.

3. Not All Cats Are Created Equal.
As emission technology continues to improve in leaps and 
bounds, catalytic converter lines continue to expand to keep 
pace. Be sure you are up to date on the latest offerings from 
your suppliers so you can provide your customer the latest 
catalytic converter options tuned specifically for their vehicle.

4. Be Aware of Standard Upgrade Options.
Compared to just a few years ago, the quality and variety of 
the standard replacement category has expanded from rusty 
mild steel and aluminized steel to now include stainless steel. 
There are several options your customer can choose from to 
enhance the original OE sound and performance without 
spending the grocery money.

5. Don’t Judge a Book by its Cover.
Your customers come from all walks of life, and unless you 
possess the powers of Long Island medium Theresa Caputo, 
you really don’t know what your customer’s shopping desires 
are. Always keep an open mind; don’t assume you already 
know their price range or budget needs and point them in 
the direction you “think” they are interested in before you 
have an opportunity to explore all the options available to 
them.

6. Safety, Safety, Safety.
Whether your DIY customer is simply bolting on an aftermarket 
chrome tailpipe or replacing the entire exhaust system, be sure 
they know to finish the procedure with a full inspection.

A good procedure involves running the vehicle in neutral, 
revving the engine, and letting it settle to idle to listen for 
rattles. Next, they should check for exhaust leaks by covering 
the tailpipe with a heavy rag and look for exhaust gases leaking 
through joints. The final test is to do a short test drive, check 
for rattles, and make any necessary adjustments.

Be sure to outline the dangers of exhaust leaks to the 
driver and passengers. It’s always unsafe to have an improperly 
installed system or even a missing tailpipe. Always make time 
to talk to your customer about the importance of the post-
installation inspection.

20 JOBBER NEWS / JUNE 2013

COVER STORY

Catalytic Converters 
Designed for Today’s Cars 

and Today’s Market

More than 500 SKUs with 100 More Coming in 2013

Substrates Made to Meet Each Application’s Needs

EPA Certified and 49-State Approved

Spun Converter Construction!

Extensive Coverage Including Audi, Mercedes-  
Benz, Subaru and Volkswagen passenger car and  

various truck applications with unique designs.

UltraFit Manufacturing 
Proudly Serving the Canadian and U.S. Aftermarket  

for More than 30 Years.

Call or E-Mail Today 905-795-0344, 888-340-5643
sales@ultrafit.net

Top Retail Tips:
Exhaust Systems

p20 JUNE EXHAUST.indd   20 13-05-30   8:28 AM

mailto:sales@ultrafit.net
http://www.ultrafitmanufacturing.com


Thousands of you already like us on the web every month.

Now You Can Like Us on Facebook

AutoServiceWorld.com serves Canada’s automotive aftermarket. 
Managed by the Jobber News Magazine team, it serves all sectors of the Canadian 
Automotive Aftermarket: Manufacturing, Distribution, Service.

AutoServiceWorld.com is part of BIG Magazines LP. 
80 Valleybrook Drive, Toronto, ON M3B 2S9

AutoServiceWorld.com 
is now on Facebook

https://www.facebook.com/pages/AutoServiceWorldcom/244916465611841

house ad p21.indd   21 13-05-30   2:40 PM

https://www.facebook.com/pages/AutoServiceWorldcom/244916465611841


22 JOBBER NEWS / JUNE 2013

EDMONTON
1-800-665-7671

SURREY
1-877-560-0287

MISSISSAUGA
1-877-564-3116

www.can adawi dep ar ts .c om

CANADA’S                              FOR

Jobber News would like to thank the following industry 
contributors whose source information was referenced for this 
feature:

Ed Demirci, vice-president, Durotech Industries; Jim Marsh, 
tech instructor, Raybestos; Kevin Fleury, sales director, Transbec; 
Peter Murnen, global marketing, Federal-Mogul; Ramzi Yako, 
president, Promax Auto Parts Depot.

W hen it comes to brake components, there are a myriad 
of options at all levels. The brake market is not so much 

driven by brand preference as it is by the reliability of the 
components you are handing over the counter.  The key sell-
ing point is confidence in the products you are selling. This 
confidence comes from having a solid base of knowledge on 
how a braking system on a car functions, as well as how and 
why brakes fail. Combine this with familiarity with the brake 
lines you carry, and you will become the expert brake compo-
nent advisor customers are looking to for help in making an 
educated decision on a repair that carries a high safety factor. 

1. Hone Your Customer Service Skills
You need to own your customers before your competition 
does. Every single customer that walks in your door or dials 
your number wants to feel appreciated and special. They 
want to know they are being well served and not being over-
charged. By building good relationships with customers, you 
improve loyalty, repeat business, and of course, your bottom 
line.

2. Stand Out From The Competition
Does your business stand apart from all others when it comes 
to brake component sales?  A key step here is to always exceed 
customer expectations. Work closely with suppliers to build 
product knowledge. Utilize Point-of-Sale materials. A customer 
that is looking for components as important as brake system 
parts deserves your full attention. Take the time to educate 

Top Retail Tips:

COVER STORY

Brake Sales
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him about all available options, so he can be confident that he 
has made the best possible decision.

3. Ask Questions
With vehicles being kept on the road longer, more owners are 
willing to make the necessary investment in preventative main-
tenance to avoid those costly breakdowns.  Find out the age of 
the vehicle and how long they plan to hold onto it. Are they 
looking to get another five to seven years out of it? If so, then 
they are likely open to installing a premium set of brake linings 
and rotors to ensure a long, maintenance-free life and superior 
brake performance that will keep their family safe.

4. Time is Money
We all live life at a much faster pace these days, so when a customer 
comes in for parts, while it is your job to ensure they are making an 
informed buying decision, be prudent and don’t waste their time 
by going into too much detail or by sharing random “brake failure 
stories.” Make good eye contact, be informative and direct, and 
congratulate them on a well-made buying decision.  

5. Avoid Hardware Headaches
Re-using worn hardware can result in noisy, under-performing 
brakes. It is important to emphasize this to your customer. 
Impress upon them the fact that the investment in new brake 
components is well worth the few extra dollars to include all new 
hardware. Make sure your DIY customers have all the necessary 
tools and supplies, such as proper lubricant for the sliders, to 
complete the task at hand.

6. Rotor Recommendations
Customers that come in asking for pads only likely need rotors 
too, and just don’t know it. Ask how the car is performing. Is 
there any pulsing or squealing when the brakes are applied? 
Are the pads worn down to the rivets, and have they scored the 
rotors? Point out how much more cost-effective it is to replace 
both pads and rotors together. It will result in a longer pad life, 
better braking, and safer vehicle response in emergency braking 
situations.

7. The Import Challenge
Foreign-plate customers are often highly loyal to the original 
brand name components installed on their vehicle. Be attuned 
to this fact; having a broad knowledge of import brake options 
as well as a well-stocked shelf of brand-name import brake parts 
means you can confidently assure your customer that you have 
both the knowledge and the parts on hand to fulfill their spe-
cialized requirements. 

8. Advising the DIYer
Even though counter staff have yet to be deputized to enforce 
safe brake installation procedures, something as critical as a brake 
job requires a fairly high level of mechanical knowledge. Don’t 
hesitate to ask the customer if this is their first brake job. Talk 
them through the process and see if they have the knowledge to 
carry out the task. Remind them about bleeding air out of the 
brake lines, and make them aware of any advisories about the 
ABS system. The customer may also require some specialized 
tools for the job.  Be helpful. The customer will thank you later.

9. Go The Extra Mile
While it may not be possible to follow up with every customer, 
for those customers you have spent extra time with to help them, 
schedule a reminder follow-up call. It will only take a few minutes 
out of your day, they will appreciate your thoughtfulness, and you 
will secure a loyal customer. Plus any feedback from the customer 
can help to hone your sales skills.

SCAN FOR A FREE
ARNOTT CATALOG!

AUDI • BMW • BENTLEY • CADILLAC
CHEVROLET • FORD • GMC • HUMMER • JAGUAR

LAND ROVER • LEXUS • LINCOLN • MERCEDES-BENZ 
MERCURY • PORSCHE • SAAB • VW

800-251-8993 | ARNOTTCANADA.COM

Arnott designs and manufactures 
quality air suspension

replacement products for luxury 
cars and SUVs. Arnott products 

provide a great ride and an
original equipment fit every time. original equipment fit every time. 

Plus, Arnott backs its products 
with outstanding customer

service, the best warranties
in the business and now ships

to Canadian customers from our
new Ontario Distribution Center.

Air Suspension Products
Canada
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LED Leak Detection Flashlight

Tracer Products has introduced the new Tracer 
line Vio-Blu, a cordless, dual-head LED flash-
light that is ideal for locating all automotive 
system leaks. The Vio-Blu features a high-
output True UV LED at one end and a super-
bright blue light LED at the other. As a result, 
it provides optimal fluorescent response and 
contrast, regardless of the type of dye. The True 
UV LED fluoresces all Tracerline universal/
ester and PAG A/C dyes, as well as TP-3400, 
TP-3405, TP-3900, and TP-3940 fluid dyes. 
Leaks can be seen even without using the yellow 
glasses provided. The blue light LED works 
with all oil-based dyes, including difficult-to-
fluoresce yellow dyes.
Tracerline 
www.tracerline.com

Cylinder Head Bolts
Magnum Gaskets has introduced 33 new OE-
quality head bolt sets, covering thousands of the 
most popular make/model/year domestic and 
import vehicles. The head bolts complement 
Magnum’s recently introduced cylinder head 
gaskets and the entire premium Magnum Gasket 
line. Magnum maintains a “U.S.A. First” policy 
that gives priority to manufacturing and sourc-
ing parts and materials in North America. More 
than 90% of Magnum products are designed, 
manufactured, and packaged in the U.S.A. The 
current Magnum Gasket line covers more than 
80% of sales in manifold, valve cover, and oil pan 
gasket categories for domestic and import cars 
and light trucks, at very competitive prices.  
Magnum Gaskets 
www.magnumgaskets.com

Superior Diesel Motor Oil
Champion Oil’s premium SAE 5W-30 Blue 
Flame API-CJ4 Synthetic Heavy Duty Diesel 
Motor Oil provides the same 
level of engine protection 
as leading SAE 15W-40 HD 
motor oils, but with more 
benefits. Champion’s newest 
oil reduces engine wear and 
corrosion while maintaining 
viscometric properties, and 
provides enhanced protection 
to engine and exhaust system 
components. It has also been 
shown to deliver an average 
of 3.3% and up to 4.5% fuel 
economy improvement over 
equivalent conventional lubricants. The oil 
provides better wear protection than most 
SAE 15W-40 motor oils, delivers enhanced 
durability, improves torque efficiency, and 
provides real-world fuel economy benefits. 
Champion Motor Oils
www.Championbrands.com

Ford F-150 6-Inch Lift Kit
Superlift’s 6-inch suspension system for current-
model F-150 4x4s passes FMVSS 126, NHTSA’s 
highway-speed lane-change test that verifies 
electronic stability control (ESC) functionality. 
The kit is fully compatible with Ford’s Roll 
Stability Control and Advance Trac traction 
control. Component highlights include cast 
ductile-iron knuckles that don’t increase front 
track width. High-clearance front crossmembers 
are tied together by a skidplate. Superlift uses 
rear blocks to retain factory spring rate and 
ride. Shock choices are affordable: Superide 
or premium Superide SS by Bilstein. 
Superlift
www.superlift.com

Value-Priced Gauges
Stewart Warner (formerly Maxima Technologies) 
has introduced new Gauge Line gauges. The new 
line supports the entry-level market and price-
sensitive customers, providing a natural com-
plement to premium Stewart Warner prod-
ucts currently on the market. The Gauge Line 
includes 23 standard electrical and mechanical 
gauges that are completely kitted with send-
ers, tubing, and hardware, making the gauges 
easier for distributors to sell and for end users 
to install. Additional features 
of the polished stainless 
steel gauges include 
superior lighting for 
optimal nighttime  
visibility, new, con-
temporary easy-to-
read graphics, and 
a bright, orange-
red pointer that 
improves the user 
interface.
Stewart Warner
www.stewartwarner.com
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tire health can be handed to vehicle owners 
as they wait. Quick Check allows shops to 
carefully examine every car that comes to the 
service lane, increasing revenue and improving 
customer retention. The new premium inspec-
tion system features an integrated printout that 
can contain results such as brake performance, 
tread depth health, and battery health. Quick 
Check inspection system results can also be sent 
to Hunter’s popular HunterNet for storage and 
analysis.
Hunter 
www.hunter.com

Catalytic Converter Line Expanded
Canadian Exhaust manufacturer UFM began 
adding catalytic converters to their offering back 
in 2001 starting with 100 SKUs, and has since 
grown to 500 SKUs with another 100-plus SKUs 
in the development process to be released 
later this year. The newest SKUs include 
applications for Audi, Mercedes 
Benz, Subaru and Volkswagen car 
applications as well as various 
truck applications with unique 
designs. UFM works closely with 
its substrate supplier to develop 
applications with the correct loading 
according to each specific year/make/
model need. 
UltraFit Manufacturing
www.Ultrafitmanufacturing.com

Heavy Duty Gaskets

Modern Silicone Technologies Inc. (MSI) has 
announced the addition of 99 new individu-
ally boxed Magnum Heavy Duty Gaskets and 
Seals for popular Class 3 to Class 8 diesel truck 
engines. Coverage includes Dodge/Ram Cum-
mins, Ford Powerstroke, GM Duramax, Navistar 
DT466, Caterpillar C7 thru C15, Detroit Diesel 
Series 60, and a range of Cummins engines. The 
current Magnum Automotive Gasket line covers 
more than 80% of manifold, valve cover, and oil 
pan gasket categories for domestic and import 
cars and light trucks.

Other recent Magnum product additions 
include world-class cylinder head gaskets and 
head bolts for most popular applications. 
Modern Silicone Technologies Inc.
www.magnumgaskets.com

High Premium Oil Filters
Wix Filters, a member of the Affinia 
Group family of brands, has launched a 
new XP line of high premium oil filters 
engineered to withstand the toughest of 
driving conditions and scientifically 
designed to maximize the performance of 
synthetic motor oils. XP filters are ideal for 
vehicles subject to towing trailers, boats, 
and heavy equipment; high idling condi-
tions in stop-and-go city driving; or harsh 
driving environments, such as dusty and 
muddy roads and extremely high tempera-
tures. These premium oil filters feature 
wire-backed, fully synthetic media that 
traps more dirt, dust, and grit.
Wix Filters
www.wixfilters.com

Quick Check Inspection System 

Hunter’s Quick Check inspection system 
performs a comprehensive vehicle inspec-
tion in under three minutes. Valuable infor-
mation about a vehicle’s alignment, brake 
performance, battery health, emissions, and 

Your ultimate choice
for the road ahead

To learn more call 1-800-257-6054 

www.philips.com/automotive

Vision
+30% more

light

Vision

VisionPlus
+60% more

light

VisionPlus X-tremeVision

X-tremeVision
  100% more

light
up
to

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.

PL1147_JobberNews_Bulbs_Trade_ThirdIsland_6-13_V1.0.indd   1 5/24/13   2:58 PM
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W hen a customer walks in and requests new spark plugs 
for a quick spring tune-up, it’s a good practice to recom-

mend new spark plug wires as well. Before they have a chance 
to turn down the offer, point out to them the fact that many 
spark plug wire boots are very close to the exhaust manifold 
and the extreme heat can bake the plug to the boot, and since 
they are difficult to remove they will often tear or crack when 
taken off. On many modern vehicles it can be very difficult 
for DIY consumers to remove and install the spark plugs 
themselves, so it really is worth the investment to replace the 
spark plug wires at the same time.

You have probably seen many instances where a customer 
installs new spark plugs and then comes back complaining 
they got a bad plug, when what really happened was they 
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cracked or tore one of the spark plug boots during the instal-
lation, resulting in a misfire. They will often blame the spark 
plug for the problem because they haven’t noticed the wire has 
been damaged.

Engine Types

So what about an engine with a coil-on ignition? Do 
these need new spark plug wires?

These engines have a rubber boot connecting the coil to the 
spark plug. These also reside in a high-heat area, and can 
become brittle or cracked from the heat. Another issue with 
coil-on ignition boots is they can become oil-soaked due to a 
leaking valve cover gasket. 

If the customer has a coil-on plug ignition system, take the 
time to ask, if you are replacing the spark plugs for misfires, are 
the spark plug wires oil soaked? If so, recommend replacing the 
leaking valve cover gasket as well as the wires. 

Jobber News would like to thank Jay Buckley, technical 
training director, Fram, whose source training information 
was used for this feature.
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For the Counterperson June 2013

Tune-up Tips
To Maximize Sales
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Vicky Forrester of Parry 
Automotive, Orillia, Ont.

2012 Counterperson of the Year

Do you know who the 
Best Counterperson is?
The 2013 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 2013 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 2013 Jobber News Counterperson 
of the Year Award is sponsored by:

www.epicor.com
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You also have to consider 
coil-near-plug applications. 
A very popular coil-on-plug 
application that is used by a 
large-volume manufacturer 
is called coil-near-plug. This 
is the same as a coil-on-plug 
system, except it has a short 
spark plug wire connecting 
the plug to the coil. These 
can literally become welded 
to the spark plug by the heat 
from the exhaust manifold. 
Do your customers a favour 
and recommend new spark 
plug wires for this type of 
ignition.

This is also a good 
opportunity to ensure your 
customer has all the right 
tools to do the tune-up. 
Make sure the customer has 
a good spark plug socket. A 
model with a rubber liner 
guide will help protect the 
insulator from cracking. 
They will also need a good 
ratchet and some extensions.

It is also important for your customers to check the gap of 
the new spark plugs. Many plugs come from the factory pre-
gapped to the most popular gap for that particular plug, but 
that doesn’t mean it is the correct gap for the vehicle. In some 
cases the vehicle manufacturer will change the recommended 
gap after the vehicle has been released into production. The 
customer should always check for the latest information in 
their vehicle service manual. 

Gap gauges come in different styles and are often used 
incorrectly. With the exception of copper core plugs, all of 
today’s spark plugs contain precious metals, and these can be 
easily damaged by placing an object between the electrode and 
the side wire and prying them open.

 The correct way to use a gauge is to place the side wire 
through the hole in the gauge and pry open the gap; or just 
tap the side wire to close the gap, then use the sliding scale to 
measure the plug gap. 

Another popular and more accurate gap gauge is one with 
round wires to accurately measure the plug gap. It also has a 
tool attached for opening and closing up the gap.

Installing spark plugs is not always an easy job. Recom-
mend the customer start the tune-up by closely reading the 
vehicle service manual for spark plug removal and installation 
instructions.  

For example, some transverse V6 engines require the 
removal of the upper intake manifold to get to the spark plugs. 
On some models, coolant lines also need to be disconnected 
before the manifold can be removed. Knowing this in advance 
ensures the customer has extra coolant and the manifold gas-
ket on hand plus the extra time and tools.

Advise them to always work on a cold engine. Point out 
that if the plugs and cylinder head are the same temperature, 
it will help in removing the spark plugs. It also prevents burns 
from the hot engine and exhaust manifold. Use a shop vacuum 
or compressed air to clean the area around the spark plug. 
This will prevent dirt from falling into the engine. When 
removing the spark plugs, use caution as carbon can build up 

Continued from page 26

on the threads, causing them to be difficult to remove. Work 
the plug back and forth if necessary to remove it.

With the gapped spark plugs ready to install, that brings up 
an important issue. Some people like to put a little bit of anti-
seize on the thread of the spark plug to prevent it from sticking 
in the engine. However, most manufacturers recommend not 
using anti-seize on the spark plug threads.  Anti-seize product 
has many great uses, but when placed on spark plug threads it 
can actually change the heat transfer temperature of the contact 
point. If metallic based anti-seize gets between the seat and 
the cylinder head, it can change the heat transfer temperature, 
effectively changing the heat range of the spark plug. 

When installing the spark plugs in the engine, it is best 
to use a torque wrench and tighten them to the OE factory 
torque specification. This will ensure proper contact with the 
plug in the cylinder head.

When placing the spark plug boot back on the spark plug, use 
a little dab of silicone dielectric grease. It seals the connection 
and prevents corrosion, and helps with removing the boot the 
next time around.

With a fresh set of spark plugs and wires installed, there 
are a few more important parts to finish the job. On a modern 
engine the complete tune-up should also include replacement 
of the fuel filter. This will ensure an adequate supply of clean 
fuel to keep the injectors working well.

 A high-quality air filter should be installed to maximize 
performance and help the engine breathe better, and a new 
cabin filter to ensure clean, pollen-free air for the passengers. 
All belts should be inspected and replaced if they appear to 
be cracked or worn. Lastly, a good fuel system cleaner can be 
helpful in making the car run at its best.

A good tune-up involves more than just swapping out the 
spark plugs. Make sure your customers have everything they 
need to do the job right the first time. It will help them avoid 
additional trips back to the store, and they will appreciate your 
expertise and will look to you for advice again in the future.
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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
Research and testing. Just two of 
the reasons Goodyear automotive 
replacement products deliver the 

ultimate in performance and value.

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.

Auto Test Tools.ca
Your one stop for 
specialized diagnostic 

tools and accessories. Contact; www.auto-know.
com, ronbrown@on.aibn.com, 1-800-665-8773

  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.kerrmachineshop-
group.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.

Pro-Spray Eastern Canada Sales Manager
Pro-Spray European Automotive Finishes is a manufac-
turer of automotive aftermarket re-finishing products and 
is in search of an Eastern Canada Sales Manager.
•  The ability to work independently, be flexible and work 

effectively as a team player with minimal supervision, 
is essential

•  This position entails 60-75% travel in Eastern Canada.
•  Excellent interpersonal, communication, organizational 

and planning skills are essential
•  Proficient in Microsoft Office products is beneficial, 

with presentation skills
•  Bachelor’s degree in business, marketing or related field
Pro-Spray offers a competitive benefit package and 
a competitive salary. If you are interested in making a 
future with a successful company, please visit our web-
site for the complete job description and by completing 
an Employment Application,
Pro-Spray Automotive Finishes

Attn: Victoria Brown  
Human Resource Department

600 Nova Drive SE, Massillon, Ohio 44646,  U.S.A.
Or apply on-line at www.prosprayfinishes.com
www.uschem.com
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Editorial
Comment

Jobbers who have waded uncertainly into the retail pool may have had a 
gift handed gradually to them over the past few years.

The cheapening of the value of the retail professional – replaced often 
by the lowest wage earners possible, usually on a casual employment basis 
– and fewer and fewer of the good ones left on the floor (as big box and 

small box retailers took a hit from the consumer spending drop over the past few 
years) has really hit the retail shopping experience hard. 

Prices may be a bit lower, in some cases, but while quality experience proponents 
and industry research alike continually reinforce the value of “exciting and delighting 
customers,” the reality is quite different. 

You have to look very hard to find the “delightful” retail shopping experience 
these days. Yes, it happens, but more often than not the experience is at the other 
end of the spectrum.

Walk through virtually any major retail establishment and you will find the short-
comings of our self-serve retail world coming home to roost: countless shoppers 
standing around, staring blankly at walls of product; others with an item in one 
hand, looking forlornly up and down aisles for someone to help them decide. 

Sure, they seem to be saying, I want a good price, but what I really want is to get 
the right stuff and get the heck out of here and get on with my life. Too often, they 
are hoping in vain, as they will be off to Store Number Two to find the product that 
they weren’t able to find at Store Number One. By the time they’re done, they might 
find themselves with no time left to actually do the job they bought the supplies for. 

On any given weekend, you’ll find these wandering souls spending their time 
buying, when what they really want is to spend their time doing the job they’re 
buying the stuff for. 

For many Canadians, the retail experience has become an awful experience, 
even as our understanding of what that does to the retailer’s bottom line has 
become so much greater.

And that is precisely what presents savvy jobbers with such a great opportunity.
The bar has been set so low by the cumulative experience of so many consumers 

that if you can just get them the parts they need – all the parts they need – at a reason-
able price without subjecting them to a migraine-inducing experience, they will be 
blown away. And they’ll tell their friends and associates about it. 

It may be a sad statement about the state of our retail environment, but as 
always, winning is as much about taking advantage of others’ failings as it is about 
being excellent.

Now this isn’t a licence to be lazy and inconsiderate; you should still strive for 
excellence, but you should understand too that your reach should always exceed 
your grasp. The reality is that in the current environment, you just don’t have to 
be that great to be better than so many others.

Let your staff do what they do best: fulfill parts orders, and fill the gaps in service 
and parts where you see them, but don’t make competing on retail price the whole 
focus of your retail strategy. 

It doesn’t make sense when what the consumer wants more than anything else 
is to get on their way with confidence they have what they need. You can do that, 
charge fairly for it, and end up with a happy customer who walks out the door in 
only a few minutes. 

And, in a world where happy retail customers are in such short supply, that’s a 
pretty delightful result.

 
—Andrew Ross, Publisher and Editor 

aross@jobbernews.com

RETAIL GOT EASY

NEXT MONTH

We celebrate the best of  
Canada’s jobbers with  
our Jobber of the Year 30th 
Anniversary Issue. Stay tuned 
to www.autoserviceworld.com 
for news!
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If something as simple as changing your motor oil could help lower your car’s impact on the 

environment, would you do it? A poorly maintained engine can result in your car producing more 

emissions than it should. The formulation of Chevron Havoline® with Deposit Shield® not only protects 

your engine, but helps maintain your car’s fuel efficiency, which minimizes carbon emissions. 

So look for the shield and protect the things you value most.

Havoline® with Deposit Shield®

PROTECT THE THINGS  
 YOU VALUE MOST

Havoline.com
 PROTECT WHAT MATTERS™

© 2013 Chevron Canada Limited. All rights reserved. All trademarks are the property of Chevron Intellectual Property LLC.

RED-L DISTRIBUTORS LTD

9727-47 Ave. 
Edmonton AB  T6E 5M7 
Tel: (780) 437-2630

OAKPOINT  
OIL DISTRIBUTORS

33-A Oakpoint Hwy. 
Winnipeg MB  R2R 0T8 
Tel: (204) 694-9100

THE UNITED SUPPLY  
GROUP OF COMPANIES

2031 Riverside Dr. 
Timmins ON  P4R 0A3 
Tel: (705) 360-4355

TRANSIT LUBRICANTS LTD

5 Hill St. 
Kitchener ON  N2G 3X4 
Tel: (519) 579-5330

R. P. OIL LTD

1111 Burns St. East  
Unit 3 
Whitby ON  L1N 6A6 
Tel: (905) 666-2313

CREVIER LUBRIFIANTS

2320 Métropole 
Longueuil QC  J4G 1E6 
Tel: (450) 679-8866

NORTH ATLANTIC 
PETROLEUM

29 Pippy Place  
St. John’s NL  A1B 3X2  
Tel: (709) 570-5624

Chevron Products  
are available  
from the following 
locations: 

CHEVRON CANADA LTD

1500-1050 Pender St. West. 
Vancouver BC  V6E 3T4 
Tel: (604) 668-5735

LORDCO AUTO PARTS

22866 Dewdney Trunk Rd. 
Maple Ridge BC  V2X 3K6  
Tel: (604) 466-4162 
Toll Free: 1 (877) 591-1581

NORTHERN METALIC  
SALES (GP)

9708-108 St. 
Grande Prairie AB  T8V 4E2 
Tel: (780) 539-9555

HUSKY ENERGY  
CORPORATION

707-8th Ave. S.W. 
Calgary AB  T2P 1H5 
Tel: (403) 298-6709

UFA

4838 Richard Rd. S.W.  
Suite 700  
Calgary AB  T3E 6L1 
Tel: (403) 570-4306

CHRIS PAGE  
& ASSOCIATES

14435-124 Ave. 
Edmonton AB  T5L 3B2 
Tel: (780) 451-4373
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MILLION MILE   WARRANTY

K7460X
ExtrEmE Duty uppEr Ball Joint

C H A S S I S

G
L
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•	 Forged	SAE1045	Steel	Housing
•	 Tempered	Steel	Stud	and	Housing
•	 Dual	FX-2005	Bearings
•	 CNC	Machined
•	 Pre-Lubricated	with	Molybdenum	

Disulfide	Grease

XRF Inc., 128 Hedgedale Rd. Brampton Ontario L6T 5L2   TEL:  800.483.8499   FAX:  905.451.0478
XRF (USA) Inc., 4950 WILLS DRIVE, KIMBALL, MICHIGAN, USA  48074  TEL:  877.674.4030   FAX:  810.388.1430
WEBSITE:  www.xrfchassis.com
E-MAIL:    info@xrf.ca 

Dodge	 RAM	1500	Truck	 2008-2006
	 	 RAM	2500	Truck	 2010-2003
	 	 RAM	3500	Truck	 2010-2003
Ram	 	 2500	 	 	 2012-2011	
	 	 3500	 	 	 2012-2011

XRF™ is the Trade Mark of XRF Inc.
Copyright© 2013 All Rights reserved by XRF Inc.
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