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TriCan Tire Expands 
Canadian Presence

TriCan Tire Distributors, 
Inc., has announced 

that it has acquired the 
wholesale distribution 

business of Kipling 
Tire Co. Ltd., based 

in Etobicoke, Ontario, 
Canada.

*    *    *

Mahle Clevite Inc. 
Transitions Company 

Name 
Mahle Clevite Inc. has 

announced the transition 
of its company name to 
Mahle Aftermarket Inc. 
The changeover brings 
Mahle in line with all 
of the Mahle Global 

Aftermarket divisions, 
and highlights the 

substantial diversification 
of the Mahle Aftermarket 

product mix. 

*    *    *

Toyota And Denso 
Establish A/C 

Compressor Co.
Toyota Industries and 

Denso have established 
a new company, Yantai 

Shougang TD Automotive 
Compressor Co., Ltd. in 
Yantai City, Shandong 

Province, People’s 
Republic of China, 

for the manufacture 
of automotive air-

conditioning compressors 
in response to the 
growing Chinese 

automobile market.

U.S. Aftermarket Calls End 
To Right To Repair Battle

Key U.S. aftermarket auto parts and automak-
er industry associations and their membership 
have reached an agreement that will effectively 
see the end of the state-by-state fight for so-
called Right to Repair legislation in favour of a 
national voluntary agreement.
The Alliance of Automobile Manufacturers 
(Alliance), the Association of Global Auto-
makers (Global), the Automotive Aftermarket 
Industry Association (AAIA), and the Coali-
tion for Automotive Repair Equality (CARE) 
have announced their collective acceptance 
of a national agreement to ensure consumer 
choice in post-warranty auto repair, decisively 
ending the longstanding “Right to Repair” 
debate within the industry.

In Canada, the legislative route was aban-
doned several years ago in favour of the vol-
untary Canadian Automotive Service Informa-
tion Standard (CASIS) agreement.

There has been, as yet, no official reaction 
from the National Automotive Service Task 
Force (NASTF), a long-standing voluntary 
body through which automaker service infor-
mation is made available in the U.S.

The U.S. national agreement is based on 
a recent law finalized in the Commonwealth 
of Massachusetts (Chapter 165 of the Acts of 
2013). The signed Memorandum of Under-
standing (MOU) extends the essential provi-
sions for all light vehicles negotiated in the 
Massachusetts law nationwide; it affects all 
companies and organizations that are cur-
rently members of the signatory associations.

This national agreement ensures the Alli-
ance, Global, AAIA, and CARE will stand 
down in their fight on “Right to Repair” and 
work collectively to actively oppose individual 
state legislation while the respective groups 
work to implement the MOU. In the mean-
time, the parties agree that further state legis-
lation is not needed and could serve to weaken 
the effectiveness and clarity of the MOU.

“Automakers manufacture high quality, 

innovative vehicles that provide strong value, 
safety, and convenience to our customers,” 
says Mitch Bainwol, president and CEO of 
the Alliance of Automobile Manufacturers. 
“Accessible, efficient, accurate, and competi-
tively priced repair and service are paramount, 
and franchised dealers and the aftermarket 
play unique and important roles in the repair 
process.”

“We are excited that consumers and inde-
pendent repair facilities around the nation will 
have the same access to the information, tools 
and software needed to service late model 
computer controlled vehicles, as is required 
under the Massachusetts right to repair stat-
ute,” says Kathleen Schmatz, president and 
CEO of the Automotive Aftermarket Industry 
Association. “We believe that the resulting 
competitive repair market is a win-win for car 
companies, the independent repair industry, 
and most importantly, consumers.”

“Much like with fuel efficiency economy 
and greenhouse gases, a single national stan-
dard regarding vehicle repair protocols is 
imperative,” says Mike Stanton, president and 
CEO of the Association of Global Automakers. 
“A patchwork of fifty differing state bills, each 
with its own interpretations and compliance 
parameters, doesn’t make sense. This agree-
ment provides the uniform clarity our industry 
needs and a nationwide platform to move on.”

“Since the first Right to Repair Act was 
introduced in Congress in 2001, CARE and 
the automotive aftermarket have worked to 
ensure our customers continue to have the 
right to choose where they buy their parts and 
have their vehicles serviced,” says Ray Pohl-
man, President of CARE. “This agreement 
will ensure vehicle owners will have competi-
tive and quality choices in their repairs while 
strengthening the auto repair industry nation-
wide. This agreement illustrates what can 
happen when organizations focus on putting 
customers and consumers first,” Pohlman says.

Record Global Car Sales 
Projected for 2014

The cyclical recovery in global auto sales 
remains intact with purchases advancing in 
every region except Europe over the past year, 
according to the latest Scotiabank Global Auto 
Report.

Purchases in Canada are expected to edge 
up to a record 1.76 million units in 2014, 
surpassing this year’s peak of 1.75 million. 
Volumes will be boosted by an improving 
labour market and the best vehicle affordabil-
ity in more than three decades. Despite record 
new vehicle sales, Canadian households now 
spend only 4.3% of their disposable income 

on purchasing new vehicles, down from 5.8% 
a decade ago during the previous sales peak.

“Purchases in Canada are expected to edge 
up to a record 1.76 million units in 2014, with 
volumes boosted by an improving labour mar-
ket and the best vehicle affordability in more 
than three decades,” says Carlos Gomes, Sco-
tiabank’s senior economist and auto industry 
specialist. “Volumes in Western Europe began 
to stabilize in the second half of 2013 and are 
forecast to increase next year for the first time 
since 2009, helping to lift global car sales to 
record highs.”

continued on page 6

p 04-8 OTC news.indd   4 14-02-05   1:35 PM



®

Precision Brand      Precision Engineering      Precision Performance

Includes, Pins, Levers,
Springs if Applicable 

www.autopartsdepot.ca
For more information on these and other ProMax products visit...

Hardware Included

Rotors and Drums Brake Shoes

Metallic
Brake Pads

Ceramic
Brake Pads

Positive Mold 
Manufacturing Technology 

Positive Mold Manufacturing Technology 

Premium  Coated Rotors and Drums

p 05 Promax ad.indd   5 14-02-05   9:20 AM

http://www.autopartsdepot.caFor
http://www.autopartsdepot.ca


6 JOBBER NEWS / FEBRUARY 2014

INFORMATIONAA

2014

1313

20142014
FEBRUARYFEBRUARY

OVER THE 
COUNTER

Federal-Mogul Receives 
Leadership

Award
Federal-Mogul’s popular, 

free “SmartChoice 
Mobile” app for 

automotive service 
providers has been 

selected for the Frost 
& Sullivan North 

American Customer 
Value Leadership Award. 
The award is presented 
annually to a company 
that has demonstrated 

excellence in 
implementing strategies 
that proactively create 
value for its customers. 
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Parts For Trucks Relocates 
Moncton Store

Parts for Trucks has announced the relocation 
of their Moncton store to a new building in the 
West Moncton Industrial Park. The new facil-
ity includes a service garage with 13 bays, fully 
equipped for repair work on heavy-duty trucks 
and trailers and installation of truck-mounted 
equipment.

The new location is located at 387 DesBri-
say Ave. Parts manager Brian Steeves and ser-
vice manager Mark Bowser are both Moncton 
natives and have years of experience in the 
industry.

“This store is bigger, brighter and better 
set up to serve our customers,” says Robert 
Goodwin, Parts for Trucks regional manager 
for New Brunswick. 

Federal-Mogul to Purchase Affinia 
Chassis Components Business

Federal-Mogul has announced that it has 
entered into a definitive asset purchase agree-
ment to acquire Affinia’s chassis components 
business. The Affinia business serves lead-
ing U.S. aftermarket customers with branded 
and private-label chassis product lines. The 
transaction is subject to customary regulatory 
approvals.

“I believe there continue to be attractive 
opportunities for growth in the global automo-
tive aftermarket,” says Carl C. Icahn, chairman 
of the board of Federal-Mogul. “The Board of 
Federal-Mogul remains committed to pursu-
ing initiatives, like the Affinia chassis transac-
tion and the recently announced Honeywell 
friction acquisition, to broaden the company’s 
product offering, provide operational syner-
gies, and better serve customers globally.

“The integrated Federal-Mogul and Affin-
ia chassis business will enable Federal-Mogul 
to offer an expanded portfolio of chassis 
products for a more comprehensive range 
of vehicles,” states Kevin Freeland, Federal-

Mogul CO and CEO of the company’s Vehicle 
Components Segment. “Combining these two 
businesses will generate synergies in all areas 
of the business, including greater efficiencies 
in our chassis manufacturing operations and 
in logistics. This combination will allow us 
to better meet the needs of current custom-
ers and increase our ability to attract new 
customers.”

When fully integrated, Federal-Mogul’s 
chassis business will include a wider range of 
wheel-end and steering products, including tie 
rods, ball joints, suspension and steering link-
ages, and alignment products, covering a great-
er portion of the U.S. car and pickup truck 
population, including foreign nameplates and 
heavy-duty applications. Federal-Mogul will 
continue to offer products through its widely 
recognized Moog chassis components brand 
and will also serve North American automo-
tive aftermarket distributors and retailers with 
private-label branded components.

ALI Interactive Online Lift Safety 
Training Course Goes Live

The new online version of the Automotive Lift 
Institute (ALI) Lifting It Right vehicle lift safety 
training course is now live. Lifting It Right: 2014 
Online Edition can be accessed at www.autolift.
org/store.php#liftingitright.

The course is produced by ALI and hosted 
by racing legends Richard and Kyle Petty. ALI 
partnered with dealer services provider KPA, 
which has trained more than one million 
automotive industry professionals, to adapt 
material from the popular Lifting It Right DVD 
into an interactive, Web-based format. The 
information presented applies to lift operators 
at dealerships, independent shops, govern-
ment agencies, vocational schools, and other 
facilities.

In Lifting It Right: 2014 Online Edition, a nar-
rator guides trainees through lift types, the 
lifting and lowering process, and lift mainte-

Follow us on Twitter.
Get AutoServiceWorld.com 

News and more by  
following JobberNews  

on Twitter.

p 04-8 OTC news.indd   6 14-02-06   8:01 AM

mailto:aross@jobbernews.com
mailto:jhunter@businessinformationgroup.ca
http://www.autolift.org/store.php#liftingitright
http://www.autolift.org/store.php#liftingitright


JOBBER NEWS / FEBRUARY 2014 7

Hotline
1.800.274.5001

more
services

The Right Choice is 
the Smart Choice!

For more than 125 years, 
FAG premium bearings have 
set the standard for quality, 
durability and performance. 

Built to the same exacting 
standards as our original-
equipment products and 
engineered to thrive under 
pressure, FAG Hub & Wheel 
Bearings deliver everything 
you’d expect a company that 
supplies O.E. manufacturers 
around the world.

FAG brand hub and wheel 
bearings: Anything less just 
isn’t intelligent.

www.Schaeffler-Aftermarket.us

nance. Throughout the presentation, 
real-world scenarios with corresponding 
questions are presented to engage par-
ticipants, who interact with the content 
and receive immediate feedback when 
answering the questions. The interac-
tive elements provide a positive learning 
environment and reinforce the trainee’s 
understanding of each topic presented 
before moving forward.

At the conclusion of the program, a 
certificate of completion is generated 
and stored online. It can also be printed 
and displayed or filed if desired.

To access Lifting It Right: 2014 Online 
Edition, visit www.autolift.org/store.
php#liftingitright. The training pro-
gram costs $29 per trainee. Once regis-
tered, the user can take up to 90 days to 
successfully complete the course. If the 
participant fails the question-and-answer 
portion on the first try, he or she may 
study and review the course as needed 
before re-taking the online test a second 
time within the allotted 90 days.

Upon completion of the program, 
each participant will receive a copy of 
ALI’s Automotive Lift Safety Tips card 
and the Lifting It Right safety manual 
via mail.

Those seeking to continue to docu-
ment training without the use of online 
tools or a certificate from ALI will con-
tinue to be able to purchase ALI’s Lifting 
It Right DVDs through the ALI store at 
www.autolift.org/store.php.

Denso Expands Its North 
American Headquarters

Global automotive supplier Denso is 
investing $10 million (US) and add-
ing 176 new jobs to expand its North 
American headquarters in Southfield, 
Mich. The investment, which includes 
the purchase of an existing 81,000-sq.
ft. office building on its current campus, 
will increase its research and develop-
ment capabilities in the region. The 
expansion is part of the company’s plan 
to invest nearly $1 billion (US) and cre-
ate 2,000 jobs in North America over a 
four-year span. Of this, more than $750 
million and 1,200 jobs will be in the 
United States.

“We’re on track with our North 
American investment commitment, and 
to date, of the 1,200 jobs we’ve com-
mitted to creating in the U.S., we’ve 
already added 1,100,” says Terry Helge-
sen, senior vice-president, industry rela-
tions, Denso International America, Inc. 
“Overall we have added more than 640 
jobs in Tennessee, 425 in Michigan, and 
50 in California.”

The investment will expand research 
and development of next-generation 

technologies to improve fuel economy 
and safety. Along with this, Denso has 
purchased a new building on Oak Hol-
low Drive. The overall project includes 
laboratory and testing facilities to sup-
port the development of components 
for:
•  Electric hybrid vehicles
•  Gasoline direct injection systems
•  High output alternators
•  Infotainment and connectivity products

In Tennessee, Denso will invest 
approximately $55 million (US) and 
add 130 positions at Denso Manufac-
turing Athens Tennessee (DMAT) to 
expand its gasoline direct injection 
lines. This is in addition to the $55 mil-
lion investment and 130 new jobs that 
Denso announced last year to localize 
its gasoline direct injection lines, bring-
ing the total investment to $105 million 
and 260 new jobs.

In Montgomery, Ala., Denso is invest-
ing approximately $2.2 million (US) 
to open a new shipping plant, named 
Denso Manufacturing Michigan Ala-
bama (DMMI-AL), resulting in at least 
45 new positions. DMMI-AL will support 
the warehousing and shipping of heating 
ventilation and air conditioning (HVAC) 
units and other parts for its North Amer-
ican customers. Start of operation is 
scheduled for April 2014.

MEMA Meets With European 
And Japanese Associations

Leaders of the Motor & Equipment Man-
ufacturers Association  (MEMA)  and  its 
original equipment market association, 
the Original Equipment Suppliers Asso-
ciation (OESA), met with key executives 
of  CLEPA  and  JAPIA,  the  associations 
representing automotive parts suppliers 
in  Europe  and  Japan,  for  trilateral  dis-
cussions of common issues and coopera-
tion in the global automotive industry in 
Detroit, Michigan.

“As our members continue to oper-
ate in a global environment, it is critical 
for the trade associations to meet and 
discuss issues of common concern,” says 
Steve Handschuh, MEMA president and 
chief executive officer. “I was pleased 
that the participants could identify sig-
nificant issues for immediate coopera-
tion and joint efforts. We are committed 
to working with our colleagues from 
CLEPA and JAPIA for the betterment of 
all of our members and to serve as the 
strong voice for North American suppli-
ers in the global industry.”

Issues discussed ranged from efforts 
to  promote  intellectual  property  (IP) 
protection, remanufacturing, emerging 
environmental regulations, and trade 
negotiations between the respective 
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APPOINTMENTS

countries. The global industry leaders 
also identified topics for further discus-
sion, including greater coordination of 
anti-counterfeiting efforts and strength-
ening regulatory harmonization.

The trilateral group will continue to 
work on these issues and other topics, 
and agreed to meet in six months to 
report progress.

Dayco Receives Outstanding 
Manpower Support Award

Dayco Products received the 2013 Out-
standing Manpower Support Award 
from the Aftermarket Auto Parts Alli-
ance during its annual winter meeting 
held this past December in Aventura, 
Fla. Dayco representatives were present-
ed with the award during the presenta-
tion of the Annual Supplier Awards, 
which are voted on by the shareholders 
of the Alliance.

The Outstanding Manpower Support 
Award was given to Dayco for its best-
in-class field support, which includes 
technician clinics and store sales calls. 
Dayco’s field sales staff consists of repre-
sentatives throughout the United States 
and Canada who are tasked daily with 
meeting the needs of their customers. 
Dayco field sales representatives are 
focused on training new technicians on 
to how to properly inspect wearing parts, 
such as serpentine belts, and how install-
ing Dayco’s extensive line of aftermar-
ket products will help them reduce the 
amount of comebacks at their respective 
automotive and heavy-duty repair shops.

ContiTech Strengthens 
Presence in China

With the acquisition of the business of 
local manufacturer Taizhou Fuju Rub-

ber Belt Manufacture Co., Ltd., Con-
tiTech AG, Hanover, Germany, is con-
tinuing the expansion of its drive belt 
business in China. To date, the Chinese 
company, founded in 1993, has predomi-
nantly manufactured drive belts for the 
automotive replacement business and for 
industry in general. In the future, Conti-
Tech will make use of a 33,000-square-
metre production complex just com-
pleted at the start of the year. It is being 
mostly fitted out with new machines and 
offers space for further expansion. The 
plant is located in Sanmen in Zhejiang 
province, south of Shanghai. ContiTech, 
a division of the international automo-
tive supplier, tire manufacturer, and 
industrial partner Continental, will be 
taking on a total of around 100 employ-
ees from Fuju.

MACS Installs 2014 Board Of 
Directors At Annual Meeting

The board of directors of the Mobile Air 
Conditioning Society (MACS) World-
wide have elected the following officers 
for the 2014 board term:
Chairman: Andy Fiffick of Rad-Air Com-
plete Car Care, Cleveland, Oh.
Vice Chairman: Steve Sunday, Sunair 
Products, Fort Worth, Tex.
Treasurer: David Jack, Denso Products 
and Services America, Long Beach, Cal.
Secretary: R.C. Shirmer, Glen-Ray Rad 
Inc. Wausau, Wis.
Past Chairman: Arthur “Butch” Smith, 
ARA Automotive Systems, Garland, Tex.

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.

Transbec has appoint-
ed Sylvain Faucher 
as territory manager 
for the south shore 
of Montreal. Syl-
vain Faucher has 25 
years of automotive 
aftermarket industry 
experience and will 

be joining Transbec’s sales team of 20 
account managers across Canada and 
the United States.

Motul USA has announced the appoint-
ment of Ron Aparicio as its director 
of sales and marketing. A veteran of 
the automotive aftermarket industry, he 
previously served as director of sales for 
Walker Products Inc. During his 10-year 
service with Walker, he was responsible 

for aftermarket sales and the manage-
ment of outside sales reps. In addition, 
he oversaw all aftermarket sales channels 
and buying groups. Aparicio currently 
serves as chairman of CAWA, a non-
profit trade association representing 
automotive aftermarket parts manufac-
turers, jobbers, warehouse distributors 
and retailers.

The Motor & Equipment Manufactur-
ers Association (MEMA) has announced 
that Paul McCarthy has been promoted 
to the new position of senior vice-presi-
dent, strategy, planning, and information 
services. He formerly served as vice-presi-
dent of research, planning, and member 
services for the Automotive Aftermarket 
Suppliers Association, the aftermarket 
segment association of MEMA.
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A 
recent announcement that the Ontario 
Drive Clean program will be reducing its 
fee from $35 to $30 is not impressing the 
Progressive Conservative party.

Kitchener-Conestoga MPP Michael Harris, 
who also serves as the party’s environment critic, 
held a media conference to criticize the move, 
and to outline the PC platform on the issue. 
Essentially, the Conservatives want to scrap the 
Drive Clean program, which they claim has out-
lived its usefulness. The timing of this criticism 
conveniently falls in an election year.

“Reducing the Drive Clean fees might be good 
enough for the Liberals and even the NDP, but it’s 
not good enough for Ontario drivers,” said Harris, 
who said the Drive Clean program, when it was 
initiated, was supposed to be a temporary program 
with clear initiatives.

“If the Conservatives are claiming that a lot of 
people are complaining about the program, I would like to 
know who those people are. It’s like anything else: sometimes 
the squeaky wheel gets the grease. But we are not seeing a 
whole lot of backlash from consumers saying they want to 
cancel the program. That’s just not happening. And neither 
are the Drive Clean officials seeing that or hearing that,” 
explains AIA president Marc Brazeau.

“Whether you are a politician, a vehicle owner, or just an 
average consumer, one of the things that can’t be disputed 
– and this is all supported by studies – is that the number-
one cause of greenhouse gas emissions in Canada continues 
to be personal vehicles. Many people like to pick on the oil 
sands and some of the other big industrial polluters, but the 
fact remains, vehicles ultimately remain the single largest 
emitters of greenhouse gas in Canada,” says Brazeau.

There are 20 million-plus vehicles on the road across the 
country today, and Ontario accounts for the majority of that 
number. The average age of a vehicle today is the highest it’s 

ever been at 9.3 years, and the average number of kilometres 
driven during the lifespan of that vehicle is 320,000 km.

“When you look at those leading indicators, it means that 
Ontario drivers are keeping their vehicles longer, they are 
driving their vehicles further, and if you’re going to take 
away a program that’s focused and intended to make sure 
older vehicles continue to be friendly to the environment 
and continue to have emissions systems that work, then to 
me, it is simply absurd for anyone to think that it’s time to 
cancel the program,” adds Brazeau. “In fact, the complete 
opposite should be happening. We should be expanding the 
program, because the fundamentals, in terms of number of 
vehicles, average age of vehicles, average number of kilome-
tres driven, all point to the importance of having a program 
like Drive Clean.”

The Ontario government introduced changes to the 
Drive Clean program in January of last year. The changes 
streamlined the program and cut back on the amount of 

Drive Clean Changes 
Spark Political Controversy

By Steve Pawlett
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time required to administer it. For 
example, the new equipment no 
longer requires a dedicated ser-
vice bay, so shops can work more 
efficiently. Technical upgrades to 
the test have not only simplified 
the administration of the test, but 
vastly reduced opportunities for 
fraud. 

“The new test is a lot more accu-
rate, and as a result, we actually saw 
a slight bump in the number of fail-
ures,” explains Brazeau. “Now again, 
I’d like to see a politician present 
their facts in terms of the environ-
ment, because these results mean 
that the new standards are in fact 
working.”

One of the things the Conservative 
government has been promoting of 
late is the need to stimulate the 
economy and create jobs. “The Drive 
Clean program is a win-win in this 
case. It’s a win for the environment, 
and ultimately a win for society and 
consumers, because we are ensur-
ing that the vehicles on the road are 
not polluting or emitting excessive 
amounts of greenhouse gas.

“It also helps to ensure the indus-
try continues to be innovative and 
continues to meet the driving needs 
of consumers. A tuned vehicle is a 
fuel-efficient vehicle. A lot of people 
may not be aware of the fact that a 
vehicle maintained from an emis-
sions point of view is also a vehicle 
that’s going to burn less fuel, and 
it’s going to have a positive impact 
on the consumer’s pocketbook,” says 
Brazeau.

“The one thing we have been 
talking to all levels of government 
about [here in Ontario], is that what 
we need to do with the Drive Clean 
program is to look to move it to a 
Drive Safe program. The reason why 
we are promoting the concept of 
the Drive Safe program is that our 

studies, which were conducted by 
DesRosiers Automotive Consultants, 
clearly indicate that more and more 
vehicle owners are neglecting regu-
lar vehicle maintenance,” explains 
Brazeau.

DesRosiers’ research estimated 
that, averaged out, every single vehi-
cle in Ontario is being under-main-
tained by $207 per service interval, 
which is about three services per year 
– or $600+ per year per vehicle. This 
lack of regular service affects not 
only emissions but people’s safety.

“When these vehicles were built, 
they were built with a designated 
service interval for regular main-
tenance. And we know, based on 
studies we have had conducted with 
DesRosiers, that more and more 
vehicle owners are neglecting this 
regular maintenance. So let’s take 
the concept of Drive Clean, turn 
that into a Drive Safe program, and 
now not only are you continuing to 
capture the emissions side but you 
are able to ensure the vehicles are 
safe to go back onto the roads,” says 
Brazeau.

“The benefit to the consumer is 
that you will end up with a vehicle 
in the long run that is more fuel-
efficient, will be more reliable, and 
the pocketbook savings will be sig-
nificant, because you will actually 
spend less on major repairs and you 
will be able to drive your vehicle 
longer and therefore not be tied to a 
monthly payment for a new vehicle,” 
adds Brazeau.
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The amount of technology built into vehicles today is 
astounding, and not just ABS, ride control, or the 
multitude of sensors that comprehensively monitor a 
vehicle’s operation. The ability to see and be seen on 

today’s busy roads has also improved dramatically in recent 
years.

With the introduction of high-output halogen bulbs, HID 
headlights, and the more recent growth in LED lighting, 
combined with advances in materials and designs for wiper 
blades, vehicle owners now have a wide range of aftermarket 
offerings they can choose from to improve driving safety.

Research indicates that as the average age of motorists 
continues to rise, consumers are becoming more concerned 
with driving visibility, and this has led to more frequent 
replacement of wipers and more interest in brighter after-
market lighting products that improve on older OE lighting 
standards.

“When it comes to auxiliary lighting, the market is shift-
ing to LED and slowly moving away from halogen. For 
headlight bulb upgrades, the halogen upgrade bulbs are 
still growing mainly because LED and HID bulb conversions 

are still illegal, unless the vehicle came equipped from the 
factory with these options,” says Justin MacLauchlan, brand 
manager for PIAA Corp.

“Older cars don’t have great lighting systems when you 
compare them to the newer vehicles these days, so recom-
mending a bulb upgrade, adding on a set of auxiliary lights 
to accent the vehicle’s headlamps, and installing a good pair 
of wiper blades can help increase visibility dramatically over 
their stock lighting and wiper system,” explains Christine 
Applebaugh, communications and marketing services man-
ager for Osram Sylvania.

With about 85% of vehicle owners waiting for a bulb to 
burn out before putting in a new one, there are a lot of old 
bulbs out there that have gradually grown noticeably dim-
mer. Often a driver might think his or her eyes are deteriorat-
ing, when in fact it just may be the filament in the headlight 
bulb.

“Most serious accidents occur at night, when drivers’ 
vision is weakest. So, what better motivation is there to make 
sure that a customer’s vehicle lighting is at its best? That’s 
where upgrade lighting shines. It features advanced tech-

Keeping Lighting, 
Wipers Moving

By Steve Pawlett

Good Visibility 
Improves Driver Safety
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nology that simply outperforms standard bulbs – delivering 
more light and a better beam pattern as well. All these fac-
tors focus a bright light on an ideal business opportunity. 
Upgrade lighting commands a higher price, and that means 
you can earn a higher margin,” says Ann-Marie Hines, senior 
marketing manager, Philips Automotive.

“If you could pose only one question to every driver in 
North America it should be, ‘When was the last time you 
changed your headlight bulbs?’ If they can’t remember, and 
many will not, follow up by telling them that bulbs can grow 
significantly dimmer over time, by up to 20% and even more 
in some cases, so if you can’t even remember the last time you 
changed them or if you never have, chances are you would 
see a noticeable difference if you changed them both now. 
And, if they move up to a quality premium bulb, they will 
likely be blown away by the improvement,” adds Applebaugh.

Jobbers should be familiar with the features and benefits 
of the lighting products they are selling within their store. 
They should have a general idea of the differences between 
halogen, LED, and HID. It also helps to have a working dis-
play in the store to demonstrate the benefits of aftermarket 
lights.

“Halogen will still comprise the vast majority of sockets 
on vehicles in operation for the next 20 years. Jobbers and 
installers should focus on three things to increase sales: (1) 
replace before burnout (as bulbs do dim over time, or to 
attain improved safety or styling benefits immediately), (2) 
replace in pairs (for even illumination and convenience), and 

(3) upgrade to a premium bulb for safety (more light, whiter 
colour) or style (white colour that approximates HID/LED),” 
advises Applebaugh.

To participate in the LED forward lighting market, job-
bers will need to sell fog, DRL, or accent light kits rather 
than bulb replacements, as there is no market for bulb 
replacements as yet. PIAA has introduced the LP550 and 
LP560 LED Light Kits as well as the RF6, RF10 and RF18 
LED Light Bars. The company has also introduced new 
vehicle-specific kits for Jeep and Toyota and offers a line of 
trail light bars.

GE recently launched its Nighthawk Xenon lights, which 
offer 120% more light. “Our new xenon bulbs have an extra 
charge of xenon that puts more light on the road,” says Bess 
Collins, marketing manager, GE Canada.

Philip’s upgrade lines include the Philips Vision Headlight 
Bulb, which delivers 30% more light than a standard halo-
gen; Philips VisionPlus, which is 60% brighter; and Philips 
X-treme Vision, which can deliver up to 100% more light. For 
style-minded consumers, Philips CrystalVision Ultra has a 
distinctive blue effect in the headlight that creates the whiter 
and brighter look of xenon, which has become a popular 
trend among custom and performance enthusiasts.

SilverStar halogen bulbs from Sylvania provide an increase 
in brightness of 35%, with light that travels 30% further and 
spreads 35% wider. Sylvania’s brightest halogen bulb, the 
SilverStar Ultra, provides an increase in brightness of 50%, 
with light that travels 40% further and spreads 50% wider. 
And if your customer prefers the look of a xenon bulb, 
SilverStar zXe halogen bulbs feature a mirror tip and cobalt 
blue coating that provide a jewel-like shimmer that adds 
xenon style and attitude to the vehicle.

www.piaa.com/lp800-525-7422
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The Wagner brand offers three 
premium headlamp technologies to 
OE-replacement and extended-life min-
iature lamps for virtually any popular 
late-model domestic or foreign name-
plate vehicle as well as commercial 
vehicle. The Wagner NightDefense, 
BriteLite, and TruVue Plus head lamps 
each offer unique benefits designed 
to match the needs and preferences of 
today’s drivers.

Wiper Technology Advancements
Beyond lighting, wiper blades are 
replaced more frequently, especially 
now with an aging driver population 
concerned about visibility. Much like the 
brake pad, this product has experienced 
improvements in materials and design 
that have improved performance and 
thus safety. As with lighting, there are a 
lot of significant differences in materi-
als and construction of wiper blades. 
Jobbers need to be aware of the various 
performance and quality levels of wiper 
blades in order to sell the premium lines 
they carry.

There has been a clear shift away 
from conventional bridge-style designs 
to flat, or beam, blades. Safety is a 
key selling factor; it’s not just a case of 
replacing what was originally on the 
vehicle. Jobbers can keep customers 
coming back with good service, pre-
mium product selections, and helpful 
advice.

The split between the conventional 
and premium blade offerings is vari-
able and depends on store location and 
the makeup of the local car park. “Our 
premium Superwind blades are show-
ing a positive trend,” explains Alfredo 
de la Vega, vice-president product 
management and marketing for Hella. 
“Consumers like the European style of 
blade with the benefits of performance 
in adverse weather conditions.”

Blades are not meant to last for-
ever. Advise your customers to inspect 
them monthly and replace them every 
six months. Wiper blades should be 
considered a safety device. It’s impor-
tant to have good vision in all weather 
conditions, and regular blade replace-
ment ensures less damage to the wind-
shield, which could affect night vision if 
scratched.

“Hella is a new brand in the North 
American market; however, we have been 
selling wiper blades for over 20 years in 
South America, Asia, and Europe. Our 
goal is not only about volume, but to 
offer a unique design and technology, 
which results in better performance of 
the blade, and an easy install with pre-
installed connectors,” adds de la Vega.

The Aero Vogue is PIAA’s latest offer-
ing, due to arrive on shelves this month. 
It features an aero cover over a metal 
frame, to give it a sleek and modern 
appearance. The aero cover has air ducts 
to allow airflow to pass through so the 
wiper won’t lift during high speeds. It 
uses PIAA’s premium silicone rubber for 
long lasting, streak-free performance, 
giving users superior visibility. The Aero 
Vogue design, sometimes called Hybrid 
or Uni-blade, is a newer trend in wipers.

Trico saw the growing need for a 
stronger, leaner, more flexible, and 
more weather-resistant design and devel-
oped the Trico Ice, which combines the 
rugged construction and protective fea-
tures of a conventional winter blade with 
the benefits of new winter blade technol-
ogy. It is designed to provide maximum 
wiper performance within some of the 
harshest winter driving environments, 
is easy to install, has 98% coverage, and 
fits 12 of the leading wiper arm types.

The Trico Ice one-piece f lex-
ible wiper design uniformly distrib-
utes wiper pressure for an even, clear, 
and consistent wipe. The integrated 
structure seals out weather and snugly 
conforms to all glass shapes. The low-
profile design complements new vehicle 
designs and maximizes the line of sight. 
The Teflon-infused synthetic blended 
element resists snow and ice build-up 
and provides a smooth quiet wipe in 
almost any temperature.

“Our most recent product introduc-
tion was the Narrow, or N, Series of 
premium Anco Contour beam blades. 
N-Series Contour blades are engi-
neered to fit the 19-millimeter bayonet 
and side-pin connections featured on 
several popular late-model European 
passenger applications, including the 
Volkswagen Beetle, Jetta, and Passat, 
and several Audi and BMW applica-
tions,” explains Joe Cirino, product 
manager, wiper blades, Federal-Mogul 
Vehicle Components segment.

Anco recently launched an enhanced 
range of Anco Profile beam blades in 
the mid-range wiper beam blade cat-
egory that feature an innovative new 
connector system that allows for nearly 
100% coverage of late-model vehicles 
with just 12 SKUs.

Given the fact that the aging car park 
is growing steadily with the average 
age now at 10.4 years, recent advance-
ments in aftermarket wipers and light-
ing technology can make significant 
improvements and dramatically improve 
safety for owners of older vehicles at very 
reasonable cost. Safety is always a good 
selling feature, especially with today’s 
aging boomer market.
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The speed at which we conduct busi-
ness has increased dramatically, 
thanks primarily to the comput-
erization of every aspect of daily 

life. For example, if you need a new 
serpentine belt or a set of brake pads for 
your car, you can simply call up an app 
on your smartphone and find the best 
deal in your area.

Smartphones are creating custom-
ers who are now better informed and 
thus more demanding. For repair shops, 
this translates into dealing with more 
knowledgeable customers with higher 
expectations when it comes to making 
choices on name brand parts, and due to 
the speed of life, customers now expect 
a quicker turnaround time on repairs.

What this means to repair shops is 
that the key factors that are most impor-
tant to them when it comes to dealing 
with a first-call jobber – parts availabil-
ity; a superior working relationship with 
the jobber; qualified, reliable counter 
staff; and fast, efficient delivery service 
– are even more important than before, 
and any first-call jobber that can’t meet 
this criteria risks falling by the wayside.

In our third annual shop survey, we 
asked shop owners what they were look-
ing for in their first-call jobber.

What respondents told us – 206 in all, 
over a one-week period – was that parts 
availability is still the number-one fac-

tor in their decision on whom they call 
first. The second key factor was their 
relationship with the jobber, followed by 
the brands sold, and the skill level of the 
counter staff. Price remains a significant 
yet distant fifth.

As one respondent put it, “Service, 
service, service. What can you do to 
make my business better? It is not price.”

While this may not be a huge rev-
elation for most, it’s worth noting that 
price alone will not keep you in the 
game. Another respondent said, “We 
need quality parts, not cheap offshore 
imitations.”

Parts availability and delivery natu-
rally go hand in hand, and while there 
are several factors that can affect what 
is considered prompt service, there were 
a number of comments on the need to 
improve delivery time as well as the qual-
ity of the delivery drivers.

“Pay drivers a fair wage so you can keep 
good people. In my opinion, delivery time 
is an important part of the service, and 
I believe poor service is related to poor 
wages for drivers. Most drivers in our area 
only last a few months at best. Poor delivery 
service for our parts translates into poor 
service from us and that is not acceptable. 
We strive for same-day service.”

Not surprisingly, “Relationship” still 
remains the second most significant fac-
tor for shops.
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As these respondents put it:
“Have good counter staff. Don’t lie about mistakes and fol-

low up on parts that are delayed,” says Dennis Rennie.
“Hire counter staff who know the business and always, 

How important are the following factors in terms of your decision to make a 
jobber your first call: Average being 1 – Least important to 5 – Most important

Price/Discount 

Availability/Inventory

Location

Brands Sold

Counterperson

Online Ordering 
Capabilities

Program Availability 
(Banner/Marketing, etc.)
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3.73

4.62
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always, always have them ask the right questions that are on 
the screen for the different part possibilities for the same 
vehicle. We can’t stand getting the wrong part, then hearing 
them say there is another option.”

“Go the extra mile when I need help to get parts, don’t just 
say that’s all we can do. Treat us like we treat our clients,” says 
Pat from St. Pierre Autopro.

“Keep in touch with your customers, offer prompt 
 payment discounts, and notify customers of upcoming 
 promotions.”

The second year of our dealer purchase question shows 
some interesting results. Just 31.2% indicated they purchase 
5% of their parts from dealers, while 25.6% stated they 
purchase 10% of their parts from dealers. Some 12.1% of 
respondents purchase 15% of their parts from dealers and 
9.5% purchase 20% of their parts from dealers. This is con-
sistent with last year’s survey results. Overall, 56.1% said they 
have not increased their purchases from dealers, while 43.9% 
indicated they have increased their purchases from dealers.

The reasons shops are doing this brings us 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 men-
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tioned – they would go elsewhere.
While most respondents reported 

improved aftermarket availability, some 
shops are starting to talk about pric-
ing differences and the availability of 
late-model applications, and they are 
concerned about the capability of the 
aftermarket to supply electronics going 
forward.

“Check on your prices. Make sure that 
your price is cheaper than the dealer 
price, because today the customers do 
check on the prices from the dealer, and 
if they find the same part cheaper at the 
dealer, it may well be the last time we see 
that customer.”

“I can see with the newer vehicles and 
all the new technology that is in them, 
we could very well be buying more parts 
from dealers.”

Jobbers need to watch this issue close-
ly to ensure that customer confidence 
in their ability to deliver parts remains 
high.

“It seems to me that the price of an 
aftermarket part is creeping closer to 
the price of an OEM part. That being 
the case, I would prefer to have an OEM 
part. This isn’t always true, but generally 
it is my perception.”

“Demand better quality from manu-
facturers. Your business depends on it. 
I see a trend and it’s not in your favour.”

“Listen and respond to customers’ 
concerns. Most shops wouldn’t abandon 
a jobber without sharing supplier prob-
lems.”

“Service, service, service. Help me 
make my business better and business 
will be better for both of us. My prime 
jobber, Barton Auto Parts, has put 
together a best-practices focus group 
of which I am a member. The owner, 
Stephen Kreiger, has a travelling techni-
cian who we can get to work at our loca-
tion if one of our techs is out of commis-
sion. He [has] a family-owned business 
so he understands us.”

Given the accelerated speed of busi-
ness these days, we decided to look at the 
number of shops ordering parts online, 
and we found some surprising results. 
While 41.3% of respondents said they 
order up to 25% of their parts online, a 
surprising 25.4% claim they are ordering 
76-100% of their parts online now. This 
was closely followed by 21.7% ordering 
51-75% of their parts online. These fig-
ures indicate a strong trend in online 

parts ordering that jobbers should be 
aware of. Jobbers that have not put much 
focus on this aspect of their business may 
want to revisit their approach to online 
sales and improve on the usability of 
their website.

Along with convenience and time sav-
ings, respondents gave several interest-
ing reasons for moving to online parts 
ordering.

“Counter staff are not well educated 
in the art of listening. It becomes fast-
er and in most cases, easier to order 
online.”

“I try to do everything online now. It’s 
so much easier than sitting on hold.”

“I would order more online if the sites 
were more user-friendly.”

Some 89% of respondents place their 
online order throughout their working 
day. Another 24.3% do so after hours, 
and another 10.3% of shops say they 
place their parts orders in the evening 
from their home office.

Given the increasing demands of con-
sumers, customer service will always be 
the dominant factor in your business. 
In closing, we leave you with some sage 
advice from a few survey respondents:

“Be willing to go the extra mile to 
answer questions regarding product war-
ranties, [and] details regarding parts 
included in a kit or a gasket set. Proceed 
as if it is your personal vehicle at the shop 
when you are looking up parts, prices, 
and availability. Proceed as if you are the 
shop owner when you are sourcing tools, 
equipment and stock.”

“Keep in touch with your customers. 
Have regular, scheduled meetings and 
offer prompt payment discounts. Notify 
customers about upcoming promotions,” 
says Bob Ward, owner, Autoguys, St. 
Thomas, Ontario.

“When you can’t seem to find the 
part, think outside the box. Every time 
I hear, ‘I can’t get the part,’ I somehow 
come up with it myself.”

“When things go south for whatever 
reason, don’t give me excuses, just make 
it right ASAP.”

“Let your customers know the back-
ground and experience level of your 
new counterpeople. We try to be fair 
to new staff but, honestly, most of them 
struggle for a couple of months, so give 
us a heads-up or risk losing a steady 
customer.”
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Rising average vehicle age, growing consumer demand 
for premium brake pads, and higher prices for new 
SKUs entering the aftermarket are helping to drive 
brake pad revenues up by 4.3% annually through 

2019, according to a recent market analysis by Frost & 
Sullivan.

The Frost & Sullivan report on the North American brake 
pads and shoes aftermarket shows manufacturer-level brake 
pad sales across the United States and Canada reached 
approximately 89.2 million units, totalling more 
than $2.1 billion in revenue in 2013. Demand 
for premium pads continues to grow and to 
take share from lower-priced parts.

Pads in the “Good” segment (defined 
as those without a shim, the lowest grade 
of friction materials, and limited war-
ranty) represented about 15% of manu-
facturer revenues in 2012. Premature 
replacement at 12,000 miles is causing 
demand for these products to drop sharply at 
the installer level, according to the report.

Pads in the “Better” segment (defined as those including 
a shim plus hardware and a higher grade of friction materi-
als) represented about 43% of manufacturer revenues.

Pads in the “Best” segment (those that feature a moulded 
shim, platform-specific friction materials, and a limited 
lifetime warranty) made up 52% of manufacturer revenues.

The aftermarket has also done a good job of responding 
to changes at the OE level with products that properly repli-
cate the fit, form, and function of original parts.

“We have gone from eight different lines down to two,” 
explains Kevin Fleury, sales director of Transbec. “We have 
streamlined our selection so we now have our Profusion line, 
which is our better line, and our Bremsen line, which is our 
best line. Both are ceramic and are quiet, low dusting, and 
provide great stopping power.”

Ceramic SKUs represented about 60% of total industry 
revenues in 2013, while semi-metallic parts made up 33%. 
Non-asbestos organic NAO pads made up 6%.

“Aftermarket service providers consider brake repair to be 
one of the most important areas of their business. They know 
that earning that first brake job on a late-model vehicle can 
lead to a long-term business relationship with the consumer 
and, as such, they understand how important it is to do the 
job right the first time,” explains Christopher Battershell, 
director, braking, North America, Federal-Mogul Vehicle 
Components Segment.

“Premium brake components are engineered to meet or 
exceed the quality and performance expectations of that 
consumer, and for the shop owner represent a smart invest-

ment in customer satisfaction and loyalty. Another factor 
driving the popularity of premium products is the increased 
emphasis on communicating the benefits of spending a 
few dollars more on a functionally superior part. Our own 
research has shown that when the distributor and/or service 
provider clearly communicates the value of a premium prod-
uct, the consumer will most often choose premium,” adds 
Battershell.

“Technicians are moving into the ‘better’ and ‘best’ brake 
pad categories as they find the cheaper economy 

brake pads require premature replacement 
(usually with less than 20,000 kilometres on 
them). The higher grade pads provide better 

friction material, a noise dampening shim 
and all required hardware. The better 
category (or mid-grade) is the fastest 
growing category, at close to 50% of the 
market. Ceramic pads now represent 

close to 70% of brake sales,” says Dean 
Weber, vice-president of sales and marketing 

for Proforce Automotive in Toronto.
“The most important thing when qualifying a customer 

is to find out what they are looking for in a brake pad,” 
explains Fleury. “Is the customer looking for something that 
is going to stop or something that is just going to slow him 
down? Is he looking for something where noise is a factor? Is 
he looking at something where dust is an important factor?”

“Customers that look for the cheaper stuff do so because 
they don’t know any better, so they go to what they know, 
which is price. But if you can educate them why that price 
point is junk and why they really need to spend some more 
money for a proper product, you can, more often than not, 
make the sale,” says Mike Adema, manager of Jakes Auto 
Service in Georgetown, Ontario.

“Once you start talking to a customer about a certain 
product, whether it be oil or brakes, if you can portray to 
them that you know what you are talking about, it doesn’t 
take long to convince them to change over from the dark 
side. Going the cheap route not only hurts the customer; it 
really hurts everybody,” adds Adema.

Even though more and more vehicle owners are opting 
for premium replacement brake parts, the sheer volume of 
inferior brake products brought in by unscrupulous import-
ers continues to muddy the waters as these vendors continue 
to take advantage of customers who buy on price alone and 
assume the quality is inherent in the product.

“The large metropolitan areas tend to suffer the most 
from the dumping of inferior brake pads,” explains Fleury. 
“For instance, take the GTA or Vancouver. You will find a lot 
more ‘importers of the week’ there: small operations that 

Demand Growing for 
Premium Brake Pads

Urban Market Price Players Still A Factor
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pop up like dandelions that are basically based out of the 
Pacific Rim and are able to import one or two containers of 
brake pads and flood the market. And, due to the fact there 
is no regulation when it comes to brake pads, it’s very easy to 
buy anything out there.

“These guys will always be there because there will always 
be someone who is going to be shopping for price. Most job-
bers and technicians have experimented with inferior-qual-
ity entry-level pads, and the smart ones have realized that it 
can and will affect their business negatively,” adds Fleury.

“I think the issue is becoming less evident as we move 
forward towards legislation regarding eliminating copper 
in brake pads to comply with better brake legislation and 
ongoing stringent penalties for asbestos in brake pads. As a 
large percentage of product is coming in from Asia-Pacific 
countries, they have continued to improve the quality and 
manufacturing processes so we are seeing fewer inferior 
brake pads,” says Weber.

“Every day and in every product category, some consumers 
are making buying decisions without being fully informed of 
the potential drawbacks of those decisions. In the brake cat-
egory, some consumers mistakenly believe that an entry-level 
product – which might have come from an unknown manu-
facturer – will serve their needs just as well as a premium 
part. It’s the responsibility of all us – industry associations, 
manufacturers, distributors, and service providers – to help 
the consumer make a fully informed decision based on the 
features and benefits of each product,” says Battershell.

“Understanding and communicating the features and 
benefits of a quality product is absolutely key. It’s up to the 
manufacturer to provide the necessary training materials 
and support to help educate the jobber employee, but it 
ultimately comes down to a commitment by the parts person 
to consistently and effectively explain why a high-quality 
product is the smart choice. There are significant differences 
between many entry-level and premium parts, and it’s in our 
industry’s best interest to recommend products and services 
that will help keep the consumer safe and offer the perfor-
mance and reliability they need,” he adds.

So what is the answer to this dumping of inferior brake 
pads?

“Jobbers should offer a good, better, best product offering 
and appeal to as many technician customers as possible, and 
market the merits of their added values, such as fast delivery 
times, extended warranties, included abutment clips with the 
ceramic pads, strong coverage, and more,” says Weber.

“The answer is improved awareness and communication. 
The Automotive Aftermarket Suppliers Association’s ‘Know 
Your Parts’ campaign has done a great job of raising aware-
ness of quality concerns at the industry level, but it’s up to 
all of us to emphasize the point that simply purchasing and 
installing a part isn’t a solution in and of itself; you have to 
be certain that the product was designed and engineered 
specifically for your vehicle by a trusted, quality-focused sup-
plier,” says Battershell.

“I think a quality standard is part of the answer. It will 
help to ensure that we have safe vehicles on the road, but will 
it cure all our problems? No, because there will always be a 
demand for cheap products. Price will always be a driving 
factor. In the Jobber News Shop Survey of 2013, shop owners 
were asked to identify various factors in their decision to 
make a jobber a first call, and number one was inventory, fol-
lowed by the relationship with the jobber, and right up there 
in third place was price. So as the survey proved, price will 
always be a factor. It may not be number one but it will always 
be an influence on a purchase,” says Fleury.
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For the Counterperson February 2014

Jobbers field a wide variety of auto-related questions from 
customers on a daily basis and many can really test their 
mettle, but one issue that comes up more frequently of 

late is the question of extended oil change intervals. What is 
the appropriate time/mileage interval, and how can custom-
ers best determine their particular needs? This debate is 
ongoing with supporters on both sides of the fence, so Jobber 
News spoke with two industry experts – Z. George Zhang, 
technical director, Valvoline Technical International, and 
Blaine Sheerwood, chemical technologist, Irving Blending & 
Packaging – to shed some light on the dynamics of extended 
oil change intervals.
1.  Are extended oil change intervals good for engines?
Zhang: There are several factors to consider when determin-
ing a vehicle’s oil change interval. Engine and vehicle manu-
facturers have gone through thorough design, simulation 
testing, and extensive field testing to set oil performance 
requirements and recommended oil change intervals. At 
Valvoline, we recommend that consumers consider the age 
of their vehicle, their driving habits, and the vehicle’s own-
ers’ manual when determining how often to change their 
vehicle’s oil. Oil change recommendations differ depending 
on driving conditions as well as car make, model, and year. 
According to car manufacturers, drivers considered “severe” 
should change their oil more frequently or at shorter mileage 
intervals than drivers considered “normal.” When you [per-
form] severe driving, you need to change your oil more fre-
quently. Over half of all drivers are considered severe drivers. 
According to owners’ manuals, severe drivers are those who 
drive in one of the following conditions in a typical week:
•  In extensive idling or in stop-and-go traffic. 
•  In cold weather, less than minus 12 degrees Celsius.
•  In extreme heat, more than 32 degrees Celsius. 
•  In extreme humidity.
•  Repeated short-distance trips of less than eight kilometres.
•  Towing a trailer or using a car-top carrier. 

OEMs may allow and approve extended oil drain intervals 
for fleet vehicles only if careful testing and detailed used oil 
analysis have been carried out and the fleet has a demon-
strated maintenance program. 
Sheerwood: Many oil manufacturers make claims that their 
oil can be used for extended drains. This is a very touchy 
subject, as different drivers will operate their vehicles in 
varying conditions, some of which will increase the likeliness 
of certain contaminants that can compromise the oil. The 
industry-wide recommendation for extended drain interval 
optimization would be utilizing recommended oils coupled 
with used oil analysis testing. Oil analysis data is integral to 
supporting the useful life left in the oil. Even with oil that 
claims extended drain, an analysis will show definitively 
when the oil should be changed out. Extended oil changes 
are fine for engines as long as the used oil data can support 
this claim.
2.  Can extended oil change intervals be used with older 

vehicles? 
Zhang: Typically older vehicles have much shorter recom-

mended oil change intervals than new vehicles. Older 
engines tend to put more stress on the oil and benefit 
from lubricants with special ingredients that help fight the 
four major causes of an engine breakdown: leaks, deposits, 
sludge, and friction. These ingredients include antioxidants 
to better prevent oil breakdown and excessive thickening 
and detergents and dispersants to better prevent sludge and 
deposits.
Sheerwood: All vehicles can realize the benefits of extended 
drain intervals; age, in this case, makes no difference. Again, 
the risk is on the consumer and dependent on driving condi-
tions and environmental contaminants. For example, a new 
vehicle could have fuel dilution or glycol contamination that, 
even with extended drain oils, will prematurely reduce the 
life of the oil.
3. Are all oils suitable for extended oil change interval use? 
Zhang: No, all oils are not suitable for extended oil change 
interval use. If extended drain is recommended by an 
OEM (check the vehicle’s manual), only products with the 
approved formulations are suitable for use in that specific 
vehicle. Typically, the approved formulations are with well-
balanced chemistries and base oils.
Sheerwood: No, not all oils are suitable for extended oil 
change intervals. Only high-quality products will be able to 
be pushed beyond the regular oil change time frame. For 
example, synthetic motor oils have different standards for 
meeting API. The base oil for producing a synthetic prod-
uct is much more robust in nature; these types of oils make 
more claims for extended drain than regular conventional 
products.
4.  Why change oil at all? 
Zhang: Oil is comprised of two parts: base oils and perfor-
mance additives. The molecules within base oils tend to be 
very stable and typically do not change during use. However, 
the performance additives are used up during the process. 
For example, the dispersant molecules will be tied up with 
moisture, dust, carbonaceous combustion by-products, etc., 
so these contaminants will be finely suspended in the oil 
instead of forming sludge or abrasive particles. When a per-
son changes a vehicle’s motor oil, they discard the contami-
nants and used-up additive molecules. A regularly scheduled 
oil change is one of the best and least expensive ways to 
increase the life of a car’s engine. A regular oil change means 
a cleaner engine and that translates to a car performing at 
its optimal level and minimizing long-term engine repairs. 
Sheerwood: Oil change is a necessity as each oil’s specific 
additive package, which helps an oil do its job, deplete over 
time. With a combustion cycle the detergent package that is 
added to oil is grabbing contaminants and at a molecular 
level holds onto them, encasing them until your next oil 
change. When oil gets overused, those additives break down 
and allow these contaminants to attack your engine, result-
ing in sludge buildup, viscosity breakdown and ultimately 
resulting in shorter engine life.
5.  What happens to the additive package during extended 

use? 

The Extended Oil Change Conundrum:
What To Tell Your Customers
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The popularity of complete (or loaded) strut assemblies has exploded in recent years. In fact many service 
providers don’t want anything but a loaded unit. So the question is: Will bare struts go away and be replaced by 
complete units? 

Although we hate to disappoint anyone, the answer is no. In fact, the majority of strut part numbers is going 
to remain as is: bare struts. This will probably generate complaints from service providers that are becoming 
more successful due to the easy installation of complete units. To most, a complete unit doesn’t seem very 
complicated: A strut, a spring and a mount. That shouldn’t be a problem, right? Well, yes, it can be a problem if 
we don’t choose wisely.

The reason for that is the coil spring. They may all look similar, but they’re not. When new vehicle manufacturers 
design a vehicle platform they may choose several different struts; one for each model’s handling package. 
But there could be three times as many coil spring variations based on vehicle options like tire & wheel sizes. 
When a coil spring calibration doesn’t match the vehicle, ride height can change as much as two inches and an 
incorrect spring rate will affect handling and control. For a jobber that could mean needing up to three times 
more inventory.

That’s why KYB invests so much research and development into Strut-Plus. For KYB, the finished product has 
to be OEA; Original Equipment for the Aftermarket. Handling, control and ride height that perform the way the 
new vehicle manufacturer intended. The strut is manufactured in the same facility as KYB’s OEM products, the 
mounts and hardware are new and the coil spring is carefully engineered to help restore the vehicle’s designed 
capability, not change it.

When vehicle-designed performance is important to you and your customer, don’t trust a copy or a bargain-
priced risk. KYB is a top choice for OEM’s and professional technicians around the world.

COMPLETE STRUT ASSEMBLIES:  The Complete Answer?

Many applications require left 
& right specific parts

Zhang: Additive packages are used up during extended use. 
Motor oil will not function as it is designed to if its use is 
extended. 
Sheerwood: During extended use, the additive package con-
tinues to deplete just like any other oil; however with higher 
quality oil, you are getting a more robust additive package 
engineered to break down at a slower rate. Couple this robust 
additive with premium base oil and the result is oil that is 
allowed to deplete to 60% from its initial starting point. With 
extended drain oils, this point is not reached as quickly as 
more cost-effective oils.
6.  Do extended change intervals help consumers? 
Zhang: Initially, extended change intervals may help con-
sumers with better cash flow, or less cash out of pocket. 
However, it typically will not help them in the long run as 
possible engine repair costs will far outweigh the price of 
an oil change. Vehicles benefit from regular preventative 
maintenance, and we recommend consumers refer to their 
owner’s manual on the recommended oil change interval by 
their vehicle’s manufacturer (and also review their driving 
conditions to determine if they are a “severe” driver). 
Sheerwood: Extended change intervals, used with Oil 
Analysis Testing, can save the customer money by getting 
more use out of the oil before the oil has to be changed. 
Used oil sampling can also help consumers in several other 
ways as well. Used oil can be tested for several other con-
taminants that would come directly from the engine and are 
picked up and protected by the oil. These engine contami-
nants can inform a consumer of mild or significant issues 

that are arising within their engine. For vehicles that are 
coming up on warranty, used oil sampling can allow repairs 
to be fixed before the warranty expires.
7.  Do extended change intervals help the environment? 
Zhang: This question continues to be debated. Extended 
change intervals reduce the amount of used oil being dis-
posed. However, Valvoline has found that engine age, oil age, 
and drain interval influence emissions and fuel efficiency. 
Valvoline conducted an extensive field study on extended 
drain and reported the findings in a SAE paper (2001-01-
3545). Valvoline’s findings included:
•   Higher  mileage  on  the  engine  increases  emissions  and 

increases fuel consumption.
•   Higher mileage on the oil increases emissions and increas-

es fuel consumption.
•   Engines that run at higher drain intervals exhibit greater 

increases in emissions and fuel consumption – in effect 
behaving like engines with higher mileage.

Sheerwood: Yes, extended change intervals help the envi-
ronment because less waste oil is being created due to the 
consumer needing fewer oil changes throughout the year, 
and from the higher quality oil burning cleaner.

So what’s the likelihood that there will ever be a fill-for-
life motor oil? Experts say close to zero. The main reason is 
that motor oil does a lot more than lubricate. It also helps 
to control the engine temperature and clean the engine. In 
fact, cleaning engine components every time the engine fires 
is an extremely important function of motor oil. Unlike the 
transmission, the engine doesn’t operate in a closed system. 
It deals with outside elements (notably water, dust, dirt, pol-
len, and engine exhaust) that find their way through the 
intake and combustion chambers. 

Every oil has its limit. 
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Editorial
Comment

erusing the responses to this year’s Annual Shop Survey, it’s interesting 
to note just how many of those who took the time to respond ended up 
suggesting that you, the jobber, focus on a number of factors to keep 
their business.

It is true that though the list – quality products, quality service, 
quality personal relationships, and proper pricing – is not particularly long, it is 
certainly multidimensional. Respondents were not apt to suggest that if you would 
do only one thing, that they would pledge their undying loyalty. 

And this is as it should be. In business, as in life, and in sport for that matter, 
managing the complex factors that breed true long-term success goes beyond any 
single move, even if we might wish it to be so. 

It’s human nature to look for simple solutions, the “silver bullet” that will slay 
our competition (figuratively speaking of course), but we all know that it’s never 
that simple.

When thinking about honing and refining so many moving parts, I’m always 
reminded of my much younger days when my evenings and weekends were spent 
karting with my father Eryk, as detail-oriented a crew chief as you’d ever find.

Numerous tweaks to both the equipment and my driving gave us some fair bit of 
success back then. I couldn’t help noticing that while many of our competitors were 
found at shops trying to buy this or that magic fuel additive, I’d spend hours filing 
down the edges of a piston, smoothing engine ports, adjusting the chassis, ensuring 
that sprockets and gears lined up perfectly, and of course, putting in more than a 
few laps to keep on top of my game.

In a sport where there was very little difference in equipment from one competi-
tor to the next, it was really a question of gaining a little here and a little there. 
I used to explain it to people this way: if, on average, I can gain one-half of one-
tenth of a second (0.05 sec) each corner and straight of a typical 10-turn track 
each lap (typically less than a minute long), through this or that slight change, tire 
pressure, gearing, various other setups, and not actually making so many mistakes 
(you always make some), that’s half a second a lap. In five laps, I’d have gained two 
seconds, and in 10 the gap is virtually insurmountable.

I want to be clear here that we didn’t always win (far from it), but we definitely 
had more success on less money than most. A lot less money.

Now racing is not the same as running a business, which requires a much more 
sustained approach to performing well against the competition, but it is also a 
game of incremental improvement.

And there is another common aspect: There are lots of excuses out there about 
why some perform better than others. As long as business owners and those who 
work for them fall back on this or that excuse, they simply can never expect to be a 
high-performing business, and that goes for jobbers and the shops they sell to alike.

In the end it’s really about the approach of the people in charge. The fact is that 
the folks in charge usually know what needs to be done, but don’t do it – because 
it’s hard, or different, or both. 

Winning takes courage. To do things that are hard, and to try things that you 
haven’t done before, takes resolve. First you have to admit that there’s room for 
improvement. And put a bullet, silver or otherwise, in the excuses that keep you 
from trying.

—Andrew Ross, Publisher and Editor aross@jobbernews.com

NO SILVER BULLET

NEXT MONTH

Effective Sales 
Strategies:
Steering, Chassis & 
Driveline Parts
Plus: Ride Control 
Training
Chemicals & Additives

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

Twitter: Andrew Ross (@
JobberNews)

www.autoserviceworld.com
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KYB SHOCKS & STRUTS
Research, testing, zero-defect manufacturing tolerance 

and a commitment to original vehicle design and 

performance. The choice of New Vehicle Manufacturers 

and Top Service Professionals around the world. 
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Don’t take a chance:
Crash avoidance technologies 
help driving safety.
...KYB Shocks & Struts 
help them work properly.
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