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Vast-Auto Intros  
VIN App

Vast-Auto Distribution 
has introduced the 
new “MyPlace VIN 

Scanner” application 
that allows NetValue 
users to scan vehicle 

identification numbers 
using a smartphone 

or a tablet. The 
“MyPlace VIN Scanner” 
application allows you to 
permanently store your 
VIN scan history, to save 
a list of most-used VINs, 
and to push your VIN 

scans into your NetValue 
account, so you can easily 

find the right parts for 
customers’ vehicles.

*    *    *

Uni-Select Opens New 
Distribution Centre 

Uni-Select Inc. 
has opened a new 

regional distribution 
centre (RDC) in the 

Washington, D.C. area. 
The new warehouse 

contains over 120,000 
square feet of distribution 

space and will provide 
greater product range 

and availability and 
improved accuracy 

with its SAP warehouse 
management system.

Meineke Canada Acquires 12 CAA  
Car Care Centres in Ontario

Meineke Canada, part 
of the Driven Brands 
family of automotive 
companies, has pur-
chased 12 CAA Car 
Care Centres formerly 
owned and operated 
by CAA South Central 
Ontario.

The acquisition 
will allow Meineke to 
expand its presence 
in Canada as well as 
benefit from the best 
practices and technical expertise of the CAA 
brand. Three of these newly acquired loca-
tions will be owned and operated by Meineke 
Car Care Centre franchisee and hockey great 
Wendel Clark. Opening his first Meineke Car 
Care Centre in 2013, Clark and his partners 
guided the location to the honour of “Garage 
of the Year” as deemed by Service Station Garage 
Management magazine in the same year. Two 
separate Meineke franchisees will purchase 
the remaining nine centres.

 “As of February 3, 2014, all CAA Car Care 
Centres in South Central Ontario (with the 
exception of Peterborough) have been sold 
to Driven Brands. These locations will oper-
ate as Meineke Car Care Centres beginning 
February 4, 2014.

“All vehicle repair and maintenance records 
will remain at the former CAA Car Care 
Centre location where customers last serviced 
their vehicles. This will allow Meineke to 
provide uninterrupted services. CAA is confi-
dent that they will continue to offer the level 

of quality service our 
customers have come 
to expect. The sale of 
the Car Care Centres 
will enable CAA to 
remain focused on the 
products and services 
our members value 
most, namely Roadside 
Assistance, Travel, and 
Insurance.”

“At Meineke, we are 
committed to growing 
our presence through 

acquisitions of other brands or independents 
that can accelerate our exposure and growth,” 
says Duane Arbeau, vice-president and general 
manager, Meineke Canada. “In addition to 
keen industry insights across Ontario, CAA 
has an excellent reputation and provides the 
type of quality customer service we value. We 
are excited about this addition to the Meineke 
family and are confident this acquisition will 
result in a win-win for both customers and our 
brand alike.”

“We would like to thank our Car Care cus-
tomers for their support and patronage over 
the years,” says Cindy Hillaby, vice-president 
of membership and automotive services, CAA 
South Central Ontario. “We are confident 
Meineke will continue to offer the same level 
of service our customers have come to expect.”

Throughout the next few months, Meineke 
will work to integrate CAA SCO and the 
existing Meineke locations in Ontario. Upon 
completion of these efforts, Meineke will have 
a total of 50 centres in Canada.

NASTF Responds to  
Right-To-Repair Agreement

The National Automotive Service Task Force 
(NASTF), a long-standing voluntary body 
through which automaker service informa-
tion is made available in the U.S., has issued a 
statement responding to the recent agreement 
among automakers and various aftermarket 
industry groups to ensure consumer choice in 
repair, effectively ending the ongoing “Right 
to Repair” debate.

The Alliance of Automobile Manufacturers 
(Alliance), the Association of Global 
Automakers (Global), the Automotive 
Aftermarket Industry Association (AAIA), 
and the Coalition for Automotive Repair 
Equality (CARE) recently announced their 
collective acceptance of a national agree-
ment 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 abandoned several years ago in favour of 
the voluntary Canadian Automotive Service 

Information Standard (CASIS) agreement.)
The NASTF’s statement reads as follows:
“On January 22, 2014, two automaker trade 

associations and two aftermarket trade associ-
ations revealed in a joint press release that they 
had signed a Memorandum of Understanding 
(MOU) which essentially extended by volun-
tary agreement the recent Right-to- Repair 
law in Massachusetts across all 50 states. The 
creation of a Dispute Resolution Panel (DRP) 
in the MOU and the lack of specific mention 
of the NASTF Service Information Request 
(SIR) in the MOU caused confusion in the 
industry over the future role of NASTF.

“Following publication of the MOU, AAIA 
released this clarification as part of a list of 
Frequently Asked Questions:

“Should a consumer or repair shop be 
unable to obtain information, software, or 
a tool from an automaker, the complaining 
party would first be required to contact the 
car company either directly or through the 
National Automotive Service Task Force, to 

continued on page 6
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Epicor Eagle Honoured 
With Product Of The 

Year Award
Epicor Software 
Corporation has 

announced that TMC, 
a leading source of 

news for the technology 
and communications 
industries, has named 
Epicor Eagle as a 2014 

Customer Product of the 
Year Award winner.

*    *    *

NAPA Recognizes  
Gates Canada As 

Supplier Of The Year 
NAPA Auto Parts has 

named Gates Canada as 
its Supplier of the Year 
with the awarding of 

the 2013 NAPA Supplier 
Excellence Award. This 
award recognizes Gates 
for its market leadership 
in product quality and 

design, sales performance, 
marketing support, and 
superior service to the 

NAPA network.

request access to the information, tool or 
software [SIR]… If the shop or consumer is 
still not satisfied, then the individual or shop 
can take the issue before a Dispute Resolution 
Panel (DRP) established under the MOU.

“The NASTF  Service Information Standards 
document, www.nastf.org/SISagreement, has 
two levels for resolving service information 
gaps: The SIR in Section III B and C; and 
Arbitration in Section III D. The DRP in the 
MOU, then, only replaces Section III D (arbi-
tration). Regarding the future of NASTF, it’s 
noteworthy that the NASTF SIR is but one 
of several projects entrusted to NASTF. The 
Vehicle Security Professional (VSP) Registry 
is growing at a rate of about 20% a year with 
significant benefit to automakers, the after-
market and consumers. Additionally, OEM 
aftermarket cooperation in NASTF’s several 
committees is a unique and valuable asset to 
both sectors of the automotive industry, which 
took years of effort to develop.

The operational interaction between the 
NASTF SIR and the MOU DRP is yet to be 
defined and NASTF will likely begin soon to 
address these issues in a rewrite of the Service 
Information Standards.”

AAPEX Debuts Webinar  
Series to More Than 300 
Attendees and Exhibitors

The AAPEXedu Webinar Series is off to a solid 
start with 218 registrants participating in the 
first attendee webinar, “Prospect to Customer: 
How to Use Micro-Conversions to Build Your 
Business.”  The first exhibitor webinar, “The 
Exhibitor Report Card from AAPEX 2013,” 
drew 114 registrants. The webinars are offered 
to ensure attendees and exhibitors grow their 
businesses at the 2014 Automotive Aftermarket 
Products Expo (AAPEX), slated for Tuesday, 
Nov. 4 through Thursday, Nov. 6, at the Sands 
Expo Center in Las Vegas, Nev.

AAPEX provides the monthly webinars 
at no cost to exhibitors and attendees. The 
initial webinars were held Feb. 4 and Feb. 5. 
The second exhibitor webinar in the series is 
scheduled for 4 p.m. EST Tuesday, March 11, 
while the next attendee webinar is set for 11 
a.m. EST Thursday, March 13. Both will focus 
on “Social Media for B2B.”

Additional exhibitor and attendee webi-
nars in the AAPEXedu series will cover “How 
to Use Video” (April), “Content Marketing” 
(May), “Branding” (June), “Direct Response 
Marketing” (July), “Referral Marketing” 
(August), and “Copywriting” (September). 
In October, right before AAPEX, the exhibi-
tor webinar will focus on “Boothmanship for 
AAPEX,” while the attendee webinar will high-
light “How to Get the Most Out of AAPEX.”

Brake Parts Inc. Merges Sale  
And Marketing Departments

BPI has announced that its sales and mar-
keting departments have been integrated to 
improve customer support. Bruce Tartaglione 
now has global responsibility for the newly 
formed marketing and sales team and will 
serve as the senior vice-president of Global 
Marketing and Sales for BPI. “Bruce has a 
rich history in the aftermarket and is uniquely 
qualified to move BPI forward as a true cus-
tomer champion,” says Dave Overbeeke, presi-
dent and CEO, BPI.

New Division Name for Mahle 
Mahle Aftermarket Inc. has announced that 
Mahle Service Solutions is now the official 
name for the company’s division specializing in 
the tool and equipment segment. The new divi-
sion was announced on November 6, 2013 at 
AAPEX in Las Vegas. Mahle RTI, formerly RTI 
Technologies located in York, Pennsylvania, 
was purchased on January 1, 2013, and is a key 
component of the new division.
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Bestbuy Distributors Awards 
Prestigious H.J. Pratt Awardt
President Jeff VandeSande and chair-
man Dale Devlin presented the 2013 
Horace J. Pratt Award (Supplier of the 
Year) to Vision-OE, in recognition of 
its excellence in service, sales perfor-
mance, and support. Terry Howard 
and Chris Holder were on hand to 
accept the award, which was presented 
during the Bestbuy Distributors 60th 
Annual Shareholder Meeting held in 
Mississauga, Ontario, at the Westin 
Bristol Place February 21st.

The organization also presented its 
annual contribution to support The 
Family Heart Centre at the Hospital For 
Sick Children in the amount of $35,000 
to Dr. Robert Hamilton, director of 
cardiology at the hospital. Bestbuy has 
been supporting this worthy cause since 
1986 and has contributed in excess of 
$680,000. 

A highlight of the AGM was the 
annual dinner, which included The 
Jerry Enns Comedy Hypnosis Show. 
There was a strong turnout of 185 for 
the Friday evening cocktails and din-
ner. The crowd was highly entertained 
as volunteers from the audience suc-
cumbed to Jerry Enns’ “spells.” 

Shareholders from across Canada 
proclaimed their 2014 Board of 
Directors. Bestbuy’s returning board 

members include chairman Dale Devlin 
of Halton & Hamilton Automotive; vice-
chairman Doug Squires, Colonial Auto 
Parts & A.P.M. Limited; secretary/trea-
surer Don Harvey, Central Transport 
Refrigeration; Claudio Sceppacerqua, 
The Young Automotive Professionals; 
Brad Nahorney, Sapphire Auto (IDL); 
Ghazi Mankal, Canadian Auto Parts 
Suppliers; Gino Morelli, Pièces d’auto 
G.C.M.; and Scott Manz of Den-Paul 
Distributors. 

During the evening, Bestbuy had the 
pleasure of formally welcoming Roger 
Gould of George Solomon & Sons, a 
new Bestbuy shareholder. Gould was 
presented with the Bestbuy Code of 
Ethics plaque. Bestbuy also presented 
Service Recognition Awards to McNeil 
Auto Supply, 25 years; Auto Magic, 
25 years; Dash Distributors, 20 years; 
The Young Automotive Professionals, 
20 years; Horvath Auto Corp., 10 years; 
and Camions Lague Inc., 10 years. 

The weekend also featured the AGM 
Trade Event at Bestbuy’s head office 
and warehouse. Over eighty vendors 
were on site ready to discuss their  
new business developments with share-
holders. 

Top: President Jeff VandeSande (left) and 
chairman Dale Devlin (far right) had the honour 
of announcing and presenting the 2013 Horace 

J. Pratt Award (Supplier of the Year) 
to Vision-OE, in recognition of their 
excellence in service, sales perfor-
mance and support. Terry Howard and 
Chris Holder were on hand to accept 
the award. 

Bottom: Bestbuy also presented its 
annual contribution to support The 
Family Heart Centre at the Hospital 
For Sick Children in the amount of 
$35,000. 
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Denso Announces Third-
quarter Financial Results

An increase in car production and 
the weak yen helped to contribute 
to double-digit growth for Denso 
Corporation, according to its third-
quarter global financial results for the 
nine months ending Dec. 31, 2013:
•  Consolidated net sales totalled 3,016.6 

billion yen (US$28.8 billion), a 17.4% 
increase from the previous year.

•  Consolidated operating income 
totalled 289.9 billion yen (US$2.8 
billion), a 54.2% increase from the 
previous year.

•  Consolidated net income totalled 
225.6 billion yen (US$2.2 billion), 
a 72.5% increase from the previous 
year.
“The sales and operating income 

increased due to an increase in car pro-
duction mainly in North America, in 
addition to the impact of the weak yen,” 
says Kenichiro Ito, executive director of 
Denso Corporation.

In Japan, although car production 
level was the same as the previous year, 
the increase of export sales and the 
effect of the weak yen led to an increase 
in sales to 2,020.0 billion yen (US$19.3 
billion), an 11.1% increase from the 
previous year. Also, despite an increase 
mainly in R&D expenses, the increase 
in production volume and the currency 
exchange gain, in addition to the cost 
reduction effort, led to an operating 
income of 220.1 billion yen (US$2.1 
billion), a 75.6% increase from the pre-
vious year.

In North America, an increase in car 
production and the impact of the weak 
yen led to an increase in sales to 599.8 
billion yen (US$5.7 billion), a 33.2% 
increase from the previous year. As a 
result of the increase in production 

volume, the operating income totalled 
11.7 billion yen (US$111.3 million), a 
26.3% increase from the previous year.

Schrader Expands Training & 
Educational Program In 2014
Schrader International has announced 
the expansion of its educational, aware-
ness, and tire pressure monitoring 
systems (TPMS) training programs. 
Following a significant 45% increase of 
individuals trained in 2013 (5,971 peo-
ple trained) compared to 2012 (4,120 
people trained), Schrader plans to con-
tinue this growth in 2014.

As part of these dedicated train-
ing programs, Schrader promotes 
awareness of and education on the 
importance of TPMS to its aftermar-
ket service and repair customers, as 
well as directly to consumer drivers. 
In 2013, this included 195 specialized 
training events, as well as execution 
of Schrader’s “Make the EZ-Choice” 
Roadshow that featured two dedicated 
Schrader trainers travelling through-
out the U.S. and Canada to more than 
30 destinations, training hundreds of 
professionals on how to quickly and 
easily replace TPMS sensors and service 
packs with Schrader TPMS replace-
ment technology.

Additionally, Schrader’s online 
e-learning and video-based training is 
an option for its customer-partners. In 
2014, Schrader will expand its online 
training presence through the intro-
duction of a year-long webcast series, 
consisting of guidance covering all fac-
ets of TPMS service and repair, includ-
ing profitability; sensor and service 
pack replacement; operational best 
practices; in-store consumer awareness; 
and many other essential TPMS-related 
topics.

APPOINTMENTS

Schrader Internat ional has 
announced the addition of Aaron 
Nelson as new regional sales manager 
(RSM) in Western Canada.  Nelson 
brings nearly a decade of experi-
ence working with automotive and 
diesel performance products. Based 
in Edmonton, his responsibilities 
include assisting Schrader customers 
with their TPMS programs and driv-
ing sales growth throughout Alberta, 
British Columbia, Saskatchewan, and 
Manitoba.

Advance Auto Parts, Inc. has announced 
the appointment of Geno Coradini as 
vice-president, real estate. Coradini will 
lead the real estate function includ-
ing lease administration, real estate 
development, construction, store plan-
ning and design, facilities, and real 
estate research. He will be instrumen-
tal in leading the path to strategic 
store growth for Advance. Coradini will 
report to Bill Carter, senior vice-presi-
dent, business development and integra-
tion and will be based in Roanoke, Va.
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Ed Coates was a unique individual who was able to combine 
a joy for competing in business with a generosity of spirit. It 
drove the success of the Lordco Auto Parts business he co-
founded with Roy Lord in 1974, and gave the extended Lordco 
family of more than 1,700 employees a sense of belonging.

Ed Coates passed away peacefully with his family at his side 
on February 17, 2014 at Ridge Meadows Hospital at the age of 
65. Ed was born on June 23, 1948, in New Westminster, B.C., 
the second son of five children born to Shirley and Edward 
(Harry) Coates. He is survived by his mother, Shirley; his lov-
ing wife of 42 years, Marlyn; their four children: Samantha, 
Sarah (Garett), Ian (Erin), and Candace (Brian); their seven 
precious grandchildren: Natalie, Brooklyn, Dylan, Sydney, 
Joshua, Delaney and Harper; brother Dave (Carol), sister 
Leslie (John), sister Evelyn (Don), brother Doug (Lornie) and 
many nieces, nephews, grand- nieces and grand-nephews. 

While his status as an icon of the Canadian automotive 
aftermarket is undeniable, his modest beginnings gave little 
early indication of the success in business that would come 
over the next 40 years.

After only six years in the aftermarket, Coates, with wife 
Marlyn by his side, joined with 22-year aftermarket veteran 
and partner Roy Lord – they met while working for R. Walker 

& Sons, but left when that business was acquired – to set up 
shop in Maple Ridge in a 900-square-foot building, doing 
their utmost to out-service the competition. 

With great powers of recall, Ed Coates developed a reputa-
tion as a counterperson without peer, able to recall part num-
bers with speed and accuracy; that talent for numbers stayed 
with him for his entire career, though in more recent years 
his powers of recall were more often applied to the business 
metrics that kept Lordco on track.

The formula for success – service, service, service – fuelled 
Lordco’s expansion through the 1970s and 1980s, with Coates 
purchasing Roy Lord’s shares in the business in the early 
1980s. Today, Lordco operates some 97 locations throughout 
British Columbia, and is the largest privately held automotive 
aftermarket distributor in Canada.

Ed Coates remained its sole shareholder until his untimely 
death, yet despite his position as the undisputed leader of the 
organization, and his grasp of every detail and every decision 
that took place, he refused to be cast as the only voice that 
matters within the Lordco organization.

“I don’t think that’s quite the way it is,” he told Jobber News 
in 2011 after receiving the Distinguished Service Award, 
the Automotive Industries Association of Canada’s highest 
honour. “We delegate quite a bit to all our people. There 
are seven regions and seven regional managers. They’re in 
charge of the outside sales, the administration, the staffing, 
and everything to do with the region.

“They get an enormous amount of autonomy. In fact, I’ll 
go on record as saying they get more autonomy than anyone 
else in our industry. And our managers have a lot of autono-
my over their own stores and people. They’re not restricted in 
any way on what inventory they can bring in. If they feel they 
want to bring in a certain product that we are already carry-
ing within the umbrella of the company, they are welcome to 
put in as much as they want. 

“If we’re successful, they’re successful. So we’re not afraid 
to share the wealth.”

But through it all he and Marlyn were also building a fam-
ily. Today children Samantha, Sarah, Candace, and Ian are 
all deeply involved in the Lordco organization. And brother 
Doug worked alongside him at Lordco for some 30 years.

Lordco has long been and is still a family business, owned 
by and in control of the Coates family, even as the patriarch 
has passed on. That family aspect is a part of the fabric of 
Lordco that Ed Coates valued greatly. 

“One of the things that a lot of folks might have trouble 
understanding is that all of my family works in the organiza-
tion,” said Coates in 2011. “So I see my children every day, 
which is probably more than most people would. And we’re 
quite involved as a family.”

“Family was huge for Ed. A lot of people in the automotive 
business don’t know how much of a family man he was,” says 
long-time friend Lou Bauldic. “Family was first. Ed and his 
family would love nothing better when the kids were young 
than to gather and watch movies. In recent years on a sunny 
Sunday afternoon in his yard, the family would gather with 
the kids and the grandkids, Ed making sure everybody was 
okay and had what they needed. He was just like a mother 
hen, and loving every minute.”

In Memorium

Ed Coates,  
Lordco Auto Parts
Husband, Family Man, Leader
June 23, 1948 – February 17, 2014
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Ed Coates with his wife  Marlyn (l) and daughter Samantha Coates-Weins in 2011.

“And when I think of Ed Coates I think of music,” says 
Bauldic. “Ed had a tremendous love of music, and all kinds 
of music. He couldn’t go anywhere without his music. And 
both he and Marlyn shared the same love of music. If there 
was somebody they wanted to see in concert, it didn’t matter 
where, they went.”

Coates’ love of music meant that musical performances 
by Canadian acts such as Blue Rodeo, Tom Cochrane, and 
adopted Canadian Johnny Reid, became a key part of many 
customer events, though Bob Dylan continued to be a per-
sonal favourite of his and the timeless “the times they are a 
changin’” was an oft-quoted phrase.

“And to me, for the most part my job is my entertainment. 
It is what I do for fun,” he offered in 2011. “I enjoy travelling, 
so it doesn’t bother me to get in my car or on a plane to go 
somewhere. My wife has been very supportive over the years. 
She does attend a lot of trips with me, but I probably go half 
the time or more on my own, and she’s okay with that. 

“It’s always been a very fulfilling adventure. And I give 
credit for a lot of that that to the fact that I have a great team 
that I work with. We do delegate a lot of things.

“I spend, on average, 150 to 160 days a year away from the 
office. Without the support of my team I don’t think I could 

ever do that.”
As recently as last November, Ed Coates continued to give 

his time to bettering the industry, as the mentor presenter 
at the Young Executive Society workshop held at Horseshoe 
Valley near Barrie, Ont. 

He entertained and reminisced and spoke honestly about 
the challenges for the Lordco business –  “The biggest chal-
lenge for expansion is getting good people to man the opera-
tions, especially in remote locations,” he said – and reminisce 
about the old days: “Back in 1974, six brake shoe numbers 
gave you full GM coverage.” 

“I think that Lordco never really stands still,” he told Jobber 
News in 2011. “We’re always trying to reinvent ourselves. We 
know that the times are changing all the time, and as far as 
me personally, I am going to stay doing what I’m doing as 
long as I can, until the point comes where my health or what-
ever won’t allow me to continue.”

Ed Coates was truly a man who took life by the horns, tak-
ing advantage of every opportunity life had to offer.

The Coates family will establish a legacy fund in Ed’s 
memory in the months ahead, the details of which will be 
announced in the upcoming weeks.
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With the average vehicle age now sitting at 10.4 years, 
the need for replacement shocks and struts is 
greater than ever. In addition, many of these aging 
vehicles are equipped with Electronic Stability 

Control (ESC), which depends on a properly functioning 
suspension and braking system in order to perform to OE 
specifications.

Estimates show that 60% of all vehicles in service bays are 
four to 12 years old, and within that age range there are liter-
ally millions of ESC-equipped vehicles.

Described as the seatbelt of the 21st century, ESC is an 
onboard electronic system that helps prevent spinouts and 
rollovers.  Most accidents that involve losing control of the 
vehicle occur when the vehicle is driven beyond its traction 
limits, such as during oversteer or understeer conditions or 
driving too fast for conditions. The ESC system senses when 
the vehicle is rolling or leaning too far or when the tires 
begin to lose traction. It instantly reduces engine speed and 
applies one of the individual wheel brakes in just the right 
amount to maintain vehicle control. The ESC system utilizes 
several ride control components to keep the vehicle under 
control.

“Electronic stability control isn’t new; it has been stan-

dard equipment on millions of vehicles dating back to the 
mid-1990s. In fact, Tenneco ride control units were OE on 
the first vehicle model (in Europe) to use ESC,” says Chuck 
Osgood, sales operations and training manager, North 
America Aftermarket, Tenneco.

“Tying ride control replacement to the overall perfor-
mance of ESC is a very complicated sell for consumers, many 
of whom aren’t even aware of the presence of ESC on their 
vehicles. Replacing worn shocks and struts can improve steer-
ing, stopping, and stability on all vehicles – whether ESC-
equipped or not. And each of those three characteristics can 
have a significant effect on the safety of the driver and his or 
her passengers,” adds Osgood.

“I have abandoned the term ‘ESC’ for ‘Crash Avoidance 
System,’” explains Mac McGovern, director marketing and 
training, KYB. “The ESC term seems to create a mind’s-eye 
[picture] of a computer system and diagnostic codes that no 
one can really relate to. Instead, I now use ‘Crash Avoidance 
System’ in training sessions. When I use this term people 
seem to pay a lot more attention.”

“When someone says to me they are not interested in ESC 
because not many vehicles in their area have it, I point out 
that the crash avoidance system includes the brakes, tires, 

Ride Control
Selling Crash Avoidance

By Steve Pawlett

MARKET 
TRACKER
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the steering, and the suspension, because once a computer 
sends out instructions to the mechanical apparatus that 
needs to actually control the vehicle, suddenly now we see 
this as an actual system. When you paint that picture, it 
creates an understanding of system selling and who has a 
responsibility to communicate all of this so better decisions 
are made,” adds McGovern.

Numerous U.S. studies have shown ESC is highly effec-
tive at preventing loss of control and fatal crashes. The 
Insurance Institute for Highway Safety estimates 10,000 fatal 
crashes and up to 238,000 injuries could be avoided each 
year. Vehicles with ESC reduce the risk of a fatal loss of con-
trol by half, and reduce rollover risk by up to 80%. ESC has 
been described by automotive experts as the most important 
advancement in safety in many years.

However, consumers need to be made aware of the fact 
that the effectiveness of ESC is limited by the ability of the 
tires and the vehicle’s suspension. If the tires can’t grip the 
road, then it’s just like driving on ice, and therefore it’s 
important to have good tires and ride control components 
that aren’t worn.

“ESC has been very instrumental in lowering traffic fatali-
ties. There was a 5% reduction in fatalities during a five-year 
period up to 2011, which I attribute to the technologies that 
I now refer to as the Crash Avoidance System. But in 2012, 
the number of deaths or injuries increased by about 3.3%,” 
points out McGovern.

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

“I’m still trying to figure out all of the data to really 
understand why it went up. What I like sharing with the 
industry is that, in my opinion, the same thing is happening 
all over again that happened to anti-lock brakes. At the end 
of its popularity, the effective rate was something like 0.3% 
at saving lives, so it didn’t work.

“As I look back on that, I think that what happened was 
the vehicles with that technology got much older and less ser-
vice was done to them, so the end result was that those tires 
locked up more easily because of fatigued springs and worn 
everything underneath the vehicle, the tires lock up more 
easily, the anti-lock brakes release more easily and repeat-
edly, so stopping distances get longer on that older vehicle in 
its third trimester of life, and fatalities went up exponentially. 
So I think in the end, I can point the finger at an audience 
of service and parts professionals and say it was your fault. 
You did not adequately inform and coach your customers 
to do proper vehicle maintenance so that they could enjoy 
or benefit from all those onboard technologies,” explains 

McGovern.
“If we don’t see this as a crash avoidance system and keep 

the brakes, the suspension, the steering, and tires all at a 
level that it can execute the commands of the ESC or crash 
avoidance system, I think we might be seeing the same perils 
as we did with the anti-lock brakes,” he adds.

“OEs have been producing ESC-equipped vehicles since 
the late ’90s and we are now at 2014, and maybe 60% of 
what’s coming into the bays has ESC, and it has been under-
maintained, again.

“If you don’t understand the technology and if you don’t 
take the time to learn about how these systems work, and if 
someone isn’t getting in front of the customer and saying 
that this product, this shock, strut, brake shoe, or this rotor 
is part of the crash avoidance system, and if you are going to 
unknowingly sell a part or buy a part that isn’t in a perfor-
mance and quality range that supports the onboard technol-
ogy, aren’t you doing a disservice?” asks McGovern.

Whenever a customer asks for the cheapest part, that 
should send up a red flag and the counterperson’s response 
should be to ask what the customer is trying to accomplish. 
The counterperson should explain to them that they have 
choices they may not have considered.

“You have to get into that stream of decision-making 
and make sure you are offering the customer, the one least 
informed, information about the choices and repercussions 
and consequences of their choices,” says McGovern.

“It’s important to take the time to put a sense of respon-
sibility on the shoulders of your counter staff so that they 
understand that what they do in the end could cause an acci-
dent, even though they are three steps away from the person 
actually driving the vehicle that’s having the repair done.

“When that counterperson is driving home after work, 
that vehicle next to them could have questionable replace-
ment parts on it and that vehicle may not stop properly. But 
the customer who bought the repair feels pretty good about 
it because the mechanic said, ‘Look, I can do a good job 
and save you some money at the same time,’ and nobody will 
know the difference until that vehicle slips off the highway 
and somebody gets hurt,” adds McGovern.

“I think that now that crash avoidance has taken on elec-
tronic input, electronic decision making and mechanical 
execution, the parts community needs to see themselves as 
integrated with the vehicle – so that the person that should 
be educated about the parts replacement who is selling the 
parts, can see the value in educating service provider cus-
tomers on the need for proper parts replacement, who in 
turn, can communicate this to the vehicle owner,” explains 
McGovern.

“It has evolved from a point in time when it was very 
mechanical and you didn’t need to know a lot. Today, 
because the performance of mechanical parts is being moni-
tored by a computer, it’s increased the importance of a level 
of knowledge needed to make better decisions, and I believe 
that the jobber community needs to sit up and take notice of 
that. The decision you make, the answer you give, the infor-
mation you provide makes a difference at 60 kilometres per 
hour,” concludes McGovern.

By taking the time to educate your customer on the 
real facts about deteriorated ride control you will earn that 
customer’s trust and make them feel important and valued 
– key factors in effective salesmanship. In addition, hav-
ing confidence in the products you sell will come across to 
your customer. If you believe in what you have to offer, the 
customer will sense your sincerity and be inclined to have 
confidence too.
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EFFECTIVE SALES 
STRATEGIES

Crank Up Steering, Chassis, 
and Driveline Sales

W
hen it comes to steering, chassis, and driveline 
parts, components change is a constant factor 
as original equipment manufacturers contin-
ue to move towards lighter, more fuel-efficient 

vehicles. This steady flow of design changes not only 
means more SKUs; it also offers a constant flow of new 
opportunities for parts sales. The other key component 
of this equation is sales skills; ensuring that your relation-
ships with service provider customers are such that they 
see you as their first-call jobber is vital to your success.
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With economic indicators pointing to a steady upswing 
in aftermarket sales, there is no better time to re-evaluate 
your current sales strategies. Identify the ones that are 
working well and look for ways to make them even better. 
And, more importantly, identify any strategies that just 
aren’t working for you.

“If you take the jobber stores in Canada and you look 
at the best ones and weakest ones, you will find there 
is always a big gap between the relationships with their 
clients. The best stores have great relationships with their 
clients where the guys actually have solid conversations 
with the shops that they are selling to. It’s interesting 
that the weakest ones are just there to take an order and 
that’s it. They don’t engage in a conversation, and they 
don’t even know anything about the shop they are talking 
to,” explains Bob Greenwood, president and CEO of the 
Automotive Aftermarket E-Learning Centre.

“When the outside field people have communication 
with the counter staff and share key information on what 
a particular shop is doing, then the counter staff mention 
that when the guy calls in, it’s like, ‘Oh, you know some-
thing about me?’ The relationship can really get solidi-
fied. That’s really one angle that has to be worked on. And 
the jobber owners who don’t allow the communication 
between the field staff and the counter staff to take place 
are making a big mistake,” adds Greenwood.

“People buy from people,” adds Kevin Fleury, sales and 
marketing director for Transbec. “In today’s fast-moving 
world, we sometimes forget that the person on the other 
end of the line or over the counter is not just a walking 
dollar sign; he is a human being. Yes, a human being that 
is a potential customer, but still a person that will appre-
ciate it if you ask him how his kid’s soccer game went or 
how his wife’s new job is going. The counterperson is able 
to ask these questions while looking up a part and the 
client will walk away with the feeling that he is not just 
dealing with another parts store, but with a friend. We fail 
to sometimes realize that such a small question has the 
potential to pay off with huge results.”

For any business to be successful, it’s strongly recom-
mended that you don’t try to be all things to all people. To 
understand the needs of your buyers, you must first do an 
analysis of your particular market. Identify the needs, and 
identify the limits as well. Once you understand your local 
business base of service providers, consumers, industrial, 
commercial and seasonal business, you can then apply 
that data to your particular aftermarket sweet spot.

Successful shops hire counterpeople who really under-
stand that their function is to help advise, so that when a 
shop calls for a particular part for a job, that counterper-
son also realizes they may very well need other ancillary 
components to complete that particular job and they will 
not hesitate to make that recommendation.

“It seems that in many cases jobber owners are just 
hiring people at the cheapest rate, just to get somebody 
behind the phone. They try and get the cheapest staff 
because they look at staff as a cost rather than an invest-
ment. The jobber store owner should look at it as an 
investment because the right people will give you a great 
return,” says Greenwood.

“I have always said to our clients, competency pays. 
You hire competent people and they will make a com-
pany money. Hire weak people, uncommitted people, 
untrained people, un-accountable people, and you have a 
huge cost,” he adds.

“Then the jobber says, ‘Yeah, well, where are they? I 
can’t find them.’

“Perhaps the culture of your particular business isn’t 
up to what it should be, because people talk about good 
businesses, so why aren’t they applying to yours? Why 
aren’t the best people in the industry applying to your 
store? It’s a question that has to be addressed and honestly 
answered,” he advises.

“If you go back and look at the best jobber stores out 
there, you will see the owners are committed not only to 
their own staff but they are also committed to the market-
place. They constantly strive to be the very best that they 
can be. And they take pride in what they do,” Greenwood 
concludes.

Says Mac McGovern, director of marketing and sales 
for KYB, “You can always count on that customer that 
comes in and asks for the cheapest part to do the job. 
That should immediately send up a red flag, and your 
first question to them should be, ‘What are you trying to 
accomplish?’

“If the counterperson doesn’t understand the technol-
ogy and if they don’t take the time to learn about how a 
system works, and isn’t getting in front of the customer 
and explaining that this shock, strut, brake shoe, or this 
rotor is part of the crash avoidance system and unknow-
ingly sells a part that isn’t in a performance and quality 
range that supports the vehicle’s onboard technology, isn’t 
that counterperson doing a disservice to the customer?” 
adds McGovern. “Counter staff need to be doing some-
thing to get into that stream of decision-making and make 
sure they are offering the customer choices and options 
they may not have considered.”

“Looking ahead to 2014, for the ones that get it, it’s 
going to be a great year. But the ones that are struggling 
because they are behind, it’s catching up with them and 
it’s going to be a tough year,” predicts Greenwood.

“But you look at what a parts supplier does in the 
marketplace, and look at how they are helping their own 
customers move their business forward. If they are just 
out there to sell them as much as they can without even 
worrying about getting paid, which is another issue, they 
are going to fail.

“When I look at the best suppliers across the country 
and what they commit to, to develop their customer base, 
it is amazing. They make the investment because they 
know they are going to get the return on it. But when 
you get into competitive marketplaces like the Greater 
Toronto Area, which is probably the most competitive 
price market in Canada, everybody is scrambling based 
on price. Nobody is taking the lead. No company is willing 
to make the investment to try and educate shop customers 
to a higher level of doing business.

“Many will argue that the repair shops aren’t inter-
ested, but I submit to them, if the shops aren’t interested, 
is it because they don’t trust what you are saying?
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“Jobbers should walk into a repair 
shop and ask, ‘How is business?’ rath-
er than ask, ‘Are you busy?’” advises 
Greenwood. “Repair shop owners don’t 
want to be busy; they want to be steady. 
You don’t make money being busy. The 
jobber wants them busy, because he 
perceives them buying more parts. So 
the two sides are working against each 
other. They don’t understand each oth-
er’s business.”

“I believe the next generation of job-
bers are really going to work on select-
ing which repair shops they choose to 
work with. They want to ensure they 
are first call at that shop and, if you do 
the math, a typical shop can purchase 
between $12,000 and $15,000 a month 
in parts. If I have 80% first call, that’s 
$12,000 a month paid in full by the 10th 
of the month following, because they 
are dealing with better shops. So say you 
accumulate 25 shops like that, you no 
longer need a database of 150 or 200 
shops, because you now have $300,000 
per month coming in and it’s paid on 
time.

“I think the next generation is going 
to look at developing their business in 
this direction. Over the next 10 years 
they will be developing quality shop 
relationships.

“The opportunities are huge for the 
select few who get it. Because a good 
shop really wants a strong relationship 
with their number-one supplier. A good 
business relationship is about trust; it’s 
not about price. It’s about the value you 
bring to the table with quality service. 
You can’t win on price on every item, 
and the repair shops know that. Over 
the course of the year the value you 
bring to the table far outweighs any 
price differential,” says Greenwood.

A key step to ensure you exceed your 
customers’ expectations each and every 
time is to build product knowledge by 
working closely with your suppliers.

Always utilize Point-of-Sale material 
provided by suppliers. Talk to your reps 
about upcoming training seminars/
webinars and other product knowledge-
building clinics. Utilize the free online 
training programs that many of your 
suppliers now provide.

For instance, Moog offers a num-
ber of tools that help demonstrate the 
differences between Moog components 
and lower-quality alternatives. One of 
the most popular tools is their Ball 
Joint Technology Demonstrator, which 
shows how the Moog gusher bearing 
design provides continuous lubrication 
of the bearing surface for longer life and 

smoother articulation. Federal-Mogul’s 
new moogproblemsolver.com website 
also includes an array of videos and 
technical features that demonstrate why 
Moog components are the best choice 
for today’s vehicles.

“We offer the industry’s most com-
prehensive and accessible technical and 
sales training programs through the 
Federal-Mogul Technical Education 
Centre,” adds Boyle.

As a service parts professional, your 
key role is to determine what the cus-
tomer really needs and pair those needs 
with the right product, whether it’s an 
OE replacement part or an aftermarket 
upgrade, each and every time.

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

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

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

Most customers are looking to restore 
their vehicle to “like-new” steering 
response and handling performance, 
and this can only come through high-
ly engineered, premium technologies 
from leading manufacturers. Advise ser-
vice provider customers to always ask 
their customer, “What do you expect 
from this repair? Do you want restore 
your car’s steering and handling to OE 
or better? Do you want a part that will 
help prevent the same type of problem 
you experienced with the existing com-
ponent? Do you want a component that 
will last longer and help protect your 
safety?” In each of those cases, the cus-
tomer will most likely answer “Yes.” This 
is a key approach that can help them 
understand why a higher-quality part 
from a trusted brand is the best choice 
for them.

If the customer does plan to keep 
the vehicle long-term, premium parts 
should be strongly recommended for all 
the right reasons, including exceptional 
performance, durability, ease of instal-
lation, and the fact that it is backed by 
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a solid warranty.
With OEs continually introducing large volumes of new 

parts into the aftermarket on a monthly basis, it’s critical to 
customer sales to keep parts up to date and have the best 
components on hand. Having strong business relationships 
with reputable suppliers is a key component of your success.

Ask yourself which manufacturer is investing the most in 
the future of your business, and your installer customers’ 
businesses, through effective training, marketing, and point-
of-sale materials. Do they help you understand the engineer-
ing and manufacturing differences that make their parts 
perform better and last longer? Do they develop innovative, 
problem-solving designs that improve on the original part 
designs so the repair will result in increased durability, easier 
installation, and enhanced vehicle performance? And will 
they stand behind the quality of their products to help pro-
tect you and your customers? The answers you get to these 
questions will separate the quality-focused manufacturer 
from the suppliers who only want to sell to you based on the 
lowest possible price.

When juggling phone-in orders and walk-in customers, 
it’s not always possible for counter staff to engage every 
customer in a lengthy conversation to gain insight into the 
customer’s needs and build the sale, but it really only takes a 
few seconds to ask about the vehicle’s condition.

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

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

As the Jobber News Third Annual Shop Survey revealed, the 
top four factors when selecting a first-call jobber are: parts 
availability; a superior working relationship with the jobber; 
qualified, reliable counter staff; and, fast, efficient delivery 
service. Price was a distant fifth.

Many customers don’t understand that there really are 
differences between the lower- and higher-priced parts. 
It’s your responsibility to take the extra minute or two and 
explain that the lower-cost part might not come with a war-
ranty and might be manufactured from inferior materials 
that could compromise the part’s durability and their driving 
safety. Be sure you know the two or three leading advantages 
of the higher-quality part, such as premium materials, prob-
lem-solving design, and comprehensive warranty coverage. 
Then ask them whether saving $10 or $15 really outweighs 
those advantages. In a majority of cases, the customer will 
make the right decision and will gain respect for your store’s 
value-added approach to customer service.

As a service parts professional, you need to own your 
customers before the competition does. Each customer that 
walks into your establishment wants to feel special, to know 
they are well served and not overcharged. By building strong 
relationships with your customers, you improve loyalty, 
repeat business, and of course, your bottom line.
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ALL PULLEYS 
ARE NOT 

CREATED EQUAL
OADs transfer torque from the engine to the alternator via the belt, 
provide overrunning function during engine deceleration and absorb engine 
vibrations. OADs are OEM “fit and function,” with a one-way clutch plus 
a patented, tuned torsion spring.

OADs wear out as they absorb vibrations from the engine and accessories. 
Always replace an overrunning alternator decoupler pulley with the correct 
part – never with a one-way clutch pulley or low-cost replacement alternator 
with incorrect pulley technology. An incorrect pulley will increase belt and 
tension wear, noise and vibration – so using the wrong part may negatively 
impact the vehicle’s operation. Using the correct OAD will lower belt tension 
fluctuation, extend bearing life, add to tensioner durability and control belt 
noise and vibrations.

Learn the difference – and never replace an OAD with a one-way clutch.

Replace with Gatorback® brand Overrunning Alternator 
Decouplers and you’ll always be sure the job is done right.

For more info call 1-888-275-4397 
or visit www.goodyearep.com

TAKE A CLOSER LOOK AT GATORBACK® OADS.

The GOODYEAR (and Winged Foot Design) trademark is used by Veyance Technologies, Inc. under license from The Goodyear Tire & Rubber Company. Goodyear Engineered Products are manufactured and sourced exclusively by 
Veyance Technologies, Inc. or its affi liates. The Gatorback trademark is licensed to Veyance Technologies, Inc. by The Goodyear Tire & Rubber Company. ©2014 Veyance Technologies, Inc. All Rights Reserved.
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With spring just around the corner, it’s a good 
time to go through your chemicals and additives 
displays and assess what needs to be restocked, 
removed, or added. Given the wide selection of 

products in this category, store displays can easily get out of 
control and become difficult to navigate for customers.

Take a hard look at your retail display and ask yourself 
whether your display stands out from others that you have 
seen. Are you utilizing point-of-sale (POS) materials pro-
vided by your suppliers? Are counter staff conversant on all 
products on your shelves? Do you have adequate stock on the 
latest offerings from all your key suppliers? Are there any new 
hires that could use some training in this category?

While most remedy products are self-explanatory, when it 
comes to describing some of the finer features of some addi-
tives and cleaners, it can get quite complex and could con-
fuse the customer. You should be prepared for questions on 
popular products like diesel fuel conditioner, starting fluid, 

throttle body cleaners, air flow sensor cleaners, and so on, 
and as we hit spring, expect more questions related to detail 
products such as washes and waxes.

It’s usually a good idea to avoid the technical information 
and highlight the features and benefits of the products to 
your customers. Keep it simple and you have a better likeli-
hood of making the sale.

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

For example, an airflow sensor cleaner can be sold to 

Chemicals and Additives
How to Build Sales
By Steve Pawlett
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service stations by indicating to the technicians this is an 
up-sell item. Installers can offer their customers this as an 
added service to an oil change, since airflow sensors have 
a large impact on fuel economy and horsepower. Now that 
vehicles are coming in for service less often due to extended 
oil change intervals, it’s prudent for the technician to bundle 
services that can improve the vehicle’s performance and fuel 
efficiency. Don’t pass up on opportunities to sell products 
that are naturally tied to a service, like selling brake cleaners 
when a customer gets a brake job.

With online sales gaining a strong foothold, be sure 
your website is up to date on your latest product offerings. 
According to the third annual Jobber News Shop Survey, 
41.3% of respondents said they order up to 25% of their 
parts online and 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. If your store 
has not put much focus on this aspect of the business, man-
agement may want to re-visit their approach to online sales, 
improve on the usability of their website, and update its latest 
product offerings.

Most manufacturers now provide extensive product infor-
mation online. This is in addition to pamphlets and point-
of-sale materials that jobbers can utilize. Chemicals and 
additives are often impulse sales items for walk-ins, so main-
taining an attractive display can increase impulse sales.

By keeping your display clean, organized, well-stocked, 

The Greening of Cleaners and Degreasers
The clock is ticking on the widespread use of chemical cleaners 
and degreasers as environmental regulators continue to push for 
more stringent regulations. While most installers would happily 
embrace new environmentally friendly cleaners and degreasers, 
there is one stipulation: they have to work as well as the old prod-
ucts they are replacing.

Over the years, degreasing solvents have included chlorofluo-
rocarbons (CFCs), trichlorethene (TCA), trichloroethylene (TCE), 
and perchlorethylene (PCE). CFCs and TCA were found to cause 
ozone depletion and were phased out some years ago under the 
Clean Air Act. Currently the primary solvent used in degreasing is 
TCE. PCE is used less often than TCE, but is still used in significant 
quantities, primarily in the dry-cleaning industry.

Typically an alternative solvent’s performance must be as 
good or better than the current degreasing solvent in order to be 
adopted. PCE is generally used in degreasing operations because 
of its high boiling point, which allows the solvent to remove soils 
and waxes that lower-boiling solvents may not.

A major concern for consumer and worker health and safety 
is the wide variety of automotive aerosol detailing products and 
cleaners that contain PCE in high concentrations. Performance 
considerations for effective aerosol brake cleaners include effi-
ciency, drying, and residue. Aerosol brake cleaners are favoured 
by shop owners because they allow for quick, efficient repairs. The 
main components in some of the cleaners found on the market are 
heptane, C9-C12 hydrocarbons, toluene, and xylene.

Laboratory and field testing of alternative aerosol brake clean-
ers is ongoing, and a new formulation containing soy and acetone 
and utilizing nitrogen as a propellant in a rechargeable and refill-
able spray delivery system is currently being tested with favourable 
results. Acetone is not classified as a VOC, and it is lower in toxic-
ity than most other organic solvents. Soy also has very low VOC 
content, and like acetone, is low in toxicity. Preliminary findings 
indicate this alternative brake-cleaning aerosol has equivalent per-
formance to PCE-based products and is cost-comparable.

continued on page 24
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and attractively priced you can ensure a steady sales volume. 
Counter staff should be comfortable making presentations 
on all of the products you carry to walk-in customers.

Keep in mind as we head into spring, to purchase more 
appearance and car care products: waxes, car washes, carpet 
cleaners, wheel cleaners, upholstery cleaners, and degreas-
ers. At the same time, wind down inventories of winter prod-
ucts like antifreeze, lock de-icer, and product specifically 
formulated to meet winter conditions.

When spring finally arrives, many consumers have not 
cleaned their vehicle in six months and see this display as a 
reminder it’s time for a good spring clean-up. While profits 
on these products may be thin, don’t underestimate their 
importance for generating repeat business. The quantity of 
products on display is not as important as the quality of the 
selection. Having a thorough knowledge of these offerings 
means each customer that walks in the door is an opportu-
nity to make another sale.

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

Merchandising in the chemicals and additives market 
can be challenging but in terms of the overall market, the 
research experts say that sales are good and getting better. 
Figuring out how to get your slice of that growing pie is the 
challenge. As vehicles age (the automotive sweet spot is in the 
six- to 12-year-old vehicle range now), there is going to be a 
greater need for fuel additives and cleaners to help maintain 
performance.

In fact, according to the research, some 43% of respon-
dents said they had used some kind of DIY additive, and that 
number is only likely to go up as the Canadian car park ages. 
Unfortunately, where matters get a little more difficult to 
understand is on the merchandising side of the coin. How 
are consumers making their additives decisions? According 
to the research, the answer is old-fashioned and very low-
tech. As for merchandising, brand recognition and comfort 
level with a particular brand are the consistent leaders in 
terms of in-store decision making, but word of mouth is also 
seeing some significant increases.

The typical chemical and additives display in any auto 
parts store can appear overwhelming, given the myriad of 
brands and products on the market. The key is to understand 
your market and home in on a select group of products you 
know will move well.

NEW PRODUCTS

20V Cordless Grease Gun
Ingersoll Rand has expanded the IQV20 Series line to 
include a new 20-volt cordless grease gun. Powered by 
advanced battery technology from Ingersoll Rand, the cord-
less LUB5130 makes it easy for operators to grease fittings in 
the shop and in the field. Used on fleet trucks, automobiles 
and agricultural, construction and road equipment, the 
LUB5130 comes with a standard 30 in. hose to manoeuvre 
into tight spaces. The patent-pending inline battery-mount 
design improves the versatility of the LUB5130 and makes it 
easier to access hard-to-reach areas. The LUB5130 has three 
grease-loading options: bulk, cartridge, and manual, so 
users can refill quickly, helping increase jobsite productivity.
Ingersol Rand
www.ingersollrandproducts.com/iqv20

Low-Copper Ceramic Brake Pads
Wagner ThermoQuiet Ceramic brake pads, featuring the 
brand’s exclusive 2021-compliant low-copper friction tech-
nology, have been intro-
duced for 2014 Mazda6 
passenger cars and sev-
eral other popular late-
model foreign-name-
plate and domestic 
applications. Each new 
ThermoQuiet Ceramic 
pad features a Wagner 
OE21 low-copper fric-
tion formulation that is 
35% quieter and offers 
15% more stopping 
power and up to 40% 
greater fade resistance 
than previous Wagner 
formulations.
Federal-Mogul
www.aftermarket.federalmogul.com/en-US/Brands/Wagner-Brake

continued from page 23
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NEW PRODUCTS

Gas Treatment
Gas Treatment comes packaged in Rislone’s new EZ NozzleTM/MC bottle, which 
is built to perform better than standard additive bottles. The patent-pending EZ 
Nozzle bottle features a built-in flow valve that prevents spills by giving users time 
to properly insert the bottle into the fuel filler neck. EZ Nozzle is also designed to 
work with capless or obstructed fuel systems. When inserted into a capless tank, 
the EZ Nozzle opens the fuel system safety door and allows the additive to flow in 
smoothly. Rislone Gas Treatment works with all gasoline types, including flex fuel 
and ethanol blends. It is compatible with fuel-injected, turbo, direct-injected, and 
carbureted engines.
Rislone
www.rislone.com

Police-Duty Rotors
Inroble International Inc. has introduced Ultra Plus Police brake rotors that 
are designed and engineered for law enforcement vehicles. Inroble Ultra Plus 
brake rotors are designed to exceed the needs and standards of police vehicles. 
Advanced cross-drilled and slotted technology allows heat, gas, and water to 
escape more quickly so that the brake pads can grasp onto the rotors easily for 
better braking performance. Available for 2013-2014 Ford Police Interceptor 
and 2006-2014 Dodge Charger Police Interceptor.
Inroble International Inc.
www.inroble.com

ATTENTION JOBBERS
If you are contemplating an exit soon or in the near future,

we are interested in an acquisition proposal

Please contact Martin@hotspotautoparts.com
or phone 416.265.2109 ext. 2222

ALL Information will be kept in confidence
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For the Counterperson March 2014

A 
key component of selling successfully into the exhaust, 
emission, and tune-up parts categories is knowing 
your customer’s needs and having the right products 
on your shelves. While it is virtually impossible to 

stock every unit given the number of vehicle models on the 
market today, to sell successfully in the exhaust market you 
need to focus on the sweet-spot years and know which mod-
els are predominant in your particular area. You should also 
have a comprehensive backup supply of some of the hard-
to-find slow movers. It’s important to have the coverage and 
availability to complete every sale, particularly when you’re 
working with a technician who has a customer waiting for a 
repair.

Due to the wide variance in quality and price, cata-
lytic converters have become known as the brake pad of 
the exhaust market. Fortunately, the market is beginning to 
correct itself as technicians realize that going with the least 
expensive product is not their best bet.

With the new OBD-II emission standards, technicians 
are becoming more cautious about just buying the cheapest 
product out there. Many techs are now ordering higher-
quality cats, because they are concerned about comebacks 
from using a cheaper product. The general rule of thumb is 

the less loaded the converter, the worse it’s going to function. 
It’s the expensive precious metals that do all the work. That’s 
why prices can be so drastically different.

Catalytic converters have become strong performers in 
recent years, making up for the slowdown in exhaust system 
sales. More and more specialized aftermarket units are being 
engineered as manufacturers continue to improve the tech-
nology. Having a good selection of these units in your inven-
tory can ensure you are the first-call supplier.

The popularity of direct-fit systems over universal fit sys-
tems may well play a role in your particular market. Take a 
close look at the particular street-level economic and demo-
graphic factors of your customer base. This data will tell you 
what you need to have in stock and on call better than then 
any national stats you may be relying on.

Converter development now requires not only catalyst 
expertise, but also extensive insight into manifold and gasket 
design. Overall fitment also becomes much more important, 
due to manifold runner configurations and positioning of 
the O2 sensor. In general, jobbers have to be vigilant of any 
aftermarket manifold converter that deviates significantly 
from the OE design, in order to prevent comebacks due to a 
poorly designed converter.

How To Build Exhaust And 
Emission Parts Sales

By Steve Pawlett
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EPA-COMPLIANT OBDII
CATALYTIC CONVERTERS

Application-engineered to address
the emissions challenges of

modern vehicles, Walker ® Ultra ®

catalytic converters feature
premium substrate materials

and a high-technology washcoat.

www.walkerexhaust.com

©2014 Tenneco

THE RIGHT
CONVERTER.
THE RIGHT
CHOICE.
UNIVERSAL AND DIRECT-FIT
FOR OBDII VEHICLES
(1996 AND NEWER)

Scan the code, see the movie.

CATALY TIC CONVERTERS

Some pertinent factors that have 
been raising the demand for direct-fit 
cats from the repair community include 
the time savings and convenience of a 
bolt-on repair, as well as the increased 
coverage and availability of these units. 
Tighter emissions regulations also have 
played a part by pushing vehicle manu-
facturers toward manifold converters, 
which help clean emissions more quick-
ly and thoroughly by being positioned 
closer to the engine. Direct-fit replace-
ment converters are needed for these 
applications as well as for many smaller 
vehicles, including imports, with very 
tight under-body packaging.

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

While direct-fit units are generally 
more expensive, they have the added 
benefit of enabling more service pro-
viders to perform these repairs, rather 
than subbing out the jobs to muf-
fler shops and other specialty shops 
that have the fabrication and welding 
equipment and specialized skills need-
ed to install universal converters, which 
broadens your sales market.

While some technicians prefer to 
order mainly universal product because 
they have the skills to make it work on 
all kinds of applications, many tech-
nicians won’t touch a universal unit 
because they just don’t want to deal 
with that part of it.

Flex pipe is another dominant 
replacement part, followed by mufflers 
and resonators. Even though stainless 
steel is very resilient to rust and lasts 
much longer, there are still several 
models out there that have vibration 
issues and insufficient flexibility issues 
that result in exhaust system failures.

Often, the aftermarket replacement 
parts are designed to be much more 
robust and will circumvent a recur-
rence of the problem. This is a good 
opportunity for counter staff to men-
tion, “Aftermarket products are built 
better than OE.”

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

different approaches, should a change 
be necessary.

Clean Up On Emission 
Component Sales
When was the last time you examined 
your database to determine if your 
main customers are avoiding purchas-
ing emission parts due to an outdated 
perception that they must buy from 
OEMs?

You should look to your database 
and analyze their buying patterns. Are 
they buying only domestic applica-
tions? Are they only buying one brand 
from you? Are they only buying older 
application parts from you?

When it comes to engine manage-
ment and emissions work, some techni-
cians are reluctant to use aftermarket 
options because they are under the 
misguided belief that there is a risk of 
an unsatisfactory result. No technician 
wants the grief of a comeback over a 
faulty emission sensor. But while the 
question of quality aftermarket emis-
sions components may have been a fac-
tor a few years back, that perception is 
no longer valid.

The fact of the matter is that the 
parts that make up the aftermarket 
inventory are actually the same parts 
they are able to obtain through the car 
dealer.

Have your field sales staff take note 
of what vehicles they see in custom-
ers’ shops. This way you can find out 
first-hand if you are missing out on an 
opportunity to increase sales of quality 
emission components to this customer. 
You can’t assume to know what type of 
vehicles your customers are working on 
simply by their buying patterns. By actu-
ally visiting them, your sales staff can 
look around and see what vehicles are 
on the lot and in their bays. Then ask 
yourself if what they are seeing matches 
up with what they are buying. If it 
doesn’t, then you have an opportunity 
to increase sales with that customer.

For savvy jobbers that know their 
market in terms of stocking, the aging 
car park is a booming market for 
exhaust system sales in a strengthening 
economy. By taking the time to educate 
your service provider customers on the 
value of investing in premium exhaust 
components, you will empower them 
with the knowledge they need to help 
their customers make the right choice 
and increase your sales at the same 
time.
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Editorial
Comment

s I write this I am chained to my desk. Not literally of course. And, to 
be honest it’s my home office. And If I am to be totally honest, it’s not 
even a desk: It’s a Morris chair, with arms wide enough to rest a laptop 
on one and my coffee cup on the other.

The trouble is that I’d much rather be working at the actual home 
office desk, but since I started out in this chair to do some quick emailing with 
my morning coffee before the sun came up, I’m stuck here for one simple reason: 
after many thousands of miles of travel and many thousands of hours of use, and 
abuse, my laptop has the same battery life as the Underwood typewriter resting 
atop the bookcase in my living room. Which is to say none at all. If I unplug it dies. 
Immediately.

So, while I have the benefits of Wi-Fi, high-speed Internet, and an IT depart-
ment with the skills of the NSA, none of it will help me one whit to do what I really 
want to, and what the piece of technology was designed to allow: be mobile. 

This is a pain.
This laptop, or more precisely, its battery, has become a weak link. Technology 

is like that. The most leading-edge piece of high tech goes from awe-inspiring to 
indispensable to infuriatingly out of date without us really noticing. 

So what’s your weak link? Is it the old legacy system you’ve relied on for years 
to generate your stocking reports and the like? Maybe it’s your old telecom system, 
unable to integrate with your new systems. Maybe it’s your old flip phone that you 
carry as a badge of technophobic honour. 

Of course, technology alone will neither save nor sink you. If the way you have 
your staffing organized isn’t flexible enough for today’s demands, or the way you 
train your drivers – or if you don’t train them at all – hurts your service, that too can 
be a weak link that competitors will capitalize on. Any areas of your business that 
either get in the way of you serving customers in the most problem-free, efficient 
way are weak links. 

And that is really the measure of it. 
Every business has weaknesses and can survive and prosper without ever elimi-

nating them entirely.  It’s the nature of the beast: in a market where customer 
demands are continually evolving, there are always going to be some parts of every 
business that lag a little.

So the only weakness that can really hobble a business in a significant way is if 
that weakness is you.

Ask yourself three things: Am I in touch with my customers? Am I in touch 
with my managers and front-line staff? Am I in touch with my key suppliers? If the 
answer to any one of these is anything but an enthusiastic “Yes!”, then you have 
some work to do.

The upside is that reconnecting on all those fronts will reinvigorate you: in 
terms of your business, the industry, and your own capabilities. And it will invigo-
rate your business and your staff too.

I think you’ll enjoy it. 
It all starts with being strong enough to admit the need to change.

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

A STRONGER YOU

NEXT MONTH

Annual Chairman’s Issue
Profiling the incoming 
chairman of the AIA

PLUS! Special Report: 
Premium Parts Sales

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

Twitter: Andrew Ross (@
JobberNews)

www.autoserviceworld.com

A
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SOLUTION:PROBLEM:

1-800-325-8886
moogproblemsolver.com
www.FMe-cat.comFor parts lookup, visit tech line:

©2014 Federal-Mogul Corporation. MOOG and The Problem Solver are trademarks owned by Federal-Mogul Corporation, or one of its subsidiaries, in one or more countries.  
NASCAR and the NASCAR Performance logo are registered trademarks of the National Association for Stock Car Auto Racing, Inc. All rights reserved. 

MOOG® Problem Solver®  
Control Arm Bushing

OE vertical control arm bushings  
are prone to premature failure

OE-style bushings are made of hard rubber bonded to the 
housing and sleeve. During suspension travel the rubber of the 
vertical bushing is stretched and compressed. This repeated 
stress can lead to the rubber separating from the housing 
or bolt sleeve in as little as 30,000 miles. In addition, when 
replacing with a similar OE-style bushing, the hard rubber 
makes it difficult to align the sleeve with the hole in the frame.  
Installing the bolt is typically very difficult.

VERTICAL  
CONTROL ARM 

BUSHING FAILURE

The patent-pending MOOG® Problem Solver® Control Arm 
Bushing features an innovative ball-and-socket design that 
eliminates the rubber expansion and compression that leads  
to premature failure in traditional rubber bushings. 
The new MOOG design provides improved steering and 
handling feel while lasting up to 10 times longer than  
traditional hard-rubber bushings.
The control arm bushing assembly is permanently lubricated 
and sealed with premium MOOG boots to prevent 
contamination.
The exclusive MOOG bushing design also makes it easier  
to install the control arm assembly by allowing the technician 
to easily align the bushing sleeve to insert the bolt, saving time 
and frustration.

OE-STYLE BUSHING

  BUSHING OUTER 
HOUSING MAY 

REMAIN IN 
CONTROL ARM

DETERIORATED 
RUBBER BUSHING

RUBBER 
SEPARATES 

FROM INNER 
SLEEVE AND 

OUTER HOUSING

Also available pre-installed on select MOOG premium control arms.

SEALED MOOG 
POLYURETHANE 

BOOT KEEPS 
CONTAMINANTS OUT

EXCLUSIVE 
 BALL-AND-SOCKET 

DESIGN

DESIGN ALLOWS SMOOTH 
ROTATIONAL MOVEMENT

TECHNICIAN CAN EASILY  
ALIGN THE BUSHING SLEEVE  

TO THE BOLT HOLE

PERMANENTLY 
LUBRICATED ASSEMBLY

P/N  FITS CONTROL ARMS FOR THESE APPLICATIONS

K200785 Chrysler Cirrus 00-95; Sebring 06-96; Dodge Stratus 06-95; Plymouth Breeze 00-96

K200786 Lexus ES300 01-92; Toyota Avalon 01-95; Camry 01-92

K200787

Buick Allure 09-05; Century 05-97; LaCrosse 09-05; Regal 04-97;  
Rendezvous 07-02; Terraza 07-05; Chevrolet Impala 11-00; Monte Carlo 07-00; 

Uplander 08-05; Venture 05-99; Oldsmobile Intrigue 02-98; Silhouette 04-97;  
Pontiac Aztek 05-01; Grand Prix 08-97

K200788 Honda Odyssey 04-99

K200789 Buick Skylark 98-94; Chevrolet Beretta 96-94; Corsica 96-94;  
Oldsmobile Achieva 98-94; Pontiac Grand Am 98-94

K200790 Chevrolet Camaro 02-93; Pontiac Firebird 02-93

K200791 Dodge Neon 99-95; Plymouth Neon 99-95

K200792
Chevrolet Cavalier 05-95; Classic 05-04; Cobalt 10-05; Malibu 03-97; Oldsmobile 

Alero 04-99; Cutlass 99-97; Pontiac G5 10-07; Grand Am 05-00;  
Pursuit 06-05; Sunfire 05-95; Saturn Ion 07-04; Ion-1 05-03; Ion-2 07-04; Ion-3 07 

K200795 Ford Escape 04-01; Mazda Tribute 04-01

K200797 Chrysler Neon 02-00; PT Cruiser 10-01; Dodge Neon 05-00;  
SX 2.0 05-03; Plymouth Neon 01-00

K200799 Honda Civic 05-01

K200800 Dodge Caliber 11-07; Jeep Compass 10-07; Patriot 10-07

CHRYSLER SEBRING & CIRRUS,  
DODGE STRATUS & NEON,  
CHEVY COBALT & MALIBU,  

HONDA ODYSSEY, OTHERS

NEW
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Akebono is essential to greater profitability, increased bay  utilization and 
satisfied customers. With the most variety of friction formulations, Akebono 
brake pads are OE engineered to enhance the performance demanded by 
each vehicle model. Learn why Akebono is best in technology and best for 
your business.

akebonobrakes.com

“No black wheels,  

no squeaks, no returns,  

just happy customers. 

That’s why Akebono is  

always our first choice.”

Martin Drobis

President, One Stop Parts Source

Anaheim, California
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