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SKF Awarded Uni-Select 
Top Supplier Sales 

Growth Award
SKF has received the 

Uni-Select (Ontario) Top 
Suppliers Sales Growth 
award in recognition 
of outstanding sales 

growth in 2013. This is 
the second consecutive 

year SKF has received this 
award, and SKF is now 
Uni-Select’s (Ontario) 

largest single vendor for 
warehouse sales.

*    *    *

MEMA Marks 110th 
Anniversary

This year marks the 110th 
year of the founding of 
the Motor & Equipment 

Manufacturers 
Association (MEMA), 

which has served as “The 
Voice for Suppliers” since 
1904. The association will 
mark its anniversary with 
a new global vision and a 
commitment to assist its 

more than 1,000 member 
companies.

*    *    *

Telematics Lowdown At 
Automotive Service Providers Forum

The well-attended 6th annual Automotive 
Service Providers Forum, held March 26 at 
Toronto’s International Centre, opened with 
a presentation on the Connected Car, deliv-
ered by Malcolm Sissmore, Delphi Product & 
Service Solutions, North American sales direc-
tor for telematics, diagnostic tools, service 
data, and training.

Sissmore discussed how OEM-embedded 
telematics are being used to increase service 
and repairs for new car dealerships both 
during and after the new car warranty. He 
also discussed how dealerships are using this 
connected car technology to enhance their 

customer retention programs. “To stay com-
petitive, the aftermarket industry needs to be 
made aware of this technology and learn about 
new telematics hardware and software solu-
tions that the traditional aftermarket can use,” 
advised Sissmore.

Brenda Miller of Mevotech, Inc., moder-
ated a panel of business owners that included 
Doug Moody of Active Green & Ross, Ed Jagt 
of Protech, Paul Van Den Hoven of Harrison 
Motors, and Melissa Fletcher of Northern 
Lights Canada. The panel discussed hiring, 
training, and accessing government incentive 
programs. Fletcher explained to how to ben-
efit from government financial hiring incen-
tive programs that are available to employers.

Jeff Walker, vice-president, public affairs 
and chief strategy officer of the Canadian 
Automobile Association, presented leading 
market research on consumer attitudes toward 
the automotive industry.

Rui Martins, an instructor with the 
Automotive Aftermarket E-Learning Centre, 
discussed top game changers that will impact 
the automotive aftermarket. He discussed how 
shops need to get on board with motor vehicle 
flashing and TPMS, and how capitalizing on 
the growing demand for these services can 
have a positive effect on your bottom line.

The event was capped off with dinner and 
entertainment provided by 
hockey humourist Jim Ralph. 
Known for his comical imper-
sonations of famous Canadian 
sportscasters including Foster 
Hewitt, Danny Gallivan, Don 
Cherry, and many more, Ralph 
entertained attendees with a 
steady stream of one-liners.Jeff Walker

Malcolm Sissmore

Rui Martins

Vast Distribution Presents 10-Year Plaque To Caledonia Auto Supply
Vast Distribution Ontario 
is pleased to present Rick 
Morris, owner of Caledonia 
Auto Supply, with a 10-year 
plaque for his continued 
service as an Auto Value 
Member. Rick joined the 
Vast team in March of 
2004.

“Vast has been an excel-
lent supplier of auto parts 
to our store. Their custom-
er service department is 
the best in the industry. I 
am able to grow my busi-
ness yearly because of the 
increased inventories Vast 
has made available to me. 
They are a pleasure to do 
business with,” says Morris.

Pictured: Jack Brooks, vice-president business development; Rick Morris, 
owner, Caledonia Auto Supply; and Barry Sullivan, business development 
manager.
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Armored Autogroup 
Acquires IDQ

Armored AutoGroup has 
acquired IDQ Acquisition 

Corp., a manufacturer 
of do-it-yourself air 

conditioner recharge 
products, previously 

owned by an affiliate of 
Kinderhook Industries, 

LLC.
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Jobber-Hosted TPMS Clinic A Big Success

Angelo Fiorito (left), sales manger for Paste Auto Parts, organized a TPMS clinic for over 60 local technicians.
The clinic was presented by CARS automotive consultant Will Carcone (right).

More than 60 technicians and shop owners 
attended a clinic on TPMS (Tire Pressure 
Monitoring Systems) hosted by Paste Auto 
Parts. The Bestbuy distributors shareholder, 
located in Toronto’s northwest, brought the 
CARS OnDemand training organization in to 
deliver the training session, which focused on 
Troubleshooting TPMS Systems.

The TPMS conundrum afflicts the whole 
food chain: warehouses, jobbers, installers, 
and most of all, consumers. Confusion sur-
rounds which TPMS brands/configurations 
to stock, what tools to promote, and how to 
address in a cost-effective way one of the worst 
grudge fixes in automotive history. As the 
myriad of TPMS systems begin to age, techni-
cians are seeing ECUs lose IDs, antennas not 
transmitting, and of course, more and more 
sensors making that horrible “pop” sound in 
a tire changer.

After serving up a delicious full-course din-
ner to attendees at the at La Contessa Banquet 
Hall, trainer Will Carcone kept the atten-
tion of the technicians for a two-hour session 
that shed some light on a number of issues 
most technicians have experienced when deal-
ing with TPMS systems. Carcone provided 
detailed explanations on how both direct and 
indirect TPMS systems communicate. He also 

explained the protocols involved in resetting 
TPMS systems on various types of vehicles.

“It’s a lot of work to put these training 
sessions together,” says Angelo Fiorito, sales 
manager for Paste Auto Parts. “But we want 
our installers to find out what they are missing 
in our automotive industry, and TPMS systems 
are now at the age where replacement is com-
monplace. Understanding how these systems 
communicate is very important when trouble-
shooting a problem.”

“The session put on by Paste Auto Parts was 
a real eye-opener for me,” says Nino Christini, 
owner of Toryork Auto Service. “I learned 
that in some cases we were missing some key 
protocols before attempting to reset the TPMS 
light. This new knowledge will now save us a 
lot of time.”

Fiorito says there are so many changes in 
automotive technology, it is important to work 
with technicians and shop owners to keep 
them current.

“I spoke to a lot of the guys the next day 
to get some feedback on how we did, and 
everyone I spoke with told me they came away 
with some valuable insights on TPMS that they 
can apply today, and that was our goal,” says 
Fiorito.
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New Reman Venture 
Rises in Toronto

Three former Fenwick Automotive 
employees have formed a new remanu-
facturing venture in Toronto.

Canada Pump & Gear is the brain-
child of Dean Perrin, Enamul Akhanda, 
and Ion Nejnec. They all bring their spe-
cial set of skills to the company, with Ion 
as director of production, and Enamul 
as director of quality control taking on 
the bulk of back-of-shop remanufactur-
ing operations, while Perrin, who served 
as a technical trainer and is a mechanic 
by trade, has assumed most of the cus-
tomer-relations responsibilities.

The company has recently added 
a part-time quality control engineer, 
Roger Chan, also part of the Fenwick 
alumni, and additional production staff 
are slated to be added over time.

“I like to look at it as a phoenix rising 
out of the ashes,” says Perrin, who still 
looks on the demise of Fenwick with 
some sadness. But looking forward, he 
and the partners are determined to 
build a new reputation for quality and 
innovation, focused on the Canadian 
market.

Currently they offer some 1200 pow-
er-steering-pump SKUs, 800 rack-and-
pinion SKUs, and 250 steering gear 
SKUs.

“We really want to focus on Canada. 
We think Canada has been neglected 
somewhat. There are a lot of great cus-
tomers here. Right now we’re selling 
to jobbers and looking for warehouse 
distribution.”

The eventual goal is to have a staff of 
forty, and the partners believe they will 
be able to accommodate up to 2,000 
pieces a month from their current loca-
tion in northwestern Toronto.

Part offerings are expanding con-
tinually; they mention that Prius electric 
steering is among the items they offer, 
indicating they’re not relegated only to 
old-school units.

“Our inventory is growing daily, and 
our production is focused on 1995 and 
newer vehicles. Our rebuild and return 
program accounts for approximately 
30% of our current business, and we are 
turning around our finished goods in as 
little as three hours for our customer in 
the [Greater Toronto Area].”

MotoSkill Shop Tech Training 
Offers Pass Or Don’t Pay 

Guarantee
MotoSkill Shop Tech Training, a com-
prehensive training program with over 
180 hours of online video courses for 
automotive technicians and service writ-
ers, is now offering a “Pass or Don’t 
Pay Guarantee” for ASE test takers. 
Participants who successfully complete 
the MotoSkill ASE Test Prep Training 
Bundle or any single ASE test prep 
course qualify for a money-back guaran-
tee from MotoSkill in the event they do 
not receive a passing ASE exam score.

“The most trusted auto shops strive 
to constantly develop the skills and 
performance of their employees,” says 
Walter Scott, vice-president of e-com-
merce and e-services for Advance Auto 
Parts. “MotoSkill provides shops with 
access to training that will help them 
provide better service to their custom-
ers and stay competitive in the market-
place.”

Training courses from MotoSkill are 
Web-based, allowing users to access con-
tent at any time, from any location. The 
ASE Test Prep Training Bundle includes 
study guides, interactive practice quiz-
zes, test tips, and more than 40 hours 
of video content delivered by industry 
instructors.

In addition to ASE test preparation, 
MotoSkill offers a selection of courses 
from automotive basics to advanced 
diagnostic training. Users may choose 
individual courses or select training 
bundles such as advanced diagnostics, 
hybrid training, diesel training, and 
management courses geared towards 
shop owners. A Learning Management 
System allows shop owners or managers 
to view and track their staff members’ 
progress through MotoSkill courses, 
including pre- and post-training tests. 
To learn more about ASE Test Prep 
Training or other MotoSkill training 
materials, visit www.motoshop.com/
motoskill.

Women’s Leadership 
Conference

AIA Canada’s inaugural Women’s 
Leadership Conference will be all about 
celebrating visionary women and their 
remarkable leadership in non-tradition-
al female careers. 

Beginning with a Welcome Reception 
on June 17th and a full-day conference 
on June 18th at the Hilton Niagara Falls, 
this conference will allow women in the 
automotive industry to spend time and 
network with like-minded, talented, and 
accomplished leaders.

continued on page 8
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In addition to the exciting line-up of 
speakers, there will also be a panel ses-
sion featuring women from different fac-
ets of the automotive industry who will 
be sharing their career stories, what has 
influenced them in their careers, oppor-
tunities that are available for women in 
automotive, as well as obstacles that they 
have been able to overcome.

Women wear many hats – including 
the mom hat, the wife hat, the friend 
hat, the daughter hat, the sister hat, and 
the career woman hat. Advancing and 
succeeding in the professional world is 
becoming increasingly challenging for 
women who are expected to take on so 
many roles in their lives. Exhibitors will 
be onsite to showcase products that can 
save you both time and money as well as 
tips and strategies to achieve a successful 
life balance. 

For more details on the conference, 
contact Katie Lemenchick at 800-808-
2920, ext. 230.

The Hitch Company 
Unveils New Name

The Hitch Company has announced 
that it has changed the name of its 
North American operation to 5Seasons 
Distribution.

The new name addresses a changing 
marketplace and reaffirms the compa-
ny’s ability to adapt in order to offer the 
best product selection and value for their 
customers. “5Seasons Distribution” bet-
ter captures the company’s wide product 
offering, philosophy, and values.

“In changing our name we are better 
serving our products, markets and cus-
tomers, continuing to support the part-
nerships and service level we’ve built our 
reputation on. Our mandate remains to 
provide products throughout four sea-
sons of the year, where our 5th Season 
is year-round fun and enjoyable experi-
ences for all of our customer bases,” 
explains Glyn Evans, owner of 5Seasons 
Distribution.

Veedol Lubricants Appoints 
Grant Brothers Sales For 

Canadian Market
Automobile Solutions Americas Inc. has 
announced that it has entered into a 
representative agreement with Grant 
Brothers Sales to represent the Veedol 
brand of lubricants for the Canadian 
market.

Automobile Solutions Americas 
Canadian sales manager Colin 
McCulloch is pleased to have ASA and 
Grant Brother Sales work together to 
grow the Veedol brand in Canada.

“Automobile Solutions Americas is 
very happy to have Grant Brothers Sales 

representing the Veedol brand of lubri-
cants across Canada. Our goal is to 
become one of the top brands of lubri-
cants in Canada and deliver excellent 
service to our customers. With the help 
of Grant Brothers Sales, we feel that we 
will be able to achieve these goals,” says 
McCulloch.

Originally launched in 1913 by the 
Tide Water Oil Company of Pennsylvania, 
the Veedol brand has had a historic 
journey servicing the lubricants market 
around the world and is now returning 
to the Canadian market.

Adam Crisp, president of Grant 
Brothers Sales, adds, “Grant Brothers 
Sales is proud to be part of the re-intro-
duction of the Veedol brand in Canada. 
When Veedol products were previously 
sold in Canada, Grant Brothers Sales was 
the agency that represented the prod-
ucts back then. To come full circle and 
be part of the historic Veedol brand’s 
return to the Canadian market is an 
exciting opportunity.”

Uni-Select Acquires J.K. 
Distributors, Inc.

Uni-Select Inc. has announced that its 
subsidiary Uni-Select USA, Inc., has 
signed an agreement to acquire substan-
tially all the assets of J.K. Distributors, 
Inc. This transaction, subject to usual 
conditions and expected to close on 
March 17, 2014, will complement and 
strengthen Uni-Select’s activities on the 
East Coast.

J.K. Distributors, Inc., is involved in 
the wholesale distribution of automotive 
replacement parts, maintenance items, 
and accessories and was established 
in 1971. J.K. Distributors’ team of 150 
employees serves a clientele of service 
centres and fleet accounts from its ware-
house and nine corporate stores located 
in Virginia.

“This strategic acquisition will bring 
significant value to our activities. We will 
combine the acquired assets and exper-
tise of J.K. Distributors to the activities 
of our newly inaugurated distribution 
centre in the Washington, D.C. area 
to offer our new customers access to 
highly efficient services and access to a 
wide array of products. This acquisition 
will further leverage recent investments 
made to our network and systems and 
will provide attractive synergy oppor-
tunities,” says Brent Windom, president 
and chief operating officer, Automotive 
USA at Uni-Select.

“Our team was very successful in the 
past months in optimizing our opera-
tions. Their commitment and efforts 
allowed Uni-Select to be positioned 

continued on page 10
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for solid and sustainable growth. Our 
industry continues to consolidate and 
we intend to capitalize on this trend 
while continuing to deliver solid results 
and preserving our healthy financial 
position. We welcome this consolidation 
opportunity that will contribute to the 
strengthening of our presence on the 
U.S. east coast,” adds Windom.

NACE/CARS First Round Of 
Exhibit Space Draw Complete
The first round of exhibit space draw for 
NACE/CARS 2014 is complete, and as 
of press time more than half the exhibit 
floor was sold out. “This represents a 
significant change in events and a strong 
commitment on behalf of the automo-
tive market to support the only national 
show solely dedicated to both the colli-
sion and service repair industries,” says 
Dan Risley, ASA president. “Last year, we 
sold approximately 24,000 square feet. 
We’ve already surpassed that by 20% in 
the initial space draw and are on pace to 
sell out. The show will feature more than 
50,000 square feet of exhibit space and 
another 30,000 dedicated to live demon-
strations and show cars.”

Companies that booked space come 
from all segments of the collision and 

mechanical repair markets, including 
OEMs such as Chrysler/Mopar, Ford, 
General Motors/AC Delco, Nissan, and 
Honda. Paint companies and related ser-
vices are represented by BASF, Axalta, 
PPG, Valspar, 3M, Painters Supply, 
H&H Industries, Matrix, Pro-Spray, 
UniCure Spraybooths, and more. Frame 
and equipment companies include 
Car-O-Liner, Celette, Chief, Pro-Spot, 
and Drum Handlers. Parts suppli-
ers such as LKQ, AutoZone, Auveco, 
North American Distribution Services, 
Disco, and Team PRP are included. 
Estimating system and information pro-
viders include AudaExplore – a Solera 
Company, CCC Information Services, 
and Mitchell1; insurance companies such 
as Lancer and Meadowbrook; and train-
ing companies like I-CAR, Wyotech, Vale 
National Training Center, and Universal 
Technical Institute. Other exhibitors 
include Enterprise, NSF International, 
Autoshop Solutions, Demandforce, ASE, 
Herkules, Collision Services, Cantso, 
Aeromotive, and many more.

The floor is now open to any compa-
nies interested in exhibiting at NACE/
CARS 2014. Booth requests will be taken 
on a first come, first served basis.

Raybestos Chassis Is “State of the Cart”
The Raybestos Chassis “State of the Cart” 
spring sales promotion, running from 
April 1 – May 31, 2014, rewards techni-
cians for installing premium Raybestos 
Professional Grade chassis products. In 
addition to earning custom ball caps, 
duffle bags, and portable grill/coolers, 
they will also be entered for a chance to 
win one of 30 shop cabinets, one of six 
go-carts, and one of three modified golf 
carts. All the prize vehicles are wrapped 
in the colours and numbers of the world-
class JGR race team of Toyotas.

Technicians also receive a free tech-
tip sheet from JGR chassis specialist 
Todd Foster. Each sheet includes valu-
able installation tips and selling advice 
from a state-of-the art chassis authority.

Counterpeople also have the chance 

to earn and win. When they sell 25 pre-
mium Raybestos chassis parts, they will 
be rewarded with a custom Raybestos 
Chassis/Joe Gibbs Racing ball cap and 
a cheque for $25. Those counterpeople 
will also be entered for the chance to win 
a go-cart wrapped like a JGR racecar.

The Raybestos Chassis “State of the 
Cart” kit is free to those who want 
to participate. For additional informa-
tion about the sweepstakes, contact 
your local Raybestos chassis sales rep, 
servicing store, or WD, or visit www.
RaybestosChassis.com.
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T
oday’s motor oil category offers your customers a wide 
array of choices, from conventional product lines to 
semi-synthetic, high-mileage, and premium full syn-
thetic oils. By taking advantage of the toolbox of choic-

es that sits on your shelf, you can satisfy every customer’s 
preference and build premium oil sales.

Given the advancing age of today’s car park (the average 
vehicle age is now 10.4 years), jobbers can make a major dif-
ference when it comes to motor oil sales by focusing on per-
formance and high-mileage product offerings. But to do so 
requires solid product knowledge and a stable of sales tactics 
to guide your client in the right direction.

Be aware of the fact that you can never tell what a cus-
tomer’s oil preference will be based on what he drives. You 
may see someone with a high-priced Lincoln or Lexus, but he 
just wants to use the lowest-cost product available that meets 
the OE’s specs. Is he looking for low price or is he looking 
for high performance? Every consumer has a different value 
equation that determines how much they want to pay and 
how much they want to get out of the oil.

“It’s very important for the counter staff to actually speak 
to customers and interact with them and learn what they are 
looking for and understand the driving conditions they are 
in,” explains Thom Smith, vice-president of branded lubri-
cant technology at Valvoline. “Do they do a lot of towing or 
a lot of hard service with their vehicle? If so, you may want to 
move them up from a premium conventional to something 
like Valvoline’s Max Life or Synpower.”

By interacting with your customers you can learn their 
needs and make recommendations.

With this approach you can satisfy their needs and have 
the ability to upsell them to a higher-performing oil. If you 
never ask that question, you will never know if that premium 
product is something the consumer is looking for.

“Ask about driving conditions and explain some of the 
benefits of going to the higher performance oils so the cus-
tomer can make an informed decision,” advises Smith.

Discussing oil drain intervals is another opportunity to 
upsell the customer.

“There are a lot of published drain intervals out there, 
and many OEMs recommend 10,000- to 15,000-kilometre 
intervals, but if you read the fine print it says ‘under normal 
driving conditions.’ And for severe driving conditions, to 
change the oil more frequently,” explains Smith.

Severe driving conditions include if you do any towing, 
operate the vehicle in dusty conditions, if you do a lot of 
stop-and-go driving, or if you do a lot of high-temperature 
or low-temperature operations. There really is only a small 
minority of drivers whose operations would be considered 
doing normal driving – that’s basically just driving on the 
highway.

“So the interval for oil changes could be more frequent 
than it is for most. In a lot of cases, people take it too long. 
These vehicles have oil change indicators, but those are sug-
gestions. You need to be careful because they don’t really 
analyze the oil, and if you’re not careful, and if you have oil 
consumption, it’s not taking that into consideration. The 
oil change recommendation built in to most vehicles works 
generally from an algorithm to predict the next oil change,” 
adds Smith.

Remind your customers how important it is to check the 
oil level. With self-service pretty much the only thing going 
these days, people rarely take the time to check their oil, and 
running a litre low can put a lot of strain on the oil which, in 
turn, accelerates the oil’s breakdown, further shortening the 
drain interval. “It is particularly important [to check levels] 
with the longer oil intervals that OEMs are suggesting now,” 

By Steve Pawlett

continued on page 14
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Premium Oil Sales
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says Smith.
“The oil filter is just as important as the oil,” he continues, 

“and like the oil, different materials are used for the filter. 
Therefore it’s essential that these changeable parts work 
together. Filters, like oil, are manufactured to follow OEM 
specifications; oil technology uses specific additives for use 
with special filters. If the incorrect filter is used with the 
engine oil, the engine will still be at risk. The more innova-
tive and advanced the oil technology becomes, the more 
the filters are going to evolve too,” explains Tony Ramos, 
marketing manager, Automobile Solutions Americas, Inc., 
makers of Veedol.

It’s also very important to follow OEM recommendations 
on viscosity grade. “Today’s engines are designed for specific 
viscosity grades, and using the wrong viscosity grade can 
cause problems. If you go too light, then you can risk creat-
ing wear in the engine. If you go too heavy, you can affect 
the fuel efficiency of the vehicle and end up having to spend 
more on fuel. Too heavy an oil can also put more stress on 
the oil, because the engine is designed for a light oil. It has 

smaller orifices and tighter clearances so the engine does 
a lot more work pushing the heavy oil through these clear-
ances, causing the oil to heat up more, and it can actually 
break down faster than a lighter oil. So it’s very important to 
use the correct viscosity grade,” explains Smith.

By fully utilizing your extensive product knowledge and 
the vast array of choices that sit on your shelves, you can sat-
isfy every customer’s preference and build premium oil sales.

continued from page 12

Which customer is which?
Among the more sophisticated retailers, companies in the motor 
oil and filter sector have developed four categories of customer, 
divided by the way they see their car and maintenance habits.
Passionates: These consumers are passionate about their car, 
and have some expertise about its inner workings. These are 
premium-product consumers. For motor oil, this means synthetic 
grades.
Minimalists: Price, price, and price are what dictate the behaviour 
of these consumers. They will seek out the best deal, regardless of 
brand, grade, or specifications.
Diligent and Dutiful: These consumers don’t know much about 
motor oil or their car, but will try to perform the kind of maintenance 
required. From a motor oil perspective, they understand the need to 
change a car’s oil, but don’t necessarily stick to the recommended 
change intervals.
Peace of Minders: These consumers want to be worry-free, so 
they are likely to choose a branded motor oil, any branded motor 
oil. They respond well to media messages and believe those mes-
sages are credible.
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A
utomotive Industries Association of Canada 
incoming chair Robert Pitt believes that the most 
important part of his commitment to the associa-
tion over the coming year is to solidify the con-

nection for the wholesale members on a local level. A 
large part of this connection will be built on how well 
they see the value of the association.

Making Connections

Robert Pitt, 
Incoming Chair

Automotive Industries 
Association of Canada

By Andrew Ross

p 16-19 cover story.indd   17 14-04-04   12:52 PM



18 JOBBER NEWS / APRIL 2014

COVER STORY

“Over the last several years, the AIA has 
built a great team and focused on a plat-
form of information, education, industry 
image, and government relations. This has 
proven to be a successful model, so much 
so that AIA is now managing the Canadian 
Collision Industry Forum as well as the 
Heavy Duty Distributor Council as part of 
their port folio.

“There is no doubt that the AIA has a lot 
to offer, particularly on the legislative front, 
but from the members’ perspective, it often 
comes down to a ‘What’s in it for me?’” A 
prime example of this initiative will be the 
ability of the association to communicate the 
data and detail of the association’s work with 
various provincial management programs 
that are dealing with waste management 
and environmental issues. This is important 
to the industry, as new regulations pertain-
ing to this new strategy will have an effect on 
the supply chain that AIA serves.

Over the next year, Pitt will be working 
hard to communicate face to face with as 
many members of the aftermarket as pos-
sible. It’s an approach that is pretty close 
to home for Pitt, who has spent a career 
working to create personal associations, 
understand where needs are, and working 
out ways to fill those needs. He calls it “con-
necting the dots.”

He first came to the automotive after-
market some 17 years ago, when he was 
plucked from the industrial segment of 
Federal-Mogul’s business. Then later it was 
off to Affinia, where he worked as vice-pres-
ident and GM in Canada, before moving to 
Specialty Sales & Marketing last year.

Whether it pertains to their customers, 
their sales team, or their vendor partners, 
“We have a saying around here: ‘We’re 
working for you.’ That’s the same approach 
for me for the next year when it comes to 
representing our industry and meeting with 
members.”

Pitt says that the AIA really has its house 
in order in terms of direction and the ways it 
is communicating with mem-
bers, but to his mind you can 
never have too much contact 
with the members.

“Certainly the AIA has 
accomplished a lot of its stra-
tegic objectives. Issues such as 
emissions testing, waste man-
agement, and government 

“There is a tremendous amount of change in the industry, with chal-

lenges and trends connecting to produce change.”
Robert Pitt, Incoming Chair, 

Automotive Industries Association of Canada
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relations are very important to the industry and to us all. 
Getting the message of what the AIA’s work means to those 
at the local level is key.”

It is, he says, a case of a large country, but a small com-
munity. And with that in mind, he says that a series of town 
hall meetings across the country is being planned to both 
facilitate the downstream communication of activities in 
which AIA has been involved, as well as to provide a venue 
for Pitt and association colleagues at the divisional and 
national level to hear the needs and desires of members, and 
to ensure that the strategy and direction of the association 
continue to match up with what members and the industry 
see as priorities.

“There is a tremendous amount of change in the indus-
try,” he says, “with challenges and trends connecting to 
produce change.”

The baby boomer generation is getting ready to take a 
step back, which is driving succession planning and creating 
increased consolidation at the jobber level. Downward pres-
sure on margins has also had a dramatic effect within our 
market, as many manufacturers and distributors have gone 
global in their search for lower costs. This globalization of 
the aftermarket, combined with the strained economic fac-
tors of a few years ago, has created a need to become ever 
more sophisticated about how organizations, even at the 
local level, forecast for their business needs, manage their 
ability to serve their customers, maintain adequate inventory, 
and improve their profitability.

According to Pitt, “All this change has brought in a whole 
new set of parameters for decision makers and owners that 
are intent on growing their business, and they are finding 
new ways to do that even in what some might consider a 
slow or depressed market.” It’s a very exciting set of circum-
stances, he believes.

Reaching that increasing-
ly sophisticated market will 
become part of the message 
that he hopes will attract a 
new generation of profession-
als to the aftermarket. “We 
have assembled a committee 
of HR professionals to look at 
what we need to do to attract 
people into this industry – 
and not just in terms of what 
sorts of skills the members 
need, but also of image.”

He recognizes too that just 
because many members of 
the aftermarket community 
are following in the previous 
generation’s footsteps, that 
doesn’t mean there aren’t dif-
ferences.

“That second and third 
generation doesn’t necessar-

ily want the same things as the previous generation. We need 
to be sure that we are positioned to provide those attractive 
and positive traits.”

Pitt provides the oft-quoted phrase that the automotive 
aftermarket is a “man’s world,” as an example of where the 
outside impression lies – in stark contrast to the reality that a 
great number of women have done very well in this industry. 
In many ways, and with many examples, Pitt says that these 
professionals are lauded for their success and valued for what 
they bring to the industry and to their companies.

To help address topics and industry dynamics that are 
relevant to the women working in the industry, he points out 
that the AIA will hold its first Women in Industry Conference 
this June.

“Women working in the aftermarket today are valued 
because of how good they are, but as long as there’s that out-
side impression that it’s an industry dominated by men and 
that all of the jobs are strictly in the service bays, we’re going 
to lose some of those potential newcomers to the industry. 
This industry offers much more diverse careers than most 
people realize. It’s important to get that message out.”

Overall, Pitt expresses real enthusiasm for the industry, 
and a great respect for its ability to change in changing 
times. “Even with all the challenges and changes, when I look 
up and down the roster of members who represent the entire 
supply chain supporting our industry, I really see the same 
people and the same companies. They have all been able to 
adapt to new circumstances, adopt new ways of going to mar-
ket where necessary, transition to new technologies, change 
and then change again when required.”

“As with every year for the last decade, it’s going to be 
another year of challenge, change, and a need to adapt and 
to adjust. It’s encouraging that we have a very strong associa-
tion to help people do just that.”

“Women working in the aftermarket today are valued because 

of how good they are, but as long as there’s that outside impres-

sion that it’s an industry dominated by men and that all of the jobs 

are strictly in the service bays, we’re going to lose some of those 

potential newcomers to the industry. This industry offers much more 

diverse careers than most people realize. It’s important to get that 

message out.”
Robert Pitt, Incoming Chair, 

Automotive Industries Association of Canada
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S
everal key factors are hard at work driving the growth 
of premium brake products. Primarily, the price point 
between first-line and second-line brake pads and 
rotors is closer than it has been in some time, and this 

is making it easier for jobbers to upsell clients to a premium 
product at a reasonable price. As well, many customers who 
are still stinging from their experience during the recession, 
when cheap parts were the rage, now specifically request 
brand-name replacement parts. After buying inferior brake 
parts and experiencing the rapid failure of these products, 
customers, repair shop technicians, and consumers alike 
now want to ensure they are getting premium quality com-
ponents.

“All we used to sell were premium brake products; but 
then, with the way the economy went about four years ago 
when we were on the downslide, we took on a line of econo-
my rotors and they started moving really well for us,” explains 
Brodie Rice, co-owner with Allan MacDonald of AM Auto 
Parts, a Carquest member in PEI. “But in the last 12 months, 
I’m now seeing it go the other way again. People are actually 
looking for quality; customers are looking for a longer life 
and better performance from the product. They soon realize 
if it’s $50 for an economy rotor and $80 for the good ones, 
you will get twice the life from the good ones, so it’s $80 well 
spent – instead of having to buy the economy rotors twice. 
Even when you don’t have any money it’s still a wise decision 

to go with the premium rotor.”
Ernie Fields, sales manager for ProMax Auto Parts Depot, 

says, “I believe the demand for premium rotors is growing as 
a result of the advent of the coated rotor. We can’t keep them 
on the shelf. The price points are closer now, and it’s prob-
ably half the price of the name-brand, first-line rotors, and 
it’s a premium coated rotor.

“We have 20% more pure steel in our coated rotors, and 
that’s a big reason our premium rotors are selling more now. 
Many jobbers are cutting back on the SKUs because the 
first-line rotors have not been selling. It’s not to say that the 
premium rotors should not be as expensive as they are, but 
almost everything is coming from China now, so the price 
should not be as prohibitive the way it has been with the 
other first-line rotors out there,” says Fields.

“Now the coated rotor has come in and is much more 
reasonable – you can buy it for an extra $10 or $15. They 
last longer, look better, and the rust factor is not completely 
eradicated, but it is for a certain length of time,” he adds.

“When a customer looks at several rotors, he can’t really 
see any difference between a second-line and a first-line 
rotor, but if you put a coated rotor on the counter, he can 
see the difference and he can understand how it will help 
the rotor not to rust and to perform better, last longer, and 
cool better, because the fins will not get caked up with rust 
and dust, reducing the ventilation of the rotor. These are 

Premium Brake Products:
Selling Quality, Performance, and Price

By Steve Pawlett

MARKET FEATURE
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tangible benefits the customer can see. Our Bremsen coated 
rotor helps the market sell a value to the customer,” explains 
Kevin Fleury, sales director, Transbec Auto Parts.

“The best thing jobbers can do is take advantage of all 
the information available to them from their suppliers and 
arrange refresher brake clinics for their repair shop clients,” 
says Fleury. “It may not be easy to get the technicians to stay 
late one night to do a brake clinic since this is something 
they think they already know well, but I think it’s necessary.”

Angelo Fiorito, sales manager for Paste Auto Parts in 
Toronto, agrees. “The hardest thing to do is a brake clinic, 
because all technicians think they know everything there is 
to know about brakes. Even though there is changing tech-
nology and changing formulations, technicians don’t believe 
you have anything new to teach them.

“I’m a technician from the old days and I was trained dif-
ferently then. We weren’t parts replacement people; we would 
address the problem and fix it,” explains Fiorito. “I have 
spent a lot of time with technicians and explained to them 
why you don’t have to replace the parts again; what you have 
to do is correct the problem. Make sure the sliders are work-
ing, make sure the pad is moving in the hardware, which it 
is not. Sand down the pad a bit because it’s now glazed up. 
Put it back in and let the car drive away. You can do this real 
quick,” explains Fiorito. “But times have changed and most 
just put in another set now.”

Located in a heavily ethnic area of north Toronto, Paste 

Auto Parts has a very diverse clientele. “We have a heavy 
immigrant population that is challenged financially. They 
look for a value quotient, big time. Best bang for the buck. 
We sell the ProMax line, which is probably 80% of our sales. 
We carry three lines here: the Promax with or without the 
hardware; Wagner Quick Stop line, some with hardware 
some without; and we have the Bendix brand for the first 
line, some with and without hardware.

“We have some clients who are used car dealers, and we’re 
talking 10- and 12-year-old used cars, so they are the worst 
when it comes to demanding cheaper parts. We can buy 
cheaper rotors and pads, but we tell them we won’t do that, 
and now some of them are our best clients because we took 
the time to educate them on how spending a little more on 
parts will save them in the long run,” says Fiorito.

“I go through the logic of the purchase with them. The 
difference between a lousy pad and a quality pad is $10, and 
the difference between a lousy rotor and quality rotor is $5. 
So for an extra $30, they can do a quality job with something 
that has longevity, stopping power, and is non-squeak and the 
rotors won’t warp. This way, they avoid the comeback to re-do 
the job at their cost when something fails. In some cases, they 
have to turn around and educate their customers as well on 
why it is worthwhile to spend the extra $30. But in the long 
run, everyone benefits.”

Christopher Battershell, director, braking, North America, 
Federal-Mogul Vehicle Components business segment, says, 
“Most consumers trust their service providers to make the 
best technology choices for their vehicles and budget. If a 
consumer shows some price sensitivity, the counterperson or 
shop professional should clearly explain the disadvantages 
of choosing a lower quality part, including potential noise 
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issues and shorter service life.
“Wagner Brake and Federal-Mogul help jobbers and ser-

vice providers sell the benefits of premium parts through a 
wide range of creative and impactful point-of-sale materials, 
including a new Wagner OE21 in-store display, posters, coun-
ter mat, and much more. These tools help the jobber or shop 
professional educate the consumer on the value of investing 
in premium-quality brake products,” adds Battershell.

OE or better-than-OE quality is an important benchmark 
for automotive service providers who want to earn more of 
the consumer’s business across all repair categories. Because 
a brake job is one of the first service opportunities on a late-
model vehicle, it’s vital that the shop get it right the first time 
– which means quiet operation, excellent stopping power, 
and outstanding pedal feel. The best way to hit that target 
every time is by relying on a high-quality premium brake 
pads and rotors from a trusted manufacturer.

Low-Copper Brake Pads Offer
Superior Performance Improvements

With the current resurgence in premium brake sales, the recent 
introduction of low-copper brake pads to the market by several 
leading brake manufacturers has added a new dynamic to the mix. 
These low-copper formulations, which are designed to meet the 
2021 Washington and California state regulations requiring low 
copper content in brake pads, offer superior stopping abilities and 
noise suppression as well as significant improvement in brake fade.

Akebono Brake Corporation’s EURO and Performance brake 
pad lines are already fully compliant with state regulations that 
require low copper content in brake pads by 2021. Akebono’s ultra-
premium ceramic brake pads are OE-engineered to enhance the 
model-specific performance demanded by each vehicle.

Inroble is the first Canadian company to introduce a full lineup 
of 2021 low copper-certified brake pads. Inroble’s Premium Plus 
brake pads are designed to meet the needs of specific vehicle 
applications. Those include domestic, import, European, and full-
size trucks and SUVs.

“We cannot just reduce the copper content of an existing brake 
pad and make it low-copper. If we do that, it will destroy the bal-
ance of the formulation, and it will create problems with noise, 
fade, and wear. With years of research, Inroble has found copper 
replacement substances that surpass the benefits of copper for our 
Premium Plus formulations,” says Michael Zhao, vice-president of 
sales and marketing. Inroble’s testing indicates a 38% increase in 
stopping power and a 25% reduction in high-pitch noise.

Federal Mogul’s Wagner ThermoQuiet CeramicNXT brake pads 
feature highly advanced Wagner OE21 low-copper friction formula-
tions that are 35% quieter and offer 15% more stopping power and 
up to 40% greater fade resistance than previous Wagner ceramic 
formulations. ThermoQuiet CeramicNXT pads represent the after-
market industry’s first full-line offering of certified 2021-compliant 
low copper formulations.

“We are proud to extend the Wagner brand’s leadership in 
coverage and technology within the fast-emerging low copper 
friction category,” says Christopher Battershell, director, braking, 
North America, Federal-Mogul Vehicle Components segment. 
“Our first-to-market coverage is helping aftermarket service pro-
viders connect with new customers and deliver superior braking 
performance on a full range of late-model foreign nameplate and 
domestic applications.”

With this new line of environment-friendly low-copper brake 
pads that offer superior braking performance, jobbers and service 
providers have an ideal opportunity to build sales in this emerging 
premium brake category.

p 20-24 Brakes Feature.indd   24 14-04-04   1:05 PM

mailto:sales@shradercanada.com
www.shradercanada.com


PREMIUM PLUS TM brake pad is a year 
2021 Low-Copper compliant product 
certified by NSF. Leaving less amount of 
residue, using less toxic substances, but 
still maintaining a high level of braking 
power. Tests indicate a 38% stopping 
power increase and 25% high pitch noise 
reduction. reduction. 
 
When combined with our GEOMET coated 
disc brake rotors, experience a new level 
of braking and a set of longer lasting 
brakes.

TM

2021 Copper Certified. 

www.inroble.com
®

© 2014 Inroble International Inc. All Rights Reserved. Premium Plus is a trademark of Inroble International Inc. 
The LeafMark is a trademark of The Motor and Equipment Manufacturers Association.

No Bull. Real Brakes.
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F
ollowing a record-breaking winter where the aptly 
named Polar Vortex brought hydro-killing ice storms, 
record snowfalls, and forced the mercury to nose-dive 
to its lowest point in two decades in many parts of the 

country, our roads – which have already taken a pounding 
– are expected to worsen when the frost finally leaves the 
ground and potholes begin springing up as thick as dande-
lions.

There is no question that driving a vehicle on a daily basis 
over a moonscape of cracks and potholes is going to take its 
toll on the suspension and steering components this spring. 
It’s simply a matter of time.

“Once spring arrives, we expect to see a spike in chas-
sis parts business as potholes appear,” says Philip Murphy, 

manager of Colonial Auto Parts, St. John’s, Newfoundland. 
The east coast was hit hard with minus-40° C temperatures 
during the entire month of December. “A long cold winter is 
always good for business,” observes Murphy.

Generally, when a customer comes in complaining about 
a problem with the undercarriage of his vehicle, it is in reac-
tion to a steering or suspension problem, and this spring 
it will likely be caused by a pothole. But this is a reactive 
response by the vehicle owner, rather than a preventative 
effort to maintain the vehicle in optimum condition.

One of the reasons for this general lack of attention by 
vehicle owners to chassis problems is the simple fact that 
wear is usually very gradual. Steering alignment being 
slightly off is barely noticed and soon forgotten. But to the 

Capitalizing on Premium 
Chassis Part Sales:

Pothole Season Beckons
By Steve Pawlett
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Keep your Fleet on the Road
and off the Hoist

Servicing your fleet and keeping it on the road is
Big Money.

XRF Chassis parts keep your Fleet on the road longer
reducing service cost and down time. 

Down-Time is Big Money

XRF Inc., 128 Hedgedale Rd. Brampton Ontario L6T 5L2    TEL:  800.483.8499   FAX:  905.451.0478
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technician, an improperly aligned vehicle will have specific 
wear patterns on the tires, alerting the observant tech to the 
alignment issue.

When a vehicle is in for regular service, and the techni-
cian does a thorough check of the front end and suspension 
system and finds things starting to wear before serious dam-
age occurs, this is a prime opportunity to explain to the cus-
tomer why the work needs to be done now – before further 
damage is done and the cost of the repair escalates.

The next step in the sales process is to explain the differ-
ence between premium components and second-line parts 
that may appear to be comparable to the customer.

The technician and the counterperson should have the 
product knowledge to explain to the customer why a name-
brand tie rod or ball joint is really the safest and most eco-
nomical choice. Selling higher-quality parts requires knowl-
edge of the characteristics that make those parts better. For 
example, a do-it-yourselfer might wonder why one tie-rod 
end or ball joint for a given application is priced higher than 
a corresponding part that comes in a white box or is from a 
secondary brand. The difference between those parts can be 
significant – and they can affect the customer’s safety and 
long-term satisfaction.

“You always get the guy with a $7 latte in his hand ask-
ing the price difference between two ball joints, and the 
counterperson says, ‘$3,’ and the customer says, ‘oh that’s 
too expensive,’” explains John Thody, president of XRF Inc. 
“Customers who don’t understand the difference in quality 
and reliability between the two parts will often put their 
family at risk by choosing not to spend the price of a cup of 
coffee on a premium name brand because they can’t see any 
difference in the two products. This is where the sales staff 
need to take the time to educate customers so they can make 
an informed decision.”

“Many consumers are much more aware of their vehicle’s 
steering and handling characteristics, and they expect their 
cars to ride like new after a repair. Most quality-focused 
shops understand that hitting that target means using high-
quality parts,” says Mark Boyle, director, steering and suspen-
sion products, North America, Federal-Mogul.

“Consumers also expect the service provider to use parts 
that have been engineered to prevent a repeat of problems 
that might have been associated with the OE part. And, 
of course, the consumer’s safety should be our overriding 
concern in every selling situation. Steering and suspension 
components directly impact driver and passenger safety in 
all operating situations. Choosing a lower-quality part that 
may or may not feature the right design or materials or 
been properly heat-treated for adequate strength is a risk 
no customer should take without having the facts clearly 
and carefully explained. That’s the responsibility of the job-
ber counterperson, shop service writer, and technician. In 
many respects, they are the last line of defence to help the 
customer avoid creating a potentially dangerous decision,” 
adds Boyle.

“With parts proliferation what it is these days, we carry a 
branded line and a private line, and sales have been pretty 
consistent this winter, but the season is not over and when 
the spring thaw comes and the potholes start popping up we 
expect a spike in sales,” adds Murphy.

“We carry two quality lines and one is branded. It’s a 

little better quality and [carries a] better warranty than our 
second line. That’s why we offer both. As long as there is war-
ranty on a product, it doesn’t necessarily have to be lifetime, 
but you have to offer more warranty on your branded lines as 
opposed to your non-branded lines and the customer picks 
the one he wants. When he picks it he knows what he is get-
ting,” explains Murphy.

“Strut sales are moving up and I am seeing an increase 
in the sales of the loaded ones,” says Brody Rice, co-owner 
with Allan MacDonald of AM Auto Parts in P.E.I., a Carquest 
store.

“The price difference between rebuilding a strut and 
complete strut assembly was quite wide in the beginning, but 
they are starting to come down to where I can now upsell the 
customer. Before, the sky was too high,” explains Rice.

“Many customers don’t factor in the labour cost until the 
job is done, and then they realize they could have had a com-
plete strut installed for about the same cost – and a month 
later they have a squeak coming from the same strut because 
the top is worn or the spring is weak or it broke. By buying 
a complete strut assembly you know exactly what you have. 
So the closer price point now gives me more opportunity to 
move them towards a better product,” he adds.

“Not only that, but from a consumer standpoint, if I have 
a spring that breaks the customer is going to get a whole new 
strut assembly, so it works out for the better both ways. It’s 
much better for customer relations for both the repair shop 
and for the customer if there is a problem,” concludes Rice.

Jobbers need to explain the safety and warranty details of 
products to customers in order to upsell higher quality that 
provides safety and dependable performance. Educating the 
customer is the key to selling more name-brand product, but 
it is up to the technician and counterperson not to make 
the decision for the customer. Quite often, customers are 
looking for guidance in their decision-making process, and 
this is precisely the time to explain the differences between 
first-line and second-line parts and then step back and let the 
customer choose.

With customers asking for premium-quality products at 
competitive prices, brand names and warranties are other 
key factors in the decision-making process. Most leading 
brands have an implied warranty in the minds of many ser-
vice professionals as well as many consumers.

“Poor-quality parts are always out there, but we’ve always 
tried to be a branded house and carry premium parts, and 
that is shining through these days. Auto repair centres can’t 
afford to have comebacks. They want to impress upon their 
customers that they are getting good-quality workmanship 
and that goes along with using quality parts,” explains Ron 
McMorris, division manager at Lordco.

“Cars are better quality today, so if you put an inferior part 
on them you will notice it if it’s not up to an OE spec. When 
you use a premium part on the vehicle, you achieve that,” 
adds McMorris.

When it comes to steering and suspension components, 
many technicians and jobbers have relied on premium prod-
ucts for years, because those parts have helped to protect 
their reputations and customer relationships. Today, gaining 
customer loyalty is tougher than ever, making the impor-
tance of selling quality premium components even greater. 
Helping customers understand the safety risks associated 
with using low-quality steering and suspension components 
will lower your liability exposure and help build a loyal cus-
tomer base.
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Brake Pads Now Available For 
Late-Model Applications
Wagner ThermoQuiet CeramicNXT 
brake pads featuring the brand’s 
exclusive 2021-compliant low-cop-

per friction technology have been intro-
duced for 2014 Mazda6 passenger cars and several other 

popular late-model foreign nameplate and domestic applications. Each new 
ThermoQuiet CeramicNXT pad features a highly advanced Wagner OE21 low-
copper friction formulation that is 35% quieter and offers 15% more stopping 
power and up to 40% greater fade resistance than previous Wagner formulations. 
Wagner ThermoQuiet CeramicNXT pad sets are now available through leading 
replacement parts distributors.
Federal-Mogul
www.WagnerBrake.com

New Control Arms, Chassis Parts

SAE/DOT-Compliant LED Driving Lights

PIAA Corporation USA has intro-
duced two new rugged and 
durable LED driving lamps 
that offer new choices of 
size and performance to 
drivers of on-highway and 
off-roading cars, trucks, 
4x4s, SUVs, and power 
sports vehicles like ATVs 
and snowmobiles. The new 
lamps from PIAA (pronounced 
pe’-uh), models LP550 and LP560, 
nominally five or six inches in diameter 
respectively, fill the niche between the 
company’s existing LP530 3.5” lamp 
and the LP570, at just over seven inch-
es in diameter. The new medium-size 

LP550 and 560 lamps, like the 
other lamps in the LP fam-

ily, each use a pair of 7-watt 
LED bulbs that offer better 
illumination and greater 
durability than tradition-
al halogen bulbs. Current 

draw of LED bulbs is far 
less than that of halogen 

bulbs, and the near-indefi-
nite lifespan of LEDs makes 
these new lamps very cost-

effective. These new lamps are 
covered by PIAA’s exclusive limited life-
time warranty.
PIAA
www.piaa.com

Mevotech has released 
over 500 new part 
numbers for control 
arms and chassis parts. 
The latest numbers 
meet and exceed OE 
specifications. Many of 
the parts released have 
been engineered with 
Mevotech XFactor fea-
tures, which include 
greaseable ball joints, 
sintered metal-to-metal bearings, 
knurled housing, corrosion-resistant 
coatings, and enlarged ball studs for 
reduced contact pressure. Mevotech’s 
latest release offers a wide selection of 
control arm and ball joint assemblies 
with Labor Saver benefits, allowing the 
installation process to be quicker and 

more convenient. This 
includes control arm 
assemblies that have 
installed bushings, 
hardware necessary for 
installation, and press-
through ball joints 
with dust boots, allow-
ing quicker and safer 
installation. Featuring 
parts for applications 
such as the 2009 – 2011 

Dodge Ram 1500, the 2011 – 2014 
Chevrolet Caprice, the 2007 – 2012 
Chevrolet Equinox, and many more 
applications, including first-to-market 
XFactor  features.
Mevotech
www.mevotech.com
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On The ROad
To A BeTTer World

Protecting our environment with HFC 134a

Forane 134a is a zero ozone depletion potential 
refrigerant with properties similar to R-12 and 
is used as a pure refrigerant in automotive air 
conditioning.

Arkema can help you and the environment … 
we are on the road to a better world.

The Best Product. The Best Support.
That's The Forane® Formula.

Arkema Canada Inc. Fluorochemicals Group

416-614-3610  or 1-800-567-5726 x230
www.forane-us.com

By Steve Pawlett

In Praise of A

New Refrigerant

The European Commission’s top scientific and technical 
body has concluded that the new low-global-warming-
potential mobile air-conditioning refrigerant, HFO-
1234yf, is safe for use in automobiles, marking the 

final word in a thorough and inclusive evaluation process.
“A scientific review of the research regarding the safety 

aspects of the use of refrigerant R1234yf in mobile air 
conditioning systems, published today by the European 
Commission, concludes that there is no evidence of a seri-

ous risk in the use of this refrigerant in MAC systems under 
normal and foreseeable conditions of use,” the European 
Commission said in a statement, following an extensive 
evaluation by the Commission’s Joint Research Centre. “The 
review reinforces the conclusions by the German market 
surveillance authorities the KBA (Kraftfahrt Bundesamt), 
which stated that there is no sufficient supporting evidence 
of a serious risk that would entail the intervention of the 
authorities.”

Latest independent study serves as the final word that 
HFO-1234yf is a safe refrigerant for automakers 
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The JRC issued a 17-page report supporting its conclu-

sions after a three-month evaluation during which it thor-
oughly reviewed the extensive testing done by a range of 
leading automakers as well as the world’s foremost automo-
tive engineering body, SAE International, and independent 
test agencies.

The JRC provides independent scientific and technical 
advice to the European Commission to broadly support 
policy-setting activities. It oversees seven scientific institutes 
across Europe with a wide range of laboratories and research 
capabilities.

“The JRC’s independent and unimpeachable report leaves 
no doubt that HFO-1234yf is safe for automotive applica-
tions,” said Ken Gayer, vice-president and general manager 
for Honeywell Fluorine Products, makers of the refrigerant. 
“We continue to see strong adoption by 
global automakers of this new refrigerant 
as they work to meet new environmental 
regulations, especially in Europe, and are 
investing in production capacity to ensure 
adequate supply.”

HFO-1234yf was developed as an 
effective replacement for the current 
automotive air-conditioning refrigerant 
HFC-134a, and is already widely used by 
the auto industry. There are more than 
500,000 automobiles using HFO-1234yf 
on the road today, and by the end of 2014 
that number is expected to grow to more 
than two million. Third-party data shows 
that HFO-1234yf’s widespread adoption 
globally would have the greenhouse gas 
reduction equivalent of permanently 
removing more than 30 million cars from 
the road worldwide, or about 3% of the 
total global fleet.

HFO-1234yf is being adopted by auto-
makers in part to meet the European 
Union’s Mobile Air Conditioning 
Directive, which aims to reduce the green-
house gas emissions of air-conditioning 
systems in passenger cars and light com-
mercial vehicles. As reconfirmed last 
month by the Intergovernmental Panel on 
Climate Change, HFO-1234yf has a global 
warming potential of less than one, which 
is even lower than that of carbon dioxide. 
This GWP is 99.9% lower than that of 
HFC-134a, whose GWP of 1,300 makes 
it an especially potent greenhouse gas. 
The JRC began its extensive evaluation of 
the extensive testing already conducted 
on HFO-1234yf in October 2013 at the 
request of The Directorate General for 
Enterprise to conclusively determine the 
safety of the refrigerant.

Daimler in late 2012 had raised ques-
tions about the refrigerant’s safety due 
to its mild flammability. Last year, SAE 
International, which comprises engineers 
from the world’s leading automotive man-
ufacturers, concluded that the refrigerant 
was safe after completing an expanded 
and extensive evaluation. Those conclu-
sions were backed by 10 global automak-

Innovation is an ongoing process
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ers who took part in the SAE Cooperative Research Project, 
including Chrysler/Fiat, Ford, General Motors, Honda, 
Hyundai, Jaguar Land Rover, Mazda, PSA, Renault, and 
Toyota. The SAE report called Daimler’s testing of the prod-
uct “unrealistic.”

SAE representatives as well as experts from several global 
car manufacturers also presented at the JRC meetings, and 
the JRC reviewed testing and evaluations from multiple SAE 
Cooperative Research Programs as well as more recent test-
ing by the KBA. The KBA’s testing demonstrated that using 
HFO-1234yf creates no serious risks, and as a result it did not 
pursue action under Germany’s Product Safety Act. For more 
information, visit www.1234facts.com/resources.
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T
here are several factors to consider in any emis-
sions repair that your customers may be facing. 
Troubleshooting these issues can be frustrating for 
even the most skilled technicians. As a counterperson 

you should be aware of the fact that the different automak-
ers have different procedures to follow to get what are called 
readiness monitors to run.

Part of the OBD-II mandate requires a vehicle test and 
report on major engine and emission management systems. 
These tests are referred to as monitors. Each monitor will 
run under specific operating conditions and will attempt to 
verify the system/component operation. Each monitor will 
have its own enable criteria, which are the exact conditions 
required for the diagnostic to run.
The top reasons readiness monitors will not run to comple-
tion include:
• Incorrect coolant
• Defective thermostat
• Crankshaft relearn
• Fuel level not between 15-85%
• Pending, present, or stored DTCs
• Battery charging issues
• PCM requires a soft reset
• Incompatible aftermarket sensor

A technician can observe the status of the monitors by 
using a scan tool and observing the readiness flags. The readi-
ness flags will show the test status – run, pass, fail, pending, 
or suspend. Misfire detection, fuel system, and comprehen-
sive system monitors are active and ready at all times – these 
are continuous monitors. The other, non-continuous, moni-
tors require specific operating conditions before they will 
run. They are:
• Catalyst monitoring
• Heated catalyst monitoring
• Evaporative system monitoring
• Secondary air system monitoring
• Oxygen sensor monitoring
• Oxygen sensor heater monitoring
• EGR system monitoring

The EVAP system is the most common one for repairs and 
is one of the most difficult tests to run. There is usually a set 
amount of time the vehicle has had to sit since the last drive 
cycle. The coolant and IAT temperature on start-up will have 
to be within the test parameters (usually between 4 Celsius 
and 30 Celsius). This is why the full EVAP diagnostic does 
not run during the winter months. Also, usually, the test will 
not complete the full diagnostic until the ignition has been 
turned off for at least one hour after the drive cycle has been 
completed.

Under the Drive Clean program, regulated vehicles from 
model year 1998 to 2000 inclusive will fail if three or more 
monitors are set as “Not Ready,” while model year 2001 
and newer vehicles will fail when two or more monitors are 
reported as “Not Ready.”

One reason some vehicles cannot complete the test is 
when the on-board diagnostic (OBD-II) system readiness 
monitors are not set.

The fact that readiness monitors won’t set does not neces-
sarily mean there is a malfunction.

Under certain conditions, even when a vehicle is not suf-
fering from a malfunction, some readiness monitors will 
not run. When it is particularly cold, for example, an EVAP 
monitor will not run, as it often requires that the outside 
temperature between 4 Celsius and 30 Celsius and the fuel 
tank between 15% and 85%.

Often, readiness monitors that are not running can be 
caused by erasing the memory from the OBD system, by 
either clearing any diagnostic trouble codes (DTC) or dis-
connecting the battery. Either of these strategies can often 
be employed by consumers armed with a scan tool or a 
wrench, thinking that no MIL light means no problem.

A professional technician may employ a similar strategy 
as a quick check of the validity of a diagnostic trouble code 
(DTC), but in both cases it would require that the readiness 
monitors be reset either naturally through daily driving, or 
more quickly by using a drive cycle reset procedure.

The best advice you can give your trade customers is to 
leave the DTCs in place and the MIL light lit, perform their 
diagnostics and repairs, and then perform the drive cycle 
procedures to spur the readiness monitors to completion. 
However, you should be aware of the fact that, depending 
on the repair, if you do not clear codes or reset the engine 
computer, the flags will not switch from not ready to ready 
on many vehicles.

It sounds simple enough, but in the real world, getting 
those monitors to run properly can be a source of frustration 
for technicians. At the very least, it can be a time-consuming 
procedure that many shops still struggle to charge for. If the 
DTCs have been cleared, there are various drive cycles to 
reset the monitors. Some monitors are continuously checked 
and take a little driving to reset, while others are checked 
intermittently and take more specific driving conditions to 
reset.

While generic driving cycles can work for most vehicles, 
when it does not work, each automotive manufacturer has 
a very specific drive cycle procedure that should be used. 
Technicians must be diligent and ensure they are following 
the proper drive cycle procedure for each particular vehicle 
to ensure the flags are properly reset.

Many vehicle manufacturers now include the drive cycle 
in the vehicle owner’s manual, while others provide infor-
mation in their technical service bulletins. You should also 
be aware of the fact that some published driving cycles are 
intended to reset all monitors in the shortest amount of time 
as possible. In many cases, however, a few days of normal 
driving, both city and highway, will reset the monitors.

For car owners waiting for a vehicle to complete “a simple 
OBD-II test,” any delays can cause frustration for both the 
technician and the car owner, so any help you can provide 
will be greatly appreciated.
Jobber News would like to thank the CARS Training Network for 
providing technical input for this article. To learn more about spe-
cific training and technical assistance resources available to you, visit 
www.carsondemand.com or call 1-855-813-2101.

Troubleshooting OBD-II Readiness Monitors
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  AUTOMOTIVE PARTS &  
  ACCESSORIES
Aisin World Corp. of America, Inc. (AWA), 

a leading Tier One 
automotive components 

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

Goodyear Engineered Products
www.goodyearep.com/aftermarket
Research and testing. Just two of 
the reasons Goodyear automotive 
replacement products deliver the 

ultimate in performance and value.

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

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

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

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

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

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

Experienced Shipping Department to Ensure 
Parts Arrive Safely.

  BUSINESS MANAGEMENT 
  SERVICES 
The Automotive Aftermarket E-Learning 
Centre Ltd

www.aaec.ca 
AAEC - BEST - Business 
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Training - Instructing 
and Coaching with 

the Proven Business Management Tools that 
drives a shop’s Bottom Line, Team Culture and 
Marketplace Credibility.

Vehicle Integrity Manager
www.vehicleim.com/
More than just a 
replacement for your 
inspection sheet. 

Electronic Inspections are just the beginning!

  HAND CLEANERS

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

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

   TOOLS & EQUIPMENT

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

Auto Test Tools.ca
Your one stop for 
specialized diagnostic 
tools and accessories. 

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

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS

Bestbuy Distributors Limited

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

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

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

  AUTOMOTIVE ELECTRONICS
Allan’s Automotive Electronics Ltd.

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

and marketing is looking for a new 
challenge. Contacts in automotive 

and bodyshop supplies at head 
offices of NAPA, Uni-Select, 

Carquest, Auto Value, 
AB Distribution Montreal, Leader, 

etc, in CANADA and USA. 
Please contact 

rjrgilco@hotmail.com
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Editorial
Comment

I know that this is the age of social media, where friends are friends at the click 
of a button and stop being friends just as fast. It is also the age where many 
organizations are continually trying to get you to be their friend. Your bank 
wants to be your friend. The store you buy your groceries at wants to be your 
friend. Even the magazine you’re reading wants to be your friend. Social-

media speaking, that is. (No need to call before you drop by, please feel welcome.)
The trouble is that it doesn’t stop there. Not only does the store you shop at want 

to be your friend, but if you happen to have posted that you like specialty choco-
lates, so does every store that sells specialty chocolates, or anything that might go 
with specialty chocolates, or an alternative to specialty chocolates if you’re looking 
to lose a few pounds, or music about chocolate, or, well, you get the idea.

I am on Facebook because I have friends on Facebook – real friends who can 
come to my house and don’t have to call first – but because somewhere in the 
depths of my profile I have mentioned “music” and “guitar” I get all kinds of sug-
gested posts that just clutter up my news feed and make Facebook less useful.

I am sure there are as many reasons for people being on Facebook as there are 
people on Facebook – 500 quadrillion and growing at last count – but with the 
exception of teenage girls, people’s engagement with that medium is hit-and-run.

That is to say that most people on Facebook look every now and then, only post 
something occasionally, and usually just scan through it as a way to kill time while 
they’re waiting to do something useful with their time – like have a life, or possibly 
do their jobs.

This is not to say I don’t believe social media has its place. It can be incredibly 
useful when I’m trying to find someone and don’t have a phone number. Recently 
I was able to track down someone on LinkedIn precisely five minutes faster than by 
asking a mutual acquaintance in an email if they had their phone number.

And it’s huge for my community association, which would not be able to com-
municate with its more than 200 members with any regularity, given our current 
communications budget of zero plus whatever photocopying my employer will 
allow. (Still, when we want residents to show up for something we distribute flyers, 
because that works best.) Twitter, too, is a great way to get short bits of news out.

But when I see every organization that I have ever had a passing acquaintance 
with trying to be my friend, and treat its customer base like it’s a community, it’s 
a bit like being at a party with strangers and having Mr. Hadabit Toomuch put his 
arm around me like we’re best buddies. It’s just a bit too familiar and makes me less 
likely to actually build a relationship.

Maybe attitudes will change, but for now I think it’s incredibly important for 
anyone looking at social media to be very careful about their strategy.

If you have an ongoing relationship (business or personal), if you are part of 
a community of some description, then maybe your intrusion into their personal 
world will be welcomed.

But if it’s a hit and run, buy-a-part-then-move-on relationship, I’m not sure that 
qualifies and could leave you open to a big downside. If you’re not prepared to man 
your social media outlets to both generate meaningful content and respond to the 
most heinous of accusations, then you had best reconsider. Bad things can happen 
fast in the social media world.

In short, if you think operating in the social media space from a commercial 
perspective is fun and free, think again.

And for now, if you really want to get my attention, don’t send me a Facebook 
message. Call me. You have the number. It’s printed in the magazine.

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

SOCIALLY SPEAKING

NEXT MONTH

Be Car Care Aware Issue
Selling Preventative 
Maintenance
Cooling System Parts
Plus: Jobber Technology 
Systems

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

Twitter: Andrew Ross (@
JobberNews)

www.autoserviceworld.com
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   GET MORE THAN  
  JUST PROTECTION
Havoline® with Deposit Shield®

If you could protect your car’s performance by making one simple change, would you do it? 

Especially when it’s as simple as changing your oil. Chevron Havoline® with Deposit Shield® 

is proven to provide at least 25% better wear protection than the highest API standard requires*. 

The result is a clean, smooth running engine that operates efficiently to protect your performance. 

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

*Compared to the API standard. See our test results on Havoline.com

Havoline.com © 2014 Chevron Canada Limited. All rights reserved. All trademarks are the property of Chevron Intellectual Property LLC.

 PROTECT WHAT MATTERS™

Chevron Products are available from the following locations: 

RED-L DISTRIBUTORS LTD

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

OAKPOINT  
OIL DISTRIBUTORS

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

THE UNITED SUPPLY  
GROUP OF COMPANIES

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

TRANSIT LUBRICANTS LTD

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

R. P. OIL LTD

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

CREVIER LUBRIFIANTS

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

NORTH ATLANTIC 
PETROLEUM

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

CHEVRON CANADA LTD

1200-1050 Pender St. West. 
Vancouver BC  V6E 3T4 
Toll Free: 1 (800) 822-5823

CATALYS LUBRICANTS

7483 Progress Way 
Delta BC  V4K 1E7 
Toll Free: 1 (855) 946-4226

LORDCO AUTO PARTS

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

NORTHERN METALIC  
SALES (GP)

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

HUSKY ENERGY  
CORPORATION

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

UFA

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

CHRIS PAGE  
& ASSOCIATES

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