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Hastings Premium 
Filters Honoured By 
Federated Auto Parts

Hastings Premium Filters 
received the Vendor of 
the Year for Order Fill 
from Federated Auto 
Parts at the Federated 
national meeting, held 
April 30 – May 2 at the 

Pointe Hilton Squaw Peak 
in Phoenix, Ariz.

*    *    *

Shur-Fit Auto Parts 
Moves To Larger 

Location 
Shur-Fit Auto Parts, a 
member of Uni-Select, 

has moved to the former 
Downey Ford dealership. 

At over 7000 square 
feet, it offers Shur-Fit 

Auto Parts the building 
it needs to expand both 
its retail and wholesale 

business.

*    *    *

Honda Honours 
Akebono Brake 

Corporation
Akebono Brake 

Corporation has been 
honoured by Honda 
with the automaker’s 

“Excellence in Quality” 
award for supplying 
advanced brake and 

friction material 
products.

John Del Vasto, president of Vast-Auto Distri-
bution, and David Vaughan, vice-president 
of Eastern Automotive Warehousing, have 
announced that they have formed a strategic 
partnership through the acquisition of the 
business operations of Eastern Automotive 
Warehousing. The newly formed entity, Vast-
Auto Distribution Atlantic, will be responsible 
for all distribution activities in the Atlantic 
provinces. The company-owned stores will con-
tinue to operate under Auto Machinery.

“This transaction supports our growth strat-
egy and strengthens our position in Eastern 

Canada,” says Del Vasto. “Atlantic Canada is 
a very important market for us and we are 
committed to offering parts stores access to 
a quality product assortment and provide 
value-added services to fulfil the needs of the 
customer base.”

This transaction will expand Vast-Auto’s 
footprint of Auto Value associate and cor-
porate part stores and its network of profes-
sional repair shops in Eastern Canada. David 
Vaughan will continue to administer the busi-
ness as vice-president and general manager.

Vast-Auto Distribution Acquires 
Eastern Automotive Warehousing 

Federal-Mogul Vehicle 
Components Division Renamed 

Federal-Mogul Motorparts
Federal-Mogul Holdings Corporation has 
announced that effective immediately, the 
company’s Vehicle Components division will 
be renamed Federal-Mogul Motorparts.

Federal-Mogul Motorparts is a leading pro-
vider of premium brands, including Moog, Fel-
Pro, Champion, Wagner, Anco and Ferodo, to 
the global aftermarket. Federal-Mogul Motor-
parts also provides high-quality vehicle brak-
ing, chassis and wiper components to global 
original equipment manufacturers.

“For more than a century, we have remained 
focused on providing the highest quality com-
ponents across each of the product categories 
and regions we serve. Vehicle manufacturers 
recognize this, as our friction products are 
found on seven of the top 10 vehicle models 
in Europe, and the best-selling vehicle in 
North America,” says Daniel Ninivaggi, CEO 
of Federal-Mogul Motorparts, and Co-CEO of 
Federal-Mogul Holdings Corporation.

“Our aftermarket products are designed 
and engineered around the principle that 
vehicle safety and product performance mat-
ter most. Federal-Mogul’s premium brands are 
synonymous with quality, which will continue 
to be the way we differentiate our products 
from others available in the market. Notwith-
standing recent trends in some aftermarket 
categories, our unrelenting focus going for-
ward will be to support our premium products 
and clearly communicate their advantages 
to our channel partners, professional service 
technicians and consumers,” Ninivaggi says.

The new Federal-Mogul Motorparts name 
and logo will be rolled out globally effective 
immediately, leading into new marketing cam-
paigns for its product brands. 

See our exclusive interview with Daniel Nini-
vaggi, CEO of Federal-Mogul Motorparts on page 
10 of this issue.

Uni-Select Ontario 
Hits the Races

Uni-Select Ontario attracted some 900 service 
providers and guests to its annual “Off to the 
Races” event at Woodbine Racetrack in north-
western Toronto. The event has become a pop-
ular event on the annual calendar, allowing 
for an entertaining mix of business – dozens 
of busy exhibitors were onsite – good food and 
good-natured wagering on the horses. The 
event also provided an opportunity for Uni-
Select personnel to discuss the newly launched 
Auto-Select, Uni-Pro, and SelectAutoXpert 
(SAX) banner program selection.

Klondike Adds New Line of 
Automotive Engine Oils

The well-known Canadian brand of oils and 
lubricants Klondike has expanded its already 
robust product offering to include a new line 
of automotive engine oils, available nation-
ally from its strategically located warehouses. 
Today Klondike continues to expand facili-
ties throughout North America, from existing 
warehousing and distribution centres increas-
ing significantly in Vancouver, expanding 
to new facilities in Chicago, Toronto, and 
 Edmonton.

continued on page 6

Uni-Select Ontario attracted some 900 service provid-
ers and guests to its annual “Off to the Races’” event 
at Woodbine Racetrack in northwestern Toronto.
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Dayco Recognized For 
Mobile App, Website at 

NCMA Conference
Dayco Products, LLC, has 
received two President’s 
Awards for Catalogue 

Excellence during 
the National Catalog 

Managers Association’s 
(NCMA) 2014 Knowledge 

Exchange Conference, 
held in Chandler, Ariz. 

Dayco received Gold 
in the Web Catalogue 
category for its newly 

updated website, 
DaycoProducts.com, and 
Silver in the Mobile App 
category for its industry 

first, VIN Scanning parts 
look up smartphone app.

Follow us on Twitter.
Get AutoServiceWorld.com 

News and more by  
following JobberNews  

on Twitter.

Applying its experience from a successful 
past in industrial oils, lubricants, and chem-
icals, Klondike is expanding nationally to 
reach an automotive consumer that is looking 
for the highest quality and best durability from 
a Canadian product.

Since its inception in 1987 Klondike Lubri-
cants Corporation has been providing oils, 
lubricants, and chemicals to a wide array of 
markets and industries with exacting require-
ments and demanding supply needs. Leverag-
ing a wealth of knowledge and expertise, the 
Klondike team is delivering product in a time-
ly manner while arming its consumers with a 
competitive advantage by providing training 
and education on all its product offerings.

Calgary Rep Wins 
Veyance Year-End Draw

Veyance Technologies Canada, Inc., has 
announced that Angela Pagenkopf, sales rep-
resentative, Central Auto Parts, Calgary, Alta., 
is the winner of Veyance’s year-end Program 
2013 draw. Pagenkopf qualified by promot-
ing Veyance’s Installer Incentive Program to 
her commercial accounts, who earned cash 
rebates in 2013 on purchases of Gatorback 

belts, hoses, tensioners, pulleys, timing belt 
kits, and OADs. Pagenkopf received a Sam-
sung Galaxy 16GB tablet in the draw, pre-
sented by Glynn Jones, territory manager with 
Veyance Technologies Canada, Inc. 

Advance Auto Parts Reports First-
Quarter Growth Of 35%

Advance Auto Parts Inc.’s financial results for 
the first quarter ended April 19, 2014, show 
an increase of 35.5% versus the first quarter 
last year.

These first-quarter comparable results 
exclude $0.11 of amortization of acquired 
intangible assets, integration costs of $0.10 
associated with the acquisition of General 
Parts International, Inc. and $0.03 of integra-
tion costs associated with the integration of 
B.W.P. Distributors, Inc. (All figures in U.S. 
dollars.)

The company’s Comparable SG&A rate 
was 36.0% of sales during the first quarter as 
compared to 39.8% during the same period 
last year. The 383 basis-point decrease was 
the result of the acquired General Parts busi-
ness having a lower SG&A infrastructure and 
fixed cost leverage from the positive sales 
performance, partially offset by higher occu-
pancy costs driven by harsh winter weather. 
On a GAAP basis, the company’s SG&A rate 
was 37.0% of sales during the first quarter as 
compared to 39.9% during the same period 
last year.

“The General Parts acquisition, coupled 
with strong execution from our team mem-
bers, delivered comparable cash EPS growth 
of approximately 36% and an increase in 
comparable store sales of 2.4% in the quar-
ter,” says Darren R. Jackson, chief executive 
officer. “We are off to an encouraging start to 
the year and remain focused on our core busi-
ness outcomes while making positive progress 

continued from page 4

Angela Pagenkopf, of Central Auto Parts Calgary, 
accepts a Samsung Galaxy 16GB Tablet from Glynn 
Jones, territory manager with Veyance Technologies 
Canada, Inc.
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with our integration of General Parts. 
Together, our operational and integra-
tion momentum position our business 
for a strong 2014.” 

The company’s Comparable Oper-
ating Income was $284.4 million dur-
ing the first quarter, an increase of 
38.2% versus the first quarter of fiscal 
2013. As a percentage of sales, Com-
parable Operating Income in the first 
quarter was 9.6% compared to 10.2% 
during the first quarter of fiscal 2013. 
On a GAAP basis, the company’s oper-
ating income during the first quarter 
of $255.8 million increased 25.4% ver-
sus the first quarter of fiscal 2013. As a 
percentage of sales, operating income 
was 8.6% during the first quarter as 
compared to 10.1% during the first 
quarter of fiscal 2013.

In the first quarter, the company 
generated $81.1 million in operating 
cash flow compared to $135.3 million 
in the first quarter of fiscal 2013. Free 
cash flow in the first quarter was $20.6 
million versus $81.3 million in the 
first quarter last year. This decrease 
in free cash flow was primarily due 
to an increase in owned inventory, a 
decrease in accrued expenses, offset 
by an increase in net income. Capital 
expenditures in the first quarter were 
$60.5 million as compared to $63.1 
million in the first quarter of fiscal 
2013.

Raybestos Rattlesnake 
Sweepstakes Winner 

Receives His Ride
David Cramer, a property manager 
with Ross Pacific Management in Van-
couver, recently received the keys to 
a custom 2014 Raybestos Rattlesnake 

Toyota Tundra after winning Raybes-
tos’ Rattlesnake Sweepstakes Draw late 
last year.

“Since I won the Raybestos Rattle-
snake Tundra at AAPEX last fall, I’ve 
been very much looking forward to 
this day,” said Cramer at an event to 
mark the handover.

The signature-edition truck was 
built by Brake Parts Inc., manufac-
turer of Raybestos brake products, 
and was the grand prize in the brands’ 
Summer 2013 North American sales 
promotion. The winning entry was 
pulled from more than 170,000 entries 
received.

“We’re very excited to turn over 
the keys to this one-of-a-kind truck to 
David,” said John Davidson, district 
manager with Brake Parts Inc., who 
was on hand for the presentation. 
“It’s always great to reward our cus-
tomers for their loyalty, and we hope 
that David enjoys the Raybestos Rattle-
snake for many years.”

Spectra Premium Industries 
Inc. To Purchase Assets Of 
Richporter Technology Ltd.

Spectra Premium Industries Inc. has 
announced that it has entered into a 
binding purchase agreement for all 
assets of Richporter Technology Ltd. 

“Spectra Premium welcomes the 
Richporter Technology group and 
looks forward to incorporating its 
global manufacturing network of high 
quality engine management prod-
ucts to our already extensive product 
line up,” states Jacques Mombleau, 
president and CEO of Spectra Pre-
mium. “We will continue to pursue 
the aftermarket entrepreneurial spirit 
and product development strategy of 
Richporter Technology that was led by 
its CEO Patrick Richardson.”

“A key component of our growth 
strategy is to expand our business 
model into complete vehicle repair 
solutions. Coupling the existing fuel 
and cooling system categories with 
these new engine management prod-
ucts, allows us to grow sales opportu-
nities for our partners in the global 
automotive market,” states Jason Best, 
vice-president aftermarket sales and 
marketing, Spectra Premium. “We are 
pleased to announce that leading our 
engine management team as vice-
president operations will be Martin 
Brazeau of Richporter Technology, 
who will be headquartered in the new 
offices of Spectra Premium located in 
Taiwan.”

David Cramer, a property manager with 
Ross Pacific Management in Vancouver, 
received the keys to his custom 2014 
Raybestos Rattlesnake Toyota Tundra.

We Share the 
Road to Success!

Over the years, LuK has earned a 
reputation for the highest quality 
clutch products. What LuK is to 
clutches, FAG is to bearings.

Building on a 130-year heritage 
of excellence, FAG products are 
supported by the same trusted R & 
D, engineering and manufacturing 
teams that bring you LuK clutches.

FAG products set the standard for 
quality, durability, and performance.

www.Schaeffler-Aftermarket.us
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Popular $10,000 Champion 
“King of the Road” Contest 

Returns
Federal-Mogul’s Champion Spark Plug 
brand has announced the return of the 
popular Champion “King of the Road” 
contest, which will pay out 10 weekly 
$500 cash prizes and a $5,000 grand 
prize to the owners of North America’s 
hottest rides, as judged by members of 
the Champion online community. The 
contest is open for entries at www.Alway-
saChampion.com.

To enter the contest, consumers sim-
ply must submit one or more digital pho-
tographs and interesting background 
information concerning their vehicles. 
Members of the “Performance Driven” 
Champion online community will vote 
each week for their favourite ride, with 
the weekly winners receiving $500 and 
automatic entries into the $5,000 “King 
of the Road” grand-prize round. Last 
year’s grand-prize winner was Roger 
Walker, Jacksonville, Ark., whose beauti-
fully restored 1966 Pontiac GTO beat out 
hundreds of entries from across North 
America.

New Monroe Campaign 
Reminds Consumers That 

Potholes Can Damage Shocks 
And Struts

Potholes are a fact of life in many 
regions, but this year they’re an espe-
cially grim reminder of one of the most 
severe winters in recent memory. Ten-
neco’s Monroe Shocks and Struts brand 
has launched a comprehensive market-

ing campaign to remind consumers that 
today’s poor road conditions can cause 
more than an uncomfortable ride; they 
can also damage safety-critical steering 
and suspension components.

“Potholes have broken out in the mil-
lions, and that means potentially severe 
wear and tear on shocks, struts and 
other undercar components,” says Bill 
Dennie, director of ride control chan-
nel management for Tenneco’s North 
America Aftermarket business. “In many 
cases, the consumer might not be able 
to feel the effects of worn or damaged 
units because they have become used to 
poor ride quality over the past several 
months.”

The Monroe “Potholes” campaign 
urges consumers to have their vehicles 
inspected for any damage that could 
affect their driving safety. For example, 
one or more damaged shocks or struts 
could degrade the vehicle’s steering, 
stopping, and stability in certain driving 
situations.

The Monroe campaign includes a 
series of print advertisements featuring 
the message, “Potholes do more damage 
than you think. Replace worn shocks.” 
Other campaign elements include a con-
sumer safety video available on www.
monroe.com as well as the “TennecoInc” 
channel at www.YouTube.com; a nation-
ally syndicated news article; an innova-
tive floor graphic designed for automo-
tive service facility waiting areas; and 
a social media contest that will reward 
consumers for sharing photos of unusu-
ally severe potholes.

APPOINTMENTS

Spectra Premium 
Industries has 
announced that 
Jason Best has been 
promoted to the posi-
tion of senior vice-
president of aftermar-
ket sales and business 
development. Best 

will continue to manage all aftermar-
ket sales functions with an enhanced 
sales structure. In Best’s expanded posi-
tion, he will assume responsibilities of 
overviewing the product development 

departments within Spectra, along with 
global sourcing managed by Rick Cala-
goure, vice-president of global sourcing. 
With Best’s close customer and sup-
plier relations, his team will seek out 
new product opportunities and business 
relationships that will further expand 
Spectra Premium’s product offering. 
Best will also be responsible for manag-
ing the integration of Spectra’s latest 
acquisition of Rich Porter Technologies 
with the assistance of Martin Brazeau, 
vice president of operations – engine 
management.
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EXECUTIVE INTERVIEW

Federal-Mogul has renamed its vehicle components divi-
sion Federal-Mogul Motorparts, as the next step in the 
company’s strategy to drive the global growth of its pre-

mium products and leading brands.
A leading provider of premium brands such as Moog, 

Fel-Pro, Champion, Ferodo, Wagner, and Anco to the global 
aftermarket, Federal-Mogul Motorparts also provides vehicle 
braking, chassis, and wiper components to original equip-
ment manufacturers.

AutoServiceWorld.com and Jobber News had the oppor-
tunity to interview Federal-Mogul Motorparts CEO Daniel 
Ninivaggi following the announcement of the division’s new 
name.

Why did Federal-Mogul decide to change the name of its 
Vehicle Components division?

“We segmented our business into two distinct orga-
nizations in mid-2012 so that each could better focus on 
the needs of its respective customers. We refer to our OE 
engine business as Federal-Mogul Powertrain. Renaming 
our Vehicle Components division Federal-Mogul Motorparts 
is intended to create a distinct identity within and outside 
Federal-Mogul, and emphasize our more than 100-year his-
tory of producing the highest-quality products in the auto-
motive aftermarket.

“A change in a company’s name in itself is obviously not 
meaningful. What is important, in my opinion, is that we are 
embracing our past and at the same time moving forward to 
emphasize in new ways the importance of high-quality pre-
mium products in the aftermarket.”

How does the Federal-Mogul Motorparts name better 
support the division’s growth strategies, both in North 
America and around the world?

“We are building our future on the strong heritage of 
Federal-Mogul. For more than a century, we have been 
focused on providing the highest-quality components across 
all product categories and regions we serve. Vehicle manu-

facturers recognize this, as our friction products are found 
on seven of the top 10 vehicle models in Europe and the best-
selling vehicle in North America.

“Within the aftermarket, we will always be best known by 
our great brands, including Champion, Moog, Fel-Pro, FP 
Diesel, Anco, Sealed Power, Ferodo, and Wagner, which are 
synonymous with quality, safety and performance.

“We believe vehicle safety and product performance mat-
ter most to consumers. Our internal motto is ‘Where product 
quality is concerned, good is not good enough.’

“Unfortunately, over the past several years, the after-
market in North America has seen a significant increase in 
lower-quality, non-branded products. It is easy for consum-
ers and even service technicians to be confused as to the 
quality of the products in the market. We intend to more 
clearly communicate the safety, performance, and durability 
characteristics of our products so that our customers better 
understand what’s in the box.

“I believe Federal-Mogul Motorparts captures and com-
municates our distinct identity within Federal-Mogul and 
will serve as a platform for future growth within our product 
categories.”

Does the new name represent the next step in the even-
tual separation of the company into two standalone busi-
nesses?

“No. The principal purpose of the separation of Federal-
Mogul’s business into Federal-Mogul Powertrain and what is 
now Federal-Mogul Motorparts was to allow each operating 
division to focus on its unique end markets. This remains the 
case today. The common link is Federal-Mogul’s heritage of 
providing high-quality products and services to the vehicle 
and industrial marketplace for more than a century.”

How do the two divisions compare in terms of size, rev-
enue, number of employees, and engineering and manufac-
turing footprint?

“We have a diversified business that manufactures, sells, 

CANADIAN EXCLUSIVE:

Q&A with
Federal-Mogul
Motorparts CEO
Daniel Ninivaggi
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and distributes a broad portfolio of replacement products to 
over 11,000 customers globally through more than 20 of the 
world’s most recognized brands. We also are a leading manu-
facturer of original equipment and OE service products in 
the braking, chassis, and wiper product categories.

“The Federal-Mogul Motorparts division accounted for 
approximately US$3.1 billion of Federal-Mogul’s US$6.8 
billion in revenue in 2013. With our recently announced 
acquisitions and internal initiatives, we expect that number 
to grow significantly.

“Our division has roughly 12,800 employees, 57% of whom 
work in North America. We are truly a global engineering, 
manufacturing, sales, and distribution enterprise, operating 
eight advanced technology centres, 33 manufacturing sites, 
and 19 distribution centres.

“Our aftermarket portfolio comprises more than 550,000 
SKUs, covering the vast majority of passenger and com-
mercial vehicle applications worldwide. Additionally, we are 
the world’s largest manufacturer of brake pads and related 
friction products for the global aftermarket and the original 
equipment and OES channels.”

Now that the segmentation and identity have been for-
malized, are there any key growth initiatives that will be 
undertaken by Federal-Mogul Motorparts? What will be 
your strategic priorities going forward?

“Our principal focus is on supporting our leading premi-
um brands. We have made significant progress but we have 
a great deal of work to do in reaching the levels of market 
leadership and customer value that I believe are achievable.

“Our strategic priorities in North America include invest-
ing in our technical field force and building a state-of-the-
art online presence. I believe both initiatives are critical to 
reconnecting with our end customers and clearly communi-
cating the performance characteristics of our products. Most 
of our products are safety-related, so it is critical for service 
technicians and consumers to understand how these prod-
ucts contribute to vehicle safety.

“In addition, we are expanding our distribution network 
to ensure better access to large markets and shorter lead 
times for all customers. We are also continuing to invest in 
an improved cost structure by optimizing our manufacturing 
and engineering footprints and better leveraging our global 
supply base. Finally, we want to grow our product offering 
globally, but particularly in Asia.

Federal-Mogul recently finalized the acquisition of the 
Affinia chassis business. Do you plan additional acquisi-
tions, and if so, are there any specific types of opportuni-
ties that are most appealing to you?

“Our objective is to be a category leader in each of our 
core product lines in terms of quality, innovation and cover-
age. A broader product portfolio also allows us to leverage 
our assets and capabilities to better serve our customers. 
The integrated Federal-Mogul and Affinia chassis business 
is much better positioned to meet the needs of end users in 
the light-, medium-, and heavy-duty markets. Our pending 
acquisition of the Honeywell friction business further dem-
onstrates our readiness to invest in strategic opportunities to 
better serve existing and new customers around the world.”

What immediate changes will Federal-Mogul Motorparts 
customers see as a result of the new identity?

“The new Federal-Mogul Motorparts name and logo will 
be rolled out globally effective immediately, and will result 
in new marketing campaigns for our product brands. Our 
focus will be on our products and communicating the quality 
advantages these products offer.”

p 10-11 Federal Mogul Interview.indd   11 14-06-03   8:09 AM

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


12 JOBBER NEWS / JUNE 2014

MARKET 
TRACKER

The continued growth of urbanization and 
the consequent increase in vehicles in 
operation have resulted in more stop-and-

go traffic than ever before. Combine this with 
the increasing average vehicle age (currently 
10.4 years in Canada), and you have higher wear 
and tear on brake components, resulting in 
strong, continuous growth for the aftermarket.

Brake pad sales across Canada and the 
United States reached approximately 89.2 mil-
lion units in 2013, according to the latest report 
from Frost & Sullivan on the North American 
brake pads and shoes aftermarket. Factors such 
as the rising average vehicle age, as well as high-
er prices for new SKUs entering the aftermar-
ket, are expected to drive brake pad revenues 
up by 4.3% annually through 2019, totalling 
more than $2.1 billion in revenue.

According to the report, consumers are 
spending more on parts and service because 
they are keeping their cars and light trucks 
longer, due to prolonged economic uncertainty. 
The increasing average age of vehicles will con-
tinue to drive the aftermarket for brake rotors, drums, and 
calipers. Jobbers should still concentrate on maintaining and 
expanding market share, as a wave of mergers and acquisi-
tions is expected to heighten competition in the market.

The Frost & Sullivan report says the market earned reve-
nue of $1.39 billion in 2013, and estimates this to reach $1.64 
billion in 2020. Rotors account for approximately two-thirds 
of the total market revenue.

“The decreasing service life of vehicle parts will support 
demand for brake components in North America,” says Frost 
& Sullivan automotive and transportation aftermarket pro-
gram manager Stephen Spivey. “In particular, rotors wear 

quickly as they have become lighter and thinner and need to 
be replaced often.”

The continuous entry of new stock-keeping units into the 
aftermarket is also increasing the potential of this market, 
as distributors add them to their inventories. In addition, 
manufacturers are raising the price of vehicle parts to cover 
the rise in cost of raw materials and transport, boosting mar-
ket revenues.

However, large retailers in North America such as 
AutoZone, Advance Auto Parts, and O’Reilly Automotive, 
who exert significant power in the automotive aftermarket 
by virtue of their size and consolidated two-step distribution 
channel, are driving a migration to private-label brands. 
They are also putting pressure on manufacturers to reduce 
the prices of brake rotors, drums, and calipers, and accept 
lower margins in return for market share.

The accelerating trend of consolidation among large 
distributors, as demonstrated by the recent acquisition of 
General Parts by Advance Auto Parts, is reducing the num-
ber of distributors in the market. This is intensifying the 
competitive pressure on manufacturers to make additional 
concessions in order to gain shelf space in retail stores and 
stay in business. Manufacturers that are not aligned with one 
or more of the large retail or wholesale distribution groups 
will not be able to establish a strong presence.

“Manufacturers may, however, find increasing suc-
cess using e-commerce sites like eBay and Amazon.com. 
Consumers and installers are expected to purchase 10% 
of the total spare parts through such channels by 2020,” 
notes Spivey. “Although these e-retailing sites lack the just-
in-time logistical link that many service shops require, they 
enable shoppers to enjoy lower prices and a wider selection 

What’s Driving
Brake Sales?
By Steve Pawlett
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of products, which are key incentives 
driving traffic to Internet sellers of 
brake rotors, drums, and calipers in the 
North American aftermarket.”

Demand for premium pads remains 
high, and they continue to take share 
from lower-priced parts. Pads in the 
“Good” segment (defined as those with-
out a shim, lowest grade of friction mate-
rials, and limited warranty) represented 
about 15% of manufacturer revenues in 
2012. Premature replacement at 15,000 

km is causing demand for these prod-
ucts to drop sharply at the installer level. 
Pads in the “Better” segment (defined 
as those including a shim plus hardware 
and higher grade of friction materials) 
represented about 43% of manufactur-
er revenues. Pads in the “Best” segment 
(includes a moulded shim, platform-
specific friction materials, and limited 
lifetime warranty) made up 52% of 
manufacturer revenues.

The aftermarket has also done a 
good job of responding to changes 
at the OE level with products that 
properly replicate the fit, form, and 
function of original parts. Ceramic 
SKUs represented about 60% of total 
industry revenues in 2013, with semi-
metallic parts making up 33%. Non-
asbestos organic NAO pads made up 
6%. Traditional two-step and three-
step distribution channels continue to 
dominate, but the OEMs are starting 
to make some progress in the after-
market.

Fifty-six percent of manufacturer-
level sales were to warehouse distrib-
utors and programmed distribution 
groups. Auto parts retailers – the fast-
est growing channel because of its 
two-step structure and low prices – 
represented about 29% of manufactur-
er-level revenues. The original equip-
ment service (OES) channel made 
up approximately 12% of revenues. 
However, dealerships are starting to 
see growth in their brakes business 
as more aftermarket parts and tiered 
pricing is made available to consumers.

Rising costs for raw materials and 
new product development, as well as 
macroeconomic factors such as weak-
ness in the value of the U.S. dollar, 
will drive brake pad prices higher and 
generate revenue growth for manu-
facturers. The average price across 
product lines from manufacturer to 
distributor (adjusting for rebates and 
discounts) was approximately $17 per 
pad set in 2012.

Despite the positive outlook, manu-
facturers can expect to face tough 
competitive challenges. These include 
higher competition from private labels 
and the need to develop new copper-
free brake pads to comply with “Better 
Brakes” legislation taking effect by 
2021 in the United States.

According to Frost & Sullivan, pri-
vate labels represented 57% of brake 
pad sales, while manufacturer brands 
accounted for 43% of brake pad 
 revenue.
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E
-commerce, which virtually exploded onto the mar-
ket in the early ’90s, is expected to reach $11 billion 
this year and grow to almost $50 billion by 2020, 
according to a report by OC&C Strategy Consultants. 

Successfully embraced by mainstream e-tailers like Amazon 
and eBay, e-commerce is just now taking hold in the automo-
tive aftermarket as jobbers begin to explore the potential of 
this burgeoning medium.

“E-commerce has aided us in managing our growth 
here,” says Randy Klassen of Grandwest Enterprises Inc., of 
Saskatoon, Saskatchewan. “It’s just another way for custom-
ers to get in touch with us. We do a lot of our business over 
the phone and we get fax orders in as well, and this is just 
another way for customers to check stock, get pricing, and 
place their orders.” 

Grandwest Enterprises is the largest wholesale distribu-
tor of automotive and truck accessories in Canada, and 
has been growing its business for over 30 years. It uses the 
Rinax X4 database management system, and added Rinax’s 
e-commerce solution about a year and a half ago. “One of the 
nice things about the system is the fact that the backbone to 
our system is Rinax X4, so when we added the e-commerce 
component it was all integrated, making the system efficient 
and seamless,” explains Klassen.

The OC&C study estimated the value of the online retail 
export market by analyzing 2011 to 2013 search volumes 
from across the world for retailers based in six of the biggest 
e-commerce markets. These markets, including the U.K., 
U.S., Germany, the Nordics, the Netherlands, and France, 
make up half of current global e-commerce volumes. The 
study determined that the retail sector is becoming increas-
ingly global and interconnected as trade between countries 
grows exponentially.

“We believe that we have parts here that could be of inter-
est to people in other parts of the world, and the e-store gives 
us the opportunity to market to them,” explains Joe Elias of 
Norpine Auto Supply, in La Crete, Alberta. Norpine Auto 
Supply is currently using the Rinax X4 management software 
system.

The latest research also revealed that international con-
sumers have a growing appetite for foreign goods and con-
sistently use search tools to learn more about international 
brands. More specifically, OC&C’s analysis found that inter-
national customers are turning to North America for enter-
tainment, electronics, fashion, and general merchandise. 
Brazil has demonstrated the most growth in international 
searches for North American retailers at 42%, followed by 
Australia (39%), Mexico (38%), and Italy (37%).

Leading online retailers such as eBay and Amazon have 
had significant e-commerce market share across the larg-
est international markets over the last several years, and 
reported that more than 50% of their sales are already com-
ing from overseas.

“I think it’s crazy for any retailer to not consider the online 
market,” says Guy Tortalano of Uducat.com Corporation, an 
e-store development company based in Montreal. “The costs 
are considerably better when compared to hiring an employ-
ee. There is no way it’s going to cost you an employee salary 
to put up a website.”

“I think there is a great deal of opportunity for the auto-
motive aftermarket for sales to other countries. When you 
stop and take a look at all the American-made car clubs all 
over the world and the current difficulties they experience 
getting parts, there is a great deal of potential for someone 
to tap into this market with an automotive e-commerce site,” 
adds Tortalano. “I don’t think anybody has gone after this 
market yet because of the size of it, or maybe it’s a question 
of, is there an audience that would use it? But there is an old 
saying, ‘Build it and they will come,” and I think that applies 
here.” 

An estimated $3.7 billion in automotive parts and related 
products were sold via e-commerce in 2012, and online sales 
to consumers are expected to grow at a 15% compounded 
annual rate through 2018, according to a study commis-
sioned by the Automotive Aftermarket Suppliers Association 
(AASA). 

Internet-enabled (e-commerce) transactions are grow-
ing at exponential rates because of the convenience and 

By Steve Pawlett
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efficiency of online ordering, and the wealth of information 
available for consumers. 

“With Rinax e-commerce, our customers can easily view 
pictures of products, instantly get detailed specifications and 
product information, and easily place orders online,” notes 
Klassen.

Rinax offers two e-commerce solutions depending upon 
the market that you serve. For wholesale and retail dis-
tributors serving a variety of vertical markets, Rinax offers a 
comprehensive, feature-rich e-commerce front-end applica-
tion, fully integrated with Rinax X4 point-of-sale, including 
advanced product search, order confirmation, session sum-
mary, wholesale (charge to account) and/or retail (credit 
card) transactions, shopper’s order status, save shopping 
cart, administrative site management, and more. 

“E-commerce represents one of the fastest growing sales 
channels for the automotive parts market, yet many distribu-
tors and jobbers don’t know how to get started or believe 
they don’t have access to the tools needed to compete in 
this marketplace,” says Scott Thompson, vice-president, auto-
motive e-commerce for Epicor. “Our new, low-cost Epicor 
e-commerce service helps businesses quickly eliminate the 
barriers to selling to consumers online by establishing Web-
based stores with world-class functionality and parts informa-
tion tools.”

Epicor’s e-commerce Store Development Service is a 
turnkey e-commerce website service that helps automotive 
replacement parts distributors and jobbers sell directly to 
consumers via the Internet. The new e-commerce service 
supports wholesalers with the launch of consumer-oriented 
e-commerce sites – in English, Spanish, or French – in as 
little as two weeks.

Epicor e-commerce service helps distributors and job-
bers compete for consumer sales through functionally rich, 
custom-branded e-commerce sites that can be integrated 
with many existing business management software solutions. 
The new sites are powered by Epicor’s PartExpert electronic 
catalogue, which can provide real-time part availability and 
pricing information for multiple selling locations for the 
parts distributor. Each site features a secure shopping cart 
that accepts credit card payments via PayPal or Authorize.
net. All required technical support is provided by Epicor.

“Users can customize their sites with company logos, pho-
tos, and text. The site administrator can also configure their 
PartExpert electronic catalogue to display available products 
in preferred order by brand, price, or other variable. The 
online stores also enable the business to capture and track 
customer history and key account information. Shipping 
costs and taxes can be automatically calculated and added 
to each order, as specified by the site administrator,” adds 
Thompson.

Epicor Parts Network comprises the Epicor Parts Network 
B2B eStore (formerly Internet AutoPart), Epicor Integrated 
Service Estimator (ISE) parts and labour estimating solution, 
and cloud-based Epicor Parts Network (formerly AConneX) 
parts trading solution. Together these e-commerce tools con-
nect approximately 26,000 auto parts distributor and jobber 
locations and more than 170,000 registered aftermarket ser-
vice provider and dealership users.

Leading online retailers such as eBay and Amazon have 
had significant e-commerce market share across the larg-

est international markets over the last several years, and 
reported that more than 50% of their sales are already com-
ing from overseas.

“It’s not surprising that our analysis suggests that the 
largest, most popular U.S. retailers have a concentrated 
presence overseas. What is surprising is that for the first 
time our research reveals that smaller U.S. online pureplay 
retailers, such as Etsy and Snapfish, are demonstrating rapid 
international growth; Etsy has now reached the Top 10 most 
sought-out U.S. retailers based on international searches,” 
says Rambaut Fairley at OC&C Strategy Consultants.  “This 
highlights the growing importance of the international 
opportunity, and in order for North American retailers to 
keep pace with their competitors they all need to be thinking 
about growing their international customer base.” 

OC&C’s research has determined that U.S. retailers, 
unlike many of their overseas peers, are leading the way in 
successfully internationalizing their e-commerce sites. Forty 
percent of U.S. e-commerce brands have reported reaching 
more than 50 countries with their goods and services, and 
another 40% have designed their websites to specifically 
target Spanish-speaking and other local language customers.

By the end of the decade, North American retailers are 
expected to see significant volume coming from interna-
tional sales, and OC&C’s analysis reveals important insights 
about the growth opportunity for international delivery 
between countries and the importance of creating a seamless 
shopping experience. In order for North American brands to 
take advantage of the global opportunity they must focus on 
internationalizing their websites with multi-currency shop-
ping, a broader variety of payment options, and multilingual 
support.

In addition, by 2017, it’s expected that a quarter of all 
online sales will be made from a mobile device. Fifty-eight 
percent of adults have said they browse then buy online, and 
as little as a $5 price cut can influence them to choose a site 
like Amazon over buying direct from the retailer. And some-
times they don’t even wait to get home, making their mobile 
purchase right there in the store.

This year, retailers are beginning to see a tipping point 
where adapting to the competition from online retailers 
becomes mission-critical, as quick shipping and pricing 
pressure remove the barrier between in-store and online 
purchases. Retailers will need to invest more in their mobile 
apps, but also focus on creating a great in-store experience 
so customers won’t be tempted to buy elsewhere or online.

How Technology is Affecting 
Bricks-and-Mortar Sales

•   55% of  surveyed retailers  say  shoppers are better con-
nected to store information than sales associates.

•   28%  of  store  visits  ended  with  incomplete  sales  due 
to abandoned purchases. These non-purchases were 
attributed to deal-habituated behaviour, out-of-stocks, 
limited store associate assistance, and long checkout 
processes.

•   Shoppers with smartphones used their device to influ-
ence 39% of their walkout incidents; 12% checked 
prices at other retailers online; 8% checked availability 
at other stores.

(Data from Motorola Solutions Survey 2011)
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MARKET FEATURE

Motor oil, oil filters, and air filters are product cat-
egories that play a key role in the aftermarket. They 
are part of basic regular maintenance, which is the 

lifeblood of an auto service provider. But with the variety of 
items available on the market today, how do you go about 
selling them? Fortunately, there are a number of keys to sell-
ing the product that can help give you that slight edge over 
your competitors.

1Know Your Selling Points
Although knowing the make, model, and year of the 
vehicle will help to identify what type of motor oil the 

vehicle uses, you should also inquire about the customer’s 
relationship with the vehicle. Is it a car they use as basic 
transportation, or a car they have dreamed about owning 
their entire life? Do they enjoy driving the car, or is it just 
simply a mode of transportation for them? Do they plan 
on keeping the car for a long time, or are they going to be 
replacing it soon? The way the customer feels about their 
vehicle will have a big impact on the type of motor oil they 
chose. If the customer is someone who takes pride in their 
vehicle, enjoys driving it, or plans on keeping it for a while, 
they will tend to be more open to using a better product like 
a synthetic oil.

2Assess Driving Conditions
In addition to that first consideration, driving style, 
climate, and vehicle mileage may also contribute to a 

recommendation.
What conditions does the customer typically encounter 

on a day-to-day basis? For example, if the vehicle is a pick-
up used for mixed commercial use, does this involve towing 
trailers or hauling loads? Is the vehicle used for commuting? 
Does this include mostly highway or stop-and-go city driving? 
These questions help determine if the vehicle and engine 
oil are subjected to any extreme conditions, and whether 
specific engine oils that target those conditions should be 
recommended. Have any major engine components failed 
and been replaced? This will help determine if the engine 
has a weakness that perhaps a more robust lubricant can 
help overcome. What oil change interval is the customer 
following? Does the customer want to extend their oil drain 
interval? An extended oil drain interval typically necessitates 
the use of full synthetic engine oils.

3Educate The Customer
When a customer is selecting a brand name motor 
oil to use, they are not just purchasing the oil in the 

bottle; they are also purchasing the engineering and testing 
of that motor oil that ensures it is of a high quality and will 
perform as advertised within the engine. Take the time to 
ensure your customer understands the certification approv-
als that are specified on the label when choosing a brand or 
specific type of engine oil. All quality engine oils, regardless 
of brand name, that display the API certification logo (also 
known as the API “donut” symbol) show that the liquid for-
mulations have been tested, validated, and approved by the 

American Petroleum Institute and meet established engine 
performance standards and OEM warranty requirements. If 
an engine oil bottle does not display the API logo proving its 
formulation is certified, do not buy it.

4Make Recommendations
Does the customer feel that maintaining their vehicle is 
important, or do they see maintenance as the downside 

to owning a vehicle? This will also help to determine the 
type of oil that the customer would be most likely to pur-
chase. Someone who is purchasing oil begrudgingly might 
not consider using a top-quality product. If the customer 
has a positive attitude towards maintenance, follow up by 
asking if they are doing the oil change themselves or taking 
it to a shop. Your typical DIYer loves to work on his vehicle 
and takes pride in doing so. A DIYer would love to pick your 
brain about a better oil they could use and why they should 
use it. This could be an opportunity to introduce them to a 
synthetic or semi-synthetic product. If they are getting the 
work done at a shop, but take the time to purchase their own 
motor oil, it also opens the door to ask if they have consid-
ered using a higher-quality product such as a synthetic.

5Oil Choices For Older Vehicles
The best oil to recommend for older engines would be 
a brand name, high-mileage semi-synthetic blend or a 

full synthetic oil. Both semi-synthetic and fully synthetic oils 
offer better flow, pumping, and cranking abilities at extreme-
ly low temperatures (minus 40C) and during start-up. Point 
out how the superior oxidative and thermal stability of syn-
thetic grades leave engines virtually varnish-free and reduce 
sludge and deposits that could have built up in older engines. 
Additionally, synthetic grades offer better protection during 
high temperature operation, as they resist volatile burn off 
and evaporation, thus reducing oil consumption.

If the customer is not comfortable going with a full syn-
thetic because of the added cost, recommend a semi-synthet-
ic. A semi-synthetic oil will offer a higher level of protection 
for their vehicle over standard mineral oil. Semi-synthetic 
oils will give a lower level of protection over a full synthetic 
oil, but will deliver better protection to the engine than a 
mineral grade.

6The Benefits Of Extended Oil Change Intervals
While the early tendency of the trade was to dismiss 
manufacturer-recommended oil change intervals as a 

recipe for engine damage, that message has little credibility 
in the face of automakers’ recommendations.

However, with extended oil changes comes the very cred-
ible opportunity to recommend the highest quality, most 
durable products you can offer. This applies to both the 
motor oil you sell – semi-synthetic and full synthetic, for 
example – as well as filters that can withstand as much as 
five times the intervals you might have been recommending 
pre-extended interval trend. Be sure to have a line of extend-
drain oil filters on hand that match the extended drain inter-
vals that most late model vehicles now follow.

Motor Oil & Filter Sales Tips
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MARKET FEATURE7Product Placement Is Key
It’s always a good idea to make 
sure your displays are clean and 

well laid out. Make sure that your motor 
oil isn’t front and centre of your store, 
as most walk-in customers will be more 
than willing to search for their chosen 
brand of motor oil. Lead them through 
the store to your oil display to increase 
the possibly of purchasing other items. 
Also, be sure to place related items in 
close proximity to one another. For 
instance, you’ll probably want to place 
your motor oil near the oil filter dis-
play, along with items such as drain 
pans, cleaning products for oil spills, 
filter wrenches, and oil drain plugs that 
might be bought as an added purchase.

8Ensure DIYers Have Everything 
Ensure that each customer is 
asked if they need catch basins, 

disposal bags, and instructions on what 
to do with the used oil and filter. If your 
local municipality has a program (most 
if not all do), have the details on hand 
for the consumer. It will help raise your 
environmental image and also help you 
guard against being accused of pro-
moting non-environmentally friendly 
practices.

9Category Management Tips
While it may not be in your realm 
if you operate a smaller store, 

understanding the motor oil category 
as a whole rather than just as a set of 
competing brands can be an effective 
strategy. This means looking at overall 
profitability among the different classes 
of product – basic, economy, high-mile-
age, semi-synthetic, synthetic – and even 
the performance of different grades.

While an attentive supplier rep can 
be of great assistance for this, do not 
allow competing reps to steal shelf 
space from each other with successive 
detailing visits. Display the amount, 
type, and brands that work for your 
business.

10Used Filters For Effect
Like the lungs of a smoker, 
used air filters and cabin air 

filters are awful-looking. But, as many 
marketers have learned, this can be 
an advantage. By displaying the cross-
section of a used cabin air filter, you’ll 
be driving home for the consumer the 
importance of regular filter mainte-
nance. Point out the dirt and grime 
an air filter catches over the course 
of its useful life, and buyers will see 
what they could have been inhaling. 
Additionally, performance enthusiasts 
will obviously make the connection 

between the display of dirty air and oil 
filters and reductions in horsepower 
and efficiency.

11Filters Need To Be Sold
When some parts break, the 
car stops. The problem with 

filters, however, is that they can seri-
ously underperform for a considerable 
length of time without the driver really 
being able to notice. As such, they are 
a part that needs to be actively sold. If 
someone comes in looking for a case 
of motor oil, engage him in a conver-
sation about his filters. Since it is a 

relatively inexpensive yet highly critical 
part, you’ll likely make the sale.

12Sell All Levels
There is a good-better-best 
selection for most products, 

and with oil and air filters this is no dif-
ferent. Resist the temptation to get the 
customer out the door quickly – spend 
a minute or two talking about what 
benefits different types of product can 
offer. 
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The performance exhaust market seems to be constantly 
in motion – going from the fast and furious tuner 
market, to modern domestic muscle, to trucks and 

SUVs, seemingly at the drop of a hat. Here are 10 key retail 
tips that will help you get the most out of every retail sales 
opportunity.

1Be The Place To Go
Establish your shop as the premier place to go for the 
performance enthusiast. Manufacturers are happy to 

provide your shop with signage material and display pieces 
that will clearly identify your store as a serious provider of 
specialized performance parts. Such material can provide 
a competitive advantage particularly in terms of retail sales, 
as the right image can place your shop in the top-of-mind 
category among potential customers.

2Identify Your Customer
Identifying the target customer doesn’t take as much 
intuition as you might think, as there are some clear 

signs for those who take the time to look for them. Training 
your counter staff to pick up on these cues is a key step 
towards improving sales figures in this exceptionally profit-
able segment. The process starts with examining the kind of 
vehicle the customer drives. An interest in aftermarket parts 
could indicate an initial interest in customization that your 
counter staff should pick up on. At the very least, it’s a way 
to begin engaging the customer in a conversation on the 
benefits of a performance exhaust system.

3Customize Your Approach
Customers are interested in a given performance muf-
fler for dramatically different reasons, and the coun-

terperson needs to be astute enough to approach each sales 
opportunity from a number of different angles. Horsepower, 
fuel efficiency for dollar savings, environmental concerns – 
all are reasons for a customer to upgrade his OE system. So 
it is vitally important that the counterperson identify why 
the individual client is interested, and sell him based on that 
area of interest.

Top 10
Retail Exhaust Tips
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4Use Point-of-Sale Materials
Performance exhaust manufactur-
ers are among the most active 

product suppliers out there when it 
comes to building customer knowledge. 
Utilizing POS material has the added 
bonus of identifying your store with 
recognizable brands and respected 
manufacturers, allowing you to take 
advantage of their marketing dollars 
and public image.

Innovation is an ongoing process
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5Need vs. Want Selling
It is far easier to sell people some-
thing if they need it than if they 

simply want it. If a customer comes in a 
because  his muffler is sending sparks 
flying, you have a very motivated buyer 
on your hands. The flipside is the cus-
tomer who has just purchased a new 
car, but is looking into a performance 
system for it. This customer demands 
your attention, and deserves your time. 
Treat this customer well, and you’ll 
likely have him as a customer for all of 
his customizing whims.

6Don’t Get Too Technical
Years ago, most people doing cus-
tom performance work on their 

cars were themselves mechanical experts. 
This aspect of the business has certainly 
changed dramatically, with the prolif-
eration of performance exhaust systems 
for everything from SUVs to minivans. 
Today, you have to be prepared to sell 
performance parts to a wide range of 
customers, using an even wider range of 
selling points. Sell based on factors the 
customer can understand and appreciate, 
like increased horsepower or fuel effi-
ciency, and you’ll be more likely to keep 
him interested.

7Use The Web to Educate 
Today’s customers are technology-
savvy consumers, so you should be 

prepared to direct a consumer to vari-
ous manufacturers’ websites, as well as 
provide them with other high-tech data 
involved in the process. While it may 
still be important to shy away from the 
shoptalk, today’s tech-savvy customer 
will appreciate some of the more tech-
nical data if it is presented online or in 
some other multimedia format.

8Utilize Manufacturer Programs 
So many potential performance 
buyers research their purchase 

online prior to a shop visit that some 
manufacturers have offered to actually 
provide the contact details for jobbers 
in the region of the customer doing 
the initial search, so as to lead them to 
the right places. Normally some sort of 
membership with the manufacturer is 
required, but for a small fee, customers 
from your local area who are looking 
into a particular part can be led from the 
massive corporate manufacturers’ sites 
right to your door.

9Stainless Steel Should Shine
People looking to get into custom-
ized exhaust parts do it for both 

the performance and the appearance 
qualities. So, if you are displaying what 
should be a fantastic-looking high per-
formance stainless steel system, make 
sure it sparkles the way it ought to.

10Establish Installation 
Partners
A key attribute of the perfor-

mance exhaust market is the installa-
tion itself. By virtue of your place in the 
parts food chain, you are inexorably 
linked in the memories of retail cus-
tomers to whoever eventually installs 
the part. Should the customer ask, 
always have an established shop’s name 
and number at the ready. 
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For the Counterperson June 2014

You could make a strong 
argument that the term 
“tune-up” no longer 

applies to today’s auto park. 
Originally coined for older 
cars on which you would per-
form the traditional work 
associated with the spark 
plug replacement, ignition 
contact point replacement, 
dwell adjustment, ignition 
timing adjustment, carbure-
tor idle, and mixture adjust-
ment, today’s vehicles are now 
equipped with electronic igni-
tions and at least one onboard 
computer that controls most 
of these functions.

The term “Engine Perfor-
mance Maintenance” is prob-
ably a more accurate term to 
use when talking to custom-
ers. Now most adjustments 
involve a scan tool to identify 
engine codes and a laptop for 
software updates.

It’s helpful to point out to your customer that today, an 
automotive tune-up consists of an orderly process of inspec-
tion, diagnosis, testing, and adjustment that is periodically 
necessary to maintain peak engine performance or restore 
the engine to original operating efficiency. Also point out 
that they can and should still replace normal maintenance 
parts on a timely basis to maintain engine performance.

Here’s a refresher on the common maintenance parts 
that can be replaced to significantly increase performance 
and reduce major problems, that you can share with your 
customers.

Spark Plugs
Spark plugs are good indicators of engine condition. Remov-
ing and inspecting spark plugs will tell you a lot about how 
well the engine is running, and what may be causing prob-
lems.

All spark plugs should be removed and checked every 
50,000 kilometres. Even though most OEMs recommend 
changing spark plugs at 100,000 kilometres, this prevents the 
plugs from seizing in the block, causing expensive repairs 
down the road.

Remind technicians to note which plug came from which 
cylinder. This tells you if a particular cylinder has a problem. 
New spark plugs can make a significant difference in a car’s 
performance.

Spark plug wires have become less of a problem than 

before. New materials and 
sizing have reduced failures. 
Electronic ignitions have 
increased operating ranges. 
Now these should be tested 
for proper resistance before 
 replacement.

Filters
According to experts, chang-
ing filters on a regular basis 
may have more to do with your 
car’s longevity than any other 
single factor.
Oil Filter: Oil filters are easy 
to replace and help prevent 
unnecessary engine wear. The 
job of the oil filter is to remove 
soot, rust particles, and other 
solid contaminants from the 
oil. The oil filter capacity and 
filtering characteristics should 
be compatible with the type of 
oil to be used in the vehicle, 
whether it is semi-synthetic, 

synthetic, or mineral oil. Always follow the manufacturer’s 
recommendations.
Air Filter: Air filters remove dirt by trapping particles as air 
passes through the filter media. They also protect the car-
buretor in older cars, preventing dirt from clogging the air 
bleeds and metering jets. They protect fuel injectors in later-
model autos. Air filters should be replaced every 20,000 kilo-
metres (more often if you live or drive in dusty areas). Any 
filter that looks heavily loaded should be replaced regardless 
of the number of miles, as should any filter that shows any 
type of damage.
PCV Breather Filter: The PCV breather filter assures only 
clean, filtered air is drawn in through the PCV breather. 
A clogged breather filter prevents the PCV from siphon-
ing away the blow-by gases and moisture created by engine 
combustion, resulting in oil breakdown and sludge build-up. 
The PCV breather filter should be replaced every 30,000 
kilometres; however, yearly replacements are a good preven-
tive measure.
Fuel Filter: Contaminants can get into your fuel system, and 
if not trapped by the fuel filter, they can clog the injector 
inlet screens. If dirt reaches the injector itself, it can clog or 
damage the pintle valve and seat. In older cars, dirt can plug 
the carburetor’s fuel metering orifices.

If the fuel filter is not replaced regularly, fuel flow to the 
engine will become restricted, resulting in stalling, loss of 
high-speed power, and hard starting. The fuel filter should 
be replaced every 30,000 km; however, professionals recom-

Knowledge Building

Tune-up Tips To Build Sales 
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mend a yearly fuel filter change and a change whenever 
other fuel system parts are replaced.
Automatic Transmission Filter: Properly filtered transmis-
sion fluid transmits energy, plus it cools and lubricates 
the moving parts of the transmission. A clogged transmis-
sion filter can produce transmission slippage, engagement 
problems, and hesitation. Experts recommend this filter be 
changed every 12,000 to 15,000 kilometres to extend the life 
of your automatic transmission.

Other Maintenance Parts
Many maintenance parts are mistakenly seen as non-critical 
to many customers. While they may not be considered true 
“tune-up” parts, the functions of these parts can definitely 
impact the benefit of any tune-up. Plus, as emission laws 
continue to become more stringent, these parts have become 
more essential.
Oxygen Sensors: Oxygen sensors should be replaced at the 
recommended intervals. A worn oxygen sensor drastically 
changes engine settings.
Vacuum Hoses: Many major systems depend on manifold 
vacuum for signals and function. All vacuum hoses should 
be checked and replaced as needed. Even a slight leak can 
cause major problems with performance; in some cases, the 
car won’t even run if there’s a vacuum leak.
Temperature Sensors: Temperature sensors regulate vari-

ous engine functions. They control the fuel injection system, 
cooling system, and even the exhaust system. And they can 
definitely be a cause of poor performance problems.

Tips To Share With Customers
Point out to your customers that if they heed these tips they will be 
well on their way to extending the life of their car and improve its 
overall performance – especially gas mileage and emissions.

Tip #1: General overall cleanliness of the engine is the best pre-
ventive maintenance you can perform on your car. A clean engine 
runs cooler and is much less likely to cause premature failure of 
other parts. It’s also easier to work on.

Tip #2: Regular routine replacement of all filters, lubricants, 
coolant, and the other parts noted here is critical. Use the mileage 
guidelines shown as a benchmark. Sensing and mechanical toler-
ances have become so tight that even slight variations can create 
drastic performance changes.

Tip #3: For your DIY customers, be sure to point out that they 
should know their car’s systems and particular requirements before 
starting any project. They should not attempt to fix what they don’t 
understand.

Tip #4: Remember that some improvements may not take effect 
right away if your car’s computer is designed to learn and adjust. 
The computer may need to see various parameters before making 
any permanent setting changes.
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Automotive Internet Directory
Visit these companies directly at their web addresses or check out the growing list of Hot Links at www.autoserviceworld.com. 
To find out how your organization can be included in this directory and on the web, contact aross@jobbernews.com

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

a leading Tier One 
automotive components 

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

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

ultimate in performance and value.

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

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

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

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

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

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

Experienced Shipping Department to Ensure 
Parts Arrive Safely.

  BUSINESS MANAGEMENT 
  SERVICES 
The Automotive Aftermarket E-Learning 
Centre Ltd

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

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

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 
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Search.
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the U.S. 1-800-387-0273  
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Editorial
Comment

obbers across this country, even those who swore off retail some years 
ago, have started giving the retail option a second, hard look in the face 
of a tough commercial sales environment. But if ever there was an object 
lesson in how tough the retail world can be, you need only look as far as 
Target.

The American discount retailer has enjoyed a seemingly unassail-
able position as the leader of discount chic. Some shoppers add a tongue-in-cheek 
French accent to the store brand (so that it rhymes with “Fabergé” or “today”) as a 
nod to the fact that, for a lot of folks, the store made saving money cool. 

So, when it was announced a couple of years ago that Target had taken over 
many of the former Zellers’ spaces and was coming to Canada, Canadian fans of 
the brand got very excited. No doubt this was no surprise to Target’s executives, 
who apparently took that excitement for granted.

The trouble is that when it finally launched, many Canadian shoppers felt dis-
appointed; rather than getting the whiz-bang rush of the bright U.S. stores, the 
Canadian locations seemed like dingy, cramped Zellers remakes. Too many of the 
prices didn’t seem good enough, too many of the products weren’t different, there 
were not enough unique offerings, and so on. 

Not that this was true across the board; many of the locations came up to speed 
very quickly and now provide that “Target experience” quite well. But in a world 
where first impressions count for a lot, in too many cases Target failed to live up 
to the expectations of its Canadian customer base – a customer base that had high 
expectations of the brand, learned through their cross-border shopping habits. 

To my mind, there were a number of decisions made along the way that caused 
the company to short-change its brand promise. Target compromised where it 
should not have, and the evidence is there that their decision-makers were the 
sadder and wiser for it. Target axed its Canadian CEO over the poor post-launch 
performance, and his replacement went so far as to beg Canadian shoppers for a 
second chance. Whether the Canadian shoppers will give the store that chance 
remains to be seen – I think they will, provided Target makes good on its promise – 
but the message we can all take from this is that buyers, whether they are shoppers 
or professionals, have a very clear idea what your brand stands for and if you don’t 
live up to that brand promise, you are in trouble.

That brand promise is a combination of product, price, service, and shopping 
experience. This list is not exclusive to retail by any stretch; it’s just most acutely 
observed in that space. 

So it would be wise to understand your brand promise for both retail and pro-
fessional customers. While every auto parts operation has its own unique brand, 
one thing they do share is that they are more than parts and prices; they have the 
expertise to help customers make the right decisions. 

But having the expertise is not enough; you must ensure that the expertise you 
do have is put to use, not locked away in the back room. 

Not every counterperson willingly jumps into the retail customer service role, 
but it’s important that at least some of your crew does, if you hope to succeed in the 
increasingly important – and demanding – retail world. Target learned that lesson 
the hard way.

— Andrew Ross, editor and publisher aross@jobbernews.com

STAYING ON 
TARGET

NEXT MONTH

Jobber of the Year 31st 
Anniversary Issue
Plus: Tune-Up & 
Emissions;  
Filter Focus: Oil, Air and 
Cabin Filters;
Cooling and A/C 
Systems Tech

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

Twitter: Andrew Ross (@
JobberNews)

www.autoserviceworld.com

J
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The GOODYEAR (and Winged Foot Design) trademark is used by Veyance Technologies, Inc. under license from The Goodyear Tire & Rubber Company. Goodyear Engineered 
Products are manufactured and sourced exclusively by Veyance Technologies, Inc. or its affi liates. ©2011 Veyance Technologies, Inc. All Rights Reserved.

WE KNOW
RUBBER

To see how we can make rubber work for you, visit 
www.goodyearep.com

or call 1-800-869-0435.

AND WE KNOW HOW TO MAKE IT WORK FOR YOU

Connect with our unique programs designed to help you grow your business and increase profitability.

Veyance Technologies engineers more than 100 years of innovation, research and 
testing into every one of our aftermarket products, including Goodyear Gatorback® belts.

Want to accelerate your business? 
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As the definitive leader in innovative, best-in-class 
ceramic disc pad braking solutions, Akebono is proud 
to manufacture 100 percent of our aftermarket 
pads in the USA. Akebono’s ProACT®, EURO® and 
Performance® ultra-premium brake pads are the best 
replacement brakes in the world for clean, quiet and 
smooth braking. OEM’s choose Akebono, you can too!

• Higher customer satisfaction 

• Fewer comebacks 

• Increased bay utilization 

• Greater profitability for installers

Demand the OEM brand of choice, factory installed on more than 270 models.

Demand Akebono.

akebonobrakes.com
Find us on Facebook
facebook.com/akebonobrakes

FACTORY INSTALLED

270+
M O D E L S

OEM BRAND OF CHOICE

The world demands them.

The USA builds them.
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