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If there was a simple thing you could do to help protect all you have invested in your car, would you? 

Every day your engine is under attack from abrasion and corrosion. Change your motor oil to Chevron Havoline® 

with the Deposit Shield® formulation. In tests, Chevron Havoline delivered 30% more protection from corrosion 

than the highest API standard requires*. So look for the shield and protect the things you value most.
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Havoline® with Deposit Shield®

*Compared to the API standard. See our test results on Havoline.com
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ATP Automotive Cabin 
Air Filter Catalogue

The new ATP Automotive 
Cabin Air Filter catalogue 

is now available. The 
informative trilingual 
catalogue includes the 
complete line of ATP 

cabin air filters for 
domestic and import 

vehicles, including heavy-
duty applications, as well 
as detailed installation 

instructions.

*    *    *

Over 85 Exclusive New 
Parts From Dorman
Dorman Products, 

Inc.’s September New 
Product Announcement 
features 329 new parts, 

86 of which are exclusive 
formerly dealer-only 

parts.

Less Frequent Service Results 
In Lower Customer Satisfaction

Vehicle owners in Canada who take their 
vehicle in for maintenance or repairs twice a 
year or less pay more per visit and are less satis-
fied with their service experience than owners 
who have three or more service visits annually, 
according to the J.D. Power 2014 Canadian 
Customer Commitment Index (CCI) Study.

The study, which measures the service 
behaviours, satisfaction, and loyalty of owners 
of vehicles that are four to 12 years old, ana-
lyzes information from various points in the 
ownership cycle of a vehicle for both warranty 
and non-warranty service occasions. Overall 
satisfaction is based on the combined index 
scores of five factors that comprise the overall 
service experience (in order of importance): 
service quality (30%); vehicle pick-up (21%); 
service advisor (18%); service initiation (18%); 
and service facility (14%). Scores for each fac-
tor are reflected in an index based on a 1,000-
point scale.

On average, owners of four- to 12-year-old 
vehicles visited a service facility (at either a 
dealership or other service facility) 2.6 times 
per year in 2014, consistent with the findings 
of the 2013 study, but a decrease from 2.9 visits 
annually in 2010. While fewer visits to service 
facilities improves customer convenience, it 
often means that the same amount of vehicle 
service work needs to be completed during 
each service occasion, which generally length-
ens the time of service and drives up the price 
of each service visit.

Among the 12% of vehicle owners who 
make one service visit per year, the average 
spend is $248 per visit; among the 26% who 
have their vehicle serviced twice per year, the 
average spend is $212. In comparison, the 
average spend among the 21% of owners who 
have their vehicle serviced three times per 
year is $208 per visit, and the amount drops to 
$200 for the 18% who have four service visits 
annually.

The higher per-visit cost has an impact on 
overall satisfaction, which averages 813 among 
those who have one service visit per year; 827 
among those with two visits; and 836 among 
those who make three visits.

“Better vehicle quality and longer recom-
mended maintenance intervals mean owners 
are taking their vehicles in less often but pay-
ing more each time they go,” says J.D. Ney, 
manager of the Canadian automotive practice 
at J.D. Power. “Satisfaction improves among 
customers who make more service visits in a 
year because they judge the charges on a per-
visit rather than a per-year basis.”

Key Findings
•   Overall  customer  satisfaction with  automo-

tive dealerships and aftermarket shops is 830 
in 2014, unchanged from 2013.

•   The service advisor has a significant impact 
on service satisfaction, as four of the top 
five most important key performance indi-
cators (KPIs) involve the service advisor: 
Service advisor was completely focused on 
the customer’s needs; Service advisor put 
the customer at ease; Customer was greeted 
immediately upon arrival at the service facil-
ity; and After arrival, the customer was able 
to speak to a service advisor immediately 
about service needs.

•   The  two  KPIs  with  the  greatest  room  for 
improvement are: After arrival, the cus-
tomer was able to speak to a service advisor 
immediately about service needs, and After 
service was completed, the customer was 
able to finish paperwork and pick up their 
vehicle in five minutes or less, which are ful-
filled only 51% and 70% of the time, respec-
tively. Service occasions in which these KPIs 
are completed have, on average, overall 
index scores 86 and 80 points higher, respec-
tively, than service occasions in which these 
KPIs are missed.

•   Owners  who  purchased  a  used  vehicle 
engage aftermarket facilities for their most 
recent service visit more often than owners 
who purchased their vehicle new (65% vs. 
35%). In addition, owners who purchased 
used vehicles are more satisfied with the ser-
vice they received at the aftermarket facili-
ties compared with the dealership facility 
(839 vs. 810, respectively).

KYB Americas Completes Tech Centre Expansion
KYB Americas recently 
completed expansion 
of the KYB Technical 
Center. The centre 
operates next to KYB’s 
575,000 - square-foot 
manufacturing facility 
in Franklin, Indiana, 
and houses the latest in 
new product develop-
ment, quality control, 
and conditions testing 
equipment.

The expansion includes an additional 
12,000 square feet of floor space, utilized by 
KYB engineers to run a battery of tests on 
new shock and strut designs. Additional valve 
seal durability, stress, vibration, and fatigue 
tolerance testing are among the many new 
capabilities housed in the latest expansion. 
Additionally, complete CNC machining and 
welding allows the KYB engineering team to 
fully conceive, build and assemble prototypes 
right on the tech centre floor.Complete CNC machining and welding allows the KYB 

engineering team to fully conceive, build, and assemble 
prototypes right on the tech centre floor.
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Spectra Premium 
Releases 118 new SKUs
Spectra Premium’s latest 
product release includes 
118 new SKUs, of which 

55 are first-to-market 
parts and aftermarket 
exclusive to Spectra 

Premium. These new 
parts cover over 40 

million vehicles on the 
road today. First-to-

market coverage includes 
fuel pump assemblies, 

filler necks, oil pans, and 
radiators, for popular 

late-model domestic and 
import applications.

Follow us on Twitter.
Get AutoServiceWorld.com 

News and more by  
following JobberNews  

on Twitter.

Bosch Automotive Aftermarket 
Division Helps Develop Future 

Automotive Technicians
The Bosch Community Fund, along with 
the Bosch Automotive Aftermarket Business 
Division, has established a $100,000 fund for 
the University of the Aftermarket Foundation 
to provide approximately 25 automotive schol-
arships each year over a three-year period. The 
fund is an important element in Bosch’s strat-
egy to help equip the automotive workforce of 
the future in the areas of science, technology, 
engineering, and math or STEM education. 
Students enrolled in accredited automotive, 
heavy-duty, or diesel programs, beginning in 
the 2015 school year, are eligible to apply for 
the scholarships.

The Bosch Automotive Aftermarket Business 
Division, composed of the Bosch Automotive 
Aftermarket and Bosch Automotive Service 
Solutions business units, has built relation-
ships with a variety of technical schools. As 
part of these relationships, Bosch provides 
advice and counsel on curricula; encourages 
mentorships and apprenticeships; and donates 
a variety of diagnostic tools and automotive 
aftermarket products to support schools in 
their educational efforts. These efforts are 
part of a comprehensive initiative known as 
the Bosch Educational Services Program.

“The scholarship fund is a strong state-
ment to the long-term commitment that Bosch 
has for supporting STEM education,” says 
Rusty Bishop, chairman, University of the 
Aftermarket Foundation. “Students who have 
a passion for automotive technology will ben-
efit greatly from these scholarships, and for 
some, it may make the difference in their 
being able to pursue a career in this area. The 
scholarships clearly have the potential to be 
life-changing.”

According to Odd Joergenrud, regional 
president, Bosch Automotive Aftermarket 
North America, the scholarship fund is an 

investment in the future. “The future of the 
automotive industry depends on equipping 
new talent to fill a wide array of positions, 
including automotive technicians.”

Students can apply for the Bosch Automotive 
scholarship beginning Sept. 15, 2014, through 
March 31, 2015, for the 2015 school year. 
Information and applications are available at 
www.automotivescholarships.com or by con-
tacting Michael Loth, project manager of 
training, Bosch Automotive Service Solutions, 
at Michael.loth@us.bosch.com.

Philips Introduces New Anti-
Counterfeit Xenon HID Packaging

Philips Automotive North America has devel-
oped special packaging to prevent piracy and 
protect customers from buying counterfeit 
Philips Xenon HID lighting. The new pack-
aging design was announced by Ann-Marie 
Hines, senior marketing manager at Philips 
Automotive. Philips undertook the initiative 
because of the proliferation of counterfeit 
Philips Xenon HID lighting in the market.

The new Philips 
packaging design 
employs a unique, 
state-of-the-art anti-
counterfeit tech-
nology to ensure 
that customers are 
getting a genu-
ine Philips prod-
uct. Every Philips 
Xenon HID light-
ing package incor-
porates the Philips 
Certificate of Authenticity, which features a 
security code and other special security ele-
ments that can be used to verify authenticity. 
To make sure they have a legitimate Philips 
Xenon HID lighting product, retailers, service 
professionals, and consumers alike can either 
scan the QR code or go to www.philips.com/
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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

original and check the security code.
In making the announcement, 

Hines noted, “It is very important for 
us to protect our customers and our 
end-consumers, as well as our Xenon 
HID lighting brand. Philips is the 
inventor and world leader in Xenon 
HID lighting. We employ innovative 
technology, advanced materials, high-
quality production, and rigorous test-
ing to ensure the performance and 
the quality of our Xenon HID prod-
ucts. These counterfeits are inferior to 
the true Philips design in both quality 
and performance. Furthermore, they 
are illegal to sell, purchase, or pos-
sess.”

Epicor Parts Network 
Features Enhanced Repair 

Shop Capabilities
Epicor Software Corporation has 
announced that it has added several 
new features, including an enhanced 
repair shop customer quoting capa-
bility, to the Epicor Parts Network 
B2B eStore. The B2B eStore (formerly 
Internet AutoParts) connects approxi-
mately 29,000 automotive replacement 
parts wholesalers with more than 
180,000 registered service provider 
accounts throughout the U.S. and 
Canada.

The optional new Enhanced 
Customer Quote feature enables 
authorized service providers to quickly 
generate quotes that include:
•   Parts list and pricing
•   Labour (based on Mitchell Flat Rate 
Labour Guide)

•   Vehicle-specific  product  specifica-
tions from Epicor PartExpert eCata-
logue data

•   Itemized  shop  supplies  with  user-
defined prices

•   Sales tax
•   Disposal  and/or  hazardous  materi-

als fees
•   User-defined service disclaimer
•   Customer name and optional signa-

ture line
“There are thousands of service 

providers that do not have an inte-
grated shop management system to 
generate comprehensive and profes-
sionally printed customer quotes, 
yet rely on the Epicor B2B eStore to 
automate their sourcing of replace-
ment parts and supplies,” says Scott 
Thompson, vice-president, automo-
tive, retail distribution solutions for 
Epicor. “This new feature helps sup-
port their growth by providing a fast, 
accurate, customer-friendly quote for 
virtually any common repair or main-
tenance service.”

Other new features of the Epicor 
B2B eStore include a VIN decoder that 
maps specific conditions for each vehi-
cle; the ability to support multiple sell-
ing  locations  (company-owned  and/
or independent stores) for each whole-
saler to maximize coverage and avail-
ability to the service provider; support 
of wholesaler-designated external Web 
links to be followed by the service pro-
vider; the ability to place and manage 
stock orders via spreadsheet; creation 
of custom messages for parts that are 
out of stock or not in the inventory file; 
and automatic price re-inquiries when 
the product quantity field has been 
changed by the service shop user.

Prestone Introduces 
Improved Antifreeze/Coolant
Prestone  has  debuted  its  Cor-Guard 

Inhibitor technol-
ogy. This new Pre-
stone antifreeze 
formula provides 
advanced corro-
sion protection for 
a vehicle’s entire 
cooling system, 
helping engines 
run longer.

The improved 
antifreeze formu-
la uses patented 

Cor-Guard inhibitors to better protect 
areas in the cooling system most vul-
nerable to corrosion. When used as 
directed, new Prestone protects the 
water pump, heater core, radiator, and 
gaskets from corrosion and degrada-
tion, reducing the risk of engine fail-
ure and leading to longer engine life.

“Our new proprietary formula 
improves Prestone’s already industry-
leading antifreeze, making it easy for 
all drivers on the road today to bet-
ter protect their engines,” says Tim 
Shipley, vice-president of sales and 
marketing for Prestone. “Prestone 
with Cor-Guard inhibitors will be one 
of the most pivotal innovations the 
antifreeze category has seen in nearly 
20 years.”

Scientists at Prestone’s Technology 
Center spent seven years developing 
this new formula. Prestone tested all 
cooling system components – from 
metals to polymers to gaskets – and 
completed more than one million miles 
of fleet testing, including aggressively 
driven emergency vehicles, to ensure 
optimal protection. The enriched for-
mula is backed by multiple patents, 
does not void manufacturer warran-
ties and works in domestic, Asian, and 
European model vehicles.
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“Engine technology is rapidly 
becoming more advanced, and we rec-
ognize Prestone must be a leader in 
coolant technology to continue serv-
ing our customers’ best interests,” says 
Shipley.

Drivers can continue to use Prestone 
with all makes and models of cars and 
light-duty trucks. Prestone works with 
any existing antifreeze, regardless of 
colour, and protects in extreme heat 
and cold.

Prestone with Cor-Guard inhibi-
tors is available in Extended Life 
Concentrate and 50/50 Ready-To-Use 
Prediluted Antifreeze/Coolant.

Cardone Introduces Digital 
Parts Catalogue

Cardone’s new digital Hybrid Parts 
Catalogue offers over 1,100 reman 
and new replacement parts for hybrid 
vehicles built between 2005 and 2013, 
including body control modules; brake 
calipers; CV axles; propshafts; elec-
tronic power assist columns; electronic 
power steering intermediate shafts; 

engine control modules; hybrid bat-
teries; mass air flow (MAF) sensors; 
master cylinders; power steering assist 
modules; powertrain control modules; 
electronic rack & pinions; electronic 
throttle bodies; transfer case motors; 
transmission control modules; water 
pumps; window lift motors; window lift 
regulators; and wiper motors.

The TRW Automotive Aftermarket 
division has announced the appoint-

ment of Cory Cheever 
as regional sales 
manager for North 
American Parts & 
Service. Cheever will 
be responsible for the 
overall business devel-

opment and sales management of the 
Western U.S. and Western Canada, as 
well as the Southwestern U.S. Cheever 
joins the company from his most 
recent role as regional sales manag-
er for Affinia Global Chassis, where 
he was responsible for directing all 
branded chassis sales in the western 
U.S. Prior to that, he held several 
sales management positions at Fras-le, 
Affinia, Dana, and Clevite, where he 
gained experience in retail, WD, HD, 
import, commercial, fleet and other 
aftermarket segments throughout his 
34 years in the industry. Cheever will 
be based in Cave Creek, Arizona and 
will report to Stebbins.

Betts Truck Parts & Service has 
announced the pro-
motion of Ruben 
Gutierrez to the newly 
created position of 
director of service. 
Gutierrez has been 
with Betts Truck Parts 

& Service for 18 years. Gutierrez first 
worked as a service manager and in 
2004 became branch manager at the 
Santa Fe Springs, Calif. location. In 
addition, he also managed the Betts 
Truck Parts & Service in Fontana, 
Calif., and at times both locations.

Dayco, LLC, has announced that John 
T. Bohenick has been named to suc-
ceed James C. Orchard as chief execu-
tive officer of the company and its prin-
cipal subsidiaries, effective September 
2, 2014. Bohenick has also been 
appointed to the Board of Managers 
of the Company effective the same 
date. Orchard will become a special 
advisor to the Board of Managers and 
Bohenick to facilitate an orderly tran-
sition of executive leadership through 
December 31, 2014. For the last four 
years Bohenick has served as president, 
SKF Sealing Solutions, a business unit 
of AB SKF, a global leader for design 
and manufacturing of bearings, seals, 
lubrication, mechatronics and services. 
He previously spent 20 years working 
for the Gates Corporation, a global 
manufacturer of power transmission 
and fluid power components, systems, 
and services, in a variety of leader-
ship roles culminating in being named 
president. His career also included 
working for General Motors on pow-
ertrain and vehicle systems.
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MARKET 
TRACKER

Even though Canadian sales of new medium-duty and 
heavy-duty trucks fell to their lowest point in recent 
years, with only 27,141 vehicles sold in 2009, the market 

is showing signs of recovery with 38,923 units sold in 2013. 
But it still has a way to go to return to the pre-recession 
peak sales of 52,293 trucks in 2006, according to a recently 
conducted review of the Canadian heavy-duty aftermarket 
industry by DesRosiers Automotive Consultants.

According to the report, employment in the truck trans-
portation industry rose to near-pre-recession levels, with 
406,111 employees in 2010 compared to 415,065 before the 
downturn in 2007. While parts and accessory wholesalers 
have seen a general decline of their workforce over the past 
four years, the number of parts and accessory stores has been 
on the rise after a decrease from 2009 to 2010.

Before this report by DesRosiers, the aftermarket relating 
to heavy-duty trucks suffered from a serious lack of avail-
able data. This initial report by DesRosiers represents a first 
attempt to profile the industry and to place a dollar figure on 
the size of this market. While the data collected is far from 
comprehensive, it is intended to represent a starting point 
from which further, more detailed analysis can be built in 
the years ahead.

According to the report, in 2009, a total of 29.7 billion 
kilometres were driven by class 3 to class 8 trucks. The aver-
age class 3 to class 7 medium-duty truck averaged 16,483 
kilometres per year, while the average class 8 truck averaged 
65,701 kilometres annually. Though more recent data on 
kilometres driven is unavailable, diesel consumption data 
provide some insight into truck usage. Diesel consumption in 
recent years has exceeded pre-economic downturn figures, 
and diesel sales are up 6.3% over their previous 2008 peak.

Across classes 3 to 8, there are a total of 1,394,237 vehi-
cles in operation in Canada. According to provincial data, 
Alberta has the largest population of trucks in operation 
with 354,659 class 3 to class 8 trucks, followed by Ontario 
and Quebec.

Industry replacement plans for heavy-duty trucks provides 
insight into the future outlook for the aftermarket. Accord-
ing to a 2013 survey, 49% of for-hire carrier firms had plans 
to replace at least 10% of their class 8 trucks, providing a 
strong positive outlook.

Since a formal metric for tracking the size and growth 
of the heavy-duty aftermarket demand does not yet exist, 
DesRosiers Automotive Consultants Inc. (DAC) has devel-
oped two estimating methodologies. By studying repair and 
maintenance expense data of truck transportation firms 
from Statistics Canada, they were able to estimate and track 
the repair habits of truck transportation establishments in 
Canada. These expenditures totalled $3.18 billion in 2013, 
comprising $1.32 billion from local trucking and $1.86 bil-
lion from long-distance trucking. The $3.18 billion figure 
spent by truck transportation firms in 2010 does not, how-
ever, capture the entire picture of heavy-duty trucks, as it 
only considers the aforementioned segments. For example, 
maintenance and repairs of trucks owned by construction, 
cement, logging, or oil companies would not be captured in 
this figure. This is clearly an area where additional data col-
lection will be required in the future.

The second market-sizing estimating method developed 
by DAC relies on survey data from Canadian truck maintain-
ers. Using this data, DAC has calculated the market size for 
medium and heavy-duty truck maintenance for class 3 to 
class 8 trucks at $5.66 billion. This comprises $1.79 billion 
for parts demand, $2.24 billion for labour associated with the 
aforementioned parts, $229 million for engine oil, and $1.4 
billion for tire replacement demand. As this is only a starting 
point, more work will be done in future studies to hone this 
estimate.

DesRosiers says the heavy-duty aftermarket has recov-
ered at a steady pace over the past few years. By estimating 
aftermarket size with replacement demand of all heavy-duty 
trucks in operation, there is now another metric available 
to help gauge the health of the industry in the subsequent 
years.

As class 8 is a major segment in the industry, understand-
ing the anticipated replacement plans for these trucks can 
provide insights into the outlook for the heavy-duty truck 
aftermarket. After the downturn in 2008, many truck opera-
tions chose to delay the replacement of their class 8 fleet.

Forty-three percent of for-hire carrier firms had no plans 
to replace any of their trucks in 2009. Similarly, only 27% of 
owner-operator trucking companies had replacement plans 

Trucking Market Recovery 
Bodes Well For Jobbers

This report is based on a recent comprehensive review of the 
Canadian trucking industry by DesRosiers Automotive Consul-
tants Inc. for the Heavy Duty Distributor Council (HDDC).
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regarding their trucks in 2010. While replacement plans are 
slowly gaining momentum, the decision to operate these 
heavy-duty trucks over a longer time frame has positive impli-
cations for the aftermarket.

Unless companies are prepared to take a capital loss 
upon scrapping these trucks, it is logical that they repair and 
maintain them, which extends their replacement cycles. In 
the interval, there should be a higher-than-average growth 
in demand for repairs and maintenance from the heavy-duty 
truck market.

Combined, the six classes of heavy-duty trucks in opera-
tion in Canada total 1,394,237 units. Class 8 and class 3 are 
by far the largest population of heavy-duty trucks in opera-
tion in Canada. Class 8 leads with 576,810 vehicles in opera-
tion, and class 3 follows with 388,872 units.

The age of the majority of the 1.39 million heavy-duty 
trucks in operation in Canada is 10 years or more. The 
10-years-plus age group of these 703,190 vehicles makes up 
50.4% of the entire population.

Trucks between six and 10 years of age comprise 29% 
of the group, with 404,042 units in operation. The newer 
trucks (between one and five years) form the smallest popu-
lation amongst the age groups and include 287,005 trucks in 
operation.

Alberta has the highest number of heavy-duty trucks in 
operation by province, with 354,659 units, followed by Ontar-
io with 338,017 and Quebec with 250,779 trucks. Alberta and 
Ontario together form 49.7% of the entire national fleet in 
operation.

The size of the heavy-duty market is an important metric 
in tracking the health of the industry. As a formal metric 
for tracking the size and growth of heavy-duty aftermarket 
demand does not currently exist, the next most accurate eval-
uation at this time is derived from two estimating method-
ologies. Tallying the repair and maintenance costs of truck 
transportation establishments provides a measurable metric 
that tracks the repair habits of the owners. The caveat with 
this estimation, however, is that it does not track the entire 
population of heavy-duty trucks in operation. An alterna-
tive methodology to the trucking industry estimation is the 
analysis of replacement demand for heavy-duty trucks in 
operation. A more complete picture of aftermarket demand 
in the heavy-duty truck segment can be arrived at by adding 
replacement part, engine oil, and tire demand.

Repair and maintenance costs for truck transportation 
establishments steadily increased in the 2009-2010 period. 
The 2.9% growth in costs represents a $178.9 million 
increase in the estimation. According to estimated truck 
transportation figures, the size of the aftermarket was $3.18 
billion in 2010. The demand for replacement parts reached 
$1.79 billion in 2012 and, combined with engine oil and tire 
replacement demand of $229 million and $1.4 billion respec-
tively, aftermarket demand for heavy duty trucks amounted 
to $5.66 billion in 2012.

The three- to five-year overall outlook for the heavy-duty 
truck aftermarket is largely positive, though it involves a 
number of potential risks. From a structural standpoint, the 
market appears robust in the short term. Indeed most of the 
risk is of a cyclical nature. Assuming a slow and moderate 
growth in the Canadian economy, the heavy-duty truck after-
market should remain solid. 

Whatever the economic outcome for the years ahead, it 
will be important to continue to monitor and track the size 
and structure of the market. This report represents a first 
step in profiling the industry and in establishing a bench-
mark to which future data can be compared. 
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MARKET FEATURE

Many vehicle owners believe ride control is simply a 
comfort feature, when in fact it is a very complex safety 
system that incorporates several components that 

require regular maintenance, like brakes and tires, in order 
to maintain proper, safe performance.

Shocks and struts affect the driveability of the vehicle 
by optimizing braking, traction, handling, and wear. When 
talking drivability with a customer counter, staff need be 
sure they understand that this means more than a comfort-
able ride. It involves handling and control of the vehicle 
during any driving condition. When in perfect operating 
condition, the vehicle will respond the way the driver needs 
it to – steering, stopping, and manoeuvrability – on demand. 
To do this, the vehicle must keep the tires glued to the road, 
with properly functioning shocks and struts that keep the 
tires from bouncing and losing contact with the road. They 
also keep the vehicle body weight from shifting and rolling, 
which can cause a loss of vehicle control and handling.

“In the training that we have done in Canada, we have 
found that technicians are often challenged to convince the 
consumer why he or she needs to change ride control compo-
nents,” explains Ray Proulx of KYB Americas Corp. “It’s cer-
tainly not like tires or brakes, which are very visual and the 
technician can easily convince the customer why they need 
to change those components, because they can see they are 

actually worn down 
and can affect the 

performance 

and safety of the vehicle.”
“When you talk about shocks and struts, you initially 

don’t see anything unless it’s leaking or squeaking, and that 
really does not happen much anymore. The technician has 
to somehow convince the customer, now that they have done 
the tires and done the brakes, about the need to look at the 
four corners of the vehicle – the shocks and struts,” explains 
Proulx.

“Because the change is so gradual, most don’t realize how 
uncomfortable their ride has become until they have the 
new shocks installed,” adds Kevin Fleury, sales director for 
Transbec, which carries the Gabriel line of shocks and struts. 
“Replacing the shocks can restore the vehicle’s performance 
back to the way the manufacturer intended, and simultane-
ously improve driver satisfaction for the second half of the 
vehicle’s life.”

“It’s important for technicians to give the customer a 
complete report on the condition of their vehicle and then 
help them make the right decisions based on their input. 
Service writers should never hesitate to tell the customer 
that they need new shocks and struts – after all, the customer 
depends on the shop to give them an accurate assessment 
of what needs to be fixed and what doesn’t,” explains Bill 
Dennie, director of ride control channel management, 
North America Aftermarket, Tenneco.

“Once you recommend ride control replacement, explain 
that the number-one role of shocks and struts is to help pro-
tect the customer, through safe steering, stopping, and sta-

bility. A great follow-up to this message is the fact that 
worn shocks and struts can lead to longer stopping 

distances and reduced vehicle stability. They also 
help protect other expensive components 

– especially tires – from premature 
wear,” adds Dennie.

Be sure to remind your techni-
cian customers to conduct a ride 
control inspection on any vehi-
cle they have on the lift, whether 

it’s for brakes, tires, alignment, 
exhaust, or other service. There 
are millions of vehicles on the 
road that are equipped with 

shocks and struts that have more 
than 80,000 kilometres on them. So 

frequent inspections are very important, 
especially at or after 80,000 kilometres.

With an ever-growing car park of aging vehicles, 
there are plenty of opportunities for jobbers to tap into 

Ride Control
How Knowledge Sharing 

Can Benefit Your Bottom Line
By Steve Pawlett
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MARKET FEATURE

this market and build sales. The target customer is likely 
someone with a 10-year-old vehicle. They can’t afford a new 
vehicle, but when they go to the shop and discover they need 
four shocks, some customers may be put off by sticker shock 
at the cost of the job. In order not to lose those first-line sales, 
jobbers should have an option for a second-line shock.

“When jobbers talk about safety systems to their custom-
ers, they must be clear about how they present conditions. 
For example, when talking to a customer about electronics 
systems on vehicle platforms today, they should be talking 
about automated driver assist, telematics, ABS, traction con-
trol, and electronic stability control. Basically, those are all 
safety systems that are tied to ride control components. If the 
shocks and struts are not performing at 100%, the braking 
distance for that vehicle has increased. And that being said, 
the ABS and traction control systems are being adversely 
affected,” explains Proulx.

“Ride control components are part of a vehicle’s safety tri-
angle system, which plays a vital role in providing safe steer-
ing, stopping, and stability. The safety triangle includes the 
tires, brakes, steering components, and shocks and struts. 
The presence of just one worn shock or strut can compro-
mise the performance of this system and the safety of the 
vehicle,” adds Dennie.

“What we have done, in our training programs, is develop 
an educational component for parts and service providers 
that depicts, through animation, what the car is actually 
doing when shocks and struts are not performing 100%. This 
enables the jobber or technician to clearly present these con-
ditions to his customer,” explains Proulx.

According to market data provided by the AIA, the aver-
age car age in Canada today is nine years. That tells you the 
consumer is keeping their car longer, and that presents a 
clear opportunity for jobbers and technicians.

If the consumer is keeping that car, then they have to 
maintain it. Proactive counter staff will ask the right ques-
tions to determine the type of customer they are dealing 
with. For instance, the vehicle owner may want to pass it on 
to his kids, so maintenance could be very important.

Identify the type of customer you are dealing with; is this 
a loyal customer? Does he believe in maintenance? Is he 
prospectively looking to maintain his vehicle, or is he just 
looking for price?

“We educate technicians and service providers about the 
type of customers they need to cultivate and retain to ensure 
they keep the bays full,” adds Proulx. According to KYB 
Americas Corp., 86% of all cars going back to the wreckers 
have the original ride control components in them.

“You can look at this statistic two ways,” says Proulx. “One, 
technicians are not looking for that opportunity; or two, it’s 
an incredible opportunity for the aftermarket to not only sell 
those components but teach technicians to properly capital-
ize on this opportunity, which is even larger than the brake 
market.”

It’s no secret that there are millions of vehicles on the 
road with one or more worn ride control units. Monroe, 
KYB Americas, Gabriel, and other ride control manufactur-
ers have invested in communication programs and training 
materials to help close this gap.

Ride control is probably the most communication-depen-
dent automotive category that counter staff must deal with. 
By taking the time to educate yourself on the latest ride con-
trol systems, then sharing that knowledge with your techni-
cian and consumer customers, you will soon see the benefits 
of increased sales and customer satisfaction.
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Lighting and Wiper Technology
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Critical driver decisions, which are often made in split sec-
onds, require a clear, unobstructed view. This means it is 
paramount that both vehicle lighting and wiper blades 

are in peak operating condition, providing vehicle owners 
with a clear view at all times in all conditions. Advances in 
technology in both of these categories are continuing to lead 
the way to increased sales opportunities for jobbers. 

“Consumers shopping for new cars are discovering that 
more and more cars offer new lighting features. Available on 
new models every year are new features like dynamic beams 
that sweep from side to side based on steering angle to let 
drivers literally see around corners,” explains Brian Noble 
of Sylvania. “LED technology is moving quickly from signal 
functions to fog, low-beam, and high-beam functions. Stylists 
have new design freedom with LEDs, and drivers get good 
street illumination with light that is bright white. The incor-
poration of sensors into the front, back, and sides of the car 
to alert the driver to potential dangers is also becoming more 
common. While this is not strictly part of the headlamp, it 
does in fact enhance the driver’s perception of his or her 
surroundings, which is of course the primary function of a 
headlamp system.”

“OE trends are utilizing new innovations in lighting for 
safety, and have started to put a huge emphasis on style and 
fashion of their vehicles, adds Justin MacLauchlan of PIAA. 
“A good example of this is Audi’s big marketing promotion a 
few years back, in which all its commercials highlighted the 
LED daytime running lights on the vehicle more than the 
vehicle itself. Now Audis are easily spotted by their lights.”

“The industry is moving to LED, and our research shows 
that the number of people who will change out their head-
lights even on a newer vehicle in search of premium bulbs, 
looking for brighter headlights and better quality, is grow-
ing,” says Bess Collins, marketing manager for GE Canada.

“With growing adoption of LED technology in signal and 
forward lighting applications, dependence on halogen and 

Lighting and Wiper Technology
Taking Visibility To 

The Next Level

HID will naturally drop. This will be a relatively slow process, 
however, due to cost, car model cycle, and option strategy 
factors. While LED offers styling and performance benefits, 
these solutions in forward lighting are still more costly than 
traditional solutions. As a consequence, LED will be offered 
as an extra-cost option on most vehicles. Halogen will 
remain the technology of choice for the lower-cost option 
and installed rates will remain high in the coming years. 
HID will have a faster decline as it is displaced by LED at 
the top end of the model lines. With the huge installed base 
of traditional technologies in the North American market, 
aftermarket demand for these lamp types will continue into 
the foreseeable future,” adds Noble. 

“Our emphasis, and the trend among many auto parts dis-
tributors, is on delivering innovative, premium replacement 
lighting technologies that help dramatically improve the 
consumer’s driving visibility. The average age of drivers con-
tinues to rise, and they’re driving more miles at night, and 
in inclement conditions, than ever before,” explains Michael 
McKee, director, global visibility, Federal-Mogul. “The abil-
ity to upgrade to better-than-OE headlamps at an affordable 
price is very appealing to consumers. The key, of course, is 
making them aware that these upgrade opportunities exist.” 

“It is not only about the light source, but the components, 
such as electronics and cameras. Jobbers and drivers can 
expect more sophisticated vehicles, which may require a 
different set of tools and knowledge to repair plus a longer 
replacement rate,” points out Alfredo De La Vega of Hella.

PIAA has launched its new RF Series LED light bars and 
will be launching more LED products in the coming months 
that feature their exclusive Reflector Facing Technology 
(RFT). “This allows us to utilize far fewer LED chips and get 
more light output with a true beam pattern than our compe-
tition – all while maintaining low-amp draw characteristics 
of LED lighting,” explains MacLauchlin. “As well as our new 
Performance LED bulb line, which will be launching later 

By Steve Pawlett
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this month, we are carrying a crisp white 
6000k and a yellow 2800k in 9006/H11/
H16/H8 configurations.”

“Counter staff should always have 
the consumer’s needs in mind,” advises 
Noble. “Lighting is an active safety item, 
like brakes or tires. Good lighting helps 
a driver see a situation and make a deci-
sion, hopefully before extreme actions 
need to be taken. Good tires and brakes 
are involved but seeing the situation 
starts it out. Avoiding an accident is bet-
ter than life-saving devices like seatbelts 
and airbags. A product like Sylvania 
SilverStar is designed to be the bright-
est down-road product in our family. 
Listening to the consumer’s need to see 
better down-road is the most important 
feature of better lighting,” he adds.

In its efforts to improve LED lighting, 
PIAA has designed reflector-facing bulbs 
and new reflector technology. “The 
design offers significantly improved 
lighting and beam control compared 
to conventional LED and halogen lights 
with forward-facing bulbs. The result is 
greater visibility for drivers,” explains 
MacLauchlin.

Philip’s new X-treme Vision halo-
gen headlight bulb delivers 100% more 
light than standard halogens. It is DOT-
compliant and lights up the road fur-
ther than any other halogen headlight. 
The X-treme Vision light features new 

X-plosive concentrate technology that 
includes a chromium tip, special anti-
reflex coating, improved geometrical 
filament design, new gas composition, 
and adapted pressure as well as quartz 
glass with a new optical finish.

The Philips Crystal Vision 5000K 
Xenon HID is now available with a light 
that is 25% whiter than standard HID. 
White light means better peripheral 
vision for increased nighttime driving 
safety. The bulb is directly interchange-
able with a vehicle’s originally equipped 
HID bulbs.

“Since LED lamps are mainly for the 
OE market, Hella has launched a series 
of auxiliary lamps in LED with differ-
ent sizes and shapes under the brand 
Optilux, to serve the off-road enthusi-
ast,” adds De La Vega.   

The Sylvania SilverStar zXe is a prod-
uct that is designed for the consumer 
who wants the look of HID/Xenon. “For 
the consumer who is interested in the 
look of their car, the Sylvania ZEVO 
is our automotive LED line. LEDs can 
serve the market for both safety and 
style. They are cool-looking as a whiter 
light, and for safety, they can act as a bet-
ter daytime running light,” adds Noble.

Wagner offers a new range of TruView 
Plus LED replacement sealed beam 
headlamps for commercial and vintage 
vehicle applications. These premium 
lamps utilize a bulb-free LED design 
that virtually eliminates damage caused 
by road shock and vibration, while deliv-

Wiper Technology
Vehicle wiper blades have also experienced a 
number of technological advances as well as 
many design challenges posed by advanced 
OE model designs.

“Nearly 70% of new models are coming 
equipped with a beam or hybrid blade. These 
are the latest designs in wipers. The aero-
dynamic spoilers on these blades utilize the 
wind to press the blade onto the windshield 
to maintain maximize contact with the glass. 
Beam blades feature a one-piece structure 
that provides a uniform wipe across the entire 
length of the wiper blade,” explains Danielle 
Orlando, director of marketing, brand man-
agement, Trico Products.

“There has been a strong shift toward flat 
or ‘beam’ blades at the OE level, and we con-
tinue to see strong growth for this technology 
in the aftermarket, both among consumers 
who want a direct replacement for their OE 
blades as well as those who want to upgrade 
to a premium design,” explains Mike McKee, 
global product director, Anco Wiper Blades, 
Federal-Mogul Corp.

As more compact cars are being launched, 
the windshield size has changed. To fit these 

properly, most typically have a very long 
blade (up to 30 inches) on the driver side 
and could have a small blade (as short as 
14 inches) on the passenger side. “The chal-
lenge is having wipers that maintain contact 
with the windshield for these extreme length 
blades,” explains Orlando. 

“Like bulbs and many other auto parts, 
wiper blades age and decrease in perfor-
mance with time and need to be replaced 
from time to time. Certainly better products 
are extending the car life, so jobbers, manu-
facturers, and all those involved in the distri-
bution chain must direct efforts to educate 
consumers in the proper replacement times, 
regular inspections and preventive mainte-
nance,” says De La Vega.

“A bulb will reduce its performance by 
25% for every year or for every 100 hours 
of use (on average). A wiper blade will per-
form below the optimal both after a rainy or 
a dry season; however in both cases, those 
products are used to improve safety and 
comfort. But for the most part, consumers 
tend to focus more on things like GPS, radio 
or accessories,” adds De La Vega.
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ering a brighter, whiter, crisper light that dramatically 
extends the driver’s field of vision.

“Brighter/whiter light and long life are still the top two 
attributes that customers are seeking out when they are in 
the market for headlights. That’s why at GE we focus on those 
features with our premium products. Our top-of-the-line 
GE Nighthawk Xenon bulbs feature up to 120% more light 
on the road compared to standard halogen headlights, and 
we also carry a line of long-life bulbs in both capsules and 
sealed beams. The need to see better on the road, be seen, 
and feel more secure is always top of mind for customers,” 
adds Collins. “Performance and appearance also rank high, 
so colour is important (some customers seek out bulbs with 
a bluer tinge, like our GE Nighthawk Sport), and customers 
look to LED and HID and newer products like daytime run-
ning lights (which GE is launching this fall) and other ways 
to spruce up their vehicles.

“Jobbers should also know to tell customers that over time 
bulbs will dim, so even if only one bulb burns out, both bulbs 
should be changed at the same time so that there is even 
and similar light distribution and they minimize the incon-
venience of having to return for the second bulb later. All of 
our premium bulbs are available in twin packs. Also because 
they dim, counter staff should routinely remind customers 
to think of changing headlights as part of a regular mainte-
nance review or getting ready for winter – bright, clear bulbs 
are always an important safety tool in a well maintained 

vehicle.”
GE recently launched its GE Nighthawk Xenon and GE 

Nighthawk LED Sealed Beam, and will soon be introducing 
two new extensions to the LED line. GE is also launching a 
set of DRLs later this year.

Wagner has also expanded coverage of three premium 
capsule technologies: Wagner NightDefense, TruView Plus, 
and BriteLite headlamps and fog lamps. In addition, Wagner 
provides standard replacement halogen capsules and sealed 
beams, as well as original equipment-quality standard and 
“Long Life” Wagner miniature lamps for virtually every 
popular late-model domestic or foreign nameplate vehicle 
as well as commercial vehicle, marine, ATV, snowmobile, 
motorcycle, and aircraft applications. 

In general, LED lighting features all the stuff of other 
high-end solutions like Xenon, such as glare-free high beam 
where a camera detects oncoming traffic. These glare-free 
beams automatically put a dark patch in the beam where the 
camera identifies other vehicles.

Awareness is the number-one barrier to increased sales of 
premium lighting products. Most drivers have been in situa-
tions when they wished they had better driving visibility, so 
presenting them with an opportunity to avoid those dangers 
and uncomfortable situations is a great way to gain a sale and 
a longer-term customer. Research has shown that the best 
way to build awareness is at the point of sale, with a high-
impact display that clearly communicates product benefits. 
This approach can convince many consumers to upgrade 
their headlamps immediately rather than wait until one of 
their existing lamps burns out.

800-525-7422
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Lumens

2800
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6000
Kelvin

2400
Lumens

» Increased Vision Over Halogen 
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With OEMs using higher-output alternators in vehicles 
to meet growing electronic demands from enter-
tainment and communication devices, as well as 

smaller, more fuel-efficient engines to meet impending 
CAFE (Corporate Average Fuel Economy) requirements, 
substantially more operational stresses are being put on both 
the serpentine belts and coolant hoses.

“These newer engines and enclosed engine compart-
ments have created an environment with increased torque 
demands as well as increased under-hood temperatures. 
Also, depending upon the belt drive application, alterna-
tor pulley diameters have decreased, which just adds to the 
overall demand on the poly rib belt for flexing,” explains 
Brian Wheeler of Dayco. “In order to meet and exceed 
these demands, new belt compounds (such as EPDM) were 
developed to provide the increased torque capacity that 
these newer engines require, while also performing in high-
temperature conditions with improved flex fatigue charac-
teristics. The bottom line is today’s belts will run longer, even 
with higher temperature and torque conditions.”

“EPDM compound is now used in serpentine belts to 
provide better heat resistance during driver operation, and 
hoses are compounded to also withstand electrochemical 
degradation, which is inner tube cracking due to static build-
up in the coolant,” explains Marc Therien, account execu-
tive, consumer products, for Veyance Technologies Canada.

Most consumers, do-it-yourselfers, and even many techni-
cians are unaware of the fact that at around 90,000 kilome-
tres, approximately 80% of the belt life is gone, and there 
are still many technicians that check for cracks on belts as a 
sign of wear. On older neoprene belts this is fine, but today 
most belts are made with EPDM technology and don’t crack. 
In this instance, it is good practice to use one of the free belt 
wear gauges provided by the major belt manufacturers or 
download a free smartphone app.

According to the Car Care Council, one in five vehicles 
on the road today needs a new belt. Counter staff may be 

Tougher Conditions, 
New Tech

Driving Belt 
And Hose Sales

By Steve Pawlett
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surprised to learn that many warranty 
claim failures on alternators and other 
parts are actually caused by worn or 
improperly tensioned belts. As more 
material is lost, the pulleys ride deeper 
into the belt valleys, resulting in slip, 
noise, and even hydroplaning. A slipping 
belt (shiny or glazed-looking belt) can 
be caused by a worn tensioner, or worn 
or contaminated pulleys. Additionally, 
it’s important to inspect the pulleys for 
proper alignment, because as little as 
one degree of misalignment can cause 
belt chirp. Installing a new belt will only 
temporarily fix the problem, and within 
as little as 5,000 km the belt will begin to 
chirp again if not corrected.

“The new EPDM belt compounds 
have been designed to perform at very 
high under-hood temperatures, which 
have drastically improved the flex 
fatigue properties of the serpentine 
belt. This means that today’s belt may 
perform on an engine application for 
160,000 kilometres or more before rib 
cracking will occur. But although the 
EPDM serpentine belt may not show any 
rib cracks up to 160,000 kilometres, the 
belt may need to be replaced prior to 
this due to rib wear,” says Wheeler.

This means that the failure mode 
of rib cracking, which is easy to detect 
and was the typical failure mode for the 
older neoprene poly rib belts, is no lon-
ger the standard test for detecting worn 
belts. “EPDM belts will require an evalu-
ation of the rib wear in order to deter-
mine if the belt is still operating with no 
issues. This can be done by using a ‘rib 
wear gauge,’ which allows the technician 
to determine if the belt ribs have expe-
rienced significant wear,” Wheeler con-
tinues. “This is important because if the 
belt experiences significant wear, the 
ability to transmit torque efficiently will 
be greatly reduced, resulting in the pos-
sibility of gross slip and/or hydroplan-
ing. (This is the same principle by which 
you check if a tire needs to be replaced, 
by evaluating the wear of the tread.) 
Ultimately, this could cause accessories 
to not function properly, such as a loss of 
power steering, reduction of alternator 
output, etc.”

Dayco recommends that the belt be 
evaluated for rib wear at approximately 
80,000 kilometres (even though it most 
likely won’t show any other signs of fail-
ure), and then during subsequent mile-
age intervals to insure that the belt is 
functioning with minimal rib wear.

Turbochargers are a growth market 
and are becoming increasingly com-
mon. What was once seen as a specialty 
product for imports with small engines 
or heavy-duty trucks is now an attractive 
option for a full range of vehicles.

“In response to this trend, Gates has 
introduced its new line of turbocharger 
hose kits for Ford and Dodge applica-
tions. They are OE-plus and consist of a 
turbocharger hose and T-bolt clamps for 
quick replacement. The hose has a high-
quality silicone cover and a specially for-
mulated fluoroelastomer liner that pre-
vents oil seepage for superior service life 
and excellent heat resistance. The T-bolt 
clamps provide higher torque for bet-
ter sealing over traditional worm gear 
clamps, while the stainless steel band 
and bridge resist corrosion,” explains 
Gates’s Randy Chupka.

Gates OE-Exact Turbocharger Hoses 
for Volkswagen and Audi feature hoses 
with aramid reinforcement for maxi-
mum durability and strength and origi-
nal metal couplings crimped with the 
original calibrated machinery, to resist 
high temperatures, high pressures, and 
oil permeation, and to absorb vibration 
and shock.

“Jobbers can expect to see more and 
more opportunities for turbo-related 
parts replacement as repairs for turbo-
chargers grow in popularity, and can 
expect more additions from Gates to 
this new line,” adds Chupka.

While under the hood inspecting 
the belts, tensioner, and pulleys, it’s a 
good idea for technicians to thoroughly 
inspect the hoses, because like belts, 
hoses have changed in technology. A 
few years ago, most hose failures were 
wrongly attributed to heat cracking, 
yarn failures, and cold cracks, when the 
real culprit was the result of an electro-
chemical attack on the tube compound 
inside the hose.

“After identifying the problem caused 
by dissimilar metal types in the engine, 
Gates engineers developed a new hose 
that combats this chemical attack. Any 
visible damage (such as soft and spongy, 
ballooning, cracked, or shiny surfaces) 
indicates that the hose is already begin-
ning to fail. If you suspect any signs of 
hose failure are imminent, or if electro-
chemical degradation (ECD) is the cul-
prit with a failed hose, replace the hoses 
immediately – cooling system failure 
is still the number-one engine-related 
cause of a roadside breakdown,” says 
Chupka.

What key facts should counter staff 
share with customers to educate them 
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on the importance of timely belt and 
hose replacement?

The obvious is the preventative 
maintenance factor, to avoid a costly 
breakdown on the side of the road and 
the expensive tow bill that goes with it. 
It’s also important to speak about sec-
ondary damage that can occur such as 
engine overheating, strain on the bat-
tery and other related components, etc. 

“As the car market ages, so do all 
the components.” Not only are the 
belts and hoses aging and reaching the 
end of their lifespan, he says, but other 
components such as pulleys, tensioners, 
alternator de-coupler pulleys, bypass 
hoses are aging as well. “In other words, 
if the belt and rad hose are nearing 
the end of their lifespan, chances are 
the other components are also, as they 
have been working just as long in the 
Canadian climate involving road salt, 
cold winters, debris, etc.”

Jobbers should take full advantage 
of supplier point-of-sale materials and 
seasonal promotions to help drive sales 
by bringing the importance of belt and 
hose maintenance to customers’ atten-
tion.

Annual and monthly promotions 
have always been front and centre with 
Veyance Technologies Canada. Point-
of-sale material includes counter dis-
plays drawing attention to a worn ten-
sioner, comprehensive timing belt kit 
displays showing all wear components 
for consumers, and poster and counter 
mats.

Gates provides counter displays that 
help the store counterperson convinc-
ingly speak to customers about their 
vehicle’s drive system when explaining 
potential repairs. The timing belt drive 
system display educates consumers on 
the benefits of a complete timing sys-
tem repair. The accessory belt drive 
system display shows customers how a 
worn belt interacts with components.

Earlier this year, Dayco added aug-
mented reality-based training features 
to its VIN Scanning smartphone app. 
This new training was created to help 
provide awareness about serpentine 
belt and timing belt replacement jobs, 
and is accessible through the Learning 
Center within the Dayco app. AR train-
ing is a three-dimensional training fea-
ture that gives users the ability to see 
when to replace a serpentine belt and 
what goes into a complex timing belt 
replacement job.

To help explain the need for serpen-
tine belt replacement, Dayco created 
counter mats and flyers that activate 

Dayco Augmented Reality training. This 
innovative training technology is acces-
sible when users hold their smartphone 
or tablet over specially designed Dayco 
counter mats and/or flyers. When this 
is done, the image of an engine “comes 
to life” through the use of augmented 
reality technology, creating a digitally 
enhanced view of the engine.

“Dayco’s 3D training is available for 
serpentine belt drive systems as well as 

complex timing jobs. If a user does not 
possess a Dayco counter mat or flyer, 
that user may still take advantage of 
the training through a video embedded 
within the Dayco app,” adds Wheeler.

Jobbers who take full advantage of 
the sales tools that are now at their dis-
posal can confidently bring the impor-
tance of belt and hose maintenance to 
a customer’s attention and build sales 
in this category.
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Representing the automotive aftermarket (which is valued 
today at more than $470 billion), AAPEX draws in over 
130,000 professionals from around the globe for its four-

day event. Automotive parts wholesale distributors, retailers, 
service chains, jobbers, and service professionals attending 
AAPEX represent billions of dollars in buying power. 

AAPEX runs Wednesday Nov. 4 through to Friday Nov. 6 
at the Sands Expo Center in Las Vegas, and will house nearly 
2,000 exhibitors and approximately 5,000 booths. Educa-
tional seminars will begin Tuesday Nov. 3 and run till Friday 
Nov. 6. For more information, go to www.aapex.com.

AAPEX to Feature New General Session Open to All 
Attendees
The Town Hall breakfast, hosted by the Auto Care Associa-
tion, and the Executive Breakfast, hosted by the Automotive 
Aftermarket Suppliers Association (AASA), the light vehicle 
aftermarket division of the Motor & Equipment Manufactur-
ers Association (MEMA), are both being replaced by a com-
bined new free General Session slated for Wednesday, Nov. 5.

The keynote speaker for the General Session will be Steve 
Forbes, chairman and editor-in-chief of Forbes Media, and 
author of a new book, Money: How the Destruction of the Dollar 
Threatens the Global Economy and What We Can Do About it.

“We are responding to event fatigue that is experienced 
by our members and others throughout the industry, as time 
has become a more precious commodity,” says Kathleen 
Schmatz, president and CEO, Auto Care Association. “Every 
product has a life cycle and we had a great run with our Town 
Hall breakfast. But it’s time for a fresh event that can accom-
modate more AAPEX attendees.”

The General Session will be held from 8 a.m. to 8:50 a.m. 
on Wednesday, Nov. 5 in The Venetian Palazzo Ballroom. 

Over 40 Free Educational Sessions
This year’s AAPEXedu will address the most difficult chal-
lenges facing attendees by offering three all-new customized 
programs and more than 40 education sessions, all at no cost 
to attendees. The conferences include the Service Profes-
sionals Program, which will take place throughout AAPEX; 
the Recruiting and Retaining Program on Nov. 3; and the 
REMANedu Conference, also on Nov. 3. Each new program 
within AAPEXedu has been developed using input from vari-
ous segments of the automotive aftermarket. 

The Service Professionals Program will feature more than 
20 education sessions, facilitated roundtable discussions, 
and in-booth technical demonstrations and networking on 
the AAPEX exhibit floor. The National Automotive Service 
Task Force (NASTF) Fall 2014 General Meeting on Nov. 5, 
from 1 p.m. to 4 p.m., also is part of the Service Professionals 
Program, as is the AVI Training Conference on Nov. 3 and 
Nov. 4. A fee and registration is required for the AVI Train-
ing Conference. 

The new Recruiting and Retaining Conference is designed 
to address a common challenge for many attendees: finding 
and keeping good employees. The conference will feature 
expert-led education sessions, a panel discussion on develop-

ing millennial leaders, and a spotlight on highly successful 
outreach and recruiting programs in the aftermarket. 

The REMANedu Conference will feature valuable reman-
ufacturing sessions, an engine remanufacturing panel 
discussion, and remarks by representatives of the Motor 
& Equipment Remanufacturers Association (MERA), the 
remanufacturing division of the Motor & Equipment Manu-
facturers Association (MEMA) and the Auto Care Associa-
tion. 

In addition to these new programs, AAPEXedu will offer 
sessions targeted for distributors, as well as sessions on sales 
and marketing, aftermarket telematics and the connected 
car, technology, and aftermarket trends and forecasts. 

All AAPEXedu sessions will be accredited by the Univer-
sity of the Aftermarket toward the Automotive Aftermarket 
Professional (AAP) and Master Automotive Aftermarket 
Professional (MAAP) designations. To learn more about 
AAPEXedu, visit: www.aapexshow.com/edu. Registration is 
not required for the sessions; however, seating is first-come, 
first-serve. 

The following is just a small sample of what’s available 
to show attendees.
Ready, Blame, Fire! Myths and Misses in Marketing
Speaker: Ira Blumenthal, Co-Opportunities, Inc.
Based on Ira’s book, “Ready, Blame, Fire!”, this energetic 
session focuses on challenging conventional wisdom. Target-
ing the fourteen greatest myths in marketing, attendees will 
learn from history and gain a well-defined understanding of 
the “compelling imperatives” for success in a complex, highly 
competitive business climate. The focus of this session is on 
business development, quantum leap growth, alternative 
channels of distribution, and marketing success.

Brand Building For Your Future
Speaker: Ira Blumenthal, Co-Opportunities, Inc.
Products are consumed. Brands are purchased. In our 
branded world, we make Xerox copies, relax in a Jacuzzi, 
and cover wounds with Band-Aids. From Nike on our hats 
to Starbucks in our cups, branding is critical to business 
development. This session focuses on the philosophy, strat-
egy, guiding principles, and “best practices” to create, build, 
maintain, and manage brand success. Regardless of what 
your title is, everyone is a brand manager. Great examples, 
provocative anecdotes, and purposeful humour make this a 
great session.

2015 Aftermarket Outlook
Speaker: David Portalatin, The NPD Group, Inc.
Last year, consumer driving patterns, retail pricing, and both 
new and used car sales activity emerged as factors influenc-
ing automotive product sales. At this year’s Aftermarket 
Outlook, David Portalatin, executive director of industry 
analysis, NPD, will reveal how sales in 2014 measured up to 
expectations, share insights into consumer attitudes that will 
shape the coming year, and provide his outlook on sales for 
2015. Insights and analysis will be derived from examining 

2014 AAPEX Show November 4-6, 2014
Sands Expo Center, Las Vegas, Nevada
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a wealth of economic trends, consumer 
research, and product sales data, includ-
ing the 2015 Consumer Outlook Survey. 
In its ninth annual edition, these survey 
results will once again be unveiled for 
the first time exclusively to AAPEX 
attendees.

Commercial Vehicle Trends (GVWs 
3-8) — Where is the U.S. and Canadian 
Commercial Vehicle Market Headed?
Speaker: Gary Mateer, IHS Automotive
Hear the details about the changes tak-
ing place in the commercial vehicle 
market and how these changes will 
shape the future market. This session 
is designed to highlight major trends 
gleaned from IHS’ industry-leading 
commercial vehicle profile. This profile 
can identify trends into who is buying 
commercial vehicles, what they are using 
them for, what features they contain and 
where the market is going on a regional 
and fleet-size basis. These work trucks 
have very specific business requirements 
that are impacted by government regu-
lations and business factors, but they 
remain the lifeline for the movement of 
goods from point A to point B. Do you 
have the information to help you make 
good business decisions in this highly 
competitive market segment?

Marketing to Multicultural Customers
Speaker: Kelly McDonald, McDonald 
Marketing
Our marketing environment has 
become more complex, and customers 
have become more sophisticated. Diver-
sity marketing in the new norm doesn’t 
simply mean racial diversity. Diversity 
comes in many forms; gender, race, age, 
lifestyle, language preference, sexual-
ity, and hobbies or special interests are 

all ways in which people’s differences 
are recognized. By recognizing these 
differences and tailoring your message 
or marketing efforts to reflect custom-
er uniqueness, you are validating the 
importance of each group. It may be 
counter-intuitive to focus on differences 
rather than similarities, but this can 
really stretch your marketing muscles 
and bring incremental results.

AAPEX 2014 Mobile App Features New 
Products, Exhibitors, Walking Map
The Automotive Aftermarket Products 
Expo (AAPEX) 2014 Mobile App offers 
many new features to help buyers plan 
on the go for the event, easily navigate 
the show floor, and grow their business 
while at AAPEX. The app, sponsored 
by ZF Services, includes new products 
making their debut at the 2014 AAPEX, 
as well as an exhibitor list searchable by 
exhibitor, product, and brand. A Walk-
ing Map with a Booth Visited feature 
and a Locate Me option is designed 
to help attendees orient themselves on 
the show floor. The app also features 
an interactive floor plan, a guide to the 
more than 40 AAPEXedu sessions and 
speakers, and a personalized planner. 

“We feel this app offers an innova-
tive way of communicating directly to 
the attendees of AAPEX, providing 
relative company- and product-specific 
information,” says Mark Cali, product 
management and marketing manager, 
ZF Services. 

The free app is available for Android, 
iPhone, iPad, and any other mobile 
Web-ready device. To download the 
AAPEX Mobile App, go to www.aapex-
show.com/app. When downloading the 
app from iTunes or Google Play, buyers 
should search “AAPEX 2014.” 

BRAKES

www.monroebrakes.com
© 2014 Tenneco

A Complete
Line of

Quality Brake
Products

FROM A NAME
YOU TRUST

®

The Monroe Brakes brand offers
dependable stopping solutions

for today’s import and domestic
passenger cars and light trucks.

Scan the Code • Link to the Video
Learn how to properly inspect and install brake pads
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SHOW PREVIEW

The Specialty Equipment Market Association Show 
(SEMA) draws the industry’s brightest minds and hot-
test products to one place, the Las Vegas Convention 

Center. Last year, SEMA drew more than 60,000 domestic 
and international buyers. 

With displays segmented into 12 sections, last year’s New 
Products Showcase featured nearly 2,000 newly introduced 
parts, tools, and components. Dealers, jobbers, installers, 
and other specialty equipment industry enthusiasts attend-
ing SEMA 2014 will benefit from the many seminars, product 
demos, and special events put on throughout the show.

The SEMA Educational institute (SEI) free and “Pay-to-
Attend” courses provide an excellent opportunity to learn 
first-hand what trends will affect your business. More than 
50 free education courses and several “Pay-to-Attend” edu-
cational events will cover everything from online marketing 
to customer service, management, and industry trends. The 
courses are designed to give attendees the practical tools 
that they can implement the day they return from Las Vegas. 
Visit www.semashow.com to see the entire list of educational 
events. The following is just a small sample of what’s available 
to show attendees. 

Emerging Markets & Trends: 20 Questions: Examining 
the Economic Climate
Presented by Tim Gallagher, The 2020 Network, and Dr. Bill 
Watkins, Center for Economic Research and Forecasting at Cal 
Lutheran University

When Dr. Bill Watkins starts talking about the economy, 
no one is checking their Facebook page. And when he’s done, 
there are dozens of posts you have not read yet, because Bill 
talks about the complicated world of economics in a way you 
can understand. A former banker, he has been an economist 
for the past 20 years and is often cited on CNN, Fox Business 
News, The Wall Street Journal and Los Angeles Times. Dr. 
Watkins is director of the Center for Economic Research and 
Forecasting at Cal Lutheran University in Thousand Oaks, 
Cal. He also chairs the Master’s in Economics program. 
In this program, Bill will be questioned by Pulitzer-Prize-
winning former journalist Tim Gallagher.

2014 SEMA Show November 4-7, 2014
Las Vegas Convention Center, Las Vegas, Nevada

$26175
Jobber

Starting at

• Unique model specific design 
• 1/2” thick rubber to reduce sailing  
• Rust proof aluminum frame
• Easy to assemble, remove, and re-install 

Purchase any set of mud flaps and receive a 
FREE display package including stand, signage, 
and literature!

Product not included.
Display part number 90127

rockstarmudflaps.com
(888) 463-6214 
Start Selling Today!

• Bright White LED’s
• Die Cast Aluminum 

Housing 
• Stainless Steel 

Mounting Hardware 
• Waterproof 
• Long Lasting

START SELLING TODAY! 
(888) 291-3450 

SEE VIDEOS AT WWW.ACILEDLIGHTS.COM

18w & 42w Spot 
LED Light Display
Part Number 80965

Jobber

$5175

90° Flood
PN 90083

1200 Raw Lumens 2800 Raw Lumens

60° Flood 
PN 90067 PN 90051

42W LED Lights18W LED Lights

8° Spot

25° Spot
PN 90099

Jobber Jobber

$3971 $8696

The BEST VALUE in 
Work/Off-Road LED Lights!
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Business Innovation: 10 Economic, 
Political, and Tech Trends That Will 
Affect Your Business Tomorrow
Presented by Gene Marks, The Marks Group

Join Gene for an interactive presenta-
tion where he explains what today’s win-
ning companies are doing to make sure 
they’re earning big profits tomorrow.

Super Session: Innovation 
Workshop: Innovate Differently 
to Attract Gen X & Y Auto 
Customers: 5 Foolproof Rules

The world is more complex than 
ever and the auto world is continu-
ing to evolve, with Gen X and Gen Y 
consumers becoming increasingly more 
relevant. Join GfK for an enlighten-
ing session where we introduce “Five 
Foolproof Rules” to understand cultur-
ally and attitudinally what’s different 
about these cohorts, how to creatively 
address their needs, and not only how, 
but why to adjust your innovation pro-
cess to meet their unique demands. This 
session is jam-packed with both thought-
provoking, short-segment insights and a 
hands-on, interactive workshop to give 
you great opportunities to share innova-
tion expertise and ideas.

Enhanced Transportation Hubs Ease 
SEMA Show Navigation

The 2014 SEMA Show will feature two 
new transportation hubs that will help 
showgoers easily and efficiently navigate 
the annual trade show.

All shuttle and taxicab pickups/drop 
offs for the LVCC will be at one of the 
new transportation hubs, which will be 
specifically designed to make it fast, 
easy, and safe for SEMA showgoers to get 
in and out of the event. The locations of 
the transportation hubs will be:

Gold Pavilion: Located near the 
LVCC North Hall, just across Paradise 
Road.

Silver 4: Located near South Hall, 
in the parking lot to the east of the 
Renaissance Hotel parking structure.

SCORE Brings World’s Top Desert 
Racers to 2014 SEMA Show

SCORE International is bringing the 
thrill and excitement of its legendary 
flagship event, the Baja 1000, to the 2014 
SEMA Show. Off-road activities will take 
place in Las Vegas, Nev., throughout the 
week of the SEMA Show, culminating 
with the 2014 SCORE Baja 1000 live 

race-qualifying event.
The SEMA Show SCORE Baja 1000 

Experience will include a 70,000-square-
foot desert racing exhibit outside of 
the Las Vegas Convention Center’s 
South Hall. On display will be dozens 
of Baja 1000 Trophy Truck and Class 
1 race vehicles, exhibits from leading 
off-road and desert racing companies, 
the SCORE transporter, a huge stage, 
a massive SCOREvision where SCORE 
Dirt Live HD will be streaming, press 
conferences, autograph sessions and an 
interactive SCORE Baja pit crew compe-
tition area.  

Celebrities At SEMA
Celebrity appearances at SEMA are 

always a popular draw, and this year’s 
selection is top-notch. Show attend-
ees can see the likes of Von Hot Rod 
Pinstriper – Master of the Fine Line; 
Rich Evans, designer and fabrica-
tor from TruTV’s Motor City Masters; 
Chelsea Meissner, CBS hit show Survivor 
Season 24 One World Finalist; Dennis 
Anderson, driver and originator of the 
Monster Truck Grave Digger; Jonathan 
Elkins, Pro Lite driver in the Lucas Oil 
Off Road Racing Series; Casey Currie, 
Short Course Off Road Lucas Oil and 
Torc Champion; Kevin Byrd, Two Guys 
Garage, Overhaulin’, Rides, Payback 
and his LSMS; Mario Andretti, rac-
ing legend with 111 wins including the 
F1 World Championship; Brad Cadena, 
Texas high-performance diesel builder, 
drag racer and customizer; Courtney 
Hansen, host of Power Nation; and 
Arlen Ness, American V-Twin icon and 
“Godfather” of custom motorcycles, to 
name a few. For the full celebrity sched-
ule, go to www.semashow.com and click 
on celebrities.

2014 SEMA Show November 4-7, 2014
Las Vegas Convention Center, Las Vegas, Nevada

“Duck Dynasty” star Willie Robertson appeared 
in the Line-X booth at the 2013 SEMA Show.

VDO: 
coverage,  
quality and 
peace of mind

VDO - A Trademark of the Continental Corporation

When you choose VDO,  
you can be confident  
you’ve made the right call. 

VDO door system 
components are ready-to-
install, right out of the box, 
restoring original equipment 
function and performance. 
The right parts, the first 
time, every time. That’s 
peace of mind. That’s VDO. 

•  Power Window Motors  
and Gear Kits

•  Power Window Regulators

•  Power Window Motor and 
Regulator Assemblies

•  Door Lock Actuators

For more information,  
call: 800-564-5066 or email: 
salessupport-us@vdo.com

www.vdo.com/usa

Scan for 
more info:

Ask about our

Door Systems 

2015 Catalog.
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For the Counterperson September 2014

Motor Oil
Ultra-Thin Is In

By Steve Pawlett

Working towards impending 
requirements for greater fuel 
efficiency and lower emis-

sions, OEMs are looking at every-
thing that will help – and one of the 
key elements is creating more fuel 
efficiency in the engine through the 
use of thinner oils.

“Improving fuel economy and 
complying with stringent worldwide 
government regulations and stan-
dards to reduce greenhouse gas emis-
sions are the main reasons behind 
the shift to lower-viscosity-grade engine oils, while maintain-
ing durability,” explains Jaideep Sarnaik, an engineer at the 
Veedol technical office’s India facility. 

“Some of the ways of achieving better mileage can be 
by reducing vehicle weight, improving aerodynamics, con-
version to hybrids and electric vehicles, etc. But the most 
proven method of both improving efficiency and reducing 
GHG emissions is through engine oil viscosity reduction by 
using appropriate base oils, viscosity modifiers, and other 
performance-enhancing additives,” adds Sarnaik.

“There are going to be some major changes to motor 
oils in both the passenger car and heavy-duty diesel arena,” 
explains Blaine Sherwood, a chemical technologist with 
Irving Blending & Packaging.

“The industry is now gearing up for the new CK 4, which 
will be licensable by 2016. With further emissions regula-
tions being passed through the Environmental Protection 
Agency, heavy-duty engines are being designed to produce 
lower emissions. These changes will put higher stress on oil, 
and thus new formulations are necessary to ensure engine 
life longevity. Included in the changes are specialized addi-
tive technology to reduce engine wear, deposit control, 
tighter shear stability, and reduction of sulfated ash,” adds 
Sherwood.

In the passenger car arena, the industry is gearing up 
for the launch of GF6 in 2016. “Engines today are getting 
smaller, more efficient, and more powerful due to turbo and 
multi-valve designs. The oils need to be formulated to work 
within stringent tolerances that will be covered by the new 
GF6 guidelines. Some of the attributes of these new oil for-
mulations will be greater fuel efficiency that is dependent on 
a more diverse weight of oil. Another major improvement will 
be that the new formulations will be able to handle higher 

heat tolerances produced by these 
smaller engines. As this technology 
is still being developed, it is difficult 
to determine exact changes, but on 
a high level you can expect greater 
fuel efficiency, rise in synthetic offer-
ings, increased wear protection, and 
environmental stewardship,” explains 
Sherwood.

The current CAFE (Corporate 
Average Fuel Economy) standard for 
average required fuel economy is 34.9 
mpg. In 2016, this requirement will 

go up to 37.8 mpg. By 2025, all vehicles and light-duty trucks 
sold in the United States will have to post 54.5 mpg of fuel 
efficiency, a near-doubling of today’s approved mileage 
standard. They will also have to produce significantly lower 
emissions as well.

To meet those standards, carmakers are pushing engine 
designs to improve fuel efficiency and reduce emissions. 
Honda is the leader of the OEM pack that is pushing the 
limits on oil viscosity and smaller, direct injection engines. 
These smaller-displacement engines are being placed in 
mid-sized vehicles. These are very high-tech engines that 
work much more powerfully than before.

Design advances like these are placing unique challenges 
on oil blenders, as these new thin ILSAC GF-6 motor oils 
have to meet stringent specifications. In fact, some engine-
makers, like Honda, are now producing engines that can 
operate on oils that are going to be even thinner than the 
0W-20/SAE 20 motor oils that will be coming out in 2016 
under the ILSAC GF-6 specifications.

Honda has developed engines that operate on oils that 
will have a 0W-16 viscosity grade approved by the SAE. By 
going to a thinner oil, it is easier for the engine to run, less 
energy is required to pump the oil around the engine, and 
there is less resistance to movement of engine parts within 
the oil, which in turn improves fuel economy. But the oil film 
between moving parts like bearings, or where the cams meet 
the lifters, gets thinner, so you also tend to get more wear.

“The main difference is the reduction of high-temper-
ature high-shear viscosity (HTHSV). SAE16 has the lowest 
value of HTHSV at 2.3 cP against 2.6 cP by SAE 20,” explains 
Sarnaik.

“Engine oil tends to shear in a running engine. HTHS 
occurs in various parts like bearings, piston rings and the 
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Alain Jacques of Nordiques Inc., 
Quebec City, Que.

2013 Counterperson of the Year

Do you know who the 
Best Counterperson is?
The 2013 Jobber News Counterperson of the Year Award seeks to reward the  
very best of the frontline workers in the Canadian automotive aftermarket.

Do you know who the 
Best Counterperson is?
The 2014 Jobber News Counterperson of the Year Award seeks to reward the  
very best of the frontline workers in the Canadian automotive aftermarket.
Anyone can nominate a counterperson, and anyone is eligible.
Evaluation and selection of the winner will be made on the basis  
of experience, training, as well as customer and store owner comments. 
While not mandatory, participation in and organizing of training clinics, 
proficiency in computer cataloguing programs, and professional 
certifications such as Red Seal and ASE Parts Specialist will all be 
considered strongly in a nominee,s favour.

Formally named the Abe Schwartz Counterperson of the Year  
Award, it is named after the late owner of century-old British Auto 
Supply in Toronto, who worked behind the counter for more than  
half a century.

I nominate:__________________________________

Who works at ______________________________________ 

Address ___________________________________________

Phone (______)_____________________________________

My Name ________________________________________

Company __________________________________________ 

Address ___________________________________________ 

Phone (______)_____________________________________

The reason I believe this nominee deserves this award is:

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

Nominate your choice online at www.autoserviceworld.com or complete and mail the form below to:
 Jobber Awards c/o Counterperson Award, 80 Valleybrook Drive, Toronto, ON M3B 2S9 or fax to 416-510-5140.

Please use a separate sheet if you require additional space

The 2014 Jobber News Counterperson 
of the Year Award is sponsored by:

www.epicor.com
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valve train. Proper HTHS viscosity ben-
efits in engine wear and fuel economy. 
Oil should form a protective film, but 
at the same time it should not be too 
thick, [which can] result in energy loss. 
HTHS plays an important role in fuel 
economy and durability of the engine,” 
adds Sarnaik.

SAE16 is already the new viscosity 
classification that has been added to 
the SAE J300 standard as a lighter-
weight alternative to SAE 20 and other 
non-winter engine oil grades. Oils used 
in this grade will have a viscosity of 
either SAE 0W-16 or SAE 5W-16. SAE 

XW-16 viscosity-grade oils should pro-
vide significant fuel efficiency benefits 
in engines designed to run on low-
viscosity engine oils.

Viscosity of engine oil can impact 
fuel economy. A lower viscosity grade 
can help reduce pumping losses and 
provide improved fuel economy; how-
ever, if the oil is too thin, excessive 
wear can result. The correct balance 
between viscosity and wear is therefore 
critical to maximizing fuel economy 
and providing excellent wear protec-
tion.

“The viscosity of oil is one of its most 

important characteristics. An engine 
has a massive amount of internal mov-
ing parts; each one of these relies on 
film thickness to prevent metal-on-met-
al contact. It is very important to follow 
the OEM recommendations on what 
type and grade of oil to use in a vehicle; 
the manufacturer has chosen these 
to optimize performance in that spe-
cific engine.  If the oil is too light, the 
result will be increased wear within the 
engine. When the oil is too heavy, the 
oil will cause the engine to work harder, 
which will increase heat and decrease 
fuel economy. Your vehicle’s oil has 
been specifically chosen to optimize 
engine operation; going against the 
manufacturer’s suggestions does not 
only cause internal damage but could 
also void warranty,” explains Sherwood.

Key differences between GF-5 and 
GF-6 and GF-6B that jobbers need to 
know:

When GF-6 standards kick start in 
2017, to avoid confusion amongst users, 
ILSAC GF-6 will actually be split into 
two potential specifications: GF-6A 
and GF-6B. The principal difference 
between the two categories of oils con-
cerns viscosity grade and HTHS per-
formance.

GF-6A will be backwards compati-
ble, meaning that it can act as a straight 
replacement for GF-5 and can be used 
in all applications currently approved 
for GF-5. They will be represented by 
the Starburst/Certification Trademark, 
and would provide a new performance 
level of engine oil for spark-ignited 
internal combustion engines.

GF-6B will be completely unrelated 
to GF-5, and will be even lower viscos-
ity, leading to a unique formulating 
approach where the base oil selection, 
the balance of additives, and the viscos-
ity modifier will all be critical aspects. 
The proposed GF-6B oils would provide 
the same performance as GF-6A, but 
with the aim of lower HTHS to deliver 
potential fuel economy benefits. This 
offers the possibility of potential GF-6B 
oils operating at viscosity ranges of 
less than 0W-20 once these new viscos-
ity grades are defined and accepted by 
SAE.

With even greater emphasis on fuel 
economy due to dramatic increases 
in CAFE targets (54.5 mpg by 2025), 
viscosity grades for modern engines 
will continue to go lower in the future. 
Vehicle owners should be advised to 
always read and follow the vehicle own-
er’s manual for the correct engine oil, 
to maximize fuel economy and per-
formance while achieving long-lasting 
engine durability.
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BRAVING THE FORCE OF MOVEMENT

www.klondikelubricants.com

THE PERFORMANCE OF A LIFETIME, EVERY TIME.

Originally formulated to keep heavy duty industrial machinery 
going in the toughest conditions and harshest climates, and now 

engineered specifically for your vehicle.
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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 
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.

Marketplace

Buy. Sell. Employ. 
Search.

Jobber News  
Marketplace Classifieds
Reach Key Aftermarket Players.
Across Canada. Every month.
From less than $150 a month.

For more info, contact the  
publisher at  

aross@jobbernews.com or  
call toll free from Canada  

1-800-268-7742 ext. 6763, or from 
the U.S. 1-800-387-0273  

ext. 6763.
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Editorial
Comment

I n the world of unintended consequences, some recent research by J.D. Power 
and Associates has to rank highly, when it revealed that customers who visit 
service facilities less often have a worse experience than those who visit more.

For years, automakers and those who supply them have worked diligently to 
lessen the consumer’s dependency on service. The thinking behind this would 

seem obvious: if consumers regularly declare that taking their car in for service is 
akin to a visit to the dentist, then reducing the number of painful visits should be 
welcomed, leading to happier customers and a better ownership experience.

The trouble is that it’s not quite working out that way, because simply reducing 
the number of service visits doesn’t really address the real reasons consumers dread 
them: cost.

As noted in the survey, average visits per year have dropped from 2.9 to 2.4, which 
really means that an increasing number of car owners are only seeking service twice 
a year instead of three times. In addition, there are also cars out there that have a 
recommended service interval of once a year, which would drive this average down 
even farther.

To make this continually lengthening service interval a reality has involved a 
whole new level of technology introduced over the past few years, from the automak-
ers’ own engineering departments as well as those of their suppliers. Those who 
create the electronics, drivetrain systems, engine parts, lubricants, and coolants, to 
name just a few, have all complemented vehicle manufacturers’ own developments, 
together pushing the need for regular service farther and farther down the road.

This is an admirable goal, and in keeping with our theme here, has succeeded in 
making consumers dread service visits more than ever.

As we are all learning, the longer you wait, the more will need to be done, and 
the more it will cost. And, in advance of each visit, they will likely also worry a lot 
more about what that bill might be. 

It puts the aftermarket into a difficult position. In order to build the satisfaction 
level of its customers, a service provider has to communicate the benefits of more 
frequent visits while the tide of technology and service practices is turning the other 
way.

Doing this effectively requires some special communication skills, training, and 
tools. Too often these are not present in the technician/owner; and many service 
advisors have not been afforded the proper training or tools to be effective in this 
role. Too often the service advisor is looked upon by owners as a necessary evil, and 
by technicians as a second-class member of the team.

Nothing could be further from the truth. It has been shown time and time again 
that those with effective, trained service advisors have higher average invoices and 
higher satisfaction scores from customers.  

Paradoxically, the current trend of sliding service occasions has dramatically 
ramped up the importance of that service communication role. 

This is not a new issue. Many of us in the industry have been working to get more 
shops to understand the importance of the service advisor for years, and to hire, 
train, equip, and compensate them accordingly.

Wouldn’t it be funny if it were the increasingly complex technology that pushes 
our technicians to the limit, that actually caused shop owners to finally understand 
the critical importance of the service advisor?

Talk about your unintended consequences.
—Andrew Ross, Publisher and Editor aross@jobbernews.com

UNINTENDED 
CONSEQUENCES

NEXT MONTH

Special Safety Month 
Focus: Batteries, Brakes, 
Exhaust, plus 
Engine Tech: Rebuilding 
Tips and Bodyshop 
Business Tools.

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

Twitter: Andrew Ross (@
JobberNews)

www.autoserviceworld.com
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We’re tearing away perceptions of  
late-model, high-tech parts.

Is the O.E. dealer the only place to turn for late-model, high-tech parts? 
They sure want you to think so  — but CARDONE has another solution.  
 
Our products go through a rigorous re-engineering process, often result-
ing in improvements over the original design...but at a much lower cost. 
Each product is also backed by our industry-leading technical support,  
ready to help with any installation questions or concerns at 888-280-TECH. 

TM

Stay up-to-date with our new product offerings at cardone.com.

Electronic Brake  
Assemblies

Electronic  
Calipers

Electronic Brake 
Pedal Simulators

ABS  
Modules

Glow Plug 
Controllers

EGR  
Valves

Camshaft  
Position Sensors

EGR  
Coolers

Oil Rail  
Repair Kits

Hybrid Drive 
Battery

Come see us  
at AAPEX  

Booth #4261
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The new name for 
quality, safety and 
performance.

The Federal-Mogul Vehicle Components Division 
has been renamed Federal-Mogul Motorparts.  
We continue to serve global OE manufacturers 
with innovative brake friction products – found 
on 7 of the top 10 vehicle models in Europe 
and the best-selling vehicle in North America – 
as well as chassis and wiper components.  We 
are a leader in the global aftermarket with our 
premium brands including MOOG®, Fel-Pro®, 
Champion®, ANCO®, Wagner® and Ferodo®.  
For more than a century, our products have 
been designed and engineered around the 
principle that vehicle safety and performance 
matter most. Our unrelenting focus will be to 
ensure that Federal-Mogul Motorparts builds on 
this heritage of quality.

federalmogul.com

Quality. Safety. Performance. 
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