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NACE | CARS 2015 
Returns To Detroit

Following a successful 
NACE | CARS 

Conference & Expo in 
July, the Automotive 
Service Association 

(ASA) has announced 
NACE | CARS 2015 will 
once again be held in 
The Motor City, July 

23-25, 2015, by popular 
demand.

*    *    *

Mahle To Unveil 
TechPRO At AAPEX 

Mahle Service 
Solutions will provide 
demonstrations of the 
company’s automotive 

maintenance equipment 
and tools at its AAPEX 

booth #2661 on 
Wednesday, November 
5 at 10 a.m. and 2 p.m., 
and again at the same 

times on Thursday, 
November 6. Mahle 

Service Solutions product 
experts will also be 

available for individual 
product demonstrations 

throughout the show.

Canadian Shop Among 
“Head Of The Class” Winners

Roy and Beth McNeill of Don McNeill 
Enterprises, Ltd., Elmsdale, Nova Scotia, have 
won the Auto Care Association (formerly 
AAIA) North American “Head of the Class” 
Award in the Repair Shop category.

Kathleen Schmatz, president and CEO, 
Auto Care Association, says, “This year’s win-
ners represent a wide range of company cat-
egories and sizes, which demonstrates that 
businesses of all types can introduce and 
implement education and training programs 
to meet the professional and personal needs of 
our auto care industry family. In each case, the 
companies have noted improvements in team-
work, morale, sales, and customer satisfaction 
while at the same time reducing turnover.”

Automotive Aftermarket E-Learning Centre 
Ltd. president and CEO Bob Greenwood 
pointed out that this was not an easy task for 
the McNeills because, like all shops in North 
America, a culture shift had to take place in 
management and employee thinking starting 
with a professional inspection-driven shop, then 
the results had to be measured and proven. 
It required focus with clarity and execution 
with discipline. Independent automotive service 
shops submitted their business financial criteria 
and best practice development strategies to the 
Auto Care Association and had to prove that 
their investment in management and staff edu-
cation had dramatically moved their business 
forward financially as well as developed a posi-
tive and professional business culture. 

The 2014 winners, designated by auto care 
category, are:
•   Repair Shop: Don McNeill Enterprises, Ltd., 

Elmsdale, Nova Scotia, Canada
•   Manufacturer:  Gates  Corporation,  Denver, 

Colo.

•   Warehouse  Distributor  (Large):  The  Auto-
Wares Group of Companies, Grand Rapids, 
Mich.

•   Warehouse  Distributor  (Small):  Olympus 
Imported Auto Parts, Alexandria, Va.

•   Jobber:  Eau  Claire  Auto  Parts,  Eau  Claire, 
Wis.

•   National  Service  Chain:  Sears  Automotive, 
Hoffman Estates, Ill.

•   Retail: Advance Auto Parts, Roanoke, Va.
•   Manufacturers’  Representative:  N.  A. 

Williams Company, Atlanta, Ga.
Winners were selected based on the edu-

cation and training practices of the com-
pany, including what prompted the company 
to invest in training, the types of training 
accomplished, the initial goals, their experi-
ences, results of the training, and any future 
plans. Each of the winning companies exhib-
ited a dedicated and continuing investment 
in enhancing the quality and level of learning 
and skill development for employees in their 
companies.

Vast-Auto Distribution Ontario 
Holds 3rd Annual Golf Tournament
In September, the Vast-Auto Distribution 
Ontario team met with channel partners at 
the Nobleton Lakes Golf Course for its third 
annual golf tournament. The event proved a 
great success, as $6,000 raised during the tour-
nament was unveiled and donated to the High 
Five for Kids Program. 

Manitoba Meetings Yield 
Apprenticeship Resource

Apprenticeship Manitoba has produced a 
comprehensive six-page document outlining 
provincially registered trades, trade profiles, 
employer incentives and grants, available tax 
credits, apprenticeship initiatives, and indus-
try services.

The thorough resource, with information 
specific to the aftermarket industry, was the 
result of negotiations and discussions held in 
May with Apprenticeship Manitoba and AIA 
Canada that were attended and led by division 
chair Steve Petruskavich and fellow Manitoba 
division members.

“The production of this valuable resource 
was a direct result of the hard work put for-
ward by the Manitoba Division,” says Jason 
Kerr, AIA director of government relations. 
“We met with the department officials at 
Apprenticeship Manitoba on May 8 and iden-
tified the need for a clear and concise docu-

Bob Greenwood (L) with Beth  and Roy McNeill, win-
ners of the Auto Care Association “Head of the Class” 
Award in the Repair Shop category.
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ment outlining all of the available government 
resources.”

“While the information isn’t new, it is 
tailored specifically for small to medium-
size businesses in the aftermarket industry 
that could directly benefit from the wide 
array of grants, incentives and programming. 
Apprenticeship Manitoba worked on the proj-
ect over the summer and put together the final 
document,” says Kerr.

The resource document, titled Apprentice-
ship Manitoba Program Information, is posted 
on the members’ section of the AIA Canada 
website. If you would like to have a copy 
emailed directly to you, please contact Jason 
Kerr at jason.kerr@aiacanada.com.

2014 Auto Care Association 
Impact Award Winners Announced
The Auto Care Association has announced the 
2014 recipients of its Impact Award: Four for 
the Future, which annually honours four after-
market professionals age 40 or younger, who 
have made remarkable contributions within 
the aftermarket industry.

The award was created in 2010, and is 
administered by the Auto Care Association 
Marketing and Communications Committee 
on behalf of the association, with support from 
the Young Auto Care Network Group (YANG).

The 2014 winners are:
• Brandi Gardner, AutoZone
• Michael Rukov, One Stop Parts Source
• Danielle Sonnefeld, N.A. Williams Co.
• Jessica Wynn, Federal-Mogul

“These four shining stars represent the 
best of young ambition, promise, and pro-
fessionalism in the auto care industry,” says 
Kathleen Schmatz, president and CEO, Auto 
Care Association. “We are honoured to recog-
nize them with our Four for the Future Impact 
Awards, applaud the impact they’ve already 
made, and look forward to their bright futures 
in the auto care industry.”

The four winners were selected by the 
Auto Care Association Marketing and 
Communications Committee during their 
recent meeting at Fall Leadership Days in 
Boston, Mass. The recipients will be recog-
nized during the YANG Networking Education 
Session at AAPEX on Wednesday, Nov. 5 at 
3:45 p.m. in Galileo Room 901 at The Venetian 
in Las Vegas, Nev. They will also be featured 
in the AAPEX Express and Auto Care Insider 
magazine.

Automotive Specialty Sales Hit 
$33B in 2013

In 2013, sales of automotive specialty-equip-
ment products reached $33 billion – a 6.7% 
increase over the previous year, according to 
the 2014 SEMA Annual Market Report. The 
figure represents the fourth consecutive year 
of growth.

“The report indicates that the marketplace 
has continued to move in a positive direction 
overall,” says Chris Kersting, SEMA president 
and CEO. “This research suggests that the 
industry made smart, timely moves during 
the recession, and that those moves have paid 
off for many companies. Specifically in 2013, 
the specialty-equipment market produced the 
highest growth since the recent recession.”

The automotive specialty equipment market 
began to see an upswing in 2010, when sales 
totalled $28.60 billion – a 2% increase over the 
previous year. Sales reached $29.99 billion the 
following year, representing a growth of 5% 
over 2010. Sales in 2012 reached $31 billion – a 
4% increase from the previous year.

Again, the growth in 2013 is largely attrib-
uted to a growth in the street-performance 
niche. Accounting for 26% of sales with $8.72 
billion, the street-performance niche repre-
sents the largest niche in the industry.

“The renewed focus on performance mod-
els by the OEMs has helped drive interest in 
this segment,” Kersting says. “New models, 
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such as the Scion FR-S; redesigns, 
including the 2015 Mustang; and 
high-performance packages, such as 
the Hellcat Challenger, have inspired 
the industry and consumer alike to 
aim for increased performance.”

Also noteworthy in the study is the 
light-truck market, which continues 
to rebound with 8% growth in 2013 
– the market’s best sales year since 
2007. New truck sales continue to 
climb amid anticipation for major 
redesigns to several flagship pickups.

“We see the 2014 SEMA Show shap-
ing up to be the biggest yet as indus-
try optimism continues to build,” 
Kersting says. “Attendance is trending 
upward, and buyers will see more 
exhibitors and products than ever on 
the show floor.”

E-Tailing Is Fastest Growing 
Aftermarket Retail Sector

E-tailing is the fastest growing retail 
sector in the automotive aftermarket, 
and becoming a significant revenue 
stream for auto parts sales, accord-
ing to E-Tailing in the Automotive 
Aftermarket from the Auto Care 
Association. This ground-breaking 
new online study analyzes the online 
retail market for sales of aftermarket 
parts, and serves as the foundation 
for the Auto Care Association to pro-
vide a unified estimate of online sales 
within the aftermarket.

Results of this research can be 
used to:
•   Provide  a  comprehensive  sizing  of 

the online retail parts sales market;
•   Establish  a  single  industry  data 

point for e-tailing;
•   Understand  trends  in  automotive 

parts e-tailing;
•   Set  a  baseline  to  compare  against 

future category growth; and
•   Provide  benchmarks  for  member 

companies to determine online 
share.
In addition to the full report, the 

research also will be available in these 
four modules: 
•   Executive  Summary  provides  an 

overview of all the key compo-
nent study findings, which include 
insights from the market sizing, 
repair shop/installer and consumer 
research.

•   Market Size and Growth  totals  the 
dollar volume of replacement parts 
sold via e-tailers for 2013 in con-
sumer dollars.

•   Repair  Shop/Installer  Survey 
Results include an in-depth analysis 
of repair shops’ usage of e-tailing 
within their individual businesses.

•   Consumer/Vehicle  Owner  Survey 
Results examines DIY automotive 
consumers and their e-tailing hab-
its.
“Very  little  solid  data  existed  on 

the size and makeup of the e-tailing 
channel, until now,” says Kathleen 
Schmatz,  president  and  CEO,  Auto 
Care Association. “This first-of-its-
kind study, produced by the Market 
Intelligence team of committee vol-
unteers and staff, provides unprec-
edented insight into e-tailing pur-
chase behaviours across multiple 
industry sectors, and the impact of 
these trends on the entire auto care 
industry.”

IMR  Inc.  and  The Martec  Group 
were commissioned by the Auto Care 
Association to perform the research 
and modules for this report. Each ver-
sion of the report is priced differently 
for Auto Care Association members 
and non-members. For pricing and 
more information, visitwww.autocare.
org/etailing.

Monroe Shocktober 
Promotion

From  September  1  through Oct.  31, 
2014, the Shocktober mail-in offer 
enables consumers to get four quali-
fying Monroe or Rancho shocks or 
struts for the price of three through a 
participating vehicle service provider 
or parts store. Consumers who qualify 
for the rebate will receive by mail a 
rewards cheque equal to the lowest 
cost unit, up to the current suggested 
list  price.  Visit  www.monroe.com  for 
program rules and restrictions.

Epicor ListingExpert 
Solution Now Available For 

Amazon.com
Epicor Software Corporation has 
announced that the Epicor ListingEx-
pert solution is now available to help 
automotive aftermarket professionals 
establish and manage eCommerce 
sales on the Amazon.com global mar-
ketplace.

Epicor ListingExpert enables parts 
businesses to quickly and easily list 
virtually any automotive aftermarket 
product on the Amazon eCommerce 
platform. The solution automates the 
process of assigning the appropri-
ate Amazon Standard Identification 
Number (ASIN) for a listed prod-
uct and generates a detailed descrip-
tion, product image, and correspond-
ing application information. The 
ListingExpert solution can be inte-
grated with leading automotive after-
market business management soft-
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ware, including the Epicor Eagle, Epicor Vision, and Epicor 
Prism solutions. ListingExpert can also be used in conjunc-
tion with the Epicor Parts Network (formerly AConneX) to 
automatically log online sales, generate pick tickets and ship-
ping labels, and register customer payments.

Automechanika Sets New Exhibitor Record
Automechanika 2014 was once again an outstanding show-
case for innovations from the international aftermarket. 
This year some 140,000 trade visitors from 173 countries 
took advantage of this opportunity to learn about the latest 
automotive products and technologies during the five-day 
fair (from September 16 to 20). On the exhibitor side, the 
fair set a new record with 4,631 companies from 71 countries. 

Show attendees were able to learn about the latest trends 
in alternative power trains, fully automatic digital reception 
processes, energy efficiency, lightweight construction solu-
tions with previously impossible loading capacities, accesso-
ries, customizing, car media, and 3D printing.

“Automechanika has shown itself to be a platform for the 
presentation of important, future-oriented technologies as 
the key to tomorrow’s developments throughout the entire 
automotive aftermarket,” says Detlef Braun, member of the 
Board of Management of Messe Frankfurt.

The commercial-vehicle sector, which was flagged under 
the “Truck Competence” label on over 1,000 exhibition 
stands, and by the associated special shows revolving around 
“Truck Competence,” attracted a lot of interest from show-
goers. 

The “Collision Damage Talk” attracted the largest crowd 
in the Automechanika Academy program, with over 600 
participants. Key players from the insurance business made 
presentations. The event was sponsored by paint manufactur-
ers, who returned to Automechanika after an absence of 12 
years.

Providing insight into future drive systems, more than 50 
alternative-drive-train pioneers from 12 countries presented 
their mobility concepts in Hall 10. In addition to numerous 
electric vehicles, the focus was on the latest developments in 
the fields of motors, electronic systems, lightweight construc-
tion, storage technologies, power supply, charging infra-
structure, financing, basic and advanced training, repair, 
and service. 

Another magnet for visitors was the Galleria, with a wide-
ranging choice of basic and advanced training choices. Over 
650 trade visitors from 36 countries attended the practice-
oriented workshops on collision-damage management. 

The next Automechanika Frankfurt will be held 
September 13 to 17, 2016.
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MARKET 
TRACKER

The number of consumers who install their own car 
battery is on the decline; in fact, the numbers have 
actually reversed. Less than a decade ago, more than 

70% of consumers installed their own car battery. Today, 
almost 70% of consumers now rely on repair shops for 
installation.

This migration away from DIY is mainly due to the 
location of the battery in the vehicle and complex system 
requirements. Many vehicles now require additional steps 
when the battery is replaced. These steps may include 
electrical system management, component flashing and/
or reprogramming. 

“One of the reasons why more consumers are hesitant 
to install the battery themselves is the fact that many 
vehicles have to be flashed after the battery has been 
changed. It’s much more complicated than it used to be,” 
explains Robert Brault, regional sales director (East) for 
Exide Technologies. “For example, if you replace the bat-
tery in a 2010 Honda Civic and don’t flash the system, the 
voltage will be too high and it will burn out the battery in 
a period of about three months.” 

While this new and growing dependency on automo-
tive shops for battery replacement provides increased sales 
opportunities for both jobbers and technicians, the com-
plexity of charging systems on newer vehicles also creates 
new challenges. It can often be difficult for technicians 
to learn the specifics of each vehicle’s charging system 
requirements, as this data is not always readily available.

“Through our analysis of trends at the retail level, we 
have found that consumers tend to migrate towards high-
er product upgrades.  At the same time we have found 
that technicians often miss this window of opportunity,” 
adds Brault.

Today, consumers are better informed and their level 
of expectation is much greater. Fortunately, technology is 
available to support your recommendations. Several tools 
are available that include a battery state-of-health report.

“Battery testing should be part of the vehicle inspection 
that is usually performed during an oil change service. By 
taking the time to test the battery and provide the results 
to the consumer, not only do you provide peace of mind to 
the consumer, but you can also anticipate non-start situa-
tions before they occur. The solution becomes even more 
obvious when the consumer receives a periodic battery 
state-of-health report showing gradual deterioration. At 
some point in time, the decision is inevitable. Either they 
change their battery, or wait a little longer and risk being 
stranded and end up paying for additional services such 
as road assist,” says Brault.

Dealing With Battery Warranty Issues
According To Canadian Energy, education and prevention 
are two of the best tools you have to limit most warranty 
issues. Warranties may seem like a straightforward topic, but 
in many cases they are not. When a battery comes in for a 
warranty issue, the first priority is to diagnose the issue and 
find out why the product failed so you can avoid the issue 
happening again. 

If the issue isn’t with the product, but due to a lack of 
proper testing equipment, improper care, using the wrong 
product for the application, or something else, work with the 
customer to ensure it won’t happen again. 

Battery Is Discharged:
A battery is deemed discharged and not suitable for testing if 
the battery is below 12.60 volts (maintenance-free), or if you 
are getting a specific gravity reading below 1.260 per cell.

Complex Technology 
Driving Battery Sales 
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Introducing the
NEW smart battery
testing solution -

the B2Q Battery Tester
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exide.com (905) 817-1773

Solution: Charge battery to achieve 12.60 volts, and a spe-
cific gravity reading of 1.260. You can load-test the battery 
when the battery is 100% charged.

Battery Has One Dry Cell:
This is an indication of two things: either the battery has a 
shorted cell, or there is a puncture somewhere on the cas-
ing, usually caused by a pebble getting into the battery tray 
during use, or from installers not cleaning out the battery 
tray before installation. The pebble will sit there while the 
application vibrates, and will eventually create a small hole.

Solution: Pour water into the dry cell and wait a couple sec-
onds; if the battery starts leaking then there was user error, 
and no warranty should be issued. Put a load on the battery 
using a carbon pile load tester if the cell does not leak. You 
should see bubbling in the cell, which indicates a short cell. 
Free replacement warranty should be issued in this case.

All Cells Are Dry In The Battery:
This is an indication of overcharging, or neglect to water the 
battery. No warranty should be issued.

Battery is overcharged:
There are a few distinctive indicators of overcharging. In 
flooded batteries, all the cells will be dry, or the electrolyte 
will be extremely muddy or black-looking. In AGM batteries 
the distinctive indicator is case bulging, labels melting off 
the battery, or the plastic around the posts are melting.

Frozen Batteries:
The battery’s cells (or one cell) will be frozen, or the case will 
be cracked due to thermal expansion. No warranty should 
be issued.

Solution: (If the battery has not cracked) Bring the battery 
inside, and let it thaw at room temperature. Once the battery 
has thawed, and hopefully hasn’t cracked, place on charge. 
(Never attempt to charge a frozen battery).

Battery Cells Have Varying Specific Gravity Readings:
Check each individual battery cell. Specific gravity should 
not vary more than .050 (or 50 points) between cells. If a cell 
varies more than 50 points, charge again. If this difference 
remains it could be an indication the cell with lower specific 
gravity reading has failed or could fail soon.

Terminal Damage:
If the battery returned for a warranty check has damage to 
the terminals, melted posts or broken, no warranty should 
be issued.

Shorted Cell:
If the battery is maintainable, look into the cells while load 
testing. If one of the cells bubbles, and the voltage cata-
strophically drops off, there is a short. Replace battery.

continued from page 10
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B
rake part sales across Canada and the United 
States are skyrocketing as consumers choose 
to keep their vehicles longer and spend more 
on parts and service. According to a recent 

Frost & Sullivan report on the North American 
brake pads and shoes aftermarket, brake pad sales 
reached approximately 89.2 million units in 2013. 
The increasing average age of vehicles will continue 
to drive the aftermarket for brake pads, rotors, 
drums, and calipers.

NEW TECHNOLOGY, SAFETY CONCERNS

BOOSTING
PREMIUM BRAKE COMPONENT SALES
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As the definitive leader in innovative, best-in-class 
ceramic disc pad braking solutions, Akebono is proud 
to manufacture 100 percent of our aftermarket pads in 
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facebook.com/akebonobrakes

FACTORY INSTALLED

270+
M O D E L S

OEM BRAND OF CHOICE

The world demands them.

The USA builds them.
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“With lower scrap rates and the improved durability of 
newer vehicles, we are seeing an increase in the average age 
of light vehicles in Canada,” explains Terry Heffelfinger, 
vice-president, product development, R&D, and quality, 
Brake Parts Inc. “This bodes well for the aftermarket in 
Canada and specifically, brake components. The consumers 
that are keeping their vehicles longer have a stronger willing-
ness to perform regular maintenance, using premium brake 
products to bring their vehicles back to ‘like new’ condition 
and braking performance. Professional inspection and ser-
vice are key factors for longer vehicle life, performance and 
reliability.”

“Regardless of the age of the vehicle, when it comes to 
brakes, they are number-one as far as safety requirements are 
concerned for any vehicle, and even more so as the car ages,” 
adds Ernie Fields of Promax 
Auto Parts Depot. “Jobbers and 
technicians should always point 
out to the customer that high-
er-quality premium brake pads 
are the only way to go, regard-
less of the age of the vehicle.”

“I do think there is an excel-
lent opportunity here for job-
bers, but it all depends on how 
it is presented to the techni-
cian, and how the technician 
presents this to the customer,” 
explains Kevin Fleury, sales 
director for Transbec Inc. “The 
technician has to sell the job 
and the value of going with a 
premium brake. There are a 
lot of premium brake pads now 
available at mid-level pricing. 
For example, our Bremson pads and rotors are positioned as 
a premium product but [carry] a mid-level grade price. 

“Most brands of brake pads, shoes, and rotors on the 
market today meet or exceed current safety standards. The 
questions that have to be asked and the factors that have to 
be considered include the type of vehicle, the type of driving 
conditions, and what the consumer’s needs and performance 
expectations are – for example, low dust and sensitivity to 
noise,” explains Dean Weber, vice-president of sales and mar-
keting for Proforce Automotive.

“With consumers looking to stretch their dollars, it only 
makes sense to use premium pads and rotors, which gives 
longer life to their braking system and reduces the frequency 
of brake service work. As an example, the new Raybestos 
brand Element3 brake pads with enhanced hybrid technolo-
gy provide 35% improved wear capabilities. For an optimum 
brake job and to get the longest life from a brake system, it is 
important to pair premium pads with premium rotors,” adds 
Heffelfinger.

“Our Promax Brake pads now come with the option of 
hardware included, and this added feature is really taking 
off now, because most customers don’t mind spending a few 
extra dollars for the new hardware, and technicians prefer to 
use new hardware because they can do a better brake job and 
reduce the risk of comebacks,” explains Fields. 

Taking the time to educate customers on the benefits of 
investing in premium brake components, by showing them 

the difference between inferior and premium brake pads 
and rotors, makes the sale that much easier. 

“I have a customer in the Maritimes who took me to one of 
his technician customers that had the most complete show-
room as far as POP material went. He had samples of defec-
tive parts and new parts as well as inferior-grade brake parts 
and superior grade parts, all on the wall. He would do a five-
minute clinic with each customer and inform them about 
what was going on with their vehicle,” explains Fleury. “He 
also had two Geo Metros that were exactly the same except 
one had worn-out shocks, a loose ball joint, and the cheapest 
brakes he could find. He would have customers drive both 
vehicles on his lot and compare braking distances. He was 
able to demonstrate and teach his customers the true benefit 
of using premium-quality brake components.” 

“Yes, an inferior brake pad doesn’t cost a lot initially, 
but it will in the long run. When you want to come to an 
emergency stop and your brakes fade and stopping distance 
increases by 15% or more, the proof is in the pudding. 

This technician was able to put 
something together where he 
was able to show and teach his 
customers the true benefit of 
using premium quality brake 
components, allowing him to 
sell a premium brake job every 
time,” adds Fleury.

It’s a well-known industry 
fact that the decreasing service 
life of vehicle parts will contin-
ue to support demand for brake 
components. For example, 
brake rotors wear more quickly 
now, as they have become light-
er and thinner and need to be 
replaced more often.

“The thought is that a newer 
vehicle owner will be more 
prone to purchase a premium 

brake product than a vehicle owner with a much older 
vehicle, for obvious reasons. Again though, jobbers and 
technicians need to ask the pertinent questions on driving 
habits, owner’s expectations and/or needs, affordability, and 
other factors. More vehicles are open-wheel, and the wheel is 
more relevant in the appearance of the vehicle, so a coated 
premium rotor that resists rusting and a premium ceramic 
pad that offers low dust may be two influential purchase fac-
tors,” explains Weber.

“Since they are such a wear item, brake rotors, more so 
than brake pads, have become the race to the bottom,” adds 
Fleury. Brake pads now have a lot of new technology, so job-
bers and technicians are able to upsell them. But rotors are a 
piece of steel with no moving parts. What you see is what you 
get. That being said, there are a lot of parts stores in a fight 
based on price, and it becomes one big race to the bottom 
when it comes to brake rotors.”

With the recent introduction of coated rotors, jobbers 
and technicians now have a reason to upsell customers to a 
premium rotor.

“Transbec and Promax were among the first Canadian 
manufacturers to bring coated rotors to the market. When it 
was introduced about a year ago, the market wasn’t ready for 
it. No one believed in it. But now, coated rotor sales are huge, 
and continue to grow,” adds Fleury.

“I can’t begin to tell you about the interest in our coated 
rotors,” adds Promax’s Fields. “There are weeks that go by 
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that we sell more coated rotors than we do any of the others. 
They have really taken off.” 

Probably the biggest reason for this growth is price. 
Before, many of the premium lines used to coat the hub and 
the edges, but the price was practically triple the cost of a 
second-line rotor and customers would simply not spend the 
money on them. 

“Promax’s coated premium rotor is made with 20% more 
pure steel in the rotor and is less than half the price of other 
premium rotors out there. If you can get a premium rotor 
that is coated for an extra $10 or $15 that will not rust, it’s 
now an easy upsell. We also recently added coated brake 
drums to our line,” adds Fields.

“Premium pads can offer better braking performance, 
[as well as] better control of noise, vibration and harshness 
(NVH). Lower dust and longer pad and rotor life can also be 
a benefit to the consumer. Probably the biggest trend now in 
rotors is coated Geomet rotors. They offer a better appear-
ance for open wheel, resistance to rusting, and overall better 
performance and longer life,” adds Weber.

“Too often the counterperson or service writer gravitates 
to offering the lowest-priced brake products to the consumer 
to avoid confrontation over price. The consumer will typi-
cally make the right choice when the front line staff takes the 
time to explain the differences between economy and premi-
um brake components, such as better stopping performance, 
improved wear and better heat dissipating characteristics, 
which can contribute to improved safety of the vehicle and 
its occupants. When you consider the cost per mile of a pre-

mium brake job, it’s an easier sell,” adds Heffelfinger.
“When selling a coated rotor, you are not selling an auto 

part,” says Fleury. “We try to get our customers to get that 
out of their head. You are not selling a brake job, you are not 
selling an auto part, you are selling profitability. There is no 
other way to improve a brake rotor, and it works at all levels 
of the distribution chain. It works for the jobber selling to 
the mechanic, and it works for the mechanic selling to the 
customer. It’s one of our fastest-growing lines.”

“When a customer comes in for a brake job and is looking 
at two rotors on the counter and one is a top of the line – best 
steel possible, perfect fin count, the whole nine yards – and 
the rotor next to it is just as good but it’s coated so it won’t 
rust, the customer is going to choose the coated rotor.

“The service advisor can explain all the factors about the 
two rotors, but when they see the coated rotor, which has 
that visual difference right there and you tell them it will not 
rust and will last a lot longer and make your vehicle look a 
lot better, this is especially attractive for all these vehicles that 
now come with beautiful mag wheels where you can see the 
entire braking system. If they can’t see it, can’t feel it, or can’t 
touch it, a lot of times they think it doesn’t exist. But with the 
coated rotor you now have an added value over other rotors 
that they can see and you can sell,” says Fleury.

Clearly the aftermarket has done a good job of respond-
ing to changes at the OE level with products that properly 
replicate the fit, form, and function of original parts and 
even go beyond OE quality. With an aging car parc, and con-
sumers now more willing to maintain their vehicles in like-
new condition, demand for premium pads and premium, 
coated rotors remains high and will continue to gain market 
share from lower-priced parts.
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Growing Demand 
For Quality Driving 
Chassis Part Sales

As the move towards parts consolidation and light-
er-weight components to meet impending CAFE 
(Corporate Average Fuel Economy) requirements con-

tinues to grow, the frequency of chassis component repair is 
increasing and is resulting in aftermarket parts distributors 
fielding requests from technicians for higher quality replace-
ment parts. (CAFE is a U.S. initiative with increasing mileage 
benchmarks set for 2016 and 2025 that is nonetheless affect-
ing Canada).

“Stabilizer links, ball joints, and control arms are going 
through the most radical change. The move to lighter mate-
rials and smaller designs has put additional strain on today’s 
suspension systems, and these components have taken much 
of the greatest change,” explains Scott Stone, vice president, 
sales and marketing for Mevotech.

 “If the customer is a shop owner or technician, the pri-
mary concern is that the part be a brand they know and 
trust. Many technicians have used specific brands their 
entire careers because those parts have helped 
protect their reputations and customer 
relationships. Gaining customer loy-
alty is harder than ever, so pro-
fessionals are very reluctant 
to change or cut corners 
by using lower-quality 
parts. They also 
u n d e r -
stand 

the liability that can come with the failure of a safety-related 
part – which steering and suspension components certainly 
are,” explains Mark Boyle, director, steering and suspension 
products, Federal-Mogul.

“It should first be noted that there is no official standard 
for quality, materials or performance for chassis parts, even 
though they are considered to be ‘critical parts.’ Many 
people within the distribution chain, all the way down to 
the consumer, think that all chassis parts are created equal 
and the only variable is the price. Not so,” says John Thody, 
president and CEO of XRF Inc.

“In most cases, you don’t get what you don’t pay for. 
Everyone claims that their parts meet or exceed OEM speci-
fications, but when asked what the specification is for a part, 
they haven’t a clue.”

“Selling higher-quality parts requires knowledge into the 
characteristics that make those parts better. For example, 
a do-it-yourselfer might wonder why one tie rod end or 

ball joint for a given application is 
priced higher than a cor-

responding part that 
comes in a white 

box or is from 
a secondary 
brand. The 
d i f ference s 
b e t w e e n 
those parts 
can be sig-
nificant – 
and they can 

affect the cus-
tomer’s safety 
and long-term 
sat i s fact ion,” 

adds Boyle.
“Here are a few 

questions to ask. Is 
the ball joint in the con-

trol arm made by the same 
company whose name is on the box? 

Are the control arms forged or cast? What 
grade of steel or aluminum is used? Heat treat-

ment? To what degree, where and what type of heat 
treatment? Gauge of steel used in stamping-type control 

By Steve Pawlett
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MARKET FEATURE

arms? Are the sharp edges cleaned to prevent technicians 
from cutting their hands?” explains Thody. “At XRF, we have 
identified 116 feature points, but in real life, the consumer 
doesn’t care about that; he simply wants to know if the part 
is any good. We answer that with a Million Mile Warranty.” 

“We recently conducted side-by-side tests of dozens of 
Moog steering and suspension components and the corre-
sponding parts from a competitor. In the competitor’s ball 
joint for a popular application, neither the ball nor stud had 
been induction-hardened, which reduces the part’s strength 
by 50%. On the Moog part, both the ball and stud were 
induction-hardened, making it significantly longer lasting,” 
says Boyle.

“On a popular tie rod end, the competing part wore so 
quickly that the customer may experience noticeable socket 
looseness in less than one year of service, compared to more 
than five years of premium performance from the Moog 
part. The competitor uses an old socket technology that’s 
known for poor durability, while the Moog socket features 
our coated metal ‘gusher’ bearings and full-ball stud, which 
provide excellent durability and low socket torque. These 
are differences that aren’t apparent to the naked eye, so the 
customer relies on the counterperson for this information,” 
points out Boyle. “Remember, the lower-priced part becomes 
a whole lot more expensive when it fails and you’re facing an 
unhappy customer across the counter.”

“These days, bushings, brackets, stabilizer links, and even 
unitized control arms require more maintenance and check-
ing than ever before. The repair cycle for these components 
is more than the industry average, and the trend will con-
tinue for the next few years, as CAFE targets get even more 
challenging to hit,” adds Stone. “This definitely means that 
jobber inventories will need to expand to keep up with the 
increasing repair cycle of today’s suspension systems. Jobbers 
will continue to face the pressure of expanding SKU counts, 
as the OE manufacturers scramble to make each model year 
more fuel-efficient than the previous, and as they make parts 
more fragile to meet CAFE regulations.”

According to a recent study by Frost & Sullivan on the 
North American linkage and steering parts aftermarket, 
the control arms segment is poised to offer the highest 
growth to 2017, growing at a compound annual rate of 8.9%. 
Jobber stocking strategies will have to be extremely aggres-
sive in order to fully capitalize on this growing opportunity. 
The market has already seen a big proliferation of SKUs, 
and changes in the design elements are moving the busi-
ness towards more unitized components, so two things are 
happening at the same time. Jobbers have to embrace the 
importance of aggressively stocking many numbers of con-
trol arms, which are bigger and bulkier than ball joints, so 
stocking space also becomes an issue.

“In the mind of the consumer, he thinks that maybe the 
cheap part may not last as long as the good one, but he 
wants to save a little money. But when the part fails a short 
time down the road, he will have additional issues,” explains 
Thody. “The guy he bought the control arm from is no lon-
ger in business, and suddenly he has no warranty. Even if he 
is still around and he offers a free replacement control arm, 
the customer will still have to pay the labour. This cost will 
far exceed the price difference of buying a good one from 
the beginning.” Furthermore, he continues, “We often find 

when a part fails prematurely, it also causes ancillary dam-
age. There can be damage to the rack and pinion, or the CV 
shaft, or even body damage. Cheap things are dear at any 
price.”

“At XRF we benchmark-test many of our competitors’ 
parts. Particularly on the low-cost parts, we find many incon-
sistencies in materials and heat treatment. We see design 
features that are there purely to reduce cost, not to increase 
strength, durability or safety,” adds Thody.

“Choosing a low-end product that comes from question-
able sources can be very risky in many situations. What do 
you know about the quality of the steel that was used in the 
part? What durability tests, if any, were used to validate the 
part? We have encountered many components from other 
sources that experience physical failure or breakage during 
side-by-side testing with Moog parts. Imagine what could 
happen if a vehicle’s ball joint or tie rod end breaks during 
operation. These are safety parts, above all,” says Boyle.

“The WD who buys a part in a box at a price, wants to 
know what the price is, what’s the warranty, what’s the order 
fill rate? I was told by one major WD that they don’t even look 
at a line unless the failure rate exceeds 5% of sales. That’s 
like five plane crashes every hour at an international air-
port.” That’s not good enough, says Thody. “I spend a great 
deal of time with the technicians and every time I ask them 
what they expect from a chassis part, the answer is always the 
same: ‘No grief, and I keep all my fingers.’”

OEMs are very much trying to meet their CAFE require-
ments and lighter-weight components are a big part of those 
efforts, so by light-sizing their vehicles, they are light-sizing 
the designs for some of these control arms as well. However, 
using different types of materials, such as aluminum alloys, 
in order to get the weight out of the vehicle can cause the 
suspension system to become more susceptible to wear and 
tear. When a vehicle equipped with an aluminum unitized 
control arm hits a pothole, there is a strong chance that it is 
going to be damaged or get out of spec.

“Control arm assemblies are not necessarily ‘high wear-
ing’,” says Boyle. “Rather, they are becoming an increasingly 
popular repair solution for many applications, due to the 
complexity and extra time required with installing a replace-
ment ball joint over a new bushing on an original control 
arm.” 

In many cases now, the best value for the consumer is to 
install a complete assembly rather than charge for the added 
labour needed to replace individual components.

“Consumers are not looking for long-term reliability. They 
are wishing for long-term reliability, but they are looking 
for an affordable price. And herein lies the manufacturer’s 
conundrum. How do we deliver a durable, safe component 
that will not be destroyed on installation, at a price the con-
sumer can afford to pay? History has proven over and over 
again that quality never goes out of style. At XRF, we have 
chosen the course of safety first, then find creative ways to 
reduce the cost of sales and distribution to arrive at a price 
the consumer can afford,” says Thody.

“Demand is increasing, road conditions in the weather 
markets are deteriorating, and the opportunity for higher 
than average growth remains in the chassis category. This is 
one of the great product categories to be in from an after-
market perspective,” adds Stone.

The challenge for many jobbers will be successfully 
navigating between the demands of the growing car parc of 
aging vehicles and the increasing needs of the newer vehicle 
segment. Finding the sweet spot in both segments will guar-
antee continued channel growth.
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Soaked in our proprietary 
9-cleaning-agent formula, 
these extra large 10” x 12” 

wipes are built to withstand 
vigorous scrubbing and 
your toughest messes.

BIGGER. 
STRONGER.

Our tough wipes are the 
perfect tool to knock out 

grease, oil, tar, scuff marks, 
brake dust and other 

messes to make 
clean-up on and off the 
job quicker and easier. 

The fi nal touch that shows 
you went the extra mile 

to make sure 
everything is perfect.

TOUGHER.

THE WORLD’S
TOUGHEST
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1.800.846.7325

LEARN MORE @
tubotowels.com

TOUGHEST
WIPES

LED Headlamp Technology
Philips Automotive North 
America has released its new line 
of Philips LED headlamps for 
direct replacement applications 
on a wide range of vehicles with 
traditional 5 x 7 in. rectangular 
and 7 in. round sealed beam 
headlamps. These new DOT-
compliant LED headlamps fea-
ture the same Philips LUXEON Altilon 
LED technology used in the latest luxury 
vehicles, to deliver high-powered lighting 
performance. The LED design delivers 
a lifetime that is 50X longer than stan-
dard incandescent sealed beam head-
lamps and helps create a “split-lamp” 
appearance that offers a unique look, 
whether the lamp is off or on. Philips’ 
new 5 x 7 in. rectangular LED headlamp 
(Part # LED01X1) is a direct replacement 
for 6052, 6053, H6054, and HP6054. 

The 7 in. round LED headlamp (Part 
# LED02X1) replaces 6014, 6015, 6016, 
and H6024. The headlamps are built 
with a military-grade, die-cast aluminum 
housing for maximum durability, poly-
carbonate lens to prevent yellowing and 
scratches, a hardened epoxy coating to 
resist vibration and shock, and a water-
proof, breathable design that allows heat 
to escape and prevents condensation.
Phillips Automotive
www.philips.com

Cabin Air Filter Line
Denso has released its 2014 First Time Fit 
Filter Catalogue. Focusing just on cabin 
air filters, this catalogue includes 189 
cabin air filter part numbers that cover 
115.6 million units in operation. The 
expanded Denso product line provides 
coverage for the following makes: Acura, 
Audi, BMW, Buick, Cadillac, Chevrolet, 
Chrysler, Dodge, Ford, GMC, Honda, 

Hyundai, Infiniti, Jaguar, Jeep, Kia, Land 
Rover, Lexus, Lincoln, Mazda, Mercedes-
Benz, Nissan, Porsche, Scion, Subaru, 
Toyota, and Volkswagen. To maintain 
optimum air quality in the vehicle, 
cabin air filters should be checked and 
replaced approximately every 12 months.
Denso
www.densoautoparts.com

Fluorescent Aerosol Paints 
PlastiKote Premium Fluorescent paints 
are available in five effervescent colours: 
Stop Light Red (FL-6), Go Green (FL-
7), Pink (FL-8), Caution Orange (FL-
9), and Yellow (FL-10). These durable 
aerosols are effective for use as safety 

markings and warning signs and can 
be sprayed on both interior and exte-
rior surfaces as well as a wide range of 
materials. 
Plastikote
www.PlastiKote.com

Chassis Parts, Control Arms, Bearings
Mevotech has 
a n n o u n c e d 
a release of 
over 260 new 
SKUs of chas-

sis parts, control arms and bearings 
that addresses both domestic and for-
eign-made vehicle needs. This release 
demonstrates Mevotech’s commitment 
to bringing advanced technology to the 
aftermarket with X Factor features such 
as reinforced forgings and heavy duty 
ball joint construction. There are also 
SKUs that incorporate Mevotech’s Labor 
Saver technology, designed to save time 
and make installation more convenient 
for technicians. This release is part of a 
monthly product launch schedule that 
will see Mevotech continue to bring 
thousands of new parts to the market. 

The release includes the Stabilizer Bar 
Link Kit for the 200813 Dodge Ram, 
Control Arm and Ball Joint Assembly for 
the 2014 Mazda 6, Control Arm and Ball 
Joint Assembly for the 201214 Audi A6/
A7, Wheel Bearing and Hub Assembly 
for the 200913 Nissan Murano/Quest, 
and Wheel Bearing and Hub Assembly 
for the 20012013 Chevrolet Caprice.
Mevotech
www.mevotech.com

NEW PRODUCTS
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PARTNERS IN YOUR SUCCESS

CONTACT LISTS ON-DEMAND 
Improve your reach and boost revenue with 
Scott’s Contact Lists On-Demand – over 12 million 
North American business contacts. Great for direct 
mail, fax, telesales and email campaigns.

EMAIL MARKETING SERVICE 
Improve conversion rates with Scott’s Email 
Marketing Service. We’ll help target your most 
valuable audience, design engaging emails, deploy 
your message, measure results, and provide you 
the leads that showed interest in your brand.

DATA SERVICES
Maximize your database potential and improve 
ROI using Scott’s Data Services: Data Hygiene, 
Data Appends, Database Management, Custom 
Research, and more.

Ref: SMSA34H

We’ll Help You Get Started
At Scott’s Directories, we don’t just help you find and reach 
your target audience.  We’ll help you integrate and enhance 
your customer database, as well as effectively communicate 
with them.

1.877.517.6864
solutions@scottsdirectories.com

ScottsDirectories.com

12 Million+

Looking to Grow
Your Customer Base?
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NEW PRODUCTS

Ken-Tool introduces Heavy Duty Universal Wheel 
Weight Hammer
Ken-Tool has announced the release of its Heavy Duty 
Universal Wheel Weight Hammer (pn 35359). The new 
hammer is designed for installing and remov-
ing clip-on wheel weights for light to heavy-duty 
trucks. The hammer is 12 
in. (30.5 cm) long and fea-
tures a 2.5 lb (28 oz/794 
g) cast steel head – nearly 
twice as heavy as comparable wheel 
weight hammers. It has a non-marring, replace-
able polyvinyl strike face that is 1.50 in. (3.8 cm) 
in diameter, a 34% larger strike area than a typical 
7/8-in. diameter hammer. The hammer’s greater 
mass and large strike face allows a technician to 
efficiently install the wheel weight with a single 
blow. The fibreglass handle uses a shock-resistant, ergonomic 
design to provide technician comfort with or without gloves, 
and to reduce fatigue. It is designed for use in a heavy-duty 
commercial environment with a rubber grip that resists com-
mon shop chemicals. It is four times stronger than a typical 
wooden handle, with improved longevity.
Ken-Tool
www.ken-tool.com

Web-Based Repair & Diagnostics
Motoshop Technology Tools has updated MotoLOGIC Repair 
& Diagnostics, a Web-based tool for automotive technicians. 
MotoLOGIC now includes OE repair and diagnostic informa-
tion through model year 2014 vehicles from the following 
major manufacturers:
• Chrysler vehicles, including Dodge, Jeep, and Fiat
•  All  General  Motors  vehicles,  including  Buick,  Chevrolet, 

and GMC
• Ford vehicles including Lincoln
• Honda vehicles including Acura 
In addition to its updated OE information for model year 
2014 vehicles, MotoLOGIC now has auto-complete function-
ality for its search capabilities and an expansion within the 
QuickSpecs feature. MotoLOGIC is available from Motoshop 
Technology  Tools,  a  product  portfolio  from  Advance  Auto 
Parts, Inc. 
MotoLOGIC
www.motologic.com

A/C Compressor Oil For Hybrid Vehicles
Tracer  Products  has  introduced  TP-9775-0008  Hybrid  A/C 
Compressor Oil for use in all hybrid vehicles. This OEM-based 
ester lubricant provides excellent lubricity and compressor 
protection, while its high dielectric properties help reduce 
the risk of shock hazard to technicians. Packaged in a conve-
nient 8 oz. (237 ml) easy-pour bottle, this formula is ideal for 
technicians who prefer adding oil to a compressor prior to 
installation.
Tracer Products
www.tracerproducts.com

p 26-28 Products.indd   28 14-10-07   2:22 PM

http://www.ken-tool.com
http://www.motologic.com
http://www.tracerproducts.com
http://www.shradercanada.com
mailto:sales@shradercanada.com


p 29 AIA ad.indd   29 14-10-07   2:23 PM

http://www.becarcareaware.ca


30 JOBBER NEWS / OCTOBER 2014

For the Counterperson October 2014

Heavy-duty diesel engines are asked to perform under 
extremely harsh conditions and keep running for hun-
dreds of thousands of miles, without complaint. And of 

all the parts within the engine, none takes as much abuse as 
the piston. 

Consider the conditions under which a typical diesel pis-
ton operates. It reaches a peak speed of between 4000 and 
5000 ft/min. in normal operation. That translates to about 
100 kilometres per hour, which doesn’t sound like a lot until 
you realize it accelerates from a dead stop to 100 km/h to 
dead stop twice per revolution, or 
over 80 times per second at 2500 
RPM – that’s a peak acceleration of 
over 3000 Gs.

Until recently, the material of 
choice for internal combustion and 
diesel engine pistons was alumi-
num. Aluminum offers a number 
of advantages: it’s light, it manages 
combustion temperatures well, and 
pistons made from aluminum are 
easy to manufacture in large quan-
tities.

However, beginning in 1999, 
diesel engine emission regulations 
significantly altered the operating 
conditions inside the combustion 
chamber. Temperatures and pres-
sures increased significantly, neces-
sitating a re-evaluation of what 
material was the optimum choice 
for diesel pistons.

A better design for today’s 
engines 
Initially what manufacturers came 
up with was a two-piece, articu-
lated piston with a separate steel 

crown and an aluminum skirt. The piston pin fit through a 
free-floating aluminum skirt and attached to a forged steel 
crown. This worked well, but engineers found that the alu-
minum skirt actually wasn’t needed at all – an all-steel piston 
was the optimum solution.

Steel offers many significant advantages compared to 
aluminum, including its strength. Ring land wear is not a 
concern with steel, and steel pistons expand at a similar 
rate to the engine bore. However, steel weighs more than 
aluminum, and steel pistons are much more difficult to 

It Takes a Super Piston to 
Survive in Today’s Diesel 
Engines By Jay Wagner

Senior Heavy Duty Product Specialist, Mahle Aftermarket Inc.
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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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Enhanced bore bead design for robust  
combustion seal loading.

Patent-pending pushrod guide hole 
design reduces potential for premature 
wear of pushrods that can lead to engine 
oil contamination.

Highly advanced embossment 
technology creates increased spring 
force to provide a more robust sealing 
contact – under extreme loads and 
everyday use.

Precisely controlled thickness  
of proprietary FKM rubber coating  
in all critical sealing areas.

Engineered to accommodate  
engine overbore.

Exhaustive R&D. 
Strength & Innovation. 
Superior Sealing. 

Fel-Pro PermaTorque® MLS 
innovative multi-layer head 
gaskets for Power Stroke® 6.0L 
diesel engines. 

Only Fel-Pro® delivers.
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Designed to seal an engine that  
generates higher horsepower,  

increased combustion pressures  
and extreme temperatures.

manufacture than ones made from alu-
minum. One-piece steel pistons have a 
very distinctive appearance. First, you’ll 
notice the absence of a skirt. In its place 
are two “runners” down the sides. Next, 
you’ll notice the piston is black all over. 
That is a special phosphate coating that 
provides lubrication during operation, 
and rust control before installation. It is 
undesirable to have a steel pin riding in a 
steel bore; steel against steel creates wear 
issues. Usually, you want to have steel 
running against babbit or tin plating. 

Initially the solution was to use a 
bushing inside the bore to create a wear 
surface, but the newest generation of 
pistons replaces the bushing with a high-
tech phosphate coating. The phosphate 
coating enables the piston pin to ride 
without bushings and acts as a sacrificial 
lubricant. It provides protection against 
wear for well over 1.6 million kilometres 
of operation. Another distinctive feature 
that is not so visually apparent is that the 
pin bore is “profiled.” Normally, a piston 
pin bore is straight. If you view a cutaway 
of the bore on a steel piston, you would 
see that it is slightly trumpeted, increas-
ing its diameter as it goes towards the 
outside of the piston. 

This is needed since although you 
have a massive 60 mm piston pin, it still 
flexes minutely as it is subjected to the 
enormous forces acting on it. As the 
piston begins to rise on the compression 
stroke, the centre of the pin is pushed 
up and the ends are cocked down. The 
trumpet shape allows this flexing to 
occur without squeezing the lubricating 
oil film out, allowing for metal-to-metal 
contact. The profiling retains an oil 
layer, and compensates for the flexing.

Another feature that is not readily 
apparent is the “shaker plate” oil cooling 
design. Aluminum pistons were able to 
provide adequate temperature control 
for the piston, with squirters directing 
cooling lubricant at the open crown. 
Creating oil cooling passages in a forged 
piston is not feasible, so the shaker plate 
acts to retain oil in the crown, helping 
to cool the top of the piston. Two holes 
in the plate allow the oil to drain back 
down into the oil pan. This feature was 
first used on the earlier, two-piece pis-
ton design and adds greatly to engine 
longevity and endurance. Also adding to 
piston life is a special Grafal coating on 
the piston runners that reduces scuffing. 
This is applied over the phosphate coat-
ing, so it isn’t visible to the human eye. 

As I said earlier, one of the few dis-

advantages of steel pistons is weight. 
With the elimination of the skirt, overall 
piston weight can be reduced to the level 
of aluminum pistons. Each piston is very 
highly balanced, ensuring the rotating 
components are all equally matched and 
resulting in a smooth running engine. 

So, what does this mean for the 
aftermarket? 
Well, your diesel repair customers will 
be seeing a lot more of these all-steel pis-
tons when they tear down newer engines. 
And, you’ll be selling more of them to 
ensure the rebuilt engine is returned 
to OE specs. Make sure your customers 
know to examine used pistons in several 
critical areas before thinking of return-
ing them to service:

Piston Top. Check for erosion or crack-
ing. While a visual inspection is usu-
ally adequate, Magnaflux crack testing 
is good insurance and, since the pistons 
are steel, is possible.

Ring Grooves. Rectangular ring grooves 
are fairly easy to measure and evaluate. 
Tapered ring grooves are more difficult. 
Some specialized measuring tools are 
available. But it is always best to check 
the OE engine specifications for accept-
able tolerances for reuse.

Bore Size. Again, check your OE engine 
specifications for acceptable tolerances.

Galling and Scuffing. Visually inspect 
the piston runners for scuffing. Look 
closely inside the pin bores for any indi-
cation of galling. Any scuffing or galling 
would warrant piston replacement.

This new generation of lightweight, 
one-piece steel pistons represents a sig-
nificant engineering accomplishment 
and allows today’s highly efficient, clean 
diesel engines to deliver the promise of 
million-mile service.

Jay Wagner is Senior Heavy Duty Product 
Specialist for Mahle Aftermarket Inc. He has 
been involved in the heavy-duty diesel engine 
industry for over 40 years, including a posi-
tion in his family diesel engine machine shop 
where he attained the position of ASE Certified 
Master Machinist. Wagner joined Mahle 
Clevite in 1993 and has had several responsi-
bilities including overseeing the Clevite engine 
bearing line, heavy duty cylinder components, 
heavy duty gaskets, and brand management 
for heavy duty marketing.
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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.

Introducing Snap Admail™ for small business
Snap Admail™ is 
a fast and easy 
online tool for 

marketing your small business. It gives you a 
variety of design templates to choose from, 
precise ways to target your audience and 24/7 
expert consultation. Plus printing and mailing 
of your message is looked after for you. Let Snap 
Admail™ take the complexity out of marketing 
your business.

Enter promo code 50SAVE4 and SAVE $50* 

on your FIRST ORDER at canadapost.ca/
snapadmail

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

Electronic Inspections are just the beginning!

  HAND CLEANERS

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

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

   TOOLS & EQUIPMENT

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

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

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

  WAREHOUSE DISTRIBUTORS  
  & BUYING GROUPS

Bestbuy Distributors Limited

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

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

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

  AUTOMOTIVE ELECTRONICS
Allan’s Automotive Electronics Ltd.

www.allansautomotive.com
Phone: 780-469-8060
Your Automotive Test Equipment Repair 
Specialist Tool Sales and Service.
We provide service and warranty for most makes 
of automotive test equipment.
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aross@jobbernews.com or  
call toll free from Canada  

1-800-268-7742 ext. 6763, or from the 
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Editorial
Comment

I f you are the parent of school-age children, you’ve probably already missed 
more evening sports helping your offspring deal with homework than any 
adult should have to. After all, when three-year-olds can work an iPad, what 
does your 10-year-old need you to help them for? Don’t they have a calcula-
tor? Seriously.

If you’re going to spend your time working on math problems, you’d be better 
off working on this: should you, as part of the larger aftermarket, be working to get 
your part of the annual $14-plus billion in unperformed maintenance estimated by 
DesRosiers Automotive Consultants, or the much smaller $73 million in business 
that dealers are getting instead of your customers each year, advanced recently 
by J.D. Power and Associates? To me, the answer has to be a resounding “Yes.” To 
both. While duelling statistics don’t necessarily make for compelling dinner table 
conversation, this might be different.

On the one hand, the lure of big numbers is nothing to be sneezed at. Even 
in this age of creeping decimalism, where hundred-million-dollar mergers and 
acquisitions barely make the business pages, $14 billion should be a number worth 
paying attention to. And it stays that way, even when you start breaking it down 
into smaller chunks: based on benchmark behaviour, that’s $207 per invoice, three 
times a year, available to individual businesses. It would nearly double the estimated 
$19 billion share of the service market the aftermarket earned in the same period 
in 2012.

In other words, it’s easy to understand why aftermarket businesses should pay 
attention to it. Yet it has continued to be elusive for many businesses, who are look-
ing to grow the average invoice of the customer even a little. As one service advisor 
told me back in 2012, when these huge figures first began surfacing: “Just because 
we’re not getting the jobs, doesn’t mean we’re not asking. Sometimes customers say 
no.”

And that’s why it’s important to look at that $73 million number; it’s derived 
from customers saying “yes” – just not to the independent aftermarket. It represents 
jobs actually being performed by someone other than your customer, and there 
is every reason to believe that these same customers might be persuaded to bring 
their business to independents.

Of course, it might not represent huge dollars for every shop – since not every 
independent is in a position (geographically or in terms of target market) to go 
after the dealership customer – but it certainly can add up for the jobber.

I did a little math myself: if about 2,000 shops (the top 10% of the general repair 
category) were to get this business, it would amount to about $36,000 a year, or 
slightly over $3,000 a month. Which is nice, though perhaps not enough for a shop 
to reinvent itself to win over.  

The picture gets very different for the jobber. Assuming that half this figure is 
parts, with the other half being labour (minus a markup; these are retail dollars 
after all). Multiply by your 10 best shops who are positioned to gain these customers 
based on focus, quality, and location: that adds up to approximately $100,000 annu-
ally. And because the same marketing methods that your shops deploy to attract 
those dealer customers are bound to attract more general customers as well, that 
figure could go even higher.

In other words, the one with the most to gain from capturing this business 
should be at the vanguard. That means you (and your distribution partners, who 
can do their own aggregate math). 

Sure, keep the $14 billion figure in mind, but don’t overlook that comparatively 
paltry $73 million: think of it as a bird in the hand of the dealer competition that 
is there for the taking.

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

THE NUMBERS GAME

NEXT MONTH

Jobber Technology – 
Putting Data To Work 
For You

Wheel Bearings & Seals

Winter Chemicals & 
Addititves

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

Twitter: Andrew Ross (@
JobberNews)

www.autoserviceworld.com
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After 80 years of quality and innovation, 
Prestone has taken engine coolant 
technology to a whole new level  

• Improved Extended Life 
Technology to keep engines 
running longer in ANY make         
or model

• Prevents Corrosion
• Mixes with ANY color 

antifreeze/coolant 
• Will NOT void the         

manufacturer’s warranty

After 80 years of quality and innovation, 

ADVANCED
 COR-GUARD 
INHIBITORS
FOR ENHANCED

CORROSION
PROTECTION

TM

TM

NOW WITHINTRODUCING 
NEW               with 
Cor-GuardTM Inhibitors

FRAM Group Canada Inc.,
2430 Meadowpine Blvd., Unit 107, Mississauga ON, L5N 6S2
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