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Behr Hella Service
Introduces Alternative
Radiator Line
Behr Hella Service,
a joint venture for
thermal management
between Behr (vehicle air
conditioning and engine
cooling) and Hella
(lighting technology and
electronics), now features
an alternative line of
radiators in a lower price
segment to meet practical
economic considerations.
*

*

*

Wearable Wheel
Alignment Device
The Cartek Group
has announced the
addition of the MultiTek wearable wheel
alignment device to its
family of products. The
Multi-Tek is a lightweight
portable device that is
worn on the wrist or can
be conveniently mounted
to any steel surface via
its sturdy articulating
magnetic mount.
*

*

*

Continental Launches
Free Mobile App
Continental now offers
a free mobile app that
allows easy parts lookup
on the ATE-VDO
Auto Parts Catalogue.
Continental developed
the application for
multiple mobile platforms
in partnership with
Vertical Development and
ShowMeTheParts.
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Uni-Select Inc. Opens
Toronto-Area National Distribution Centre
With over 100,000 square
feet and more than $14
million in inventory, UniSelect’s new Ontario-based
National Distribution Centre will improve the company’s availability of products
to its customers. Over 6,000
different product types
will be available, including
most of the SKUs offered
under Worldparts, Auto
Extra, and the recently introduced Mäktig brand for
tools and equipment.
“We became a key player
by putting the success of
our customers first, and we
remain committed to offering them the finest
services and tools to support their growth,” says
Gary O’Connor, president and chief operating
officer of Uni-Select’s Canadian operations.
“We are really thrilled by this project, which
will allow us to improve the quality of our service and increase the breadth of our product
offering to help them stay competitive in the
market and meet their own customers’ needs.”
Located in Halton Hills, Ontario, the new
Distribution Centre opened January 12, 2015.
The facility will provide improved support to
Uni-Select’s eight major warehouses across
Canada and its over 1000 independent member jobber stores. The new facility will be operated by 15 employees managing in excess of
$15 million in inventory.
“For all of our private label products, our
members can buy direct out of that warehouse.
It’s exciting for them and will save them a lot
of money,” explains Uni-Select regional vicepresident Brendan O’Brien.
The new National DC provides customers with access to a wider range of products
and the capacity to manage higher levels of

inventory. “More accessible
inventory and new product
availability will strengthen
our market position and
provide for more accelerated sales growth, and allow
Uni-Select to optimize the
supply chain to have the
right product solution
at the right place, at the
right time, and at the right
price,” adds O’Brien.
The biggest benefit to
members will be access
to inventory at a very low
cost. Everything out of the
warehouse will be freightprepaid. “We have a dropship program for our members delivering
parts to their door within five days on average,
depending on the destination. We have mix
and match too, with 6,000 product lines in a
variety of categories from brakes to chassis, so
pretty much everything for the most part that
our members order on a regular basis will be
available,” explains O’Brien.
“From my standpoint, I get to reclaim
quite a bit of space back in our Brampton
warehouse, and I get to have an extra 100,000
square feet to support our Ontario members
and those members across Canada, in a business that is heavily dependent on inventory
and is still growing at a phenomenal rate.
“We want to ensure that we have the inventory and that it’s available in Canada rather
than somewhere else. It’s quite challenging
with the phenomenal growth in parts today.
I don’t know how anyone can manage today
without making a considerable investment
in inventory. It’s a much different landscape
today than it was just 10 years ago,” adds
O’Brien.

Uni-Select Enters Into Agreement
to Sell US Automotive Parts
Distribution Activities for
US$340 Million

are not subject to the transaction.
Unless otherwise indicated in this press release, all amounts are expressed in US dollars.
The transaction is expected to close during the first half of 2015 and is subject to
customary closing conditions, including obtaining regulatory approvals. The transaction
has been approved by the Board of Directors
of Uni-Select. The Board considered among
other things an opinion from RBC Capital
Markets that the consideration to be received
by the Corporation under the transaction is
fair, from a financial point of view. The transaction is not subject to shareholder approval.
“We are very pleased with the agreement
and its terms. Building on the momentum of
the positive fourth quarter and Fiscal 2014 financial results to be announced Thursday, today’s transaction unlocks value for our shareholders, strengthens our balance sheet, profit-

Uni-Select Inc. has entered into an agreement
for the sale of substantially all of the assets of
Uni-Select USA, Inc. and Beck/Arnley Worldparts, Inc. to an affiliate of Icahn Enterprises
L.P. at a purchase price of approximately $340
million, subject to adjustments based on the
net tangible book value of assets sold at closing.
The transaction results from preliminary
discussions initiated in January 2015 which led
to the agreement for the sale of 39 distribution
centres and satellite locations, 240 corporate
stores and a total of 2,960 teammates. FinishMaster, Uni-Select’s automotive paint distribution activities, as well as its Canadian automotive parts and paint distribution business unit
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Peterson Manufacturing
to Mark 70th Year In
Business
2015 will mark Peterson
Manufacturing
Company’s 70th year of
keeping “Solutions on
the Move” in the vehicle
safety lighting industry.
Since its inception in
1945, the family-owned
business has become a
quarter-billion-dollar,
multi-faceted corporation
now providing thousands
of lighting-related
products for customers
worldwide.

Follow us on Twitter.
Get AutoServiceWorld.com
News and more by
following JobberNews
on Twitter.

ability and future growth potential, while enabling us to repay our debt. After a thorough
review of our operations, we have concluded
that the sale of our US automotive parts distribution activities is in the best interests of
the Corporation and our shareholders and
will allow us to focus on our current strengths
and core businesses”, said Uni-Select president
and chief executive officer, Richard G. Roy.
“Icahn Enterprises is a large company with
resources to grow and strengthen the business
and is committed to a seamless transition for
customers, manufacturer partners and team
members.”
In connection with the transaction, UniSelect has also entered into a transition agreement with the acquirer to ensure an orderly
and smooth transition for employees, customers and suppliers upon closing of the transaction.
In the first quarter of Fiscal 2015, the
Corporation expects to incur an estimated
after-tax loss ranging from $80 million to $100
million in connection with the sale of the net
assets of the business units and other related
charges. The loss will reflect transaction-related costs, the termination of service contracts,
restructuring charges, a write-down of intangibles (mostly IT systems) and a write-down
of a portion of goodwill. Approximately $20
million in after tax cash outlays are expected
to be required to settle the transaction and
restructuring costs.

Brake Parts Inc. has expanded its Raybestos social media program, adding Raybestos Canada
on Facebook and Twitter.
“We are very excited about our new Raybestos Canada social media presence,” says Robert
Pitt, BPI vice-president, sales and global business development. “By utilizing two very popu-
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lar social media platforms, we can easily share
market-specific information with our valued
Canadian customers, enhancing our overall
communications program.”
The new Raybestos Canada Facebook page
(www.facebook.com/RaybestosCanada) and
Twitter feed (www.twitter.com/RaybestosCanada) features information pertinent to
industry professionals in Canada, including
company news, helpful tips, special promotional contests, and product information, including innovative Element3 brake pads with
Enhanced Hybrid Technology (EHT).
“Social media is widely used in Canada,”
continues Pitt. “Statistics from Facebook show
that more than half of the Canadian population logs onto Facebook at least once every
month, and daily usage is higher than both the
global and United States averages. We encourage automotive professionals and interested
Canadians to log on and follow Raybestos
Canada.”

AutoZone 1st Quarter Same-Store
Sales Increase 4.5%

AutoZone, Inc., has reported net sales of $2.3
billion for its first quarter (12 weeks) ended
November 22, 2014, an increase of 8.0% from
the first quarter of fiscal 2014 (12 weeks).
Domestic same-store sales, or sales for stores
open at least one year, increased 4.5% for the
quarter.
Net income for the quarter increased 9.3%
over the same period last year to $238.3
million, while diluted earnings per share increased 15.6% to $7.27 per share from $6.29
per share in the year-ago quarter.
For the quarter, gross profit as a percentage
of sales were 52.1% (versus 51.9% for last year’s
quarter). The improvement in gross margin
was attributable to higher merchandise margins and lower shrink expense, partially offset
by the impact on margin from the InterAmerican Motor Corporation (IMC) acquisi-
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tion completed this quarter (-24 bps).
Operating expenses, as a percentage
of sales, were 34.0% (versus 33.5%
last year). The increase in operating
expenses, as a percentage of sales, was
primarily due to higher legal costs (-22
bps) and self-insured medical costs
(-14 bps).
Under its share repurchase program, AutoZone repurchased 571
thousand shares of its common stock
for $300 million during the first quarter, at an average price of $525 per
share. At the end of the first quarter,
the company had $570 million remaining under its current share repurchase
authorization.
The company’s inventory increased
11.3% over the same period last year,
driven by increased product placement, new stores, and the recent acquisition of IMC. Inventory per store
was $604 thousand versus $566 thousand last year and $582 thousand last
quarter. The primary difference to
last quarter was the IMC acquisition.
Net inventory, defined as merchandise
inventories less accounts payable, on a
per-store basis was a negative $76 thousand versus negative $88 thousand last
year and negative $87 thousand last
quarter.
During the quarter ended November 22, 2014, AutoZone opened 22 new
stores in the U.S., four new stores in
Mexico, and completed the acquisition
of IMC’s 17 branches. As of November
22, 2014, the company had 5,006 Autozone stores in 49 states, the District
of Columbia and Puerto Rico in the
U.S., 406 stores in Mexico, five stores
in Brazil, and 17 IMC branches for a
total count of 5,434.

U.S., Canadian Regulators
Approve ContinentalVeyance Deal

German auto supplier Continental AG
won both U.S. and Canadian antitrust
approval to buy Veyance Technologies,
a U.S.-based maker of industrial hoses
and belting, on condition that it sells
certain assets, regulators said.
The U.S. Department of Justice said
it approved the proposed 1.4 billion
euro ($1.73 billion) deal for Ohiobased Veyance if Veyance sold its
North American commercial vehicle
air springs business.
In February, Continental said it
had agreed to buy Veyance as a way to
diversify its business. Continental said
it plans to integrate Veyance, which
produces industrial hoses and belting,
into its Contitech division.
To win U.S. approval for the deal,
the company agreed to divest two VeyJOBBER NEWS / FEBRUARY 2015
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ance manufacturing plants in Mexico;
warehouses in Mexico, the United
States, and Canada; and a research
and development operation in Fairlawn, Ohio, as well as patents and
trademarks associated with the air
spring business.
In a separate statement, Canada’s
Competition Bureau said it has approved the deal in light of the settlement with the U.S. Department of
Justice.
“The implementation of this settlement agreement will adequately resolve the Bureau’s concerns related
to the manufacture of air springs for
commercial vehicles,” the Bureau said
in a statement. The Bureau said it
benefited from coordinating its review
with authorities in the United States
and Mexico.
Carlyle bought Veyance from Goodyear Tire and Rubber Co. in 2007 for
$1.475 billion and was licensed to continue to use the Goodyear Engineered
Products brand for its range of belts,
hoses, and other products.

We Share the
Road to Success!

KYB Americas Corp. Wins
AIA Website Award

KYB Americas Corp. recently received
an Auto International Association
(AIA) award for the Best Website Presentation of a Product Line for Import
Cars or Trucks at the 2014 Automotive
Aftermarket Parts Expo in Las Vegas.
AIA operates as a segment of the Auto
Care Association.
The award recognized KYB’s new
website, launched in April of 2014. The
website was designed to help motorists
make better decisions about designed
ride control performance and help
service providers with better sales and
communication tools.
“We are honoured to be recognized
by AIA for the improvements on www.
kyb.com,” says KYB’s director of marketing and training, Mac McGovern.
“Everybody on our marketing, product, and customer support teams had
a hand in creating the content and layout of our new site, and for that we are
thankful. We’d also like to thank some
of our key customers that provided
input that proved critical to the success
of the site thus far. We are excited to
expand and develop the site to continue our efforts to help the industry
and interested consumers.”

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

BPI Buys
OE Quality Friction Inc.

Brake Parts Inc. LLC has announced
its plan to acquire the assets of OE
Quality Friction Inc., headquartered
in Mississauga, Ontario, according to
7
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David Overbeeke, president and CEO of
Brake Parts Inc.
On Jan. 20, Brake Parts Inc. entered into an asset purchase agreement
with OEQF’s receiver and an agreement
to facilitate the interim operation of
the Juarez, Mexico, plant in order to
strengthen production capabilities and
serve customers. The closing of the
asset purchase transaction occurred in
January.

Canada Apprentice Loan
Recognizes Critical Role Of
Tradespeople

The recent launch of the Canada Apprentice Loan stands to help overcome
one of the key barriers many apprentices
face when returning to technical training, according to the Canadian Apprenticeship Forum (CAF-FCA).
“Apprentices across Canada identify
financial hardship as a barrier to progressing in their trade. Targeted student loan assistance stands to ensure
this challenge doesn’t prevent appren-
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tices from returning to school,” says
Sarah Watts-Rynard, executive director
at CAF-FCA.
Technical training, which in most
cases is delivered in rotation with hours
spent gaining on-the-job experience,
requires apprentices to forego their paycheque for several weeks while they
attend training at a post-secondary institution or union training centre. The
Canada Apprentice Loan gives Red Seal
apprentices access to up to $4,000 per
block of technical training as an interest-free loan, money that can be used to
offset living and educational expenses.
“The federal government’s announcement is a reflection of the critical role of
the skilled trades to Canada’s economy,”
notes Watts-Rynard. “Apprenticeship remains the best way to develop highly
skilled tradespeople with the expertise
required by employers, but we need to
address the very real barriers to completing technical education and achieving certification.”

APPOINTMENTS

Spectra
Premium
Industries has announced the appointment of François Beauregard to its Canadian sales team. Beauregard has extensive experience both
in customer service
and the automotive
industry. He has worked for more than
five years in the automotive industry,
three years in the manufacturing sector,
two years in distribution, and eight years
in customer service for Bell.
Buyers
Products
Company has announced the appointment of Peter
C. Parker as marketing manager and
Kevin Homuth as district sales manager
for the West Coast.
In his role, Parker is
responsible for establishing and executing the company’s
corporate messaging, branding, and
marketing strategy.
Homuth will be responsible for creating
new business opportunities, managing
client relationships, and expanding Buy-

ers Products’ footprint in the western
region of the United States. Homuth
brings more than 24 years of sales and
business development experience within
the medium- and heavy-truck industry
to his new role.
Cardone Industries has announced that
Chris Ralph has joined the company
as sales director, OES sales. Reporting
to Ron Spuhler, channel vice-president
of sales, Ralph will focus on growing
the company’s strategic partnerships
with current and prospective OE manufacturers. Headquartered in Michigan,
Ralph brings valuable experience and
key relationships from his prior employment with Valeo and Mubea.
David Allan, Grant Brothers Sales Limited, has announced
the appointment of
Derek Louch to the
position of district
manager, Alberta.
Derek is based in Calgary and is responsible for the Southern
Alberta territory of
the Prairies Business
Unit. Prior to joining Grant Brothers, Derek was involved
with selling in the industrial packaging
industry, mostly as a business development manager.
JOBBER NEWS / FEBRUARY 2015
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MARKET
TRACKER

AIA Outlook 2014

Vehicle Longevity
Fuelling Parts Sales
By Steve Pawlett

G

iven the fact that vehicles are lasting longer, more and
more consumers are opting to hold onto them longer.
And as a result of this new attitude, they are assigning
a greater value to these older vehicles. This is translating
into a significant increase in spending on maintenance and
needed repairs.
According to the Automotive Industries Association of
Canada’s newly published 2014 Outlook Study, which is conducted annually by DesRosiers Automotive Consultants, the
new vehicle market set an all-time sales record in Canada
in 2013, having sold 1.74 million light vehicles across the
country. Although dealerships were the most popular choice
for automotive maintenance of these new vehicles, holding
a 36.6% share of the service and repair market, this success
will ripple through to the aftermarket as these vehicles age
in the next decade.
According to data gathered by DesRosiers, total Canadian
light vehicle aftermarket retail sales amounted to $19.1 billion in 2013 (excluding collision repairs). The automotive
parts market made up $10.9 billion, or 57.1%, of total sales,
while labour constituted the rest with $8.2 billion in sales.
Of the $10.9 billion in parts sales, $8.1 billion (74.7%) came
from the DIFM channel and $2.8 billion (25.3%) came from
the DIY channel.
The aftermarket is forecast to grow in the coming
years, which is good news
for jobbers. This growth
will be driven by a variety of factors, chief among
them increased vehicle
longevity, an expanding
vehicle fleet, and the aging
of the record number of
vehicles sold between 2010
and 2014. By 2017, aftermarket share is expected to
exceed $21 billion.
“This is an exciting time
for the Canadian aftermarket industry, as we sit
on the cusp of significant
growth,” says AIA Canada
president and CEO Marc Brazeau.
Taking a closer look at the 1.74 million new vehicles sold
in 2013, 764,382 of them were passenger cars while 978,730
were light trucks, a breakdown that is consistent with existing
trends. Indeed, passenger car sales have been in a downward
trend since the recession in 2009, losing their majority share
of the market in 2010 (45.3% passenger car versus 54.7%
light truck). On the back of a huge 19.0% growth in 2010,
the light truck segment has overtaken passenger cars in new
vehicle sales. The 978,730 light truck sales in 2013 represent a
10
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4.0% increase from 2012’s 915,880 sales. Much of the growth
in the light truck segment is due to the proliferation of compact sport utility vehicles, which accounted for more sales
in 2013 (315,141) than large pickups (299,226). Considering
the passenger car perspective, while the compact segment
(391,402 units sold in 2013) is still the most popular for
Canadian new vehicle sales, the intermediate category has
been on a downward trend.
Used vehicle sales decreased by 2.5% in 2013, having
moved only 2.80 million units. Sales of used vehicles in
Canada peaked in 2011 with a total of 3.03 million units,
and have since dropped as a result of the spike in new vehicle
sales. In total, used vehicle sales represented 61.6% of all
vehicle sales in 2013.
New vehicle sales trends can greatly affect the composition and age structure of the Canadian vehicle fleet over
an extended period of time, because the peaks and troughs
in new vehicle sales have a ripple effect on the aging fleet.
The strong new-vehicle sales period spanning 2010 to 2014
has had a significant effect on the current vehicle fleet and
will impact the aftermarket in the upcoming decade, just as
depressed sales during the recessionary period from 2009 to
2011 are beginning to affect the aftermarket now.
The strength of the
early-2000-to-2006 sales
period is evident in the
growth of the 6-7-yearold and 8-12-year-old
age groups, which had
the highest annual average growth rates in 2013
at 2.8% and 4.7% respectively. The 12-plus-year-old
and 4-5-year-old vehicle
groups followed with 1.7%
and 0.6% average annual
growth rates. Growth in
the older vehicle age brackets has positive implications for the aftermarket,
as these out-of-warranty
vehicles are the ones that
will require aftermarket
service and repairs.
The natural progression follows with these vehicles eventually being scrapped or reaching an age where maintenance
expenses will outweigh the benefits of owning the vehicle.
Looking forward, the influx of vehicles in the 2000-to-2006
period will move into the 12-plus-year-old segment at a rate
of 2.3% into 2017. The 4-5-year-old bracket is expected
to have the highest annual average growth rate at 2.7%,
followed by the 1-3-year-old age bracket (2.2%) and the
8-12-year-old segment (1.3%). The 6-7-year-old age group is
JOBBER NEWS / FEBRUARY 2015

15-02-17 8:12 AM

p 11 Schrader ad.indd 11

15-02-18 9:38 AM

www.vdo.com/usa

VDO:
coverage,
quality and
peace of mind
When you choose VDO,
you can be confident
you’ve made the right call.
VDO electric motors are
ready to install right out of
the box. Every one is built
and tested to OE specs
and is backed up by real
OE engineering expertise.
And, when it comes
to coverage, no one
beats VDO!
• Blower Motors
• Radiator and Condenser
Fan Motors
• Cooling Fan Assemblies
For more information,
call: 800-564-5066 or email:
salessupport-us@vdo.com
Find your
application
online:

VDO - A Trademark of
the Continental Corporation

12

p 10-12 Market Tracker.indd 12

expected to see a small decline (-0.5%)
in the next five years.
The slight decline in new vehicle sales
during the economic downturn resulted
in a 0.2% decline of the 1-3-year-old
segment in the five-year period leading
up to 2012. This low point will create
a ripple effect that will see the lowerthan-average numbers move through
the various age brackets. Similarly, the
recent upswing in new vehicle sales will
result in positive annual average growth
rates of the 1-3-year-old vehicle segment
(2.2%) and the 4-5-year-old segment
(2.7%) in the next five years. Since
many of the 1-3-year-old vehicles and
some 4-5-year-old vehicles are currently
under warranty, the growth opportunities for the traditional aftermarket are
relatively limited at this time. The OES
dealer channel, on the other hand, will
certainly benefit from the recent growth
in new vehicle sales when these vehicles
outlive their warranties.
Looking more closely at type and
nameplate structure, the portion of
light trucks relative to passenger cars
has increased in recent years. In 2008,
light trucks accounted for only 43.4%
of the entire vehicle fleet in Canada;
however, in 2012 they accounted for
47.0% of the fleet and in 2015 they are
expected to make up 51.3% of the market. The growth of the compact sport
utility and crossover segments has been
one of the most significant contributors
to this shift.
While the popularity of import
nameplate vehicles has increased in the
past four-year period, from 39.5% of
Canadian vehicles in 2008 to 45.8% in
2012, it is forecasted that Detroit Three
vehicles will regain popularity in 2015
and 2016. The growth of the large pickup truck segment is one of the underlying factors for the expected growth of

Detroit Three-nameplate vehicles in the
near future, since these manufacturers
are all major players in the light truck
segment.
The aftermarket segment for vehicles
between one and three years of age had
the smallest value in 2013, with only
$1.83 billion in sales. This is in line with
existing trends, given that a greater
proportion of new vehicle owners visit
their dealership for maintenance and
repairs rather than the aftermarket. The
4-to-5-year-old vehicle segment had the
second-smallest value with $2.44 billion
in sales, which can be explained by the
small number of vehicles in this age
group due to a lack of new vehicle purchases during the economic downturn
in 2009. The surge in new vehicle sales
following the downturn is expected to
cause a ripple of increased sales through
the various age segments in the coming
years.
Of more significance to jobbers are
the older 6-7, 8-11, 12-14, and 15-andolder segments, which show the greatest sales growth. The 6-7-year-old age
group, which accounted for 15.0% of
total aftermarket sales in 2013, reached
$2.92 billion in sales, but even this
segment pales in comparison to the
$5.42 billion associated with 8-11-yearold vehicles. This group accounts for the
greatest share of aftermarket sales and
is followed by the 12-14-year-old age segment with $3.13 billion in sales.
Vehicles 15 years of age or older
accounted for $3.40 billion in aftermarket sales in 2013. As vehicle technology
continues to improve, consumers are
able to drive their vehicles longer. These
older vehicles, however, require more
maintenance and repairs, so it is foreseen that the aftermarket value for older
vehicle segments will continue to grow
in coming years.
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After 60 years in
the aftermarket,
Ernie Fields still
has a glint in his
eye and a song
in his heart

Road Warrior
Hangs It Up
H

e’s part of a vanishing breed, maybe even the last of his
kind: a real road warrior who has resisted attempts to
put him behind the desk since he first took to the road
as a salesman for Toronto jobber Regent Automotive.
When he celebrates his 80th birthday this June, Ernie
Fields will have been in the aftermarket for nearly 60 years,
with nearly 50 years of road work behind him.
For nearly half a century, he has been racking up the
miles all over Ontario, from London to the Sioux, Toronto to
the Big Nickel: more than 40 years of working with customers, more than 40 years of being an inseparable part of many
people’s success in business, and nearly 60 years of working
in the aftermarket.
While his long-distance driving has been curtailed over
the past couple of winters, that desire to be an integral part
of his customers’ businesses has never waned, so it should
not come as a surprise that as he was winding down his last
days as the key rep for brake manufacturer ProMax Auto
Parts, we decided to meet at Paste Auto Parts, a jobber store
in Northwest Toronto.
“You know, I’ve been offered opportunities to ‘move
upstairs’ more than once. I probably would have ended up
with more money and all, but I just enjoy being in front of
customers and being a part of their success too much,” says
Fields, with youthful verve.
That has not gone unnoticed.
“For the last 13 years I have been the owner of Paste Auto
Parts, and before that I was a sales rep for seven years,” says
Jacob Yako. “For 20 years being in the automotive business,
14
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By Andrew Ross

I have never met a rep like Ernie
Fields. To my knowledge he’s the
best and most respected sales rep
in the automotive business. Mr.
Fields is family to us, not just a
rep. What we at Paste Auto Parts
would love to say is, ‘Ernie Fields,
thank you for being there for us.’”
It’s just that kind of feedback
that has kept the jump in Field’s
step for all these years.
After a couple of stints with
other jobs after high school,
Fields joined Regent Automotive’s
Esplanade location, near Toronto’s waterfront.
“I knew their warehouse manager personally. He brought me
into the business and I started out as a truck driver. I did
that for six months, and then they brought me into the warehouse and [started] to teach me the ropes about the entire
business. I was in shipping, receiving, order picking – and
they knew that I had graduated from high school, and they
brought me into the office and I became office manager for
probably ten years.”
A move up to the larger Lawrence and Caledonia location
in 1965 set the stage for a conversation that put him on the
road for good in 1969.
“We had one salesman on the road and we had a lot of
JOBBER NEWS / FEBRUARY 2015
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Ernie Fields’ aftermarket career saw him spend nearly a decade as office manager before hitting the road for good in 1969. His career allowed
him to travel with wife Laura, and occasionally have some fun with the wildlife, on and off the golf course. All the while he had a going concern
as a singer, going back to 1960.

business in the Toronto area, and they asked me if I would
consider going out on the road. I thought it would be a good
idea. I enjoyed being with people and building relationships.
“That was in 1969. I have been out on the road ever since.
I have really enjoyed it. “
Not that it’s all been rosy. Fields has seen his fair share
of the impact of mergers and acquisitions over the decades,
working for such names as Acklands, Century Automotive,
Consolidated Parts, Uni-Select, and Replacement Parts
Depot Ltd. (RPDL).
When Uni-Select bought RPDL in 2008, Fields had put
15 years in at the independent RPDL warehouse. About that
time, he struck up a conversation with customer Jacob Yako
of Paste Auto Parts about ProMax. “They were just over a
year into their own business and had gotten together with
me. After getting to know them pretty well I decided to come
on board.”
It has been, by all accounts, a fruitful, enjoyable association.
“To be this long in this business you have to enjoy it,” says
Fields with a smile. “What I’m most proud of is developing a
tremendous amount of solid relationships with my customers, to the point where they are almost personal friends. I
would go out of my way to help them any way I can. Whenever
something was unattainable, under normal circumstances I
was able to help them out.
“I treated my customers’ business as if it was my own; I
have always treated the companies I have worked for as my
own business. I think everyone should treat it that way.
“Even as I retire, there are a lot of customers who don’t
want to see the end of me and they won’t. For old time’s sake,
I intend to keep in contact with everybody.”
For most, that would be enough: A very positive legacy in
the industry. A loving family, Laura, wife of 52 years, a son
and a daughter both grown. Five grandchildren.
And if that were it, that would be a good end to this story.
JOBBER NEWS / FEBRUARY 2015
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But it’s not.
Because, ladies and gentlemen, Ernie Fields can sing.
Now, I’m not talking about in the car and occasional party
singing. Real singing, up on stage with a band and fellow
singers. And he’s been doing it for almost as long as he’s been
working in the aftermarket.
Going back to 1960, Fields and his vocal group The
Hideaways made some noise, even landing a spot on a
summer CBC series with Tommy Ambrose. Yes, there was
that recording trip to Nashville – Fields admits they were
pretty naive and took the free studio time over rights to their
recordings, which eventually sold some 35,000 copies. Still,
not bad for a bunch of kids who were mostly still in high
school.
You can see their performance on the show on YouTube
(search for the Hideaways “Jeepers Creepers”), and Ernie
continued to perform with some of the members of the
troupe for decades.
It should not come as a surprise that he was in it for the
long haul. As Rain, Fields and Lewis and an eight-piece
band, they continued to perform with a heavy schedule for
decades, at events, parties, weddings – some aftermarketrelated, most not – until the bookings started to eat into the
business schedules of the members, so by the mid-1980s they
were forced to wind down the regular bookings and focus on
their day jobs.
Still, it was never far from front and centre, and the group
performed at the Seniors Jubilee at Roy Thomson Hall as
recently as 2010 – with some of the same guys he’d been
singing with since he was in high school. That’s quite a feat
in itself.
And maybe that’s part of his secret. He’s kept his customers happy by always being there for them. And he’s been singing all along, for good measure. In life, as in music, it’s good
to end on a high note.
“It’s been very fulfilling, all of it.”
15

15-02-17 8:14 AM

COVER STORY

Insights From Our 4th Annual Shop Survey

Online Ordering

Is On The Rise
By Steve Pawlett

W

ith the recession of 2008 now a distant memory
and auto sales growing at a relatively healthy rate,
jobbers can let out a sigh of relief and look towards
a bright future of steady sales and expanding SKUs once
again. But a successful jobber’s business growth is not only
based on current economic conditions; to remain that
first-call jobber, customer service must be front and centre
of every business transaction.
According to our 4th annual shop survey, repair shop
expectations for parts availability, delivery, and product
knowledge are must-have attributes. When it comes to
dealing with a first-call jobber, the key factors repair shops
look for are parts availability; a superior working relationship with the jobber; qualified, reliable counter staff; and
fast, efficient delivery service.
What came through in this year’s survey was that parts
availability is still the number-one factor in their decision.
The second key factor affecting shop owners’ choice of
a first-call jobber was their relationship with the jobber.
However you deal with your customers when there is a
problem – whether it be a defective part, a warranty issue,
or a part availability issue – the way you address it and
resolve it is vitally important, according to the responses
we received.
Surprisingly, your online ordering capability has risen
to number three and “brands sold,” which was number
three last year, dropped down to number five in importance. Online ordering is now a key factor, as it can save
repair shop staff crucial time and allow technicians to be
more efficient and productive.
As one respondent put it, “Quality parts, online ordering, parts availability, and timely delivery are the most
important aspects for us.” This may not be a huge revelation; however, it’s clear that the convenience and speed
of online ordering are now a significant factor for many
shops. Another respondent said, “We install 90% of the
best parts we can get, so price is not that important; parts
availability and fast delivery is important.”
While there are several factors that can affect what is
considered prompt service, there were a number of comments on the need to improve delivery time as well as the
quality of counter staff. As another respondent put it, “I
can’t deal with grumpy counterpeople, and I do need
some wiggle room on pricing.”
Not surprisingly, “relationship” still remains the second
most significant factor for shops. As these respondents
put it:
16
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“Go the extra mile when I need help to get parts; don’t just
say that’s all I can do.”
“Offer prompt payment discounts and notify us of upcoming promotions.”
“Hire knowledgeable counter staff. I can’t stand dealing
with getting the wrong parts.”
This third year of our dealer purchase question shows a
slight increase in dealer purchases. Some 36.23% now buy
5% of their parts from dealers compared to 31.2% last year,
while those shops that buy 10% of their parts from dealers
dipped slightly to 23.19%, down from 25.6% last year. Shops
that purchase 15% of their parts from dealers also increased
slightly to 12.56% from 12.1% last year. In addition, another
11.59% said they purchase 20% of their parts from dealers.
The main reason shops are doing this brings us back to
the core value they are looking for: parts availability. When
their preferred jobber, or the aftermarket at large, cannot
supply a part – yes, there were also issues of price and quality
mentioned – they would go elsewhere.
While most respondents reported improved aftermarket
availability, some shops are talking about pricing differences
and the availability of late-model applications, and many are
concerned about the capability of the aftermarket to supply
electronics going forward.
Their comments included:
“Many parts are not available from the aftermarket, especially high-tech, electronic parts.”
“Be honest, everyone can make a mistake, but it’s how this
mistake gets corrected. Don’t keep sending defective returns
back out. What a waste of everyone’s time!”
“Allow the counter staff to give warranty to their customers as they see fit. Help with labour claims at a more realistic
dollar value. Provide rebates according to purchases on all
products.”
“Don’t lie if you don’t know. Find out and then return
phone calls right away, not five hours later when you search
for the part and it’s not in stock.”
“Be honest about pricing, availability, and retail values.
Stock high-quality parts and offer outstanding warranty coverage for the products. Be a value-added location and offer
support for growing service outlets. Do what you say you’re
going to do when you say you will, and show up with the
promised parts, service, and support.”
“We are looking for support from the jobber to build a
relationship and know that they have got our back.”
“Be honest if you are having trouble with parts suppliers
in terms of quality or high failure rates. We will always support you, but we need to know if there’s a problem. Maybe we
can help identify problems.”
“Make the warranty process as easy as possible. Have a
huge inventory. At the national level all parts should be available overnight. Prompt deliveries and competent counter
staff.”
“Get the parts right the first time. Have the parts in stock;
use the percentage of vehicles in the area to stock with,
rather than stocking after four sales of the same item.”
“Check on your prices. Make sure that your prices are
cheaper than the dealer because today the customers do
check on prices from the dealer, and if they find the same
part cheaper at a dealer, it may well be the last time you see
them.”
Several respondents complained about the quality of
some aftermarket parts and the fact that the prices of some
JOBBER NEWS / FEBRUARY 2015
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How important are the following factors in terms of your decision to
make a jobber your first call?

23.04%
Price/
Discount

65.65%
Availabillity/
Inventory

25.00%
Location

26.32%
Brands Sold

33.63%

36.00%

14.48%

52.44%

Counterperson Online Ordering Program
Capabilities
Availabillity

Relationship

Typically, how many jobbers do you purchase from in a given
month?
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aftermarket parts are creeping closer and to and even higher
than the price of the OEM part.
“It has been noticed that some parts don’t fit. Rebuilt
parts (injectors) have problems and some parts are a higher
cost than the dealer. Mass air flow sensors we get from the
dealer because the ones from the jobber have too many
problems and are often outdated,” explains Mel Kause of
Mewassin Automotive.
Another respondent complains, “We need better quality
and fit and better availability. I’m getting really tired of poorquality offshore parts.”
Another said, “Parts are either not available or of inferior
quality so we have to go to the dealer.”
Jobbers need to watch these issues closely to ensure that
customer confidence in their ability to deliver the right parts
remains high.
Given the accelerated pace of business these days, we
started looking into the number of shops ordering online
17
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Has the proportion of parts you buy from the car dealer increased
in the last year?
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On a percentage basis, what percentage of products do you order
online?
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last year. Comparing this year’s response to last year’s baseline, we can now see some significant developments. The
number of repair shops that now order 75 to 100% of their
parts online increased from 25.4% to almost 34%. This is
indeed a significant indicator of the need for jobbers to have
a comprehensive online presence.
The number of shops that order 51 to 75% of their
parts online also increased slightly, going from 21 to 22%,
while the shops that order 25% or less of their parts online
dropped slightly from 41% to 38%.
When asked what advice they had for jobbers, shop owners didn’t hold back:
“Price isn’t everything. Fair pricing is okay. Quality and
reducing comebacks by using better quality parts are important. Available product lines and inventory are a must.”
“Sell retail customers at retail, and have a meeting with
installers and program members every second month or
quarterly for updates and feedback. Make them informative
and facilitated so they are not just a bitch session. Note for
example the changes in batteries that are coming, [as well as]
electronics, cooling systems, oil, and filters. Provide training
for everyone on online systems and warranties and share
with each other the costs for not planning a job properly and
the cost of returns and wrong parts. Use the five Ws – Who,
What, When, Where, and Why – this will always give you
the Concern, Cause, and the Correction,” says Mel Kause of
Mewassin Automotive.
“Understand your client. Just because most shops deal on
price, there are others who are looking for that jobber that
‘gets it’ and is ready to invest in a relationship.”
“If you trust the garage that you sell parts to, give them
the benefit of the doubt where warranty is concerned, and
always give the garage a much better price than the public!”
“Don’t promise when you can’t deliver. Don’t sell to the
18
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guy off the street at the same price you sell to me.”
“Be able to back the products you sell. Lately some duck
responsibility for quality issues. Within the last year I have
submitted more labour claims for defective products than in
the last five years. They should have counter staff that can
make business decisions rather than pass it off to a sales rep
that can be difficult to reach.”
“If you are new on the counter, don’t hesitate to let customers know (just don’t be saying it a year later). If you’re
not sure about warranty or if it isn’t the part the customer is
looking for, ask a question or send a pic through fax, email,
or text. Time is money and maybe a customer. And if you
don’t like your job, either pretend you do or quit.”
“Make sure the right part is in the right box and it is
shipped on time.”
We also asked repair shops for the reasons they had
switched jobbers. Here’s just a sample of what they had to say:
“About eight to nine years ago, we switched due to a loss of
trust. Credits were not processed and then we found out that
the store manager had said to put the returns in the corner
in the basement because he figured we would eventually forget about them. We didn’t forget due to our return tracking
process for both cores and new returns.”
“You could walk up to the counter and buy the part for the
same price or cheaper than I could if certain people waited
on you.”
“We switched for better support and a consistent rebate
program.”
“Poor delivery time and receiving parts that were previously sent back to the jobber as defective, either by us or
another shop.”
“The jobber changed a long-term agreement without telling me.”
“Better overall service from my new supplier. Better rebate
program.”
“I have used the same company (Silver Automotive) for 40
years. They consistently go out of their way to offer us every
reasonable business advantage and make our operation
profitable. Silver partners with Uni-select who offer outstanding national warranty coverage and stand behind all of the
products they sell. They inventory parts from trusted quality
manufacturers, which helps us avoid unrealistic warranty
returns due to parts failure and deliver parts to us in an
extremely timely fashion. The owner is genuinely interested
in our success and was even when we weren’t one of their top
purchasers.”
“Level of service, both personal and the availability of an
online catalogue and ordering service stock.”
“No online stock.”
“The jobber I switched to helped me out in difficult
times.”
“A change of ownership resulted in loss of long-term
employees and a push to sell cheaper parts.”
“I was disappointed in service on multiple occasions, poor
response to failed service.”
“There was a serious lack of knowledge of counter staff, a
lack of staff, and poor quality of available products.”
“The old jobber looked for reasons not to honour warranty, plus they gave garage discount to nearly everyone.”
With a robust economy, a growing car park, and expanding SKUs, by taking heed of your customers’ needs and offering top-notch customer service and support, you have the
formula for continued success as a first-call jobber.
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Lighting & Wiper Technology

Boost Sales By

Improving Driver Safety
By Steve Pawlett

T

he technology used in vehicle safety has been advancing
at a phenomenal rate for some time now, and with an
aging driver population, the timing couldn’t be better.
First came the introduction of high-output halogen bulbs,
then HID headlights, and more recently we have seen rapid
growth in the use of LED lighting. Combine these improvements in lighting with the latest advances in materials and
designs for wiper blades, and vehicle owners now have a wide
range of aftermarket offerings to choose from to improve
their driving safety.
Industry research indicates that as the average age of
motorists continues to rise, these consumers become more
concerned with driving visibility issues, and this has led
to more frequent replacement
of wipers and more interest in
brighter aftermarket lighting
products.
“When it comes to auxiliary lighting, the market is shifting to LED and slowly moving
away from halogen. For headlight bulb upgrades, the halogen upgrade bulbs are still
growing, mainly because LED
and HID bulb conversions are
still illegal unless the vehicle
came equipped from the factory with these options,” says
Justin MacLauchlan, brand manager for PIAA Corp.
“Customers are increasingly attracted to technologies that
help enhance their driving visibility, especially products that
can match or improve the performance of their OE lighting.
When replacing exterior bulbs with LED lamps, consumers
need to be aware that in 99% of cases, these products are not
street legal and might interfere with other components of a
vehicle’s electrical system and/or require additional wiring/
resistor installation,” advises Jennifer Bontomasi, product
manager, lighting, Federal-Mogul Motorparts.
“LED lighting is a very popular trend now with consumers especially for miniature bulb applications, because it is
brighter, more dynamic, and lasts substantially longer then
the incandescent bulbs it replaces. There isn’t any shifting
between halogen and HID because it really depends on the
particular vehicle’s lighting system. However, upgrade bulbs
are available for both halogen and HID headlights, and we
are seeing customers moving to that choice because the
upgrades perform better and are brighter than the original
equipment,” explains Philips Automotive senior marketing
manager Ann-Marie Hines.
Older cars, which we have a lot of on the road these days
as more and more drivers opt to keep their vehicles much
longer (see AIA Report on page 10), no longer have adequate
lighting systems when you compare them to newer vehicles,
so recommending a bulb upgrade or adding on a set of auxiliary lights and installing a good pair of wiper blades can help
20
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increase visibility dramatically.
With about 85% of vehicle owners only waiting for a bulb
to burn out before putting in a new one, there are a lot of old
bulbs out there that have gradually grown noticeably dimmer. Often a driver might think his or her eyes are deteriorating, when it’s actually a deteriorating bulb filament.
“Jobbers should be aware of the different needs consumers
have in terms of safety and style. Some consumers are looking to upgrade their headlights to help see better down the
road, while others are looking to enhance the look of their
vehicles,” explains Sylvania Automotive Lighting corporate
communication specialist Ashley LaPointe. “Asking a simple
question such as, ‘Do you want
to see better when driving at
night?’ can help consumers
understand the benefits of
upgrading their headlights. If
you can see an object on the
road, like a jogger, a deer, a
ladder, anything on the road,
upgraded headlights can help
you react sooner.”
The consensus in the lighting industry is that halogen
will still comprise the vast
majority of sockets on vehicles
in operation for the next 20
years. Jobbers and installers should focus on three things to
increase sales: (1) replace before burnout (as bulbs do dim
over time, or to attain improved safety or styling benefits
immediately), (2) replace in pairs (for even illumination and
convenience), and (3) upgrade to a premium bulb for safety
(more light, whiter colour) or style (white color that approximates HID/LED).
“Our newest and hottest lighting innovation is Philips
Vision LED lighting,” adds Hines. “This is a direct replacement for a broad range of interior and exterior incandescent
bulbs. The new line employs leading-edge LED technology
to create lighting that is both brilliant and durable, and
is designed to last. Our Philips Vision LEDs feature an
advanced and robust design that helps to make them highly
resistant to extreme heat and vibration. They’re so durable
and we are so confident in their performance, that we back
them with an unprecedented 12-year limited warranty.”
Philips Vision LEDs create a well-focused light beam on
the road, which makes them legal for exterior applications.
Philips is also first to market with proven, street-legal exterior
LEDs as a direct replacement for exterior incandescent bulb
applications. Unlike standard incandescent bulbs, Philips
Vision LEDs turn on instantly.
PIAA has introduced the LP550 & LP560 LED Light Kits
as well as the RF6, RF10 & RF18 LED Light Bars. The company has also introduced new vehicle-specific kits for Jeep
and Toyota and offers a line of trail light bars.
Philip’s upgrade lines include the Philips Vision Headlight
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Philips Vision,
VisionPlus and
X-tremeVision
upgrade headlights
Version 1.1 – 25 October 2013

Philips halogen upgrade
headlight bulbs deliver
30%, 60%, or even up to
100% more light on the
road. More light at night
makes driving safer and
more enjoyable.
Give your customers
the headlight that’s right
for the way they drive –
from Philips.
To learn more call
1-800-257-6054
www.philips.com/automotive
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Bulb, which delivers 30% more light than
a standard halogen; Philips VisionPlus,
which is 60% brighter; and Philips
X-treme Vision, which can deliver up to
100% more light. For style-minded consumers, Philips CrystalVision Ultra has
a distinctive blue effect in the headlight
that creates the whiter and brighter look
of xenon, which has become a popular
trend among custom and performance
enthusiasts.
Sylvania Automotive Lighting has just
completed a full package redesign on
its headlights. “Sylvania SilverStar Ultra
headlights are our brightest downroad
headlight with whiter light for more clarity,” says LaPointe.
For consumers looking to add style
to their car, Sylvania has expanded the
Sylvania SilverStar zXe series with xenonfuelled halogen fog lights, and a line of
zXe HID bulb replacements, slated to hit
store shelves later this year.
The Wagner brand offers three
premium headlamp technologies to
OE-replacement and extended-life miniature lamps for virtually any popular
late-model domestic or foreign nameplate vehicle, as well as commercial vehicles. Wagner NightDefense, BriteLite,
and TruView Plus head-lamps each offer
unique benefits designed to match the
needs and preferences of today’s drivers.
“The most significant recent expansion of our automotive line is the introduction of TruView Plus LED technology
for sealed beam and interior miniature
bulb applications. This complements our
full line of premium lamp technology,”
explains Bontomasi.

Wiper Technology Advancements

Drivers can further enhance the benefits
of their new lighting with a new set of
wiper blades, which really should be
replaced much more frequently, especially now with an aging driver population concerned about visibility. Much
like the brake pad, this product has
experienced improvements in materials
and design that have improved performance and thus safety. As with lighting,
there are a lot of significant differences
in materials and construction of wiper
blades. Jobbers need to be aware of the
various performance and quality levels
of wiper blades in order to sell the premium lines they carry.
There has been a clear shift away from
conventional bridge-style designs to flat
or beam blades. Safety is a key selling factor; it’s not just a case of replacing what
was originally on the vehicle. Jobbers can
keep customers coming back with good
service, premium product selections, and
helpful advice.
The split between the conventional
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and premium blade offerings is variable
and depends on store location and the
makeup of the local car park.
“There’s a sizeable market of consumers who are attracted to wiper upgrade
opportunities, particularly all-season
beam blades, which offer exceptional
performance in virtually all driving conditions. Our premium Anco Contour
and mid-range Anco Profile beam blades
feature patented Articulated Contact
Technology, which permits unrestricted
flexing for more uniform pressure distribution and improved conformance
to curved windshields,” says Joe Cirino,
product manager, wiper products,
Federal-Mogul Motorparts.
“An additional consideration for consumers should be the rubber formulation used in the wiping element. Our
Anco DuraKlear and DuraKlear Plus
natural rubber formulations help ensure
a consistent, clear, streak-free wipe in a
full range of weather conditions.
PIAA’s Forza Hybrid silicone wipers
feature a side-spring frame design that
optimizes contact pressure across the
length of the blade, resulting in a clear,
streak-free windshield. Its wind-cheating
aero cover applies down-force at higher
speeds for today’s high-performance
drivers while still delivering a sleek,
contemporary look. Rust resistance and
durability is the Forza’s forte, too, thanks
to its zinc-plated frame and powdercoated finish.
Both Trico Force and Trico Onyx
beam blade wipers perform under the
highest wind speeds with a patented
swept-wing spoiler. Rico Flex wiper
blades allow drivers to step up from a
conventional windshield wiper blade to
premium beam blade wiper technology
at a reasonable price.
Michelin and Pylon Manufacturing
Corporation recently introduced a new
wiper blade designed to perform in winter, spring, summer and fall weather
conditions. The Michelin Stealth Ultra
wiper blade is made with segmented
construction and a smart hybrid hinge
design that grips the windshield across
the entire blade’s movement. Its durable
construction allows for extreme weather wiping performance. The Michelin
Stealth Ultra wiper blade features the
EZ-LOK Connector System for a quick
and convenient blade replacement.
Blades are not meant to last forever.
Advise your customers to inspect them
monthly and replace them every six
months. Wiper blades should be considered a safety device. It’s important to have
good vision in all weather conditions,
and regular blade replacement ensures
less damage to the windshield, which
could affect night vision if scratched.
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LumenX
IN TR O D U C IN G

ALL-AMERICAN LINEUP
S/T/ T Lights
Turn Signals
Backup Lights
Strobe Lights

At Peterson, we’re proud to make many of the best LED lights on the market. We’re even prouder
to make them right here in America’s heartland, where the world’s best workforce keeps innovative
Peterson solutions on the move. Every time you choose a Peterson LED, take pride in making
America’s light shine a little brighter.

Brighter, Safer, Better Looking...and Made in America.

LumenX video

Solutions on the Move!
www.pmlights.com
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JOBBER SURVEY

SURVEY — Brakes & Rotors

Quality Is King,
But Price Still A Factor
By Steve Pawlett

A

ccording to jobbers, three factors are currently driving brake
pad and rotor sales: rising average vehicle age, growing consumer
demand for quality parts, and the
decreasing service life of vehicle
parts. These factors are contributing
to a strong and growing market for
brake components – but are customers consistently receiving the quality
parts they are looking for? According
to the Jobber News Brake & Rotor
Survey, the answer is no, not always.
While over 85% of jobbers who
responded say this sector is expanding and will continue to do so, many
complained that some technicians
aren’t giving consumers the opportunity to select a premium brake product for their vehicle. As one respondent explains, “Many service centres
purchase on price and are not giving the customer the option of better quality brake components. When
given the option, most end-users will
purchase brakes and rotors that are
of a better quality. By not giving the
customer that option, they are missing out an opportunity to upgrade
to premium brake products that will
perform better and result in a satisfied, repeat customer.”
Another said, “There are just too
many ‘value’ items that continue to
come out in this segment of the market. Brake components are a vehicle
safety product, and there needs to be
more integrity in the marketplace to
provide the end-user with products
that will stop their vehicle safely and
provide customer satisfaction in the
way of noise and durability.”
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Dividing sales into Good, Better, and
Best categories, our survey shows the
strongest sales are now coming from
the “Best” category, indicating that consumers are ready and willing to invest
in premium aftermarket brake components. Sales in the entry level or “Good”
category are running a close second,
indicating that price is still a strong factor for many customers as well. While
many respondents commented on the
increasing demand for quality brake
components, they also commented on
the continuing problem with inferior
quality brake products flooding the
market and muddying the waters.
As one respondent explains, “Every
day in every product category, some
consumers are making buying decisions
without being fully informed of the
potential drawbacks of those decisions.
In the brake category some consumers
mistakenly believe that an entry-level
product will serve their needs as well as
a premium part.”
“The brake market has the ability to
grow a lot more. With improving prices
and quality, we can keep customers
from going to the dealer to get the best
brake pads and rotors. We have to make
people realize that they don’t have to
go to the OE to get the proper fit and
function. We can deliver it and do it for
less money.”
With consumers looking to stretch
their dollars, it makes sense to use premium pads and rotors, which provide a
longer life to their braking system and
reduce the frequency of brake service
work. For instance, all major brands
now offer low-copper or copper-free
brake pads, which all offer superior performance characteristics, including low
noise, low dust, and increased durability.
Looking at how pads and rotors are
selected for purchase, our survey shows
that price is still the biggest factor at
almost 60%. Customers looking for
quality were a distant second, representing just over 35% of sales. For brakes and
rotors the brand factor was almost nonexistent, coming in at just under 6%.
“Customers who look for the cheaper
parts often do so because they don’t
know any better, so they go with what
they know, which is price. But if you take
the time to educate them on why that
price point is junk and why they really
need to spend some more money for a
proper product, you can, more often
than not, make that sale,” adds another
JOBBER NEWS / FEBRUARY 2015
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respondent.
The industry consensus is that newer
vehicle owners will be more prone to
purchase a premium brake product
than someone with a 10-year-old vehicle.
What jobbers and technicians need to
do is to ask those pertinent questions
on driving habits, owner’s expectations
and/or needs, affordability, and other
factors. For instance, more vehicles are
open-wheel, and the wheel is more relevant in the appearance of the vehicle, so
coated premium rotors that resist rusting along with a premium ceramic pad
are more popular and a logical upgrade
choice for many customers, when they
are made aware of this option.
“The brake market is a growing market, but we need to educate salespeople as well as technicians about proper
brake system maintenance so they can
sell a better quality brake job, thus
increasing both profits and driver safety
and satisfaction.”
“As independents we need more
training on how and why it is the best so
we can sell the best first. Too many times
we just don’t spend enough time with
customers to understand their needs,
how they drive and where, and whether
they pull a trailer, etc.”
Another respondent complained,
“There are too many SKUs and narrow year coverage and it is vital we stay
successful in this category so fewer customers are going to dealers for brake
service. Our potential really depends on
how we go to market, and what kind of
product offering we have.”
“As jobbers we should offer a good,
better, best selection and appeal to as
many technician customers as possible,
and market the merits of added values
such as fast delivery times, extended
warranties, and strong product coverage.”
“There are significant differences
between entry-level and premium parts,
and it’s in our best interest to recommend products and services that will
keep the consumer safe and offer the
performance and reliability they need,”
concludes another respondent.
This survey clearly shows that for the
most part, jobbers are focused on providing both technicians and consumers
with product information, a comprehensive selection of quality parts, efficient
service, and the warranty support they
need to help them make an informed
buying decision.

A COMPLETE LINE OF
STOPPING SOLUTIONS
FROM A NAME
YOU TRUST
ULTRA-PREMIUM
SOLUTIONS

VEHICLE-SPECIFIC ENGINEERED FRICTION
FORMULATIONS FOR PASSENGER
VEHICLES, HARD-WORKING TRUCKS,
EMERGENCY AND FLEET VEHICLES

PREMIUM SOLUTION

PERFORMANCE-VERIFIED
FRICTION FORMULATIONS FOR
SAFE, QUIET BRAKING

SHOE SOLUTION

PREMIUM BRAKE SHOES ENGINEERED
TO MATCH OE SPECIFICATIONS

WWW.MONROEBRAKES.COM

© 2015 Tenneco Automotive Operating Company Inc.
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For the Counterperson

February 2015

One Size Does Not Fit All
Shedding Some Light On
Expanding Oil Choices
By Steve Pawlett

T

he days of “one-size-fits-all” motor oils and lubricants
are ending, as new standards like the impending ILSAC
GF-6 become the norm. Motor oils today are more application-specific than they were 20 years ago, and will only get
more specific over the next 20 years.
New CAFE standards, environmental requirements, and
increasing consumer demands are driving changes to passenger car engine hardware, such as next-generation directinjection turbocharged engines, which need next-generation lubricants. The proposed ILSAC GF-6 specification
acknowledges that GF-5-era tests simply won’t measure up
to the demands placed on modern lubricants. As a result,
ILSAC GF-6 will include six new engine tests, with the only
carryover from GF-5 being the Sequence VIII engine test.
This represents the greatest number of new engine tests ever
seen with a new specification, bringing with it a host of associated challenges, complexity, and cost.
Lubricants enable new hardware technology. This key
point is often overlooked in discussions about GF-6. Today,
OEMs are designing new hardware that contributes directly
to environmental performance. For example, by 2019, it
is projected that approximately 65% of vehicles in North
America will be powered by gasoline direct injection (GDI)
or turbo-GDI engines. But with these hardware advancements come trade-offs, in terms of more severe operation or
greater demands on the lubricant. So technology improvements to the lubricant are needed to provide the basic function of overall system protection.
The need for lubricant technology that supports new
engine hardware is driving a unique approach to formulation, one that looks beyond lower viscosity. Instead, lubricant
formulators are engaged in the careful selection and balance
of additive, viscosity modifier, friction modifier, and base oil.
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“Every new ILSAC engine oil performance category builds
on the previous one by following a need for continuous
improvement, and to address new emerging performance
requirement. This is no different now, except that the technical challenges, complexity of managing the scope, and
anticipated costs of developing new engine oil technology
are truly unprecedented,” explains Matthew Ansari, Chevron
Lubricants’ technical lead for consumer engine oils.
“GF-6 will address new performance areas previously not
part of an engine oil’s portfolio of protection: chain wear
and a special case of pre-ignition that can be mitigated
through advancements in oil quality. At the same time, GF-6
will improve on those performance attributes that GF-5 has
been reliably providing: fuel economy improvement, protection against wear and deposits, and continued oil service life.
And finally, GF-6 will, for the first time, address a range of
viscosities that require a split in performance standard; not
all GF-6 oils will offer similar performance,” adds Ansari.
Consumers expect trustworthy lubricant performance
in their vehicles. Oils that comply with specific standards
offer end-users the assurance that they have made the right
choice. The International Lubricant Standardization and
Approval Committee (ILSAC) issues GF-engine oil specifications to allow for improvements in fuel economy, emission
system protection, and engine oil robustness for gasoline
engines. Oils meeting the ILSAC standard are identified by
a certification mark, the ILSAC starburst. ILSAC GF, along
with the API S categories, represent the primary engine standards in North America.

ILSAC GF-6A and GF-6B

ILSAC GF-6 actually encompasses two potential specifications: GF-6A and GF-6B. The principal difference between
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the two categories of oils concerns viscosity grade and high
temperature, high shear (HTHS) performance. GF-6B oils
provide the same performance as GF-6A, but with the added
aim of lower HTHS, to potentially deliver further fuel economy benefits. This offers the possibility of potential GF-6B oils
operating at viscosity ranges of less than 0W-20, once these new
viscosity grades are defined and accepted by SAE.
“In addition to defining new performance requirements
for GF-6, which will necessitate the development of both new
tests for new performance requirements and replacement
tests for obsolete versions, the OEMs have defined the need
for new lower-viscosity oils below SAE xW-20 grade, as some
OEMs have developed engines capable of operating on lower
viscosity fluids for improved fuel efficiency,” explains Bruce
Sanford, chemical technologist, Irving Blending & Packaging.
“As a result, the industry is working to establish two versions
of GF-6: a category currently referenced as GF-6A for current
ILSAC grades (SAE 0W-20, 5W-20, 0W-30, 5W-30 & 10W-30),
and a category currently referenced as GF-6B, for lower-viscosity oils meeting SAE xW-16 specification requirements. It is
anticipated that the performance tests for both categories will
be the same and the performance targets in these tests will be
generally comparable, but there is the provision for the likelihood that some tests may have different limits. For example,
the sequence VIE fuel economy test may have tiered limits for
different SAE grades.”
“While it is generally accepted that lower-viscosity oil brings
an improvement in fuel economy performance, it can have a
negative impact on durability. The protective oil film is less
robust, or under the most extreme loading conditions, nonexistent. In terms of performance requirements, this translates
to a set of standards that will ensure fuel economy is improved
via lower viscosity, but durability will not be compromised,”
explains Jaideep Sarnaik, chemical technologist, Veedol/
Automobile Solutions Americas Inc.
“Engine oil tends to shear in a running engine, and HTHS
occurs in various parts like bearings, piston rings, and valve
train. Proper HTHS viscosity benefits in engine wear and fuel
economy. Oil should form a protective film, but at the same
time it should not be too thick, result[ing] in energy loss.
HTHS plays an important role in fuel economy and durability
of the engine,” adds Sarnaik.
“As the engine operating environment approaches hotter
and more pressurized regions, it places a higher demand on
the oil for lasting comprehensive protection. This trend continues, and is consequently driving improvements in the engine
oil performance category. The new GF-6 category is addressing improvements in traditional protection dimensions like
deposit control, preventing wear, and resisting oil breakdown,
as well as new ones like preventing chain elongation, and a
specific kind of pre-ignition that can be influenced by oil’s
chemistry,” explains Ansari.
“GF-6 is intended to improve upon GF-5 in traditional viscosities, and establish new standards for a new range of lowerviscosity grades. Fuel economy improvements in the traditional
viscosity range are not going to be realized at a protection performance deficit. That defeats the purpose, and would not be
backward-compatible. The new standards for lower viscosities
will be subject to every technical scrutiny to ensure the oil as
formulated will protect the vehicles planning to use that oil,”
continues Ansari.
“The lower viscosities are not backward-compatible and
should not be used in vehicles not designed to use those oils.
Clearly, the additive components used in the design of the
additive system, and selection of specific base stock and viscosity modifiers, are critical to the performance of the oil. GF-6
oils will undoubtedly incorporate new chemistry and base oil
JOBBER NEWS / FEBRUARY 2015
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technology. Ultimately,
the oil marketer is responsible for the final formulation and performance
of the oil, by selecting
the optimal combination of additives and base
oil for the purpose. The
best protection for the
installer and consumer is
to ensure the oil is procured from known and
reputable marketers with
established experience in
total formulation of the
finished oil,” says Ansari.

More about ILSAC GF-6A

The proposed ILSAC GF-6A specification would replace
the current ILSAC GF-5 specification, represented by the
starburst/certification trademark, and would provide a new
performance level of engine oil for spark-ignited internal
combustion engines. The final standard would have to result
in a balance among these equally important needs listed
below. This performance standard would provide improvements relative to ILSAC GF-5 in the following categories:
• Fuel economy and fuel economy retention
• Engine oil robustness to provide performance levels
required to protect engines in the global markets
• Adjustments in physical limits to allow improved performance while maintaining overall durability performance
More specifically, beyond ILSAC GF-5 requirements,
ILSAC GF-6A would incorporate:
• Increased fuel economy throughout the oil change interval. Fuel consumption remains a critical issue for automotive
and oil industry customers and automotive manufacturers
are facing increasingly stringent regulatory requirements.
• Enhanced oil robustness for spark-ignited internal combustion engines is required to ensure acceptable engine oil
performance required for regional markets (North America,
Japan, Europe, etc.) due to service requirements, fuel, environment, etc.
• Formulations that protect against the occurrence of
engine oil-caused low-speed engine pre-ignition. To improve
overall vehicle fuel efficiency, automotive manufacturers are
planning for increased numbers of smaller displacement,
boosted intake engines, which may be susceptible to LSPi.
• Provide wear protection for various engine components
including timing chains, valve train components, etc., including components in Idle Stop engines, PHEV, EREV, HEV
(frequent starts, starts after extended periods of downtime,
etc.).
• Minimum HTHS150 of 2.6 mPa-sec
“With regard to the tests used to define GF-6, there
are six new tests under development, but four of these are
replacements for earlier-generation tests and so we only have
two genuinely new performance requirements to consider,”
explains Sanford.

The Tests:

Sequence IIIG replacement – will be either the GM
engine test, termed the GMOD, or a new Chrysler engine
test. As in previous categories, the IIIH test when selected
will evaluate oxidation performance and piston deposit control. OEMs have indicated that they are looking for a performance increase relative to GF-5.
Sequence IVA replacement – Toyota is working on
28
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the development of a
new valve train wear test
that will be designated
the IVB test. OEMs have
indicated that they are
looking to maintain the
level of performance of
GF-5 oils, but in the case
of GF-6B oils this may
represent a performance
increase due to the lower
viscosity of the oils.
Sequence VG replacement – Ford is developing a replacement for the
VG sludge test that will
be designated the VH.
Originally Ford intended this test to also include timing chain
wear, but engineers were not able to achieve the required performance discrimination and so have now opted to define the
VH as simply a replacement sludge and varnish test. OEMs
have indicated that they are looking for a moderate improvement in sludge and varnish control relative to GF-5 oils.
Sequence VID replacement – GM has developed the
replacement fuel economy test. The test uses a new engine
and has revised test conditions in an effort to improve precision, but will be broadly the same as previous tests, evaluating both fuel efficiency and fuel economy retention. OEMs
have indicated that they are looking for a statistically significant improvement in fuel economy performance compared
to GF-5 oils.
Timing chain wear test – Ford is developing this test to
address issues that have arisen in timing chain wear in direct
injection gasoline engines. The maker believes that this
phenomenon is related to the production of soot particles in
these engines.
LSPi – low speed pre-ignition test. Ford is developing
this test to protect specific engine designs and configurations from the potentially damaging effects of pre-ignition
if these engines are operated at their optimum combustion
efficiency. The industry consortium formed to investigate
this phenomenon did not provide definitive evidence of
a lubricant contribution to pre-ignition potential, but the
OEMs have continued to investigate this potential and have
concluded that this is a significant risk that prevents them
from achieving the optimum design efficiency of certain
engine designs without potential warranty issues, and so
this test will be included in both GF-6A and GF-6B. GM has
developed a reliable test to be included in its new GM Dexos
specification, which proves the capability and feasibility of a
pre-ignition test, but the maker will not allow the industry to
use this for the ILSAC category. The development of a Ford
version of the test is still in its early stages.
What impact will GF-6 have on passenger car engine durability? “In general, consumers should only expect improvements with every new category. GF-6 is predominantly being
developed to address emerging engine needs, but will be
backward-compatible in the traditional viscosity range. It
will offer improvements to past performance in both protecting consumers’ engines and preventing breakdown of
the oil. Similarly, in the new lower-viscosity range there is
no reason to worry that new GF-6 standards will not offer
durable protection. The specific engines that will call for
these lower viscosities will be specifically designed to work
with the lower-viscosity characteristics of these oils. This is
why lower-viscosity oils should not be used in engines requiring traditional viscosity,” explains Ansari.
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We provide service and warranty for most makes
of automotive test equipment.
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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
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Goodyear Engineered Products
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replacement products deliver the
ultimate in performance and value.
NGK Spark Plugs Canada Limited
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S.B International Inc.
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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.
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hygiene and healthy skin.
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Editorial
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TIME TO CELEBRATE
THIS INDUSTRY

T

www.autoserviceworld.com

Twitter: Andrew Ross (@
JobberNews)

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

here are two undeniable characteristics of the automotive aftermarket
as I know it: the people are awesome; and there’s a more than average
chance that they know how to enjoy themselves.
This is not to say that every work-related or industry-related event
turns into an off-the-hook bacchanal festival. It’s much more professional than that, but it’s always been true that the people who make this industry
what it is can sit side by side with competitors and have a laugh.
This goes for everyone up and down the supply chain. Sure, there’s the occasional sourpuss, but frankly those folks really don’t fit in well with an industry that
has quite a giving culture.
You only have to look as far as your front counter to find cases where this industry will help out a competitor to ensure that a customer is taken care of, and the
reputation of the aftermarket as a whole is preserved.
Naturally you don’t want to make a habit of running to your competition’s rescue, but every now and then, it’s good to make a deposit into the karma bank. Call
it enlightened self-interest, if you will, but it’s part of what makes this industry work.
And, almost as if recognizing the fact that this does not tend to be the highestpaying industry (it never has been, in case those youthful members among you were
wondering), it has always compensated its members with a heaping spoonful of fun
promotions, events, and celebrations.
However, over recent years, margins at all levels have been squeezed and with it
some of – maybe a lot of – the fun has been squeezed out too.
It has become a common refrain, within the jobber community and beyond, that
there just doesn’t seem to be the fun factor and celebration that people used to rely
on to counteract the stresses that this high-pressure industry can generate.
Recognizing this is the genesis of what we are calling the Canadian Automotive
Aftermarket Professional Awards. The CAAP Awards will celebrate all facets of this
industry, building on our Jobber of the Year and Counterperson of the Year awards
and our sister publication’s Bodyshop of the Year award (among others). With this
new accolade, we want to recognize other outstanding individuals and organizations in the aftermarket, from all parts of this industry.
I’ve heard words of support from some of you independently, and we have an
idea of how we should do this, but I’m certainly open to hearing from more of you
about how you think we should choose the best (for example) apprentices, the best
independent sales reps, even a Person of the Year.
As I said, we’re looking to celebrate the best from across the industry, and to
make a real event out of it. What do you think? Drop me a line and let me know.
— Andrew Ross, Publisher and Editor aross@jobbernews.com
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– Steering, Chassis &
Driveline Parts
Plus: Ride Control Sales
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Ford Model T – 1914

N

MADE I
First flight across the Pacific – 1931

At the French Grand Prix – 1954

Veedol. The First Choice. Then & Now.
Veedol’s journey began over a hundred years ago and has been
part of history ever since. Starting in Pennsylvania, our legacy
includes being the first oil used in the Ford Model T, flying the first
non-stop flight over the Pacific in the Miss Veedol, speeding around
racetracks all over the world and giving consumers a quality product
that they can rely on throughout. Whether it’s for your business
needs or for your personal needs, Veedol will deliver a high
quality product every time, all the time.

ELITE®

SYNTRON ®

Virgin base oils are
processed to have high
thermal and oxidation
stability, as well as
outstanding protection.

A fully synthetic oil that
offers the highest level
of engine cleanliness,
reduced wear, and
fuel efficiency.

Mineral Oil

100% Fully Synthetic

For more information contact:

INNOVATION • TECHNOLOGY • PERFORMANCE
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Automobile Solutions Americas Inc.
800-975-2935 | info@asaveedol.com
www.asaveedol.com

THE PROFESSIONAL’S CHOICE

15-02-17 8:20 AM

The Best of Both Worlds
from The Best in Brakes

Element3™

Reliant™

Enhanced Hybrid Technology (EHT™)

Reliable Stopping Power

• The best attributes of ceramic and
semi-metallic all in one pad

• Ceramic or semi-metallic materials
consistent with OE

• Unsurpassed stopping power and
vehicle control

• Premium noise damping layered shim

• Domestic and import applications

• The right product at the right price

• Late model coverage

• Chamfered and slotted where OE

Premium Friction Line

©2015 Brake Parts Inc LLC. All rights reserved. EHT, ELEMENT3, RELIANT and RELIANT RELIABLE STOPPING
POWER are among the trademarks of Brake Parts Inc LLC. RAYBESTOS, THE BEST IN BRAKES and the Raybestos
Safety Shield & Design are among the registered trademarks and trademarks of BPI Holdings International, Inc.
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Mid-Grade Friction Line
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