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It’s time to change your plugs.

No matter what vehicle is in your shop, Autolite,
with over 100 years of world class performance,
has the right spark plug for you.
Try Autolite spark plugs in any make or model,
import or domestic and we guarantee that it will
meet or exceed OE quality and performance.
Autolite spark plugs create a focused ignition
to provide optimum engine performance,
horsepower and fuel efficiency.

We guarantee it!
See package for warranty details.
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“Meet me @ MACS, Make Connections that
Matter,” was the theme of MACS 35th Annual Training Event and Trade Show at the
Caribe Royale Hotel and Convention Center,
February 5-7, and that’s exactly what happened, as nearly 1000 attendees from all across
the globe gathered to learn, network, and
do lots of business in the $12-billion dollar mobile A/C and engine cooling industry.
“The MACS board and staff were very happy
with the positive vibe of this event, as we
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Denso Expands Rear
Wiper Blade Line
Denso Products and
Services Americas,
Inc. has announced a
complete line of rear
wiper blades that fit
hundreds of popular
sport utilities, trucks, and
crossovers that include
Buick, BMW, Chevrolet,
Ford, Mercedes-Benz,
Nissan, and many
others. With six new
part numbers, the new
rear wiper blades cover
an additional 12 million
units in operation.
*

*

*

Danny Koker to Join
Technicians At “Garage
Gurus” Grand Openings
Danny “The Count”
Koker, a self-taught
technician and star of
the hit reality TV series
“Counting Cars,” will
join hundreds of vehicle
repair professionals
and other VIPs during
the grand openings
of Federal-Mogul
Motorparts’ first three
“Garage Gurus” regional
training centres in
Chicago, Los Angeles,
and New York City.
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MACS Training Event and Trade Show A Big Success

saw increased member and vendor participation. We are extremely grateful to our
sponsors and presenters, who sustain us and
make this important independent gathering of our industry possible,” says Elvis L.
Hoffpauir, MACS president and chief operating officer, who also celebrates his thirty-fifth year with the association this year.
The MACS Training Event was sponsored by
40 companies, the trade show had 80 exhibitors and 92 booths, and there were 25 speakers and presentations. There were also many
prizewinners at the trade show, including
Diane Larson of Larson’s Service in Peabody,
Mass., who took home a brand-new Robinair
34788NI recovery machine.
SAE International’s Interior Climate Control Standards Committee and the Car Care
Council Women’s Board also held adjacent
meetings.

Awards

The Control Valve Tester from Global Parts
Distributors was chosen as most innovative
new product. Mahle Service Solutions was
recognized for the best use of technology for
its R-1234yf recovery machine, the ArcticPro
ACX 1280. The Airsept Smart Splice Ultimate Line Repair System was honoured for
being the most service-friendly new product.
Global Parts Distributors’ Control Valve Tester
allows the tester to interrupt and change the
output of the control valve without impact-

ing a vehicle’s electronics. The electronic
signal to and from the compressor can be
checked, using the vehicle’s battery for power.
Mahle Service Solution’s R-1234yf recovery
machine, ArcticPro ACX 1280, is certified to
meet all applicable performance and safety
standards in the stringent SAE J2843 standard.
The ACX1280 features fully automatic servicing to ensure easy, timesaving, and precise
service on R-1234yf air conditioning systems.
What sets the ACX1280 apart from the competition is the option to
purchase the machine
with either an internal
or external refrigerant identifier system.
AirSept’s Smart Splice
Ultimate Line Repair
System offers over 8,000
repair options for hoseto-hose, hose-to-tube,
and tube-to-tube assemblies. The versatile Ultimate System repairs air
conditioning, coolant,
heater, transmission,
power steering, and
oil/transmission cooler
lines on the vehicle,
usually in five minutes
or less. AirSept’s OEMapproved sealing technology is leak-free up to 2600 PSI, with no
adhesives or special tools needed.

New Members

Six new members were elected to the Mobile
Air Conditioning Society’s (MACS) Worldwide board of directors and were sworn in
for a two-year term at the annual MACS
membership meeting, held at the MACS event
in Orlando, Fla. Elected from the service
and repair membership are Tanya Johnson
of Johnny’s Radiator Shop in Warren, Ark.,
and Danny Spitznagel of Ft. Walton Radiator and Auto Air, Ft. Walton Beach, Fla.
New distributor board members elected to
a two-year term are Tod Ellison of MEI Corporation, Atlanta, Ga., and Mark Schmitz
of Global Parts Distributors, Macon, Ga.
Gary Hansen of Red Dot, Seattle, Wash., and
Al Leupold of Bergstrom, Rockford, Ill. were
elected from the manufacturing membership.
In addition to the new board members, the
following new board officers were also sworn
in for a one-year term. Arthur “Butch” Smith
of ARA, Wylie, Tex., is past chairman; Andy
Fiffick of Rad Air Car Care, Cleveland, Oh.,
was elected as chairman of the board; Michael
Dawson of T/CCI, Decatur, Ill., was elected as
vice-chairman; David Jack of DENSO Products and Services, Long Beach, Cal., was
elected as treasurer; and Tanya Johnson, of
Johnny’s Radiator, Warren, Ark. was elected
as secretary.
JOBBER NEWS / APRIL 2015
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New Website From Bosch
Bosch now offers
ChooseTheRightInjector.
com, a website designed
to provide information
and education necessary
to help diesel vehicle
owners and technicians
make the right choice
when purchasing
replacement injectors for
vehicle service.

Follow us on Twitter.
Get AutoServiceWorld.com
News and more by
following JobberNews
on Twitter.
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“Maybe a couple of jobs can be delayed for a
couple months. When work is done, show them
the old part and the new part and explain the
difference. This builds trust,” advised Nadeau.
Consumers are under the impression they
are doing a good job maintaining their vehicles, but the data is showing that vehicles are
being undermaintained. Automotive service
providers can capitalize on this by helping consumers better plan for their maintenance and
repairs by utilizing better communication and
listening skills, and taking the time to explain

The well-attended 7th Annual Automotive
Service Providers Forum, held at the Toronto
Congress Centre on April 1st, opened with
a presentation on consumer attitudes and
behaviours by Rick Nadeau, president and
co-founder of the Quorous Consulting Group
Inc.
Recent research has shown that repair work
worth billions of dollars is not being undertaken in Canada each year.
AIA Canada and CAA National contracted Rick Nadeau to
find out why.
“Consumers don’t value
that vehicle like their firstborn, but they believe they are
taking good enough care of it,
and everything they are seeing
around them leads them to
believe that they are responsible owners and the owners
around them are responsible
owners as well,” explained
Nadeau. “On a 10-point scale
where 10 means you are taking really good care of your
vehicle, we found Canadians
are around a six or a seven in
John Cochrane
John Watt
terms of maintenance practices. This means they are going to their local the safety aspects of the repair.
John Cochrane, owner and president of
auto service provider every six months for an
oil change and a general check-up. At the end Cochrane Automotive, provided attendees
of the day, vehicle owners want to drive their with an update on the Canadian Automotive
vehicle as long, as far, and as safely as possible Service Information Standard (CASIS). CASIS
while investing the least amount of money on provides a framework for Canadian automobile manufacturers to share their service and
repairs.”
According to Nadeau, the consumer needs repair information with the aftermarket industo feel his technician is paying attention to try at the same level as an authorized dealer.
This agreement provides Canadian shops
him. The next step is to empower that customer by having him participate in the deci- access and information to OEM, including:
sion-making for the service that is required. • Vehicle re-flash programming/service infor-
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Peter Frise

tor and CEO of
Auto21, a federal
Network of Centres of Excellence
(NCE) on the Automobile of the 21st
Century, spoke on
the future of automotive technology.
He outlined major
vehicle trends and
how these trends
will impact Canada’s vehicle manufacturing sector.
Copies of all preRick Nadeau
sentations are available on the AIA website.

mation, such as wiring diagrams
• Factory scan tools
• Training from OE manufacturers
• Vehicle security
• Collision repair
“CASIS is the best-kept secret in
our industry, stated Cochrane. “We
signed the agreement in May of 2010.
But we have done very little with it
since the agreement was signed, and
many of the OEMs are not providing
the vehicle information they agreed
to.”
Right now there is an issue with
Honda and Toyota, where they have
agreed to provide security information but they’re not providing it. “We
need more automotive service providers to fill out the forms and keep pressuring them to provide the information. Before you send in the completed
form, do a print screen and send it to
me at john@cochraneauto.ca,” advised
Cochrane.
Automotive consultant John Watt’s
presentation provided insight into
how to increase the capacity of your
bay staff and how to effectively process vehicles to find what they really
need and establish a higher earning
average.
“You should be able to get eight
sold hours for eight hours you pay your
techs every day. The best techs can
produce 10 sold hours in an 8-hour
day. Those additional two hours are
due to their efficiency,” explains Watt.
Watt says the key is to control the
workflow coming into the shop, or you
will miss a lot of work. “In other words,
if you don’t take control of the work
coming into your shop and process it
correctly, two things happen. You miss
a bunch of work, and you miss filling
the work capacity of your technicians.
“All of that rush causes you to skip
the preventative maintenance inspection and miss out on filling the total
hours of sold labour,” he said.
Dr. Peter Frise, the scientific direcJOBBER NEWS / APRIL 2015
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We Share the
Road to Success!

Lordco Marks 25th Trade
Show with Strong Activity

Lordco Auto Parts, which operates
more than 100 stores in the province
of British Columbia, marked its 25th
annual trade show with strong attendance and activity. The event’s “British
Invasion” theme highlighted the organization’s cruise incentive program,
which sets sail this September.
Held over two days, the show brings
in Lordco and NFL Distributors customers from British Columbia and
beyond to connect with more than
350 Lordco suppliers, in what is generally regarded as the largest independent aftermarket trade show in
Canada. Aside from a very busy main
show floor at the Pacific National
Exhibition Coliseum, notable at this
year’s event was the expanded and
busy Tool and Equipment section in
the Agrodome building. It was the
first time that all tool and equipment
suppliers were housed under the same
roof. While according to company
CEO Doug Coates, there were some
skeptics at the notion of being moved
from the main building, the busy
booths and focused buyers seem to
have put reservations to rest, he said.

Over the years, LuK has earned a
reputation for the highest quality
clutch products. What LuK is to
clutches, FAG is to bearings.
Building on a 130-year heritage
of excellence, FAG products are
supported by the same trusted R &
D, engineering and manufacturing
teams that bring you LuK clutches.
FAG products set the standard for
quality, durability, and performance.
www.Schaeffler-Aftermarket.us
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Industry Mentor John Vanstone
Shares Advice, Anecdotes At YES
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John Vanstone, a seasoned professional with
40 years of experience in the automotive aftermarket industry who is currently handling
business development for Modern Sales Co-op,
has had various leadership roles in the automotive aftermarket industry during his career.
Back in 1975, Vanstone began his career
in the aftermarket when he joined Monroe
Auto Equipment as a territory manger, eventually becoming vice-president of sales. In 1992
Vanstone joined Specialty Sales & Marketing,
where he became partner, and spent 19 years
with the company. In 2011 Vanstone joined
Modern Sales Co-op, where he holds his current position. Throughout his career in the
aftermarket industry John has been actively
involved as a member of numerous committees, raised money for muscular dystrophy, and
received the AIA Distinguished Service Award
in recognition of his distinguished service and
outstanding leadership given to the growth
and development of Canada’s automotive aftermarket industry.
Looking ahead to the future of the aftermarket business, he advised YES attendees
that diversification will be key for jobbers. “I
honestly think that people are going to have a
difficult time surviving on automotive parts or
heavy duty parts alone. Parts are lasting longer
these days. We just aren’t seeing the replacement of parts like we used to. I think it’s forcing people in the parts distribution business
to diversify and expand into other categories,
like industrial, safety, or mining, in order to
continue making a buck out there. People in
the distribution channel and even in the installation channel are probably going to have to
diversify their operation to survive,” he said.
Speaking on the importance of relationships, Vanstone explained, with many amusing
anecdotes, how fortunate he was to have been
able to ride along on the coattails of people
like Fred Shaddick, Don Shafer, and Don
Chase. “To the young people here in the room,
I think it’s key for your career growth to iden8
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tify someone in your workplace or in your way
of life whose resources you can tap into to meet
people and develop relationships,” he advised.
“There is nothing like face-to-face selling time.
Now with electronics, a lot of people often take
the old [in-person] sales call for granted. I
think if you do that, you run the risk of losing
that relationship and that connection in the
marketplace,” adds Vanstone.
Vanstone, who went to Mohawk College in
Hamilton and took a three-year business and
marketing program, is a big proponent of
college education. “It’s more hands-on than
university, and it’s more real life. A lot of the
instructors and professors that I had were actually people that had been out in the business
world and had come to teach,” he said.
Commenting on key sales skills, Vanstone
advised, “Don’t be leaving the house without
some kind of game plan. You need to plan
your work and work your plan. I currently cover
some remote areas like northern Manitoba
and northern Ontario. You don’t travel all the
way out somewhere without calling ahead to
let them know you will be coming, and when
you do get there it has to be quality time,
because everybody is busy, so you want to have
an agenda and you want to ask for the order. It
sounds so simple, but a lot of people don’t do
that these days. They just leave after doing a
great job and they never ask for the order.”

Helping Families In Need

In 2014 Gates became an official partner with
Ronald McDonald House Charities. RMHC
creates, finds, and supports programs that
directly improve the health and wellbeing of
children. As a corporate partner of RMHC,
Gates is a proud supporter of their incredible, passionate work. After wrapping up the
2014 campaign, Randy Chupka, director of
marketing, Gates Canada, and Ray Osika, vicepresident of operations, Gates Canada, were
pleased to present a cheque to RMHC Canada
for $15,000.
The funds were raised through Gates Building Blocks kits. A kit that contained items to
help build business at professional service centres and also through Gates exclusive partners,
along with a website, were available for individual donations. In addition, Gates employees
aided in the success of the program by volunteering their time.
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MONEY &
MANAGEMENT

Why You Need A
New Sales Strategy
Internet optimization isn’t just another selling tool; it’s
your main tool.
By Mark Borkowski

T

Mark Borkowski is
president of Mercantile
Mergers & Acquisitions
Corp. Mercantile is a mid
market M&A brokerage for
the past 32 years.
Contact: www.mercantilemergersacquisitions.com
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op-line growth
is the bottom
line for all companies – yet the fact
is it’s rare, precisely
because it’s difficult.
Astute
managers
armed with spreadsheets can financially
engineer any enterprise, using industry
agnostic techniques;
they can boost or
reduce ratios and
improve profits. Some
results may endure –
but many more are
often fleeting.
True,
predictable, profitable revenue growth, however,
requires
engineering. It is a long-term
process that is iterative and adaptable. It
challenges cherished
assumptions about ideal customers, profitable
products, marketing and sales staffing and
resources, and target markets. And it must be
increasingly integrated with corporate strategy,
as trends such as additive manufacturing (3D
printing) and “the Internet of things” shapes the
landscape upon which revenue will be grown
in the near future. At its core, though, the process of predictable revenue growth is built on a
model that aligns sales and marketing with buying behaviours.
This discussion is founded on extensive
research and statistics – two of which are foundational.
Some 93% of all B2B buying originates with
an Internet search. Often, buyers are 70% of
the way through their buying journey before
they’ll speak to a sales rep.
“Yes, but…” is the reflexive rejoinder many

business executives offer at this point in
the conversation. “My product is different”;
“nobody shops for this online”; “this isn’t like
buying a pair of sneakers”; and “that’s not the
way this industry works” are all common rationales offered by traditional businesses.
What’s required is a synthesized, strategic
approach. The objective is to replicate the
traditional sales rep interaction in order to
reach those prospects that are determined to
avoid it.
These buyers avoid cold calls, and ignore
most advertising. They research solutions to
their challenges, and select possible suppliers
from among those who provide the insights
they are seeking. Simply put, your company’s
expertise must be found when those 93% of
buyers search. And you must be found on the
first page or two of results. That used to be
JOBBER NEWS / APRIL 2015
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a simple “SEO” (search engine optimization)
challenge – but today it’s a very complex process, built around volumes of thought leadership content.
Simply being found, getting clicked, and
being appreciated isn’t enough. Website traffic
is a “vanity” metric, and actually has limited
business relevance. What’s critical is to quickly
engage visitors with thoughtful and helpful
information, and to offer more in-depth information in exchange for a quick registration form.
Today’s buying journey is long and convoluted. Prospects don’t want to
speak to a rep. In fact, they often don’t even search for a product, and don’t
know if they want to buy something. They search for help, ideas, and solutions – products and services are incidental until much later. Therefore,
early prospects are all inherently “unqualified,” and both prospects and
sales reps will be left unfulfilled by premature contact. Instead, you need to
begin a very deliberate and personalized program to automatically nurture
prospects into leads.
Along the way, prospects become leads, and later leads identify themselves as potential customers. For most B2B transactions, that final step still
requires a sales rep – and a great sales rep still distinguishes themselves from
the average.
This is a largely Internet-driven process. This is true even though many
of the tools and tactics have familiar names, and often evoke strong emotion
among traditional sales and executive teams who are skeptical that prospects
in their industry use those tools – or who have been bitterly disappointed by
the lack of measurable results from previous investment in such approaches.
The payoff for today’s analytical managers is substantial, and extends
beyond top-line growth. These approaches solve the traditional budgeting
dilemma facing executives, who instinctively understand that a large
percentage of marketing
spending is wasted, but
who are unable to identify
which portion to eliminate.
Suddenly every activity
can be evaluated against
intermediate goals, and
directly tied to resultant
revenue – both immediate,
and eventually, lifetime.
And pipeline, close rates
and revenue can be predicted. A clear correlation
between certain activities
and the resulting revenue
informs growth planning
and substantially limits
the uncertainty and risk of
investment.
Every action can be A/B
tested and every result
compared against norms. Essentially, real-time results provide managers
with actionable information in an area that has traditionally been most
opaque. That insight has organizational implications beyond continuous improvement of a business function that has traditionally boasted of
“impressions” and “creative.”
As buyers increasingly control their buying process and rely on the
Internet and other digital resources to educate themselves and research
their options, the traditional PR, marketing, and sales organizational
structure and resource allocation must be realigned. That shift requires
resource adjustments, and the rich analytics that digital tools generate
provide management with the business intelligence to optimize resource
allocation.

SYNTRON ® 100% Fully Synthetic

Veedol.

Made Here. For You.
Veedol Syntron is a fully synthetic
oil that offers the highest level
of engine cleanliness, reduced
wear and fuel efficiency, making
it an obvious choice for Canadian
automotive professionals. And
with over a hundred years of
experience, Veedol has stood
the test of time.
THE PROFESSIONAL’S CHOICE

For more information contact:

INNOVATION • TECHNOLOGY • PERFORMANCE

Automobile Solutions
Americas Inc.
800-975-2935
info@asaveedol.com
www.asaveedol.com
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Building Oil Sales With

Quality Choices
By Steve Pawlett

T

oday’s motor oil category offers your customers a wide
array of choices, from conventional product lines to semisynthetic, high-mileage oils, and premium full synthetic
blends. By utilizing this toolbox of choices you can satisfy every
customer’s preference and build premium oil sales.
Given the advancing age of today’s car park, jobbers can
make a major difference when it comes to motor oil sales by
focusing on performance and high-mileage product offerings.
But to do so requires solid product knowledge and a stable
of sales tactics to guide your client in the right direction. For
example, have you ever asked a customer if he knows the
benefits of switching to full synthetic oil for his high-mileage
vehicle? If not, you should, because your customer can benefit
from this upgrade.
“Synthetic oils are a good choice for high-mileage vehicles
today because the higher oxidation
life and the overall better lubricating ability of the oil, helps to protect
the engine in the long run,” explains
Blaine Sherwood, lab manager at
Irving oil.
Consumers of high-performance oil
are typically serious about what they
put in their cars. High-performance
oils in today’s market are highly adaptive, and actually change the way they
operate depending on driving conditions. Be aware of the fact that you
can never tell what a customer’s oil
preference will be based on what he
drives. You may see someone with a
high-priced Audi or Mercedes, and he
just wants to use the lowest-cost product available that meets the OE’s specs.
All these oils will work in all of these
engines, but keep in mind, you are satisfying the consumer too. Is he looking
for low price or is he looking for high
performance? Every consumer has a
different value equation that determines how much he wants to pay, and how much he wants to
get out of the oil.
“It is very important to match the appropriate oil with the
appropriate filter technology, because filtering is critical. By
keeping the dirt and other contaminants out of the oil, the
filter allows the oil to oxidize more slowly, which in turn will
prolong the life of the oil,” advises Sherwood. “It is very important to follow OE recommendations on the proper oil viscosity
to be used, because as technology advances and the clearances
inside the engines become smaller, a lighter-weight (20 weight
vs. 30 weight) oil is needed to provide the proper lubrication
within the engine.”
It’s important to speak with the customer and interact with
them, learn what they are looking for, and understand their
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daily driving conditions. Do they do a lot of towing or a lot of
hard service with their vehicle? If so, you may want to move
them up from a premium conventional to synthetic oil. By
interacting with your customers, you can learn their needs and
make recommendations. With this approach you can satisfy
their needs and have the ability to upsell the customer to higher-performing oil. If you never ask that question, you will never
know if that premium product is something the consumer is
looking for. Ask about driving conditions and explain some of
the benefits of going to the higher-performance oils, so the
customer can make an informed decision. Discussing oil drain
intervals is another opportunity to upsell the customer.
There are a lot of published drain intervals out there and
many OEMs recommend 10,000- to 15,000-kilometre intervals
– but if you read the fine print it says
“under normal driving conditions.” For
severe driving conditions, it may advise
you to change the oil more frequently.
Severe driving conditions include if you
do any towing, operate the vehicle in
dusty conditions, if you do a lot of stopand-go driving, or if you do a lot of hightemperature or low-temperature operations. In reality, only a small minority
of drivers would be considered to do
normal driving on a regular basis. It’s
good to point this out to your customer,
so they can make a more informed decision on their choice of replacement oil.
“The importance of following a proper interval for oil changes is that the contaminants in the oil that are being held
by the detergent package will be drained
out of the engine. Also, if the viscosity
of the oil is starting to break down, by
changing the oil at the proper interval,
you will ensure that the engine is being
lubricated by the proper viscosity of oil,”
explains Sherwood.
Today’s engines are designed for specific viscosity grades,
and using the wrong viscosity grade can cause problems. If
you go too light, then you can risk creating wear in the engine.
If you go too heavy, you can affect the fuel efficiency of the
vehicle and end up having to spend more on fuel. Too heavy
an oil can also put more stress on the oil, because the engine
is designed for a light oil. It has smaller orifices and tighter
clearances, so the engine does a lot more work pushing the
heavy oil through these openings, which causes the oil to heat
up even more, leading to accelerated breakdown.
With the wide choice of quality oils that are suited for
all types of engine designs and driving conditions, you can
provide each customer with a product that is tailored to their
specific needs.
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What’s in it for you?

Market research gives AIA members
a business advantage.

From the largest service centre to the smallest automotive shop,
statistical information is essential to understanding the wants and
needs of Canadian drivers. As an industry we know that customers
expect maintenance and repair jobs to be completed quickly,
properly, and at a reasonable price. This has not and will not change,
but their reasons for having work completed and by whom often vary.

of consumer attitudes and habits at the shop level. The study,
completed by J.D. Power and Associates, asked Canadians a number
of questions about how they chose their automotive service provider,
what would prompt them to leave their service provider, and how
much they typically spend on service and repairs, among other
things.

Within the aftermarket, jobbers play an important role in keeping
shops and service technicians informed – about available parts,
about new technologies, and about what Canadian drivers want
when it comes to service and repairs. Market research and consumer
behaviour reports provide meaningful insights and help jobbers grow
their business by supporting the growth of their clients. Aware of this
fact, the Automotive Industries Association (AIA) of Canada seeks to
gather valuable data for its members.

The study found that the most important criterion for automotive
owners in selecting their most recent automotive service provider
were past experience (19 per cent), followed by good customer
service (15 per cent), convenient location (14 per cent), and the
dealership where they purchased their vehicle (13 per cent). The
study also found that 41 per cent of vehicle owners agreed that
researching vehicle repairs prior to taking their car in for service was
important.

Consumer Focus Groups
Through a series of focus groups held in 2014 in Ottawa, Montreal,
Toronto, and Vancouver in partnership with the Canadian Automobile
Association (CAA), AIA Canada learned that safety is the most
important factor for consumers when considering maintenance and
repairs.

Why is this significant? Car owners value customer service and want
to know about the repairs being done, so taking the time to explain
the reasons behind the maintenance and repair needs of their
vehicles is a great way to encourage loyalty.

Canadians want to drive their vehicles “as long, as far, and as safely
as possible” – a philosophy that influences the majority of their
decisions around having service jobs completed – but most believe
they are diligent maintainers, so they aren’t overly concerned with
the mechanical integrity of their cars and are unlikely to budget
for repairs. This belief is in sharp contrast with the findings of AIA’s
2013 Demand Study, which indicated that the average Canadian
underspends on his/her car by $623 per year.
Why is this important? Canadians believe that their cars are safe, so
explaining to them the safety risks of ignoring maintenance items is a
strong sales tactic.
Consumer Behaviour Study
In 2012, AIA Canada commissioned the Canadian Automotive Service
Sector Consumer Behaviour Study to get a better understanding
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Education is empowerment - the valuable data that AIA collects
can help you arm your clients with the information they need to
effectively educate their customers about the importance of regular
preventative maintenance. With the right information, Canadian car
owners are more likely to confidently make good decisions about
car care and will reward your clients with their loyalty, a result that
benefits the entire supply chain.
So what is in AIA membership for you? Insightful data and free
market research that can help you and your clients succeed.
Automotive Industries
Association of Canada
1272 Wellington Street West
Ottawa, ON K1Y 3A7
Telephone: (800) 808-2920
Fax: (613) 728-6021

15-04-16 10:47 AM

Advertisement

Steven Krieger has
been responsible for
the continuing legacy
of his family firm,
Barton Auto Parts, for
some years, but it was
the long view that
really moved him to
decide that NAPA was
where he needed to
be.

Studying at the University of Western Ontario,
Zak chose to make a study of the aftermarket
his academic focus, and it crystallized his
realization that becoming part of the NAPA
family was their best path to ensuring future
success, and growth.
Together they realized that Barton’s future
could simply not rely on the entrepreneurial
spirit of the Krieger family alone; they needed
the power of NAPA’s North American network
and the tools to succeed that only NAPA could
offer.
“Steve had a lot of different ideas, but it was
always about parts. We have moved past that,
to help people’s businesses.
“For us, NAPA aligned the value-added service
that Steve had been
preaching for 27 years
with the operational
controls needed to in
any modern
business,” says
Zak. “People
understand the
‘One Goal, One Team, One Vision,’ and they
see it in action.”

BARTON AUTO PARTS
LOOKS TO THE FUTURE
WITH NAPA
Steve has long held that the path to continued
prosperity in the Hamilton, Ont., market was
to be much more than a parts supplier. Years
ago he dedicated a standalone building
to training, and worked hard to cultivate
relationships with his customers that went
beyond the price he could offer.
“Our biggest thing was that we wanted to
look at what the future was going to be, and
what the next three, five, 10 years were going
to look like in the automotive aftermarket,” says
Steve. “We realized that our role was really to
help installers. And our goal was to change
from a parts supplier to a true business partner.
“It has been my focus over the past seven
years: the importance of training, the
importance of program development, and
NAPA was truly the best partner for the future
of a 62-year-old company that needed to
change its role and direction to move forward.
“I wanted to know that I was making the right
moves for my family and our employees.”
Fittingly, it was his son Zak who provided
much of the initiative to move forward.
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“It encompassed that value added service that
we were trying to accomplish and put it into
action for everyone to see,” says Zak. “We have
built a collective focus around utilizing these
tools to better serve our clients and business
partners.”
“I wanted to have a legacy for my kids and
their kids,” offers Steve. “I wanted to know that
I was making the right moves for my family
and our employees. The strategic direction of
Barton Auto Parts and NAPA were truly on the
same side before we even came together.
“Right from the beginning, we had a lot of
strengths in common. And once we identified
what the marketplace was like, what our client
base was like, and what we were trying to
do as an organization, we knew that it was a
perfect fit.
“The One Team, One Goal, One Vision was
at the head of every conversation we had.
I remember the very first meetings that I
had and they talked about, “welcome to
our family.” There was a genuine discussion
that they were focused on: One Team, One
Goal, One Vision. I saw the strengths of the
associates working together and I saw how
open-minded they were to strengthening the
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It works on the family level, it works
at the Barton Auto Parts level,
and it certainly works at the NAPA
Network level.
“NAPA AUTOPRO has won the J.D.
Power and Associates CCI Award*
for customer satisfaction the last
four years in a row because their
strategic plan, their mission, is
accomplished across the entire
network. It’s the same at the NAPA
Auto Parts Store level. Everybody is
living up to the network standards.
I take pride in that. I like that my
building is similar to any other
NAPA Auto Parts Store in the
organization. I like that our people
are wearing uniforms. I like that we
have taken our brand and that we
have become a co-brand together
in a massive network.
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financial aspect of your business. They are
interested every day that we are doing the
right things, that we are representing them the
right way, but everybody you talked to from
that very first meeting was ‘welcome to our
family.’
“I was about to turn 50 years old. I had to
make a clear decision. My dad had been gone
for almost five years, and I had to make a
decision on where I was going to go with this
business.
“When Zak and I were sitting down, we
realized that we needed a strategic partner
that was going to help us in reorganizing
and maximizing our service levels through,
improved process and efficiencies. It really
turned the corner to a whole new world.
“The focus of our business operation today is
to make sure that we live up to every installer’s
expectations,” says Steve. “We measure and
rank our service to each of our clients. It was
really my vision as before – except that NAPA
brought us the perfected systems to be certain
we were meeting our client goals. How cool
is it to be able to tell a customer that we did
100 deliveries last month, and 87% of the time
we were there within 17 minutes, your credits
were done within 24 hours, and so on?”
The One Team, One Goal, One Vision works
on many different levels for Barton Auto Parts.
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“It’s such a massive change and you
think about the dynamics of Barton
Auto Parts and of my grandfather and my
father and my uncle and you ask, ‘How would
they have accepted a change like this?’
“It’s funny, but I think my dad would have truly
loved it. He would have truly been motivated
and been rejuvenated, because it was a
big vision again. And it will give us all the
strengths to continue his legacy.
“I think he would have been very proud of
where we are going today.”
NAPA Canada would like to congratulate the
Krieger Family and Barton Auto Parts on over
60 years of success.

From NAPA to you,
welcome to our family
and we look forward
to at least another
60 more as your
trusted partner!
*See JDPower.com for details

NAPACanada.com
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Premium Brake Products

On the Rise
By Steve Pawlet

W

ith the price point between second- and first-line
brake pads and rotors as close as a street race between
a Camaro and Mustang, it’s much easier for jobbers to
upsell clients to a premium product for a reasonable price.
And when you add to that equation the fact that many customers are hanging onto their vehicles longer, so are much
more receptive to investing a little more for aftermarket parts
16
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that will give them good performance, increased safety, and
a longer life, you have a formula for increased sales revenue.
Another factor influencing upscale brake part buying patterns is the recent popularity of coated rotors.
“Initially coated rotors were a little slow to take hold, but
because the pricing difference between the cheaper uncoated ones and the coated rotors is now only $15-$20 per rotor,
JOBBER NEWS / APRIL 2015
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we don’t just

STOP

with pads and rotors
A complete brake job is more than brake pads and rotors.
That’s why Raybestos® offers a full line of premium
quality brake products, from friction, rotors and drums
to calipers, master cylinders, hydraulics and more.
With coverage for passenger, fleet and specialty
vehicles, you can rely on Raybestos® for all the parts
needed to get the job done right the first time and
help you grow your business.

Visit us at www.relyonraybestos.com to find what you need.
2015 Brake Parts Inc LLC. All rights reserved. Raybestos and RAYBESTOS, THE BEST IN BRAKES are among the registered trademarks and trademarks of BPI Holdings International, Inc.
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they are all opting for it, because you know what? They go on
a lot easier, they look good on all those open rim designs that
are out now, and when you take them off a vehicle they are
not rusting up – and they come off a lot easier too,” explains
Ken McNulty, shop manager at Uni-Select member Bolton
Auto Parts.
“A lot of people want quality aftermarket parts at a
fair price, and most
vehicle owners are
interested in the longevity of their vehicle,
and are willing to spend
a little more for quality parts and peace of
mind,” explains Doug
Curlis, sales manager
of Promax Auto Parts
Depot. “Boosting premium brake sales really comes down to the
technicians. These are
the guys who are selling
the jobs to the consumers, so depending on
what market sector they
are in, they may have
customers who walk in
prepared to buy only
on price, so they have
a bigger sales job when
it comes to the upsell;
while other shops that
are in markets where
the customers are looking for higher-quality
brake pads and rotors
are going to have an
easier go of it.”
“The demand for
premium brake products is increasing as
the consumer trend is
increasingly towards a low-dust, no-noise brake pad with
smooth reliable stopping power. We have seen a phenomenal
increase in premium-coated rotors, even with the traditional
cost-first customer, like the used car lot who wants a product
that will not incur ‘lot rot.’ The customer wants a coated
rotor that does not rust, looks attractive in an open wheel,
and even provides labour savings with the dismantling of the
brakes due to the coating on the hub of the rotor,” explains
Dean Weber, vice-president of Proforce Automotive.
One strategy that has proven to be effective is arranging
for a refresher brake clinic for your local repair shop clients.
While it may be a bit challenging to get some of these busy
technicians to stay late one night to do a brake clinic (since
this is something they think they already know inside out),
assure them that they will be pleasantly surprised at some of
18
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the new product information you have to share with them.
Be sure as well to use this opportunity to share key sales and
marketing advice that you and your supplier partners can
provide to them that can increase their sales volume and
profitability.
It can be a good exercise to go through the logic of a
typical brake purchase with them. By taking the time to
share with the customer the differences between a white-box
brake pad and a quality pad that includes new hardware,
as well as the differences between a white-box rotor and a
quality coated rotor, it’s often easy to upsell a customer that
originally walked in bent on getting the lowest price, when
for the sake of a few extra dollars, the shop can do a quality
job with something that has longevity, stopping power, and is
non-squeak and the rotors won’t rust or warp.
“We are seeing newer vehicles in the aftermarket service
bays sooner now, and typically that consumer will be keeping the vehicle for a
longer period and will
want to invest in better
brake components, like
a superior mid-grade
or premium ceramic
pad and an upgrade
from economy to coated rotors,” adds Weber.
“I believe the
demand for premium
rotors is growing as a
result of the advent of
the coated rotor,” says
Curlis. “The growing
demand is not going to
the premium regular
rotor but to the coated
rotor. We can’t keep
them on the shelf. The
price points are closer
now and it’s probably
half the price of the
name-brand first line
rotors and it’s a premium coated rotor.”
“Our pricing is close
on both the first- and
second-line brake parts
so people trust the
parts. We find we are
selling more and more
of the first line. People
are clearly looking for
more quality and reliability now. Coated rotors are also very popular these days,”
explains Bestbuy member Eduardo Gabarro, owner of West
End Auto Supply in Toronto.
Typically, when you show a customer several different
rotors they can’t really see any difference between a secondline and a first-line rotor. But when you put a coated rotor on
the counter they can see the difference and they can understand how it will help the rotor to not rust and understand
it will help it to perform better, last longer and cool better
because the fins will not get caked up with rust and dust,
reducing the ventilation of the rotor. These are tangible benefits the customer can see, which make the upsell to betterquality brake components that much easier.
“I think most brands offer hardware with the ceramic
pads now, so that helps to eliminate uneven pad wear and
JOBBER NEWS / APRIL 2015
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The world demands them.

The USA builds them.

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
right here in the USA. Akebono’s ProACT®, EURO® and
Performance® Ultra-Premium ceramic disc brake pads
are the best replacement brakes in the world for clean,
quiet and smooth braking. OEM’s choose Akebono,
you can too!

• Higher customer satisfaction
• Fewer comebacks
• Increased bay utilization
• Greater profitability for technicians

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

Demand Akebono.
akebonobrakes.com
Find us on Facebook
facebook.com/akebonobrakes
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[allows] more responsive braking. Selling a premium coated
rotor that is not only a rust protector but also comes with OE
weights, fins, and other characteristics will help to eliminate
pulsating brakes and heat checks. Choosing a good midgrade ceramic pad that is scorched in for proper mating
with the rotors, and making sure to remind the technician
to properly torque the lug nuts, will all go a long way to
eliminating braking issues and result in selling more brakes
to your customer,” adds Weber.
Most consumers trust their service providers to make the
best technology choices for their vehicles and budgets. If a
consumer shows some price sensitivity, the counterperson or
shop professional should clearly explain the disadvantages
of choosing a lower-quality part, including potential noise
issues and shorter service life.
Jobbers and technicians can sell the benefits of premium
parts through a wide range of creative and impactful pointof-sale materials provided by their suppliers. These tools
help the jobber or shop professional educate the consumer
on the value of investing in premium-quality brake products.
When it comes to older vehicle maintenance, it often
comes down to how many times that vehicle has been sold.
If one person has owned the vehicle for 12 years, the maintenance has likely been done on a regular basis and the
owner will likely continue to invest in quality maintenance
products; but if it has been sold multiple times, chances are
good that the most recent owner may not be so eager to
spend a lot on maintenance and repairs. They may be looking for the lowest price point for parts, making the upsell to
better-quality brake parts a bit more challenging.
“It’s up to the jobber to make sure their technician
customers are up to date on the latest product offerings.
Service is key. The jobbers have to train the technician so
they know what products are available and the pros and cons
of the product,” adds Curlis.
OE or better-than-OE quality is an
important benchmark for automotive service providers who want to
earn more of the consumer’s business across all repair categories.
Because a brake job is one of
the first service opportunities
on a late-model vehicle, it’s
vital that the shop get it right
the first time, which means
quiet operation, excellent
stopping power, and outstanding pedal feel. The
best way to hit that
target every time
is by relying on
high-quality premium brake pads
and rotors from a
trusted supplier.
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An aftermarket line so premium,
you can only call it Elite®.
For aftermarket parts that live up to a higher standard, depend on
Continental Elite. Our full line of automotive and heavy-duty products
delivers proven results every time, without exception.
Elite Engineering
Driven by more than a century of groundbreaking
research and proven track-to-street technology.
Elite Fit
Products meet or exceed OE standards, with
expanded coverage for all makes and models.
Elite Performance
Best-in-class
reliability and
durability for 100%
customer satisfaction.

The content of this publication is not legally binding and is provided as information only. The trademarks displayed in this publication are the property of
Continental AG and/or its affiliates. Copyright © 2015 ContiTech AG. All rights reserved. For complete information go to: www.contitech.de/discl_en

Contact us at 1-888-275-4397 www.contitech.ca
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The Beat

GOES ON
By Andrew Ross

T

E

he year ahead will be about
evolution, not revolution.
So says Tony Canade of his
upcoming year-long tenure
as chair of the Automotive Industries
Association of Canada. He adds that
he knows that may be a challenge,
considering the work that lies ahead
for both himself and the association.
Canade, president and COO of the
Assured Automotive collision repair
network, is the first AIA chair to
come from the collision repair sector since Carstar’s Larry Jefferies,
who served as chair from 2004 to
2005. But Canade has worked closely
with industry bodies for years, having

ADA
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served previously as the chair of the
Canadian Collision Industry Forum.
Canade is a meticulous, detailoriented person, and a sports fanatic – his office is filled with sports
memorabilia, very neatly arranged.
He is also an avid drummer; he finds
that it provides both a release from
daily stresses, and a means to subconsciously find creative solutions to
business challenges. (He also has the
dubious distinction of having provided the backbeat for this writer’s
one and only guitar and vocal performance at an industry event: the CCIF
jam night in Vancouver in 2010.)
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“There are a lot of
instances where
a car lands at a

T

Tony Canade

ony Canade is the president and COO of Assured Automotive, an organization that owns and operates 44 collision repair centres and employs 450
people across Ontario.
He completed his studies in Business Administration at York University
in 1990. He then went on to work as a student-in-accounts for a chartered
accounting firm in Toronto. In 1992, Tony joined an automotive organization,
which operated a collision repair centre and various dealerships. Tony held
several senior positions during his tenure there, including controller, general
manager, and director.
In 2002, he became an equity partner in Oaktown Collision. In 2005, Oaktown
Collision and Imperial Collision merged to form Assured Automotive. As a
co-founder of Assured Automotive, Tony assumed the role of president and
COO, a position he still holds today.
He resides in Mississauga with his wife Mary and their three children
Jonathan, Bianca, and Nicholas.
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collision repair
facility and we
can’t get the parts
because all parts
are being used for
production.”
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He will have much more critical tasks ahead for the association – arguably, greater than many of those who have
served in the role in recent years.
For starters, the association will be faced with finding a
replacement for president and CEO Marc Brazeau, who leaves
for a new role in the industry with the
Uni-Select network in May. Brazeau
“So there are
– who was with the association for 20
ongoing challenges, years, the last eight as president and
CEO – can be rightly credited with
shepherding the association into an
and it is really
era of increased services to the indusstarting to work its try (most notably, delivering I-CAR
training to the collision repair sector), and greatly increased effectiveway through the
ness as an association. Broader recogaftermarket.”
nition of the association’s potential

led to its being selected to manage the Heavy Duty Association
of Canada (formerly the Heavy Duty Distributors Council), and
most recently, the Canadian Collision Industry Forum.
“He’s been with the association for almost 20 years. He
has been fantastic. He has done a wonderful job of growing
the association, brought an incredible level of professionalism, and has been instrumental in setting the AIA up as a
much-respected organization.
“The second thing that Marc did very well was grooming
the staff there. There’s a great team there. The skill sets are
all in line with what our priorities are.
“As much as we are sad to see Marc go, at the end of the
day, operationally we are very sound. Our staff in Ottawa
knows what needs to be done. The association is in great
shape, and we are viewing this as an opportunity to bring in
some different thinking, a different set of eyes.”
Canade himself has a unique perspective as a member of
the collision repair industry, which, while part of the larger
aftermarket, has some specific dynamics in terms of customer relationships, financial structure, regulatory structure,
and training needs.
“From the collision repair standpoint, it is becoming more
prevalent today because of the proliferation of vehicle and
model changes and designs. In the old days they’d come up
with a new Monte Carlo, and that would have an eight-year
run. Now the amount of time between model redesigns is
almost half,” to speak nothing of the many running changes
that occur. “We’re dealing with newer vehicles on a much
grander scale than much of the aftermarket.
JOBBER NEWS / APRIL 2015
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“There are a lot of instances where a car lands at a collision repair facility and we can’t get parts because all the
parts are being used for production. And we don’t have a
repair procedure, because the manufacturers are still working through that. And the vehicles are using materials and
technologies that were only found in the space program not
many years ago,” he says.
“So there are ongoing challenges, and it is really starting
to work its way through the aftermarket. The collision repair
side sees it much sooner, but it’s coming – even for the traditional aftermarket – more quickly than it has in the past.”
But Canade says he’s completely confident the AIA is well
positioned to help the industry meet the challenge.
“What I really consider the association to be is a resource
to the industry, so we need to look at ways to support the
industry. That means access to the latest repair information
to make sure that we’re working closely with the OEMs on
the CASIS site.
“The AIA hasn’t been as involved in
training, but there may be a need to support our members so that they can pass
along the right information and technology to their constituency. Through thinking
like this, we will get a pretty good handle
about what we should be working on.”
A central objective over the next year
for the association is building a closer
connection to the jobber. A series of focus
groups conducted last year revealed a significant communications gap between the
association and the wholesaler membership community.
“As a membership group, the jobbers
are the largest by number, and if we go
back to when the association
started, it was started by jobbers. But the jobber’s world
“A central objective has changed dramatically
over the past 10 to 15 years.
over the next year
[We need to] ensure that we
delivering value for all
for the association are
our members, and the jobis critical. We never want
is building a closer ber
to alienate any sector of our
membership, but especially
connection to the
the jobbers, with the critical
role they play in the afterjobber.”
market industry.
“Last year, we started the
process of further engaging
with them, looking at things that are specific to them and
seeing how we as the AIA can bring additional value to the
jobber membership group.”
You can also add real estate needs to Canade’s portfolio.
On top of everything else, the association has outgrown its
offices and will have to move sooner rather than later, certainly over the coming year.
Canade knows he has a challenging year ahead, but he
knows too that there is a strong infrastructure of people and
expertise to rely on for support. “At the end of the day, we
have a super strong organization, the strongest it has been in
years. We are in a fantastic position. There are lots of exciting
opportunities moving forward.
“The challenge is you have to do it all at once.”
25
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By Steve Pawlett

Chassis Parts:

Knowledge Builds Sales
W

hen a customer comes in complaining about a problem with the undercarriage of his vehicle it is usually
in reaction to a steering or suspension problem, likely
caused by a pothole or an accidental curb-surfing incident
in a local parking lot; so it is a reactive response rather than
a preventative effort to maintain the vehicle in optimum
condition.
One of the reasons for this general lack of attention by
vehicle owners to chassis problems is the simple fact that
chassis wear is usually very gradual. Slightly off-kilter steering
alignment is barely noticed and soon forgotten. But to the
technician, an improperly aligned vehicle will have specific
wear patterns on the tires, alerting the observant tech to an
alignment issue.
When a vehicle is in for regular service and the technician does a thorough check of the front end and the braking system, and finds things starting to wear before serious
damage occurs, this is a prime opportunity for the counterperson to explain to the customer why the work needs to be
done now – before further damage is done and the cost of
the repair escalates.
The next step in the sales process is to explain the difference between name-brand components and second-line
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parts that may appear to be comparable to the customer.
“Safety is becoming a bigger factor than before, and
consumers are much more aware of this. People care about
their safety. Now, when you tell a customer there is too much
movement in the wheel, they have seen and heard about accidents where a wheel is lost, so they are much more apt to have
the repair done than risk their life driving on a worn-out
part. A repair is always cheaper than the cost of an accident,”
explains Jacob Yako, owner of Paste Auto in Toronto.
The technician and the counterperson should have
the product knowledge to explain to the customer why a
name-brand tie rod or ball joint is really the safest and most
economical choice. Selling 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 corresponding part that comes in a white box or is from
a secondary brand. The performance difference between
those parts may be significant, so his choice could affect his
safety and long-term satisfaction.
“Customers are becoming a lot more price-conscious now,
so we explain the options between our first and second lines
and let the customer decide,” explains Jody Klassen, front
JOBBER NEWS / APRIL 2015
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counter manager of Sutherland Automotive in Saskatoon, products to customers in order to upsell higher quality that
provides safety and dependable performance.
Saskatchewan.
Explaining the safety differences between first-line and
The current proliferation of chassis parts makes it very
challenging for jobbers to maintain rapidly expanding second-line products is a good way to educate your custominventory. “Obviously the inventory is a little more expensive ers. “Let them know that, in many cases, the aftermarket
now, but the biggest change is the number of parts we now replacement part was manufactured from stronger materials
have to carry. It takes up a lot more room. And you have to and is beefier so it will stand up better than the OE part it’s
carry a top line and a less expensive line, so it’s almost out replacing. Then explain how the better part is engineered
of control,” adds Percy Barlow, owner of Napa Autoparts in and tested to last longer.
“A lot of technicians are tired of changing out the bushing
Trenton, Ontario. “Earlier we had problems competing with
offshore parts. They used to have a good and medium line, and then getting a call from the consumer three weeks later,
and now they have a medium and a low-price line. So they complaining of a noise after they just spent all that money on
are throwing another line at us. But you have to be com- the repair, and now the tech puts it back on the hoist and has
petitive and educate the customer on the benefits of quality to tell them the ball joint is gone. We teach them as much as
possible and explain to them that it is better if they change
brand-name chassis parts.”
“It is very challenging,” agrees Bestbuy member Eduardo the complete control arm so they don’t get the comeback.
Gabarro, owner of West End Auto Supply in Toronto. “For You get parts that are better than OE at a good price and the
example, just look at control arms. Ford has three or four job is completed faster and there is no risk of a comeback,”
different applications for the same model year of a given explains Yako. In addition to the Mevotech line, Paste carries
vehicle. And now with the growth of imports into the market, the Altrom OE line and some Moog chassis parts for their
the Infinities and BMWs etc., with today’s mix of vehicles, it’s “old-school” clients.
“Electronics in the vehicles are much better, but the chasalmost impossible to stock all the control arms your customsis components are getting lighter and less durable. I think
ers may need.”
Gabarro carries Moog as his first line and Bestbuy XCP a lot of manufacturers are moving to a second-line product,”
brand as his second line. “Our pricing is close on both the says Gabarro. “For example, I have a year-old Ford Transit
first and second line chassis parts, so people trust the parts. Van and it’s equipped with XCP parts as original equipment.
We find we are selling more and more of the first line. People You just don’t see as much Moog and TRW as original equipare clearly looking for more quality and reliability now,” adds ment on vehicles anymore.”
When it comes to steering and suspension components,
Gabarro.
“We used to sell mainly our premium line, which is many technicians and jobbers have relied on name brand
Moog,” adds Klassen. “But now it’s moving more towards the products for years, because those parts have helped to prosecond line. People are becoming a lot more price-conscious tect their reputations and customer relationships. Today,
in our market now, even though the prices really aren’t that gaining customer loyalty is tougher than ever, making the
far apart. We carry Moog, ACDelco and Mevotech, and these importance of selling quality name-brand components even
lines are all considered premium lines, so we don’t really greater. Helping customers to understand the safety risks
that come with the use of low-quality components in steering
carry a ‘white box’ line for chassis.”
“The chassis business has increased dramatically, and since and suspension repairs will lower your liability exposure and
we made the changeover to Mevotech we’ve had great success. help you build a loyal customer base.
Their customer service is phenomenal,” adds Yako.
Educating the customer
Chassis Components and Fuel Economy
is the key to selling more
name-brand product. But it
ew regulations state that all car manufacturers are obliged to bring their models’
is up to the technician and
average CO2 emissions down to 120 grams per kilometre from 2015 onwards, with
counterperson not to make
the maximum permitted level dropping to below 95 grams by 2030. This can only be
the decision for customers,
achieved by drastically reducing vehicle weight. The lighter the car, the less carbon dioxbut to let them decide. Quite
ide it emits into the atmosphere. A reduction of just 100 kilograms in weight translates
often, the customer is looking
into a cut of 8.8 to 12.5 grams in CO2 emissions per kilometre. Ironically, electric cars
for guidance in the decisionare the ones that really need to go on a diet, since they have the added bulk of battermaking process, and this is
ies on board – and rechargeable lithium-ion batteries can easily weigh several hundred
precisely the time to explain
kilograms.
the differences between firstReplacing cast iron and traditional steel components with lightweight materials such
line and second-line parts,
as high-strength steel, magnesium (Mg) alloys, aluminum (Al) alloys, carbon fibre, and
and then step back and let the
polymer composites can directly reduce the weight of a vehicle’s body and chassis by
customer choose.
up to 50% and therefore reduce a vehicle’s fuel consumption. It is estimated that using
Key questions to ask about
lightweight components and high-efficiency engines enabled by advanced materials in
second-line products include:
one-quarter of the North American fleet could save more than five billion gallons of fuel
What do you know about the
annually by 2030.
quality of steel that was used in
“By 2030 they have to be 47% lighter, so control arms and all those heavy parts are
the part? What durability tests,
getting hit hard. But in the aftermarket they don’t have to be lighter; they can be as beefy
if any, were used to validate
as you want them to be, so that’s good for us,” explains Klassen. “We are seeing 2013s and
the part?
2014s for chassis parts because they just don’t stand up. Potholes are pretty bad out here
Jobbers need to explain the
this year, so it will be a good season for us,” he adds.
safety and warranty details of

N

28

P 26,28 Chassis.indd 28

JOBBER NEWS / APRIL 2015

15-04-16 11:10 AM

THE RIGHT BLADES MATTER.

www.ANCOWipers.com
Like Us on Facebook
facebook.com/ANCOWiperBlades
Follow Us on Twitter
@ANCOWiperBlades

Make any car a safer car to drive by installing new wiper blades from
ANCO ®. The complete family of ANCO wiper blades are engineered
with the latest technology to provide more effective blade-to-windshield
contact for improved visibility. Preparing any driver, for any season.
ANCO. The Clearest Choice® in wiper blades.

NHL and the NHL Shield are registered trademarks of the National Hockey League. NHL and NHL team marks are
the property of the NHL and its teams. © NHL 2015. All Rights Reserved.
©2015 Federal-Mogul Motorparts Corporation. All other trademarks shown are owned by Federal-Mogul Corporation,
or one or more of its subsidiaries, in one or more countries. All rights reserved.

p 29 Federal Mogul Anco Ad.indd 29

15-04-09 7:38 AM

TECH FEATURE

Back to Basics:

Solving Top HVAC
Problems
By Andrew Ross

R

elying on the basics and not searching for rare faults is
your best bet for finding the cause of HVAC problems.
Ryan Kooiman, trainer for the Four Seasons division
of Standard Motor Products, says that while scanning is a
good habit to get into, “Too many times, techs get focused
on just scanning the HVAC modules. Strange stuff happens,
so get into the habit of scanning all modules. It can be timeconsuming for some scan tools to scan all modules, but it’s
a good strategy.”
Kooiman’s session, presented at the MACS 35th Annual
Training Event and Trade Show at the Caribe Royale Hotel
and Convention Center, held February 5-7, “Diagnosing and
Repairing the Top Automotive HVAC Problems,” covered
some common-sense touchpoints that nonetheless could
escape the attention of a technician engrossed in a problematic fault.
In one case study, a low cooling problem on a 2012
Chrysler 200 with a 2.4 L engine would normally lead a
technician to suspect a low coolant charge. With an ambient
temperature of 86 deg. F and 72% humidity, the expected
outlet air temperature should have been 56 deg. F or less.
But with static pressure indicating that the system had
refrigerant, the running pressure revealed that the system
was not pumping adequately. Proper diagnostics revealed
that all the sensors and drive signals were active and operating properly, there were no DTCs, but the variable displacement compressor was operating as if the cooling load was at
a minimum, regardless of the demands the system asked it
to respond to. In the end, it was judged that the compressor’s swash plate was stuck on one position, and replacement was recommended, but not until after ensuring that
all other systems, sensors, and commands were found to be
operating properly.
“The first step in any proper diagnostic is to ensure that
a Maximum Heat Load Test be run. This puts the system
under maximum stress, exposing any underlying weakness,”
said Kooiman.
Five components go into this testing. Place the car outside in direct sunlight; open all doors and windows; bring
the engine to operating temperature; let the engine idle;
operate the a/c at “Max Cold.”
Three temperature differentials should be measured:
Condenser Inlet vs. Outlet: between 6.6 deg. C and 10 deg. C
• More than 10 deg. C: undercharged, restricted, air in
system.
• Less than 6.6 deg. C: overcharged, low air flow, lines
reversed.
Evaporator Inlet vs. Outlet: minus 18 deg. C, plus or minus
30
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1 deg. C
• More than 1 deg. C:
undercharged, restricted
flow.
Ambient vs Centre Duct:
duct must be 1 deg. C or
more, cooler than ambient.
• Less than 1 deg. C: cabin controls, air door function, duct leaks,
heater valve, evaporator efficiency
(excessive oil/debris).
“Lines reversed?” said Kooiman, highlighting one of the failure causes. “It happens. Off highway
guys have systems with all sorts of hoses, and sometimes
they are reconditioning over the winter. They pull the cab
off, do all kinds of work, put it all back together, and hook
everything back up. Who knows if the guy who put it all back
together did so correctly?”
Kooiman recommends using a contact probe to test
temperatures. “I’m not a big fan of the guns, as they have a
beam and broadcast too wide an area. You’re not just measuring where the laser dot is. If you have an exhaust manifold or a refrigerant line, it is going to affect the reading you
get. It’s important to always be consistent at where you are
measuring. There can be a three-degree difference between
a painted and metal surface on a component.”
Sometimes a diagnostic can go astray and, says Kooiman,
it’s important to recognize when it has. “One thing that is
important to admit is when you might have gone too far
down the wrong path. A lot of the times you just have to go
back to the basics.”
When the system is operating properly, the refrigerant
changes state at the evaporator and at the condenser. At
the evaporator, the refrigerant liquid changes to a vapour.
At the condenser, the refrigerant changes from a vapour to
a liquid. There should be little difference in temperature
across the evaporator, indicating that there is still some
liquid refrigerant exiting the evaporator and therefore oil
circulation is being maintained. This test is relatively easy
to perform on orifice tube systems and more difficult on
expansion valve systems.
“In a case where the charge level is low, all liquid refrigerant reaching the evaporator boils quickly (changes state
from a liquid to a gas) in the bottom of the evaporator.
There is no liquid refrigerant reaching the top of the
evaporator to carry the oil on to the compressor,” explains
Kooiman.
The oil drops out of circulation and pools in the botJOBBER NEWS / APRIL 2015
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tom of the evaporator. The refrigerant gas will continue to
TECH FEATURE
gain heat (superheat) as it moves up through and out of the
evaporator. This is why the evaporator outlet temperature is
energy (BTUs) is transferred, because the heat is being
higher than the inlet temperature.
“This superheated refrigerant gas carrying little or removed from a relatively few molecules of a diffused gas
no oil reaches the compressor. The compressor starts rather than the many molecules of a much denser liquid,”
to overheat and the case temperature rises. This added explains Kooiman.
heat raises the refrigerant
pressure and temperature
even more, which in turn
raises the compressor compression ratio. The lack of
Service hoses that have been pulled into a vacuum during evacuation can hold four to six
lubrication coupled with
ounces of refrigerant, depending upon hose length and manifold design. J2788-compliant
increased stress leads to
equipment automatically compensates for refrigerant trapped in the hoses. However, if
rapid compressor failure,”
you are using older equipment or a separate charging scale or cylinder with a manifold
says Kooiman.
gauge set, then you should manually compensate for the refrigerant that remains in the
The refrigerant reaches
hoses after normal charging. There are two ways to do this:
the condenser as a highAdd about one ounce per foot of service hose to the specified charge amount. If the
pressure superheated gas
system specification was 20 ounces and your service hoses were four feet long, then you
that does not change state
would set your charging machine to charge 24 ounces of refrigerant to compensate for the
back to a liquid in the
four ounces that would remain in the hoses.
condenser as quickly as it
An alternate method is to draw any refrigerant remaining in the hoses into the system
should.
after the initial charge is complete. Disconnect the high side service hose from the system.
“This superheated gas
Leave the low side connected. Open the high and low side manifold valves and run the
occupies heat exchange
engine with the AC on. This will draw any refrigerant remaining in the entire service hose
space in the condenser,
and gauge assembly into the low side of the system. At low side pressure (30 – 40 PSI) all
so sub-cooling capacity
the refrigerant in the hoses will be in a gaseous state. There will be virtually no refrigeris reduced. A larger than
ant remaining in the hoses. Let the system stabilize for several minutes before engaging
normal temperature drop
the compressor clutch if liquid refrigerant has been installed in the high side. This will
occurs across the condenseliminate the possibility of slugging the compressor and breaking a piston or reed valve.
er. However, very little heat
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NEW PRODUCTS

OEM-Grade Leak Detection Kit

The Tracerline EZ-Ject A/C and Fluid Kit pinpoints
leaks in A/C and fluid systems. It features the
only concentrated, premium-quality, OEM-approved
fluorescent dyes in the industry. The dyes are used
and approved by more major
OEM manufacturers than any
other brand. The TP-8655
OPTI-PRO
Plus,
a
cordless, “true UV”
(ultraviolet
light)
LED leak detection
flashlight comes with
convenient onboard
recharging. It emits
less visible light,
making leaks clearer
and easier to spot. Its
high-output LED provides optimal fluorescent
dye response and contrast,
ensuring that every leak glows brilliantly.
Tracerline
www.tracerline.com
Exhaust System For 2015 Tahoe, Yukon

To improve the performance and
fuel economy of the redesigned 2015
Chevrolet Tahoe and GMC Yukon,
Corsa Performance has engineered a
new cat-back exhaust system for the
5.3L V8 engine of these full-size SUVs.
Corsa systems are designed to create a
quicker, more efficient path for exhaust
gases to escape, allowing the engine
to “breathe” better, so spent fuel and
air exit the combustion chambers faster. Corsa systems are crafted using a
mandrel bend process for a smoother
pipe surface and a constant diameter
through the bend for less resistance.
Corsa test results show that the new
Tahoe/Yukon system provides a 53.71%
improvement in airflow and weighs
seven pounds less than the stock system. With an easy bolt-on installation,
the Corsa cat-back exhaust system has
a single side exit design with four-inch

Pro-Series tips,
laser
etched
with the Corsa
logo, in either
a polished
finish or a
black finish. Black
Pro - Ser ies
tips feature Physical
Vapor
Deposition
technology,
which
infuses the tips with a deep, reflective
black film that won’t chip, flake, or peel
and resists corrosion. All components,
including clamps and hangers, are
crafted in the U.S. using high-quality
304L stainless steel to ensure the product’s appearance won’t diminish over
the life of the vehicle.
Corsa Performance
www.corsaperformance.com

Redesigned Spark Plug Packaging

Offer Now through
April 30, 2015
*After mail-in rebate.

www.ANCOWipers.com
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Robert Bosch LLC has redesigned the packaging for its Double
Platinum and Platinum OE Fine Wire Spark Plugs. The design
changes include modification of the front-facing image for
increased visual interest. Also
included is easy-to-read information on product features and
benefits with the text in three
languages – English, Spanish
and Canadian French – for use
across North America. The
Bosch global quality colour
scheme has also been implemented with dark blue for
Double Platinum and light blue
for Platinum.
Bosch
www.boschautoparts.com
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THE WORLD’S

Dorman 2015 Service Dealer Guide

Dorman Products, Inc. has announced the
launch of its new 2015 Service Dealer Guide,
Volume 1. This new guide features over 180
new formerly “Dealer Only” parts – now available through the aftermarket. These exclusive
new Dorman parts reduce dependency on the
OE dealer and give customers at all levels a
better choice in automotive replacement parts.
Highlights from the new Service Dealer Guide
include Dorman’s new offering of pre-formed
stainless steel brake line kits, console lids,
transmission control modules, door latch actuator motors, differential mounts, leaf spring
shackle kits, HVAC control modules, hybrid
drive batteries, hybrid inverter assemblies,
and many more. Epicor and Wrenchhead line
codes have been included to make it easy to
locate Dorman’s latest part introductions in
ecat systems.
Dorman Products
www.Dormanproducts.com
Utility Tire Cage

Ken-Tool has added its latest, and smallest, tire cage
to its line of tire inflation restraining devices, with the
introduction of the 36000-T107 Utility Tire Inflation
Cage.
The Utility Tire Cage is designed for tires for turf
care equipment, golf carts, all-terrain vehicles, and
personal mobility scooters, which are too small to be
safely placed in a large passenger or truck tire cage. It
is designed solely for non-highway use tires, carrying
the letters NHS (Non-Highway Service) on the tire’s
sidewall. It is not to be used on highway tires, nor NHS
industrial tires or multi-piece wheels. The cage features
four bars made of high-grade steel bar stock, and is similar in design to Ken-Tool’s
passenger car/light truck, heavy-duty, and earthmover tire inflation cages, and is
made in the U.S.A. It is rated to 80 psi, and addresses the possibility of a tire bursting because of over-pressurizing, damage or age, or slipping off the rim.
Ken-Tool
www.kentool.com
Ultra Premium Calipers

Cardone Industries, Inc. has introduced Cardone Ultra
Premium Calipers, the company’s new brand of premium
remanufactured calipers that features an exclusive silver coating to protect against rust and
corrosion. Backed by over 45 years of remanufacturing expertise, these calipers offer reliable
performance and peace of mind, as well as
a premium appearance that complements all
wheel types. Cardone Ultra Premium Calipers
also come equipped with all the necessary
installation hardware, including a new banjo
bolt and mounting bracket on all applicable applications. Over 500 part numbers
covering the most in-demand applications
are available today through MyCARDONE,
the company’s online customer portal, and
industry e-catalogues.
Cardone
www.cardoneultra.com
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Knowledge Building:

By Steve Pawlett

OBD-II Readiness

Are Your Techs On Board?

J

ust over a year has passed since the OBD-II mandate
came in, and while testing facilities are now comfortable
with the new onboard diagnostic system test, technicians
are still seeing a lot of readiness issues.
“The most common things we see are that the newer cars
are failing, because the check engine light is on. We also have
a lot of cars coming in that are not ready for testing because
the battery went dead, or someone has cleared the checkengine light, and the car has not been through a proper
drive cycle to qualify for testing. Those are the two biggest
issues we see,” says Mitch Beck of Beck’s Auto in Toronto.
The Drive Clean test uses the vehicle’s onboard computer
to identify emission problems. During the test, the information stored in the onboard computer is checked to determine
if the emissions systems are working properly and are not
releasing pollutants beyond the vehicle’s emission standards.
“Most of what we get calls about are the EVAP systems,”
explains Will Carcone, trainer for CARS OnDemand. “The
biggest thing is not knowing to take the time to do the correct drive cycle. The generic drive cycles don’t always work,
so you have to refer to the specific drive cycle that the manufacturer has set out for that particular vehicle. Vehicles often
come in with the codes cleared, but haven’t done the appropriate amount of driving for the necessary cycle of events to
occur,” explains Carcone.
Some shops are seeing check-engine lights for items that
appear to be unrelated to the emissions testing, when in fact
they are related.
“In some cases we will get a check-engine light for a
transmission problem or for an A/C problem that seems to
be unrelated to the emissions, so we are unable to complete
the test,” explains MD Shahin Miah of Mak Auto Service, in
Scarborough, Ont.
“The transmission codes could interfere because they can
be deemed as an emissions-causing issue,” explains Carcone.
“If the vehicle is not shifting correctly, it won’t allow the
engine to work efficiently, and that can change the tailpipe
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emissions and could cause a test failure. If you have an
engine that is slipping, you’re going to have the engine revving too high and that’s going to cause more misses out the
tail pipe, so that’s why they get flagged.”
A/C codes can also be deemed that way, because some
vehicles will increase idle RPM, which in turn can cause an
enrichment problem or a lean problem that creates higher
NOX – and the enrichment situation could cause higher HCs.
“Anything that’s going to change the final fuel ratio, or
any situation that may cause the vehicle to create more emissions, will cause the vehicle to fail. These issues can be challenging to troubleshoot if they are deemed as a non-emission
issue when technically, in the computer’s mind, it does affect
the drivability of the vehicle. Anything that might cause a
drivability issue will cause a failure,” explains Carcone.
Under the Drive Clean program, regulated vehicles from
model year 1998 to 2000 inclusive will fail if three or more
monitors are set as “Not Ready,” while model year 2001
and newer vehicles will fail when two or more monitors are
reported as “Not Ready.”
One reason some vehicles cannot complete the test is
when the onboard diagnostic (OBD-II) system readiness
monitors are not set. The fact that readiness monitors won’t
set does not necessarily mean there is a malfunction.
Under certain conditions, even when a vehicle is not suffering from a malfunction, some readiness monitors will
not run. When it is particularly cold, for example, an EVAP
monitor will not run, as it often requires that the outside
temperature be between 4 Celsius and 30 Celsius and the
fuel tank between 15% and 85%.
Often, a situation where readiness monitors are not running can be caused by erasing the memory from the OBD
system, either by clearing any diagnostic trouble codes or
disconnecting the battery. Either of these strategies can
often be employed by consumers armed with a scan tool or
a wrench, thinking that no MIL light means no problem.
continued on page 36
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continued from page 34
A professional technician may employ a similar strategy
as a quick check of the validity of a diagnostic trouble
code, but in both cases it requires that the readiness monitors be reset (either naturally through daily driving, or
more quickly by using a drive-cycle reset procedure).
The best advice you can give your trade customers is
to leave the DTCs in place and the MIL light lit, perform
their diagnostics and repairs, and then perform the
drive cycle procedures to spur the readiness monitors to
completion. However, you should be aware of the fact that,
depending on the repair, on many vehicles if you do not
clear codes or reset the engine computer, the flags will not
switch from not ready to ready.
It sounds simple enough, but in the real world getting those monitors to run properly can be a source of
frustration for technicians. At the very least, it can be a
time-consuming procedure that many shops still struggle
to charge for.

Drive Clean Program Emissions Benefit
Analysis For Light-Duty Vehicles and
Non-Diesel Heavy-Duty Vehicles
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In 2013, the tailpipe test for light-duty vehicles was
replaced with the more effective onboard diagnostic
test for 1998 and newer vehicles.
From 1999 to 2012, Drive Clean reduced:
smog-causing emissions of hydrocarbons and nitrogen oxide(s) from light-duty vehicles by an estimated
397,636 tonnes.
emissions of carbon monoxide, a poisonous gas, by
more than 3.8 million tonnes, and carbon dioxide, a
greenhouse gas, by about 327,000 tonnes.
In 2011 and 2012, Drive Clean reduced the combined emissions of smog-causing hydrocarbons and
nitrogen oxides by 32,130 tonnes and 30,287 tonnes
respectively.
Tailpipe emissions are much cleaner today than they
were when the program started in 1999. Drive Clean
testing requirements coupled
with vehicle turnover, better vehicle technology,
cleaner fuels, and
improved vehicle
maintenance are
all factors contributing to fewer
pollutants
in
vehicle emissions.
However, even the most sophisticated vehicle can
become a gross polluter if its emissions system is not
properly maintained.
Graph 1 above shows how these factors have contributed to fewer pollutants in the overall vehicle
emissions inventory in the Drive Clean program
area, which was expanded in 2001 and again in 2002.
In addition, the emissions reductions due to Drive
Clean are shown for each year at the top of each
bar. The data shows that since 2007, there have been
approximately one-third further reductions in the
emissions inventory every year, directly attributable
to Drive Clean.
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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 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.

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
Continental ContiTech

www.contitech.ca
“An Aftermarket line so premium you can only
call it Elite®.”
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.
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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
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Reach Key Aftermarket Players. Across Canada. Every month.
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reparing for the annual Lordco Auto Parts trade show earlier this
month – their 25th annual edition, which is a feat in itself – I couldn’t
help but think back on the many conversations I had with Ed Coates.
Ed Coates – who co-founded Lordco with Roy Lord 40 years ago,
but was the sole owner for most of its existence until his untimely passing
early last year – was an incredibly hard worker, was extraordinarily passionate
about the business, and embodied a peerless combination of ruthless competitor
and generous advisor. He was also about as unassuming as they come.
Along the way, over the past 25 years anyway, I had the pleasure on numerous
occasions to sit down and talk with him about Lordco. He was always open and
friendly, and never pressed me to end an interview before I had run out of “any
more good questions.”
So, with his openness in mind, here are five lessons from Ed that I think might
serve anyone well in this business:
It’s amazing what people will tell you. Ed was on the road continually, visiting customers, suppliers, and competing stores. Particularly in the early days, he would
visit U.S. chain stores and start talking to staff. He said he learned a lot that way.
“It’s amazing what people will tell you if you ask the right questions.” Many of those
lessons went into making Lordco the second-largest retailer of automotive parts in
the country, after Canadian Tire.
Throw the shovels in. Lordco does a lot of business with the forestry industry, and
Ed told me that it was important to always throw a couple of shovels in the back of
the delivery truck with the order because they were sure to sell on the spot, crews
being apt to break and lose them on a regular basis. You can expand that to mean
doing everything you can to get that add-on sale, and being attuned to the needs
of your customers.
You join our company as a career. Not a job. Lordco’s management and sales team
is filled with professionals who started out as drivers, cashiers, or counterpeople
and moved up; they were free to move as high up within the company as their work
ethic and ambition would allow, he once told me (with the possible exception of
his job, he added with a smile). It’s a combination of opportunity and empowerment that is rare in companies with such a strong personality at the top. The payoff
is a loyal team that cares deeply about what they do.
The times, they are a changin’. Ed Coates’ favorite lyric, from Bob Dylan, was never
too far from his lips. “I think that Lordco never really stands still. We’re always
trying to reinvent ourselves. We know that the times are changing all the time.”
Play air guitar. Okay, so this one’s really not advice from him per se, but he
was an avid music fan, all kinds of music, and yes he could be found often on
a Saturday morning, in his office, music up, lost in an air-guitar rendition. The
lesson here is to bring the passion to what you do and let others see that passion.
I am sure that many of you will have some brand of those lessons in your own
business philosophy. If you do, you should still ask yourself if that philosophy is
actually part of your company in practice. And if not, perhaps you should ask yourself why not. It has worked for Lordco; it might work for you.
— Andrew Ross, Publisher and Editor

aross@jobbernews.com
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PROTECT THE THINGS
YOU VALUE MOST
Havoline® with Deposit Shield®

If something as simple as changing your motor oil could help lower your car’s impact on the
environment, would you do it? A poorly maintained engine can result in your car producing more
emissions than it should. The formulation of Chevron Havoline® with Deposit Shield® not only protects
your engine, but helps maintain your car’s fuel efficiency, which minimizes carbon emissions.
So look for the shield and protect the things you value most.

PROTECT WHAT MATTERS™
Havoline.com

© 2015 Chevron Canada Limited. All rights reserved. All trademarks are the property of Chevron Intellectual Property LLC.

Chevron Products
are available from
the following
locations:

CHEVRON CANADA LTD
1200-1050 West Pender St.
Vancouver BC V6E 3T4
Toll Free: 1 (800) 822-5823
canada.deloperformance.com

CATALYS LUBRICANTS
7483 Progress Way
Delta BC V4K 1E7
Toll Free: 1 (855) 946-4226
catalyslubricants.ca

NORTHERN METALIC
SALES (GP)
9708-108 St.
Grande Prairie AB T8V 4E2
Tel: (780) 539-9555
northernmetalic.com

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

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

CHRIS PAGE
& ASSOCIATES LTD
14435-124 Ave.
Edmonton AB T5L 3B2
Tel: (780) 451-4373
chrispage.ca

RED-L DISTRIBUTORS LTD
9727-47 Ave.
Edmonton AB T6E 5M7
Tel: (780) 437-2630
redl.com

OAKPOINT
OIL DISTRIBUTORS
33-A Oakpoint Hwy.
Winnipeg MB R2R 0T8
Tel: (204) 694-9100
oakpointoil.homestead.com

THE UNITED SUPPLY
GROUP OF COMPANIES
2031 Riverside Dr.
Timmins ON P4R 0A3
Tel: (705) 360-4355
unitedsupply.ca

TRANSIT LUBRICANTS LTD
5 Hill St.
Kitchener ON N2G 3X4
Tel: (519) 579-5330
transitpetroleum.com

R. P. OIL LTD
1111 Burns St. East
Unit 3
Whitby ON L1N 6A6
Tel: (905) 666-2313
rpoil.com

CREVIER LUBRIFIANTS
2320, Rue de la Métropole
Longueuil (QC) J4G 1E6
Tél : (450) 679-8866
crevierlubrifiants.ca

NORTH ATLANTIC
REFINING LTD
29 Pippy Place
St. John’s NL A1B 3X2
Tel: (709) 570-5624
northatlantic.ca
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Who Wants Rusty
Calipers Behind Their
Premium Wheels?
Now You Can Offer
your Customers a
Premium Caliper
To Match!

Scan here to learn more
about why CARDONE
ULTRA™ Calipers go
beyond others.

•
•
•
•
•

Premium Remanufactured Calipers
Exclusive Weather-Proof Powder Coating
Silver Finish Complements All Wheel Types
Banjo Bolts Included Where Applicable
Mounting Brackets & Hardware Included/Installed
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