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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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Building Consumer
Confidence
Reduce $14B In
Unperformed
Maintenance
The good news is that Canada’s vehicle
fleet is growing in size and aging gracefully provided vehicle owners follow a solid
preventative maintenance program. The
bad news is consumers generally think
they are doing a good job of maintaining
their vehicle when in fact, the latest AIA
Demand Study research shows that some
$14 billion worth of vehicle repairs go
unperformed annually.
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AAPEX Unveils New
Logo

AAPEX has unveiled
a new, progressive
logo as the first step
in transforming the
brand to reflect it as
the premier global
automotive aftermarket
event that keeps
attendees ahead of the
curve when servicing
today’s high-tech and
highly sophisticated
vehicles. It also reflects
the unique value AAPEX
delivers to buyers
involved in the service
and repair of today’s
high-tech vehicles.
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AIA Canada Donates $250K
For Georgian College Entrepreneurial Space
The automotive aftermarket industry is made
up of entrepreneurial thinkers and doers
who find new and better ways to service and
accessorize our vehicles, and members of their
national association want to inspire others to
do the same.
The Automotive Industries Association of
Canada has announced it is donating $250,000
to Georgian College’s Automotive Business
School of Canada to create a changemaker
space. It will be a dedicated space for students
to use to work on collaborative projects, as
well as to learn more about the AIA through
multimedia displays.
“AIA Canada is very proud and excited to
partner with the Automotive Business School
of Canada to educate future leaders in the
Canadian automotive aftermarket industry.
This important financial contribution from
our members will ensure that students have
the right learning environment and the right
tools to succeed in our sector for many years
to come,” says AIA Canada president and CEO
Marc Brazeau.
Student Matt Garwood was there for the
announcement. As the director of performance and sponsorship for the 2015 Georgian
College Auto Show, he’s come to learn a lot
about the aftermarket, a $19.4-billion industry
employing 420,000 people.
Garwood will be showcasing several after-

market vendors at the auto show, as well as
racecars and teams, in the performance area
this year.
“There is a lot of opportunity in the automotive aftermarket for Georgian students and
graduates. Through the changemaker space,
we’ll be able to learn more about the AIA and
pursue our own ideas for the next big products
and services in the industry,” says Garwood.
Marie-Noelle Bonicalzi, dean of business,
automotive and hospitality, is thankful to AIA
Canada for playing an ever-increasing role at
Georgian College.
“Since the mid-1990s we have nurtured
and developed a strong relationship with AIA
Canada, and as a result, many of our students
are choosing the aftermarket sector as their
career of choice,” says Bonicalzi.
AIA Canada’s donation was made in support of Georgian’s fundraising campaign, The
Power of Education: Transforming the Student
Experience.
Georgian College offers the only bachelor
of business automotive management degree
and automotive business diploma in Canada.
Graduates of these unique programs secure
great jobs in many sectors of the automotive
industry including dealerships, aftermarket,
finance and insurance, remarketing, corporate head office, fleet management, marketing
and advertising, and event management.

Michael Macaluso Receives 2015 YES Young Leader of the Year Award
The Automotive Industries
Association of Canada’s
Young Executive Society has
announced that CARSTAR
Automotive Canada president Michael Macaluso is
this year’s recipient of the
Young Leader of the Year
Award. The award is presented annually to recognize the outstanding leadership and dedication of a young employee in the automotive
aftermarket industry.
Michael is a graduate of Western University
in London, Ontario, where he studied business and economics. A lifelong Hamiltonian,
he became familiar with CARSTAR at a young
age and has had a passion for the Hamiltonbased business from day one.
In 2008, after several years in leadership roles in the event and hospitality industry, Michael was brought onto the team at
CARSTAR and quickly made an impact as a
strategic player in the collision industry. He
started on the insurance relations team, where
he was responsible for managing CARSTAR’s
relationships with insurance partners, and
quickly worked his way up to director of operations in 2010. In 2011, he joined the executive
team at CARSTAR as assistant vice-president

of operations, at which point he took over
leadership of the vendor/procurement team.
From 2012 to 2013, he served as CARSTAR’s
chief operating officer.
Today, Michael is the president of
CARSTAR. He is the leader of the executive
management team and is directly responsible for the strategic direction and day-to-day
operations of the organization. Working with
a world-class executive and management team,
the “humble, but hungry” CARSTAR network
has grown to 225-plus collision and glass centres in all ten Canadian provinces with 2,500
employees under Michael’s leadership.
“As one of the youngest leaders and executives in the Canadian collision sector, Michael
has brought new innovation, new thinking,
and a fresh approach to solving complex problems and opening new opportunities in the
collision repair industry,” says Sam Mercanti,
founder and CEO, CARSTAR Automotive
Canada. “His pioneering efforts are an example to any young professional, and he exemplifies the fact that age is no barrier to extraordinary achievement.”
Michael is very active in the collision industry and participates in Canadian collision
and aftermarket associations, including AIA
Canada and its Collision Council. Michael is
JOBBER NEWS / MAY 2015
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Arnott Announces
Expanded R&D Facility
Arnott Air Suspension
Products recently
christened a new
engineering/research
and development centre
dedicated to developing
and producing air
suspension products.
S

S

S

AAPEXedu to Spotlight
Technology
The 2015 AAPEXedu
program will spotlight
telematics, vehicle
systems technology,
and the technology
used to operate a
business, to help service
professionals, warehouse
distributors, retailers, and
manufacturers stay ahead
of the curve.

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

also very committed to the Hamilton community. He sits on the board of directors for the
St. Joseph’s Healthcare Foundation, Festitalia,
and the Young Men’s Leader Impact Group; is
a committee member of the Charity of Hope;
is a member of the Hamilton Chamber of
Commerce; and participates on various fundraising committees.
Michael was presented with his award during AIA’s 73rd annual general meeting and
volunteer recognition luncheon, held on April
29, 2015 at the Hilton Meadowvale Hotel &
Conference Centre in Mississauga, Ontario.

Harnessing Big Data to Predict
Demand Across The Supply Chain

The automotive aftermarket is spending a lot
of money to deliver on its “the right part, the
right place, the right time” promise. Progress
has been made, but significant opportunity
remains for cost savings and margin gain.
The Automotive Aftermarket Suppliers
Association Technology Council introduced
a new Special Report at its spring meeting on
March 18, “Harnessing Big Data to Predict
Demand Across the Supply Chain,” focused
on harnessing “Big Data” to forecast demand
across the entire supply chain. AASA is the
light vehicle aftermarket division of the Motor
& Equipment Manufacturers Association.
Developed
with
Epicor
Software
Corporation, “Harnessing Big Data to Predict
Demand Across the Supply Chain” examines
the industry’s capability of forecasting demand
at the store level. The report finds the next big
step for the aftermarket is forecasting demand
for the entire supply chain, which will help
suppliers employ stock balancing on a macro
level. It will help suppliers pull slow-moving
or inactive parts and place their products on
shelves where they’re most needed, employing
stock balancing on a macro level.
“Forecasted demand using ‘Big Data’ will

Jobber News
FOUNDED 1931

Jobber News is Canada’s longestestablished publication serving the
distribution segment of the Canadian
automotive aftermarket. It is specifically directed to warehouse distributors, wholesalers, machine shops and
national accounts.
Subscription rates*: Canada $49.95
+ HST + Applicable Taxes per year;
$79.95 + HST + Applicable Taxes for 2
years; Single Copy Price $6.00 + $0.78
+ Applicable Taxes. U.S.A. & Foreign:
$62.95 U.S. per year; Single Copy
Price $8.00 U.S. * Yearly rates include
Annual Marketing Guide (single copy
price $72.95 plus $5.00 shipping plus
HST)(U.S. orders payable in U.S.
funds). Ontario residents add 13%
HST. U.S. & Foreign $77.95 +$5.00
Shipping US Funds.
HST 10386 2405 RT0001
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lead to leaner practices for the supply chain,
such as manufacturers producing a more
accurate volume of parts, and distributors and
suppliers stocking the right amounts,” says
Chris Gardner, AASA vice-president and executive director of the ATC. “With collaboration
throughout the industry, the ability to predict
future demand throughout the product life
cycle will be a game-changer.”
The industry is well positioned to take that
next step, according to Scott Thompson, vicepresident, automotive retail and distribution
solutions for Epicor Software Corporation.
“There is now a broad-based understanding
of the value of Big Data among leading suppliers and distribution organizations,” he said.
“It’s our goal at Epicor to help the industry to
move beyond simple analytics to predictive
analytics – from the micro view to the macro
view.” Harnessing Big Data to Predict Demand
Across the Supply Chain is available at the
ATC website, www.aasatechnology.org.

Shirley Brown Receives AIA
Distinguished Service Award

The Automotive Industries Association of
Canada has awarded Shirley Brown the AIA
Distinguished Service Award (pictured with
AIA president Marc Brazeau). The award is presented annually to an AIA member who demonstrates dedication and exemplary leadership in support
of the growth and development of the Canadian automotive aftermarket industry.
Brown is a veteran of the
automotive aftermarket in
Canada. She was publisher
of Aftermarket Canada for 22 years and has
been a very active member of AIA. She sat
on AIA’s Car Care Council; acted as secretary-treasurer, and eventually as chair of the
Ontario Division; and in 1994 she was the first

Jobber News is published by Newcom Business Media Inc. All rights reserved. Printed in
Canada. The contents of this publication may not be reproduced or transmitted in any form,
either in part or full, including photocopying and recording, without the written consent of
the copyright owner. Nor may any part of this publication be stored in a retrieval system of
any nature without prior consent.
Canada Post Canadian Publications Mail Sales Product Agreement No. 40069240
“Return Postage Guaranteed” Send change of address notices, undeliverable copies and
subscription orders to: Circulation Dept., Jobber News, 80 Valleybrook Drive, Toronto, ON
M3B 2S9
Jobber News Magazine (ISSN#0021-7050) is published monthly by Newcom Business
Media Inc., 80 Valleybrook Drive, Toronto, ON M3B 2S9
From time to time we make our subscription list available to select companies and organizations whose product or service may interest you. If you do not wish your contact information to be made available, please contact us.

Corporate Offices
Head Office
451 Attwell Dr.,
Toronto ON M9W 5C4
Phone: 416-614-2200
Fax: 416-614-8861

Vice President
Joe Glionna
President
Jim Glionna

Regional Office
80 Valleybrook Dr.,
Toronto ON M3B 2S9
Phone: 416-442-5600
Fax: 416-510-5169

“We acknowledge the financial support of the Government of Canada
through the Canada Periodical Fund of the Department of Canadian Heritage”.
Association of
Business Publishers
205 East 42nd Street
New York, NY 10017

ISSN 0021-7050
Online 1923-3477

JOBBER NEWS / MAY 2015

15-05-12 2:43 PM

female member to be elected to the
AIA board of directors. Shirley also
represented the aftermarket industry on the market Advisory Board
with various dealer representatives
when Georgian College created its
Automotive Division. Brown currently works with Rousseau Automotive
Communications.

Champion Spark Plugs And
Ron Fellows Team Up For
New Karting Series

Champion Spark Plugs and legendary racer Ron Fellows have thrown
in their support for the 2015 Inter
Club Karting Challenge, which will
now be known as the Champion Ron
Fellows Karting Challenge.
“Together with Champion, our
goal is to bring additional profile
and support to entry-level kart racing,” says Canadian Tire Motorsport
Park owner Ron Fellows.
“We have a great legacy of kart
racing in this country, and now that
Canadian Tire Motorsport Park has
essentially a new karting facility,
we’re excited about this new regional
karting series initiative.”
The new program brings together Mosport International Karting
Association and Toronto Racing
Association of Karters for four
races. Canadian Tire Motorsport
Park Karting Centre and Goodwood
Kartways will both host two events
beginning on Saturday, May 16 at
Goodwood. The other race dates are
Sunday, August 2 (CTMP), Sunday,
August 16 (CTMP) and Saturday,
September 12 (Goodwood).
“Teaming with Ron Fellows for
this karting series is a natural for
Champion and fits well with our grass
roots motorsports interests,” says
Michael Proud, director, marketing
North America for Federal-Mogul
Corporation.
Since taking over Canadian Tire
Motorsport Park Karting Centre, one
of Daniel Di Leo’s mandates was
to create high-level, grassroots club
racing, while keeping costs down for
competitors.
“We’ve set out to enhance the relationship between two healthy clubs
(MIKA and TRAK) while looking to
attract visiting karters from across
the province,” explains Di Leo.
“We believe the end result will be
a true regional-type atmosphere tailored to the average club racer, at a
cost that club racers are accustomed
to. We are preparing a set of rules
and regulations that will be consistent for both venues.”
JOBBER NEWS / MAY 2015
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For more information on the
Champion Ron Fellows Karting
Challenge, visit www.mosportkartways.
com or www.goodwoodkartways.com.

Automotive Incentives and
Resources in Nova Scotia

Looking for information related to
the automotive trades registered in
Nova Scotia?
The Automotive Sector Council
of Nova Scotia has produced a comprehensive 10-page document outlining provincially registered trades,
trade profiles, employer incentives
and grants, available tax credits,
apprenticeship initiatives, and
industry services.
The thorough resource with information specific to the aftermarket
industry was created as a result of
discussions held in September 2014
between the ASC, members of AIA’s
Atlantic division, and Jason Kerr,
director of government relations,
AIA.
“The production of this valuable resource was a direct result of a
request put forward by the Atlantic
division,” says Kerr. “We met with the
council in Halifax on September 22
and identified the need for a clear and
concise document outlining all of the
available government resources.”
The information is tailored specifically for small- to medium-size
businesses in the aftermarket industry that could directly benefit from
the wide array of grants, incentives,
and programming.
“The Automotive Sector Council
has mandated communication of the
many incentives and resources and
we promote them to industry on a
regular basis,” notes Shannon Smith,
ASC executive director. “Through
our meetings with AIA Atlantic, we
discovered that the launch of our
online resource document coincided perfectly with AIA’s request
for a one-stop shop of information.
Our role is to provide leadership
in human resources best practices,
labour market information, and
workforce development strategies for
Nova Scotia’s automotive industry,
and we truly appreciate the partnership between our organizations.”
The document, titled Nova
Scotia Automotive Incentives and
Resources, can be downloaded for
free from the ASC’s website: http://
bit.ly/NSAIR.
AIA members in Nova Scotia are
encouraged to consult the document to learn about the services and
resources available to them.

The tradition
continues...

Friedrich Fischer’s ideas are the
inspiration that keep our wheels turning.
From it’s beginnings in Germany over
130 years ago, FAG has been a leader
in the roller bearing industry.
Friedrich Fischer invented the steel ball
grinding machine in 1883, paving the
way for the modern ball bearing. His
company, Fischer AG, known today as
FAG, continues to build on his tradition.
When you install FAG products, you get
OE quality and more than 130 years of
tradition and manufacturing excellence.
www.Schaeffler-Aftermarket.us
Blue Seal
of Excellence
RECOGNIZED
BUSINESS
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If you would like to have a copy emailed
directly to you, please contact Jason Kerr
at jason.kerr@aiacanada.com.
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2015 Women’s Leadership
Conference Registration Open

M

Second Annual SEMA
Ignited Event
SEMA Ignited, the
official SEMA Show
after-party, is primed
to return this year after
the SEMA Show closes
on Friday, November 6,
2015. Located directly
across the street from the
Las Vegas Convention
Center, SEMA Ignited
will be easy to get to
and includes vehicles,
food, music, celebrities,
demonstrations, and
the culmination of this
year’s SEMA Battle of the
Builders competition.

Building on the success of the inaugural
Women’s Leadership Conference in 2014, the
2015 Conference will be even bigger and better. In addition to celebrating visionary women
and their remarkable leadership in non-traditional female careers, this conference will
provide ample opportunity to network, learn
and lead.
The conference will begin with a welcome
reception and dinner on June 17th at the
Chateau des Charmes and a full-day conference on June 18th at the beautiful Prince-ofWales Hotel in Niagara-on-the-Lake.
One of the highest rated sessions at the
inaugural Women’s Leadership Conference
was the panel session of female automotive
professionals, who discussed various topics
that pose challenges to women in the automotive industry. This year will once again feature
a panel session of female automotive professionals who will share their career stories, what
has influenced them in their careers, opportunities that are available as well as obstacles that
they have been able to overcome. In addition
to the female panel, it’s important for attendees to hear from the “flip side of the coin,”

and this year’s conference will also feature a
panel of men from all aspects of the industry
who are willing to share their perspective on
challenges and opportunities for women in the
automotive industry.
Maureen J. Sabia, Chairman of the Board,
Canadian Tire Corporation, has been chosen
as the keynote speaker for the event. As iconic
as Canadian Tire, the company she oversees
as the current Chairman of the Board, as well
as being named as one of Canada’s 100 Most
Influential Woman by the Women’s Executive
Network, Maureen J. Sabia has agreed to share
her thoughts and lessons learned on achieving
professional success in today’s business world.
For more information on the conference and
to register, go to: www.aiacanada.com.

Cardone Ultra Car
Giveaway Sweeps

Cardone Industries, Inc. has announced The
Cardone Ultra Car Giveaway Sweepstakes to
promote its new brand of premium remanufactured brake calipers.
Effective now through November 30, 2015,
service dealers and DIYers are invited to enter
for a chance to win the Grand Prize, a 2015 Ford
Mustang GT. There will also be seven monthly
drawings for a $250 VISA Gift Card leading up
to the Grand Prize drawing in December. Entry
instructions and full official rules can be found
online at www.cardoneultra.com.

CANADA’S #1 SOURCE FOR

Boss Lubricants Named Exclusive
Distributor Of Veedol Lubricants
for Western Canada

EDMONTON

1-800-665-7671

SURREY

1-877-560-0287

MISSISSAUGA

1-877-564-3116

www.canadawideparts.com
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Automobile Solutions Americas Inc., the official Canadian licensee of the Veedol brand,
has announced the signing of an agreement
with Boss Lubricants making Boss the exclusive
distributor of Veedol products in Manitoba,
Saskatchewan, Alberta and British Columbia.
The announcement of this exclusive distributor agreement for Western Canada means that
Veedol branded product will now be available
to the customer base already serviced by Boss
Lubricants.
“Veedol is very excited to have a great
company such as Boss Lubricants offering the
Veedol brand of lubricants exclusively to its customers in Western Canada,” says Arun Kumar,
V.P. of the Americas and director of global
business development for Veedol International
Limited. Kumar continues, “Boss has distribuJOBBER NEWS / MAY 2015
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MOOG®
HUB ASSEMBLIES
MOOG® hub assemblies are engineered
to provide quiet, long-lasting operation,
proper ABS and traction control signal
transmission, and improved load capacity.

1
3

2

4

NEW
1

Roll Form Design:
Ensures consistent and
optimal preload.

2

MOOG® Abrasion-Resistant ABS
Cord with Molded Connection:
Provides superior ABS protection,
increases abrasion resistance and
protects against adverse conditions.

3

Quad Lip Seal Design:
Ensures maximum protection.

4

Precision Matched Components:
Consistently deliver superior
performance and minimize noise
and vibration.

PART # 515104/515105
APPLICATIONS
Chevrolet Colorado
GMC Canyon – Front
Isuzu Trucks – Front

YEAR
2004-2008
2006-2008

moogproblemsolver.com
©2015 Federal-Mogul Motorparts Corporation. NASCAR is a
registered trademark of NASCAR, Inc. MOOG is a registered
trademark owned by Federal-Mogul Corporation, or one or more
of its subsidiaries, in one or more countries. All other trademarks
are the property of their respective owners. All rights reserved.
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tion in key areas of this region that maximizes its reach to the customer base.
As well, they have a very well-equipped
sales team that have built up a great
rapport with their customers based on
their lubricants knowledge and level of
service to the customer. We are looking
forward to assisting them in taking their
business to a new level.”
The partnership is strategic because
Veedol brings in its global lubricant
industry expertise with deep insights on
OEMs, key accounts and technological
shifts. Boss unlocks a large territory and
valuable customer base through a reputation built over years of manufacturing
and marketing Boss quality lubricants.
“Here at Boss Lubricants, we have
always prided ourselves in delivering high quality products and industry leading service to our customers,”
says Jarrett Flegel. “Adding the historic
Veedol brand of lubricants to our customer offering will give our customers
access to a global brand with a 100-year
history of supplying lubricants to a wide
variety of markets around the world.”
“We are looking forward to supporting Boss Lubricants and its sales team to
increase awareness to customers about
the Veedol brand, resulting in growing both companies’ market share in
Western Canada,” says Antonio Ramos,
marketing manager for ASA Inc. “The
Boss sales team are very knowledgeable
and well respected in their markets. We
are happy to support their efforts in
Western Canada and look towards building a long-term relationship with them.”

Epicor Introduces “Service
Insights” Mobile App

Epicor Software Corporation recently introduced a mobile application
designed to help automotive aftermarket distributor sales professionals and
sales managers increase service dealer
account revenue and profitability while
improving overall customer satisfaction
and loyalty. The new Epicor “Service
Insights” app for automotive aftermarket
sales professionals is now available for use
on most Apple iOS and Android-based
tablet computers and mobile phones.

Epicor Service Insights is the first
of several mobile applications to be
offered in conjunction with the company’s Industry Analytics Services for
the automotive aftermarket.
The new app enables outside salespeople to more easily manage daily
account activities – including monitoring
cumulative sales, margins, revenue per
invoice, and returns – for each assigned
service dealer account. Sales managers
can use the app to manage their team
members and review financial performance and other critical information for
each account. The Web-based solution
can be integrated with the distributor or
jobber’s business management software
and data warehouse, if applicable, providing nearly instantaneous access to the
latest sales information and historical
comparisons by day, month, and year. All
data is presented in easy-to-understand
visualizations that help users quickly
identify red flags and uncover new sales
opportunities. Many of these reports and
visualizations are also ideally suited to
onsite customer presentations.
“The Epicor Service Insights app
enables the outside salesperson or
sales manager to be more efficient and
effective throughout the day by keeping them in touch with the latest performance indicators for each of their
accounts and/or employees,” says Scott
Thompson, vice-president, automotive,
retail and distribution solutions for
Epicor. “It also helps make every sales
call more valuable through access to
compelling presentation tools aimed at
helping customers grow their business.”
APPOINTMENTS

TI Automotive has
announced the addition
of Michael Grimes to its
aftermarket team as sales
manager. Grimes reports
directly to Doug Thomson, director,
North American aftermarket. Grimes is
responsible for raising the visibility of
TI Automotive in the high-performance
aftermarket segment. Grimes joins TI
Automotive from Cleveland, Ohio-based
Accel Performance Group, where he was
director of retail sales. Thomson says
Grimes brings a wealth of knowledge
and expertise to TI Automotive from his
aftermarket career working for Tenneco
Automotive, Dorman Products, and
Nissens, A/S, where he was general manager for Nissens North America. Grimes
earned a Bachelor of Science degree in
management from Indiana University
and a certificate in executive management from the University of Texas.
JOBBER NEWS / MAY 2015

15-05-12 2:43 PM

MOOG® HUB ASSEMBLIES KEEP
YOUR CUSTOMERS ROLLING.
INNOVATION
MOOG® hub assemblies feature new, application-specific design enhancements.
These product innovations include a roll form design that ensures consistent and
optimal preload, molded ABS shield and socket connections for protection against
contamination, and an abrasion-resistant ABS cord.

PERFORMANCE
Superior durability and operating performance make MOOG hub assemblies the right
choice every time. That’s another reason why MOOG continues to be the preferred
brand of professional technicians and NASCAR® crew chiefs.

COVERAGE
MOOG hub assemblies are available for a broad range
of foreign and domestic nameplates.

NEW

moogproblemsolver.com
©2015 Federal-Mogul Motorparts Corporation. NASCAR is a registered trademark of NASCAR, Inc. 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.
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Defending Rights Of Enthusi

Could U.S. Copyright Office rulings threaten DIYe

R

ecent developments in the U.S.
have pitted advocates for DIYers
against automakers.
In a surprising battleground, advocates of the rights of car owners to
repair their own cars have faced off
against automakers before the U.S.
Copyright Office, as that office considers exemptions from the Digital
Millennium Copyright Act.
On one side, advocates such as the
Electronic Frontier Foundation (EFF)
have stated that car owners should have
the right to work on their own cars and
determine who can work on their cars.
On the other side are the automakers,
who have characterized what DIYers do
as “tinkering,” “legally problematic,”
and “potentially dangerous.”

The EFF says that automakers want
not just a bigger piece of the pie as performance and personalization trends
grow; they want the whole pie.
Somewhere caught in the middle of
all this is the unspoken object of this
battle: the independent repair sector,
which has regularly been cited in media
as the real object of the automakers’
moves, and the performance industry,
which more than any other segment of
the aftermarket is involved at the DIY
level and in the business of modifying
vehicles, including digital control units,
to improve the performance of vehicles
on the road.
While there are many legal controls
in place to ensure that performance
components maintain the performance
Shield_White_2013

Upgrade their style,

inside & out.

Version 1.1 – 25 October 2013

Q
A

While the focus of the presentations
are on the DIYer, what other parts of
the specialty and performance aftermarket would be affected and how?
As mentioned, our belief is that those
in the industry already have the right
to modify vehicles, so we do not anticipate any of our stakeholders will be
impacted.

A

Q

How do you reconcile the fact that
automakers are seeking this protection
on one hand, and at the same time
being very active participants in SEMA
programs that work with specialty and
performance suppliers to create high-

To learn more, visit
www.philips.com/visionled
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A

The OEM presentations characterize
DIY and aftermarket “tinkering” as
being dangerous, having an adverse
impact on safety and the environment,
and being “legally problematic.” What’s
the real state of affairs with today’s performance aftermarket?
The relationship we have with regulators and automakers is collaborative.
This relationship has resulted in a long
history of developing innovative products that meet the requirements of the
law.

Plus, thanks to Vision LED’s 12+ years lifetime, once they
put them in, they’ll likely never have to replace them again.

12

Q

How would you characterize the potential impact on the performance aftermarket, if the U.S. Copyright Office
were to grant the protections the automakers are seeking?
Since we believe that the industry and
enthusiasts already have the right to
access vehicle systems for vehicle modifications, a denial of an exemption
from the DMCA, per the automaker’s
response, would not change the law or
the rights of enthusiasts.

Q

Upgrade your customer’s vehicle lighting with Philips Vision
LED Bulbs. Our revolutionary new LED lighting technology
delivers brilliant, 6000K light and a unique, new high-tech
style for interior and exterior lighting applications.

PL2001 JobberNews_VisionLED_StyleTrade_ThirdSQ_5-15_v1.indd 1

of vehicles within the legal limits for
emissions, lighting, etc., speculation
has been put forth broadly that it is this
sector that would feel any technology
lockout most keenly.
Accordingly, we asked Mike
Spagnola, VP of OEM and product
development programs at the Specialty
Equipment Market Association, for the
association’s view on the issue.
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ULTIMATE
PROTECTION

try

thusiasts

FROM TOP TO BOTTOM

ten DIYers?
Mike Spagnola

performance versions of the cars they build?
Because this matter involves the carmakers responding to
a public interest group’s request for an exemption from a
specialized provision of the copyright law, it is difficult to
make generalized conclusions. However, SEMA will be working with the carmakers to make clear that the industry and
car owners maintain the right to work with and modify their
vehicles within the law.

A

Q
A

What is SEMA doing to ensure that DIYers and others in
the performance aftermarket can continue to work on cars,
develop products, etc.?
Since SEMA’s inception, the association has represented the
interests of the specialty-equipment industry and our consumers. We work with all of the stakeholders – consumers,
SEMA-member businesses, OEMs and lawmakers – to maintain and advance the opportunity to utilize, personalize, and
upgrade cars and trucks.

Q
A

What should participants in the performance aftermarket
do to ensure that access to performance parts and devices
continues into the future?
Our industry members have an outstanding track record
working with new vehicle technologies and systems, while
providing consumers with high-quality products. We are confident in their abilities to continue doing so. Meanwhile our
association offers member companies assistance through an
ever-expanding array of vehicle technology programs.

ACCESS® LORADO® Roll-Up Cover features a
sleek, low profile design.

SEMA to Advocate For Industry,
Says Association
In response to a petition and formal comments filed with the U.S.
Copyright Office by public interest groups and auto industry stakeholders, SEMA will submit comments supporting the right of industry
members and vehicle owners to maintain and upgrade their cars and
trucks. The move comes as the Copyright Office considers requests
for exemptions from the Digital Millennium Copyright Act (DMCA).
Enacted in 1998, the DMCA makes it illegal to circumvent
technological firewalls put in place by a copyright owner to prevent
copyrighted works from being illegally copied, distributed, or used
to create derivative works. SEMA’s position maintains that industry
members and enthusiasts have today, and have always had, the
right to access vehicle systems and components in order to utilize,
maintain, and upgrade their vehicles, copyright laws notwithstanding. Although SEMA believes these rights stand regardless of an
exemption from the DMCA, the association will actively engage in the
rulemaking procedure and work to prevent any Copyright Office ruling that would curtail the opportunity to access, maintain, and modify
vehicles within the law. SEMA’s position signals that the association
will advocate on all fronts to ensure that copyright, safety, and environmental laws are not used to unfairly curtail these rights.
JOBBER NEWS / MAY 2015
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HITCH MOUNTED MUD FLAPS

ROCKSTARTM Hitch Mounted Mud Flaps have
extra thick 1/2” rubber to reduce sailing.
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When OK Tire needed
a supply chain partner
to support the
auto parts needs
of its nearly 300
franchisees,
it chose NAPA.

It’s local service with the benefit of national
support; customers get nationwide warranties
on tires and mechanical services and the
personal service of a local owner/manager.
OK Tire operates eleven regional warehouses
across Canada, ensuring consistent product
availability and responsive service.
“In today’s highly competitive business
environment, the challenge is to sell more
in a marketplace dominated
by manufacturer controlled
distribution. An independent
retailer cannot
accomplish this
as easily as the
retailer who is
part of a national chain,” adds Rutherford.

NAPA THE PERFECT
PARTNER FOR OK TIRE’S
300-STRONG
NETWORK

A major part of bridging that gap
is having the right supply partner:
NAPA.

OK Tire has been part of the Canadian
landscape since 1953 when a group of
independent tire shops banded together
to increase the selection they could offer
customers. Today, it has close to 300 locations
across Canada – and growing.
With almost 300 locations and 11 Distribution
Centres, OK Tire is the largest independently
owned tire franchise in Canada.
“The organization prides itself on keeping the
franchisees in close harmony with the local
markets they serve, while still providing the
latest in logistics support for a consistently
high quality customer experience,” says
Michael Rutherford, Director - Business
Development, OK Tire.
OK Tire’s “Traditional Values, Modern
Methods” mantra is a clear expression of what
it delivers to its franchisees and the market,
and also why NAPA’s network of auto parts
stores and the support provided by its Major
Accounts team make NAPA the obvious
partner for OK Tire.
Each OK Tire store is independently owned
and operated. This means local owners can
tailor the products and services they offer to
the cities and towns they serve.
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“Major Accounts are looking for consistency,”
says Simon Weller, Vice President Sales &
Marketing for NAPA Canada.
“From products, training and pricing to
warranties, delivery and service; our Major
Accounts partners trust in the consistency
that NAPA can provide to them through our
national network of NAPA stores.
“Our goal is to provide our NAPA stores
with seamless, consistent Major Accounts
programs. As their business partner we
handle the details with respect to all that goes
into developing a successful Major Accounts
program at the head office level. The NAPA
stores have the local relationships and deliver
the NAPA value programs consistently day in
and day out.”
For organizations like OK Tire, that consistency
can be a real asset as today’s consumers
increasingly look for names they can trust.
“The market is consolidating, consumers
expectations of brands has never been
greater. Consumers trust brands for the
consistency and promise that they deliver,”
says Weller. “Major Accounts need to be able
to count on a business partner to help them
deliver a shopping experience that consumers
expect of them whether local or across North
America.”

15-05-13 7:02 AM

That consistency is combined with a national
network delivering on the “One Goal, One
Team, One Vision” philosophy.
“NAPA’s stores are located in the same cities
and towns as our Major Accounts customers.
Our product offering is the same from
coast to coast. Our stores all use the same
computer system allowing us to effectively
manage our Major Accounts’pricing
requirements,” says Weller.
“And the NAPA parts catalogue is integrated
with all of the major POS providers used by
our Major Account customers,” he adds.
And it’s more than just parts and pricing that
NAPA offers Major Accounts to keep them at
the top of their game.
“From a training perspective we offer online
courses that cover a myriad of subjects. The
NAPA Dedicated Sales Force offers both
the product and technical training that is
required from coast to coast. We have Major
Accounts coordinators in every major market
who work with our Major Account customers
as a business partner on various programs,

p 14,15 NAPA Ad.indd 15

promotions, training and general business
requirements that they may have.
“To wrap it up we track the results of
everything that we do with our Major
Accounts customers which helps them
manage their business and deliver a
consistent experience to their customers.”
NAPA Canada would like to congratulate
OK Tire and its nearly 300 franchisees across
Canada on their continued success.

We look forward
to your continued
success as a trusted
partner!

NAPACanada.com
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lding Consumer Confidence

Reduce $14B In Unperformed
Car Maintenance
By Steve Pawlett

T

he good news is that Canada’s vehicle fleet is growing in
size and it is aging gracefully provided vehicle owners
follow a solid preventative maintenance program. The
bad news is that consumers generally think they are doing a
good job of maintaining their vehicle when in fact, the latest AIA Demand Study research shows that some $14 billion
worth of vehicle repairs go unperformed annually.
Considering the fact that just over $19 billion in repairs is
sold annually, the $14 billion of unperformed service represents a significant amount of business that is simply being left
on the table. Clearly, the automotive aftermarket would benefit greatly from a concerted effort on all fronts to promote
the benefits of regular, preventative maintenance.
“Consumers don’t value their vehicle like their firstborn,
but they do 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 being responsible as well,” says
Rick Nadeau, president and co-founder of the Quorous
Consulting Group Inc., who spoke at the Service Providers
Forum in April on the results of a recent consumer attitudes
and behaviours survey.
“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 terms of maintenance practices. This means
they are going to their local auto service provider every six
months for an oil change and a general check-up. At the
end of the day, vehicle owners want to drive their vehicle as
long, as far, and as safely as possible, while investing the least
amount of money on repairs,” adds Nadeau.
The survey found that customers appreciated a vehicle
inspection during their service visit – two-thirds believed
their vehicles are being inspected during the service occasion, and in those instances, customers cited a significantly
more satisfying visit. They also indicated a higher level of
forward-intended loyalty (70%) and advocacy to the automotive service brand. However, the $14 billion in unperformed
maintenance indicates that vehicle inspections are likely not
getting done to the extent that they should be, and consumers’ confidence in their local automotive service providers
could be at a higher comfort level.
JOBBER NEWS / MAY 2015
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“Our numbers [tabulated in the J.D. Power 2014 Canadian
Customer Commitment Index (CCI) Study] indicate that strategically speaking, automotive service providers should do
vehicle inspections all the time – not just from a customerfacing perspective, it is also the opening of a door to a lot of
other potential work. And it’s equally important to let the
customer know that you did the inspection,” says J.D. Ney,
manager of the Canadian Automotive Practice at J.D. Power
and Associates. The survey results also reported that the
aftermarket lost some $79 million in business to dealerships.
“Automotive service providers have to keep in mind that
for the most part, when someone comes into their shop, they
are making a purchase about which they are not particularly
well informed. It is very much a retail transaction; however
it’s not like buying groceries, where the consumer knows the
competitive prices of the product. If my auto service provider
tells me a part costs X, as a general consumer I am not likely
to have much of a frame of reference for this, so it’s a difficult
situation and the customer is put on the defensive,” explains
Ney.
But there are a number of things automotive service providers can do to help this tenuous relationship along.
“What we found is that when service advisors, in particular, take the time to explain the work and explain the charges and make sure the results of the walk-around inspection
are gone over, significantly fewer customers leave wondering
if the work was really necessary. The flip side to that is when
advisors don’t take the time to actually be advisors and act as
that educational conduit for the customer, then that’s when
that doubt starts to take hold,” explains Ney.
“Allowing enough time for the service advisor to discuss
the merits of an inspection with the customer, and then
allowing enough time for the technician to do the inspection, are critical steps that can help you build customer confidence and trust,” adds automotive consultant John Watt. “If
you have three techs in the shop and you let in 15 cars, there
is just no way all 15 cars are going to be properly inspected.
It just won’t happen,” says Watt. “However, if that number was
brought down to 10 or 11 cars, the inspection quality will be
very much improved. The same factor applies to the service
advisor.”
17
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“Many automotive repair shops are taking in more work
than they can handle, which is forcing them to overlook key
services like preventative maintenance, so they are allowing a lot of future work to leave their shop every day. Auto
service providers need to put more focus on controlling the
workflow coming into the shop or they will continue to miss
a lot of work. When the bays are over-booked, there is simply
not enough time to get everything done, especially the preventative maintenance inspection. 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, because all of
that rush causes you not to do the hours of sold labour you
should be able to do,” explains Watt.
“When we say communication is an issue, it’s really about
explaining the condition of the vehicle to the customer. The
second part of the equation is preventative maintenance is
a real thing. It really is a tangible thing to be done, but if
you don’t allocate the time to do it, you will never propose
preventative maintenance to the customer because you are
taking all the time to do the job at hand, when you should
be telling him the vehicle is at 120,000 kilometres and the
transmission flush is due. These things take time to do and
you have allow for that time,” says Watt.
So where is that $14 billion in unperformed maintenance?
“A big chunk of it is in this lack of control. There are about
25,000 service providers across Canada. And when you think
of it as each service provider not completing a preventative
maintenance inspection on each and every vehicle that
comes into the shop, that adds up,” says Watt.
The AIA 2000 Demand Study shows that the average vehicle need is 6.7 hours per year – or 2.23 hours per visit, based
on three visits. Older vehicles, however, average up to 8.25
hours, or 2.75 hours, per visit, and this includes preventative
maintenance. “So if your techs are not doing preventative
maintenance inspections on every vehicle, you simply will not
get these hours. You will get 1.7 or 1.9 – I’ve seen some that
get as low as 1.3. But you will never get these numbers unless
you take control,” explains Watt.
According to the J.D. Power and Associates’ 2014 Canadian
Customer Commitment Index (CCI) Study, the service advisor
has a significant impact on service satisfaction. In fact, four
of the top five most important key performance indicators
(KPIs) involve the service advisor:
• Service advisor was completely focused on the customer’s
needs;
• Service advisor put the customer at ease;
• 
Customer was greeted immediately upon arrival at the
service facility;
• A fter arrival, the customer was able to speak to a service
advisor immediately about service needs.
Conversely, the two KPIs with the greatest room for
improvement are: After arrival, the customer was able to
speak to a service advisor immediately about service needs,
and After service was completed, the customer was able to
finish paperwork and pick up their vehicle in five minutes or
less, which are fulfilled only 51% and 70% of the time respectively. Service occasions in which these KPIs are completed
have, on average, overall index scores of 86 and 80 points
higher, respectively, than service occasions in which these
KPIs are missed.
“The number-one tip to improve customer service is to do
18
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things for the customer that the customer knows they need
to have done. For example, check the tire pressure, the tread
depth, the battery, the wipers, and the lights, and let the customer know if everything is okay. Then tell them you will do
it again next the time they come in. That way you build this
expectation and commitment,” advises Watt.
“It really comes down to the work the advisors are doing.
To be honest, this is one of the most underserved and undertrained roles in both dealerships and the aftermarket. It is
like a forgotten cog in the wheel, and if you think of who
in your entire organization, from the president on down,
spends the most time with your customer, it is the service
advisor. Your service advisor spends far more time with the
client than anyone else. In the aftermarket, that advisor is
your brand in terms of the impression your customer gets
of your business. If they are undertrained and under-appreciated in the store, then you are not putting your best foot
forward,” explains Ney.
Automotive service providers can help consumers better
plan for their maintenance and repairs by utilizing better
communication skills and taking the time to explain the
safety aspects of the repair. “The consumer needs to feel his
technician is paying attention to him. The next step is to
empower that customer by having them participate in the
decision-making for the service that is required.
“For instance, maybe a couple of repairs are not critical
and can be delayed for a couple months. When the work is
done, show them the old part and the new part and explain
the difference,” advises Nadeau.
While Nadeau’s survey wasn’t able to drill down to explore
why some went to the dealerships and some went to an independent garage, he did discover a concern over the imbalance of power that technicians have over consumers.
“In each of the study groups we would have someone say,
‘Oh, I have a guy.’ Then the others in the group would say,
‘How do you get a guy? I need a guy. How is it that everybody
else has a guy but I don’t? How did you get the guy? How
did you get to that level of trust with your technician?’” says
Nadeau.
That last question about trust is the kicker. In addition
to providing professional service, completing preventative
maintenance inspections, and utilizing good communication skills, it still comes down to the level of trust that the customer has in their technician. “When talking to consumers
for this survey they would say, ‘You know what, automobile
repair is probably where there is the greatest imbalance of
information. So more of a rebalance of this power needs to
take place for the consumer to feel confident in their dealings with the service provider,” explains Nadeau.
“To empower a customer, you can do a number of things.
You don’t have to do them all the time with all the customers,
but you must do some of them. One is talking to them, and
getting the work done consistently, and the other thing you
need to do is educate the customer,” advises Nadeau.
“Consider your customer base as your bucket. When you
don’t have customer service, you have holes in your bucket.
The more leaks you have, the harder it is to fill the bucket,”
explains Watt. “Excellent customer service really is a question
of plugging the leaks of losing a customer. If you don’t do a
good job, they get pissed off and they don’t come back. If you
want to grow your business, you have to plug the leaks in the
customer satisfaction bucket.”
JOBBER NEWS / MAY 2015
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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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NEW PRODUCTS

Light SAE 0W-16 Oil

Champion Brands LLC has
announced the availability of a new
ultra-low viscosity SAE 0W-16 passenger car motor oil. Champion,
an ISO 9001-2008 registered company, is one of the first independent lube manufacturers to offer
this new API SN licensable product
designed primarily for fuel economy
and performance. The SAE 0W-16
complies with the latest global regulations driving lower vehicle emis-

sion targets and subsequent vehicle
efficiency. OEMs such as Honda,
Toyota, Nissan, and Mitsubishi are
developing new engine technologies
and looking for a lubricant solution
as an enabler and a direct contributor to fuel economy. One way to
achieve this is through the use of
lower viscosity fluids that are lighter
than the viscosity grade 0W-20.
Champion Brands
www.championbrands.com

CAN Bus Converter For GM Engines

Lingenfelter Performance Engineering
is offering a CAN Bus converter to simplify late-model GM engine transplants
into older cars. Given the popularity of
late-model GM engine swaps and the
abundance of aftermarket support for
these affordable performance engines,
the Lingenfelter Performance CAN Bus
converter could be a barrier-removing technology, paving the way for even more GM ECUcontrolled LS engine transplants. CAN stands for
Computer Area Network, and a vehicle’s CAN Bus
is a message-based protocol designed specifically
for automotive applications. The CAN Bus is a
vehicle-based network that allows controllers and
devices to communicate with each other within
a vehicle. Lingenfelter’s new converter reads the

CAN Bus data and converts the digital
signal into an analogue output to operate traditional performance gauges.
The Lingenfelter CAN Bus converter
provides gauge output for multiple different parameters, such as water temperature, boost level, engine rpm, and
fuel pressure. However, the Lingenfelter
CAN Bus converter can be configured to read any
data on the communication bus such as oil pressure, oil temperature, water temperature, tach,
speedo, and boost. It is infinitely adjustable and
can be configured for any aftermarket gauge,
regardless of the brand.
Lingenfelter
www.lingenfelter.com

Automotive Exhaust Manifolds

With vast coverage for both domestic and import applications and
hardware included to make installation fast and easy, Graywerks by ATP
Automotive has almost 400 available
part numbers including manifolds
and manifolds with integrated catalytic converters. Graywerks exhaust
manifolds include hardware kits
that feature studs, nuts, gaskets,
and heat shields or hot air stoves,

as needed. High-grade steel construction makes Graywerks exhaust
manifolds more durable and highly resistant to corrosion. They are
engineered as direct replacement
for the OE unit and are test-fitted
to vehicles during development to
guarantee easy installation.
ATP Automotive
www.atpautomotive.com

Direct-Fit Stainless Steel Brake Hydraulic Lines

Dorman Products, Inc.’s new stainless
steel brake hydraulic line program is
designed to provide a superior aftermarket choice in brake line replacement while saving service technicians
time with pre-formed application-specific replacement solutions. Dorman’s
stainless steel brake hydraulic line
category will launch with coverage
for today’s most popular full-size GM
20
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and Chevy trucks, in a variety of trim
levels and year ranges. Original brake
lines are highly susceptible to both
corrosion and undercarriage damage,
leading to a nearly 100% brake line
replacement rate in some areas of
the country for these popular truck
applications.
Dorman
www.dormanproducts.com
JOBBER NEWS / MAY 2015

15-05-11 11:12 AM

p 21 AAPEX Ad.indd 21

15-05-11 11:14 AM

NEW PRODUCTS

Specifically formulated to use
over PlastiKote Wheel Paint, new
PlastiKote Clear Wheel Paint
Top Coat provides extra protection to extend the colour durability and life of the paint. New
PlastiKote Clear Wheel Paint
Top Coat can be used alone or
to provide an added shield to
vehicle surfaces painted with any
of the four available PlastiKote
Wheel Paint colours: steel (618),
semi-gloss black (620), silver
argent (621), and charcoal gray
metallic (626). PlastiKote Wheel
Paint features a durable resin system, and coupled with PlastiKote
Clear Wheel Paint Top Coat,
provides users with “The Perfect
Finish” on wheels, grilles and
auto trim as well as motorcycles
and bicycles.
PlastiKote
www.PlastiKote.com

www.vdo.com/usa

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

VDO - A Trademark of
the Continental Corporation
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U.S.-Manufactured Black Service Gauge

Dill Air Controls’ U.S.-manu
factured SG-3 service gauge is
adjustable and measures in 2-PSI
increments, covering a range from
10-150 PSI. The SG-3 answers the
market desire for the coveted black
powder-coat gauge body, providing the end user an impressive textured
grip and more protection in the shop
environment. A set screw embedded in
the end of the indicator bar provides
the user with a simple method of recalibrating the gauge when measured
against a Certified Gauge Check Station

during regular accuracy checks. The
SG-3 adds to the wide line of U.S.-made
gauges already offered by Dill, covering
applications from passenger vehicles to
heavy-duty trucks to OTR.
Dill Air Controls
www.dillaircontrols.com

Philips Lighting Catalogue

Philips Automotive North
America, a division of Royal
Philips, offers its latest automotive lighting application
catalogue for replacement and
upgrade bulbs and LEDs. The
catalogue includes a section
celebrating the 100-year anniversary of Philips automotive
lighting, covering Philips history and highlighting innovations in automotive lighting pioneered by Philips.
The 2014-2015 Philips Automotive
lighting catalogue covers applications
for all types of domestic and import cars,
SUVs, light trucks, and vans from model
years 1999 to 2014. All of the standard
replacement and upgrade bulb listings
are presented in a trilingual format. The
new catalogue features Philips’ new line
of Vision LEDs. The Vision LED line of

CO2413_JobberNews_POM_EngineCoolingMotorsAndFans_thirdVert_5-15_V1.indd
4/17/15 12:09 PM
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Clear Wheel
Paint Top Coat

interior and exterior lighting
applications features advanced
products that not only provide
a bright, well-focused beam on
the road, but also are robust
enough to handle extreme
heat and high vibrations.
Philips is the first to market
with street-legal exterior LEDs
as direct replacement for exterior incandescent bulbs. The LEDs are
available to replace brake and taillights,
back-up, dome and glove compartment,
side markers, trunk, and license plate
lights. Also featured in the catalogue
is the complete line of Philips upgrade
headlights including Vision, VisionPlus,
X-tremeVision, CrystalVision Ultra, and
MotoVision.
Philips
www.usa.philips.com/c-m-li/car-lights/
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What’s in it for you?

AIA Canada Helps Build Your Business
through Customer Outreach

Connecting with your customers and speaking their language can
help even the most successful business grow. But how can you do
that and where do you start?
Be Car Care Aware (BCCA) is here to help! An education program with
tools and resources for Canadian drivers, BCCA is operated by AIA
Canada as an always-evolving resource for the automotive industry.
As a jobber, you may provide direct service to the public while also
supplying shops and service bays. Once you know how to speak to
your customers, you can listen to what they want, learn what matters
to them and then use that information to provide top-quality service.
You can pass that knowledge on to your shops, who in turn can
improve how they communicate with their customers. That builds
trust, which is the golden key to long-lasting customer relationships.
Connecting to Customers
Service technicians and shop owners are often the first point of
contact with drivers. They are on the front line of customer service,
and how they interact with the person who walks through their
door is critical. For jobbers, the more successful counter service
is, whether in a banner store, large service bay or a small shop, the
more a business grows. Which leads to more success for everyone up
the line. Be Car Care Aware works for both sides of the counter.
For Canadian drivers, BCCA is an education program, providing
information in plain and easy-to-understand language. It includes
articles on parts of a vehicle, how they function and when they
should be serviced or repaired. It provides car care guides for glove
boxes and maintenance schedule brochures. It interacts with drivers
through Twitter car care tips and an extensive website filled with
articles. In essence, BCCA builds the customer’s confidence and
knowledge base so they feel more informed when making repair and
maintenance decisions.
For the industry, BCCA provides everything from posters to branding
options, along with step-by-step outlines for seasonal campaigns like
Car Care Month in May. The website includes an Industry Toolbox
section with articles that can be put in waiting rooms, web banners
and presentations. BCCA offers all the tools needed to help educate
customers about how taking care of their vehicle helps to keep them
safe on the road.
Building a Toolbox
Through focus groups, surveys and social media, AIA Canada has both
the detailed market research and information in hand to know what
customers want and need. This information drives the Be Car Care
Aware program.
Drivers have repeatedly told AIA that safety and reliability are the two
most significant factors that influence their decision to have work
done on their car or truck. Cost savings are also important, with the
environment impact also holding sway. Even when those factors
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are aligned, they need to know their service provider is trustworthy
before they will invest in repair or maintenance work.
In late 2014 the BCCA website, www.becarcareaware.ca, was relaunched to be mobile-friendly with many interactive features and
new resources. The program was also revamped to educate drivers,
with a main focus on safety along with information on how regular
repair work can save money and protect the environment. BCCA
materials and promotional items for the industry were updated to
ensure consistent messaging. Dynamic new tools were set up so
those in the industry, like jobbers, could hear directly from customers
on what they want.
And it is working. BCCA is connecting with Canadian drivers.
The website attracts thousands of visitors each month. The number
of people sharing BCCA Twitter content has increased by 85 per cent
so far this year, and there are thousands of individuals and business
engaging with BCCA on Facebook.
The new blog, which contains submissions and information by
industry experts like jobbers, service technicians and shop owners,
speaks directly to customers about the topics they care about. The
blog serves as a friendly, easy-to-understand information exchange.
It enables industry experts to share their knowledge while providing
readers the opportunity to comment, ask questions or follow
suggested website links.
Partnerships with industry sponsors, mainstream media and the
Canadian trade press have also helped raise awareness of the BCCA
program and how it can work for the industry.
Articles on a wide range of automotive topics are listed on an
online free article library for the industry to use. These articles can
be branded or personalized with quotes and used for promotions,
awareness, local media or as customer hand-outs. Articles on car
care maintenance are submitted each month through BCCA to 1,100
daily and community newspapers across the country. Further to that,
the new 74-page car care guide and the service interval brochure can
be branded for shops or store fronts.
All these resources are available to you as a jobber, enabling you
to deliver more than parts to your customers. Through Be Car Care
Aware you can deliver knowledge, education and business growth.
The program is designed to help you connect with your customers.
That is what an AIA membership can do for you.
Automotive Industries
Association of Canada
1272 Wellington Street West
Ottawa, ON K1Y 3A7
Telephone: (800) 808-2920
Fax: (613) 728-6021
www.aiacanada.com
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Jobber Technology:

Tales From The Field
By Steve Pawlett

I

n today’s hyper-paced world of “I need it in half an hour,”
jobbers must rely on inventory reports, competitive pricing
data, and GPS-enabled parts delivery tracking to remain
at the top of their game. Accurate, in-depth data reports
are critical to their ability to provide quality service to their
customer base. They can stand tall or fall hard based on how
quickly and accurately they
get the job done. At the heart
of each jobber and automotive service provider’s operation beats a comprehensive,
user-friendly database management system that provides
in-depth inventory and cash
flow reports, and provides a
myriad of customer analytics that provide vital up-tothe-minute insights into every
possible aspect of the business operation.
“For us, we have found
that Compass is a very strong
component of the Epicor
Eagle system that we implemented two years ago. Its
report building and analytics
really give us the ability to
build any type of report that
we can imagine, to measure
specifically what we want to
measure. What I have found
in the past with other systems is you have to tailor your
business to how the computer
program functions. But with
the Epicor Eagle system, in
many regards, and especially
with Compass, we can develop for ourselves what we wish
to develop, and do things the
way we know will work best for us,” explains Steve Van Kessel,
who is the co-owner of Parry Automotive with his sister Susan
Peacock.
“We now have the ability to drill in on so much more of
what we need to be measuring and managing. But, like anything, the initial changeover can be a little overwhelming,”
says Van Kessel. “It’s a very big step to change a computer
system, but we did a significant amount of advanced training
by running parallel systems. We kept our old system in place
running the business, and had a mock system set up here a
few months in advance of the changeover, so we had time
to get to know the system. Even though this was a big help,
24
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nothing can really prepare you for the morning that you
go live,” adds Van Kessel. “For the first few days it was quite
overwhelming. It was like learning a whole new language.
But now, two years later, if I was to ask my staff to go back
and do an invoice on the old system, they would likely be very
upset with me.”
Parry Automotive is now
about to move up to the nextgeneration Eagle N series
when it’s released in the coming weeks. “Once the release
is good to go, we will be implementing the N system. The
layout design is much cleaner
and easier to use. They have
implemented a great deal of
the Compass analytics right
into specific modules of the
Eagle system, so now all the
information and data that we
need quick access to is in the
inventory section or in the
accounts receivable section of
the system, so we no longer
have to go to a different location to find it. It just makes
it that much more efficient,”
explains Van Kessel.
Another feature Van Kessel
finds handy are the mobile
apps Epicor has developed
that allow users to check in
on the fly. “I can look at highpriority items on my phone or
iPad while on the road. There
are different reports and
applications and certain business analytics that I can go in
and check on, right from my
phone or iPad. It keeps me
connected at all times to real-time data,” adds Van Kessel.
With four parts stores and a driveline shop, inventory
control and purchase order management are two very key
features that Kenton Switzer of Pat’s Auto Parts in Grand
Prairie, Alberta, requires in his inventory management
system. According to Switzer, the Rinax X4 has this area
covered better than anyone else out there. “Inter-branch
transfer and multi-branch purchase order are by far the best
parts of the Rinax X4 system. If you run as a single branch,
I’m sure there are a lot of good, comparable systems out
there, but as far as multiple-branch operations go, Rinax is a
step ahead,” says Switzer.
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Rinax also offers the Elite EXTRA GPS (Extreme Tracking
and Routing Application) delivery service, which allows jobbers to effectively dispatch deliveries and track them on the
Web in real time so they can give customers up-to-the-minute
ETAs. The dispatcher can upload documents to the Elite
EXTRA for delivery tracking, route management, remote signature capture, and driver tracking. “We live in a point-andclick world now, and it is a lot easier to train people on the
Rinax X4 than the older Rinax Legacy version,” says Switzer.
“That being said, we still go back to the old character-based
system to run a couple of inventory reports now and again,
because it is just so much faster and easier and my counterman of 17 years prefers this method. I would train him on
the new system, but – hey, old dogs, new tricks, you know the
drill,” says Switzer.
“We used to spend basically one evening each month here
to compile our month-end statements and print them up.
Now with the Rinax X4 it takes
us about an hour,” explains Joe
Elias of Norpine Auto Supply, in
La Crete, Alberta. “The X4 inventory tracking system is pretty darn
accurate – and it gives us the ability to sell a dirty core, which we
couldn’t do before.
“One other thing I have to give
Rinax credit for is their customer
service. If I have an issue that is a
high priority, it gets looked after
pretty quick. A lot of other services are just too big and impersonal
to offer this kind of support. I
have the cell number of most of
the guys that work at Rinax so if I
get stuck I can text one of them,”
adds Switzer.
Dynamic inventory management systems that are integrated with local jobber systems and offer online customer
communications and numerous shop efficiencies are now
becoming standard equipment for automotive service providers. Rob Ingram of Eldon Ingram Ltd., a NAPA Autopro
in Stratford, Ontario, has done a lot of his business training
through TACT (Total Automotive Consulting and Training
Inc.), and he has incorporated a lot of the TACT systems and
procedures, which are Windows-based, into his operations.
So when he decided to switch over to the Gem-Car system,
which is also Windows-based, it was a very smooth transition.
Ingram learned about Gem-Car after a salesman dropped
off a demo copy one day. “I started playing around with it,
and once I began to see just how much was in the program it
was pretty much a no-brainer. We switched over and haven’t
looked back,” explains Ingram.
Explaining the versatility of the Gem-Car shop management program, Ingram gives an example. “There is a document section on the main page and you can actually attach
documents to the work order. So, for example, if we have
a customer with metal on metal for brakes and an exhaust
system with a corrosion situation on a flange, we can take
a picture of it and send it to our common drop box in the
shop, then pick that file up and paste it directly to the document section of their invoice. So we now have a PDF of the
pictures that we can send as an email to the customer, along
with the estimate for the job.”
JOBBER NEWS / MAY 2015

p 24,25 computer.indd 25

Ingram has actually taken this feature a step further and
eliminated his paper-based customer files. “Even though we
print work orders to write on and have the customer sign, we
actually scan the documents with the customer’s work order
number and name on it and we retrieve the document in
our scan section and store it in their electronic file. Then we
shred the paper documents so we no longer need paper files.
It’s all online,” adds Ingram. His next step is to add digital
signature pads to eliminate the need for paper copies at all.
Steve Vieria, owner of Traditions Automotive, a NAPA
Autopro in Scarborough, Ontario, switched over to the
Gem-Car system after his existing software management system crashed and he was told the data could not be retrieved.
“One of the reasons why I was looking to switch programs
was that my previous software company was unable to
retrieve my data after the system crashed. That meant we
would have to start over. But when we signed on with GemCar, we gave them our data file
and they were able to extract our
missing data, which was phenomenal, so we were pretty much sold
on them from that point on,”
explains Vieria. “I have never met
a software company that can take
care of problems as quickly and
efficiently as they do.
“For me as an owner, one of
the biggest challenges we have is
making sure our pricing is consistent. With Gem-Car, you input the
pricing and you are able to carry
parts over from your suppliers and
there is no guesswork involved. So
for anybody who is able to use a
computer, you can hire someone
and plug them in, and they get on
to it quickly because it takes all the guesswork out of it. There
is also a punch clock system, which is phenomenal. Most of
our package pricing is input into the program so there is a
lot less work for me, and we are able to be consistent on what
we are charging, whether it’s me or my wife or a service advisor,” adds Vieria.
Gem-Car offers customers training with the program,
and users can opt to buy more training if they feel they need
to. But customers are also automatically enrolled in Gem
University, their online training system, to learn the program. “It gives you a step-by-step understanding of the program. It starts off with the basics and currently goes up eight
levels, and they will continue to add more levels as the program continues to evolve,” explains Ingram. “On my desktop
I have a help button that goes directly to the FAQ section
on the website, so if I have an issue with, say, parts return, I
would go in and select the window with parts return, and all
the files associated are there: how to return a part, how to
reverse a transaction – it’s all in there, with pictures.”
Ingram also likes Gem-Car’s convenient texting option.
“I have customers like schoolteachers, who can’t come to the
phone, so they would rather I text them when their vehicle
is done; and we can text them right on the program. You
just click on the cellphone icon and activate it, so my service
advisors don’t need a cellphone to contact these clients,”
adds Ingram.
25
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The Unmistakable Benefits

Of Ride Control Train
C

ommunication training has been a focus in the ride
control category, perhaps more than any other product
line you sell.
The reasons are not hard to fathom: the function of ride
control components, whether shocks or struts, is little under-
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stood by the public at large (and by some in the trade too),
and combined with the fact that components degrade very
slowly, this means car owners may not recognize the symptoms of worn ride control as anything other than signs that
their car is aging.
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Add the additional factor of the cost of
replacement, and the need for your staff and
your automotive service provider customers to
have a communication strategy in place to be
effective becomes clear.
Most training in the market, whether online,
self-study, video, classroom or “ride & drive,” is
generally divided into two basic components:
understanding ride control, and understanding how to talk to customers about ride control
replacement.
The two go hand in hand; you can’t be effective at the second without understanding the
first.
But the different methods of training have
different strengths, so we asked jobber/WD
staff and automotive service providers to rank
their effectiveness and tell us what the impact
was. Survey respondents ranked the methods
of delivering training in the expected way, with
online, correspondence and video training (the
least interactive) as lowest, and ride & drive (the
most interactive experience of them all, which
can also include role-playing to hone communications skills) as highest.
Ranked from 1 to 5, with 5 being the most
effective, combined responses from jobber/WD
and automotive service providers rated ride &
drive as 4 out of 5, classroom at 3.75, and video,
correspondence, and online in a virtual dead
heat at 3.
There is nothing like the seat-of-the-pants
feeling to learn how degraded ride control com-

ponents can affect handling
and braking.
“Saw the effects to
describe to customers firsthand,” responded one ASP.
“Technicians felt the difference,” and “Front line staff
got to see and feel the differences/benefits of proper
ride control,” said two others.
Of course, ride & drive is also the most
resource-intensive training method, which can
be a barrier to delivery in a country as vast as
Canada.
Most importantly though, we asked jobber/
WD personnel and ASPs what the outcome
from a sales standpoint was in the quarter
immediately following training.
The results are indisputable: effective training is immediately followed by an increase in
both unit and dollar sales in the category, with
many reporting anywhere from 6% to 10%,
but some also reporting an increase of 20% or
more. (See charts.)

What types of Ride Control Training have you organized/participated
in over the last three years?
Jobber/WD Responses
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What types of Ride Control Training have you organized/participated
in over the last three years?
Automotive Service Provider Responses
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Comments pointed to clear reasons why this
occurs:
“Better understanding of the reasons to
change ride control components,” aptly stated
one ASP respondent. “Being well informed
about a product and how it works helps in selling it,” added another. Many identified the fact
that providing an inspection process and sales
tools as helping boost effectiveness.
Jobber/WD responses were in a similar vein.
“Technicians were better informed as to what to
look for and how to sell the job to customers,”
and “When automotive service facilities just
make the recommendation, they see growth in
the ride control category.”
“It just reminded the installers to be more
conscious about inspecting and to suggest
shocks replacement,” reported another.
Of course, there were also a sizeable proportion of respondents — a little less than 20% —
who reported no growth in sales in either units
or dollars.

No comment shed more light on the reason
why than the ASP who reported, “I did not
really take the time to do the course properly.”
Maybe next time. (And there should be a
next time.)
“When our ASP customers become more
comfortable with selling any maintenance service the sales are impacted greatly,” says a jobber/WD respondent. “The key is to review the
new practices within three to six months following the initial training. As with any change, it
can take some time for these inspections and
recommendations to become habitual.”
The last word goes to Felix Bouchard of
NAPA Quebec City. “Thanks for this survey.
Ride control is for sure a product category that
will continue to grow even with hybrid/electric
cars coming on the market. Our shops are
looking to lose significant sales and market on
these in the near future if they are not getting
on track now.”

What percentage sale increase in the ride control category did you see
in the quarter immediately following training? (Best estimate) for UNITS
Jobber/WD Responses

What percentage sale increase in the ride control category did you see
in the quarter immediately following training? (Best estimate) for UNITS
ASP Responses

What percentage sale increase in the ride control category did you see in
the quarter immediately following training? (Best estimate) for DOLLARS
Jobber/WD Responses

What percentage sale increase in the ride control category did you see in
the quarter immediately following training? (Best estimate) for DOLLARS
ASP Responses
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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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Knowledge Building:

Maturing DEF Market
Moving To Bulk Sales
By Steve Pawlett

T

he Diesel Exhaust Fluid (DEF) North American market
continues to show significant growth since the implementation of the Environmental Protection Agency’s
2010 Diesel Emissions Standards. Every month, newly manufactured trucks requiring DEF hit the road and influence
growth of the market. In addition, the apparent likelihood
of higher DEF dosing rates is anticipated from prominent
truck manufacturers. As the North American DEF infrastructure is challenged to meet these amplified volumes,
jobbers are stepping in to meet market demands.
While the small diesel retailers are still finding their way,
there is a steady market for jug sales of DEF as the infrastructure for countrywide bulk sales slowly develops.
“We expect the bulk segment of this market will continue
to grow and will primarily go to the cardlock segment. But
because the cardlocks haven’t expanded fast enough, there
are a number of direct fleet services that have already built
their own infrastructure for this,” explains Ross Ayrhart,
strategic accounts and market development manager for
Wakefield Canada.
“The jobbers certainly have a segment of this market,
but I see the percentage of jugs going down and the volume going up over time as the infrastructure continues to
develop. Right now I believe there are about 85 locations
reported in Canada located at high-volume diesel stops,”
adds Ayrhart.
“Based on market pricing today, there is not enough margin between the manufacturer and the end user to sustain
a profitable two-step or three-step distribution. When the
product was launched margins were good, but within 18
months the margins just plummeted; it became a commodity very quickly. In fact we parallel it to windshield washer
fluid, where direct to retail/user distribution prevails. The
truth is that the distribution
cost makes it an unprofitable proposition. Also there
has been a pronounced
move to bulk distribution
of the product so that it can
be filled at fuelling points
for heavy-duty applications,”
explains Dennis Favaro,
marketing manager for
Valvoline Canada, a division
of Ashland Corp.
Diesel Exhaust Fluid
(DEF) is a non-hazardous
solution that is 32.5% urea
and 67.5% de-ionized water.
DEF is sprayed into the
exhaust stream of diesel
vehicles to break down dan30
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gerous NOx emissions into harmless nitrogen and water.
This system is called Selective Catalytic Reduction (SCR)
and can be found on 2010 and later model year trucks and
many diesel pickups and SUVs. DEF is not a fuel additive
and never comes into contact with diesel. It is stored in a
separate tank, typically with a blue filler cap.
The vast majority of the DEF is consumed in heavy-duty
engines, which are driving well over 99% of the volume.
While passenger car diesel is growing and will continue to
grow, it still will not amount to a large DEF market in the
foreseeable future. “While this does not mean that jobbers
cannot carry and sell the product, they just need to understand that they may need to position their offer as a retail
convenience purchase to obtain the margins to sustain the
product, as is done at truck stops, kind of like motor oil
at gas stations, where you will pay up to twice the market
price for a bottle of motor oil. The major consumers of this
product will purchase their product where it is most convenient and they can get it the cheapest; hence the move to
bulk. Also, Wal-Mart and Canadian Tire also sell DEF, but
targeted at consumers,” adds Favaro.
It continues to be a growing market, but unit jug sales
are going down, even while the total volume is going up.
“We don’t sell in bulk but we do sell the 208-litre barrels to
our industrial clients, and we have jugs in the store which
sell well too,” explains Miles Brown, branch manager for
Lordco Automotive in Victoria, B.C.
“The market kind of just materialized very quickly when
the emission standards came in in 2010, and it’s held its
own since then. I can’t say that it is growing for us, but it is
steady,” adds Brown.
“We do sell it in the big totes, as well as the jugs here,”
says Tyler Bamford at NAPA Auto Parts in Assiniboia,
Saskatchewan. “Customers
usually come in and grab
a couple jugs to have with
them in case they need it,
since the infrastructure for
the bulk sales is still developing. Our sales are pretty
steady.”
Jobbers should ensure
their customers are always
buying API-approved DEF
for their vehicles to ensure
that no longer-term, costly
damage is done to their
vehicle.
The quality of all approved
DEF product has to meet API
continued on page 32
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Do you know who the

Best Counterperson is?

Andrew Malone,
B&B Dixon Automotive Inc.,
Newmarket, Ont.
2014 Counterperson of the Year

The 2015
2013 Jobber News Counterperson of the Year Award seeks to reward the
very best of the frontline workers in the Canadian automotive aftermarket.
Anyone can nominate a counterperson, and anyone is eligible.
Evaluation and selection of the winner will be made on the basis
of experience, training, as well as customer and store owner comments.
While not mandatory, participation in and organizing of training clinics,
proficiency in computer cataloguing programs, and professional
certifications such as Red Seal and ASE Parts Specialist will all be
,
considered strongly in a nominee s favour.

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

The 2015 Jobber News Counterperson
of the Year Award is sponsored by:

www.epicor.com

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

I nominate:__________________________________

The reason I believe this nominee deserves this award is:

Who works at ______________________________________

___________________________________________________

Address ___________________________________________

___________________________________________________

Phone (______)_____________________________________

___________________________________________________

My Name ________________________________________
Company __________________________________________
Address ___________________________________________
Phone (______)_____________________________________
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___________________________________________________
___________________________________________________
___________________________________________________
___________________________________________________
Please use a separate sheet if you require additional space
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continued from page 30
standards. So from a user standpoint, customers should
always be sure the jug they purchase has an API logo on the
bottle; all the reputable brands have that.
“It’s a roll of the dice if you don’t buy the approved
product, because over time you are predominantly going
to see catalyst failure, and this could cost as much as $7500
to replace,” explains Ayrhart. “To save a penny or two a litre
on an unknown brand could cost the vehicle owner a lot of
money long-term.”
A special grade of urea and deionized water is used in
the formulation of DEF. “If it was made from agriculturalgrade urea, it may have formaldehyde and other contaminants in it, so every plant that makes urea does not necessarily make DEF-grade urea,” advises Ayrhart.
Everyone licensed through ISO is required to do all the
testing to ensure that formaldehyde and any other contaminants are not present in the product.
“In particular, it’s formaldehyde that is going to clog up
the catalytic system. It’s no different than using leaded gas
in a modern car. It’s going to plug up the catalytic converter
and cause a number of issues,” says Ayrhart.
Be sure to point out to your customers that if they pour
some questionable product into their tank, it may not happen immediately, but down the road, over time it will cause
a problem.

DEF Storage
• Fluid must be very pure so as to not damage the catalyst.
• Shelf life is 1-3 years, depending on storage conditions.
• To maximize shelf life and DEF mileage, it is important to
store the product properly:
- Recommended storage temperature is between minus 11°C
and 30°C.
- Product efficiency and shelf life will decrease for products
stored above 30°C.
- Product stored below minus 11°C will freeze (DEF can be
used without concern when thawed).
- In cold-temperature regions, store product inside or underground.
- In warm temperature regions, store product in a cool, shaded
area.
• The product should be filled, transported, and stored
between minus 24°C and 30°C.
• Product will become less efficient over time.
• Avoid the risk of contaminating the product:
- Dispensing equipment made with DEF compatible materials
must be used when dispensing DEF into a vehicle.
- DEF cannot come into contact with any metals other than
stainless steel.
- Ensure that DEF dispensing equipment is clean.
• Dispensing equipment (pumps and hoses) must be DEFcompatible.
• Product may crystallize around container openings. This is
normal.
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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
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he state of automotive technology is often compared to the space race. How
many times have you heard the technology in today’s cars as being more
advanced than what we went to the moon with?
And to this I say, “Big deal.” Mankind went to the moon more than four
decades ago, using technology that was developed and then tested to death
while the Beatles were still together. And they needed a room full of engineers just to keep
tabs on it. Heck, there’s more technology in my iPhone than an Apollo moon shot.
The point here is that using Space Age metaphors for what we see now on our roads
has lost its relevance. People no longer think about space at all. It’s really not top of mind
or that exciting for people, aside from a few nerdish geeks who keep track of how many
people are actually living in space right now (the answer is six). Most of us don’t even think
about that fact and that’s okay; if you remember your history you’ll remember that until
Apollo 13 had its near catastrophe, there wasn’t even a plan to cover the mission on television, so ho-hum had the public become about the whole thing.
In contrast, the current hot-button topic of telematics has ceased to gain traction as
a technology of critical concern to the aftermarket – not because it has become passé,
but because there is simply too little understanding of what the impact, or impacts, of its
expansion by the original equipment sector might have on the independent aftermarket.
This is at least in part because the technology itself is open-ended. It could be used for
everything from simple passive data gathering to active vehicle software updating, customer relationship management, vehicle locating, advertising, marketing, and so on. It is
a technology whose application has yet to be fully explored, and until it is, we won’t have
a very firm grasp on how good or bad it might be for the aftermarket.
However, we do know from past experience with vehicle service information that when
it comes to technology, the automakers will seek to control access to it. It is their initial and
immediate reaction to any aspect of what they build, and it’s not restricted purely to items
of information technology. Every dealership parts department has a whole raft of dealeronly parts, often made by the same manufacturers you buy from, but kept as the exclusive
preserve of the dealer through agreements, for a time anyway.
This does not make them evil; you’d protect what you had if you could too. The big
question is whether they should be allowed to hold it so tightly regardless of the application of that technology.
I for one don’t think so. To me, every car owner should be allowed to choose where
they want to have their vehicle serviced, or their photocopier, or their iPhone for that
matter. I do think it is reasonable to allow automakers a certain preserve over warranty
repairs in the early years of a vehicle’s life, but even then I believe strongly that certified
warranty repair services should be allowed at qualified independent repair facilities. This
is already the case with simple services such as oil changes, but should also be extended
to those facilities with the right tools and training to do what dealers do. Considering the
vast expanse of this country and the sparse dealer population for much of it, this would
only help Canadians be more productive, save money, and keep dollars in their local communities.
I do know that work done at many independent repair facilities is covered by independent warranties, but there are examples around the world of independent service facilities
having the same status as dealers when it comes to repairs.
So what does this have to do with telematics? Maybe not a lot, but if the door to warranty service were forced open, it would remove an important consideration in the battle
to keep OEM telematics as the sole preserve of the dealer, and make post-warranty service
even less so.
Maybe that’s what we should be fighting for. It’s something to think about, anyway.
Andrew Ross, publisher and editor, Jobber News Magazine
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