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Mevotech Expands TTX 
Terrain Tough Ball Joints

To address ball joint 
failure issues in extreme-

duty applications, 
Mevotech’s Canadian 
engineering team has 

designed a robust line of 
high-performance ball 
joints using patented 

technology that 
significantly extends 

service life. Engineered 
specifically to withstand 
the demands of extreme-

duty applications and 
extended maintenance 

cycles, TTX Terrain 
Tough ball joints are 

backed by the company’s 
limited lifetime warranty.

*    *    *

Dayco Opens New 
Distribution Centre

Dayco has opened a new 
distribution centre in 
Memphis, Tenn. The 
400,000-square-foot 
facility features state-
of-the-art distribution 

and logistics technology, 
including a new Tier 1 

warehouse management 
system, which will 

improve shipping times 
while increasing fill rates. 

*    *    *

Wakefield Canada Celebrates 10th
Wakefield Canada held a 
party for staff and clients at 
its Lakeshore office in Toron-
to to celebrate its 10th anni-
versary. Speaking to attend-
ees, company president Dave 
Fifield highlighted some of 
the accomplishments of the 
organization.

“In terms of our business 
development, we have secured 
the General Motors relation-
ship, built up our relation-
ship with Canadian Tire and 
Mr. Lube, and we have also 
built out our OEM business 
on many fronts. It’s gone from 
representing about 10% of our 
business to representing over 
25% of our business in 2015,” 
explains Fifield.

Over the last ten years, 
Wakefield’s volume has gone 
from 47 million litres to over 
80 million litres. “The revenue 
of this business has doubled. 
The profitability of this busi-
ness has doubled. The mar-
ket share of this business has 
doubled. We now hold the 
Q1 market share for Castrol 
brand in Canada of 35%,” says 
Fifield.

“We set our objective to 
double our share of the mar-
ket in 10 years, and not only 
did we achieve 100% growth, 
in market share we actually 
overachieved that significant-
ly. We have also grown our 

synthetics by over 300%.
“The key to success was 

our focus on the customer, 
customer intimacy, customer 
service, and a culture of cus-
tomer first. Increasing our 
competitiveness was also a key 
to our success. Over the past 
ten years we have expand-
ed warehousing, acquired 
manufacturing capabilities, 
increased our sales force, and 
continued to invest signifi-
cantly in the Castrol brand,” 
adds MacDonald. “We are 
well positioned for further 
success as future challenges 
will continue to test our capa-
bilities, and we need to con-
tinue to adapt to changing 
market conditions, custom-
ers’ evolving needs, and com-
petitive threats. I recognize 
that success does not happen 
by itself, and we are blessed 
with great partners, suppli-
ers, customers, advisors, and 
awesome employees who 
make this happen.”

Raybestos Launches Sonic 
Delivery Vehicle Sweepstakes

Now through Sept. 4, 2015, Raybestos distribu-
tor customers of Brake Parts Inc. have a chance 
to win one of three Chevrolet Sonic delivery 
vehicles in the Raybestos Delivers sweepstakes. 

In addition, one of the three winners will win 
the grand prize of a trip to Las Vegas, Nev., 
to attend the 2015 Automotive Aftermarket 
Products Expo (AAPEX). Six second prizes of 
a customized Raybestos Delivers vehicle wrap 
will also be awarded.

Federal-Mogul Powertrain 
Completes TRW Purchase

Federal-Mogul Powertrain, a division of 
Federal-Mogul Holdings Corporation, 
has announced that it has purchased 
TRW’s ownership shares in two engine 
components joint ventures, completing 
its acquisition of TRW’s Engine 
Components business. The acquired 
business, headquartered in Barsinghausen, 
Germany, employs nearly 4,000 people 
globally.

“We are pleased to complete the acqui-
sition of TRW’s engine components busi-
ness, which strengthens Federal-Mogul 
Powertrain’s market position as a leading 
developer and supplier of core engine com-
ponents,” says Rainer Jueckstock, CEO, 
Federal-Mogul Powertrain and Co-CEO, 
Federal-Mogul Holdings Corp. “It’s been 
several months since we acquired the major-
ity of the business and today completes the 
process with the addition of the valvetrain 
operations in Tennessee and Thailand.”

Dave Fifield, president of Wakefield 
Canada.

Bob MacDonald, owner and founder 
of Wakefield Canada.
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Delphi Announces New 
Fuel Modules

Delphi Product & Service 
Solutions has announced 

the addition of nine 
new fuel modules and 

one new hanger sender 
assembly to Delphi’s fuel 
management portfolio, 
covering more than 1.6 
million vehicles built 
from 1997 to 2014, 

including Ford, Dodge, 
Honda, and Volkswagen 

applications.

Follow us on Twitter.
Get AutoServiceWorld.com 

News and more by  
following JobberNews  

on Twitter.

ACA Salutes Connecticut for 
Warranty Protection Law

The Auto Care Association salutes the Con-
necticut legislature for passing state bill S. 
99, which mandates that at the time of the 
sale of a new motor vehicle, a new car dealer 
must deliver to the purchaser of the vehicle 
a printed explanation of the Magnuson-Moss 
Warranty Act.

The law specifically refers to the anti-tying 
provision of the Act, informing the purchaser 
that, “The Magnuson-Moss Warranty Act…
makes it illegal for motor vehicle manufactur-
ers or dealers to void a motor vehicle warranty 
or deny coverage under the motor vehicle war-
ranty simply because aftermarket or recycled 
parts were installed or used on the vehicle or 
simply because someone other than the dealer 
performed service on the vehicle.”

“By introducing this legislation with a sim-
ple, elegantly crafted sentence, Connecticut 
State Senator Rob Kane has done a tremen-
dous service for the consumers in his state,” 
says Kathleen Schmatz, president and CEO, 
Auto Care Association. “While we are grate-
ful that the Federal Trade Commission has 
recently tightened up some of the troubling 
ambiguities in the Act, this bill adds some 
needed clarification for the consumer that the 
auto care industry has been seeking for many 
years. We hope this new law becomes model 
legislation for other states that desire to pro-
mote competition in the repair industry and 
ensure that their consumers are aware of their 
rights under federal warranty law. We applaud 
Senator Kane for the bill and Governor Dan-
nel Malloy for signing it into law.”

Schaeffler After market Hosts 
RepXpert Live Training Events

Schaeffler Group USA Inc. introduced the 
new RepXpert Live technical training offering 
for the automotive aftermarket at two unique 
events that combined technical training and 

go-kart racing. The inaugural training events 
took place over two weekends in North Amer-
ica this June in Los Angeles, California, and 
Toronto, Ontario. The events provided auto-
motive service professionals, instructors, and 
students a full day of comprehensive, hands-on 
technical training developed to improve and 
expand their skills, increase efficiencies, and 
improve customer satisfaction through the 
reduction of repair bay time, warranties, and 
comebacks.

Introduced in 2014, RepXpert is Schaef-
fler’s new global service brand, representing the 
touch points between Schaeffler experts and 
the automotive industry to provide technical 
and product knowledge, expertise, and expe-
rience in person, online, and on the phone. 
The RepXpert Live training events are but one 
feature in Schaeffler’s pursuit of improving 
customer relationships and partnerships in the 
auto care industry. Schaeffler is continuously 
developing training for the automotive after-
market product lines and will launch its new 
RepXpert web portal for the United States and 
Canadian markets in the fall of 2015. 

Hands-on installation and repair training with the LuK 
RepSet 2CT featured on select Ford models.
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ACDelco Launches New
Online Training Courses

ACDelco has released four new online 
courses this month. Three new TechTube 
video courses and an additional Web-
based course have been released. The 
new courses cover water pump service, 
fuel pump electrical connectors, diesel 
timing belt installation, and electronic 
power steering systems. ACDelco’s online 
training resource provides Professional 
Service Centre and Automotive Care 
Expert program members access to hun-
dreds of online courses supporting a 
variety of systems and specialties. This 
online training is in addition to the 
regularly scheduled in-person seminars 
and exclusive onsite MyShop training 
courses, delivered by a team of instruc-
tors who train across Canada. As part of 
its commitment to supporting the after-
market, ACDelco continues to offer and 
expand its in-person and online training. 
For more information on ACDelco train-
ing, contact the ACDelco Info-line.

Eagle Software Updated
Epicor Software Corporation has 
announced a new, feature-rich version 
of its popular Epicor Eagle for the Auto-
motive Aftermarket business manage-
ment software. The new software offers 
dozens of additional timesaving features, 
including embedded Epicor Compass 
analytics; active viewers that provide for 
easy updates to inventory, customer and 
vendor records; and the availability of 
weekly eCatalog updates. A number of 
these new features are available through 
the optional, free Epicor Eagle N Series 
interface, which offers dramatically 
streamlined process flows designed to 
help users of all skill levels leverage the 
full power of their Epicor Eagle software.

Epicor Eagle for the Automotive 
Aftermarket now enables users to con-
duct Compass queries within the Inven-
tory Maintenance, Customer Mainte-
nance, and Vendor Maintenance screens 
without the need to launch a separate 
application. In addition, these screens 
now feature active viewers that facilitate 
fast, easy changes to inventory, custom-
er, and vendor records through a conve-
nient spreadsheet grid. Among several 
new accounting capabilities in the latest 
version are significantly improved gen-
eral ledger balancing and integration 
with QuickBooks software.

The automotive aftermarket solu-
tion can now also support weekly Epi-
cor eCatalogue updates via the Internet 
through the Epicor PartExpert Dynam-
ic Updates feature. These updates are 
automatically downloaded to the user’s 
registered data server and include only 
part files that have been changed or 

added since the last comprehensive 
eCatalog update. This new feature 
enables Epicor Eagle users to more 
quickly access the latest parts and appli-
cation information to increase sales 
and customer loyalty.

Epicor Eagle users will also find both 
expanded and increasingly accessible 
software support through a live “Chat” 
feature with Eagle Advice Line pro-
fessionals, online access to the Epicor 
Eagle user community, and integrated, 
optional Epicor Training on Demand. 
The new Training on Demand feature 
comprises a library of more than 300 
video-based training modules specific 
to the Epicor Eagle for the Automotive 
Aftermarket solution.

ALI To Hold Lift Inspector 
Certification Event

Participants in the Automotive Lift Insti-
tute Lift Inspector Certification Pro-
gram can fast-track their certification 
by attending the “Five Days to Victory” 
training, testing, and practical inspec-
tion event sponsored by ALI member 
manufacturers at the College of South-
ern Nevada in Las Vegas, Nov. 1-5, 2015.

Five Days to Victory helps candidate 
inspectors who have passed the pro-
gram’s pre-course exam complete all 
other certification requirements. During 
the five-day event, each candidate will 
have the opportunity to attend an orien-
tation workshop, take part in a study ses-
sion prior to sitting for the course exam, 
and perform all 12 vehicle lift inspec-
tions required to complete the practical 
portion of the program.

“Five Days to Victory condenses what 
can be a year-long certification process 
into just one week,” says ALI president 
R.W. “Bob” O’Gorman. “Its accelerated 
timeline provides a huge opportunity 
for program participants, since they 
can satisfy their certification require-
ments in one place and quickly join the 
ranks of ALI Certified Inspectors work-
ing in the field. The demand for profes-
sional lift inspections is growing, and 
Five Days to Victory helps us efficiently 
fill the need for inspectors.”

The ALI Lift Inspector Certification 
Program was created to provide third-
party qualification of vehicle lift inspec-
tors and to certify those who demon-
strate that they are capable of properly 
inspecting any type of lift from any man-
ufacturer in accordance with the ANSI 
standard governing vehicle lift inspec-
tion and in support of compliance with 
OSHA’s General Duty Clause, as well as 
provincial requirements in Canada. The 
program is open to inspection compa-
nies with employees having a minimum 
of 12 months’ experience.

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

RECOGNIZED
BUSINESS

Blue Seal  
of Excellence 
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To sign up for Five Days to Victory, call ALI at (607) 756-
7775. Registration is limited to those who are enrolled in the 
Lift Inspector Certification Program. Participants must pass 
the pre-course exam prior to the Las Vegas event. To learn 
more about ALI, visit www.autolift.org

Tony Molla To Keynote  
MACS 2016 Training Event

Automotive industry veteran Tony Molla, vice-president of the 
Automotive Service Association, will be the keynote speaker at 
the MACS 2016 Training Event and Trade Show, Mobile A/C: 
The Next Generation. The MACS keynote luncheon, spon-
sored by Mahle Service Solutions, will be held on Thursday, 
February 11, at The Caribe Royale All Suite Hotel and Conven-
tion Center in Orlando, Fla.

Molla has had an impressive 35-year career in the auto-
motive aftermarket. He was formerly the vice-president of 
communications for the National Institute for Automotive 
Service Excellence in Leesburg, Va., for 15 years. Prior to 
joining ASE, Molla spent nine years as the editorial director 
of Motor Age magazine and Automotive Body Repair News. He is 
an ASE-certified automotive technician, past president of the 
Automotive Communications Council, and a regular presenter 
and moderator at many annual industry events. Molla is an 
 honourary lifetime member of the Mobile Air Conditioning 
Society Worldwide (MACS) and an associate member of the 
Society of Automotive Engineers.

What will MACS keynote luncheon attendees learn at the 
event? “The automotive service industry is in the midst of the 
largest generational shift in its 100-plus-year history. The men 
and women who will be stepping into those leadership roles 
face technology and business challenges we could only scarcely 
imagine 25 years ago,” Tony Molla remarks. “We’ll take a look 
back at where we were and a look ahead at some of our pos-
sible futures, as we meet a few of those leaders of tomorrow 
and explore the many ways automotive service will never be 
the same.”

Registration for the MACS 2016 Training Event and Trade 
Show will be open on September 1, 2015. Exhibitors can now 
sign up for booth space via http://www.macsw.org.

Highlander Buys Valvoline Car-Care Assets
Highlander Partners, L.P., based in Dallas, Tex., has completed 
its acquisition of Valvoline car-care products assets from Ash-
land Inc.

Highlander will acquire the assets, including the manu-
facturing and distribution facilities in Hernando, Mississippi, 
through Niteo Products, LLC, a newly formed affiliate. The 
car-care products include Car Brite, professional automotive 
reconditioning products such as waxes, polishes, compounds, 
dressings, and cleaners sold through the Do-It-For-Me channel; 
Eagle One, professional-calibre consumer detailing products 
such as washes, waxes, cleaners, and dressings sold through 
the Do-It-Yourself channel; and Pyroil, a full line of automotive 
maintenance and performance chemicals.

Also included in the sale are Valvoline-branded and private-
label maintenance chemicals sold into the DIY channel, and 
approximately 140 employees who work in car-care products, 
including approximately 120 based at the manufacturing and 
distribution facilities in Mississippi, will join Niteo.

Jeff L. Hull, managing partner of Highlander and chairman 
of Niteo, says, “Consumer products and specialty chemicals 
have been targeted sectors for some time. We believe these 
assets will allow us to participate in both categories and con-
tinue to expand and accelerate the growth that Valvoline’s car-
care products have enjoyed.”
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*    *    *

CAA Roadside 
Assistance Comes To 

Apple Watch
The Canadian 

Automobile Association 
has announced the 
launch of the Apple 

Watch version of Service 
Tracker for the CAA app.

CAA added Service 
Tracker to its Apple and 

Android smartphone 
apps in Ontario a year 

ago, allowing members to 
easily track the location 
of their assigned service 

vehicle in real time. 
Using GPS, Service 

Tracker allows members 
to see exactly when their 
service vehicle will arrive.

*    *    *

SEMA Ignited Consumer 
Tickets now Available
Auto enthusiasts and 

consumers can now visit 
www.semaignited.com 
to purchase tickets to 
attend SEMA Ignited, 

the official SEMA Show 
after-party that connects 

the general public 
with industry leaders, 
celebrities, and award-

winning custom vehicles.

*    *    *

Warren MacArthur, 1937-2015
Aftermarket industry veteran War-
ren MacArthur passed away peace-
fully in London, Ontario, on April 
11, 2015. He was 78.

Starting in the automotive industry 
in 1957, Warren was a career auto-
motive professional. He started as a 
parts delivery driver, and within one 
year moved on and began to pay his 
dues on the counter. In 1961, he became store 
manager at Brampton Auto Supply, where he 
remained until opening Warren’s Auto Parts 
with his wife Mary and brother Shelton in 1974. 
With the help of UAP and many loyal customers, 
Warren’s Auto Parts became a major player in 
the growing market of Brampton, Ontario. War-
ren and Mary owned Warren’s Auto Parts until 
1986, when they decided to try new opportuni-
ties and sold the store to UAP corporately.

Over the next three years, his passion for 
the automotive aftermarket kept pulling at 
him until the opening of Warren’s Supplies 
and Equipment, under the McKerlie Millen 
Banner, in May of 1989. Again, with the help 
of McKerlie Millen and many of those same 

loyal customers, Warren’s Supplies 
and Equipment became a very strong 
player in the automotive market in 
Brampton. In 1996, Warren and 
Mary sold the store to Carquest and 
they began the next chapter of their 
life, which included a lot of travel, 
golf, and spending time with their 
children and grandchildren. Warren 

retired in London, Ontario.
Warren’s success in the automotive after-

market was a result of his drive and passion 
for the auto parts business. After retirement, 
he maintained many close friendships with 
people he met in the business, and one of his 
favourite topics of conversation remained auto 
parts and the trends in today’s market. War-
ren returned to Brampton many times, under 
the guise of personal business, but more often 
than not he spent most of his time visiting old 
customers and friends to discuss the business 
that he loved and missed.

Warren is survived by his wife Mary and 
their two children, Greg and Jackie (both with 
PartSource), as well as four grandchildren.

PEOPLE

PPG has promoted Norm Angrove to the 
position of director, automo-
tive refinish Canada. The 
announcement was made by 
William J. Shaw, PPG direc-
tor, zone 3 and Canada. 
The appointment is effec-
tive immediately. In his new 
role, Angrove will have direct 
responsibility for PPG Canada 
product sales and distribution 

as well as management of office staff.

Brad Shaddick, director of 
sales Canada, Federal-Mogul 
Motorparts has announced 
the appointment of Don Ull-
man to the position of Ontar-
io Division / key account 
manager. Don comes to Fed-
eral-Mogul Motorparts with 
several years of experience 

in the Canadian automotive aftermarket most 
recently as the national sales manager for Pico 
of Canada Ltd. and before that with Goodyear 
- Engineered Products/ Veyance Technologies. 
Don will be responsible for all of the Ontario 
automotive and heavy duty sales and train-
ing activity along with additional key account 
responsibilities.

The Board of Directors of the Automotive 
Industries Association (AIA) of Canada is 
pleased to announce the appointment of Jean-
François Champagne as president. JF Cham-
pagne has served as executive director for 
the Canadian Security Association (CANASA) 

since 2009 and brings a broad range of skills, 
knowledge, and association management expe-
rience to AIA. He holds a certified association 
executive designation and is serving on the 
board of the Canadian Society of Association 
Executives. JF Champagne will be officially 
joining AIA on September 1, 2015.

Brad Shaddick, director of sales Canada, 
Federal-Mogul Motorparts has announced 
the appointments of Gerry 
Leaman, Brad Irving, and 
Richard Shumko to the posi-
tion of technical product spe-
cialist. Leaman will be based 
out of Toronto, Irving out of 
Vancouver, and Shumko out 
of Montreal. Each has a vast 
automotive technical back-
ground and all are licensed 
technicians. In their roles as 
technical product specialists, 
they will be focusing entirely 
on the professional techni-
cian and professional ser-
vice providers. They will be 
operating the new “Garage 
Guru” tech vans, which are 
all fully equipped with the 
latest technical information 
and communication hard-
ware to inform the profes-
sional trade about specific 
repair procedures while pro-
moting the importance of 
installing premium replace-
ment products.

Gerry Leaman

Norm Angrove

Brad Irving

Richard Shumko

Don Ullman
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With customers hanging onto their vehicles longer, 
most are much more receptive to investing a little 
more for aftermarket parts that will give them good 

performance, increased safety, and a longer life. With the 
price point between first-line and second-line brake parts 
being much narrower, it’s now easier to convince those cus-
tomers sitting on the fence to choose better quality first-line 
brake parts.

“We sell to a lot of DIYers, and they usually have issues 
with the brakes rotting off, due to the salt usage up here,” 
explains Dave Nesseth of H E Brown Supply in North 
Bay, Ontario, which is owned by Muskoka Auto Parts. The 
Muskoka Auto Parts (MAP) Group consists of 10 stores across 
central Ontario that service the automotive, fleet, industrial, 
marine, powersport, and snow and ice-control markets. 

“Up here, they use a lot of salt and brine on the roads, and 
the more metal that is in a pad, the more it rots off with the 
salt. A lot of the rears get replaced just because they have cor-
roded so badly, because of the conditions. The salt brines they 
use on the roads now are really hard on vehicles,” says Nesseth.

“We are seeing a lot of newer cars coming in sooner 
for brakes, and for most of them, they don’t really have 
any choice other than a premium pad and rotor,” explains 
Kevin McBride of Brighton Automotive of Brighton, 
Ontario. “We give our customers the choice of good, bet-
ter, best, and ask them about their driving habits and if 
they are keeping the car.” 

Nesseth recommends his customers have their brakes 
serviced twice a year, due to harsh winter conditions and 
the problems caused by the highly corrosive brine used on 
local roads. “I find a lot of people get confused with the dif-
ferences between ceramic and semi-metallic pads. Then you 
have the used car dealers, who want the cheapest product in 
captivity, and we don’t have that here. My policy is, if I will 
put it on my car, I will sell it to you, and I stick to that policy. 
I’m very stubborn.”

“The newer vehicles use ceramic pads, and the market is 
pushing it towards that,” adds Nesseth. “I get DIY customers 
who have been using semi-metallic all their life, and that’s 
what they want to go back to even on their newer vehicle. Even 
though ceramic dissipates heat better, that’s what they want, 
and you have to go with what the customer wants. You can 
make recommendations, but it depends on how many brake 
jobs they’ve done, and they may say, ‘No, Dave, I want to go 
with the semis.’ The DIYers all have their own little niches.” 

Another factor influencing upscale brake part buying 
patterns is the recent popularity of coated rotors. “Initially, 
coated rotors were a little slow to take hold, but because the 
pricing difference between the cheaper uncoated ones and 
the coated rotors is now only $15 to $20 per rotor, most are 
opting for it, because they go on a lot easier, they look good 
on all those open rim designs that are out now, and when 
you take them off a vehicle they are not rusting up – and they 
come off a lot more easily, too.

“We are selling more coated rotors now because of salt and 
brine issues. In the case of the newer vehicles, you pretty much 
have to go with the premium brakes and rotors. Their stuff 
is all higher-end and there are fewer options,” adds Nesseth.

“We just started carrying the coated rotors a little while ago 
so they still need a bit of time to catch on here,” says McBride. 

“A lot of people want quality aftermarket parts at a fair 
price, and most vehicle owners are interested in the longevity 
of their vehicle, and are willing to spend a little more for qual-
ity parts and peace of mind,” explains Doug Curlis, sales man-
ager of Promax Auto Parts Depot. “Boosting premium brake 
sales really comes down to the technicians. These are the guys 
who are selling the jobs to the consumers, so depending on 
what market sector they are in, they may have customers who 
walk in prepared to buy only on price. So they have a bigger 
sales job when it comes to the upsell, while other shops that are 
in markets where the customers are looking for higher-quality 
brake pads and rotors are going to have an easier go of it.” 

Demand for  
Quality Brake Parts

Continues To Grow
By Steve Pawlett
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“The demand for premium 
brake products is increasing as 
the consumer trend is increas-
ingly towards a low-dust, no-
noise brake pad with smooth 
reliable stopping power.  We 
have seen a phenomenal 
increase in premium-coated 
rotors, even with the tradi-
tional cost-first customer, like 
the used car lot who wants 
a product that will not incur 
‘lot rot.’  The customer wants 
a coated rotor that does not 
rust, looks attractive in an open 
wheel, and even provides labour 
savings with the dismantling of 
the brakes due to the coating on 
the hub of the rotor,” explains 
Proforce Automotive vice-presi-
dent Dean Weber.

One strategy that has proven 
to be effective is arranging for a 
refresher brake clinic for your local 
repair shop clients. While it may be a bit 
challenging to get some of these busy tech-
nicians to stay late one night to do a brake clinic 
(since this is something they think they already 
know inside out), assure them that they will be pleas-
antly surprised at some of the new product information you 
have to share with them. Be sure as well to use this oppor-
tunity to share key sales and marketing advice that you and 
your supplier partners can provide to them that can increase 
their sales volume and profitability.

It can be a good exercise to go through the logic of a 
typical brake purchase with them. By taking the time to 
share with the customer the differences between a white-box 
brake pad and a quality pad that includes new hardware, 
as well as the differences between a white-box rotor and a 
quality coated rotor, it’s often easy to upsell a customer that 
originally walked in bent on getting the lowest price, when 
for the sake of a few extra dollars, the shop can do a quality 
job with something that has longevity, stopping power, and is 
non-squeak, and the rotors won’t rust or warp. 

Most brands offer hardware with the ceramic pads now, so 
that helps to eliminate uneven pad wear and ensures more 
responsive braking. Selling a premium coated rotor that is 
not only a rust protector but also comes with OE weights, 
fins, and other characteristics will help to eliminate pulsat-
ing brakes and heat checks.  Choosing a good mid-grade 
ceramic pad that is scorched in for proper mating with the 
rotors, and making sure to remind the technician to properly 
torque the lug nuts, will all go a long way to eliminating brak-
ing issues and result in selling more brakes to your customer.

“Our 
pricing 

is close on 
both the 

first- and sec-
ond-line brake 

parts, so people 
trust the parts. We 

find we are selling more 
and more of the first line. 

People are clearly looking for 
more quality and reliability now. Coated 

rotors are also very popular these days,” explains 
Bestbuy member Eduardo Gabarro, owner of West 

End Auto Supply in Toronto.
“Typically, when you show a customer several dif-

ferent rotors, they can’t really see any difference between a 
second-line and a first-line rotor. But when you put a coated 
rotor on the counter, they can see the difference and they 
can understand how it will help the rotor to not rust. They 
understand it will help it to perform better, last longer, and 
cool better, because the fins will not get caked up with rust 
and dust, reducing the ventilation of the rotor. These are 
tangible benefits the customer can see, which makes the 
upsell to better-quality brake components that much easier.”

Most consumers trust their service providers to make the 
best technology choices for their vehicles and budgets. If a 
consumer shows some price sensitivity, the counterperson or 
shop professional should clearly explain the disadvantages 
of choosing a lower-quality part, including potential noise 
issues and shorter service life.

OE or better-than-OE quality is an important benchmark 
for automotive service providers who want to earn more of 
the consumer’s business across all repair categories. Because 
a brake job is one of the first service opportunities on a late-
model vehicle, it’s vital that the shop get it right the first time, 
which means quiet operation, excellent stopping power, and 
outstanding pedal feel. The best way to hit that target every 
time is by relying on high-quality premium brake pads and 
rotors from a trusted supplier.
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M
aintaining adequate warehouse space has been 
an ongoing challenge for jobbers for more than a 
decade, given the continued onslaught of new parts 
from OEMs as they strive to make their vehicles 
lighter and more fuel-efficient. And tough as it’s 

been for jobbers to keep pace with the proliferation of parts, 
this challenge is about to ramp up considerably; most OEMs 
will be changing their entire platform in the next few years, 
and the current parts proliferation trend is about to explode. 

“What’s coming is something called CAFE, and it has 
nothing to do with beverages. It’s the Corporate Average 
Fuel Economy, and this is going to take over your life in 
the next 15 to 20 years because it’s taking over the auto 
industry’s life right now,” explains Dr. Peter Frise, scientific 
director and CEO of Auto21, a Federal Network of Centres 
of Excellence (NCE) on the automobile of the 21st century. 
Frise spoke at the Automotive Service Providers Forum ear-
lier this year. “It’s all about fuel economy, and the balance 
between fuel economy and safety.”

“As we have experienced over the last 10 years plus, parts 
proliferation just continues to get worse. It will continue to 
put extreme pressure on our space availability and our build-
ings. That to me this is one of the huge challenges right now,” 
explains Dale Devlin of Halton Automotive, a member of 
Bestbuy Distributors.

For about 25 years, fuel economy was basically in a straight 
line, increasing at a rate of about 1% per year until 2010, 
when it started changing by about 5% per year. 

“When you change 1% to a rate of 5%, that is an absolutely 
foundational change,” explains Frise. “It’s huge. So by 2016, 
which is now, the OEMs have to achieve a CAFE of 35.5 miles 
per gallon (6.6 litres/100 km). That’s 35% higher than what 
was required in 2010.” 

By 2025, that number will be 54.5 miles per gallon (4.3 
litres/100 km), he continues. We are now seeing a lot of turbo-
charging and super-charging (two different things), EVs, bat-
tery vehicles, hybrids, plug-in hybrids, aluminum, and fancy car-
bon fibre. “It’s all about fuel economy. R&D is evolutionary, not 
revolutionary, and it costs billions of dollars to develop a new 
vehicle. The auto industry spends $100 billion a year on R&D; 
that translates to $1400 or $1500 per vehicle,” explains Frise. 

A chart on new modelling productions shows that not all 
OEMs are introducing models at the same pace. For example, 
between 2015 and 2018, Ford is going to replace 111% of its 
platform. Honda is going to replace 110%, and GM plans to 
replace 85%. Looking at the chart on page 18, you can see why 
warehouse space is going to be a critical factor for jobbers.

“You are going to see a lot of change in OEM product lines 
in a short amount of time.  Suppliers most exposed to OEMs, 
with the highest replacement rates and the lowest average 
age, are at an advantage for growth, productivity, profitabil-
ity, and volume,” explains Frise. 

Ford provided a glimpse of the future recently with a light-
weight version of the Fusion. The prototype, developed with 
the U.S. Department of Energy, is about 800 pounds lighter 
than a typical Fusion, thanks to dozens of changes in parts 
and materials.

The instrument panel consists of a carbon fibre and 
nylon composite instead of steel. The rear window is made 
from the same tough but thin plastic that covers your cell 
phone. The car has aluminum brake rotors that are 39% 

By Steve Pawlett

AND YOU:

OE PLATFORM
CHANGES PUT
PRESSURE

ON

JOBBERS
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lighter than cast iron ones, and carbon fibre wheels that 
weigh 42% less than aluminum ones. Because it’s so much 
lighter, the prototype can use the same small engine as 
Ford’s subcompact Fiesta, which gets an estimated 45 mpg 
(5.22L/100 km) on the highway.

Interestingly, the average vehicle has gained more than 
800 pounds over the last 12 years, and now tops out at just 
over 3,900 pounds (1,770 kilograms), according to govern-
ment data. Not only have cars gotten bigger, but safety 
features like air bags and more crash-resistant frames have 
also added weight. Some new technologies also add weight: 
General Motors’ Chevrolet Volt electric car has to drag 
around a 400-pound (180-kilogram) battery.

It is estimated that shaving 110 pounds (50 kilograms) off 
each of the one billion cars on the world’s roads could save 
$40 billion in fuel each year.

Another measure of how complicated these car com-
panies are becoming is the Bosch Automotive Handbook. 
There has been a 76% increase in the page count between 
1986 and 2007. “They don’t have a new edition yet, but I bet 
it’s a lot bigger than [the current] 1200 pages, because there 
has been a huge increase in complications since then. So 
these things really are accelerating, and that’s going to affect 
your business,” warns Frise.

“There is always going to be that segment of the market-
place that is going to be doing the day-to-day service work. 
The huge changes are going to be on the electronics side,” 
says Wayne Hoskins, owner of Pacific Parts in Vancouver, a 
Uni-Select shareholder.

In response to changing market conditions, Vancouver 
Community College made changes that have literally tripled 
the size of its training facility for automotive technicians in 
just a year and half. They recently discontinued their diesel 
program and put it all into automotive training.

“I think the biggest area where we are going to see change 
is going to be with new technicians, who will be trained with 
the new technology. There will also be component training 
for technicians, just to do specific components like brakes for 
instance. Things like brakes will be as big or bigger than they 
were in the past. It’s all going to get a lot more complicated,” 
continues Hoskins. “We are also seeing more component 
installations. For instance, we used to sell shocks and struts; 
now we sell quick struts. We used to sell ball joints, and now 
we sell the control arm with the ball joint. A lot of things are 
being replaced as a whole component.” 

As an example, Volkswagen has a platform called the 
VQB. This car is basically the Volkswagen Beetle, but it’s 
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also the basis of a Spanish mini-
van, made by a company called Seat 
(pronounced Sea aught). It’s also a 
Czechoslovakian family sedan made 
by Skoda, and the Audi TT. The guts 
are the same car, but the vehicles will 
not cost the same and likely don’t 
drive the same. It can be built as 
a diesel or gasoline engine, with a 
range of four or five different engine 
sizes. It can be an electric vehicle, 
a plug-in hybrid, or it can even be 
a fuel cell vehicle. This platform is 
designed for that type of flexibility. 

“They make four million vehicles on that one platform. 
That’s about 5% of the world’s production on that platform. 
So if you don’t know how to supply and service that platform, 
you are cancelling yourself out of 5% of the new vehicle mar-
ket,” advises Frise. “The materials used in cars from 1985 to 
2010 didn’t change much, but in the next 10 years they are 
going to change completely. And it’s going to shake up the 
whole auto industry, the supply chain included.”

For example, bodyshops will require specialized tools and 
have to learn new techniques for welding and joining proce-
dures on these new structures, and chassis that are going to 
change a lot. Many vehicles that are coming onto the road 
now actually have car parts constructed out of carbon fibre, 
parts of corn plants, and other new, lighter materials. 

Also, OEs are now using high-strength steels in the chas-

sis of some vehicles. To make it 
lighter, they are making the steel 
wider and thinner. The problem 
with making steel parts thinner, 
though, is that the steel is stron-
ger, so it’s harder to bend, and 
when you bend really strong steel it 
often cracks. So the idea is to have 
strong steel that is also formable. 
Most vehicles that have steel are 
using those very strong formable 
steels. The problem is, once they 
are formed they are difficult to 
weld, drill, cut, or bend.

“If you’re a guy who puts trailer hitches on cars, and you 
have to drill a hole somewhere, you’re going to have trouble 
doing it, and if you don’t do it right you will damage the 
car. You will damage the durability and you will damage its 
safety. So you will have to buck up to some of these changes,” 
advises Frise.

“If you take the new Jaguar Land Rover as an example, it is 
built more like an airplane. It has lots of aluminum and lots 
of extruded profiles and die castings. That’s what OEs are 
using now to get better fuel economy. It’s expensive, it’s com-
plicated, and they have to redesign everything about the car,” 
adds Frise. “This design technology is not only for European 
sports cars. Just look what Ford did with the all-aluminum 
F-150. If you look under the hood and look at how all the bits 
and pieces are put together you will see it’s not spot-welded; 

it’s glued and riveted like an airplane.” 
Chevrolet has announced it is going 

to do its 2018 pickup in aluminum, and 
Toyota is moving the Camry to aluminum, 
so jobbers are going to see more of this 
in the near future. “This is where we are 
headed, so the world is getting really, really 
complicated,” says Frise.

Vehicles are becoming smaller and light-
er, yet everyone wants them to sound like 
they are big and quiet, so OEs are using all 
kinds of special materials to get them to do 
that. People in the parts supply and repair 
industry have to acquire those materials, 
know how to use them, and do it right.

“There is a lot to learn about how to put 
these things together. It’s a similar situa-
tion with brake pads. People keep asking, 
‘Why do my brakes squeal?’” notes Frise.

“It’s vibration; because the brake parts 
are getting smaller and lighter, they vibrate 
at a higher frequency. And that turns out 
to be a squeal.”

Right now pretty much everything on 
the road today has an internal combustion 
engine, either gas or diesel, but we are mov-
ing to a world of electricity, just not as fast 
as expected.

“They made great predictions, saying 
20% of the cars on the road by 2020 would 
be electric, but that’s not likely to happen,” 
says Frise. “The average age of a car on the 
road is 11.2 years, so if you go forward to 
2026, half of the cars that will be on the 
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road in 2026 are on the road today. But still 
this is the trend.”

“With 300 different engines on the mar-
ket, it’s becoming more and more difficult 
to keep track. Two- to four-cylinder engines 
are going up, and five- to 12-cylinder engines 
are going down. Three-cylinder engines are 
the new four-cylinder engine. I can show you 
how they are not nice because they vibrate 
a lot; but [manufacturers] are finding new 
ways to make them smooth, with balance 
shafts and very sophisticated engine mounts.  
It’s not easy to do, but it can be done.

“We are no longer in the engine busi-
ness,” adds Hoskins. “We closed down our 
engine shop because they aren’t rebuilding 
engines anymore.”

“Then we have lots and lots of compli-
cated transmissions, nine speeds and ten speeds. It’s not easy 
to make something that complicated and compact in those 
kinds of numbers and have it stay together,” says Frise.

Frise also advises jobbers and repair shops to stock up 
on people who understand electrical. “Every time you push 
a window button up and down, it’s not just a 12-volt run-
ning through a ground-to-load type signal anymore. It’s all 
going through a microprocessor. The car knows what you 
are doing, so it’s important that technicians be really careful 
with electrical stuff. You can’t just twist the wires together 
and tape it up.” 

“There is almost 100 pounds of copper in the average car 
today. That can’t go on,” he continues. “It’s too heavy and too 
hard to build the car that way anymore. The wiring bundle is 
too big. Turns out if you are intelligent about how you do the 
wiring, you can make the wiring harness with just a few wires 
going around the car in a BUSS configuration.” 

There are a number of trends that jobbers will have to deal 
with over the coming decade. These include reduced vehicle 
weight resulting in lots of complicated components; and more 
parts diversity, which means huge increase in parts to stock. The 
ownership pattern of cars is changing as well, as the millennial 
generation prefers car sharing, hence the emergence of compa-
nies like Zipcars, so your customer base will change somewhat.

With so many switches and functions in vehicles, it’s 

becoming increasingly difficult for people to interface with 
their car. To deal with this, you can expect to see OEs intro-
ducing heads-up displays on most of the newer vehicles. With 
active cruise control, following distance, lane keeping, side 
obstacle detection and rear view cameras, it’s difficult for 
drivers to absorb all the information the car can give them 
and keep their eyes on the road. “It’s a big battle right now 
and the big car companies are spending a fortune on this 
stuff,” adds Frise.

The price of parts and repairs are also likely to go up. For 
example, between 2014 and 2015, the cost of a Ford F-150 
front door went up about 25%, because the new one is alu-
minum. Parts will inevitably become more expensive as they 
become more advanced. 

As affordability of repairs becomes a problem for consum-
ers, there are going to be a lot of used cars on the market in 
the next number of years, so when it comes to a choice of 
facing a $5000 repair or buying another car, vehicle owners 
are going to make a different choice. Repair shops may well 
have to look at offering financing options for repairs in order 
to get people to look after their cars properly. 

“When we sit around this is what we talk about, the chang-
es coming down the pipe. But the more things change the 
more they stay the same,” says Hoskins. “I am a guy who goes 
back to when everything had a carburetor and fuel injection 

was coming in and they were saying, ‘oh what 
a change.’ I remember when there was a dis-
tributor with points and a condenser and we 
thought, oh wow, the tune-up was going to 
disappear! Things are changing, but there 
are more and more cars on the road. And 
the age of the vehicles on the road is going 
up. People are taking better care of their 
cars now, because it’s a bigger ticket item so 
it is going to last longer.”

“These changes just continue to put pres-
sure on space management. For example, 
Bestbuy recently added 40,000 square feet 
just to keep up with the proliferation of num-
bers,” adds Devlin. 

Clearly, parts proliferation is going to 
continue to escalate at an astonishingly fast 
pace as OEs work towards the 2025 CAFE 
target, and in doing so, will change the face 
of the aftermarket as we know it today.
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Brake Maintenance Guide

CRC Canada Co. www.crc-canada.ca

WHEEL BEARING GREASE
• Select the appropriate grease based 
   on usage:  daily driver, late model 
   spec, high perfromance or 4-wheel drive.
• Clean and repack bearings at every 
   brake job.  Do not mix different 
   grease bases.
73312 397 g cartridge

BRÃKLEEN® BRAKE PARTS CLEANER
Thoroughly clean brakes BEFORE disassembly.  This will allow for proper inspec-
tion.  Always clean new or turned rotors prior to assembly.
75089 Original Non-Flammable  539 g aerosol
75088 Non-Chlorinated   397 g aerosol
75050 Non-Chlorinated Power Jet 397 g aerosol
Bulk Sizes Available

DISC BRAKE QUIET
Use on all non-shimmed disc pads.
75016 118 mL bottle
75017 255 g aerosol

DE-SQUEAK™  
BRAKE CONDITIONING TREATMENT
Apply on new, freshly turned or existing ro-
tors.  De-Squeak fills in tiny imperfections 
that cause noise, and aids in the friction 
mating/break-in process.
75080  319 g aerosol

FREEZE-OFF® SUPER PENETRANT
Super penetrant breaks through corrosion, 
for easier adjusting and dis-assembly.
75222 326 g aerosol

OR

SYNTHETIC BRAKE & CALIPER GREASE
75353 340 g tub with brush
75359 227 g brush-top bottle

SILARAMIC® CERAMIC FORTIFIED 
BRAKE SYSTEM GREASE
75363 225 g tub with brush
• Lubricate all metal-to-metal contact points  
• Clean and lubricate all shoe landings.  This  will ensure 
   smooth operation of the shoes.  Lubricate all parking 
   brake hardware and shoe adjusters to prevent binding & 
   corrosion.
• Lubricate backs of all shimmed disc pads.  This will 
   prevent corrosion and brake noise.
• To prevent corrosion build-up, lubricate the underside of  
   the rotor hat or the hub facia
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Mark Borkowski is president 
of Mercantile Mergers & 
Acquisitions Corp. Mer-
cantile has been selling mid 
market companies for over 
34 years. Contact: www.
mercantilemergersacquisi-
tions.com

Selling a family business is a major deci-
sion that some might be considering as 
the economy transitions from recession 

to recovery.
It’s a choice that involves valuing your busi-

ness’s tangible and intangible assets, your 
employees, possible liabilities, and tax issues. 
And it’s important that the sale price you set 
for your business matches the expectations of 
the marketplace.

Reasons for selling a family business usu-
ally centre on retirement, the long hours, loss 
of skilled employees, and very high capital 
expenditures.

Your next step is to prioritize objectives and 
consider exit alternatives from your business. 

You can choose to work with your accoun-
tant and then bring in professionals. A busi-
ness valuation can be done informally – some 
brokers will do it for free, which will help keep 
down costs.

If you choose to work with a mergers and 
acquisitions broker, ask for references from 
their clients who have sold businesses similar 
to yours in terms of size, assets, customers, and 
number of employees.

It may take a year to put best practices in 
place, and this involves ensuring tax planning 

has been done, to reduce liabilities. First you 
have to understand your objectives for making 
the sale, and allow market exposure time in 
the hopes of exiting at the highest price.

If the business is sold to a family member, 
to ensure family harmony and to minimize 
tax liability for all parties involved, an accoun-
tant should be consulted prior to the sale. A 
plan should be in place if the seller remains 
involved financially with the business, such as 
through a retiring allowance. A professional 
mergers and acquisitions professional can co-
ordinate this whole process. 

Planning for a retirement savings plan, 
and finding out if the seller qualifies for the 
$800,000 capital gains tax exemption, is also 
important.

The typical buyer is a strategic buyer who 
knows their business and knows what they are 
buying, such as the process, the equipment, 
and the supplies. They are the logical choice 
from the seller’s point of view. The second 
most common is the private equity buyer; and 
the least preferred is the individual buyer.

There are many methods to value a busi-
ness. Your professionals should be able to 
provide this advice. The valuation by financial 
statement method will base value on your com-

Selling Your
Family Business

By Mark Borkowski
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Thousands of you already like us on the web every month.

Now You Can Like Us on Facebook

AutoServiceWorld.com serves Canada’s Automotive Aftermarket, 
including Manufacturing, Distribution, Retailing and Service.
Representing Newcom’s Automotive Division properties: 
Jobber News, CARS Magazine, and L’Automobile.

AutoServiceWorld.com is part of Newcom Business Media 
80 Valleybrook Drive, Toronto, ON M3B 2S9

AutoServiceWorld.com 
is now on Facebook
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pany’s financial statements, examining the 
cash on hand, equipment, real estate, debts 
and investments, and obligations. The liabili-
ties will be subtracted from the total assets to 
establish the business’s theoretical value. 

However, this method may not take into 
consideration the current values of assets, and 
instead will assign them their costs at the time 
they were acquired. These are the historic 
costs. Another disadvantage is that intangible 
assets, such as your brand, trademarks, copy-
right, trade secrets such as recipes, customer 
lists, employees and their contracts, and lease 
agreements are not considered. They are only 
considered if they were purchased from anoth-
er business and thus appear on the business’s 
financial statement at their historic cost.

A second method, called valuation using 
multiples or comparable company analysis, 
looks at what public companies similar to 
your own are being traded for. This method 
for valuing businesses is best applied to larger 
businesses, rather than smaller owner-manag-
er businesses.

The disadvantage here is that no two com-
panies are completely alike in terms of prod-
ucts, size, and growth potential. If your busi-
ness produces a specialized product or service, 
this can also make comparisons difficult.

This method is an approximation of the 
similarities between businesses and affects the 
business valuation’s accuracy; thus, two sub-
methods can be used.

The first is the price-to-earnings ratio 
(P/E). This sub-method requires that the price 
of a share of the business’s stock be divided by 
the business’s earnings for a share.

The second sub-method uses the enter-
prise value to earnings before interest, taxes, 
depreciation and amortization (EV/EBITDA). 
Enterprise value (EV) refers to the business 
operations, and does not include debt, excess 
cash, and redundant assets.

EBITDA represents the business’s cash flow 
(before required capital expenditures) that 
would be paid out to shareholders. When 
applying an EV/EBITDA multiple, the art of 
it is in choosing the right variables, earnings 
level, and multiple.

Another method is the comparable transac-
tion method, which looks at recent sales and 
purchases of similar but privately owned busi-
nesses. The business valuator will determine 
which businesses are appropriate to use as 
a comparison to yours, and will apply valua-
tion methods such as P/E or EV/EBITDA to 
determine your company’s value. Due to the 
differences between your business’s charac-

teristics and those of the business to which it 
is compared, the valuation might be affected.

Creating a projection of what cash the busi-
ness can produce at a future date is another 
possible valuation method. The broker will 
create this projection with the assistance of the 
business owner.

Discounted cash flow analysis is a fourth 
option. As the value of the cash received in the 
present is not the same as cash received at a 
future date, the cash flow must be discounted 
to assess the cash’s current value. This is a 
complicated process, and is best applied by 
an experienced valuator. It involves estimates 
such as how much your company will grow, the 
costs and profits that can be expected over the 
next few years, and related risks.

The sale of your business will also affect 
your employees, and possibly your legal obli-
gation to them. When a purchaser is simply 
buying the assets of a business, there are not 
necessarily any obligations to the employees 
unless the purchaser offers employment to 
those employees.

If employees are offered employment, they 
can accept or decline. If they accept, you as 
the purchaser assume their years of service. If 
there is a share deal, the purchaser steps into 
the shoes of the vendor, and this means buy-
ing the corporation, with all of its warts and 
obligations. A seller of a business is obligated 
to disclose employee contracts to a potential 
buyer in most transactions.

In an asset sale, the seller will be liable for 
the severance costs associated with employ-
ees who decline, or are not offered, employ-
ment with the purchaser. These costs will 
depend on many factors, such as whether or 
not the employees have written employment 
agreements that specify their entitlements on 
termination.

Employees might be entitled to claim more 
than the minimum notice and severance pay 
provided for under employment standards 
legislation. There may be costs associated with 
providing incentives to retain key employees 
pending a sale. Purchasers should keep in 
mind that any collective agreement associated 
with the business may become binding on the 
purchaser following the sale.

Selling your business is more than just a 
sale of machinery. It also means a change 
in lifestyle, identity, and relationships with 
employees and customers. Working with your 
accountant, business valuator, or corporate 
lawyer will bring a needed element of objectiv-
ity into what can be an emotional process.
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Good associations listen to their members. Good associations 
become great associations when they take what they hear, and take 
action. At the Automotive Industries Association (AIA) of Canada, we 
want our members to feel proud of their membership and to trust 
that we have their needs and interests at heart.  
 
Measuring Engagement and Service Excellence 
 
In the latter part of 2014, we conducted a series of focus groups 
among jobbers to better understand their views in regards to the 
value of their AIA membership and their role in the sustained 
growth of the aftermarket industry. 
 
More than 50 jobbers took part in the focus groups held in Halifax, 
Quebec, Montreal, Toronto, Winnipeg, Edmonton, and Vancouver, 
with the vast majority of participants acknowledging AIA as the 
collective voice for the industry. We also heard about the challenges 
jobbers face in this industry and how AIA can better address their 
needs as members.  
 
You talk. We listen.  
 
We valued the feedback that was provided and, as a result, took 
immediate action and worked on the opportunities identified by the 
results of the focus groups.  
 
Here’s what we’ve been up to: 
 
Developing New Tools and Resources 
 
   •  What’s trending - a career tool kit that includes banners, posters, 

fact sheets, and information cards/myth busters to help promote 
the industry to those interested in pursuing a career in the 
automotive aftermarket - will be ready for distribution to divisions 
late this summer. The materials will also be available for download 
on AIA’s website.  
 
•  Government Relations 101 - a great handbook that helps 
members understand the inner workings of government relations 
activities and provides advice on how to get involved.  Available 
in print and pdf format, the booklet is available for FREE to AIA 
members.

Providing New Opportunities to Get Involved  
 
   •  We heard that jobbers would like to be more involved with AIA 

activities. As a result, we are reaching out, through the divisions, 
to them with invitations to participate in upcoming government 
relations activities and meetings. 
 

•  We are also working on identifying professional development 
opportunities that are beneficial and impactful for jobbers, and 
considering ideas such as revamping our forum events to ensure 
maximum benefits for all members.

Enhancing Our Communications 
 
   •  Check out Driving Forward in 2015 (bit.ly/2015DriveForward)! 
This important document offers an overview of AIA’s activities 
planned for 2015 in a concise, easy to read, brochure format. 
 
•  Did you see the What’s In It for You series in Jobber News? It is 
our monthly column with the trade press where AIA addresses the 
issues brought up in the focus groups. For our French-speaking 
members, we are also publishing in Le Garagiste.   
 
•  Our newly redesigned website (to be launched in the fall of 
2015) will host regular blog postings, member advisories, career 
resources and a very comprehensive one-stop-shop industry 
toolbox. We will provide our perspective on a wide range of 
industry issues and we encourage all readers to post comments 
and share the articles with others.  
 
•  We know that time will not always allow you to read our emails 
or search our website, so why not like us on Facebook.com/
aiaofcanada, follow us on Twitter.com/aiaofcanada, and join us on 
LinkedIn.com/company/aia-canada instead? We’ll keep you up to 
date with our latest news, publications, and events with one quick 
click!

Thank You! 
 
We want to thank everyone who has participated in the focus 
groups, offered their comments online or in person, or made a 
point of letting us know how we can improve. We hope that you will 
continue to let us know if we are making the grade or missing the 
mark in terms of engagement and service excellence, and we look 
forward to keeping you apprised of our progress.

Automotive Industries  
Association of Canada
1272 Wellington Street West
Ottawa, ON K1Y 3A7
Telephone: (800) 808-2920
Fax: (613) 728-6021
www.aiacanada.com

What’s in it for you? 
When we conducted a series of focus 

groups, you talked. We listened.
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NEW PRODUCTS
Ford F-150 Suspension Systems

The latest Rancho 
lift kits for Ford F-150 
models recently passed 
the U.S. Federal 
Motor Vehicle Safety 
Standard Electronic 
Stability Control Sys-
tems test, and include 
a newly engineered 
one-piece, reinforced 
subframe composition 
and design for superi-
or fit and finish. The tests were completed on 
a Ford F-150 outfitted with a 6-in. Rancho sus-
pension kit and Rancho RS5000X rear shocks, 
and a Ford F-150 sporting a 4.5-in. Rancho 
suspension kit, Rancho RS5000X front struts, 
and RS5000X rear shocks. The trucks also 
included BFGoodrich All-Terrain T/AKO2 
35x12.50R18LT tires and 18-in. Vision Manx 

wheels finished in 
gloss black. Both Ran-
cho Ford F-150 systems 
easily accommodate 
35-in. tires and will 
not impact the Ford 
AdvanceTrac with RSC 
electronic stability con-
trol systems. The new 
subframe is construct-
ed from high-strength, 
low-alloy steel and was 

engineered for high off-road performance. 
CNC-machined, durable extended-length 
steering knuckles that maintain track width 
and ensure proper steering geometry are 
included in each kit. The 6-in. Rancho system 
also includes rear aft braces.
Rancho
www.gorancho.com

LED Driving Light
Hella Inc. has introduced its newest 
addition to the Rallye 4000 Series: 
the Hella Rallye 4000 X LED Driv-
ing Light. Using an innovative double 
reflector and high-power performance 
LEDs, Hella has created a compact 
lamp that delivers powerful LED perfor-
mance while using only 40W of power. 
This driving light features two high-
performance LEDs in a highly styled 
double reflector design that clearly dis-
tinguishes it from other halogen and 
Xenon variants. When switched on, 
the clear, cool white LED light delivers 

distinctive lighting, by night and by day. 
Plus, Hella’s highly efficient, free-form 
double reflector creates an even beam 
pattern and excellent long-range road 
illumination. The Hella Rallye 4000 X 
LED Driving Light comes in a durable, 
waterproof metal housing as a complete 
single lamp kit, which includes mount-
ing hardware for an upright mount 
and step-by-step mounting instructions. 
Dimensions are a compact 5.7" W × 5" 
H × 4.5" D.
Hella
www.hella.com

CVT1 Multi-Purpose Transmission Fluid
CRP Automotive’s Pentosin CVT1 Multi-
purpose Transmission Fluid is a fully syn-
thetic, high-performance fluid for continu-
ously variable automatic gearboxes. It is 
completely miscible and compatible with 
other high-quality CVT fluids. The for-
mula, which is made using the best avail-
able synthetic base oils, features additives 

that offer the highest levels in thermal 
and oxidative stability as well as high shear 
stability and excellent de-foaming proper-
ties. Pentosin CVT1 enables high wear 
resistance and ideal friction performance 
for both CVT chain and CVT belt.
CRP Automotive
www.pentosin.net

Headlight Restoration Kit 
Philips Automotive North America 
offers an advanced and easy-to-use 
solution to hazy and yellowed plastic 
headlight lenses. The Philips Headlight 
Restoration Kit is designed to bring 
back headlight clarity for improved 
nighttime vision and enhanced driving 
safety. It can restore clouded plastic 
headlight lenses to like-new condition 
in less than 30 minutes. The kit fea-
tures advanced technology that delivers 
excellent results with minimal effort 
and does not require the use of power 
tools. Unlike many kits on the market, 
the Philips Headlight Restoration Kit 
adds a protective UV coating that helps 

the lens clarity last longer and can pre-
vent future clouding for up to two years. 
The Philips Headlight Restoration Kit 
is designed for use by both profession-
als and do-it-yourselfers to restore lens 
surfaces in a few easy steps, improving 
the light output and overall appearance 
of plastic headlamp assemblies. Shops 
can use the kit to expand the service 
potential of their lighting business and 
help their customers avoid the costly 
proposition of headlamp lens replace-
ments. The kit also works on taillights, 
turn signals, and reflective lens covers.
Philips Automotive North America
www.philips.com

p 28 Products.indd   28 15-07-29   11:35 AM

http://www.gorancho.com
http://www.hella.com
http://www.pentosin.net
http://www.philips.com


Andrew Malone,  
B&B Dixon Automotive Inc.,  

Newmarket, Ont. 

2014 Counterperson of the Year
Do you know who the 
Best Counterperson is?
The 2013 Jobber News Counterperson of the Year Award seeks to reward the  
very best of the frontline workers in the Canadian automotive aftermarket.

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

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

I nominate:__________________________________

Who works at ______________________________________ 

Address ___________________________________________

Phone (______)_____________________________________

My Name ________________________________________

Company __________________________________________ 

Address ___________________________________________ 

Phone (______)_____________________________________

The reason I believe this nominee deserves this award is:

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

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

Please use a separate sheet if you require additional space

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

www.epicor.com
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For the Counterperson August 2015

Cool custom looks for cars have always been one of the 
more interesting niche markets for jobbers, and an 
excellent opportunity to differentiate you from the 

competition. But lately, the demand for consumers personal-
izing their vehicles is hotter than ever. 

“Custom painting in general has been taking off, due 
to Overhaulin’ and other reality shows that are giving it so 
much exposure,” observes Michael Kakura, technical advisor 
for BASF. “Candy finishes and other specialized looks are 
the strongest I’ve seen them in 25 years, which is great for 
jobbers and great for us! There’s a huge growing demand.”

Unless you’ve been on a desert island lately, you’ve probably 
seen at least one car sporting the new matte finish. It started 
with matte black a couple of years back, but now a whole range 
of colours are available, both in custom and OE. However, says 
Kakura, “I consider it a fad; I’m not sure if it will stick around. 
It’s very hard to work with; if you have a bug land on the car 
while it’s drying, it can ruin the whole job. Plus, it’s really hard 
to match the gloss level if you need to do a repair. But still, 
with all that, it’s very much in fashion right now.”

Vibrant “pastels” (allover finishes) like bright 
teals, primary colours, and complex finishes like 
pearls, appeal to a younger driver who doesn’t 
want the staid silvers or navy blues of their par-
ents’ cars. In the high end, one particularly strik-
ing new look is “liquid metal,” a gorgeous chrome-
like finish seen on the new Porsche GT and some 
Mercedes models. This finish is truly something 
else driving down the avenue: a racy, almost futur-
istic look with a mirror-like finish.

Along with these standout finishes, Jennifer 
Boros of PPG mentions that flake finishes are 
expanding in the variety of looks they offer: from 
almost a chunky look, through coarser flakes 
in the paint, to very fine grains that produce 
the smoothest, shimmering pearl. Other special 

coatings introduced over the last few years, such as colour-
shifting and candy finishes, continue to be in demand in 
some areas of the country.

But whole-body finishes are only a part of the custom story. 
For a customer with a smaller budget, especially the younger 
market, there is a whole world of smaller modifications they 
can make to their vehicles that make them unique but don’t 
require the investment of a full repaint. Airbrushing, or 
murals depicting an image such as a tribal symbol or flames, 
are huge among some younger or image-conscious drivers. 
And now wraps and decals, which you can apply yourself, give 
the look of a custom airbrushing or pinstriping job at a frac-
tion of the time and cost. They’re like temporary tattoos for a 
car, and are removed just as easily when you get tired of them.

The toolmakers are recognizing the growing demand for 
custom finishes, and making products that provide as small 
a gap between the tool and the artist as possible. One of the 
key components is the spray gun. As Vanessa Dupuis, of spray 
gun  distributor SATA Canada, explains, “The complete 
SATAjet family has advanced considerably in the past decade: 
atomisation technology of the SATAjet 5000 B has surpassed 

the imaginable, making the guns truly versatile for any 
type of material. 

 “As a result we’re seeing a lot more chic coat-
ing jobs; using SATA’s unparalleled technology, 
painters are allowing the brilliant colours, depth, 
and the textures of the materials to make the big-
gest statements.”

Along with the tools, a great custom job is only 
as good as the paint, and most manufacturers 
have a range of products aimed to produce excel-
lent results with the more precision application 
methods that a unique paint finish demands. “Our 
whole Vibrance Collection is geared to this market,” 
says Jennifer Boros. Vibrance includes a family of 
products with special colours, micas, pigments and 
other special effects to inspire the painter to real-
ize whatever his vision may be. The range includes 

Custom Paint:

Cool Looks Heat Up
By Martha Uniacke Breen

PPG’s upcoming  
Vibrance clearcoat.

Photo courtesy of  
PPG Canada.
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a single-stage black called Hot Rod Black, 
high-build undercoats, and coming soon, a 
new clearcoat especially designed to work 
with other Vibrance products.

BASF’s Glasurit and Carizzma lines are 
also geared to the special needs of the cus-
tom paint enthusiast. Kakura explains that 
clear coats in particular can make or break 
a finish, which is why he recommends 
Glasurit 923-220. Glasurit is a perfect fin-
ishing touch, since it polishes well, dries 
beautifully, and offers excellent protection.

Whichever brand the painter goes with, 
Kakura says emphatically, “I recommend 
first, especially when they are doing an 
expensive custom finish, that you use prod-
ucts from the same manufacturer. When 
you use a system – base, finish, clear – you 
know the products are designed to be com-
patible with each other.”

Custom painting is a complex niche mar-
ket with specialized needs, which is both a 
virtue and a challenge for jobbers. But there 
is a wealth of resources available to instruct 
both the jobber and the consumer in how to 
use them to achieve perfect results. 

PPG is launching a dedicated website for 
Vibrance later this summer that will join a 
full suite of online resources, from product 

information, to its Custom Restoration Guide and Repaint Reporter online maga-
zine, with tips, profiles of custom painting stars and even step-by-step techniques. 
PPG also has training centres in Toronto and Montreal where jobbers and their staff 
can learn and try special techniques.

BASF’s dedicated custom refinishing site, BASFRefinish.com, is designed to help 
both your team and your customers achieve high-quality results, and the company  
also offers extensive training opportunities. “It’s definitely a good idea to become as 
well-informed as possible if you want to get into selling these products, or expand on 
them,” advises Kakura. “It’s especially critical with a DIYer who may be doing a care-
ful restoration in his garage, but may not have the proper equipment and technical 
information. So if the jobber is himself well-educated he’ll know the right questions 
to ask and make sure it’s being done right.” 

Understanding the parameters of your equipment is vital to creating custom 
work, says Vanessa Dupuis. “We have lots of information at www.SATAcanada.com 
outlining what products are most commonly used for which purpose. In addition, 
we have social media communities where we encourage painters to come together 
to discuss their techniques and share their experience. We have a great link on our 
Facebook page where you can see Mickey Harris paint a complete mural with just a 
SATAminijet 4400. However we also have a few different YouTube channels, the new-
est being SATA by Eurotech, with great instructions on best practices. 

“We encourage painters and jobbers to educate themselves on the market and 
ask the questions,” Dupuis concludes. “Getting into the custom market is easier than 
they think, and offers a really excellent opportunity to open up their market niche to 
cater to a larger group of people. Most shops already have the resources in place to 
get started; they just need the tools and the creativity to spur them onwards.”

OE parts, direct 
from the OEM.

VDO - A Trademark of  
the Continental Corporation

Our new VDO Engine 
Management and 
Fuel Supply Program 
offers ‘OEM-only’ 
parts, direct from the 
manufacturer – that’s us! 

The line includes 
Electronic Throttle 
Valves, Air Actuators, 
MAF/MAP Sensors, 
Fuel Injectors and Fuel 
Modules, with coverage 
for European, domestic, 
and Asian applications.

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

www.vdo.com/usa

CO3080_JobberNews_OEM_Direct_with_PD_Logo_thirdVert_8-15_V1.indd   17/16/15   1:55 PM

BASF’s Glasurit and Carizzma lines are also geared to the special needs of the custom paint 
enthusiast. Glasurit adorns these two Ridler winners.

Custom painting in general has been taking 
off due to reality shows like Overhaulin’  
giving it so much exposure.  
Photo courtesy of PPG Canada
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AAPEX 2015 will keep you ahead of the curve with thousands of 
products and services for your business, 50-plus free AAPEXedu 
sessions and networking with the best of the best. 

With nearly 2,400 domestic and international exhibitors, you’ll 
find everything you need at AAPEX, including the latest tools and 
equipment,  aftermarket replacement parts, chemicals and car care 
products, remanufactured parts, business products and more. New this 
year, products will be listed and searchable on the AAPEX website, 
www.aapexshow.com, and on the AAPEX 2015 Mobile App (available 
from Google Play and the App Store) in categories that align with 
industry standards, making it easier for you to identify products to see 
at AAPEX before the start of the event. 

Many new products also will make their debut at AAPEX either on 
the show floor or in the popular New Product Showcase, while the 
industry’s most innovative and eco-friendly packaging designs will be 
spotlighted in the New Packaging Showcase. By late August, all entries 
in the New Product and New Packaging showcases will be featured 
on the AAPEX website and on the AAPEX 2015 Mobile App. During 
AAPEX, make sure to visit both showcases at the Sands Expo. 

For the most up-to-date information on technology, don’t miss the 
AAPEXedu sessions. For the first time, sessions will be offered in two 
formats. ExpressEdu, an all-new format, will feature a series of short, 
thought-provoking presentations by experts. These presentations 
will cover concepts, practices and ideas that affect you and your 
business today and in the future. Experts leading these sessions 
will be available at the conclusion of their presentation in a nearby 
Speaker Lounge or in their booth to interact with you and answer your 
questions. 

The standard one-hour sessions also will be offered and categorized 
in six newly designated tracks: Technology/Disruptive, Technology/

Vehicle Systems, Technology/Operating Your Business, Industry 
Trends – Facts and Figures, Management and Profitability, and Sales, 
Marketing and Customer Service. 

Networking while at AAPEX also is a large part of staying ahead of 
the curve as you share new ideas and discuss common issues and 
challenges with others in the automotive aftermarket industry. More 
than 39,000 targeted buyers and approximately 130,000 automotive 
aftermarket professionals from nearly 140 countries are projected to be 
in Las Vegas during AAPEX. 

AAPEX is set for Tuesday, Nov. 3 through Thursday, Nov. 5, at the 
Sands Expo in Las Vegas, Nev., with AAPEXedu sessions starting on 
Monday, Nov. 2. 

Online attendee registration for AAPEX 2015 is only $25 (US) through 
Friday, Oct. 16. The $25 gets you access to the AAPEX exhibits and 
all the AAPEXedu sessions you can fit into your schedule! The AAPEX 
badge also will admit you to the SEMA Show being held in Las Vegas 
the same week as AAPEX. 

AAPEX represents the $477 billion global aftermarket auto parts 
industry, and is co-owned by the Auto Care Association and the 
Automotive Aftermarket Suppliers Association (AASA), the light 
vehicle aftermarket division of the Motor & Equipment Manufacturers 
Association (MEMA). For more information, visit www.aapexshow.com 
or e-mail: info@aapexshow.com.

Contact Information: AAPEX Event Management 
William T. Glasgow, Inc., 10070 W. 190th Place, Mokena, IL 60448 
Tel: 708.226.1300 
Fax: 708.226.1310 
Website: www.aapexshow.com 
E-mail: info@aapexshow.com

AAPEX KEEPs You 
AhEAd of thE CurvE

Advertisement
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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.

BUSINESS MANAGEMENT 
SERVICES 

The Automotive Aftermarket E-Learning 
Centre Ltd

www.aaec.ca 
AAEC - BEST - Business 
Evaluation Support & 
Training - Instructing 
and Coaching with 

the Proven Business Management Tools that 
drives a shop’s Bottom Line, Team Culture and 
Marketplace Credibility.

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

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

Enter promo code 50SAVE4 and SAVE $50* 
on your FIRST ORDER at canadapost.ca/
snapadmail

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

Electronic Inspections are just the beginning!

WAREHOUSE DISTRIBUTORS  
& BUYING GROUPS

Bestbuy Distributors Limited
www.
bestbuydistributors.ca
Independent buying 
group and warehouse 

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

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

Marketplace

ADVERTISERS INDEX
Company Page #
AAPEX (Automotive Aftermarket Products Expo,  

www.aapexshow.com) ............................................... 9,32

ACI-Agri-Cover Inc. (www.agricover.com) ....................18

Akebono Brake Corporation  

(www.akebonobrakes.com) ...........................................19

Automotive Industries Association of Canada  

(www.aiacanada.com) ....................................................27

AutoServiceWorld.com  
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Chevron Global Lubricants  
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PPG Automotive Refinish (www.ppgrefinish.com) ..........7

Promax Auto Parts Depot (www.autopartsdepot.ca) ......5
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Schaeffler Group USA Inc.  
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MIB
The remedy for

expensive parts store

computer systems.

Get answers from us.

www.mib4canada.com

888-536-1438 toll free

Since 1977

Jobber News
Marketplace Classifieds

Reach Key Aftermarket Players. 
Across Canada. Every month. 
From less than $150 a month. 

For more info, contact the publisher 
at aross@jobbernews.com 
or call toll free from Canada 

1-800-268-7742 ext. 6763, or from 
the U.S. 1-800-387-0273 ext. 6763.
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ver the past few years, there has been concern expressed that our soci-
ety was not breeding nearly enough “gearheads,”  “motorheads,” and 
“autophiles” to man the apprenticeship programs, service bays, and 
parts counters of the future.

And though it may be true that the gulf between the retiring gen-
eration and those who will fill their roles remains a concern, I’d like to put at least 
one aspect of this discussion to rest: If there are insufficient entrants to the trade, 
it most certainly is not because today’s cars are boring. 

Or, I should add, that the technology they carry somehow locks out young enthu-
siasts, preventing them from exploring automotive technology in a way equivalent 
to what the previous generations might have done, with little more than a decent set 
of hand tools and a rough understanding of what makes an engine run. 

With today’s sophisticated engine controls, it can be easy to mistakenly think 
that modern vehicles are somehow less accessible. I’m not quite sure where this 
idea causes the most harm – perhaps in the minds of guidance councillors, or in 
the parents of that child who is “good with his hands” – but the reality is that more 
systems are accessible to more individuals than ever before. With current state-
of-the-art, plug-and-play programmers, you don’t even need access to a garage to 
ramp up the horsepower. In our increasingly crowded urban environments, where 
neighbours are inclined to call city inspectors any time they see a car in pieces 
on a driveway, this provides a whole new set of learning opportunities for a new 
generation of enthusiasts. 

And the good ones may even become tomorrow’s repair shop owners as well as 
skilled technicians. One other boon for tomorrow’s techs is that modern, knowl-
edge-based modifications are clean: the need for brawn and tolerance for grimy 
working conditions that still permeates the image of the tech no longer holds true. 
This opens it up to an entirely new population of young men and women with the 
desire and the smarts to work on cars.

And what cars they will be working on! While there is still ample excitement for 
today’s crop of muscle cars (did you ever think you’d see a 700-plus horsepower mus-
cle car like the Dodge Challenger available for sale to the general public?), there’s 
a whole raft of hybrid technologies and related vehicle systems on the road today. 

One of the most incredible shifts of recent times has been the metamorphosis of 
hybrid technology from the realm of the Birkenstock-shod environmentalist to the 
foundation of virtually every luxury exotic being offered for sale today. Due to the 
proximity of my home to a Tesla dealership and the fact that I live close to where 
some real money lives, rarely does a day go by that I don’t see a Tesla Model S or 
two. And the other day, I saw an ultra-sleek BMW i8 roll by, silent but for the sound 
of its tires hitting the road. It was awesome.

Setting aside the challenges those technologies might signal for the aftermarket 
for the moment, if those cars don’t get a person excited, well, maybe they’re not 
meant to be in this business.  

Turning enthusiasm into a career is always a challenge, but it’s a challenge we 
can meet if we keep that excitement in mind when we talk about this industry. True, 
not every workday embodies the excitement of a rocket launch, but some do – and 
those in a position to welcome new hires this fall should keep that excitement in 
mind when building work plans for apprentices and others joining this industry. 

There’s some really cool stuff going on in this industry. Don’t let them forget it.
— Andrew Ross, Publisher and Editor aross@jobbernews.com
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Parts Sales Training

Visibility:  
Lighting and Wipers

Ride Control Training

AAPEX &  
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/pages/AutoServiceWorldcom/
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Twitter: Andrew Ross  
(@JobberNews)

www.autoserviceworld.com

KEEP THE  
EXCITEMENT ALIVE

O
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Havoline® ProDS with Deposit Shield® Technology is a full synthetic motor oil that 

proactively protects what matters most. Learn more at Havoline.com

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

Chevron Products  
are available from 
the following 
locations: 

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

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

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

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

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

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

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

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

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

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

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

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

NORTH ATLANTIC  
REFINING LTD
29 Pippy Place  
St. John’s NL  A1B 3X2  
Tel: (709) 570-5624 
northatlantic.ca

THE NUTS AND BOLTS OF 

PROTECTING WHAT MATTERS.

EXTENDS engine life
KEEPS cars at peak condition
MAINTAINS fuel economy
REDUCES carbon emissions

Proactively responds to the demands 
placed on modern engines.
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A GERMAN,
AN ENGLISHMAN,
AND AN ITALIAN

  walk into your shop ...

O E  B R A K E  PA D  O F  C H O I C E  O N  8  O F  T H E  1 0  B E S T - S E L L I N G  V E H I C L E S  I N  E U R O P E

ferodo.com
©2015 Federal-Mogul Motorparts Corporation. All trademarks shown are owned by Federal-Mogul Corporation, 
or one or more of its subsidiaries, in one or more countries. All rights reserved.

And since they can all get the high-quality, 
OE-replacement Ferodo brake pads that 
come standard on many original European 
vehicles, all three drive away happy.

NOW AVAILABLE IN NORTH AMERICA
95% COVERAGE OF EUROPEAN IMPORTS
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