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UpFront
The Evolution Of Customer
Service

W

e recently moved to a new neighbourhood, and the weeks following the move involved the requisite
trips to the local lumber, hardware, appliance, furniture, and grocery stores, as well as
numerous stops at local eateries. During this
accelerated shopping period we were struck
by how friendly, courteous, and downright
helpful staff were at each stop. Without fail,
every single establishment we entered provided a very high level of customer service.
Given that my wife and I both have jobs that
revolve around retail, our radar is always on
for outstanding retail service, and we noticed
a significant improvement over what we had
been accustomed to in our old neighbourhood.
How did we end up in this oasis of outstanding customer service?
I believe that more and more, brick-andmortar retailers are realizing that the best
way to compete with the growing onslaught
of online retail sales is by providing an outstanding customer experience. Consumer
surveys show that over 80% of customers are
willing to pay up to 25% more for an item
simply to ensure a better customer service
experience.
I remember the days when customer service was offered at a desk at the back of a
department store, next to the appliance section, and the person behind the counter was
never happy to see you.
In today’s connected world, customer service is a whole lot more than just a help desk
agent at the back of the store. It’s grown to
encompass every interaction that a customer
has with a brand. It includes phone, email,
chat, web forms, and social communications,
as well as self-service support sites. And it
happens before, during, and after a sale.
In fact, it’s reached a tipping point, where
mobile coupons are now redeemed 10 times
more often than traditional coupons. With
the advent of social media, the connection
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between customers and business has never
been closer.
In a world where jobbers need to do more
than just sell products, customer service is
a key part of the promise that you make to
a customer. It’s more than just providing
answers. It’s helping customers even when
they don’t know they need help. It’s teaching
them how to do more with your products. It
starts with a smile and a friendly word, and
finishes with sharing your expertise – even
when it has nothing at all to do with your
products. Customer service is your secret
weapon.
The latest J.D. Power 2015 Canadian Customer Service Index Long-term Study shows that
outstanding customer service will generate higher levels of customer retention and
unlock significant revenue potential. (See
my interview with J.D. Ney, author of the
report, on page 16 of this issue.) The study
measures the service experience, satisfaction, and intended loyalty among owners of
vehicles that are four to 12 years old.
The past few years have seen explosive
growth in social networks. More than 75%
of online users interact on social networking
sites. Their friends are there and they expect
their favourite brands to be too. As a result,
services like Twitter, Facebook, and Google+
have become popular support channels. Not
only do customers ask for help on social
channels, but they also share their opinions
on the products they buy and the level of
service they receive with friends and family.
It’s critical that today’s jobbers participate
in multi-channel customer support across
email, phone, and social networks, so they
can offer help, solicit customer feedback, and
participate in conversations about the brands
they carry. Customer service has certainly
come a long way from that counter hidden
behind boxes of stock at the back of the store.
— Steve Pawlett, Editor,
spawlett@jobbernews.com
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Automakers Spending Billions on Technologies
That Consumers Don’t Use
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Automakers are investing billions of dollars to
put technologies in their cars and light trucks
that are not being used by many of the owners of
those vehicles, according to the J.D. Power 2015
Driver Interactive Vehicle Experience (DrIVE) Report.
The 2015 DrIVE Report measures driver experiences with in-vehicle technology features
during the first 90 days of ownership. The
report finds that at least 20% of new vehicle
owners have never used 16 of the 33 technology features measured.
The five features owners most commonly
report that they “never use” are in-vehicle
concierge (43%); mobile routers (38%); automatic parking systems (35%); heads-up display
(33%); and built-in apps (32%).
There are 14 technology features that 20%
or more of owners do not want in their next
vehicle, including Apple CarPlay and Google
Android Auto, in-vehicle concierge services,
and in-vehicle voice texting.
Among Gen Y, the number of features unwanted by at least 20% of owners increases to
23, specifically technologies related to entertainment and connectivity systems.
“In many cases, owners simply prefer to use
their smartphone or tablet because it meets their
needs; they’re familiar with the device and it’s
accurate,” says Kristin Kolodge, executive director of driver interaction & HMI research at J.D.
Power. “In-vehicle connectivity technology that’s
not used results in millions of dollars of lost value
for both consumers and the manufacturers.”
Among all owners, the most frequently
cited reasons for not wanting a specific technology feature in their next vehicle are “did
not find it useful” in their current vehicle and
the technology “came as part of a package on
my current vehicle and I did not want it.”
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In addition, owners who say their dealer did
not explain the feature have a higher likelihood of never using the technology.
Furthermore, features that are not activated when the vehicle is delivered often result
in the owner not even knowing they have the
technology in their new vehicle.
Kolodge noted that the technologies owners most often want are those that enhance the
driving experience and safety, which are only
available as a built-in feature rather than via an
external device.
In-vehicle technologies that most owners
do want include vehicle health diagnostics,
blind-spot warning and detection, and adaptive cruise control.
“The first 30 days are critical. That firsttime experience with the technology is the
make-it-or-break-it stage,” says Kolodge. “Automakers need to get it right the first time, or
owners will simply use their own mobile device
instead of the in-vehicle technology.”
J.D. Power defines generational groups
as Pre-Boomers (born before 1946); Boomers (1946-1964); Gen X (1965-1976); Gen Y
(1977-1994); and Gen Z (1995 and later). Because the first few weeks of ownership are so
critical, dealerships play the most important
role in helping owners get off to a good start
with the technology in their vehicle, Kolodge
notes.
“While dealers are expected to play a key
role in explaining the technology to consumers, the onus should be on automakers
to design the technology to be intuitive for
consumers,” says Kolodge. “Automakers also
need to explain the technology to dealership
staff and train them on how to demonstrate it
... OTC continues on page 8
to owners.”
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... continued from page 6

Use of in-vehicle technologies has implications beyond the
auto industry. For example, the insurance industry is closely
tracking automotive technology for safety and financial purposes. Insurers are concerned that difficult-to-use technology
may distract drivers and cause an accident.
Using smartphones instead of in-vehicle technology also
creates safety issues.
Additionally, in-vehicle technology can significantly increase claims costs for vehicles damaged in an accident.
“While some technologies, such as lane-departure warning,
are making vehicles safer, the insurance industry is very concerned about the driver-distraction hazards caused by some
of the other technologies,” says Chip Lackey, senior director
of insurance practice at J.D. Power. “In addition, technology
drives up repair and replacement costs. A slight bumper scrape
that would normally cost a few hundred dollars to repair can
catapult a claim into thousands of dollars when a park-assist
camera or other sensors are damaged.”
The 2015 Driver Interactive Vehicle Experience (DrIVE) Report is
based on responses from more than 4,200 vehicle owners and
lessees after 90 days of ownership. The report was fielded in
April through June 2015.
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The Commercial Vehicle Solutions Network (CVSN) and the
Truck and Engine Manufacturers Association (EMA), together
with the Equipment and Tool Institute (ETI), the Auto Care
Association (AutoCare), and Heavy Duty Aftermarket Canada
(HDAC), announced the signing of a Memorandum of Understanding (MOU) on access to heavy-duty vehicle service
information. The MOU addresses the availability of service
information for model year 2010 and later trucks and buses
over 10,000 lbs. sold in the United States and Canada.
The MOU was developed to address concerns expressed by
independent service providers that they have better and more
timely access to OEM-controlled information. The MOU helps
ensure that access, thereby eliminating any need for state, provincial, or federal regulation.
The landmark MOU will ensure that vehicle owners and independent repair facilities have access to the OEM-controlled
service information, tools, and parts that they need to safely
JOBBER NEWS / OCTOBER 2015
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and properly repair commercial vehicles. The
MOU also standardizes the current industry
practice of providing diagnostic tool information to third-party aftermarket tool manufacturers, thus providing owners with service
options when maintaining or repairing their
vehicles.
“The MOU establishes a workable approach
to providing independent service providers
with access to information they need to repair
heavy-duty vehicles properly and safely,” says
Jed Mandel, EMA president. “The MOU was
developed to address concerns expressed by
independent service providers that they have
better and more timely access to OEM-controlled information. The MOU helps ensure
that access, thereby eliminating any need for
state, provincial, or federal regulation.”
“With today’s complex, computer-controlled heavy-duty vehicles, having access to
the correct information and latest diagnostic
tools is essential to being able to complete repairs for our customers. The MOU addresses
our need for reasonable access to OEM service
information and diagnostic tools. I am pleased
that we were able to finalize a practical and
workable solution through the MOU process,”
adds Marc Karon, chairman of the Commercial Right to Repair Coalition, sponsored
by CVSN and representing service providers
across the United States. “The MOU is a significant accomplishment for all parties.”
Under the terms of the MOU, the participating industry associations will work together
to monitor the exchange of service information and address any information access issues
with the goal of helping to ensure that vehicles
are properly and safely maintained with the
correct parts and tools.
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Uni-Select Acquires Duncan Auto
Parts Ltd.

Uni-Select Inc. has announced that it has completed the acquisition, through one of its subsidiaries, of the assets of Duncan Auto Parts
Ltd. This acquisition expands Uni-Select’s
reach in Pacific Canada.
Duncan Auto Parts Ltd., a long-term customer of Uni-Select, has been a well-reputed
wholesaler of automotive parts since 1963,
operating from two stores in Duncan and
Chemainus, British Columbia. The 34 professionals who contributed to building its reputation and position in the market now join the
Uni-Select team.
“We are pleased to add this great business
to our network of corporate stores and solidify
our market position on Vancouver Island,”
states Gary O’Connor, president and chief operating officer, Automotive Canada.
“Duncan Auto Parts has a great team, delivering exceptional customer service, and we
are pleased to welcome them to the Uni-Select
family,” adds Henry Buckley, president and
chief executive officer, Uni-Select Inc.
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Bermuda Location Makes Buy & Sell 2015
Memorable
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Bestbuy Distributors Limited’s annual Buy &
Sell attracted shareholders from across Canada to meet and network with valued suppliers
from all over North America, for a celebrated
seaside conference in beautiful Bermuda, September 13 – 16, 2015.
The event, which combined supplier meetings with several social events, attracted the
majority of the buying group’s shareholders as
well as a wide variety of suppliers to the luxury
Fairmont Southampton Resort, an oceanfront
property located on Bermuda’s stunning south
shore and situated atop Bermuda’s highest
point, overlooking a 100-acre estate surrounded by water.
Two days of successful meetings with suppliers were highlighted with events such as a
Welcome Reception on the Great Sound Lawn,
where guests enjoyed a taste of Bermuda. Blue
skies, the Azure Ocean, and warm Bermuda
sunshine were the scenery at Bestbuy’s annual
SickKids golf tournament at Port Royal Golf
Course and SickKids Day tour at the Royal
Naval Dockyard. Both groups met up for a

Business Bermuda’s Gary Allen
(r) and Jeff Olefson (l) of OEM
Forecast Products.

“Great Sound Lawn”: pictured, left to right: Gina
Diflaviano, Tanya MacPherson, Tony Racioppo,
Raymond Roy, Michael MacPherson.
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Jeff Van de Sande, president, and
Dale Devlin, past chairman.

seaside lunch at Port Royal in the afternoon,
and both events and raffle sales raised over
$18,000 for the world-renowned Family Heart
Centre at Toronto’s Hospital for Sick Children.
To date, Bestbuy shareholders and valued suppliers have raised over $750,000 for the leading children’s medical facility. This year’s proceeds from the golf tournament, day tour, and
raffles will be pooled and a cheque presented
to the Hospital for Sick Children at Bestbuy’s
upcoming 2016 Annual General Meeting in
February in Toronto.
On Tuesday evening, the group made its
way to the Fairmont beach for a large dinner party. Shareholders and suppliers enjoyed
great food and company on Bermuda’s famous
pink sand. Guests were happily entertained
by a talented local Bermudian musical duo
throughout the evening, and relaxed by a large
bonfire on the beach after dinner.
Jeff Van de Sande, president of Bestbuy Distributors, says, “We are pleased that our Buy &
Sell meetings were productive and enjoyable
for all in attendance.”

Douglas Squires, chairman.

Pictured, left to right: Celine Morelli, MarieChantale Tremblay, Jeremy Lalancette, Norma
Dimora, Bernard Lefebvre, Robert Therrien,
Gilles Lecompte.
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#PartsMatter Auto Safety
Campaign Offering Weekly Prizes

Tumblr, along with two hashtags: #PartsMatter and #Entry. Participants can also enter via
the www.partsmatter.com website.
The campaign also includes a monthly
grand prize contest that will award a Visa Prepaid Gift card valued at US$500 to the participant with the best entry, as selected by a
judging panel, for the preceding four weekly
sweepstakes periods. There is no cost or purchase necessary to enter the sweepstakes or
contest. See official rules and restrictions
at www.partsmatter.com.
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Tire Country Opens Two
Wholesale Tire Centres In Ontario

Have you experienced an auto parts “fail” that
made you late for work or left you stranded on
the side of the road? #PartsMatter, an innovative auto safety campaign for consumers and
professional technicians throughout the U.S.
and Canada, is offering weekly cash prizes
to winners who share photos and/or videos
documenting a part failure on any passenger
vehicle.
Designed to communicate the importance
of choosing quality components for every automotive repair, the #PartsMatter campaign
is sponsored by several leading North American automotive parts brands, including Anco,
Champion, Fel-Pro, Moog, and Wagner. Each
is a brand of global original equipment and replacement parts manufacturer Federal-Mogul
Motorparts, a division of Federal-Mogul Holdings Corporation.
“#PartsMatter is a vital message for consumers and repair professionals because all
replacement parts are not created equal,”
says Laura Soave, senior vice-president and
chief marketing and communications officer,
Federal-Mogul Motorparts. “It is the automotive service industry’s responsibility to help
customers make smart decisions about parts
that should help keep them safe on the road.”
“Many parts might look alike, but that’s
where the similarities end,” she says. “Some are
designed and manufactured by leading suppliers with proven track records of delivering
safety, performance, and durability. Many of
these suppliers have invested millions of dollars
in advanced research and development facilities and adhere to rigorous testing standards
before releasing a part to the market. This campaign is ultimately aimed at communicating
the potential risks associated with choosing a
replacement part or other automotive products
from an unknown or unproven supplier.”
Beginning August 31, 2015, and continuing through December 20, 2015, consumers
and technicians can enter for a chance to win
one of three weekly Visa Prepaid Gift cards
valued at US$100 simply by posting a photo
or video of a part failure or related vehicle
problem via Facebook, Twitter, Instagram, or
JOBBER NEWS / OCTOBER 2015
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Tire Country’s new wholesale tire centres will offer
57,000 square feet of warehouse space.

Tire Country, a Goodyear wholesale distributor and wholly owned subsidiary of Fountain
Tire Ltd., has announced that it is opening
two new wholesale tire centres in Vaughan and
London in southern Ontario.
Tire Country’s new wholesale tire centres
will offer 57,000 square feet of warehouse
space, enabling the wholesaler’s inventory and
supply management team to ensure that dealers have the right products when they need
them. Brands sold through the new centres
include a broad and deep assortment of Goodyear, Dunlop, and Kelly tires as well as Sailun
products.
Tire Country’s expansion into the Greater
Toronto Area and Southwestern Ontario positions the wholesale distributor for significant
growth beyond its base in Western Canada.
“The opening of these locations further
strengthens Tire Country’s position as a highly aligned Goodyear wholesale distributor,”
says Jason Herle, general manager, expansion.
“Our customers will benefit from a broadly
experienced customer service, marketing, and
sales team that specializes in Goodyear and
other brands.”
Based in Edmonton, Tire Country has been
a Goodyear wholesale distributor for more
than 10 years. Beyond its two new distribution
centres in Vaughan and London, the distributor has warehouses in Delta, British Columbia;
Calgary, Alberta; St. Albert, Alberta; and Winnipeg, Manitoba.

Dayco Receives Gold
Certification from
Caterpillar for Quality
Excellence
Dayco has been named
a recipient of the Gold
Supplier Certification
as part of Caterpillar’s
Supplier Quality
Excellence Process
(SQEP). This award
recognizes suppliers that
have achieved Caterpillar
Quality Management
System supplier
certification.

***

GT Radial Adventuro
AT-AW Introduced in
Canada
The new GT Radial
Adventuro AT-AW tire
is being introduced in
Canada to provide SUV
and light truck drivers
with excellent traction in
all weather conditions, on
and off the road.

***

BFGoodrich Introduces
New Extended Warranty
BFGoodrich
Commercial Truck
Tires is introducing an
extended warranty for its
commercial truck tires
and casings, effective on
claims filed on or after
Sept. 1, 2015.
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Fall into Savings With
Monroe Shocktober
Promotion
The Monroe
“Shocktober” promotion
is here for September
and October, enabling
consumers to get four
qualifying Monroe or
Rancho shocks or struts
for the price of three at
a participating vehicle
service provider or parts
store.

Denso Opens Auto Parts
Distribution Centre In Nuevo
Leon, Mexico

Denso has opened its first auto parts distribution centre in Mexico. Located in Apodaca,
Nuevo Leon, the facility allows Denso to bring
its full selection of replacement auto parts to
the marketplace, ensuring faster delivery and
enhanced service to meet growing customer
demand across Mexico.
The new facility builds on Denso Corporation’s longstanding presence in Mexico that
dates back nearly two decades when the company opened its first manufacturing plant, also
in Apodaca. That number has since grown to
four manufacturing plants in Mexico serving
markets throughout North America.
In 2011, Denso opened its Mexico City sales
office. Denso established the new distribution
centre in response to strong year-over-year
sales growth of its aftermarket auto parts
in the Mexico marketplace. Denso currently
sells its entire selection of 26 product lines in
Mexico, up from two in 2005.
The facility opened in August and has
already begun shipping to customers throughout the country. Inventory at the location
will grow to include Denso’s full line of spark
plugs, oxygen sensors, filters, and all other
replacement auto parts covering almost every
vehicle make and model on the road today.
Denso provides all its customer support

Bad ball joints.
Bad breakdown.
Bad day.
MOOGProblemSolver.com

materials – product and packaging information, sales literature, catalogues, and other
resources – in Spanish. Materials include Denso’s newly released 2015 Spark Plug Catalogue.

AAPA Selects Lumileds LLC As
Preferred Lighting Supplier

Lumileds LLC, a subsidiary of Royal Philips, has been selected by the Aftermarket
Auto Parts Alliance as the preferred supplier
of automotive lighting products throughout
the North American region. The Aftermarket
Auto Parts Alliance is an organization of independent automotive aftermarket warehouses,
parts stores, and certified service centres in
the U.S., Canada, and Mexico.
The announcement was made by Russ Stebbins, director of sales, NAFTA Automotive
Aftermarket. Stebbins notes, “We look forward
to helping The Alliance members significantly
increase their automotive lighting sales and
profitability by providing them with a complete
one-stop source for all of their lighting needs.”
Alliance members will be offered a full
Philips branded portfolio of automotive lighting for both commercial and retail programs.
The Philips line features a full range of Xenon
HID headlight bulbs, upgrade halogen lighting, and LED innovations.
Lumileds LLC backs up the Philips lighting
portfolio with point-of-sale tools that include
commercial cabinets and headlight upgrade
cabinets installers can use to stock and sell
standard replacement and upgrade lighting to their DIFM customers.
Stebbins adds, “Being recognized as the
preferred source for automotive lighting
is a tribute to the dedication of our sales
team members and the hard work of our
entire organization. This is very exciting
news for us and further cements our goto-market strategy. We are very grateful
for the opportunity to serve The Alliance
membership and are delighted to be partnering with them in this new and exciting
program.”

Savings this Fall through DynoMax
Exhaust Promotion
The DynoMax Performance Exhaust
“Muffler Promotion” is back by
popular demand, delivering sound,
performance, and value – in the form of
a $25 MasterCard – to enthusiasts who
purchase a qualifying DynoMax VT or
Ultra Flo welded muffler or muffler
assembly this fall.

©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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control arms provides you the performance and coverage to service a wider array
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QUALITY
MOOG® control arms are quality engineered to ensure all axis and geometry points
are an OE match, providing ease of installation and precise alignment, saving you
valuable time in the service bay.
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Hamilton Discount Auto Parts Trade Show
Highlights

Hamilton Discount Auto Parts recently held its latest trade
show in Brampton. Founded in 2003 by Naji Arafat and
Khaled AbuDagga, the company opened its first store in Hamilton, and has now grown to seven stores: three in Hamilton,
one in Brampton, as well as Etobicoke, Oakville, and Mississauga.
“This is our fourth show with Kal and Naji. There is always
a good turnout at these events and it gives us an opportunity
to have a lot of good conversations with our customers,” says
Brad Davis of Mevotech.
“We’ve been with them since they opened their first store in
Hamilton,” adds Bob Rosen of Dayco. “These shows allow us to
make many sales calls in a short amount of time.”

Available as part of
the EXIDE® EMT Program

Naji Arafat (left) and Khaled
AbuDagga, owners of
Hamilton Discount Auto
Parts.
(Below) Large crowds attend
the event.

For program details please
contact your local jobbers or
District Sales Manager.
The B2Q B1 Tester harnesses the power
of smart devices and the internet
for accurate & simplistic battery testing.

exide.com

(905) 817-1773

©2014 Exide Technologies. Exide Technologies Mississauga, ON, L5N 0A6
©2014 B2Q Technologies. All rights reserved.
Apple, iPod, iPhone, iPad and iPad mini are trademarks of Apple Computer Corp.
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Hamilton Discount Auto Parts staff (left to right) Chastity, Tammy, and
Maria made sure the show ran smoothly.
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PEOPLE

Dayco has announced Gordon Hensley has joined the company as senior vice-president of research, development and
engineering (RD&E) and program management. Hensley,
who possesses the proven ability to build high-performance
teams and manage complex relationships with OEMs and supply chains, joins Dayco with more than 25 years’ experience in
the automotive industry. Most recently, he served as the global
director of program management for Magna Powertrain,
where he led all Fluid Pressure and Controls Group programs
worldwide, increased group profitability, and integrated two
acquisitions, among other achievements. Hensley has also
worked for The Gates Corporation, Ford Motor Company,
and Ricardo Consulting Engineers. As senior vice-president
of RD&E and program management for Dayco, Hensley will
manage the company’s global engineering and program
management functions from Dayco’s corporate headquarters
in Troy, Mich.
Genuine Parts Company (GPC) has announced Alain Masse,
executive vice-president, Napa Canada, has been appointed as
president of UAP Inc., effective September 1, 2015. In the past
few months, GPC has worked closely with UAP to effect positive organizational changes to ensure that UAP remains the
dominant player in the Canadian industry, for both its auto
parts and heavy vehicle parts divisions.
Alain Masse joined UAP in 2011 as executive vice-president, Heavy Vehicle Parts
Division (HVPD), and was promoted two
years later to executive vice-president,
NAPA Operations. At the end of 2014,
he took the leadership of all corporate
functions for the Auto Parts Division as
well as the Heavy Vehicle Parts Division.
Prior to joining UAP, Mr. Masse acquired
Alain Masse
impressive experience as an independent
business owner, which led him to the Cantrex Group, where
he was president and general manager for over five years.
UAP has also announced that John Buckley has been promoted to executive vice-president, Napa Canada. Last June,
Pierre Rachiele was promoted to executive vice-president,
Heavy Vehicle Parts Division. They will both report to Alain
Masse.
TRW Aftermarket has announced the appointment of Neil
Fryer as vice-president, global parts & service. The appointment is effective 1st October 2015. Neil has been part of the
senior management team at TRW since June 2014, when he
joined the company as director, marketing & engineering, parts and service.
Prior to joining TRW, Neil worked at
an automotive aftermarket-focused consultancy, Management3, in Rome, Italy,
where he was co-founder and managing
partner. Prior to this he was vice-president of parts and service at Fiat Group
Automobiles. Neil Fryer will be based at
the TRW Aftermarket global headquarters in Neuwied, Germany, where he
Neil Fryer
will be responsible for TRW´s Automotive Aftermarket activities in Asia-Pacific, EMEA, and North
America. He will report to Peter Holdmann.
JOBBER NEWS / OCTOBER 2015
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MARKET
TRACKER

How Outstanding Customer Service
Can Unlock Significant Revenue
By Steve Pawlett

B

y providing an outstanding customer service experience, automotive service providers can generate higher
levels of customer retention and unlock significant
revenue potential, according to the J.D. Power 2015 Canadian
Customer Service Index Long-Term (CSI-LT) Study.
The study, which measures the service experience, satisfaction, and intended loyalty among owners of vehicles that
are four to 12 years old, analyzes the customer experience
from both warranty and non-warranty service occasions.
Overall satisfaction is based on the combined index scores of
five factors that comprise the overall service experience (in
order of importance): service initiation (24%); service quality (23%); service advisor (20%); service facility (17%); and
vehicle pick-up (16%). Scores for each factor are reflected in
an index based on a 1,000-point scale.
Interestingly, this year’s survey methodology uncovered
$1.5 billion worth of annual business that is up for grabs.
“Too often we look at what the entire service market happens
to be, and view it as the total business up for grabs. This time
we change our thinking a bit,” explains J.D. Ney, manager of
the Canadian automotive practice at J.D. Power.
“One thing we found interesting is what the difference
between the dealers and the aftermarket looks like,” Ney
says. “We found that people
bring their car in on average about 2.4 times per year.
There are a large percentage of people, for all of those
occasions, who only take their car to the dealer, and there
are also a large percentage of customers who only bring their
car to an aftermarket facility. What you are left with is about
21% of Canadians who take their car to both a dealer and an
aftermarket facility. The service business of those individuals is worth about $1.5 billion. That’s the true battleground.
“For an aftermarket facility, it’s a lot tougher to commit
someone who only goes to a dealer to give you a shot, and
on the other side of the coin it’s very difficult for a dealer to
repatriate a customer who only goes to the aftermarket. So
you are left with trying to convince those ‘tweeners’ to do all
of their service business with you. That’s the business that
is up for grabs. And there is quite a bit of it at $1.5 billion
a year.”
“This changes the conversation a little bit away from
‘How do I attract brand-new customers into my shop?’ New
business is still important, but the immediate goal moves
away from ‘How do I attract new customers?’ and moves to

those customers you see once a year. You know they have
some other service needs being done elsewhere, so your
focus is now on how you can get that other service occasion,”
adds Ney.
The study also found that dealers are more likely than
aftermarket providers to perform a multi-point inspection
on vehicles (77% vs. 70%, respectively), and to have an
advantage in knowing a customer’s service history (85% vs.
76%). Performing inspections more frequently and knowing
a vehicle’s service history helps service facilities make more
informed service recommendations, opening significant
potential revenue opportunities.
“I’m not sure if this is a procedural thing or a question
of logistics, but it seems that some of the larger dealers are
doing a better job with the drive-through service approach,
where the customer comes into a pre-service bay and the
service advisor walks the customer around the vehicle right
at service initiation. That walkaround isn’t the full technical inspection, but it’s about checking lights and wipers,
fluid levels, and tire alignment, and this goes a long way
towards building value into the service occasion. It’s an
opportunity to provide some guidance and advice to the customer, and to demonstrate that you have the customer’s best
interests in mind. It’s also
an opportunity to sell some
of those ancillary products
like wiper blades, lights, or
tires,” explains Ney.
Overall customer satisfaction with automotive dealerships
is 731, and satisfaction with aftermarket shops is 749.
Among vehicle owners who are “delighted” with their
most recent service experience (with an overall satisfaction
rating of 10 on a 10-point scale), 93% say they “definitely will”
return to the service facility for work they are willing to pay
for, compared with only 61% among those who rate their last
service visit an 8.
“This underscores the importance for vehicle service
facilities to focus on providing a consistently outstanding
customer experience,” says Ney. “There is a significant
opportunity to improve the service experience, as just 15%
of all service occasions in the past 12 months resulted in an
overall customer satisfaction rating of 10, compared with
67% of service occasions rated 8 or below, among whom only
40% say they ‘definitely will return.’”
When JD Powers ran the KPIs for their explanatory value
on a rank chart, the KPIs that rose to the top were all in the

“Tweeners” represent $1.5 billion worth
of annual business that is up for grabs.
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soft-skills area. They focused a lot more
on the work the advisors were doing,
as opposed to the work that the technicians were doing.
“I think too often – and this is not a
criticism of the aftermarket, probably
more just the auto service business in
general – so much time, energy, and
focus is spent on technical skills and the
ability to fix cars. Obviously we have to
do that, but what we are finding more
and more is the ability to fix cars properly and get it right the first time is now
a given, so it no longer has any kind of
additional boost in terms of providing
any kind of customer satisfaction.
“We are at a place now where some
of the differentiation that comes into
play here is in the soft skills: the ability
of the service advisor to be an advisor
and provide the customer with some
helpful advice, and be in much more
of a customer experience position than
currently exists,” explains Ney.
It really comes down to the customer
experience. “I think across the board,
the position of the service advisor has
traditionally been filled with individuals
with more of a technical background.
And frankly, the position of the service
advisor is not a technical one; it’s a
customer service, customer experience
role.
“When filling that role of service
advisor, you have start thinking [of yourself] as more like a Starbucks barista
and less like an auto mechanic. That’s
the kind of person you want in that position,” advises Ney.
Ney also notes that to maximize satisfaction, service facilities should focus on
the key performance indicators (KPIs)
that generate the most positive impact
on the customer experience. The top
three performance measures and their
impact on satisfaction scores include
being completely focused on the customer’s needs (+63 points); providing an
appointment on the day desired (+56);
and providing helpful advice (+53).
These KPIs have long been a focus
for Canadian service facilities, as their
average completion rate of at least 80%
is already very high. However, among
the top 10 KPIs measured in the study,
there are three performance processes
that are completed less than 80% of the
time, creating a significant opportunity
for service facilities to improve customer
satisfaction. These KPIs include having
the customer speak to an advisor immediately on arrival (+43 points; 44% completion); keeping customers informed
on the status of their vehicle (+36; 75%);

and contacting customers after the service occasion (+29; 38%).
Nearly half (46%) of owners of older
vehicles exclusively selected an aftermarket facility for their service needs
in the past year; a further 33% used
only an original equipment manufacturer (OEM) dealer facility; and the
remaining 21% took their vehicle to
both an aftermarket and OEM dealer
facility. That remaining 21% of owners
represents a key battleground for vehicle
service market share and significant
revenue potential for service providers
in Canada. On average, owners of older
vehicles who visit a service facility at least
once – either a dealership or other service facility – make 1.2 visits to a dealer
and 1.8 visits to a non-dealer per year.
The average amount these customers
spend per service visit is $232. At an
average of three visits per year, each customer represents nearly $700, making
the 21% battleground worth more than
$1.5 billion in annual potential revenue
for service providers.
“I think, in general, the aftermarket
does a solid job. We find the scores for
these facilities are slightly higher than
for new car dealers, but I think that
gap is shrinking. More and more OEMs
are paying attention to the service business than perhaps they had in the past,
and they have the advantage of larger
facilities and potentially a more significant investment behind them, so on
the aftermarket side we have to double
down on what we have to do from a
differentiating standpoint. I think that
comes down to building relationships
with our customers and building out
those soft skills among our service advisors. We have to ensure wherever we
can that we are being viewed as trusted
advisors, trusted partners, in the auto
service needs of our clients.
“Frankly, the aftermarket service has
a built-in head start for most of that
concept too. As aftermarket facilities,
every customer that comes in is a retail
sale – you don’t have the advantage of
warranty work to bring customers in
the door. And I think that’s why the
aftermarket does a bit better in terms
of those activities, because that is what
their business is built on: on selling this
work,” says Ney.
It all comes down to building relationships with your customers, building
out those soft skills among your service
advisors, and making sure wherever you
can that you are being viewed as trusted
partners in the auto service needs of
your clients.
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How To Drive Brake Sales
Into The Best Category
Brakes may come in three grades, but jobbers can move the grade scale up
amongst service writers and technicians.

B

By Tom Venetis

rake friction and rotors are a fundamental part of a
jobber’s business. For the last few years, this product
category has been divided between three grades and
pricings: good, better, and best, sometimes also known as
Economy, Standard, and Premium. This category division
lets jobbers target several categories of vehicles and owners,
and is a means of encouraging service writers and technicians to propose a higher category of brake friction and rotor
to their customers.
“I think it is pretty much standard that most jobbers
will carry a good, better, and best offering for brakes,” says
Proforce Automotive vice-president Dean Weber. “It is important that each one offers a form factor/differentiator for the
installer.”
When surveys are done of jobbers, they will say that there
is a shift to higher-quality aftermarket friction and rotor
products, the best or Premium category. And when given an
option, vehicle owners will choose to move to a higher-quality friction and rotor product when the opportunity arises.
Colleen Cox, a store manager with Clinton Auto Parts in
Clinton, Ontario, says her customers are looking to get as
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good a product as they can for a good price. “Most garages
today know the difference between good, better, and best. If
it is a fairly new vehicle, they will go with a premium friction
product as it will be better for their customer.”
Trevor Agomdar, branch manager with Ideal Supply
in Exeter, Ontario, shares the same experience with Cox.
Among his customers, there is a definite move to the
Premium or best side of the brake friction and rotor market
segment. He says this is even the case with older vehicles,
with these vehicle owners asking for higher-quality friction
and rotors.
There are obvious advantages to using a premium brake
friction and rotor product. “They will get a much better warranty [with a ‘best’ product], and you will have less noise and
greater safety for the vehicle owner,” observes Agomdar.
“One reason more shops are switching to premium products is they may have had a bad experience with cheaper
brake friction in the past,” adds Greg Beecroft, owner of
One Stop Auto Parts in Ridgetown, Ontario. “If you can
offer [your customers] a better product, it is an easier up-sell
than before. There is less noise [with premium] and fewer
JOBBER NEWS / OCTOBER 2015
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comebacks, and with shop labour rates the way they are now,
you want to make sure that you are doing a good job for your
customer. So you will push for them to take a quality brake
product.”
“I believe that the strongest sales come from the midgrade or best offerings,” says Weber. “We continually hear
from the installer that noise is the number-one issue and
they need to eliminate squeaking brakes, but at the same
time there is strong competition in the brake market to offer
a reasonably priced complete brake service that is competitive with national chains.”
The potential for increasing sales of premium categories
of brake friction and rotors is going to increase in the coming years with the increasing age of vehicles on the road
today. Studies suggest vehicle owners looking to extend the
life of their vehicles will gravitate to premium brake friction
products. The Dublin, Ireland-based Research and Market
analyst firm finds that the North American friction parts
market, which includes brake pads and brake shoes, generated manufacturer-level revenues of $1,383.2 million in 2009.
“Increasing vehicle age, which puts more cars and trucks
in the prime replacement period for brake components,
and newer vehicle applications that require more expensive
parts, will drive future growth. Friction parts will generate
steady growth for manufacturers and distributors in the
aftermarket, with demand for premium pads and shoes
growing at the expense of low-priced products.”
In December of last year, AIA Canada released its 2014
Outlook Study, looking at the Canadian aftermarket, and
found Canadians are keeping their vehicles longer. The average age of a light vehicle in Canada is now 9.3 years.
“Many consumers are realizing the economic benefits
of keeping their vehicles longer,” says Brian Kowalski, vicepresident branded sales, Canada, with Brake Parts Inc. “To
do so, it is important to make sure the vehicle is performing
well, and of course, that includes the brake system. While
high-quality premium brake pads and rotors may cost a little
more now, they will deliver improved cost per mile driven
and not need to be replaced as often, saving money in the
long run. For consumers, that means a reduction in vehicle
operating cost.”
But if the opportunity is there for jobbers to sell more
premium brake friction and rotors, why is it proving to be a
tough sell for some? The most recent Jobber News Brake and
Rotor Survey found that while sales are strong in the “best”
category of brake friction and rotors, the “good” category
ran a close second.
So for many shops, price is as important a factor as quality for their customers. It is a tough balancing act to pull off,
as some customers will insist on paying the lowest possible
price for brake friction and rotors. Some are simply looking
to lessen the impact on their wallets and strapped budgets;
others may be thinking that if a vehicle has passed its dealer
warranty period, the cost of premium brake friction and
products is not worth the extra few dollars.
That is a mistake, and jobbers need to make sure service
writers and technicians calling in for product understand the
trade-off the customer will make with a lower-grade brake
friction or rotor, suggests Weber. “Lower-quality brake comJOBBER NEWS / OCTOBER 2015
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ponents will not last as long, resulting in more labour costs
due to higher change intervals, and they will have the issues
that come with a lower-end product: brake dust, noise, and
pulsating and vibrating brakes. An anti-rust coated rotor,
for example, will last longer, enhance appearance, and help
eliminate premature rusting of the brakes, which can eliminate issues like pulsating brakes.”
“High-quality premium brake components offer longer
life, improved safety, and outstanding performance,” adds
Brake Parts Inc.’s Kowalski. “However, many jobbers and
service writers discuss the price point first with a customer.
By educating the customer first about the performance and
financial advantages of premium quality brake parts, not
only does the customer benefit, but the shop or parts store
can enhance its own reputation and profitability.”
One way to ensure that service writers and technicians
know about the advantages of premium brake friction and
rotors, and to up-sell them to premium products, is to
arrange brake clinics.
“We understand there is a demand on the counterperson
to get the technician the part quickly and accurately,” Weber
continues. “There is not always a lot of time for education
on the phone and more installers are using online ordering
for their parts. The best solution is to hold brake clinics, or
better yet, have the manufacturer’s representative visit your
customers to educate them on the added values of the brake
components. For example, if they up-sell their customer to a
mid-grade brake pad, it will mean fewer comebacks or warranty work, more profits from selling a better product, and
a more satisfied customer because they have benefited from
a product that may last longer and give them more reliable
braking.”
Adds Kowalski, “New vehicles must meet federal motor
vehicle safety standards, including those for braking performance. To maintain a safe and well-performing vehicle, it is
important to conduct regular brake inspections and install
high-quality brake components when repairs are required.
Jobbers and service providers play an important role by
communicating frequently to their customers and educating
them about the improved safety, performance, and longevity
of premium quality brake components.”
Spark Auto Parts co-owner Nick Bintas says such training
clinics have been beneficial to both his counter staff and
customers. “These training clinics have helped our counter
staff develop a better understanding of the product and benefits. What to offer the customer is the single hardest part
of selling a brake job…and a counterperson can guide the
customer in the right direction.”
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Undercar Report

Modular Platforms...
The End Of Parts
Proliferation?
By Steve Pawlett

The all-new XC90 is the first car in its range to be built on Volvo’s in-house developed Scalable Product Architecture (SPA). SPA allows a wide
range of cars, powertrains, electrical systems, and technologies – all of differing complexity – to be fitted to the same architecture.

T

hree factors that have fuelled parts proliferation over
the past decade – regulatory requirements for fuel
economy (CAFE), shifting consumer demand, and
increasing content – may soon be credited with reversing
this trend.
“I believe we have reached the peak in parts proliferation,
and the reason why I say this, I spoke with Ford engineers
recently and they, like the other OEMs, are consolidating
platforms so the undercar will be designed to be used on
several models,” explains John Thody, president and CEO
of XRF Inc. “It’s one of the things that [the OEMS] are all
doing. All the big manufacturers have the same problem jobbers do. The law of the land says that for every vehicle they
make, they have to carry a 25-year supply of repair parts, so
parts proliferation isn’t just in the aftermarket. The OEMs
have the same problem. They are at the point now where
things have to improve. It can’t continue in this direction.”
“From our standpoint we see it starting to level off, which
is probably a good thing,” adds Mevotech sales and marketing VP Scott Stone. “One thing that continues to drive it,
24
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though, is even though there will be fewer platforms and
more world cars, the content of these vehicles, at least on the
suspension side, is still increasing.”
According to the 2015 Auto Industry Trends Report by
PricewaterhouseCoopers (PwC), OEs are being pressured
by both consumer preference for more segmented vehicles
and the need to reduce costs for competitive and regulatory
reasons. OEMs are adding to the number of models they
offer and at the same time reducing the number of vehicle
architectures on which they are built, drastically improving
product commonality. Volvo is one of the first major OEMs
to embrace the strategy. GM is reducing the number of its
core and regional platforms to 26 in 2015 from 30 in 2010,
and has announced plans to move to just four flexible platforms by 2025. Toyota, Ford, and other OEMs are following
a similar approach. The resulting complexity increases costs
somewhat, but the additional expense is outweighed by savings from the sharing of common components between cars
and platforms, and increased volume.
“With the move to world car platforms we will soon see the
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there are a lot of parts going
number of parts come down.
These platforms will reduce “The amount of parts we sell for 0- to three-year- in that I would say are undersized. Everyone talks about
SKUs considerably. The sheet
old vehicles is increasing every year.”
cars being built better, lasting
metal will change from model
longer, etc.; while I generally
to model, but the platform or
– Scott Stone, Mevotech
think that is true, certainly in
undercar you ride on will be
the suspension category, we are seeing a lot of ‘fragility,’ if
the same across the brand,” explains Thody.
The PwC Report says the adoption of these next-genera- you will, or downsizing of components, which results in rapid
tion common platforms will also lead to a consolidation of repair cycles. The amount of material we sell for parts for 0suppliers that will result in a smaller number of large global to three-year old vehicles is increasing every year.”
With the increasing use of aluminum in undercar parts,
players. Ford recently stated that it will reduce its supplier
base from its current 1,150 to 750, and other OEMs plan to one of the big challenges for aftermarket manufacturers is
the drastic change in torque values. “The challenge for us
follow suit.
“The conventional suspension that we have now is going is the fact that all of our hardware is DIN 10.8 or 12.9, so
to change,” says Thody. “You won’t be able to tell the front of they can take tremendous torques,” explains Thody. “But if
the car from the back. It will have traction motors on all four you’re mating something to an aluminum control arm that
wheels. It will have a matched set of control arms on forward only requires 26 ft.lbs., instead of 170 ft.lbs, the technicians
and [another] matched set of control arms aft. And what this have to be made aware of this change, and unfortunately a
is, when you stop and think about it, is an incremental step lot of technicians are unaware and are over-torqueing things
when installing aluminum control arms, so it becomes an
towards self-driven or autonomous cars.”
“We just finished retooling for 2,500 control arms, and in issue. Many technicians think tight isn’t good and tighter is
light of the current thinking of OEs, a lot of these parts are better and really tight is best, but that is not the case with
going to be short-term as we see it today. Those control arm these new parts.”
“Some techs just get too aggressive with the installaSKUs will likely be reduced to the point where we may see
tion and they don’t want to look at how to do it differently.
a Ford set, a GM set, a Chrysler set, and so on,” says Thody.
“We are very much on a first-to-market campaign, so we Installing ball joints with air guns, for example, is just not
are probably ahead of the curve versus some of our competi- conducive to the success of the transition to these new, lighttors, so we do have to invest in the tooling and make sure er chassis parts. It’s a big issue and it’s going to get bigger as
we continue to be ahead of the game,” adds Stone. “There the new platforms come on stream,” adds Stone.
“Educating and converting the old guys to a best practice
are a lot of tailwinds behind us in this category. What we are
seeing is a lot of lightweighting going on with the vehicles, is a challenge for jobbers. There are lots of technicians out
and a lot of that weight is coming out of the suspension. And there that do it really well, no question, but it does get over-

Twin engine
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Front suspension

All wheel drive

To keep instructors up to date with what’s coming down
shadowed by those technicians who are looking for speed
the road, XRF Inc. comes in and puts on a clinic in the mornrather than a successful install.”
“To help overcome this mindset, we actually put a fluo- ing with the instructors, then a second clinic in the evening
rescent sticker on these parts that says use of air tools voids for staff and students.
Until the modular platforms reach the aftermarket,
the warranty. As the materials change, the mindset has to
change. The technicians will often say, ‘Well, I’ve been doing jobbers will have to continue to deal with the current level
this for 40 years, I know what I’m doing.’ Well, that’s exactly of parts proliferation. While there aren’t a whole lot of
the problem!” explains Thody. “There are no more ’57 options, some ways to manage this are through improving
Chevys. There is no more opening up the hood and seeing turns and making the most efficient use of parts storage
space.
the ground. Technology has changed.”
“If manufacturers aren’t heavily focused on the jobber
“Installing stabilizer links with an air gun is just not
the way to do it. It’s a very fragile part to begin with, and inventories and helping jobbers best utilize the space they
you stand a huge risk of either breaking it on installation, have and the dollars they have, those manufacturers are
going to be left behind.
or at the very least, you
Frankly, I think this is the
over-torque it and the cus“The conventional suspension that we have now
biggest issue between jobtomer is going to be back
bers and manufacturers.
in 30, 60, or 90 days and
is going to change. You won’t be able to tell the
Mevotech has developed
it has nothing to do with
front of the car from the back.”
an IOT tool that works
the part, unfortunately.
with each jobber and
We take the heat for it, but
– John Thody, XRF Inc.
their market to determine
you aren’t supposed to put
the best stocking stratethese in with 200 pounds
of pressure. But that’s often the way it goes. That’s the space gies and the best optimization of their inventory, by adding
part numbers in and taking part numbers out. If you are not
we are in,” explains Stone.
“Educating technicians on proper installation methods working at it two or three times a year with your jobbers, it
is where the bread and butter is for jobbers. If we can edu- will leave you behind. The market is changing that rapidly,”
cate more techs, we can reduce those bad installations and explains Stone.
“Every manufacturer has an annual return, and we
everybody wins. It’s big money and big efficiencies and a real
don’t just offer an annual return, we insist on it,” explains
opportunity for everyone,” adds Stone.
The newer materials OEs are using, like extruded alumi- Thody. “We pull the slow-moving stuff out and get the new
num and lightweight steels, are very crisp, so if they are over- faster-moving stuff in. If a jobber has $40,000 invested in
torqued or improperly drilled, they can be damaged. There chassis inventory, he needs to keep it in that box and keep
are a lot of things that technicians have to be made aware it active.”
Clearly parts proliferation isn’t going to disappear overof, and this is an area where jobbers can and should take a
night, but it does appear that it has finally peaked. With
proactive role in educating their customers.
“We work with several of the trade schools like the OEMs transitioning to product commonality with fewer
Northern Alberta Institute of Technology (NAIT). The modular platforms, most parts categories will see reductions
instructors do their best to keep up, but once you get out of both by design and by a drastic reduction in the number of
the trade and you are not skinning your knuckles anymore, platforms from each manufacturer. The light at the end of
the tunnel is officially switched on.
you can drop behind quite quickly,” says Thody.
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HOW PRODUCT KNOWLEDGE
CAN DRIVE BATTERY SALES
W

hen it comes to building battery sales, technicians
are the primary influencers of what is chosen by the
vehicle owner. A technician can only be that kind of
influencer, however, if the jobber is there to help support
him with the right kind of knowledge.
What knowledge are we talking about? Robert Brault,
regional sales director (East), transportation with Exide
Technologies Canada Corporation, says the most important
point is making sure technicians move away from waiting to
make battery recommendations only when a battery fails.
“Seventy-nine per cent of battery replacement is still the
result of battery failure,” says Brault. “We need to change
that by better informing consumers of the health of their
batteries. Unfortunately today, preventative maintenance is
showing a setback. In 2006, 12% of battery replacement was
the result of battery testing. In 2013, it dropped by one point.
We are not really making headway on providing the proper
information to consumers. Repair shop staff should include
battery testing as part of regular maintenance.”
This is confirmed by Nick Bintas, co-owner of Spark Auto
Parts in Toronto, who says battery sales for his jobber operation are greatly influenced by whether the vehicle service
operation makes battery testing a regular part of a maintenance program. “Battery sales can be increased if the service
provider has its technicians do some preventative maintenance. There are equipment and tools available today that can
quickly and accurately test batteries and measure for such
things as cold cranking amps, voltage, etc., and recommend
a battery replacement before the battery totally dies.”
Nick Bintas continues that he and his counter staff offer
service writers numerous opportunities to test batteries –
from when a vehicle comes in for an oil change, to when an
alternator or a starter is being replaced.
Brault suggests that winter and spring tire changes are
another time jobbers should advise technicians to test vehicle
28
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By Tom Venetis

batteries. The vehicle is already in the shop, and likely having
its oil changed while the tires are being swapped out. Make
the battery test a part of that normal tire work routine, he
counsels. “Proper testing of a battery can prevent failure and
returns to the manufacturer.”

Batteries Are Pushed Harder Than Ever

Most agree that vehicles today are placing a lot of demands
on batteries. While from a pure starting perspective, most
new vehicles use less battery power to start the engine than
before – largely due to smaller engine displacements and
more efficient fuel injection systems, for example – the loads
made by many off-key systems and accessories are placing
very heavy demands on the battery.
Justin Bakhsh, vice-president with Magnacharge Battery
Corporation, says several factors are impacting modern
vehicle battery designs. One is having batteries survive in
extreme environments. “Extremes between hot or cold
[weather] will have an effect on batteries. It is critical to
ensure that the battery technology being used is sufficient
for the vehicle’s requirements and the conditions the vehicle
will face.”
Gale Kimbrough, engineering and tech services manager
with Interstate Batteries, says today’s onboard electronic and
computerized systems are demanding more power every
year, tapping the battery even when the vehicle is not being
driven. “The key-off computer memories and entertainment
systems draw additional current (in milli-amps), allowing the
battery to be discharged to a lower state of charge. The vehicle’s starting battery is often over-taxed, to supply not only its
intended purpose of starting, but also providing additional
medium to deep discharge cycles.”
Kimbrough explains in greater detail what jobbers and
technicians need to keep in mind when making a battery
choice for a vehicle owner. “The battery’s RC (Reserve
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select for the right reserve capacity. Remember, today’s vehicles have many off-key systems that will tap the battery. Make
Capacity) rating is just as important as its CCA (Cold a mistake here and watch a customer come back asking why
Cranking Amps). The battery’s RC rating is a test of the their vehicle failed to start when it was sitting in the garage
amount of minutes a battery discharges 25 amps down to for a week while the family was on vacation.
These off-key issues are one of the main reasons jobbers
10.5 volts. This situation makes it more important than
ever to encourage the customer to choose 1) a high quality are often stuck with comebacks of perfectly good batteries.
product, 2) a fresh battery, and 3) the correct rating (CCA Jobbers must also emphasize how important it is that techniand RC). For example, 0.100 a (100 milli-amps) is not a lot of cians properly test batteries and diagnose systems to make
discharge. However, when a vehicle sits unused for seventy- sure that they have eliminated other reasons that could pretwo hours, a 100 milli-amp discharge to retain various key- maturely drain a battery.
“The number-one issue we see today with battery comeoff [functions] drains circuits, and a normal-sized and fully
backs is low state of charge, whether the issue is from off-key
charged battery can lose 15 to 20% power availability.”
This new reality has changed the design of many batter- loads discharging the battery, or charging systems not keepies. In order to produce the needed capacity and life cycles, ing up to vehicle electrical loads,” says Canadian Energy’s
batteries today are made with additional plates and paste Anderson. “There are many options for battery testers on
the market today, [and] the most advanced units will warn
materials, and are packed more tightly together.
Randy Anderson, training and technical sales manager the user if the battery needs to be recharged before testwith battery maker Canadian Energy, says jobbers need to ing…. My advice to a technician is if a vehicle comes in with
be aware of what causes battery failures in order to properly a discharged battery, there is always a cause. One should ask
the vehicle owner how the vehicle has been used and their
educate vehicle service technicians on what to look for.
“The most common cause of battery failure today is plate driving habits. Simply replacing a battery to get the customer
deterioration due to cycling loads,” he continues. “Weak bat- going is a nice gesture, but if there is an underlying issue,
they will come back with the same
teries can be detected by manufactureror BCI-approved load testing methods.”
Jobbers need to focus on educating issue.
“Many of today’s jobbers have the
Interstate Batteries’ Kimbrough
points to other reasons for vehicle bat- technicians to influence battery sales most advanced testing and diagnostic
equipment available, as well as chargers
tery failure that jobbers need to be
aware of, and which the jobber can then ask a technician to designed for the latest battery technologies. Along with proper training, technicians should be able to properly diagnose
look for when calling to discuss a battery issue.
“Over the last few years, increased under-hood temper- and resolve battery issues and eliminate unnecessary battery
atures, along with over-discharging (cycling), have acceler- returns.”
Interstate Batteries’ Kimbrough adds that misdiagnosis is
ated deterioration of the battery’s life,” he continues. “With
this extreme heat, the battery’s internal lead plates deteri- a problem for the “ jobber, the technician, and the supplier,”
orate faster due to corrosion, eventually causing external which is why accurate diagnostics and using the right testing
signs similar to over-charging. Those signs include increased equipment is so important. He gives an example to keep in
‘gassing’ and electrolyte residue across the top of the battery, mind. “The old battery dynamic load test of discharging at ½
CCA for 15 seconds should never be performed at a battery
as well as corrosion at the terminals.”
Kimbrough adds jobbers and technicians also need to level that is below 75% of its charge. Using this method, auto
remember that battery over-cycling or repeated discharges starting batteries need to be at 12.60 volts for an accurate
do not often exhibit any outward signs that there is some- diagnosis. This also applies to conductance or impedance
thing wrong. So a visual inspection has to be replaced by testers. Many of these testers can test accurately down to five
volts. Bottom line, the lower the battery’s voltage, the lower
doing a conductance or impedance test.
the tester’s accuracy.”
“The jobber and installer should be aware that the vehicle
Price + Quality = Value
Magnacharge’s Bakhsh says jobbers are well educated in the may require the newer, higher capacity battery even if it’s not
testing procedures for identifying batteries that are about what the consumer is accustomed to from years past,” adds
to fail, for example, running load tests after the battery has Magnacharge’s Bakhsh. “It’s our responsibility [as a battery
been fully charged. The issue is passing that knowledge onto company] to ensure the sales, counter, and jobber staff are
well equipped with material and information on the options
shop service writers and technicians.
One thing jobbers need to do is make sure service writers to effectively select the appropriate battery. The initial purunderstand the “price-value” proposition. Often, vehicle chase, if done correctly, will be the lower cost option for
owners will come in focused only on price and ask for the all involved. An underpowered or mismatched battery will
lowest-cost battery in order to save a few dollars. This, more result in premature failure, additional replacement, and
often than not, will result in a battery that may fit into the strained relations.”
Jobbers should also keep in mind the growing importance
vehicle’s allotted battery space, but is not suited for the electrical demands that will be placed on it. A simple set of rules of lithium ion battery technology in vehicles. Vehicle makers
apply for helping a service writer make the right choice for are looking to find uses for this technology as it provides a
the vehicle owner, and for making the case that price must great deal of power for the light weight of the batteries. Right
now, lithium ion’s applications are limited as the RC power of
be paired with quality and right battery chosen.
First, choose a battery that meets the vehicle’s recom- the technology is not sufficient for today’s vehicles. But over
mended OEM CCA rating. Going with a lower rating will time, it is expected to change and lithium ion will begin to
cause the battery to suffer a higher discharge at each start and take its place in vehicles. For now, lead acid batteries are here
reduce its service life. The correct CCA rating is important, to stay, and jobbers need to keep up with the demands placed
as it needs to match the vehicle’s engine horsepower, starting on them by today’s vehicle technologies, and the changes
rpms, and starter torque, for example. Second, one needs to being made to the batteries by manufacturers.
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NEW PRODUCTS

Enhanced Vehicle Reprogrammer

The new Snap-on Pass Thru Pro
III has been enhanced to make the
J2534 vehicle reprogramming process easier. Along with automatic
access to an updated reprogramming toolbox now supporting Windows 8, the device includes new protocols for fault-tolerant CAN, new
CAN lines, and access to additional
late-model vehicle networks. In addition, the device allows automatic
firmware updates via USB. The new
Pass Thru Pro III brings OEM reprogramming to the independent
repair shop, allowing technicians to

update software/firmware in the vehicle’s electronic control unit with
software directly from the OEMs,

fixing software-controlled drivability
and emission issues.
Snap-On
www.passthrupro.snapon.com

Innovative Complex Electronics Guide

Dorman has announced its new 2015
Complex Electronics Guide. Dorman’s
new guide (available electronically)
offers high-tech solutions for directreplacement parts in several categories: safety, convenience, powertrain, body control, and hybrid
systems. Just a few featured items

from this new guide include ABS Control
Modules, Infotainment Displays, HVAC
Control Modules, Integrated Control
Modules, Throttle Body Motors, the latest
coverage in Hybrid Drive Batteries, and
more.
Dorman
www.dormanproducts.com/complexelectronics

Power Window Regulator Assemblies

Continental Commercial Ve
hic
les & Aftermarket has added
VDO Power Window Regulator
Assemblies specifically designed
for the 2001-2005 Chrysler PT
Cruiser. VDO Window Regulator Assemblies, P/N WL48564
(Front Left Door) and P/N
WL48565 (Front Right Door),
are direct replacements for the
original equipment. They are the
correct fit and offer easy and
trouble-free installation. No wire

splicing is required. These high
quality, cable-operated regulators deliver a smooth, silent “like
new” operation. Continental offers a full line of VDO Power
Window Regulator Assemblies
for domestic, Asian, and European passenger cars, light trucks,
and SUVs as part of its Door Systems Category.
Continental

W

www.vdo.com/usa

Narrow-Crown Cutting Wheel Technology

Walter Surface Technologies has
extended its product portfolio of
exclusive narrow-crown patented
technology to all 4½” and 5” Zipcut, Zip+, Zip Stainless, and Zip
Alu. cutting wheels. The Type 27
narrow crown patented technology incorporates an improved, refined metal cladding in the centre
hub that maximizes safety and
allows operators deeper cutting
depth. The new technology extends the life of the cutting wheel,
32
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allowing for more cuts per unit.
The narrow crown combines the
extended life of a flat Type 1 wheel
with the extra stiffness of a depressed centre cutting wheel. The
metal cladding also maximizes
safety by preventing contact with
the work piece, which increases
workers’ safety when cutting into
metal applications.
Walter Surface Technologies
www.walter.com
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For the Counterperson

October 2015

Should You Be On Facebook?
By Martha Uniacke Breen

P

articularly over the last couple of years,
Facebook has become much more
than a great way to share pictures of
the grandkids or hilarious cat videos. It’s
become one of the most powerful marketing
tools available, and an essential part of every
forward-looking business’s arsenal.
In fact, some business consultants state
flatly that a presence on Facebook – and, perhaps, Twitter, LinkedIn, Google+, Pinterest,
and Instagram – is no longer an option if
you want to gain credibility as a progressive company, especially with the younger
generation of consumers out there. The
advantages to building an engaging online
social media presence are so overwhelming
that if you haven’t turned your attention to it
yet, it could actually be costing you, not just
in missed opportunities but potential sales.
“It’s really a necessity these days, especially if you want to reach out to millenials
and Gen Y-ers – the 20 to 35 demographic,” says Bob Greenwood, AAM (Accredited
Automotive Manager) and president
and C.E.O. of Automotive Aftermarket
E-Learning Centre Ltd. (AAEC). “They
should be able to see you are savvy about
technology. Interestingly, because a lot of jobbers are in the
older generation, they don’t think about that, but it’s essential today.”
One of the most basic advantages of Facebook is that it’s
not only free to create a page, but you have complete control
over the message you present. You can design your page the
way you want, choose what to post and how often, what kind
of followers you want to target, and how it should project
your company image. And as an instant communications
vehicle and a way of keeping in touch with your followers,
it’s peerless.
As Bestbuy Distributors’ marketing manager, Karen
Barkin, explains, “It keeps our members in the loop, gives
them marketing insights, and keeps them up on what’s happening with vendors in Canada and the U.S. We try to post
different things of interest, such as news about our members’
events. And the beauty of it is it’s moment-by-moment – you
don’t have to wait for a newsletter, for example.
“But the reach goes way beyond a marketing strategy,”
Barkin continues. “The loyalty aspect is huge. And it’s great
for us to see another generation of sons and daughters
becoming involved.”
However, simply signing up and launching a Facebook
page is not enough, Greenwood advises. Before you take
this step, take the time to decide exactly what you want to
accomplish. Think carefully about what content you will post
on it, and make a commitment to maintain it. “You have to
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take it seriously,” he says. “Start out with a real purpose and
plan before you launch. Treat it like a formal part of your
overall marketing program, which is accountable like any
other aspect.”
Your initial discussion on how to approach your Facebook
presence should centre on who you are as a company – what
distinguishes you, and your particular marketplace. “For
many jobbers, the hardest thing to decide, often, is ‘What
defines me? What value do I bring?’ This is a very difficult
question, and I don’t think there’s one answer for everyone.
One company might be very involved in their community,
another might be very involved in motorsport, or it may be
more hidden than that. But if you set yourself up to have that
conversation, then you can decide how you want to approach
your social media marketing.”
What do you want your Facebook “face” to present to the
world? Do you see it primarily as a way to build brand awareness? Provide marketing and promotion updates, such as
information on sales or discounts? Publicize the company’s
involvement with the community, such as volunteer or fundraising initiatives? Or do you want to provide a more human
face for your company and build a sense of community,
with news about members, updates on company barbecues
or social events, and items of interest such as informative
articles about the industry? Any, or all, of these ideas make
engaging posts that will encourage your audience to follow
you and interact with the page.
JOBBER NEWS / OCTOBER 2015

15-09-30 10:52 AM

X
X
W
E

CHASSIS
CHASSIS is not for everyone

G L O B A L

Some people like their trucks up on
the hoist

Some people like to have steering
problems

But, everybody loves XRF when
their life depends on it…
MILLION MILE WARRANTY
XRF International Inc., 2233 Argentia Rd. Mississauga Ontario L5N 2X3
XRF (USA) Inc., 4950 Wills Drive, Kimball, Michigan, USA 48074
WEBSITE: www.xrfchassis.com
E-MAIL: info@xrf.ca

p 34-36 Counter Talk.indd 35

TEL: 800.483.8499 FAX: 905.451.0478
TEL: 877.674.4030 FAX: 810.388.1430
XRF™ is the Trade Mark of XRF USA Inc.
Copyright© 2015 All Rights reserved by XRF USA Inc.

15-09-30 10:52 AM

For the Counterperson

For Bestbuy’s Facebook presence, says Barkin, the goal
was to increase the buying group’s exposure with its members and to enhance brand awareness, with consumers as
well as members. “Bestbuy has very close relations with our
partners, and the interaction is priceless,” she says. “We try
to post different things of interest, such as news about our
members, and we do things like Throwback Thursday, which
is a lot of fun! We post old articles, photos, etc. As well as, of
course, more serious news about our vendors, such as training clinics and so on. We try to keep the focus on Bestbuy
business, but it has a personal aspect as well that builds traffic and a sense of community.
“One of the best examples of something that’s perfect to
post on Facebook was when we had our warehouse opening
in February. The mayor of Mississauga, Bonnie Crombie, and
our longtime former mayor Hazel McCallion, both attended,
and just the mention of their name brought us new followers,
among the public as well as members.”
However you choose to present your social media image,
it’s vitally important that you maintain it regularly and treat
it as an integral part of your marketing. (“I’ve seen Facebook
pages from jobbers where the last post was in 2012,” says
Greenwood, with a touch of disbelief in his voice.) If you
are a technological tenderfoot, hire a millennial who has
the authority to manage the page for you and keep it fresh
and relevant; a site that has gobbledygook or is not updated
frequently can be worse than none at all.

October 2015

Once the page is up, the goal is to build followers and even better, interaction, for another of
social media’s virtues is the fact that direct interaction with your audience happens in real time, and
is completely transparent. “Make sure your sales
reps are talking about it and encouraging customers to visit the site,” he says. Your reps can draw
customers’ attention to recent posts, such as a coupon or a recent update from a vendor. Promote an
upcoming training seminar through conventional
means (such as email or your website), then direct
customers to visit your Facebook page for more
detailed information. Cross-promote it by posting a
link on your website, a banner on your invoices saying “Visit us on Facebook!”, or adding a Facebook
symbol or banner to your advertising materials.
“We have a Twitter account as well, where we
do a lot of reposts,” says Barkin. “We usually try to
mirror what we do on Facebook, so it drives traffic
to the Facebook site.”
After your Facebook page has been up and running for a
while, you’ll soon get an idea of what followers are responding to, on the page itself as well as, by extension, your business. You should aim for a minimum of at least one new post
a week, though like many aspects of Facebook marketing,
this is variable depending on the audience you want to
attract and your goals. And Greenwood adds that about once
a month, you should review your page and see what can be
modified; another of the advantages of this type of marketing is that it’s simple to make changes in direction if a particular approach isn’t working.
“Another one of the great things about social media is you
can track it very easily, with likes and hits and comments,”
observes Greenwood. And the more current and relevant you
make it – not just with business information and company
updates, but with a few “soft” posts, such as social events or
even the occasional humourous or human-interest item – the
more traffic and followers, and therefore brand awareness
that leads to new customers, the page can potentially deliver.
“A lot of people, especially the older generation, are
scared of Facebook, because what goes on there is forever,
and also because they are reluctant to take on the responsibility of maintaining it. But it’s not really an option any
more, especially if you want to capture a younger audience.
So don’t hide from it. Take it seriously and treat it like any
other marketing initiative.”

Some important links that could assist you in launching
your social media marketing efforts:
Getting started with Facebook: https://www.facebook.com/business/
Getting started with Twitter: https://biz.twitter.com/en-gb/marketing-twitter
Getting started with Instagram: https://business.instagram.com/gettingstarted/
Getting Started with Pinterest: https://business.pinterest.com/en
Getting started with Google and Google +: http://www.google.com/+/brands/index.html
Getting started with LinkedIn: https://smallbusiness.linkedin.com/small-business-marketing
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Automotive Internet Directory
Visit these companies directly at their web addresses or check out the growing list of Hot Links at www.autoserviceworld.com.
To find out how your organization can be included in this directory and on the web, contact aross@jobbernews.com

AUTOMOTIVE ELECTRONICS
Allan’s Automotive Electronics Ltd.

www.allansautomotive.com
Phone: 780-469-8060
Your Automotive Test Equipment Repair
Specialist Tool Sales and Service.
We provide service and warranty for most makes
of automotive test equipment.

AUTOMOTIVE PARTS &
ACCESSORIES
Aisin World Corp. of America, Inc.
(AWA), a leading Tier
One automotive
components supplier and one of the world’s
largest manufacturers of aftermarket parts.
AISIN’s original equipment technology and
know-how is used to ensure product quality and
reliability. To learn more about our products,
request a catalogue today.
www.aisinaftermarket.com
Continental ContiTech

www.contitech.ca
“An Aftermarket line so premium you can only
call it Elite®.”
NGK Spark Plugs Canada Limited
www.ngksparkplugs.ca
The World Leader in
Spark Plugs, Oxygen
Sensors and Ignition Wire Sets.
Used by 87% of the World’s OE Manufacturers
S.B International Inc.
www.sbintl.com
“We keep engines humming”

AUTOMOTIVE RECYCLERS
Carcone’s Auto Recycling and Wheel
Refinishing
www.carcone.com
With over 32 years of
experience Carcone’s
Auto Recycling & Wheel
Refinishing is your one stop for quality recycled
products and wheel refinishing needs. Call
today at 1-800-263-2022 or visit us on line at
www.carcone.com
Standard Auto Wreckers
View Our Online
Inventory @ www.
standardautowreckers.com
or call 416-286-8686.
Experienced Shipping Department to Ensure
Parts Arrive Safely.
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BUSINESS MANAGEMENT
SERVICES
The Automotive Aftermarket E-Learning
Centre Ltd
www.aaec.ca
AAEC - BEST - Business
Evaluation Support &
Training - Instructing
and Coaching with
the Proven Business Management Tools that
drives a shop’s Bottom Line, Team Culture and
Marketplace Credibility.
Introducing Snap Admail™ for small business
Snap Admail™ is
a fast and easy
online tool for
marketing your small business. It gives you a
variety of design templates to choose from,
precise ways to target your audience and 24/7
expert consultation. Plus printing and mailing
of your message is looked after for you. Let Snap
Admail™ take the complexity out of marketing
your business.
Enter promo code 50SAVE4 and SAVE $50*
on your FIRST ORDER at canadapost.ca/
snapadmail
Vehicle Integrity Manager
www.vehicleim.com/
More than just a
replacement for your
inspection sheet.
Electronic Inspections are just the beginning!

Marketplace

WAREHOUSE DISTRIBUTORS
& BUYING GROUPS
Bestbuy Distributors Limited
www.
bestbuydistributors.ca
Independent buying
group and warehouse
distributor that allocates its profits to member
shareholders and provides unbeatable value for
independent jobbers.
The E.R.I. Group
www.theerigroup.com
Canada’s Premier Machine
Shop Buying Group
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hen news broke of Volkswagen’s alleged violations of emissions laws, my reaction
was one of profound and personal disappointment. Let me explain.
The accusations (of which there seems to be fairly damning evidence) plainly
state that VW engineers had installed software on certain diesel models that
actively caused the vehicles to enter a “test only mode” that allowed them to meet emissions limits in pre-delivery testing – even though real-world emissions were 40 times the
allowable limit for some pollutants.
And just in case you might be under the impression that this was the work of some
rogue group of lowly engineers, there is every expectation that, by the time you read this,
you will have already seen more than a few executive heads rolling in the strasse, following
VW AG chair Martin Winterkorn out the door.
Many of these resignations will be viewed as have been made on principle alone. But as
the disgraced automaker struggles to find its footing in the face of evidence that some 11
million vehicles worldwide were equipped with the emissions-manipulating software, it’s
just not the kind of move that happens at the low levels of a company.
I’m disappointed that as venerable a brand as VW seems to have done exactly what the
most rabid critics of big business and environmental lobbies have said for years: they’ve
lied to us all.
And I’m doubly disappointed by the fact that, while I do not currently own a VW product, it was very much a part of my identity growing up.
Recently, my better half found out that she worked with someone from my old neighbourhood, and while he couldn’t really remember any personal details about me, nor
I him, he did know that we always had a Volkswagen in the driveway. He may not have
remembered that my father also built a succession of VW-powered racecars in our garage,
and that our whole family was connected to the early days of organizing both VW and
Porsche competition in Canada.
There have been other scandals that approach the scale of this one. And yes, there were
some small-scale, similar cases of “defeat devices” being outed in the past. But while my
mind goes immediately to the cases of GM’s ignition switch cover-up, and further back to
the days of “Unsafe at Any Speed,” this one is different.
More than anything else, it reminds me of the introduction in the heavy-duty market of
the EPA limits, and how seven truck engine manufacturers had one mode of operation for
lower emissions testing, and a different one for highway hauling. But those companies’ 1.3
million heavy-duty diesel engines, and US$83 million in fines, seems puny in comparison
to the scope of the VW case and the billions in fines it is facing.
One industry expert I spoke to said that a worst-case scenario could see the end of the
brand and the company as we know it.
So, to get back to where I began, I am disappointed that not only does this case damage
a brand that I had held in such high regard – a brand that I felt I had a intimate connection to even if I never owned one again – has been sullied by what appears to be a wilful
act to exchange pollution and the health of our species for dollars, sound engineering for
deception.
If nothing else, this serves as another reminder, for any business that had forgotten,
that chickens do come home to roost. Deception is never the right road. And in this world
of freely flowing information, the truth always comes out.
— Andrew Ross, Publisher aross@jobbernews.com

JOBBER NEWS / OCTOBER 2015

15-09-30 10:53 AM

The world demands them.

The USA builds them.

As the definitive leader in innovative, best-in-class
ceramic disc pad braking solutions, Akebono is proud
to manufacture 100 percent of our aftermarket pads
right here in the USA. Akebono’s ProACT®, EURO® and
Performance® Ultra-Premium ceramic disc brake pads
are the best replacement brakes in the world for clean,
quiet and smooth braking. OEM’s choose Akebono,
you can too!

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

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

Demand Akebono.
akebonobrakes.com
Find us on Facebook
facebook.com/akebonobrakes
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FACTORY INSTALLED

270 +
MODELS

OEM BRAND OF CHOICE
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Designed
Performance
is Critical

OEM’s combine mechanical
and computerized controls
to create Crash Avoidance
Systems.
KYB combines OE quality and
OE performance-restoring design
to help keep Crash Avoidance
Systems In Control!
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