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UpFront
Trail Blazers Wanted

The huge advances made in the gather-
ing and harnessing of data from all 
types of sources, particularly in the 

automotive world, are so great it’s reached a 
tipping point, and the aftermarket is finding 
itself in a rather tenuous situation.

Big data is changing the automotive indus-
try – from the preventive-maintenance world 
it has always known, to a service-on-need 
world. While the ramifications of this revo-
lutionary transition are leading the industry 
into unknown territory, jobbers and auto 
service providers who choose to embrace this 
big data revolution stand to benefit greatly 
from the new opportunities that will arise. 
Those that choose to bury their heads in the 
sand may not be around very long.

Even though there is a general fear in the 
aftermarket that telematics will be used to 
entice motorists back to the OEMs long after 
the warranty expires, I believe there will be 
plenty of new and innovative opportunities 
for those in the aftermarket to grow their 
business and remain competitive.

For example, telematics will allow auto 
service providers to receive vehicle diagnos-
tic information from customers’ vehicles 
in advance of their appointment and order 
the parts for the repair ahead of time, thus 
reducing time in the service bay. Shorter 
turnaround time means a happy customer 
and increased capacity for the shop, which 
translates into more business for the jobber.  

Jobbers and independent repair shops 
that are willing to team up and embrace 
this new, proactive business model will have 
the same opportunities as dealers to form 
stronger relationships with their customers. 
I believe it will soon become less about parts 
and price, and more about customer service 
and growth.

Last year, some 26 million connected 
cars collected more than 480 terabytes of 
data. That number is expected to increase 
to over 11 petabytes by 2020. (One petabyte 
equals one quadrillion bytes.) While gather-
ing vehicle information is not new, harness-

ing it at today’s volumes and velocities, and 
integrating it with information about a car’s 
operating environment at a given moment in 
time, is revolutionary. Analyzing this amount 
of data is certainly going to open up a lot 
of doors and create a lot of opportunities 
for those willing to trail-blaze into this new, 
largely uncharted business model.

For the first time, big data from cars, sur-
rounding vehicles, and other external condi-
tions can be pooled to give drivers real-time 
information about where they are going and 
how best to get there safely, as well as deliver 
a new level of value to automakers, the after-
market, and even cities looking to operate 
increasingly efficient transportation systems.

You will be able to gather more informa-
tion on how vehicle components perform 
under real-world conditions, and analyze 
that data to answer specific questions such 
as how particular braking and acceleration 
patterns affect component wear and per-
formance, or combine geographic, weather, 
and service records to look for repair trends 
in your market. 

Telematics will enable jobbers to gain 
new insights into what parts need to be 
replaced, allowing them to take a more 
proactive approach to stocking needs. By 
gathering vehicle telematics data, pooling it 
with information about a vehicle’s environ-
ment, and analyzing it, big data and analytics 
are going to advance the concept of con-
nected vehicles, and as a result, provide the 
aftermarket with opportunities to promote 
vehicle maintenance and repairs in new ways 
that will enhance the driver experience, 
strengthen customer relationships, and grow 
your bottom line.

While telematics comes with its share of 
risks and challenges, it also offers a huge 
upside for those willing to blaze new trails 
into this new world of intuitive parts sales 
and customer service.

— Steve Pawlett, Editor,  
spawlett@jobbernews.com
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Bosch Signs Agreement 
With Universal  

Technical Institute
Robert Bosch, LLC, 

has announced that it 
has signed a five-year 

sponsorship agreement 
with Universal Technical 

Institute to provide 
automotive parts, 

equipment, and training 
support at all UTI 

campuses nationwide.

Ontario Drivers With Winter Tires  
Eligible For Insurance Discount

Ontario is moving forward with its plan to help 
lower auto insurance rates by requiring all in-
surance companies in the province to provide 
a discount for drivers who buy and install win-
ter tires, starting January 1, 2016. 

Winter tires enhance safety and reduce the 
likelihood of collisions by improving traction, 
braking, and handling in frost, snow, slush, 
and under cold and icy conditions. When buy-
ing winter tires, drivers are reminded to:
•    Look for tires marked with a logo of a 

peaked mountain with a snowflake 
•    Install winter tires in sets of four 
•    Do not mix tires with different tread pat-

terns or size 
•    Change tires that are worn close to the 

tread-wear indicators 
•    Check the tires’ air pressure at least once 

a month
Over the last two years, the Ontario govern-

ment has introduced a number of reforms to 
the province’s auto insurance system to reduce 
costs and lower the premiums of Ontario’s 
more than 9.5 million drivers. In order to 
continue achieving rate reductions, the gov-
ernment outlined a series of further initiatives 
in its 2015 budget, including bringing costs 
more in line with other provinces and provid-
ing Ontario consumers with more choice in 
purchasing auto insurance to suit their needs. 

2016 “Search for a Champion” 
Contest To Feature 

40 Winners, US$200K Prize
The Fifth Anniversary Edition of Champion’s 
popular “Search for a Champion” racing spon-
sorship contest will award a record US$200,000 
in cash and prizes to more grassroots racers 
than ever, including beginners of all ages, in 

virtually every form 
of engine-driven com-
petition. The annual 
contest is sponsored 
by Federal-Mogul Mo-
torparts, a division of 
Federal-Mogul Hold-
ings Corporation.

The 2016 contest, 
which opened for en-
tries Nov. 2, 2015, will once again enable rac-
ers to compete for sponsorship cash and other 
prizes from the Champion brand. Entrants are 
then organized by the type of racing surface: 
asphalt, dirt, or water/snow. Racers can enter 
the free contest at www.AlwaysAChampion.
com.

Federal-Mogul Motorparts will award 40 
sponsorships – 15 US$5,000 racing sponsor-
ships to Advanced racers and 25 US$1,000 
sponsorships to Amateur racers. The winners 
will move on to compete for a US$50,000 
grand prize sponsorship in the Advanced cate-
gory and a US$10,000 grand prize sponsorship 
in the Amateur category for the 2016 season.

Skilled Trades Careers Negate 
Youth/Parent Perceptions

Though parents and youth say they believe 
career opportunities in the skilled trades to be 
limited, the Canadian Apprenticeship Forum 
(CAF-FCA) published a new national report 
indicating the opposite is true.

With insights and observations from 754 
certified journeypersons across Canada, The 
Benefits of a Skilled Trades Career: Journeyperson 
Perspectives and Experiences sheds new light on 
career progression in the trades. Journeyper-
sons point to benefits including good pay, 
interesting work, full-time employment, and 
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Dayco Unveils New 
Website, Online 

Catalogue
To provide an enhanced 

online experience 
for its customers, 

Dayco has unveiled 
its next-generation 

website, Dayco.
com, and its updated 

global automotive 
aftermarket catalogue, 
DaycoCatalogue.com.

* * *
Weekly Epicor 

eCatalogue Web Updates 
Available 

Epicor Software 
Corporation has 

expanded the availability 
of automated weekly 

eCatalogue data updates 
to the Epicor PartExpert 
electronic catalogue. The 

company’s PartExpert 
Dynamic Updates service 

is now available to 
catalogue customers.

* * *
Total Serving The 
Agricultural World
Total Canada has 

announced the official 
launch of its new line 
of high-end lubricants 

for the agricultural 
sector. The line includes 
greases as well as specific 
lubricants designed for 
engines, transmissions, 
and hydraulic circuits, 

and features new 
standout packaging in 
the Total Agriculture 

colors of green and white.

the job satisfaction that comes with building or 
creating something. Based on a national sur-
vey with tradespeople at various stages of their 
career, 50% of respondents reported making 
more than $80,000 annually.

“In recent surveys to gauge parent and 
youth understanding of the skilled trades, we 
were disappointed with the perception that 
skilled trade careers are ‘dead-end jobs,’” 
says CAF-FCA executive director Sarah Watts-
Rynard. “This study reflects a much different 
reality, one of broad opportunity both in the 
trades and in related occupations.  Trades-
people often transition into different fields, 
including teaching, training, management, 
and business ownership. We need to share that 
story with young people.”

When asked what a skilled trade career 
brought him, one respondent said, “Massive 
adventure. I bought my first house at 21 and 
had a successful business by 24. I travelled 
around the world, became a professor by age 
30...[all while] my university buddies were still 
eating Kraft Dinner.”

Another respondent said, “I would question 
the notion that front-end programs, like de-
grees and diplomas, are equivalent or superior 
to an apprenticeship, as they often lack the 
most critical component – social interaction 
in the context of the workplace. No one ever 
learned how to be a senior executive at school. 
They learned it at work.”

The survey found that the majority of 
journeypersons valued their Red Seal endorse-
ment because it made them more employable 
and enhanced their labour mobility. Many had 
also become mentors themselves, expressing 
satisfaction in becoming leaders who promote 
a positive work environment, model good safe-
ty practices, and facilitate team collaboration.

These findings will support conversations 
with youth, parents, and educators, and be in-
cluded in future updates to CAF-FCA’s career 
awareness resources.

Ashland Splits Into  
Two Companies

Ashland Inc. has announced that its board of 
directors has approved proceeding with a plan 
to separate Ashland and Valvoline into two 
independent, publicly traded companies. The 
separation is expected to be completed in less 
than a year’s time. 

The new Ashland will become a specialty 
chemicals company with leading positions in 
fast-growing industrial markets. Valvoline will 
focus on being an industry-leading engine and 
automotive maintenance business, built on the 
strength of premium-branded lubricants.

“Ashland is fortunate to have two strong, 
but distinctly different, business platforms 
with attractive growth opportunities and ex-
perienced leadership teams,” says Ashland 
chairman and chief executive officer William 

... continued from page 6

A. Wulfsohn. “We believe that separating into 
two industry-leading public companies – one 
focused on specialty chemicals and the other 
focused on high-performance lubricants – will 
generate significant value for shareholders by 
enabling each company to focus on its specific 
business and strategic priorities. For the new 
Ashland, that means becoming a ‘solutions 
destination’ for a wide range of consumer and 
industrial customers, through the delivery 
of value-added technology and world-class 
operations. For Valvoline, it means building 
the world’s leading engine and automotive 
maintenance business by providing hands-
on expertise to customers around the world. 
Each company will be a leader in its respective 
industry, with the capital structure, financial 
resources, and capital allocation strategies to 
drive greater revenue and earnings growth.”

Wulfsohn will serve as chairman and CEO 
of the new Ashland following the separation, 
while Luis Fernandez-Moreno, currently se-
nior vice-president of Ashland and president 
of Ashland’s Chemicals Group, will be chief 
operating officer of the new company. Kev-
in Willis, currently senior vice-president and 
chief financial officer of Ashland, will serve in 
the same capacity in the new Ashland.

At Valvoline, Wulfsohn will serve as non-
executive chairman following the separa-
tion, and Sam Mitchell, currently senior vice-
president of Ashland and president of Valvo-
line, will serve as CEO.

Ashland will begin the process to separate 
its specialty chemicals and Valvoline business-
es while it finalizes the transaction structure 
and obtains customary regulatory and other 
approvals. The company intends for the sepa-
ration, which is subject to final board approval 
prior to completion, to be tax-free for Ashland 
shareholders. Immediately following the sepa-
ration, Ashland shareholders will own shares 
of both the new Ashland and Valvoline.

ContiTech Launches  
New Marketing Campaign 

ContiTech has introduced a new marketing 
campaign, called Ability, for a variety of ser-
vices and product lines for North America.

“ContiTech’s acquisition of Veyance Tech-
nologies earlier this year gave us a unique 
opportunity to give our customers ‘more,’” 
says Anthony DiGiacobbe, marketing com-
munications director for ContiTech NAFTA. 
“It was important that only the name would 
change – not the products. It meant that cus-
tomers would expect the same level of quality 
and dependability, and then some – more. 
That ‘more’ idea was that they would now 
have more innovation, more engineering, a 
bigger portfolio of products, a larger network, 
all ‘more’ to help the customers take their 
business to the next level – regardless of the 
industry.”

p 06-12 Nov OTC w Masthead.indd   8 15-10-27   12:47 PM

http://www.DaycoCatalogue.com
http://www.Dayco.com


Smart Automotive Part Distributors know 
the right choice when they see it.

And that’s why member distributors have been partnering with 
Bestbuy Distributors for over 60 years.

Home of tHe truly 
Independent SHareHolder

facebook.com/bestbuydistributorswww.bestbuydistributors.ca @BestbuyDist

Open the door to new business opportunities. 

When you’re a Bestbuy Shareholder, the benefits go directly to you.  
Our members get the rebates, not the corporation.

Check us out at www.bestbuydistributors.ca

p 09 Best Buy ad.indd   9 15-10-27   12:48 PM

http://www.bestbuydistributors.ca
http://www.bestbuydistributors.ca
http://facebook.com/bestbuydistributors
http://twitter.com/@BestbuyDist


10 JOBBER NEWS / NOVEMBER 2015

12

1414

2015
1313

2015
NOVEMBERNOVEMBER

OVER THE 
COUNTER Monroe Ride & Drive Comes to Oshawa, Ont.

The Monroe Ride and Drive program, held in 
Oshawa, Ontario, in late September, attracted 
some 250 local technicians and students who 
got to experience the ride and handling differ-
ences in popular late-model vehicles equipped 
with new ride control components, and iden-
tical vehicles fitted with their original worn 
shocks and struts. This interactive experience 
included a fleet of test vehicles, a specially 
designed test track, a classroom for detailed 
diagnostic instruction, and a broad range of 
technical displays.

Dean Clarke, regional manager for cen-
tral and Atlantic Canada for Tenneco, and 
Mark Potts, area sales manager for Tenneco, 
organized the event, while Monroe’s certified 
suspension instructors Sidney Gay and Roger 
Johnson provided participants with practical 
classroom training and hands-on track expe-
rience to help them understand the value of 
ride control replacement. The Monroe field 
training team provides this onsite technical 
education program in over 50 locations across 
Canada and the U.S., reaching approximately 
10,000 auto service providers per year.

“The whole event is designed around help-
ing the technician, service advisor, and anyone 
else that interacts with the customer, to give 
them a better tool set to explain the benefits 
to the consumer about fixing the ride control 
on their vehicle,” explained Chuck Osgoode, 
Monroe sales operations and training man-
ager for North America, at the event. “From a 
sales standpoint, our focus is more on getting 
that communication piece between the service 
provider and the consumer, so there is a clear 

understanding of what the benefits of replace-
ment are. Once they are able to accomplish 
that, the natural progression would obviously 
be an increase in replacement rates of ride 
control products.”

“Our efforts in designing the content for 
the ride and the actual classroom portion is 
really to provide that tool set and the language 
to clearly identify to consumers the oppor-
tunities and benefits of replacement,” added 
Osgoode.

In a very animated classroom session, Sid-
ney Gay, manager of sales and training for 
Monroe, explained how to identify signs of 
worn shocks and struts and how to better 
communicate the benefits of shock and strut 
replacement to customers. Attendees then 
headed out to the track, where Roger Johnson 
took charge and everyone had the opportunity 
to experience the difference between old and 
new shocks and struts. 

The first of each pair of vehicles had 60,000 
to 70,000 km of wear on the shocks. The sec-
ond one was identical in mileage and had the 
same tires, tire pressure, fuel, oil, etc. The 
only difference between the vehicles was new 
shocks or new struts.

“In the first one I drove on the track, I 
could feel a lot of body roll and the braking 
distance was longer than expected. In the 
second vehicle, equipped with the new shocks, 
I immediately noticed a difference. There 
was very little body roll, steering was more re-
sponsive, and the stopping distance was much 
shorter,” said technician Mike Dey of Dayman 
Automotive in Port Hope.

The Monroe Ride and Drive program, held in Oshawa, Ontario, 
in late September, attracted some 250 local technicians and 
students.

Holley Performance 
Products Acquires  

MSD Group
Holley Performance 

Products has acquired 
the El Paso, Texas-based 

MSD Group.  
The MSD Group  

includes iconic brands 
such as MSD, Mr. Gasket, 
Accel, Superchips, Edge, 
Racepak, Mallory, Hays, 

QuickTime,  
and Lakewood.

* * *
Blue Streak Agrees To 

Purchase Dorman Mass 
Air Flow Sensors

Blue Streak Electronics 
has reached an 

agreement to purchase 
the complete Dorman 
Mass Air Flow Sensors 
product inventory and 
consequently, service 

Dorman’s current 
Mass Air Flow Sensor 

customers.  
The changeover period 

is set to take place in 
January 2016.

Mike Dey (left) and Darren Dayman of Dayman Automotive of Port 
Hope, Ontario, took time out to participate in the Monroe Ride & 
Drive training program.
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Beck/Arnley  
Adds VIN Lookup 

Beck/Arnley has added a 
VIN Lookup feature to its 
online catalogue system. 
The VIN feature allows 

anyone to search for 
Beck/Arnley parts that 

fit their specified vehicle 
using only the Vehicle 
Identification Number 

(VIN) from their vehicle. 

* * *
Denso Named  

Supplier Of The Year
The National Pronto 

Association has named 
Denso Products and 

Services Americas, Inc. 
Supplier of the Year for 
2015. The Association 
also named Denso its 
Mexico Supplier of 

the Year for the third 
consecutive year since  

the award was introduced 
in 2013.

“In the last few years, we have redesigned 
the clinical portion of the training to have a 
very specific message about the recommended 
steps for discussion with customers on ride 
control replacement. That’s our focus, and 
we hope that they walk away with it. It’s about 
having a good, thorough conversation with a 
consumer in an interview fashion, thoroughly 
doing a visual inspection of the vehicle, as well 
as a driving portion so they can get a good 
idea of the condition of the vehicle and give 
feedback to the consumer after they drive,” 

explained Osgoode.
“We are very proud of the success of the 

program.  We’ve been offering it to our cus-
tomers for nearly 15 years now and it’s part of 
what we do as a provider and a manufacturer,” 
he added. “We want to do more than just pro-
vide the product. We want to give the tools to 
the service provider community so they are 
fully equipped to have a discussion with con-
sumers.”

In the 15 years the program has been run-
ning, Monroe has trained 90,000 individuals. 

Uni-Select Annual Trade Show 
Attracts Over 6,000 Shop Owners

Featuring an Autobahn theme, Uni-
Select’s annual trade show in Montreal 
in September attracted over 6,000 shop 
owners and generated more than $3 
million in business transactions dur-

ing the two-day event. Shop owners 
received the Unit-Select catalogue in 
August so they could shop and order 
parts prior to the trade show.
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Fisker Automotive 
Changes Name To 
Karma Automotive

Fisker Automotive and 
Technology Group has 

announced a name 
change to Karma 
Automotive. The 
company has also 

launched its new website, 
including a video that 
reveals its new logo at 

karmaautomotive.com.

* * *
Automotive Lift 

Institute, NOCTI Sign 
Marketing Agreement

Automotive Lift Institute 
and NOCTI have 

agreed to work together 
to promote NOCTI’s 
automotive-related 

credentials and ALI’s 
Lifting It Right online lift 

safety training course. 

AP Exhaust Acquires  
Eastern Catalytic

AP Exhaust Technologies has announced 
the acquisition of Eastern Catalytic, head-
quartered in Langhorne, Pennsylvania. This 
strategic acquisition will combine AP’s full-line 
exhaust offering and expertise with Eastern’s 
first-to-market catalytic converter emissions 
capabilities, thus positioning the combined 
company as a leading exhaust and emissions 
supplier in the North American automotive 
aftermarket.

“The combined companies bring two 
complementary leadership teams that share 
a commitment to delivering innovation to the 
aftermarket and going above and beyond to 
provide best-in-class service and support to our 
customers,” says AP Exhaust chief executive of-
ficer Chris Ostrander. “Uniting two great com-
panies expands our brand offering, augments 
our research and development, accelerates our 
new product development, and enhances our 
online catalogue capabilities – all of which 
will enrich our mutual customers’ buying ex-
perience by bringing products to market faster 
and providing them the most comprehensive 
full-line offering in the market.”

“I look forward to working closely with the 
AP leadership team to extend our combined 
presence in the market and bring the full 
breadth of our combined product portfolio 
to better service our mutual customers,” says 
Eastern president George Schafer, Sr. “With 
AP’s vertically integrated manufacturing mod-
el and Eastern’s first-to-market philosophy, I 
am confident our respective customers will 
benefit significantly from our industry-leading 
converter and exhaust product coverage, as 
well as our commitment to quality, delivery, 
and customer service.”

In the coming months, the companies will 
begin the integration process with the primary 
goal of broadening distribution of its com-
bined product offering where appropriate to 
better service their customers.

Mahle Recognized With Motor 
Magazine Top 20 Tool Award

Mahle Service Solutions was named a re-
cipient in the Motor magazine Top 20 Tool 
Award competition for its ArcticPRO ACX1280 
A/C machine that efficiently processes the 
new R1234yf refrigerant. The award was an-
nounced by the publication in its September 
2015 issue.

For over 20 years, Motor Magazine has re-
viewed the latest and most innovative tools 
from global automotive tool designers, manu-
facturers, and suppliers, and recognized the 
top 20 offerings based on originality, applica-

tion, and other select criteria.
Earlier this year, the ACX1280 received the 

“Best Use of Technology” new product award 
at the 2015 Mobile Air Conditioning Society 
Worldwide Trade Show. Several global auto-
motive vehicle manufacturers have chosen to 
equip their dealerships with the ACX1280 as 
an essential service tool.

The ACX1280, which recovers over 95% of 
highly valuable R1234yf refrigerant from the 
vehicle HVAC system, complies with all ap-
plicable performance and safety requirements 
set forth by the SAE J2843 standard. Addition-
ally, an array of automated features saves time 
for technicians, as it gives them the ability to 
step away from the machine to complete other 
tasks while the machine works. This enables 
maximum uptime and faster service support 
to increase shop productivity.

While other U.S. manufacturers only offer 
an internal refrigerant identifier, the Arc-
ticPRO ACX1280 by Mahle Service Solutions 
is available with either an internal or external 
identifier, offering technicians greater flex-
ibility in choosing what is right for them. The 
unobstructed accessibility, also an industry 
exclusive, makes maintenance easier than ever 
for service professionals. All of these features 
help support the low cost of ownership that the 
ACX1280 provides.

Use of Driver Assistance 
Technologies Will Save Lives

If widely adopted, advanced driver assistance 
systems could generate tremendous benefits 
to society, sharply reducing the number, cost, 
and severity of automotive accidents, says a 
new study from The Boston Consulting Group. 

“Because the vast majority of crashes in the 
United States are caused by driver error, the 
lack of adoption of these technologies within 
the U.S. fleet is a significant missed oppor-
tunity,” says Xavier Mosquet, North America 
leader of BCG’s automotive practice and a co-
author of the study, which was commissioned 
by the Motor & Equipment Manufacturers As-
sociation. “This is especially true considering 
that ADAS technologies also pave the way for 
partially and fully autonomous vehicles, which 
could further reduce crashes – and their cost 
to society – by 90% or more.”

Some 33,000 people are killed each year 
in automotive accidents in the United States. 
These crashes cause 3.9 million injuries and 
damage 24 million vehicles, according to U.S. 
government estimates. The cost to society 
totals about $910 billion annually, equivalent 
to roughly 6% of U.S. GDP, says BCG in the re-
port, titled A Roadmap to Safer Driving Through 
Advanced Driver Assistance Systems.
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Copyright Office Grants 
Exemption To Allow For 

Vehicle Modification
The U.S. Copyright Office has is-
sued a ruling to allow vehicle own-
ers to perform vehicle diagnosis, 
repair, and modification without 
fear of prosecution under the 
Digital Millennium Copyright Act 
(DMCA). However, the Copyright 
Office declined to provide the ex-
emption to third parties who diag-
nose, repair, or modify a vehicle 
on behalf of the vehicle owner. 
The Copyright Office concluded 
that extending the reach of an 
exemption to cover third parties 
requires a legislative amendment 
undertaken by Congress. Access to 
a vehicle’s telematics or entertain-
ment system was also specifically 
excluded from the exemption.

Earlier this year, in support 
of the industry and consumers, 
SEMA provided comments to the 
Copyright Office seeking an ex-
emption from the DMCA for cir-
cumvention of controls on vehicle 
software for the purpose of vehicle 
diagnosis, repair, or modification 
by the vehicle owner. “The issue 
of copyright affecting the ability 
to diagnose, repair, and modify 
vehicles has come up recently due 
to the proliferation of advanced 
vehicle technology, specifically 
software, in modern vehicles,” said 
SEMA CEO and president Chris 
Kersting. “SEMA has always main-
tained that the right to access ve-
hicle systems to utilize, maintain, 
and upgrade vehicles is legal as 
fair use under copyright law, as are 
activities undertaken to achieve 
interoperability with aftermarket 
products.” 

The DMCA was enacted in 1998 
and prohibits the circumvention 
of measures put in place by a copy-
right owner to protect copyrighted 
works. The law also includes a 
provision allowing the Copyright 
Office to grant exemptions from 
this anti-circumvention provision, 
and the exemption for vehicle re-
pair, diagnosis, or modification 
was granted under this provision.
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Until now, technicians and suppliers of aftermarket parts 
and service for heavy-duty vehicles could only look with 
envy at their cousins in the light-duty vehicle after-

market. After years of negotiations and many formal and 
informal talks between vehicle OEMs and their aftermarket 
counterparts, Right to Repair has finally come to fruition.

When the Canadian Automotive Service Information 
Standard (CASIS) was signed on September 29th, 2009, 
Canadian automobile makers acknowledged that the auto-
motive aftermarket has a “right to repair” vehicles. The 
CASIS agreement removed barriers that once prevented 
aftermarket service operations from gaining access to the 
factory-specific tools, training, diagnostic and repair soft-
ware, and re-flashing codes needed for the proper mainte-
nance and repair of vehicles.

The light-duty vehicle repair and maintenance industry 
in Canada welcomed this move, as it ended the need to send 
newer vehicles to dealer-based service operations for such 
things as diagnostic work or re-flashing of codes.

However, the heavy-duty side of the market was another 
story altogether.

“The independent aftermarket has always been fighting 
the battle for access,” says Total Truck Parts president Marc 
Karon, who is president of the Commercial Right to Repair 
Coalition. “The OEMs would try to keep information about 
parts proprietary, to keep a leg up on the independents. 
Until recently, that was on a part-by-part basis. When elec-
tronics entered into the picture, you now had to deal with 
not only what part had to be replaced, but [the fact that] 
that part was now part of an integrated system where the part 
communicated with the vehicle’s computer. So now you have 
a problem of access to the programming, to tell the truck’s 
computer that a part has been replaced and the problem has 
been correctly fixed and the vehicle is now safe to return to 
the road.”

To address the issues around access to parts and service 
information, the heavy-duty aftermarket began to push for 
something similar to Right to Repair. In October, that finally 
happened. The Heavy Duty Aftermarket Canada (HDAC), 
the Commercial Vehicle Solutions Network (CVSN), and the 
Truck and Engine Manufacturers Association (EMA), along 

Critical Service And  
Repair Data Comes To  

The Heavy-Duty Market
By Tom Venetis
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with the Equipment and Tool Institute (ETI) and the Auto 
Care Association (AutoCare), came together and signed a 
Memorandum of Understanding (MOU) on access to heavy-
duty vehicle service and repair information. The MOU was 
made to address the key issue of making information service 
and repair information for vehicles 2010 and later, specifi-
cally for trucks and buses that are five tonnes and more sold 
in Canada and the United States, available to independent 
service and repair facilities that work on heavy-duty vehicles.

Along with Marc Karon, the other key players in the 
negotiations leading up to the MOU were Charlie Gorman 
from ETI, Dave Scheer from Inland Truck Parts, Aaron 
Lowe from AutoCare, Ian Johnston from Harman HVS, and 
Jason Kerr, director of government relations with Heavy Duty 
Aftermarket Canada (HDAC).

“Much like the automotive Right to Repair, this MOU will 
provide independents with access to service and repair infor-
mation to fix those vehicles, especially as they have become 
much more complex,” says HDAC’s Jason Kerr. “You can have 
ten different trucks now that are all spec’d out in the same 
way, but in reality are very different.”

Like the Canadian Right to Repair for light-duty vehicles, 
the MOU will bring together industry associations and 
heavy-duty OEMs to work together to exchange service 
information, and to address issues surrounding information 
access so that independents can service vehicles and main-
tain them with the correct tools and parts.

To help in this exchange of information, the signatories 
to the MOU approached the National Automotive Task Force 
(NASTF), which had been instrumental in helping coordi-
nate the sharing of information for Right to Repair for the 
light-duty vehicle OEMs and service providers. It is now being 
asked to expand its role with the addition of heavy-duty.

Skip Potter, executive director with NASTF, says the 
industry organization was approached by the participants in 
the MOU because of the work NASTF did on the light-duty 
vehicle side for Right to Repair. As vehicles aged and more 
new vehicles came in with complex electronic and computer 
controls that needed re-flashing when parts were changed, 
independents struggled with getting the information they 
needed to do both the diagnostics on the complex electron-
ics and the needed re-flashing.

Potter explains that light-duty vehicle independents 
resorted to informal networks to get the information they 
needed, or developed working relationships with dealer ser-
vice operations to help them.

With heavy-duty vehicles now as complex in their electron-
ics as many of today’s automobiles, NASTF will now provide 
the framework for the needed communications between 
heavy-duty OEMs and equipment makers and heavy-duty 
service providers. It will follow the same pathway that was 
created for light-duty vehicle information, and is expected to 
be in place by the beginning of 2016.

“Vehicle makers are not equipped to handle communica-

tions and feedback with independents,” continues Potter. 
“They have enough work trying to keep up with their fran-
chise dealers.”

SIR Feedback
Currently, NASTF will begin updating its OEM service web-
site index with technical URLs for heavy-duty vehicles and 
information from component OEMs. As well, it will start to 
accept questions from independent service technicians on 
the NASTF Service Information Request (SIR) feedback.

Potter says that the SIR will be crucial, as it will help 
ensure that critical information will be made available to 
independent service technicians. “If service technicians have 
done all they can do and have exhausted all of their resourc-
es and they have looked through all the information that is 
available, but they are still not able to complete the repair, 
then they can file an SIR to ask for the information that is 
missing for them to complete the repair,” Potter continues. 
“NASTF will have a list of [industry] contacts that we can 
reach out to and to get them working on investigating this 
perceived gap [in information]. Is the information there but 
difficult to find? Has the OEM not gotten around to posting 
the information? Or did they mistakenly think that informa-
tion was posted on the public site? What we will do is provide 
a feedback loop to facilitate the communications between 
the OEMs and independent service providers.”

Adds HDAC’s Kerr, “One of the additional things about 
this MOU agreement is that it also provides a solution for 
finding the right parts for the vehicles – a VIN-to-Part iden-
tification tool – so you can put a VIN in and find out what 
parts would have been originally stocked for that vehicle and 
then find the right part.” He adds that along with this part 
information there will be information on how to correctly 
install the part, how to make repairs using the part, and all 
the needed software and re-flashing information.

“One of the key challenges for the independent channel 
is training,” observes Total Truck Parts’ Karon. “The truck 
manufacturers will not provide training as part of the MOU. 
As a result, it will be up to the independent aftermarket to 
develop training so we can keep up with changing technol-
ogy. CVSN (Commercial Vehicle Solutions Network) is going 
to lead an effort to provide this training and work with all the 
heavy duty associations and marketing groups.

“The overriding purpose of this MOU is that it puts the 
dealers, independent service operations, and vehicle OEMs 
on a level playing field,” says Karon. “It is about access to 
information. That was the thing that we were blocked on, 
because we were not getting access to the computer codes, 
reset codes, wiring diagrams, and part number information 
on what needs to be replaced. This is a safety issue, as by 
denying access to this information, you were possibly creat-
ing a scenario where the wrong part could be put onto a 
vehicle and creating a safety issue. And we, as independents, 
don’t want to compromise on safety.”
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It used to be so easy when it came to 
automotive coolants.

As a jobber, you simply had to 
carry a universal coolant, and that 
was enough for your service provider 
customers. You also knew that coolants 
would be changed twice a year, once 

in the spring and once when winter 
arrived. It was a steady revenue stream.

Then things got complicated. With 
newer vehicle technologies coming with 
more complex cooling systems, there 
was a proliferation in the kinds of cool-
ants to be used. And the twice-a-year 

Knowing Your 
Coolants

By Tom Venetis

coolant change began to slowly disap-
pear, replaced by longer-life coolants.

Jobbers now need to carry a wider 
range of coolant SKUs, and front-line 
staff need to be a lot more knowledge-
able about coolants and how to match 
them correctly to vehicle makes and 
models.

Mike Adema, owner of Jake’s Auto 
Service in Georgetown, Ontario, has 
seen this change firsthand. “I’m speci-
fying to my jobbers what kinds of prod-
ucts I’m looking for and what my clients 
want from me,” he says. Gone are the 
days of the universal coolant for his 
service operation. “Typically, when it 
comes to coolants, I’m looking for an 
OE-equivalent product, not a ‘one-size-
fits-all’ product,” he continues.

Adema adds that today’s vehicle own-
ers don’t often know what is the right 
coolant for their vehicle and will defer 
to the shop technician and service advi-
sor to make the right call. And in turn, 
the technician and service advisor will 
rely on the jobber and its front-line staff 
to help them make the right choice.

Greg Bahm, part-owner of Bahm’s 
Auto Service and Supply in Kerrobert, 
Saskatchewan, says that most vehicle 
owners today will follow what is out-
lined in their owner’s manual. In 
today’s vehicles, it will likely list a set of 
specific coolant types to be used. There 
can be no substitutes. If someone does 
ask for a universal coolant, it is likely 
for an older vehicle, not one of today’s 
new vehicles.

Karen Insko, Valvoline’s global prod-
uct manager, coolants and chemicals, 
agrees that technicians and service 
advisors must first go to the owner’s 
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manual to find out what coolant is to 
be used with the vehicle. The days of 
matching coolants by colour, a once 
common way of deciding on what the 
right coolant was for the vehicle, is to be 
avoided. “Match based on the original 
chemistry used in the vehicle produc-
tion,” Insko advises. “If a car rolled off 
the assembly line filled with long-life 
OAT coolant, replace it with an OAT 
coolant. Better yet, look for a coolant 
that carries the OEM’s approval, not 
just a ‘Recommended For Use’ applica-
tion for the vehicle.”

Jake’s Auto Service’s Adema says 
mismatching coolants to vehicles can 
create problems. While those prob-
lems will not be immediate, he says 
that today’s vehicle coolant systems are 
designed to work with specific coolant 
chemistries. Over time, the wrong cool-
ant will begin to adversely impact the 
vehicle’s coolant system. 

Both jobbers and service advisors 
or technicians need to remember that 
coolants come with specific additives 

that are matched to specific cooling sys-
tem designs and the materials used in 
the cooling system construction. Some 
additives are made to prevent corro-
sion; others are made to be compatible 
with the rubber and plastic used in the 
system, such as those in water-pump 
seals. If the wrong coolant is used, it 
could lead to corrosion, which can 
cause clogging in the cooling system, 
and other problems.

“Vehicles on the road today are more 
complex in design than ever before, 
and require specific chemistries to per-
form at optimal levels and meet stated 
service intervals,” says Valvoline’s Insko. 
“Cooling systems are tested and known 
to work with specific coolants. Jobbers 
should always recommend replacing or 
topping off the coolant with the same 
chemistry as the vehicle was originally 
filled with.”

Insko says jobbers and service opera-
tions need to remember that a vehicle is 
a significant investment for today’s con-
sumer. “[Coolant system] damage can 

be latent: it may take months to occur, 
and it is often not associated with poor 
coolant performance. People can mis-
takenly conclude the engine part sim-
ply failed, without realizing that last 
year’s coolant change was the reason 
for the delayed failure. Mismatching 
coolant chemistries can result in anti-
synergistic mixtures, leading to accel-
erated corrosion and eventual cooling 
system and component failure.”

“It is not necessary to stock mul-
tiple vehicle-specific antifreeze/cool-
ants within a specific class of vehicle,” 
says Colin Dilley, Ph.D and vice-pres-
ident, technology with the Prestone 
Technology Center. “Good quality cool-
ant has to stop corrosion and prevent 
freezing and boiling in all manufactur-
ers’ cooling systems, and it also needs to 
be compatible with all other coolants.”

Making the Right Coolant Choice
Jobbers are often the first point of con-
tact for service advisors and technicians 
when it comes to answering coolant 
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questions and for advice on maintain-
ing cooling systems. 

Jobbers should remind service advi-
sors and technicians that coolant levels 
need to be checked at each oil change. 
That seems simple enough, but many 
will forget to do so, relying instead on 
checking when a certain number of 
kilometres have passed before checking 
coolant levels.

Low levels can lead to overheating. 
If you notice that the cooling system 
needs too-frequent topping off, a pres-
sure test is recommended to see if there 
is a leak in the system. Immediately 
replace any leaking hoses or failing 
clamps and components that are dis-
covered. While it is recommended that 
coolants be changed according to the 
vehicle OEM’s maintenance intervals, it 
is still a good thing to check the coolant 
itself and the mixture levels. It’s sur-
prising how many vehicles on the road 
have not had their coolants inspected 
or changed throughout the life of the 
vehicle. That is usually because the 
vehicle owner has said not to bother, 
which is a grave mistake.

“Based on the original chemistry, 
some coolants protect longer than oth-
ers,” Insko says. “For example, organic 
acid technology (OAT) coolant has 
a longer service life – five years or 
240,000 km (150,000 miles) – than 
traditional inorganic acid technology 
(IAT), which has a service life of three 
years or 80,500 km (50,000 miles).”

OAT coolants were first used in 
Europe before coming to North 
America. These coolants come with 
inhibitors that are made to last longer 
before breaking down. OAT coolants 
should not be used with older vehicles 
that operate with copper-and-brass radi-
ators, but only in vehicles that use alu-
minum or plastic in the cooling system. 

General Motor’s DexCool and other 
coolants use organic inhibitors called 
sebacate and 2-EHA (2ethylhexanoic 
acid) that is best suited for cast iron 
engine blocks.

HOAT (hybrid organic acid technol-
ogy) is popular with European auto-
makers, as well as such American OEMs 
as Chrysler and Ford. 

“It is not recommended to dilute 
below 55% coolant in North America,” 
says Valvoline’s Insko. “Freeze protec-
tion is diminished with added water and 
the additives are also diluted, resulting 

in the potential for inadequate protec-
tion. This is a particular concern in the 
winter due to freezing.”

“When recommending antifreeze/
coolant, first ensure an extended life 
five-year coolant is recommended 
versus a two-year, typically green, for-
mulation,” adds Prestone Technology 
Center’s Dilley. “Vehicles have been 
factory-filled with extended-life cool-
ant for at least the past 15 years, and 
it is important to match the same 
technology the engine was designed 
for. Corrosion protection is becom-
ing increasingly important as engines 
become more sophisticated.”

When it comes time to replace cool-
ant, when it has reached either the end 
of its useful life or the recommended 
change interval by the vehicle maker, it 
is time for a full coolant flush. “When 
the recommended service interval calls 
for a coolant flush and fill, using a qual-
ity radiator cleaner and flush chemi-
cal will help remove any accumulated 
deposits that may have formed in the 
cooling system,” says Insko. 

This sometimes causes hesitation 
amongst some service technicians, who 
believe that cleaners cause more prob-
lems than the cleaner claims to fix. 
However, neglecting regular flushed 
and coolant replacements is a costly 
mistake.

“Remind technicians to ensure they 
do a coolant check, using a refractom-
eter, and showing customers their cool-
ant so they can see any particulates. 
Always provide the best products to 
customers so you don’t have them com-
ing back to you later,” says Dilley.

“Cooling system failure is one of the 
most common causes of mechanical 
engine failure,” continues Insko. “Given 
the investment consumers make in 
their vehicles, the cost of maintaining 
the cooling system is well worth it. Over 
time, all coolants begin to diminish 
in their protective qualities. Even with 
regular top-offs, deposits can form that 
lessen the effectiveness of the cooling 
system. Proper maintenance includes 
keeping the system filled, maintaining 
proper freeze protection, and regular 
flush-and-fills with the right chemistry 
designed for the vehicle. The more 
consumers understand the value of 
using the right coolant, the better the 
sale opportunities for service opera-
tions and jobbers.”
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Mark Borkowski is president 
of Mercantile Mergers & 
Acquisitions Corp. Mercan-
tile is a mid market M&A 
brokerage firm – www.mer-
cantilemergersacquisitions.
com.

Boris Tsimerinov is vice-
president of CCC Investment 
Banking, and an advisory 
panel member with Pro-
lific Wisdom, the Harvard 
Alumni Business Book Club. 
He can be reached at boris.
tsimerinov@gmail.com.

A re you in the process of creating or man-
aging a corporate or personal brand? Do 
you want to learn as much as possible to 

succeed? We spoke with Boris Tsimerinov, a 
seasoned investment banker, advisor to private 
and public companies, and a member of the 
advisory panel of Prolific Wisdom, a Harvard 
Alumni Business Book Club.

Several members of Prolific Wisdom 
– including Mark Brooks, CEO, Courtland 
Brooks (Malta); Andre Lamontagne, research 
manager, Servomex (U.K.); Hena Rana, opera-
tions manager, Beca (New Zealand); and Boris 
Tsimerinov, CCC investment banking (Cana-
da) – reviewed The Brand Challenge, a compila-
tion of thought-leaders’ wisdom on branding, 
and spoke with the editor, Kartikeya Kompella.

The Brand Challenge draws on knowledge 
from some of the world’s leading experts in 
this field (Allen Adamson, Tony Allen, Al 
Ries, Peter Fisk, Jeremy Hildreth, Thomas 
Meyer, Jonathan Paisner, Mike Symes, and 12 
others). The book offers a good overview of 
branding, with many practical examples. Top-
ics and industries covered include branding 
focus, identity, and innovation, as well as the 
role of branding in luxury, retail, B2B, media, 
financial services, non-profits, fashion, urban 
development, technology, and sports.

Boris Tsimerinov shared some of Prolific 
Wisdom’s takeaways from The Brand Challenge.

Some Facts About Modern Branding
The Battle For Your Mind: It is a misconcep-
tion that branding is only about market share, 
as it really deals with emotional attachment, 
respect, and “mind share.” Brands work to align 
with people, their values, and their psyche. It is 
all about creating mental associations.

Top 2 or 20% Dominate: Many markets are 
dominated by two leading brands. Just 20% 
of the brands often attract 80% of the profits.

Local First: In most cases, brands develop 
locally, acquire heritage, and prove themselves 
before spreading globally.

You Can’t Hide: Consumers share faster 
and in greater quantities than ever. Brands 
must be nimble to adapt and prosper.

Marketing Gets Technical: Gartner pre-
dicts that by 2017, chief marketing officers 
will spend more on IT than chief information 
officers.

How Have Others Done It?
Media Engine: See the amazing Red Bull 
Media House (redbullmediahouse.com), 
which runs the Red Bulletin (redbulletin.
com) as an example of using media to drive 
the brand. It is also its own profit centre!

Brands Working For Good: See the new 
B Corporation for a new kind of corporation 
that focuses on principles over profit.

Unconventional Bank: Find inspiration in 
the Umpqua Bank from Oregon. It serves as a 
coffee shop, hosts book clubs, “business thera-
py sessions,” and has local bands play there on 
Friday nights. Their experimental branch has 
a bowling alley. Umpqua aims to be interest-
ing, when most banks are boring.

Affiliation Branding: The Economist wants 
readers to feel like they are part of an elite 
club, yet anyone can join. The New York Times 
also continues to do well, as a powerful media 
brand people are willing to pay for. These are 
both strong leading brands.

Luxury Is Incomparable while Fashion 
is Fleeting: The goal of luxury brands (Her-
mès, Patek Philippe, Rolls-Royce) is to create 
incomparability and timelessness. Fashion is 
distinct, but not luxury. Luxury brands avoid 
simple feature/benefits vs. pricing trade-offs. 
Luxury is about art, indulgence, and culture. 
It is based on implied superiority and does not 
acknowledge competition. Fashion is fleeting 
and not necessarily expensive; quality is less 
of an imperative. Once the fashion is over, it’s 
deep discounted.

What Should You Consider in Your 
Branding?
Use Actual or Verbal Visuals: Focus on a 
single visual and then use it to hammer your 
words into your consumers’ minds. The lean-
ing tower of Pisa sees more visitors than the 
Pantheon in Rome. It’s a simple message to 
“tell” someone either visually, or by creating 
a visual image with words. Also, think about 
engaging senses other than sight – some highly 
effective branding is done by engaging hear-
ing, smell, or touch.

If They Go Right, You Go Left: If you 
are not the market leader, be the complete 
opposite (e.g., Redbull vs. Monster – standard 
energy drink vs. an extra-large, outsized can; 
iOS vs. Android – closed system vs. open sys-

What’s Your 
Brand Challenge?

By Mark Borkowski
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tem). Some will love it, some will hate it, but that’s okay; be 
prepared to alienate some people in reaching out to your 
key demographic.

Focus: Brand managers used to apply USP (unique 
selling points) to position their brand, by analyzing com-
petitors and identifying as many gaps as possible. Now, it is 
believed to be better to focus a brand and/or its messaging 
to be narrow, and then expand if necessary (e.g., Volvo/
safety, BMW/driving experience, Subaru/four-wheel drive 
vehicles.)

Trademarks Are Identity Beacons: Great trademarks 
are the tips of great identity icebergs. They need to be 
distinctive when conceived, continue to make sense, and 
be carefully managed over time.

Brands Can Inspire: Brands can become a reflection 
of customers’ uniquely shared values. Brands can encap-
sulate an irresistible idea and help channel it (e.g., the 
Nike swoosh is about confidence). Brands exist outside of 
for-profit business. Brands have the power to change the 
world, not just to sell products and make profits.

What Else Should You Consider?
David Aaker’s Dimensions of Brand Equity: Awareness, 
Image, Perceived Quality, and Loyalty.

How Does the Brand Help People Do Better? Ratio-
nally: what does it enable customers to do? Comparatively: 
why does it enable them to do it better? Emotionally: how 
do people feel about the brand as a result? Connect these 
three to your purpose for your brand, and articulate it in 
a memorable way.

Don’t Interrupt! Tell Stories: Interruption advertising 
is dead. Now you need brand resonance by telling stories 
that are relevant and timely, to engage people during and 
beyond their purchase point and drive advocacy.

Be Careful With Brand Extensions: Before extending 
your brand, carefully consider the brand innovation jour-
ney, the sequence of which can ensure success or failure.

Evaluate: What do you do better than anyone else to 
deliver value and impact? Define your unique leadership 
position and set out your promise. What do you do best 
now, and what can you do best in the future? How are you 
different from competitors? What space could you own? 
What do key audiences and stakeholders value?

Further Readings on the Topic, Recommended By 
Boris Tsimerinov
The Brand Challenge, edited by Kartikeya Kompella
The Edge: 50 Tips from Brands that Lead, by Allen P. Adamson
Focus, by Al Ries
Brand Relevance: Making Competitors Irrelevant, by David 

Aaker
The Definitive Book of Branding, edited by Kartikeya 

Kompella

ACCESSCOVER.COM

• Sleek, low profile design sits one inch above  
 the truck bed
• Easy install with assembled components
• All season truck cover to protect your gear
• Easy dial tension control for fine tuning

• Available in 18W, 24W, 42W, 90W & 120W
• Die-cast aluminum housing and adjustable, 

stainless steel mounting brackets
• Rated to last 30,000 hours or more
• Waterproof

The BEST VALUE in 
Work/Off-Road LED Lights!

Tested. Trusted. Guaranteed.
ACILEDLIGHT.COM
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If your company doesn’t have a significant online presence, 
you’re missing an important growth opportunity. The 
automotive aftermarket’s fastest growing sales channel, 

e-tailing, is expanding at such a fast rate that many industry 
experts are predicting e-tailing revenue will double by 2018.

This online growth is expected to dramatically outper-
form brick-and-mortar automotive aftermarket sales growth 
for the foreseeable future. In the general retail space, e-com-
merce has become very sophisticated since retailers started 
emphasizing that sales channel in the late 1990s. After expe-

riencing double-digit growth for several years, e-commerce 
now accounts for 7% of all retail transactions, and is showing 
no sign of slowing down.

“The pace of growth in the online market for aftermarket 
auto parts has been strong for several years now, and there 
is no end in sight,” says Rinax Computer Systems Ltd. presi-
dent Jerry Fugina. “Our customers have had a lot of success 
using online ordering. It’s not unusual for them to tell us that 
30 to 40% of their wholesale business is done online and is 
growing.”
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Adds Autologue Computer Systems CEO Jim Franco, “In 
my opinion, B2C is growing more rapidly than B2B. The rea-
son is that online shopping is very popular and online auto 
parts sales are falling right into that.”

According to Scott Thompson, vice-president, automo-
tive, analytics and content, Epicor Americas, “It’s difficult 
to quantify the growth of B2C e-commerce due to the sheer 
number of parts resellers who are now utilizing this chan-
nel in one way or another. There’s no question, however, 
that major players such as Amazon.com  and eBay Motors 
continue to experience robust growth. At the same time, 
we’re seeing a steady increase in the number of independent 
wholesalers who have come to us for assistance in establish-
ing custom e-stores.”

The automotive aftermarket’s overall online sales have 
now caught up with that of general retail. And to some extent, 
their customers are bringing perceptions from their expe-
rience with general online retail-
ing with them. However, research 
shows that automotive aftermar-
ket customers look for different 
things in their online experience. 
These include uniform parts refer-
ence; detailed product information: 
the touch-and-feel dynamic; and 
a learning component that makes 
the face-to-face customer experi-
ence more significant. It’s these cus-
tomer expectations that make the 
online auto parts shopping experi-
ence unique, and keep brick-and-mortar stores a relevant part 
of the buying experience.

“It’s extremely important for jobbers to have an online 
presence in today’s market,” continues Thompson. “Research 
shows that even in cases when consumers ultimately pur-
chase from a brick-and-mortar location, they are highly likely 
to have begun their research on the Web. It’s critical for job-
bers to be represented in that process – certainly as impor-
tant as it was in past years to have your business listed in the 
phone book. At the very least, it can be a powerful branding 
tool, but many small and mid-size jobbers have found that it 
can also drive sales. A fully functional online store is now well 
within the budget of almost any jobber or distributor.”

Fugina adds, “It’s hard to imagine doing business today 
in almost any market without an online presence. It could 
be as simple as having a website. Websites today replace the 
hardcopy brochures and flyers of yesterday. They’re more up 
to date, pack more of a punch, reach more people, and can 
be less costly to produce.

“Taking your website to the next level by having an online 
ordering tool integrated with it can really make a huge dif-
ference for most jobbers. It not only helps keep existing cus-
tomers happy and enables sales growth with them, but it’s a 
powerful tool for attracting new customers. More than that, 
online ordering is great for reducing costs and improving 
efficiencies. Order processing is significantly streamlined 
with online ordering tools, reducing the manpower and 
overhead associated with receiving and processing orders.”

E-commerce continues to accelerate in the automotive 
aftermarket industry. New research shows that 56% of online 
automotive parts and accessories shoppers are making their 
purchases online – an 8% increase over the previous year.

The study also indicates that consumers are combining 
online and in-store channels for an “omnichannel” shopping 
experience. Omnichannel is when shoppers seamlessly shift 
between mobile, online, and in-store resources to research, 
purchase, pick up, and return their items.

The findings are from the annual What’s Driving The 
Automotive Parts Online Shopper study, which was conducted 
for UPS by comScore. The study was administered to U.S. 
online automotive parts and accessories shoppers to evaluate 
their habits from pre-purchase through post-delivery.

The UPS study reveals how shoppers have become more 
sophisticated and mobile while staying connected to their 
local auto parts retailer. Research suggests consumers want 
a seamless experience from their local auto parts supplier, 
whether a large chain or local independent, across websites 
and apps, email, and physical store locations.

According to this study, online comparison shopping 
has increased 12% since 2014, with 
95% of online automotive after-
market consumers now comparing 
products and prices before they 
buy. A majority (63%) use online 
coupons, and 52% are more like-
ly to shop with a retailer if they 
receive email offers with discounts.

Shifts in purchasing behaviour 
are also reflected in the role of the 
store. Online shoppers buying auto 
parts use ship-to-store 55% of the 
time, which is a 14% increase from 

the prior year, as part of a growing trend toward increased 
convenience and no-cost ship-to-store pricing. An additional 
10% of consumers (86%) strongly prefer to return items to a 
store compared to the prior year.

The automotive market is changing quickly, and in 
order to stay competitive jobbers must develop the ability 
to provide an excellent e-tailing experience as part of their 
normal business offering. This includes detailed product 
descriptions with good photography, shipping options with 
opportunities to pick up items at a brick-and-mortar store, a 
calculator that tallies all transactional costs, online package 
tracking and visibility, and a competitive returns policy.

“Never forget that in the online environment, ‘content is 
king.’ That means your parts information and, more specifi-
cally, the manner in which it is accessible through your web-
site, will play a huge part in delivering a positive customer 
experience. Make sure your online e-catalogue is truly best-
in-class,” advises Thompson.

“My advice to jobbers is that almost everyone has ordered 
something online by now. People are getting used to it and 
are expecting it from the suppliers they do business with; the 
status quo isn’t going to work anymore. Start with a website 
and keep it simple and easy to navigate,” advises Fugina. “It 
should have the basic stuff like contact information, location, 
business hours, and products carried. Have a good balance 
of pictures, graphics, and text. Something basic can be done 
very inexpensively and if need be can be enhanced later.”

“The next step would be to integrate an online ordering 
tool with your website. The best bang for the buck comes 
with systems that integrate the online ordering tool with a 
jobber’s in-house inventory, giving the customer real-time 
inventory and pricing and allowing a pick-ticket to be gener-

Consumers want a 

seamless experience 

from their local auto 

parts supplier.
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ated from the online order in real time. Entry-level, rudi-
mentary systems simply produce an email advice of an order, 
but require more overhead to process each order, giving up a 
lot of efficiency and providing less information to the online 
customer,” adds Fugina.

“We know that most online shoppers want immediate 
gratification in the form of comprehensive, accurate infor-
mation that is easily accessible. They are probably not going 
to give you a second chance if they can’t easily find the right 
information on your website,” explains Thompson. “In a 
physical store location, of course, customers will probably 
ask questions at the counter when, and if, they can’t find the 
answers on their own. In the online environment, they’ll 
simply go back to their search engine and try someone 
else’s online store. So, once again, having an industry lead-
ing e-catalogue is your most important selling tool. Many 
of their questions extend beyond vehicle make, model, and 
year, so once again the quality of 
your content – be it product imag-
es, technical bulletins, installation 
instructions, MSDS sheets, war-
ranty details, vehicle specifications, 
and other information – must be 
available through your e-catalogue. 

“Jobbers need to have a buying 
website,” adds Franco. “If they want 
to build their own website, that’s 
great, but get one that connects to 
their system and does online order-
ing. There are several companies like 
mine that can provide this with an 
online ordering suite for just a small 
monthly fee and transaction fee.”

“I also suggest to my jobbers that 
they not try to compete with the big 
box stores and auto stores, or any-
body selling nationwide. Jobbers 
should develop a plan to have an 
online presence for their zone, whether it’s a two- to three-
mile radius or a 20- to 30-mile radius.

They should use the concept of ‘Buy from me online and 
pick up at the store,’ or ‘Look online then come in to the 
store,’ or ‘Look online and have it delivered to you,’” explains 
Franco.

“The freight cost is really disruptive to the profit structure 
and the infrastructure to anybody that wants to think they 
can be an online provider,” adds Franco. “There’s a lot more 
cost and expense in just trying to be on the first page of 
Google Search. Then you’ve got to compete with the pricing 
that’s online, which is less then you normally sell it for. Then 
you have to be able to ship it and know where that shipment 
is and give good service to the customer and be able to take 
returns. I have seen people go broke trying to do this. If you 
are brick and mortar, just enhance your brick and mortar 
by owning your zone and market, and advertise in your area 
about how wonderful your online website service is, and you 
will enhance your sales volume.”

According to Fugina, “Traditional online automotive 
parts sales, especially wholesale, are for shops, installers, 
and dealerships, and they need real-time pricing, inventory 
availability, and fast delivery. It’s unlikely that companies 
like Amazon are going to have an immediate impact on that 

business. However, Amazon specifically is innovative and is 
now talking about delivery via drones, so who knows what 
they have up their sleeve. The lesson for the jobber is not to 
sit still, but to use the tools that are available now to create 
or improve their online presence to take advantage of this 
growing trend.

“Companies like Amazon and Rock Auto may even help 
promote the use and acceptance of online sales and help 
move the automotive aftermarket forward technologically, 
which would be a good thing,” adds Fugina.

“Both Amazon and eBay Motors have become major 
players in the parts marketplace. Any solution that offers 
increased choice and convenience will appeal to a certain 
segment of the buying public,” adds Thompson. “Will con-
sumers start sourcing their own head gaskets, catalytic con-
verters, or oxygen sensors because of these sales channels? 
Will repair providers allow consumers to purchase more 

products online and then bring 
them to their shops for installation? 
Probably in a very limited num-
ber of cases. For that reason, we 
believe the aftermarket is a much 
larger, longer-term opportunity in 
the B2B channel. Consumers will 
always need to rely on a trusted 
service provider, and that provider 
is more likely to source the corre-
sponding parts from a connected 
wholesaler via an online channel.”

Online sales have been primari-
ly targeted at DIYers or early adopt-
ers – people who can do some 
minor maintenance on their vehi-
cles or are buying accessories for 
their cars. But the larger vehicle-
owning population relies heavily 
on garages and physical retailers 
for their maintenance needs. How 

should jobbers engage these customers digitally?
Emerging business models hint at viable future scenarios. 

Currently, service aggregators such as Openbay (U.S.), 
RepairPal (U.S.), and WhoCanFixMyCar (U.K.) work some-
what like an Expedia or TripAdvisor for vehicle service, 
digitally connecting consumers with garages on the basis 
of location, needs, and estimated quotes. In the future, one 
can expect them to enable remote diagnosis of vehicles – as 
Openbay is piloting with a new app – so that the customer 
can pay online for service and parts. These websites have 
the capability of becoming parts aggregators as well with 
suppliers selling through them. They can become media-
tors between not only the customer and service centre, but 
the supplier and service centre as well, setting up their own 
closed, fully functional distribution channels.

Similarly, OEMs are looking to move their business fur-
ther downstream. For example, BMW has set up online shops 
across digital marketplaces such as eBay and TMall. Other 
OEMs aren’t far behind. General Motors recently rolled out 
prognostic capabilities through OnStar, and it may not be far 
from introducing features such as the ability to make mainte-
nance appointments from vehicles and even pay for services 
while on the go. The next decade will indeed be an exciting 
era for the aftermarket.

New research shows 

that 56% of online 

automotive parts  

and accessories 

shoppers are making 

their purchases online – 

an 8% increase over  

the previous year.
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Did you know that, according to Statistics Canada, while 51% of 
the Canadian population is female, a mere 6.4% of jobs in trades 
including the automotive aftermarket industry are held by women? 
 
The automotive aftermarket is a constantly changing, fast-paced 
industry that offers fulfilling careers and competitive salaries. It is a 
huge sector with jobs available in all segments, room for growth and 
a wide array of choices for both those who are looking to jumpstart 
an exciting career or change career paths.  
 
Women in Automotive Aftermarket 
 
The Automotive Industries Association (AIA) of Canada strongly 
believes that increasing the participation of women in the 
automotive aftermarket sector is not only good for women, but also 
good for business and we are committed to helping women succeed 
in this industry.  
 
In October 2015, AIA Canada officially announced the launch of the 
Advancing Women in Automotive Knowledge Exchange (AWAKE) 
project. The three-year project aims to promote the recruitment, 
retention and advancement of women in the automotive aftermarket 
industry across Canada. AWAKE aims to empower women who 
are already a part of, or are considering a career in the automotive 
aftermarket industry, and to encourage diversity and enrichment of 
the workplace culture to the benefit of the industry as a whole. 
 
The automotive aftermarket industry offers excellent opportunities 
for women. Enhanced career opportunities and the potential for a 
rewarding career are just some of the great reasons women should 
consider a career in the automotive aftermarket.

What are we doing?

  •  Conducting a comprehensive needs assessment including Canada-
wide focus groups, an industry survey and report.

  •  Developing strategic partnerships with technical colleges and 
school guidance counsellors.

  •  Creating opportunities for knowledge exchange by expanding the 
participation of women in advisory councils and committees. 

  •  Piloting the creation of digital resources including an online portal. 
Want to know more? Want to get involved?  Contact Us!

Requests for participation in the project, project reports and updates 
will be made available on AIA Canada’s website, www.aiacanada.com. 
You may also join the conversation on social media following the 
hashtag #awakeAIA. 
 
1-800-808-2920 • awake@aiacanada.com • #awakeAIA

Automotive Industries  
Association of Canada
180 Elgin Street, Suite 1400 
Ottawa, Ontario  K2P 2K3
Telephone: (800) 808-2920
Fax: (613) 728-6021
www.aiacanada.com 
facebook.com/aiaofcanada
Twitter @aiaofcanada

Encouraging diversity and  
enrichment of workplace culture

The AWAKE project was made possible through funding from Status of Women Canada, a federal government organization that promotes 
equality for women and their full participation in the economic, social and democratic life of Canada.
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NEW PRODUCTS

Fender Flares 
Bushwacker’s new Pocket Style fender flares for the 2015–2016 
Chevrolet Colorado pickup provide an additional 1.5-inches 
of tire coverage. This makes the flares ideal for Colorado 
trucks outfitted with wider tires, and provides a custom off-
road style. Bushwacker Pocket Style Fender Flares for the 
Chevrolet Colorado  provide a rugged, bolt-on look without 
having to drill through or cut the truck’s sheet metal. The 
flares’ extra tire coverage aids in keeping dirt and mud off 
the truck’s paint and can help ensure the vehicle complies 
with local tire-coverage laws. Made from 100% UV-protected 
Dura-Flex 2000 material, 
these durable flares wear 
an OE matte-black finish 
that won’t fade, yet are 
easily paintable. 
Bushwacker
www.bushwacker.com

1" Impact Tools
Mac Tools’ new 1" impact tools are available in inline and pistol con-
figurations. The new impact tools provide excellent power, while also 

being lightweight for less fatigue when working on heavy-duty 
jobs. The new impacts feature a forward/reverse lever loca-
tion that allows for more efficient use. The 1" inline and pistol 
impacts offer three different anvil options, including 1" square 
drive, 6" extended 1" square drive, and 6" extended spline 
drive. The impacts come equipped with a rubber bumper for 
durability, an adjustable side handle and a two-stage trigger for 
controlled use.
Mac Tools
www.mactools.ca

High Carbon Disc Brake Rotors
Hella Pagid High Carbon Disc Brake Rotors use OE specifica-
tions to provide exact fit and finish, while providing better 
material content to give customers more confidence in the 
stopping power of their vehicles. Hella Pagid High Carbon 
Rotors also deliver the maximum density per rotor possible 
for silent brake operation. The rotors also provide better heat 
transfer for a cooler running brake system, which is funda-
mental in reducing brake fade. Hella Pagid relies 
on rigorous microstructure inspections and 
specialized foundry processes to produce 
a rotor that controls the stress more 
efficiently to maintain a high level of 
friction consistency. These 
same process-
es reduce 
the risk of 
stress cracks 
and perma-
nent deforma-
tion (warping). 
Hella Pagid
www.Hella-pagid.com

EDMONTON
1-800-665-7671 

MISSISSAUGA
1-877-564-3116 

SURREY
1-877-560-0287 

WWW.CANADAWIDEPARTS.COM

CANADA’S GO-TO-GUYS FOR

AUTOMATIC TRANSMISSIONS
& PARTS!
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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!
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Buy. Sell. Employ. 
Search.

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.

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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How “Smart” Bearings 
Will Change The Way 

You Do Business
By Steve Pawlett
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Imagine a bearing that could detect prob-
lems, communicate wirelessly, and could 
take advantage of the inherent rotational 

energy to self-power the electronics.
The SKF Insight is a new bearing 

health management technology that 
uses self-powered, intelligent wireless 
sensors in the SKF bearing to provide 
instant condition monitoring data via 
the Internet. SKF Insight monitors 
such dynamic parameters as vibra-
tion, temperature, lubrication, con-
dition, and load, and informs the 
user when conditions are abnormal 
and can threaten to cause bearing 
damage. This technology is now 
undergoing trials in various proj-
ects. Traditional condition moni-
toring can detect bearing damage, 
of course; but with SKF bearing 
health management algorithms 
applied to the dynamic data, SKF 
Insight can spot the abnormal con-
ditions that cause damage and can 
take actions to prevent it. “These 
innovations are set to revolutionize 
condition monitoring for bearings, 
especially in critical machinery and 
technically challenging applications. 
SKF Insight technology will make con-
dition monitoring more widely avail-
able, especially in applications where 
it was previously impossible or impracti-
cal,” says SKF president and CEO Tom 
Johnstone. “With our integrated diagnos-
tic technology, our customers can get even 
better control over the life cycle of their 
machinery, leading to lower total costs 
with higher reliability and machinery 
uptime.” According to Alan Begg, SKF 

senior vice-president, group technol-
ogy development, “Three years ago we 
had a vision to create an integrated, 
self-powered sensor package that could 

wirelessly communicate the condition 
of a bearing at any time –  making a 

smart bearing capable of sending a mes-
sage when something happens to it.” 
Following extensive R&D work, includ-
ing miniaturizations, solving power 
generation challenges and developing 
unique packaging of sensors and elec-

tronics, the introduction of SKF Insight 
technology makes this a reality.

Miniature electronic circuits powered 
by the motion of the bearing itself 

transmit this process data via 
a wireless link; no external 

power supply (or wiring, 
for that matter) is required. 
“This means it will work in 

places that would previ-
ously have been impos-
sible. With SKF Insight, 
signals can be taken 
from anywhere, and we 

are already developing 
solutions in challenging 
applications in wind tur-

bines and steel manufac-
turing,” says Begg.

“We developed SKF 
Insight because we know 
that bearings rarely fail 

in service, under normal 
operating conditions, due 

to factors such as subsurface 
fatigue. Instead, the cause of 

failure is usually misuse or 
neglect: insufficient lubrica-
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tion, for example, or running the 
bearing under conditions outside 
those originally specified. Insight’s 
embedded sensor measures the criti-
cal parameters that cause early bear-
ing failure, such as lubricant con-
tamination or temperature, allowing 
operators to take corrective action 
while the machinery is still operating. 
The direct result is that expensive, 
disruptive failures can be prevented, 
reducing the total cost of asset owner-
ship and extending machine operat-
ing life. It also makes it simpler for 
engineers to gain a far more detailed appreciation of the 
varied causes that can affect the calculation of bearing life,” 
explains Begg. 

Tough Working Conditions 
SKF Insight also offers huge potential benefits to many 
industries like wind energy, where the cost of maintenance 
is astronomical. In some offshore wind applications, chang-
ing the main bearing on a wind turbine is so expensive that 
it undermines the business case for building the turbine in 
the first place. Used here, intelligent bearings could monitor 
loads and lubrication conditions in service, giving plenty of 
time to prevent the development of damaging process condi-
tions.

A similar solution is being developed for wheel-end bear-
ings. These critical components are normally changed at set 
intervals, regardless of their condition. SKF Insight creates 
a cost-effective way of collecting condition monitoring data 
so that service bearing life and change-out intervals are 
determined based on actual, rather than predicted, operat-
ing conditions. The ability to monitor and transmit informa-
tion on operating conditions will bring about a revolution 
in bearings in terms of maintenance planning, total cost of 
ownership, and maximizing machine efficiency. Bearings 
have long been considered the heart of rotating machinery. 
Now, by imbuing them with intelligence, SKF Insight makes 
them the brain as well. It goes beyond traditional condition 
monitoring, into what might be called “future reliability” – 
identifying potential problems before they occur, and taking 
immediate corrective action. 

Rethinking Maintenance 
SKF Insight gives maintenance engineers a powerful new 
tool to keep machinery in prime condition, giving them 
capabilities way beyond traditional condition monitoring. It 
means that maintenance can be carried out at exactly the 
right time (so-called adaptive maintenance), rather than 
being guided by a strict schedule that is unrelated to the 
actual condition of the machinery or its components. 

The intelligent wireless technology inside the bearing has 
other functions as well. The technology allows bearings to be 
configured in smart networks, which communicate via wire-
less gateways. The gateway can be local to the machine or to 
the plant. System information can be provided to the cus-
tomer for analysis using SKF @ptitude Analyst, or sent via the 
SKF cloud to a remote diagnostic centre. From here, dash-

boards and reports can be supplied 
to the plant operator, machine manu-
facturer, SKF, or any other autho-
rized person with Internet access. 
The inclusion of SKF in the list of 
recipients is an important one, as 
the firm’s deep bearing and machine 
knowledge can provide vital assis-
tance in gathering and interpreting 
the data. Because the bearings are 
self-contained, they can be used right 
in the heart of a machine, where it 
was previously impossible to embed 
sensors. This is a huge step forward in 

real-time condition-based maintenance, and provides a vastly 
improved understanding of the operating environment. 
Having such a deep knowledge of operating conditions, in 
real time, could even make it possible to upgrade a machine, 
extending its life or power rating beyond its initial specifica-
tion. “The sensors communicate through each other, and the 
wireless gateway, to create a ‘mesh network,’ providing both 
machine-wide and plant-wide information,” notes Beggs.

Monitoring Directly On The Bearing 
Prior to SKF Insight, condition monitoring techniques could 
only monitor damage after it had occurred. Now, by sensing 
directly on the bearing, SKF is able to monitor the damage 
from the first microscopic effects as it is happening; armed 
with this information, customers can take remedial action 
to reduce the reason for damage in the bearing – adding 
lubricant, mitigating transient overloads, etc. In addition, 
by monitoring the load directly on the bearing, SKF Insight 
makes it possible to measure the load the bearing actually 
experiences, rather than what it was designed for. This valu-
able information can be routed back into the design phase 
to improve both the system and bearing design. 

With SKF Insight technology integrated into bearings, 
it will be simpler and more convenient for customers to 
enter into condition-monitoring activities. Better operational 
knowledge, better maintenance planning, optimized man-
power, and spare part management will lead to lower cost of 
operations. 
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What the SKF Insight Technology Includes
Miniaturization:

Packaging of sensor technologies enables measurement of 
critical parameters such as RPM, temperature, velocity, vibration, 
load, and other features.
Self-Powered:

Using the application environment itself, smart bearings can 
generate their own power needed to operate.
Simplicity:

Intelligent wireless communication technology packaged inside 
the bearing enables it to communicate within environments where 
traditional Wi-Fi cannot operate.
Smart networks:

Communicating with each other via a wireless gateway, bear-
ings with SKF Insight form a “mesh network” and can send informa-
tion relevant to their condition for analysis.
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GLOBAL COMPLEXITIES 
TAKING ROOT

I have said often that it’s not where something is made that matters, but how it is made, 
or more accurately, how well it is made. News arising from Trans-Pacific Partnership 
negotiations have forced me to revisit my assertion.

Hurriedly signed by our former Prime Minister in the weeks leading up to the elec-
tion – with many details unreleased (and many relating to the automotive sector still to be 
worked out) – the Trans-Pacific Partnership (TPP) Free Trade Agreement would create an 
economic bloc embracing 12 countries on both sides of the Pacific: Canada, the United 
States, Mexico, Australia, Japan, New Zealand, Malaysia, Singapore, Vietnam, Chile, Peru, 
and Brunei.

With the globalization of manufacturing and the services that support it, it is rare 
indeed to find a company that does not have some part of its business conducted outside 
the borders of this country or this continent. Even companies that manufacture their 
products here often rely on far-flung companies for Web design, accounting, call centre 
support, and other discrete parts of their business. 

While these realities may seem far afield from your local dealings, they do affect you 
and your customers every day, in ways that aren’t always predictable.

The discussion takes me back to when the Canada-U.S Free Trade Agreement was still 
new. At the time, there was seemingly endless discussion about what constituted Canadian 
goods; these “rules of origin” seem simple on the surface, but as negotiations continued, 
a multitude of exceptions served to blur the lines considerably, to the point that some 
cars built in Canada were judged to be not Canadian, or not Canadian enough, and were 
blocked at the U.S. border.

As the recent negotiations regarding the TPP trade agreement have shown, rules of 
origin continue to lie at the core of controversial trade agreements.

The push that was reported earlier this year at the Hawaii round of TPP negotia-
tions for a 30% tariff-free threshold for parts and 45% for light-duty vehicles (currently 
at 62.5%), was predictably met with cries of foul by Canadian and Mexican parties, who 
offered that anything less than 50% content could prove disastrous.

Granted, the most vocal of these parties are tightly connected to the original equip-
ment parts supply chain, where the impact of such changes would likely be felt most keenly.

The potential impact on aftermarket suppliers is a bit of a question mark, though I do 
know that the Automotive Industries Association of Canada is monitoring the situation 
closely. Furthermore, as neither Taiwan nor China – where much aftermarket production 
is conducted – are part of the bloc, any direct impact may be negligible. 

Still it is important to think of TPP countries as both suppliers and markets; TPP could 
mean that competition from bloc countries increases dramatically here, or demand for 
products increases as tariffs drop in those countries, thereby making it harder to secure 
supply here. Malaysia, for example, is the third-largest vehicle producer in the region, with 
45 Tier 1 suppliers protected by a 30% tariff on imported vehicles. There is sure to be an 
impact should that barrier disappear. On the upside, TPP rules might also drive some 
companies to perform finishing work within our borders to qualify for tariff-free status. 
And it could mean all of these things for different players, as the tide of business shifts 
under the new rules.

And that should serve as a reminder that even as the complexity of fulfilling your local 
demand increases, there is a deepening, global complexity to this business – to every busi-
ness, really – and that cannot be ignored. I can’t imagine trying to go it alone. 

— Andrew Ross, Publisher aross@jobbernews.com
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