Jobber News
LORDCO RECEIVES AWARD • UNI-SELECT OPENS FIRST CORPORATE STORE

OCTOBER 2016

Serving the Automotive Aftermarket Since 1931

• IS PEAK OIL DEMAND
IN SIGHT?

Boosting belt
& hose sales

• AIR FILTER MARKET TO
GROW SIGNIFICANTLY

HOW TO UNLOCK
NEW SALES
OPPORTUNITIES

• SAFETY FEATURES SCORE
BIG WITH CUSTOMERS

HOW
CONNECTIVITY
IS SHAPING
A NEW AUTO
INDUSTRY
2nd Annual
Auto Tech Report

Ride Control
NEW TECHNOLOGIES
PUT EMPHASIS ON
REGULAR MAINTENANCE

Canada Post Canadian Publications Mail Sales Agreement No. 40063170

SIMPLIFY YOUR SHOP.
LESS INVENTORY, LESS HASSLE, MORE MARGIN.

NEW!

Sp
Specifications
0W-20 5W-20 5W-30
AP
API SN
✓
✓
✓
API SM
AP
✓
✓
✓
API SL
AP
✓
✓
✓
API SJ
AP
✓
✓
✓
ILSAC GF-5
ILS
✓
✓
✓
ILSAC GF-4
ILS
✓
✓
✓
ILSAC GF-3
ILS
✓
✓
✓
Ford WSS M2C929-A
Fo
✓
Ford WSS-M2C930-A
Fo
✓
Fo
Ford WSS-M2C945-A
✓
Ford WSS M2C946-A
Fo
✓
Chrysler MS 6395*
Ch
✓
®
GM dexos1
✓
✓
✓
*meets engine test requirements
*m
Available in bulk, drums, 60 Litre kegs, jugs and 1 Litre bottles.
Avai

Learn more
ab motor oilil andd
about
WIN great stuff!
stuff
Go to
WakefieldRewards.com

Get Magnatec working for you.
Call 1-888-CASTROL

Castrol GTX Magnatec delivers instant protection from the
moment you start. Up to 75% of engine wear occurs during
the first 20 minutes of warm up. With most car trips
lasting less than 20 minutes, Castrol GTX Magnatec’s
intelligent molecules are specifically formulated
to cling to critical engine parts, dramatically
reducing engine wear and leaving engine
components 4X smoother.*
*As tested in Sequence IVA Wear Test.

contents | october 2016 » vol. 84 no. 10

Jobber News
Serving the Automotive Aftermarket Since 1931

regular features

6 OVER THE COUNTER

20

12

COVER STORY

2nd Annual Auto Tech Report:

How connectivity is shaping
a new auto industry
The automotive industry is quickly transitioning from
infotainment to transformative technologies that will
enable “mobility as a service” to spring to life. Third-party
platforms like CarPlay and Android Auto are beginning
to emerge as OEMs explore the benefits of ADAS
(Advanced Driver Assistance Systems), V2V (Vehicle-toVehicle Communications), 5G connectivity, AI (Artificial
Intelligence), AR (Augmented Reality), driverless vehicles,
electrification, and IoT (Internet of Things).

17

14

14

28

24

Safety features score big, boosting
new-vehicle appeal

32

Twitter: Steve Pawlett (@JobberNews) |

JOBBER NEWS / OCTOBER 2016 |www.autoserviceworld.com

departments
4

UpFront
Staying in touch with
your customers

34 New Products
36 Social Media 101

Automotive air filters market to grow to
$8.62 billion by 2024

|

With drivers holding onto their
vehicles longer, jobbers can
unlock new sales opportunities
for belt and hose technologies, as
well as other related technologies,
by working with service writers to
promote more regular inspections
and replacement of those parts.

28

MARKET FEATURE | AIR FILTERS

Rising disposable income, coupled with the growth of global
automobile industry and stringent emission norms, is expected
to drive market growth over the next eight years.

MARKET FEATURE

Unlocking belt and
hose revenues

MARKET FEATURE | AUTO SALES

New vehicles equipped with safety-oriented driver-assist
features such as blind-spot monitoring and low-speed collision
avoidance rate noticeably higher in owner satisfaction than
vehicles without those features.

The total demand for liquid
hydrocarbons is playing out as
a tug of war between growth
in the petrochemical sector
and declining demand from
passenger cars.

24

MARKET FEATURE | RIDE CONTROL

Ride control maintenance crucial to today’s
emerging autonomous vehicle systems
The rapid emergence of vehicle technologies that are made
to assist drivers with maintaining control over their vehicles
and to reduce the chance of crashes is putting renewed
emphasis on ride control maintenance and replacement.

MARKET TRACKER

Is peak oil demand
in sight?

17

in this issue

Lordco receives award from RSC
Chemical Solutions; Raybestos
’69 Mustang to be awarded at
AAPEX; Avenue Motor Works joins
Automotive Distribution Network;
TPP likely to hurt Canada’s auto
sector, study says; Uni-Select
opens first Bumper-To-Bumper
corporate store; Nissan BladeGlider
makes its appearance in 2016
Olympics; Verizon eyes automotive
technology market.

Channels decoded: Part I
32
Cover image: StockFinland
StockFinland, iStockphoto
iStockphoto.com
com

37 Advertisers Index
38 Money & Management
Preparing for a due
diligence review

www.facebook.com/pages/AutoServiceWorldcom/244916465611841

3

upfront |

with steve pawlett, editor » spawlett@jobbernews.com

Jobber News

FOUNDED 1931

STAYING IN TOUCH WITH CUSTOMERS

B

y staying in touch with your customers, you turn
basic transactions into ongoing relationships. But
doing this effectively is not as easy as it sounds.
Sending an email that simply says “thinking of you,” or
something along those lines, has little meaning for the
recipient. Instead, find a reason for your communication
that benefits the other person – not you. Here are some
ways to pull that off.
Set up an alert on each customer. There are plenty
of tools to help you keep track of customers (or
competitors). Google Alerts is one; www.talkwalker.com
Set up an and www.mention.com are others. Choose one or two
alert on the of these tools and set up an alert on the person’s name,
person’s name, company name, and maybe topics of personal interest
company such as hobbies they have. Then you can reconnect
name, and with something to offer: congratulations, information
maybe topics about new competitors, trends in the industry, or sports
of personal accomplishments like a marathon, etc.
interest such
Most people aren’t comfortable asking others to
as hobbies complete LinkedIn recommendations. Instead of waiting
they have; for a customer to ask, jump in and write one for them.
then you can You will not only strengthen a connection, but you will
also get the chance to (subtly) describe your business
with something and services when you discuss how you and your
customer did business in the past.
to offer.
Or go further and be a matchmaker, and recommend
a customer’s services to another customer. If you pick the
right people, both will be grateful for the introduction.
Never forget: People tend to like, and remember, the people who like them.
Say you run into a customer and he says, “How is John’s first year of
university going?” Wow, he knows your son’s name, and you barely remember
your customer’s name, much less whether his kids are in school – or even
whether he has kids at all.
Casual meetings are great for building a more personal relationship, but you
have to be prepared. That means actually remembering something personal
about each customer.
So keep an informal database on your cellphone, or add notes to your
contacts database. Do whatever works for you. Then, before you call or email,
quickly scan your notes so you’re up to speed.
Put in the effort; it’s worth it. Memories come and go, but electronic data is
forever – and that’s how long you want your customer relationships to last.
Building customer relationships isn’t totally altruistic; you eventually want
something (like more sales). But when you’re staying in touch, forget about
what you want and focus on what you can provide.
If you’re creative, the list of things you can give – both tangible and
intangible – is endless.
Giving is the only way to establish a real connection and relationship. If you
focus solely on what you can get out of it, you will never build a long-term
relationship.
Subscribe to your customers’ blogs, use alerts to find articles they write for
other sites (or articles they’re quoted in), and leave thoughtful comments.
Your customers will greatly appreciate the support.
It takes more than just a “Thinking of you – hope you’re doing well!” email
that sounds like you’re just fishing for business. The key is to stay in touch in a
meaningful and memorable way. JN

reconnect
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LORDCO RECEIVES
AWARD FROM
RSC CHEMICAL
SOLUTIONS
Doug Coates was presented
with an award in July from Mike
Guggenheimer to celebrate RSC’s 85th
year of doing business in Canada,
and as thanks for once again being
Lordco’s number-one chemical line.
Pictured, from left to right: Kevin
McGladdery, sales agent, McGladdery
Sales and Marketing; Doug Coates, CEO,
Lordco Auto Parts; Mike Guggenheimer,
president/CEO of RSC Chemical
Solutions (Gunk), Charlotte, North
Carolina.

RAYBESTOS ’69 MUSTANG TO BE AWARDED AT AAPEX

For

more
over the
counter
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Raybestos Brakes will announce the winner of

its custom-built 1969 Mustang to one lucky auto
care industry repair or parts professional during the
Automotive Aftermarket Products Expo (AAPEX)
in Las Vegas, according to Kristin Grons, marketing
manager for Brake Parts Inc.
“Automotive service and parts professionals work
hard every day to keep their customers on the road,
so when we decided to restore an iconic muscle
car like the 1969 Mustang, we knew it should go to
someone who knows cars and has made a career in
the auto care industry,” says Grons.

The iconic Raybestos ’69 Mustang is currently
travelling throughout North America before making
its way to Las Vegas, where it will be awarded to
the lucky winner on November 2, during AAPEX.
Painted in classic colours and striping that are true
to the time, the classic muscle car features a new
Ford Coyote engine similar to the one found in the
modern Boss 302. Schwartz Performance installed
its famous “G-Machine” bolt-in chassis and an offthe-shelf performance disc brake upgrade package,
using Raybestos components and Element3 brake
pads with Enhanced Hybrid Technology (EHT).

AVENUE MOTOR WORKS JOINS AUTOMOTIVE
DISTRIBUTION NETWORK
The Automotive Distribution Network continues to expand throughout North America with the recent

signing of Toronto, Ontario-based Avenue Motor Works Inc. into membership under the Auto Pride brand.
“Avenue Motor Works is a first-rate family-owned operation and a welcome addition to the Network as
an Auto Pride member,” says Auto Pride director Cora Roark. “This latest signing extends the Auto Pride
footprint through upper Toronto and the surrounding areas.”
Founded with a single location in Toronto in 1993 by president John Bosschaert, Avenue Motor Works
has since expanded to more than 40,000 square feet of warehouse space in six Ontario distribution and
retail locations, in Barrie, Bradford, Newmarket, Orangeville, Stouffville, and Woodbridge.
As a new Auto Pride member, Avenue Motor Works plans to utilize the Network’s buying power to further
enhance its inventory and overall customer service, as part of the company’s commitment to provide the
right part, at the right time, at the right price.
“Together with Auto Pride, Avenue Motor Products will be adding several high-quality, prominent lines
from the United States in the near future as we continue to expand and strive to provide superior service,”
says Deanna Bosschaert-Gruhl, CFO and manager of promotions/special events. “Auto Pride and the
Network have an excellent reputation as a buying group, and we’re looking forward to years of success
together.”
www.autoserviceworld.com | JOBBER NEWS / OCTOBER 2016

over the counter |
TPP LIKELY TO HURT CANADA’S AUTO SECTOR,
STUDY SAYS

“

The elimination
of a 3.1% U.S.
duty on auto
parts imported
from outside
North America
will eliminate
a competitive
advantage
Canadian parts
makers enjoyed
under NAFTA.

”

deal will have negative consequences
for the auto sector in Canada, an
analysis of the automotive measures
in the agreement says.
Those provisions will cause
reductions in vehicle production
and employment, according to the
study. It was written for the Canadian
Centre for Policy Alternatives by
John Holmes, professor emeritus
of geography at Queen’s University
in Kingston, and Jeffrey Carey, a
research fellow in the Automotive
Policy Research Centre at McMaster
University in Hamilton.
The agreement, which Parliament
has yet to ratify, contains changes
in tariffs, rules of origin, and content
requirements that would open the
North American vehicle and parts
markets to increased competition
from countries whose automotive
exports now face tariff barriers, and
to shipments from low-cost countries that currently
export little or nothing to North America.
The report says automakers assembling
vehicles in North American free-trade agreement
countries will be able to substitute parts from
low-cost countries for parts currently produced
and sourced from within NAFTA countries and
still quality for tariff-free shipment of the vehicles
within North America.
“This would have an obvious impact on
production and employment in the Canadian auto
parts industry in Canada,” the report says.
The elimination of a 3.1% U.S. duty on auto
parts imported from outside North America will
eliminate a competitive advantage Canadian parts
makers enjoyed under NAFTA, which permits dutyfree shipments of parts among the United States,
Canada, and Mexico.
The deal is likely to be positive for large
Canadian auto parts makers with global operations
that can expand to low-cost countries, the paper
says. But that is not the case for smaller parts
companies. “In general, the further back along the
supply chain the parts supplier is from the vehicle
assembler, the greater the risk that the supplier will
lose a preferential advantage currently enjoyed
under NAFTA.”

Follow us
on Twitter.
8

Another key change is the elimination of
Canada’s 6.1% duty on vehicles imported from
Japan. It will be gone after a five-year period,
but U.S. tariffs on Japan-built passenger cars and
trucks – 2.5% and 25% respectively – will not be
cut until year 20 after ratification in the case of
cars, and year 30 for trucks.
That is likely to mean new Japanese autoassembly investment will be directed to the United
States, the authors argue, because Japan-based
companies could export to Canada duty-free from
Japan while still facing tariffs to ship to the U.S.
market.
Ford Motor Co. of Canada Ltd. president Dianne
Craig has told the federal government the tariff on
complete vehicles should be eliminated on the
same schedule as the U.S. reductions.
The elimination of tariffs by other countries that
sign the TPP will not lead to a significant increase
in vehicle exports from Canada, Craig told a House
of Commons committee in March.
David Worts, executive director of the Japan
Automobile Manufacturers Association of Canada,
has said a reduction in tariffs on Japan-built
vehicles imported into Canada could lead to lower
prices for vehicles.

Get AutoServiceWorld.com news and more by following
JobberNews on Twitter.
www.autoserviceworld.com | JOBBER NEWS / OCTOBER 2016
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UNI-SELECT OPENS FIRST BUMPER-TO-BUMPER
CORPORATE STORE
Uni-Select Inc. has
officially opened its first

Uni-Select Inc. has ofﬁcially
opened its ﬁrst corporate
store in Rivière-du-Loup,
Quebec, under its new
“Bumper to Bumper –
Canada’s Parts People”
branding.
Left to right: Frank
Marateo, Ben Michaud,
Gino Gagné, Roberto
Denis, and André Dolbec.
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corporate store in Rivièredu-Loup, Quebec, under its
new “Bumper to Bumper –
Canada’s Parts People”
branding.
Uni-Select is rebranding
all of its corporate stores
under the Bumper to
Bumper banner.
The official colours of
the Bumper to Bumper
corporate stores are red
and black, and the unique
in-store design incorporates
the local history of each location by including a
picture of the previous owner.
“Most of the corporate stores that we will open
will come from acquisitions from local store
owners who have been around for years and are
well known in their community, so we want
to ensure that we keep that local history for
each store,” explains Ben Michaud, manager of
corporate stores in Quebec.
In the Canadian Prairies, there are currently over
100 independent customer Bumper to Bumper
locations, most of which will be re-imaged with the
new Bumper to Bumper brand over time. In addition, the Bumper to Bumper brand will be available to its 1,150 independent wholesalers across
Canada, which expands the brand’s presence
nationally. The brand will provide a higher level of
product consistency as well as enhanced merchandising, marketing, and advertising programs.
“We are currently in the process of installing a
new software program to improve the efficiency
of our interaction with our customers. We want to
provide the best service possible to our customers,”
adds Michaud. “When a call comes in for parts,
the counterperson will have the customer instantly
popping up on their screen, enabling them to have
up-to-date information on that customer so they
can provide that personal touch.”
“We have developed a new interior layout
and look to our stores as well. When an installer
comes into our store, they will feel like they are in
a garage,” explains Michaud. “There will be one
section in the store where there will be a wall of
tool boxes full of tools. In addition, there will be a
compressor set up with all the heavy equipment as
well for them to see.
“We will have a 12,000-square-foot showroom
here in Rivière-du-Loup. Our corporate store
showroom sizes will vary from store to store,
from 3,000 and 2,000 square feet to 12,000 feet,
depending on the location. The corporate

stores will also feature a large central area for
the counterpeople, because this is where the
knowledge is,” adds Michaud.
The launch of a new national look will create
a national synergy and identity, consistent from
coast to coast. “Bumper to Bumper is not just about
an image; it is everything that Uni-Select stands
for: the quality of its products and the customer
experience,” says Michaud.
Uni-Select has a 75-bench training centre in
Boucherville, Quebec, and two mobile training
units and four full-time technical trainers on staff,
as well as a comprehensive training offering across
Canada, providing training for technicians, jobbers,
and Uni-Select employees.
“We can provide ABS training or diesel
training for installers, for instance, and we can
modify these courses for our counter staff so
they better understand how these systems work.
This technical knowledge enables them to better
understand a customer’s needs and provide more
knowledgeable service.”
Bumper to Bumper also offers auto parts
distributors a broad range of solutions. The
Bumper to Bumper banner is a turnkey program for
wholesalers looking for complete program support,
a strong brand image and a very aggressive go-tomarket approach. The Auto Parts Plus store brand
also remains an important part of Uni-Select’s
strategy supporting those independent customers
who prefer a menu-driven approach.
The Bumper to Bumper name has considerable
history in Canada. Bumper to Bumper was
introduced to the Canadian automotive aftermarket
in 1977 with its first two stores. Over the years,
the brand presence expanded to the Prairies and
entered the Uni-Select fold in 2006. Today, over 100
auto parts stores operate in Western Canada under
the Bumper to Bumper banner.
The new logo features a strong and clean word
mark. Bumper to Bumper is complemented by an
icon that represents two bumpers coming together
from front to back, thereby illustrating Uni-Select’s
commitment to covering all parts for a wide range
of vehicles.
“We are Canada’s Parts People, and this new
image will help us communicate the message that
we value our Canadian roots and values,” adds
Michaud.
“This is the next step in the evolution in
supporting our long-time independent customers
across the country by building a national brand
supported by our national distribution network. We
are better positioned than ever to be the leader in
the automotive aftermarket from coast to coast,”
adds Henry Buckley, president and chief executive
officer of Uni-Select.
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IS PEAK

he total demand for liquid hydrocarbons is playing out as a tug of war
between growth in the petrochemical sector, and declining demand from passenger cars, according to a recent report by
McKinsey & Company.
According to the report, petrochemical
feedstock will drive 70% of the growth in
demand for liquid hydrocarbons through
2035. Demand for liquids, excluding chemicals, will peak and flatten by 2025 because
of a decline in demand from light vehicles.
The petrochemicals demand will drive the
growth of light end products, a large share
of which are not made from crude oil.
McKinsey identified six key points:
Growth in global energy demand will
decelerate to 0.7% per year through
2050, a rate 30% slower than previously
forecast.
Emerging and developing countries
will drive all growth in energy
demand, while European and North
American demand will decline.
Chemicals will grow at more than
double the rate of total energy
demand, while light-vehicle demand will
peak around 2023.
Demand for electricity will outpace
demand for other energy sources by

1
2
3
4
14

demand
in sight?
more than two to one. Solar and wind
will represent almost 80% of net added
capacity and 34% of generation by 2050.
Fossil fuels will still dominate the total
energy mix through 2050, but their
share of total energy will decline to 74%
from 82%. While gas is a relative winner
(growing at almost twice the rate of total
energy demand), coal will peak by 2025,
and oil demand growth will flatten to 0.4%.
Energy-related carbon dioxide
emissions will flatten and start to
decline around 2035 as a result of the
transformation of light vehicles (i.e., more
efficient combustion engines and more
electric vehicles on the roads), and the

5
6

strong shift to wind and solar in power
generation.
The industry’s traditional rule of thumb
is that chemicals demand grows at 1.3
to 1.4 times the rate of GDP. Globally,
McKinsey sees this relationship changing,
especially as mature markets reach a
saturation point for plastics. According to
the report, markets such as Germany and
Japan are clearly declining in per-capita
plastics demand. As a result, McKinsey
sees chemicals demand growing at
only 1.2 times GDP in the short term,
from a global perspective. In the long
term, that growth will decline to match
the GDP growth rate. Two elements

www.autoserviceworld.com | JOBBER NEWS / OCTOBER 2016
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could transform chemicals demand
further: plastics recycling and plasticpackaging efficiency. “If we imagine that
global plastics recycling improves from
today’s 8% rate to 20% in 2035, and that
plastic packaging use declines by 5%,
demand for liquid hydrocarbons driven
by chemicals could be approximately
2.5 million barrels per day below our
business-as-usual case,” says the report.
Light Vehicle Growth
McKinsey’s latest automotive consensus
suggests that by 2030, electric vehicles
(including hybrids and battery-powered
plug-in vehicles) could represent close
to 50% of new cars sold in China, the
European Union, and the United States –
and about 30% globally. Also, for the first
time, McKinsey’s business-as-usual case
includes autonomous-vehicle adoption
and car sharing. If the market penetration
of electric, autonomous, and shared
vehicles accelerates, oil demand driven
by light vehicles could be approximately
three million barrels lower in 2035 than
assumed in the business-as-usual case.
Together, this accelerated adoption
of light-vehicle technologies and the
adjustment of plastics demand could
reduce 2035 oil demand by nearly six
million barrels per day. An important
result is that oil demand will peak around
2030, at fewer than 100 million barrels per
day, in this scenario.
Underlying these outcomes, the
McKinsey Global Institute (MGI) sees
reduced macroeconomic growth for the
coming decades, including changes to
the structure of growth.
“The global population is aging. By
2050, about 25% of the population
of developed economies, including
China, will be 65 or older – this means
a lower proportion of workers in the
total population. This relatively shrinking
labour force will lead to a global
macroeconomic downshift.” Assuming
current trends continue, with no
unexpected uptick in productivity, MGI
expects growth in GDP to be 40% lower
during the next 50 years compared with
the previous half-century.
Additionally, the structure of GDP

“

McKinsey’s latest automotive consensus suggests
that by 2030, electric vehicles could represent close
to 50% of new cars sold in China, the European Union,
and the United States – and about 30% globally.

”

growth is shifting toward services. MGI’s
latest research suggests that China, today’s
second-largest energy consumer, is shifting
its economy from heavy industry to services to keep growing. At the same time,
the surge of energy-intensive industrialization that we have seen in China during the
past decades will likely not be replicated
elsewhere. That means a greater share
of global GDP will be driven by services,
which are less energy-intensive.
The energy intensity of GDP growth is
declining further as a result of structural
shifts at the individual-sector level. For
example, during the past 35 years, internal
combustion engines in passenger cars
have become approximately 20% more
efficient. The industry expects another 40%
improvement in efficiency through 2035.
Accounting for all sectors of the economy,
the energy intensity of global growth will
fall by 50% through 2050.

The downgrading of the energy-demand
outlook has material implications for
investments, including decisions being
made today.
McKinsey states, “This is our businessas-usual case, which has significant sensitivities. For example, it would be affected
by changes in GDP growth. Oil prices
could decline, which could increase
demand, thereby affecting the overall
demand outlook. Acceleration of technology development and adoption could
alter the economics of alternatives (for
example, lower electric-vehicle-battery
prices). Individuals and businesses could
change their behaviours (for instance,
making residences more energy-efficient).
Changes in policies and regulations could
realign incentives for suppliers and consumers (such as carbon taxation). We
will deepen our analyses on all of these
issues in the coming months.” JN

Why Aren’t More Oil Companies Going Out Of Business?
Oil executives have learned from their experience of previous price swings, and
many have hedged prices. McKinsey looked at a sample of 25 U.S. explorationand-production (E&P) companies, and saw that around 30% of production
was hedged through 2015 and about 15% was hedged through 2016. This gives
companies time to wait out the cycle. Cancelling projects and cutting capital
investment will also help many stay afloat. Investors, for their part, have proved
willing to bet that prices will not stay low forever, and have injected both debt
and equity into the sector. There has been a great deal of bottom-fishing,
particularly from private equity. Between November 2014 and September 2015,
North American E&P companies issued more than $23 billion in equity, and an
estimated $20 billion of asset sales has been injected into the system over the
same period, according to the Oil & Gas Financial Journal.
That said, there are only so many tools in the kit, and most have been used. Debt in
many energy companies is trading below par, and prolonged low prices will certainly
begin to drive some players into bankruptcy – sooner rather than later. “At $40 a
barrel, the U.S. industry doesn’t work,” Steven Woods of Moody’s told the Financial
Times. “Companies can’t earn an adequate return on capital.” And in fact, there have
been some notable bankruptcies of late. At $50 a barrel, there is more breathing
room, but companies with weak balance sheets remain vulnerable, and a number
have missed payments, filed for bankruptcy, or publicly warned of bankruptcy.
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has to be central in their thinking about
ride control is that the only way today’s
vehicles can operate properly – especially
those that use advanced computer
controls to make thousands of adjustments
to the vehicle’s handling and to its ride
control system – is if the ride control
system as a whole is operating at optimal
parameters.
Think about it this way: If a shock,
strut, or coil spring is worn, the vehicle’s
electronic controls will not be able to
perform their job properly, because they
are working with a ride control system
that is itself not operating properly. If
components are worn, the vehicle will
have diminished control and cannot stop
properly, regardless of how advanced the
computer controls operating them are. A
vehicle’s advanced electronics and crash
avoidance systems are only as good as the
ride control system they operate with. If
a part, or several parts, in the ride control
system are worn, that will impact how well
the crash avoidance system will operate.
“Should a crash avoidance event occur
while you have worn parts, and it causes
an oversteer or an understeer, the coil
springs are expanding or contracting
too rapidly because of worn struts.
Commands are being sent to components
that cannot properly react, and so you are
going to have a system that is not going
to be as effective in providing the crash
avoidance capabilities the advanced
electronics and controls are supposed to
provide,” says McGovern.
This is why jobbers must put an
emphasis on having service writers and
shop technicians sell maintenance of

ride control systems. Tenneco’s Boyle
says that, while ride control replacement
rates have been fairly flat for an extended
period, “We believe the industry can
grow the category by implementing
formal inspection and recommendation
practices at the repair shop level. Millions
of vehicles are candidates for thorough
ride control inspections, and possibly,
replacement of badly worn units.”
Boyle adds that Tenneco has for some
time been working to help shops incorporate fast and simple processes covering
inspection and replacement of worn ride
control units. “Shocks and struts sustain
abuse over the course of their service
lives, and they often do lose their effectiveness over time. When this occurs, the
vehicle’s steering, stopping, and stability –
and ultimately the driver’s safety – can be
affected. This is why the Motorists Assurance Agency recommends inspection of
shocks and struts at 80,000 kilometres. The
key to increasing your ride control sales
is to encourage formal inspection and to
communicate the importance of replacing
worn units to the consumer. You can’t get
a sale if you don’t identify the need and
ask for the work. That’s what we need to
do across the industry.”
Makers of ride control technologies
stress that jobbers need to emphasize
much more that shops inspect the whole
ride control system. Too often, shops will
focus on a single part that shows signs of
wear and neglect to examine the other
parts in the system. And jobbers need to
do a better job educating service writers
and technicians to use the maintenance
and replacement of other parts and

systems connected to ride control as an
opportunity to promote the inspection
and maintenance of ride control.
Take the example of a brake job.
When a service writer places an order
for a brake pad, caliper, or rotor, the
jobber counter staff should use this as
an opportunity to ask the service writer
to have the technician inspect the ride
control system. Why? KYB’s McGovern
says that the brake job is only going to
be as effective as the ride control system
that brake pad or rotor is placed on. If
the ride control system has reached its
recommended change interval or has
worn parts, and the system or parts are
not replaced, the effectiveness of the new
brake pad and rotor will be diminished.
The reason is that the ride control system
is not functioning at its optimal efficiency.
And that will have an impact on braking
and stopping distance.
“Let’s take a shop that believes it does
fantastic brake work,” McGovern says.
“Let’s say they did a thousand-dollar
brake job on my vehicle, used the finest
parts available. But before I write that
cheque, I will ask one question: Does
this mean my vehicle will stop within the
vehicle’s design parameters every time
I apply the brakes? You will likely get
a pause. The reason is that brakes are
only one part of a ride control system.
Stopping is not just a measurement
of how effective the brakes are, but a
measurement of all of ride control. So
by just selling brakes, you are doing the
vehicle owner a disservice, because
you have probably left behind very old
shocks, struts, and springs. JN

The LuK DMF prevents damages
solid flywheels might cause.
The LuK Dual Mass Flywheel (DMF) is individually
fine-tuned for every type of car. Solid flywheels
simply cannot provide the same degree of
individuality. Therefore, the risks of using solid
flywheels are numerous – from increased wear
of engine mounts through gearbox failure to
damaged crankshafts.
Don’t gamble – stay with the original LuK DMF!

Don’t risk it!
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Further information:
www.repxpert.ca
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Install confidence.

Give them peace of mind that lives up to the highest
standards. Yours. Install the confidence of trusted
performance with Elite® by Continental belts
and hose, and recommend replacement before
it becomes a repair. With a track record
of proven results for more than a century,
we make it our priority to keep your
customers on the road. Just like you.

Learn how you can install confidence at continental-elite.com

The Elite® by Continental line offers a full range of premium belts, hose and
accessories engineered for perfect OE form, fit and function on all makes and models.
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he automotive industry is quickly transitioning from infotainment to transformative technologies that will enable Mobility as a Service to
spring to life. Third-party platforms like CarPlay
and Android Auto are beginning to emerge as
OEMs explore the benefits of ADAS (Advanced
Driver Assistance Systems), V2X (Vehicle-toVehicle Communications), 5G connectivity,
AI (Artificial Intelligence), AR (Augmented
Reality), driverless vehicles, electrification, and
IoT (Internet of Things).
OEMs are focusing on car-to-cloud vehicle
sensor data crowdsourcing for traffic, parking,
weather and map services and cloud-to-car overthe-air updates for life cycle and cyber security
management. Commercial vehicle technology is
also evolving from aftermarket fleet telematics to
embedded connectivity, active safety and ADAS,
platooning and ultimately, autonomous trucks.
We are now beginning to see bits and pieces
of what the so-called connected car will look
like: a fully digitized vehicle with Wi-Fi; advanced
infotainment systems and apps; vehicle-to-vehicle
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communications that let cars on the road “talk” to
each other, exchanging basic safety data such as
speed and position; real-time location services and
routing based on traffic conditions; and networked
Web links that facilitate vehicle diagnostics and
repairs.
The intelligent car has moved from the drawing
board to the streets in short order. As an obvious
precursor to the autonomous vehicle, the
intelligent car will give drivers a taste of the
experience of relinquishing control of a vehicle,
with such functions as self-braking, self-parking,
automatic cruise control based on road conditions,
automatic accident-avoidance features, computeroperated power steering, and electric parking
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HOW
CONNECTIVITY
IS SHAPING
A NEW AUTO
INDUSTRY

2nd Annual Auto Tech Report

brakes, as well as electronic throttles and engine
control.
While the idea of fully autonomous vehicles may
still be a bit too futuristic for much of the driving
public to embrace, automakers are well on their
way to producing driverless cars.
This is an exciting period of transformation and
these new developments represent enormous
opportunities for all aspects of the auto industry.
OEMs must navigate the challenges of designing,
manufacturing, and upgrading traditional
powertrain models while staking a claim in
emerging technologies and improved customer
experiences. The aftermarket must also adapt
to these changing technologies and embrace
new methods of customer service and parts
management.
A New Era of Personal Transportation
Connected and intelligent cars are just beginning
to make inroads in the auto industry, and already
they are having a powerful impact on the way
automakers are adjusting organizationally.

Companies are envisioning a far different future
than could have been imagined a decade or so
ago. Two very separate worlds are now melding
in order to design and develop these cars: the
traditional automotive company and the software
industry. These two industries bring conflicting
cultures, product development models, and
business operations. For example, car companies
design their products once, in a painstaking fiveyear-long development cycle. Software companies
like to fail and fix in a rapid product development
process.

“

Connected and intelligent cars
are just beginning to make inroads
in the auto industry, and already
they are having a powerful impact
on the way automakers are
adjusting organizationally.
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Although many people are drawn to
shiny new technology and assume that
electric vehicles and flying cars represent
the most likely future transportation,
the reality is much different: Not only
will autonomous cars be a tough sell,
but traditional powertrains and internal
combustion engines are more than likely
to be the predominant type of vehicle
on the road for decades to come, says
Strategy&, PwC’s strategy consulting group,
in their 2016 Auto Industry Trends Report.
Newer vehicles will be distinguished
primarily by their innovative technology

involving both assisted driving and global
connectivity. In a recent study, 56% of
new car buyers said they would switch
to a different brand if the one they were
considering didn’t offer the technology
and features they wanted. Similarly, 48%
of car buyers said they would walk away
from a vehicle they liked if the technology
was difficult to use.
The technology necessary to make
connected and intelligent cars – Web
networking, sensors, and software –
is not in the traditional wheelhouse
for most automobile makers. That

Augmented Reality
WILL REDEFINE MOTORING
Augmented and virtual reality (AR and VR) automotive applications will
redefine the driving and ownership experience, turning it into a safer, seamless
and intuitive activity. Specifically, AR heads-up displays (HUDs) will allow
advanced autonomous operation by painting 3D navigation instructions onto
road geometry, highlighting moving obstacles such as crossing pedestrians,
and enhancing driver awareness of, and trust in, autonomous operation. By
2025, more than 15 million AR HUDs will ship, with more than 11 million to be
embedded, according to ABI Research.
“Automotive OEMs need to address technological challenges before AR HUDs
hit the mainstream market,” says Dominique Bonte, managing director at
ABI Research. “These include how to capture and interpret road geometry
through computing intensive sensor fusion, precise vehicle positioning,
laser projection, driver monitoring via inward facing cameras, and designing
sophisticated algorithms to generate precise augmentation content in the
viewing field of the driver.”
Car OEMs exploring AR interfaces include Faraday Future, Ford, Hyundai, JLR,
and PSA. Suppliers include Continental and its subsidiary Elektrobit, as well as
Denso and WayRay.
AR automotive technology extends beyond HUDs, with other use cases
including AR manuals, which Audi and Ford recently launched, and seethrough applications that combine vehicle-to-vehicle (V2V) communications
with AR and future 5G low latency broadband connectivity to enhance driver
visibility.
Car OEMs such as Mercedes-Benz and Volvo, in cooperation with Microsoft
and HoloLens, are exploring VR automotive applications through virtual presales experiences to boost online vehicle sales business models. Faraday
Future is also using VR, but to design vehicles, saving costs in building
prototypes and accelerating time to market.
Despite the advantages of both AR and VR technology, with automotive OEMs
expecting augmented reality applications to transform vehicle manufacturing
and maintenance processes, AR HUDs run the risk of cognitive overload
caused by displaying location-based advertising messages or any other type
of secondary, infotainment information.
“It will be critical to use AR sparingly, in a minimalistic way, and only to
display relevant, contextual information when needed to improve the driver’s
perception of the road environment and reducing response times,” says Bonte.
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shortcoming is an open invitation to
high-tech companies such as Apple
and Google, which are making moves
to develop the technology to “own”
critical components of the networking,
autonomous, and communications
capabilities of automobiles. The
increasing presence in the auto industry
of technology firms cannot be ignored
by OEMs. These companies will likely
prove to be a very strong influence on
the OEMs in the coming years because of
their skills. They are adept at seamlessly
connecting components to create
networks valued by consumers for the
information, entertainment, efficiencies,
and experiences they deliver.
Stricter regulations
Even as automakers focus on upgrading
the transportation and mobility features
of their vehicles, stricter fuel economy
regulations are closing in. By 2025, for
example, automaker fleets in Europe and
the U.S. will have to average upward of
60 miles per gallon (25.5 kilometres per
litre), a goal that becomes more difficult
if oil prices remain low, stoking consumer
interest in popular larger, less-efficient
vehicles like pickups and SUVs. Meeting
these standards will require step-change
improvements, not incremental ones. And
considering the short time frame, many
of these advances will have to be applied
to the traditional internal combustion
engine and powertrain. Indeed, experts
believe that petroleum-based vehicle fuel
economy can be improved by as much
as 75% with combustion breakthroughs
focused on maximizing engine efficiency
and minimizing the formation of
emissions within engine cylinders;
exhaust after-treatment technologies
that further reduce emissions; and the
recovery of energy from waste heat.
In addition to improving overall
powertrain performance, automakers
will have to take risks in product
development, a trend that we are already
witnessing. For example, in 2014, Ford
replaced the steel in its popular and
highly profitable F-series truck with
aluminum in order to reduce weight and
enhance fuel efficiency, a move that
could have scared off customers who
believed that the lighter material was less
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“

While the idea of fully autonomous
vehicles may still a bit too futuristic for
much of the driving public to embrace,
automakers are well on their way to
producing driverless cars.

”

rugged. So far, this approach has paid off.
The 2015 F-150 had the best mileage of
any gasoline pickup and held its position
(by a large margin) as the best-selling
vehicle of any kind in the U.S.
Honda is taking a similar chance with
its recent adoption of continuously
variable transmissions (CVTs) across
the bulk of its car lineup. Instead of
cycling through fixed gears, these
transmissions operate on pulleys that
constantly adjust gear ratios to provide
optimal performance in transferring
power to the automobile’s wheels. CVT
technology delivers much better fuel
economy because it eliminates inherent
inefficiencies in fixed-gear transmissions
that result in wasted energy. However,
customers are not sold on CVTs yet; some
complain that these cars are listless,
especially during acceleration, because
they lack the rhythmic higher revs and
forward movement felt during traditional
transmission up-shifting.
Other automakers, including BMW,
Mazda, and Fiat Chrysler, are attempting
to meet stricter fuel economy standards
through a combination of improved
aerodynamics, better performance using
turbo engines, and lighter manufacturing
materials, among other tactics. JN

4XDOLW\%XLOWstruts are
quickly becoming the choice
of installers. Product that fits
the first time. Restoring the
vehicle ride and customer
confidence. Each and every
component must meet strict
tolerances and perform to
match the vehicles performance requirement.

5G to Unify
Connectivity
Technology for
Future Cars
By 2025, 67 million automotive
5G vehicle subscriptions will be
active – three million of which
will be low latency connections
mainly deployed in autonomous
and driverless cars. 5G will unify
connectivity in autonomous vehicles,
enabling broadband multimedia
streaming, cloud services for
vehicle lifecycle management,
the capturing and uploading of
huge volumes of sensor data, and
cooperative mobility through V2X
(vehicle-to-vehicle and vehicle-toinfrastructure) communication.
“V2X is a key requirement for the
connected and autonomous vehicle
of the future,” says Dominique
Bonte, managing director and
vice president at ABI Research.
“It is closely linked to the concept
of cooperative mobility, allowing
vehicles to exchange both status
and event information with each
other via reliable, low-latency
communication technologies. With
it, vehicles can be proactive and
capture and share critical events
happening locally with each other,
ultimately ensuring safer driving
practices.”
But for V2X to become a reality,
the automotive and transportation
industries must first expand the
scope and relevance of 5G cellular
connectivity. ABI Research expects
this to dramatically increase
through 2025, allowing connectivity
providers to bring more valueadded services to the table and
better position themselves in the
automotive ecosystem. From there,
new business models will emerge
and ultimately more closely align the
automotive and telecom industries.
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Manufactured for the North
American market, and distributed from our Canadian warehouse .4XDOLW\%XLOWmeans
more than just our name.
Give us a call today, or visit our
website, and discover how we
can help grow your sales.
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www.qbainternational.com
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UNLOCKING

W

ith drivers holding onto their
vehicles longer, jobbers can
unlock new sales opportunities for belt
and hose technologies, as well as other
related technologies, by working with
service writers to promote more regular
inspections and replacement of those
parts.
A consistent trend over the last several
years has been the increasing age
of vehicles on the road across North
America. A report published in 2015 by
IHS Automotive finds that the average
age of vehicles on the road in the United
States is 11.5 years. In Canada, a similar
trend is seen, with the average age of
vehicles in Canada similar to what it is
in the United States. An interesting side
note to this trend can be found in a
story published by The Chronicle Herald
in November 2011, citing a DesRosiers
Automotive Consultants’ report that found
“a 20% increase over the past five years in
24

the number of vehicles on the road that
are 16 years or older.”
This trend of drivers holding onto
their vehicles longer is advantageous
for jobbers. It means many of these
vehicles will be in need of belt and
hose replacement, along with other
components involved in the cooling
systems and other systems run by belts.
Looks Can Be Deceiving
The greatest challenge jobbers face in
looking to increase sales of belts and
hoses is that most technicians today still
rely on a visual inspection to see if it’s
time to change them. Technicians will

“

look to see if a belt is cracked or missing
chunks of material, or if a hose is showing
signs of cracking or a conspicuous bulge.
This was a fine way to check belts and
hoses designed over a decade ago. Today’s
belts and hoses, however, are made from
materials that not only last longer, but will
not show visible signs of wear. So potential
sales of replacement belts or hoses are
being missed, because the traditional
signs that it’s time to change a belt or
replace a hose are not going to be there to
tip off the technician.
“Modern belts are made of a durable
synthetic rubber known as ethylene
propylene diene monomer (EPDM), which

When selling belts and hoses, counter staff have an
excellent opportunity to increase store sales.

”

– BRIAN WHEELER, CORPORATE MARKETING AND
COMMUNICATIONS MANAGER, DAYCO
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belt
REVENUES

BY TOM VENETIS

hose

“

Regardless of
the better EPDM
material, mileage
and age are big
factors in belt wear,
and belts will [still]
wear down and lose
performance.

”

– TOM LEE, AUTOMOTIVE
MARKETING MANAGER,
CONTINENTAL CONTITECH

lasts longer and performs much better
than previous belts of a decade ago made
of neoprene,” says Continental Contitech
automotive marketing manager Tom Lee.
“But regardless of the better material,
mileage and age are big factors in belt
wear, and belts will wear down and lose
performance. EPDM belts resist cracking
because of their increased elasticity, and
can run as long as 160,000 kilometres with
no visible cracks. But wear may not be so
obvious, nor will signs of imminent failure.”
Jay Swope, Dayco’s regional commercial
centre manager of belt technology, agrees
that today’s EPDM belts have significantly
extended the life of belts compared to
older neoprene belts. But today’s new belts
are a challenge for service writers and
technicians to properly diagnose. Service
writers and technicians who still rely on
a visual inspection are missing an opportunity to replace a belt before it fails; and
that impacts the bottom line for the jobber,
who misses the opportunity to provide a
higher-quality aftermarket replacement.
“Yes, EPDM compounds have extended
the life of the product significantly as
compared to the older neoprene-based
compounds,” Swope continues.“Because

of this, the failure mode of rib cracking
has drastically been reduced to the point
that it is not typically the primary failure
mode of an accessory belt. With the
extended life of the accessory belt, the
failure mode that should now be the focus
is in the area of rib wear. Just like a tire, the
rib rubber will wear over time as it rotates
in and out of the accessory pulleys.”
Hoses also should not be inspected
just on a visual level alone, as doing so
will cause the technician to miss where
problems actually occur with new hose
technologies.
“Motorists are holding on to their
cars longer, and in spite of advanced
materials and new technologies, parts
are eventually wearing out or degrading,”
says David Hirschhorn, brand director at
CRP Automotive.“This is especially true of
cooling hoses. While the hoses are tougher
and more resilient, the thermoplastic parts
used in the connectors are not holding
up as well. Many European carmakers
use thermoplastic quick connectors on
the coolant hose ends because they
are easier to install on the assembly
line. However, this procedure does
not translate well to the aftermarket
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and creates added service issues. Over
time, the connectors tend to become
brittle and crack when exposed to high
temperatures. These connections are
typically sealed with a single O-ring
and are prone to leak if removed and
reinstalled. As a result, the entire hose
assembly needs to be replaced, even if
the hose is still in good shape.”
Gates Canada Inc. director of marketing
Randy Chupka says jobbers need to
educate service writers and technicians
on what to look for to find signs of wear
or imminent failure on hoses. More sales
of quality aftermarket hoses can’t be
made to service shops if jobbers don’t
tell them what to look for and when
to replace that worn hose. Tell service
writers and technicians that waiting for
visible signs of problems with a hose is
waiting too long, he says, especially as
failures begin on the inside of the hose.
However, Chupka continues, “Microcracks in the interior tube of the hose
[are] unnoticeable from the exterior until
coolant penetrates the tube and creates
bubbles in the outer cover.”
“Branched hoses (hoses with
connections for multiple hoses to stem off
the main hoses) are now very common,”
continues Chupka. “Also, hoses with
quick connects are common on today’s
vehicles. These hoses have similar
failure modes, plus frequently fail at the
connection to the plastic components
within the hose, where heat makes the
components become brittle and crack.”
How To Increase Sales
If jobbers want to make and increase
sales of aftermarket belts and hoses,
the first thing to do is get shops to
make inspection and replacement of
belts and hoses a regular part of their
service routine. In fact, many makers of
aftermarket belts and hose technologies
even suggest a regular replacement
regime when a vehicle hits a certain
number of kilometres, regardless of
whether there are signs of wear.
continues on page 27
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“

Market studies have shown most failures occur
at about 150,000 kilometres. Thus it is recommended
that hoses be inspected at 100,000 kilometres and
replaced at the 150,000-kilometre interval.

”

– RANDY CHUPKA, DIRECTOR OF MARKETING, GATES CANADA INC.

“Market studies have shown most
failures occur at about 150,000
kilometres. Thus it is recommended that
hoses be inspected at 100,000 kilometres
and replaced at the 150,000-kilometre
interval,” Chupka says.
“Belt and hose sales are very
lucrative add-on sales opportunities for
counter and service technicians,” says
Continental’s Lee. “While a belt or hose
may run 160,000 kilometres, many fail
way before that point, due to duty cycle,
climate, general heat and oil conditions,
or age, regardless of mileage.”
In fact, by encouraging regular
inspections and replacements of belts
and hoses, jobbers will also open up
other sales opportunities as well.
“Instead of trying to sell just a hose
or a belt, jobbers should look for much
broader opportunities and think ‘system
change/service,’” says CRP’s Hirschhorn.
“This brings the other components
involved in the system into the equation.
Jobbers should be promoting and selling
these additional parts. For example,
when an accessory drive belt needs to
be replaced at the appropriate interval,
other important parts of the drive system
such as tensioners and idlers should be
replaced as well. These parts also have
the same 100,000 kilometres of wear on
them. The same advice holds true for
coolant hoses. Jobbers should encourage
service technicians to check the entire
cooling system, from thermostat to water
pump to expansion tank. The amount of
additional labour will not be significant
when compared to the time it will take
for the overall repair, but it will ensure
the vehicle won’t have a breakdown or
worse before the next service. Thinking in
the ‘bigger picture’ of system service will
help keep profits up for jobbers and their
technician customers.”

Dayco corporate marketing and
communications manager Brian Wheeler
agrees that jobbers can increase profits in
the belt and hose category by insisting on
the inspection and replacement of other
components that are operated by the belt
or are part of the cooling system. “When
selling belts and hoses, counter staff have
an excellent opportunity to increase store
sales. Suggesting the replacement of belt
tensioners and/or pulleys while replacing
the belt will help ensure a properly
functioning belt drive system. Alternators
work hand in hand with serpentine belts,

as the belt must be removed to replace
the alternator. When a customer needs
an alternator, a new belt should certainly
be recommended.”
“The cooling system is just that, a
system, and should be treated as such,”
adds Gates’ Chupka.“All the components
are manufactured with a similar
lifespan. If one hose fails, the others
are soon to follow, unless it’s a unique
instance, so replacement of all hoses
is recommended. Furthermore, other
cooling system components, such as
the water pump, thermostat, radiator/
reservoir cap, clamps, etc., are all parts
of the system and should be inspected
at the same time, if not replaced. These
components could be the cause of the
hose failure, or at the very least, have
experienced similar wear, meaning they
too may soon be failing.” JN
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BY STEVE PAWLETT

SAFETY
FEATURES
SCORE BIG,
BOOSTING
NEW-VEHICLE

appeal
ew vehicles equipped with safetyoriented driver-assist features, such
as blind spot monitoring and low-speed
collision avoidance, rate noticeably
higher in owner satisfaction than vehicles
without those features, according to
the J.D. Power 2016 U.S. Automotive
Performance, Execution and Layout
(APEAL) Study. Overall APEAL scores are
higher among the 41% of owners whose
vehicles have blind spot monitoring than
among those whose vehicles lack it (821
vs. 787, respectively, on a 1,000-point
scale). Similarly, APEAL scores are higher
among the 30% of owners whose vehicles
have collision-avoidance technology than
among those whose vehicles don’t have it
(828 vs. 790).
“Technology-enabled safety features
help drivers feel more comfortable and
confident while driving their vehicles,”
says J.D. Power vice-president of U.S.
automotive quality Renee Stephens.
“These features are also ‘gateway
technologies’ to autonomous driving
capabilities, so the continued level
of consumer interest in them will
be a critical metric to watch as the
industry evolves toward including more
automation in new vehicles.”
28

The overall industry APEAL score
improves by three points to 801,
compared with 798 in the 2015 U.S.
APEAL Study. In 2016, 22 of the 30 all-new
or major redesigned models included
in the study score higher than their
respective segment average. Over the past
10 years, newly launched models have
scored an average of 29 index points
higher than their segment average.
“The key to successful models is to
launch with very high appeal and limit the
decline that often comes in subsequent
years,” says Stephens. “As automakers
continue to add more content, including
advanced technologies, to their vehicles,
one key way to maintain appeal is
to design technology that is easily
upgradable and intuitive. Intuitive designs
never go out of style. For example, for
infotainment systems, intuitive design
may mean simplification: bigger buttons,

“

bigger screens, and menus that are laid
out in a manner that is easy for the driver
to understand.”
Nine of the 10 categories measured
in the study improve in 2016, with
Fuel Economy posting the largest gain:
up 14 points year over year. Audio/
Communication/Entertainment/
Navigation (ACEN) and Visibility and
Safety gain 6 and 4 points, respectively.
However, factory-installed navigation
systems remain a challenge for vehicle
owners. Two of the lowest-rated vehicle
attributes are related to the navigation
system: Usefulness of the navigation
features and Ease of using the vehicle’s
navigation system. Engine/Transmission
is the only category to decline (down 1
point this year). A decline in Transmission
smoothness when shifting is the objection
most often noted.

The key to successful models is to launch
with very high appeal and limit the decline that
often comes in subsequent years.

”

– RENEE STEPHENS, VICE-PRESIDENT OF U.S. AUTOMOTIVE QUALITY, J.D. POWER
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Consumer Tips
Based on the study, J.D. Power offers
the following tips:

• Take notice of any dramatic increases
or declines in satisfaction scores for
certain models, especially those that
have been redesigned. A model you
may have dismissed in the past due
to a shortcoming in one particular
area may now meet or even exceed
your expectations in that area.

• Pay attention to the speciﬁc likes
and dislikes of owners of new
models. Perhaps you’ll pinpoint a
particular feature you want on your
next new vehicle.

• Look for noticeable increases or
declines in satisfaction scores in
various categories (such as Fuel
Economy or ACEN). For example,
a model you may have previously
dismissed due to poor fuel economy
may have improved drastically in that
area. Likewise, a model with a lower
ACEN score may be a warning sign.
The 2016 U.S. APEAL Study is based
on responses gathered from February
through May 2016 from more than
80,000 purchasers and lessees of new
2016 model-year cars and light trucks,
surveyed after 90 days of ownership.

30

90%

“

The latest study finds that
of owners
whose vehicles have average or above-average
APEAL scores (801 or higher), and who report no
problems with their vehicle in the first 90 days
of ownership, say they “definitely will” recommend
their vehicle to others.

”

Loyalty Is Key
The latest study finds that 90% of owners
whose vehicles have average or aboveaverage APEAL scores (801 or higher) and
who report no problems with their vehicle
in the first 90 days of ownership say they
“definitely will” recommend their vehicle
to others. Among owners whose vehicle
has low APEAL scores (800 or lower),
even when their vehicle is problem-free,
advocacy drops to 64%. Among those
who report one or more problems with
their vehicle, only 49% say they “definitely
will” recommend that vehicle to others.
Among all brands included in the
study, Porsche ranks highest in overall
APEAL for a 12th consecutive year, with
an index score of 877. BMW ranks second
with 859; Jaguar and Mercedes-Benz tie
for third at 852; and Land Rover, Lexus,
and Lincoln rank fifth, tied at 843. Among
Non-Premium brands, Volkswagen ranks

highest with a score of 809. Following
Volkswagen are Mini (808); Kia (807);
Ford and Ram in a tie (803); and
GMC (802).
General Motors receives six segmentlevel APEAL awards, followed by Hyundai
Motor Company with five and BMW AG
and Volkswagen AG with four each.
Nissan Motor Company and Toyota Motor
Corp. each have two models that rank
highest in their respective segments.
Daimler AG and Land Rover Jaguar
Limited also receive one segment award
apiece. (For a complete listing of segment
award recipients, go to: http://www.
jdpower.com/cars/awards. JN
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WITH
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market feature | air filters

BY STEVE PAWLETT

AUTOMOTIVE
AIR FILTERS
MARKET TO
GROW TO

8.62
BILLION
$

BY 2024

he global automotive air filter market
is expected to reach $US8.62 billion
by 2024, according to a new report by
Grand View Research, Inc. Rising disposable income, coupled with the growth of
the global automobile industry and stringent emission norms, is expected to drive
market growth over the next eight years.
The global automotive air filter market
is estimated to witness a high growth
owing to rising automobile production
along with rapid industrialization and
urbanization. Stringent emissions control
regulations are expected to add to this
market growth.
The aftermarket is expected to have the
highest growth, with an estimated CAGR of
8.9%. Favourable regulations, and growing
awareness among consumers regarding
frequent changing of filter systems in the
automobile to maintain engine life and
proper cabin air, are expected to benefit
the aftermarket for automotive air filters.
Growing disposable income in
developing regions such as Asia Pacific
and the Middle East is presumed to also
drive growth. Economies such as those of
India and China are projected to foster
brisk growth and lead their regional
markets. However, volatile raw materials
cost is presumed to hamper this industry
growth. An increase in electric vehicle
production is also estimated to hinder
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“

Favourable regulations, and growing awareness
among consumers regarding frequent changing of
filter systems in the automobile to maintain engine
life and proper cabin air, are expected to benefit the
aftermarket for automotive air filters.

”

market growth to some extent.
Favourable regulations such as EU and
EEA member states’ emission standards,
which include Euro VI petrol and diesel
norms, govern light and commercial
passenger vehicle emissions and are
anticipated to have a positive impact on
automotive air filter demand in engine
components.
Cabin filters emerged as the leading
product segment and accounted for 51.6%
of total market revenue in 2015. Cabin
filters are expected to continue to grow at
a rapid pace, with an estimated CAGR of
9.1% from 2016 to 2024. This growth can be
attributed to favourable emissions control
regulations and consumer concerns
concerning a safe car environment.
The passenger car application segment
dominated automotive air filter demand,
accounting for over 50% of the total
market in 2015. Increasing demand in the
automobile industry, coupled with rapid
automobile production, is also expected
to benefit the overall filter demand.

In 2015, aftermarket segment in end use
had the highest penetration in the automotive air filters market, with over 70% of
the total. This trend is expected to continue
over the next eight years. Rising disposable
income across emerging nations is estimated to favour market growth.
Asia Pacific had the highest regional
market penetration in 2015, and
accounted for over 45% of global demand.
Increasing automobile production in
India, China, Thailand, and Indonesia is
expected to drive the regional market over
the forecast period. JN
Key market participants include AC Delco
Inc., Affinia Group Inc., Denso Corporation,
Hollingsworth & Vose Co. Inc., Mann+Hummel,
Roki Co. Ltd., Donaldson Company Inc., K&N
Engineering Inc., Robert Bosch GmbH, Ahlstrom
Corporation, Sogefi S.p.A, Neenah Paper Inc.,
Clarcor Inc., Parker Hannifin Corp., Freudenberg
& Co. Kg, Lydall Inc.,Toyota Boshoku
Corporation, Cummins Inc., Hengst GMBH & Co.
Kg, Mahle GmbH, and Valeo S.A.
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new products |

Special edition
Steampunk spray gun

Cardone 2016
Service Dealer
Guide
Wagner expands application coverage
Wagner has expanded its application coverage
on 464 brake rotor, drum and hydraulic part
numbers. Enhanced rotor coverage is attributed
to 84 premium Wagner E-Shield brake rotors
covering more than 41 million vehicles in
operation (VIO). Wagner E-Shield protective
coating technology is designed to prevent
unsightly corrosion and inhibits the rotor from
corroding to the hub, providing easier removal of
the rotor for service. With these part numbers,
exclusive Wagner E-Shield premium rotors
represent 98% of the brand’s rotor sales. The
coverage expansion includes enhancements to
324 Wagner brake hydraulic part numbers with
combined coverage of more than 90 million
registered vehicles. These part numbers include
179 hydraulic hose part numbers, 100 master
cylinders, and dozens of disc brake hardware
kits, clutch master and slave cylinders, parking
brake shoes and cables, and drum brake wheel
cylinders. The company has also expanded its line
of Wagner brake pads to an additional 4.2 million
registered, late-model vehicles.
Federal Mogul Motorparts
www.wagnerbrake.com

Carter introduces new part numbers
Carter Fuel Systems has introduced 12 new
part numbers covering a series of model year
applications ranging from 2005-15. Extending
coverage to reach 6.2 million additional passenger
vehicles, the new part numbers include seven
high pressure gasoline direct injection (GDI)
mechanical fuel pumps and ﬁve fuel pump
module assemblies.
Carter Fuel Systems
www.carterfuelsystems.com
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Cardone has launched
its 2016 “Solutions
from the Bench”
Service Dealer
Guide, featuring new
product solutions
and installation tip
videos designed to
make technicians’
lives easier. New
products include a
mix of brand-new
and remanufactured
products, such as air
suspension products,
auxiliary coolant
pumps, performance
brake kits, auxiliary
coolant pumps,
variable valve timing
solenoids, diesel
particulate ﬁlters, drive
axle assemblies, high
intensity discharge
(HID) ballasts and
turbochargers.
Also featured in the
video gallery are
ﬁve short installation
“tips and tricks”
videos. Some topics
include electronic
throttle body relearn
procedures, proper
installation of power
steering pump pulleys,
and preventing wiper
motor water intrusion.
Cardone
www.cardone.com

DeVilbiss Automotive Reﬁnishing
has introduced a special edition
Tekna ProLite spray gun. The new
Tekna ProLite Special Edition Steampunk
Spray Gun brings the ﬂair of the Steampunk
world to the performance and control offered
by the standard Tekna ProLite. Tekna ProLite
Special Edition Steampunk guns come with
1.2, 1.3 & 1.4mm ﬂuid tips, TE10 & TE20 air caps,
a disposable cup adapter, HAV-555 digital gauge,
spray gun wrench, and colour ID rings. Each kit
also contains a card with a promo code for the
painter to redeem for a free T-shirt. The new
Tekna ProLite Special Edition Steampunk Spray
Guns are now available for order in the United
States and Canada.
Devilbiss Automotive Reﬁnishing
www.autoreﬁnishdevilbiss.com

2016 VDO TPMS parts
catalogue
Continental Commercial
Vehicles & Aftermarket
has released its new 2016
VDO TPMS Replacement
Parts Program catalogue.
In addition to the latest
application validations
for VDO Redi-Sensor Multi-Application TPMS
sensors and VDO TPMS OE sensors and service
kits, the catalogue features an application section
and an illustrated Buyer’s Guide with individual
listings for Redi-Sensor multi-application sensors,
OE sensor assemblies and service kits. Also
included are torque speciﬁcations, installation
tips, service kit guide, make/model index, OE
cross reference, Redi-Sensor cross reference and
product information and contact information. The
new catalogue showcases the latest application
validations for the VDO Redi-Sensor MultiApplication TPMS Sensor Service Solution. RediSensor SE10002A increases coverage for over 3
million additional vehicles, while fully retaining all
of the applications of SE10002. Overall, the VDO
Redi-Sensor program now covers over 89 million
vehicles and the coverage keeps growing daily.
Continental
www.redi-sensor.com
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social media 101 | brake technology

Which platforms should you be on?
(PART I)

O

nce you’ve decided to develop a social media presence
for your company, choosing which platforms on which to
open a profile can seem overwhelming; each platform has its
own unique advantages and disadvantages. You certainly don’t
want to miss out on being a part of a hot new social media trend,
but you don’t want to waste precious time and resources on a
profile that no one else is checking.
In this issue and next, we’ll outline the major social media
platforms in use today along with their strengths and weaknesses
for business use, and make a few suggestions about how to make
the most of your presence on them.
Facebook
Facebook isn’t the oldest of the social media in use, but it’s far
and away the most successful, with over 1.7 billion followers
(as of June 2016). It’s the greatest all-purpose platform there is
for announcements, commentary, stats, videos, and all kinds
of customer interaction. If you’re going to have a social media
presence, you really need to start here.
It’s important to note that Facebook draws a very clear line
between personal profiles, where you post pictures of your
grandkids and share funny cat videos, and Facebook pages,
which are reserved for business or promotional purposes. In fact,
Facebook is quite strict about forbidding users to sell or actively
promote products or services on personal profiles, and they
monitor traffic quite closely to watch for violators.
Think of a Facebook page as the business equivalent of a
profile. Pages are different from profiles in that they contain
useful tools such as analytics, custom tabs, and a range of
advertising-friendly tools. It’s easy to set up a page: click “Create
Page” on the home menu, and you’re in.
Pros: Excellent for reaching and maintaining communications with large numbers of followers; great analytics
capability, with tools for targeting feeds and organizing how and
to whom you post; can be monetized through advertising.
Cons: Because it’s so ubiquitous, you could get lost in the
crowd if you don’t promote your page to followers and
update it regularly. Also, Facebook uses algorithms that manipulate its news feed that are not user-controllable, which can sometimes be unpredictable.
36

LinkedIn
What Facebook is to personal connections, LinkedIn is to
business connections. It’s especially useful for career changes or
recruiting personnel, but it’s growing exponentially as a way of
connecting and sharing with business peers, even if you’re not
hiring or thinking of switching jobs.
LinkedIn is very good as a kind of electronic billboard for
your company, listing company vital statistics, mission statement,
personnel, contact info, etc. One useful tool is its ability to create
subpages, called Showcase Pages, which can highlight particular
aspects of your company, such as product releases, testimonials,
charity work, tutorial videos, or whatever you like. In this way, it’s
almost like a streamlined version of a website.
LinkedIn also has its own powerful analytics tools, allowing
you to see at a glance how many users have visited your page,
what fields they’re in, and other sorts of information. It’s also
great for launching or joining open discussion forums and
keeping in touch with colleagues.
Pros: With 450 million+ users, it’s the next most powerful
business-oriented social network after Facebook, and a
presence on LinkedIn is almost as crucial these days. It’s the
closest thing there is to an electronic “water cooler” for business
discussions on the Net.
Cons: Simply doesn’t have the same reach or dedicated
users as Facebook; one survey found that while the
450-million-followers figure is impressive, fewer than 25% had
visited in the past month.
Twitter
With its 140-character limit for messaging, Twitter is handsdown the fastest way to spread a thought or an idea via the
Internet. News outlets discovered its value early on for getting
breaking news out immediately, even where other forms of
communication could be hazardous or impossible. The Miracle
on the Hudson and the Boston Marathon bombing were first
revealed to the world through eyewitness tweets.
You may not always need to get your message out to followers
quite so urgently, but it’s still the easiest way to post content,
photos, and even videos. It’s also great for keeping customers
updated on the latest news from your business, such as new
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