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2017 
Counterperson 
of the Year
GETTING YOU 
EVERYTHING  
YOU NEED 

Barry Murray of APD 
in Calgary seems to 
have a unique knack 
for tracking down any 
part for a customer, no 
matter how odd the 
request may be. That, 
combined with his 
experience and friendly, 
helpful demeanor, 
makes him an obvious 
choice for the award. 
Oh, and he has a pretty 
cool hobby as well.
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vehicles, allowing you and your team to 
work more effi  ciently. Not only are they 
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CUSTOMER RELATIONSHIPS.



JOBBER NEWS / NOVEMBER 2017 | www.autoserviceworld.com 5

TAKING CARE OF THE DETAILS

leading off  |  with adam malik, editor  »  adam@newcom.ca

Association of
Business  Publishers
205 East 42nd Street
New York, NY 10017

Jobber News
FOUNDED 1931

ISSN 0021-7050
Online 1923-3477

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

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

Jobber News is published by Newcom Business 
Media Inc. All rights reserved. Printed in Canada. 
The contents of this publication may not be 
reproduced or transmitted in any form, either in 
part or full, including photocopying and recording, 
without the written consent of the copyright 
owner. Nor may any part of this publication be 
stored in a retrieval system of any nature without 
prior consent.

Canada Post Canadian Publications Mail Sales 
Product Agreement No. 40063170

“Return Postage Guaranteed” Send change 
of address notices, undeliverable copies and 
subscription orders to: Circulation Dept., Jobber 
News, 80 Valleybrook Drive, Toronto, ON  M3B 2S9

Jobber News Magazine (ISSN#0021-7050) is 
published monthly by Newcom Business Media 
Inc., 80 Valleybrook Drive, Toronto, ON  M3B 2S9

From time to time we make our subscription list 
available to select companies and organizations 
whose product or service may interest you. If you 
do not wish your contact information to be made 
available, please contact us.

Editor | Adam Malik  
(416) 510-6763 
E-Mail: adam@newcom.ca

Contributing Editor | Martha Uniacke Breen 
E-Mail: mubreen@sympatico.ca

Contributing Writers | Mark Borkowski,  
Bob Greenwood, Geoff Kirbyson, Donalee Moulton

Art Director | Barbara Burrows

Managing Director, Auto Div. & National Sales 

Kathryn Swan (416) 510-5221 
E-Mail: kathryn@newcom.ca

National Sales | Juan Diez 
(416) 510-5203   
E-Mail: juan@newcom.ca

Quebec & Eastern Canada Sales Director 
Denis Arsenault, (514) 947-7228 
E-Mail: denis@newcom.ca

Advertising Production Manager, Print/Digital 
Alicia Lerma (416) 442-5600 ext. 3588 
E-Mail: alicia@newcom.ca

Print Production Manager | Phyllis Wright  
(416) 510-6786

Circulation Manager | Lilianna Kantor  
(416) 614-5815 
E-Mail: lily@newcom.ca

Jobber News is Canada’s longest-established 
publication serving the distribution segment 
of the Canadian automotive aftermarket. 
It is specifically directed to warehouse 
distributors, wholesalers, machine shops,  
and national accounts.

B
ack in my younger days, I worked the counter of the 

paint department at a big box retailer.

Customers would need help from co-ordinating 

colours to knowing which paint or stain would work best to 

getting the right caulking to seal their bathtub. And I’d get 

off-the-wall requests once in a while, like the one guy who 

wanted to use a simple household glue to adhere a body kit 

to his car. 

Don’t worry, I told him to go to the nearest auto parts store 

to get the right stuff.

I was a kid back then, not even 20 years old when I started. 

It was a part time job during school and I enjoyed it. It was 

fun to help people who were frantically trying to stop their 

shower from leaking, needing a colour adjusted because they 

didn’t like their original choice or wanted to put the finishing 

touches on their home renovation. 

They were depending on me to help them solve their 

problem and it was cool to be part of that process. Saying 

“I hope I never see you again,” was my tongue-in-cheek 

way of telling the customer that I had just given them the 

solution they were searching for and they wouldn’t need to 

come back. That was my goal whenever I interacted with a 

customer: I never wanted to see them again, at least not for 

that issue.

And that’s what it was all about – providing peace of mind 

by finding a solution to the customer’s problem. I got them 

what they needed so they didn’t have to worry anymore. 

So when I talk to parts counter staff, I’m always interested 

in knowing what goes on in their minds when they’re taking calls from service shops 

or getting a walk-in client who needs help figuring out what they need. What questions 

are you asking, what’s your thought process and how do you figure out the right 

solution? I always learn something when I talk to you.

Barry Murray of APD in Calgary was a runaway choice for our annual Counterperson 

of the Year Award. When I spoke to his customers or colleagues, they all raved about 

how he manages to go above and beyond for his customers. A lot of it has to do with 

experience and institutional knowledge, but there is a lesson everyone can take from 

Murray the next time a customer calls or walks in to your parts store for help.

It’s about taking care of the little things, such as keeping your promises. Murray 

makes sure he calls people back, for example, when he tells them that he will. 

Of course, not all counterpeople will have the knack for finding obscure parts and 

answering the out-of-left-field questions, but taking care of basic needs goes a long way 

for the customer. When you do, that turns a regular customer into a loyal one. And 

Murray has a lot of them for a reason. 

When I think back to my younger self, I wonder how much better I could have been 

if I had taken a page out of Murray’s book in dealing with customers, going the extra 

mile and taking pride in my job. Not to say I didn’t, but I definitely could have done 

better in all of those areas. 

Chances are, you can as well.   JN
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not all 

counterpeople 
will have 

the knack 
for finding 

obscure 
parts and 

answering the 
out-of-left-field 
questions, but 
taking care of 

basic needs 
goes a long 
way for the 

customer. 

Chairman and Founder | Jim Glionna 

President | Joe Glionna

Vice President, Publishing | Melissa Summerfield

CFO | Peter Fryters

Director of Circulation | Pat Glionna



6 www.autoserviceworld.com | JOBBER NEWS / NOVEMBER 2017

over the counter  |  

U.S. BILL MEANS AUTONOMOUS CARS COULD COME SOONER
The federal government in the United States has been given the authority to exempt automakers from 

safety standards that are not applicable to autonomous vehicles.

The U.S. House of Representatives vote can speed up the introduction of self-driving cars and permits 

the deployment of up to 100,000 autonomous vehicles each year for the next several years. 

State and local officials opposed to the bill argue that it commandeers their authority, giving the federal 

government sole authority to regulate vehicle design and performance. However, the states would still 

determine whether or not autonomous cars were allowed on their roads.

Automakers, on the other hand, complained that a patchwork of laws that have been recently passed by 

some states will hamper the deployment of self-driving cars.   ■JN

Warm weather but a tricky sky welcomed attend-

ees of Bestbuy Distributors’ annual Buy & Sell 

event in Bermuda from Sept. 17-20. 

Shareholders from across Canada and vendors 

from around North America took part in the three-

day event, complete with a day of golf and a 

dinner party in between two days of meetings at 

the Fairmont Southampton, an oceanfront hotel 

on the Atlantic island. It was the second time the 

group has been to Bermuda, having been there in 

September 2015 as well. 

Members and vendors gathered first for the 

welcome reception which overlooked one of the 

country’s many bays. The next day, golfers battled 

interesting winds and a short rain delay, but still 

managed to get 18 holes in for the annual golf tour-

nament at Port Royal Golf Course, which included 

breathtaking views of the Atlantic Ocean. It was 

all in support of The Hospital for Sick Children 

Toronto. 

Non-golfers enjoyed a charity day tour of the 

BERMUDA PLAYS HOST TO BESTBUY BUY & SELL

historic Gosling’s Rum factory complete with a 

rum tasting, followed by lunch at  celebrity chef 

restaurant Marcus’ at the Hamilton Princess & 

Beach Club. 

Money raised through raffles and golf sponsor-

ship from both events will be presented to SickKids 

at Bestbuy’s annual general meeting in March 2018. 

Bestbuy shareholders and suppliers have raised 

more than $775,000 for the hospital’s Family Heart 

Centre to date.

With a day of meetings behind them, attendees 

enjoyed a group dinner at the hotel, highlighted 

with live music entertainment. After another day of 

meetings, the Buy & Sell wrapped up.

“Buy & Sell Bermuda was a great success,” said 

Jeff Van de Sande, president of Bestbuy Distribu-

tors. “The feedback from our members and ven-

dors present was very positive, as the group really 

enjoys our unique three-day format.”

Next year’s Buy & Sell location will be 

announced at the March AGM.   ■JN

1. Jeff Van de Sande, 
right, and Gary Allen, 

of OEM Forecast, 
dressed in traditional 

Bermuda business 
attire for the group 

dinner. 

2. Douglas Squires, 
Bestbuy Distributors 

chairman and chief 
executive officer, 

welcomed attendees to 
the Buy & Sell event. 

3. Vendors and 
shareholders were 

greeted at Bestbuy’s 
Buy & Sell welcome 

reception on the 
Great Sound Lawn 

at the Fairmont 
Southampton in 

Bermuda.

1 2 3



Follow us on  
       Twitter 

Get AutoServiceWorld.com news  
and more by following @JobberNews  
on Twitter.

Despite some weather that had 

participants drying off at the end of 

the day, members of the automotive 

aftermarket turned out to raise 

$10,000 at the AIA Ontario Division 

Golf Tournament. 

Money raised will go to the High 

Five for Kids Foundation, which 

provides grants to charities that 

benefit children and youth, such 

as the Stollery Children’s Hospital 

Foundation in Edmonton and Sun 

Fund for Kids in Manitoba.

Golfers were treated to a 

barbeque lunch before hitting the 

course at Eagle Ridge Golf Club in 

Georgetown, Ont., about an hour 

northwest of Toronto. During the 

dinner portion, prizes were awarded 

through a raffle and 50/50 draw, 

which was donated back to the 

foundation by the winner, Khal Abu Dagga of 

Hamilton Discount Parts.

In addition, the Vast-Auto Distribution team also 

held their golf tournament and pulled in another 

$10,000 for High Fives for Kids.    ■JN

ONTARIO GOLFERS RAISE MONEY FOR KIDS
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From left, Andy Murphy, vice president – sales, market-

ing and purchasing at Bestbuy Distributors, and orga-

nizer of the day’s golf tournament, and Joe Mercanti, 

national sales manager at Worldpac, and AIA Ontario 

Division chairman.

One of the largest independent automotive parts distributors in Alberta has been 

acquired by Uni-Select.

The Quebec-based company announced in September that it has acquired Dash Distributors, a 25-year-

old auto parts business with four locations and 49 sales and service professionals around the Edmonton 

area. Dash was previously a member of a different buying group.

“Dash has a well established track record of superior customer service and product availability and 

we are very pleased to welcome them to Uni-Select,” said Brent Windom, president and chief operating 

officer of Uni-Select’s Canadian Automotive Group in a statement announcing the deal.

Dash provides services and products to a customer base that includes auto dealerships and 

independent garages, according to the news release.

“With this acquisition, we now have 54 corporate stores under the Bumper to Bumper banner 

complementing our very solid network of independent jobber customers,” Henry Buckley, Uni-Select’s 

president and chief executive officer, said in the announcement. 

The company also announced an acquisition through its U.K. subsidiary. The Parts Alliance bought 

Blackburn Brakes Holding Limited, the owner of BBC Superfactors.

The company is a vehicle parts distributor in Lancashire, a region in the U.K.’s northwest, just outside 

of Liverpool and Manchester. BBC has served the area for more than 30 years, Uni-Select said in an 

announcement, with seven locations currently in the area.    ■JN

UNI-SELECT ACQUIRES DASH DISTRIBUTORS
DYSON  
THE 
NEWEST 
PLAYER 
IN E-CAR 
MARKET
Another major player 

has thrown its hat in 

the ring to build an 

electric car. 

Dyson Ltd., the  

British company best 

known for its vacuum 

cleaners, is working 

on building an electric 

car. The company said 

to expect its launch in 

2020.

Dyson founder 

and chief engineer 

James Dyson recently 

e-mailed staff, inform-

ing them that he has a 

team of 400 engineers 

and others working on 

developing the vehicle. 

He said the company 

is starting from scratch 

and that “what we’re 

doing is quite radical.”

He said he’s putting 

US$2.4 billion into the 

project but wouldn’t 

release details about 

the vehicle, citing the 

amount of competition 

in the auto industry 

and simply said that 

customers will have to 

“wait and see.”

The company also 

recently hired Tesla’s 

ex-communications 

lead, Ricardo Reyes, 

to be its new chief 

spokesperson. 

Dyson has been  

dabbling in the vehicle 

technology world since 

1990. Back then, its 

engineers designed a 

filter that could trap 

diesel pollutants. In 

2015, it acquired a 

Michigan-based battery 

technology company.
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BE THE FIRST!

Check it out!  Available now... on a computer near you!

Further information:
www.repxpert.ca

Introducing the latest in service from Schaeffler...  
the REPXPERT quarterly eNewsletter.  Be the first 
to know about the latest product, training or 
installation content available from Schaeffler.  

Sign up for free and start receiving your copy today!

A $2 billion deal has been made that will see Genuine Auto Parts Company acquire Alliance Automotive 

Group, headquartered in London, England.

AAG is a European distributor of vehicle parts, tools and workshop equipment. The acquisition includes 

the repayment of AAG’s outstanding debt upon closing.

The deal is expected to close before the end of the year. It still faces customary closing conditions and 

regulatory approval.

The move puts GPC – of which UAP in Canada is a subsidiary – in a strong position for automotive 

parts distribution across many European markets. AAG is the second largest parts distributor in Europe, 

focusing on light and commercial vehicle replacement parts. It has 7,500 employees over 1,800 stores and 

partners across France, Germany and the United Kingdom.

“We are excited to combine with AAG and enter the European markets with critical scale and a leading 

market position in the automotive aftermarket,” said Paul Donahue, Genuine Parts Company’s president 

and chief executive officer in a statement.

He also touted AAG’s culture and history as being similar to GPC, which will help to make the deal a 

good fit for all involved.

The deal will be accomplished with about $2 billion of debt financing.   ■JN

GENUINE 
PARTS 

COMPANY 
ACQUIRES 
EUROPE’S 
ALLIANCE 

AUTOMOTIVE 
GROUP

GREENER ELECTRICITY  
CUTTING EMISSIONS OF E-CARS

All signs to the future 
point toward electric 

vehicles. These green 

options will reduce 

pollution as vehicles 

won’t have harmful 

emissions, proponents 

say.

However, naysayers argue that electric vehicles 

come with their own set of emission problems, 

namely the pollution caused by power plants to 

supply the electricity these vehicles will consume.

A new study, however, has come out in the 

United Kingdom that shows how green technology 

being used in electricity generation will carry over 

into electric vehicle emissions.

Drax, a U.K. energy producer, and Imperial 

College London produced the Electric Insights 

report that evaluated electricity generation over 

a three-month period and compared the data to 

previous date ranges to illustrate the impact on 

electric vehicles.

“For example, producing the electricity to 

charge a Tesla Model S back in 2012 would have 

created 124g of carbon per km driven,” the report 

said. “Nowadays emissions from charging the 

same car have halved to 74g per km driven in 

winter and just 41g per km in summer – thanks to 

the decarbonisation of electricity generation in  

the UK.”

Other electric vehicles like the Nissan Leaf went 

from emitting 97g of carbon per km in the winter 

of 2012-2013 to 32g during the summer of this year. 

It would be expected that as technology 

develops for greener energy generation that those 

numbers would continue to fall.   ■JN

The Nissan Leaf 
went from emitting 

97g of carbon per 
km in the winter of 

2012-2013 to 32g 
during the summer 

of this year
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As a global leader in OE brake systems, 
ATE delivers leading-edge technology and 
unmatched quality. Now, the aftermarket 
once again has access to the brand that  
has set the standard for brakes in Europe 
and around the globe.

www.ate-na.com

ATE – A Trademark of the Continental Corporation

Precision  
engineered.  
ATE brakes.

Back on blacktop.

Visit us at AAPEX Booth 2626

HALF OF CANADIANS TRUST AUTONOMOUS VEHICLES

Half of Canadians in a recent survey said 

they would be fine with getting into a self-

driving vehicle to get where they needed 

to go. 

Yet, only 30 per cent said they would 

actually replace their current vehicle with 

an autonomous car.

The DesRosiers Automotive Consultants 

study found that, perhaps not surprisingly, 

it was the younger demographic that was 

most at ease with accepting autonomous 

technology. Those with higher incomes 

and education levels were also accepting 

of the technology.

The most trusting region of the country 

when it comes to self-driving vehicles 

is Quebec with almost 57 per cent of 

positive responses. Ontario was second 

at 51 per cent and the Atlantic provinces 

third at 50 per cent.

On the flip side, the western provinces 

were the least likely to put their trust in 

autonomous technology. Manitoba and 

Saskatchewan came in at about 45 per 

cent, Alberta at almost 46 per cent and 

British Columbia at just over 46 per cent. 

DesRosiers surveyed 4,500 adults across 

Canada.

Those results more or less jive with 

another study from AutoPacific which 

found that 54 per cent of respondents 

think self-driving cars are a “good idea.” 

The 900 respondents said the ability 

to relax or be more productive during 

their drive is an appealing aspect of the 

technology, but they have concerns over 

hacking and being able to take control of 

the vehicle when needed.

Lack of control concerns many who 

reject the idea of autonomous vehicles, 

the study found. Many would-be buyers 

of these cars don’t necessarily want to be 

the first ones to hit the roads in one. They 

want to wait until there’s greater market 

penetration and they see reviews, hear 

from friends and see statistics on safety. 

“Consumers want proof,” said 

AutoPacific president George Peterson. 

“Many consumers like to see technology 

in action to know that it’s tested and 

proven. They read reviews. They pay 

attention to ratings. They want to know 

that a self-driving vehicle is reliable and 

safe.”

In the U.S., self-driving cars are being 

tested with backup drivers in a number 

of states. None are for sale yet. Recently, 

Magna (see page 10), unveiled a platform 

that can potentially reach Level 4 

automation, which is considered fully 

autonomous, but does not cover every 

driving scenario. Level 5 is the highest 

level and covered every situation.   ■JN
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“Many consumers like to see 
technology in action to know 
that it’s tested and proven. 
They read reviews.”
GEORGE PETERSON, AUTOPACIFIC PRESIDENT
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Our focus is 
on developing 

production-ready 
solutions that 

offer flexibility 
to integrate and 

the framework 
to enable Level 

4 technology for 
when the market 

is ready.
SWAMY KOTAGIRI,

CHIEF TECHNOLOGY OFFICER, 

MAGNA

BESTBUY AWARDS 
ITS FIRST 
SCHOLARSHIP
A new scholarship from 

Bestbuy Distributors is aimed 

at helping students who want 

to peruse a career in the 

Canadian automotive industry.

Liam O’Connor is the first recipient of the 

$2,500 Bestbuy Scholarship. He hopes to 

have a career in the automotive industry and 

will be attending the University of Alberta in 

Edmonton. His application was submitted by 

Part Stop Auto & Industrial, a Bestbuy member 

in Spruce Grove, Alta.

Bestbuy will be offering up to two scholarships 

of $2,500 each twice per year to a son or 

daughter within the distributor’s network. 

Candidates are eligible to be from Bestbuy 

members, customers or vendors.

“At Bestbuy Distributors, we believe in 

encouraging the future leaders of our industry 

as they begin their post-education journeys,” 

said Jeff Van de Sande, president of Bestbuy 

Distributors. “Our goal is to support youth 

and strengthen longevity in the Canadian 

automotive market.”

The next scholarships will be made available 

for the 2018 spring semester.  ■JN

MAGNA MOVES CLOSER  
TO LEVEL 4 AUTOMATION

The technology to develop self-driving vehicles 

continues to advance as Magna announced 

MAX4, an integrated, customizable and scalable 

autonomous driving sensing-and-compute platform.  

It can enable up to Level 4 autonomous 

driving capabilities in both urban and highway 

environments, the company said. It can be 

integrated into an automaker’s existing and future 

platforms, even hybrid and electric vehicles. It will 

not take up cargo space in the rear of a vehicle or 

personal space elsewhere. 

Magna said its platform uses a small amount 

of power compared to other available options. 

MAX4 combines the use of cameras, RADAR (radio 

detection and ranging),and LiDAR (light detection 

and ranging) in its system.

“Our focus is on developing production-ready 

solutions that offer flexibility to integrate and the 

framework to enable Level 4 technology for when 

the market is ready,” said Swamy Kotagiri, Magna’s 

Detroit-based chief technology officer. 

The platform includes the option of a cruise-

control-like user interface, controlled by pressing 

a button. When in autonomous mode, a lighted 

display shows as much and drivers can disengage 

by pressing the brake pedal or an emergency 

button.    ■JN

LEADERSHIP CHANGES  
AT SPECTRA PREMIUM
Kerry Best, Sr. retired as executive vice president of 

Spectra Premium as of Aug. 31.

He had been in the aftermarket heat transfer industry 

for more than 45 years, starting off as owner of Coulter 

Radiator. Since 1998, he has been a leading executive of the 

aftermarket division at Spectra Premium.

“I would like to thank Kerry for his great contribution to the growth and 

success of our company for the past 20 years,” said Jacques Mombleau, 

chief executive officer of Spectra Premium. “Kerry was a true leader who 

was well-respected by all throughout the industry. He has set a strong 

foundation in our aftermarket division and leaves the company with a great 

management team in place to continue to reach higher goals. On behalf of 

all of us at Spectra Premium, I wish Kerry a well-deserved happy retirement.”

Jason Best, senior vice president of aftermarket at Spectra, will transition 

into the role and head aftermarket operations. Best was recently named the 

2017 Young Leader of the Year Award winner by the Young Executive Society 

committee branch of the Automotive Industries Association of Canada.  ■JN

APC AUTOMOTIVE ACQUIRES DURAFIT 

APC Automotive announced that is has acquired the entire Durafit brand and 

will move it under its AP Emissions Technologies division. 

Durafit is brand of an OEM replacement diesel particulate filters and diesel 

oxidation catalysts.

The acquisition includes not just the brand, but also the manufacturing assets, 

distribution assets and customer and supplier contracts. 

“DuraFit brings a solid brand and developed product line to our AP Emissions 

business and fits our position as a vertically integrated category leader,” said 

Hugh Charvat, CEO of APC Automotive Technologies, in a statement.

The deal will move AP Emissions Technology to focus more on the 

commercial vehicle aftermarket, the company said.   ■JN
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Transmission fluids engineered for Asian vehicles.

From the world’s leading OE lubricant supplier for Asian automakers, 
we present ENEOS Import Series. Composed of the quality and 
performance you demand, ENEOS Import Series will provide 
outstanding compatibility with your vehicle.

ENEOS Import Series products are formulated with selected high-quality synthetic base oils combined with 
unique additives developed through the advanced technology of JX Nippon Oil & Energy.  
ENEOS Import Series is recommended for uses in transmissions where genuine fluids are specified.

Discover more information, including Product Data Sheets and Compatibility Charts, at: www.eneos.us/import-series

ENEOS Import Series
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MODEL T-W

MODEL N

MODEL T

MODEL H

MODEL H

IMPORT DPS

MODEL N MODEL SP

Toyota and 
Lexus vehicles 
that require
Toyota ATF WS

Nissan and 
Infiniti vehicles 
that require
Nissan NS-2

Toyota and 
Lexus vehicles 
that require 
Toyota ATF 
Type T-IV

Honda and 
Acura vehicles 
that require 
Honda CVT 
Fluid and 
HCF-2

Honda and 
Acura vehicles 
that require 
Honda ATF 
DW-1/Z1

Honda and 
Acura vehicles 
that require 
Honda DUAL 
PUMP FLUID 
II and Acura 
DPSF

Nissan and 
Infiniti vehicles 
that require 
Nissan ATF 
Matic S, K, 
J, or D

Hyundai, 
Kia and 
Mitsubishi 
vehicles 
that require 
Hyundai, Kia, 
and Mitsubishi 
ATF SP-III

For additional details, contact: sales@eneos.us

AASA TALKS TECH AT CONFERENCE

Technology is growing within the automotive 

industry and the aftermarket is certainly going to 

feel the impact.

Whether it was learning about e-tailing trends, 

developments in telematics or the impact of 

government policy on technology, attendees of the 

Automotive Aftermarket Suppliers Association’s 

2017 Technology Conference from Oct. 1-3 heard 

from industry experts on key topics within the digital 

revolution.

About 200 aftermarket professionals, which 

included data engineers, marketers, retailers 

and tech providers, attended the event at 

the Hyatt Regency in Clearwater Beach, Fla. 

Themed, ‘Connecting the Technology Dots,’ 

keynote discussions examined the Trump 

effect on technology and how it could impact 

the aftermarket, as well as an examination on 

megatrends that are on the way, such as the 

connected car and electric vehicles.

Other sessions included a panel discussion 

on global trends and a look at the use of virtual, 

augmented and mixed reality in automotive. 

A live technology demonstration showed how 

augmented reality would 

work in the industry. 

The demonstration also 

allowed attendees to 

try out virtual reality 

equipment.

“Our presentations and 

speakers are addressing 

issues at the leading edge 

of technology in our 

industry,” said Bill Long, 

the AASA’s president and 

chief operating officer. 

“We’ve devoted our 

agenda this year to the 

major emerging trends so 

that attendees can gain 

strategies to enable their 

companies to seize opportunities with these new 

technologies.”

The association announced at the event that 

it would make a donation to the Aftermarket 

Charitable Foundation to assist with hurricane 

relief efforts.   ■JN

(Above) From left, 

moderator Scott 

Shriber, Babcox 

Media, Mark Seng, 

IHS Automotive, 

David Winter, 

TecAlliance, and 

Ted Hughes, Mahle 

Aftermarket, talk 

about trends in 

global data. 

(Below) Participants 

take part in an 

augmented reality 

demonstration.
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BY GEOFF KIRBYSON

DELIVERY TIME essential to customer relationship

B
art McCartney believes in being good and lucky.

The owner of B.G. Auto Shop in Winkler, Man., 

prides himself in the knowledge that his counter staff 

have and display every day. But he also knows the old 

real estate adage of location, location, location.

“We’re right beside Tim Hortons,” he said. “We were there first 

and then they moved in beside us. We’ve been fortunate that 

way. The convenience of being beside them is important (to our 

customers).”

Because so many of them drop in after picking up a double-

double and some Timbits, McCartney said he doesn’t have to 

worry as much about getting the word out about his service level 

and wide inventory of auto parts.

“We’re not as conventional as your normal jobber store.  

They have salespeople knocking on the doors of the shops.  

We don’t do that,” he said.

The Auto Parts Centre in Huntsville, Ont. doesn’t focus on door 

knocking either. In fact, its biggest driver of promotion and new 

customers doesn’t cost a dime.

“It’s word of mouth,” said veteran counterman Robert Graham. 

“People know we have the odd-ball stuff. We get calls for 

tractor parts, like pistons, rings and bearings and older tires, 

things you’ve got to do some extra digging for. We also have 

people calling us for oil filters for bigger trucks, tractors and 

bulldozers.”

Graham is quick to note many of the odd-ball requests are 

a result of the many farmers in the area. But the successful 

strategies to keep customers coming back for more shouldn’t 

really surprise anybody, regardless of whether they’re rural or 

urban, he said.

Make them come back 

for more
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“We try to service them properly and treat them fairly and 

honestly. As long as they give us the right information – once we 

pry it out of them – (we can do that). We tell them, ‘If you want 

the right part, we’ve got to get the right information.’ We want to 

give them the right one the first time,” he said.

The emphasis on customer satisfaction should start at the 

top, said Sam Polcino, manager at Calgary-based Grand Prix 

Automotive Distributors, and permeate the entire organization, 

including warehouse staff and drivers.

“We have one of the best counter staffs in Alberta. They look 

outside the box to find what you need. We don’t stop. We try to 

find a product, or its equivalent, whether it’s from our regular 

suppliers or somebody we’ve never dealt with before.” he said.

“I believe our customers come back because they can trust 

us to find what they need. If we can’t find it, then it’s just not 

available.”

Tina Card, senior counterwoman with NAPA Auto Parts in 

St. John’s, N.L., said there’s often more to it than just offering 

a friendly greeting and asking the appropriate questions to 

determine the right part for the customer.

“A lot of the time, you’ve got to match prices with other 

competitors,” she said, adding part of NAPA’s success in building 

its business is the visibility it has in the community. For example, 

its logo is plastered all over the five vehicles it has travelling 

around town every day.

Deliveries are a crucial element in maintaining customer 

satisfaction and loyalty and the quicker the better, provided 

speed doesn’t impact the accuracy of what was ordered. It’s no 

different than running a pizza shop. No matter how hungry you 

are, if a vegetarian pizza arrives at your door in 10 minutes when 

you ordered a sausage and mushroom, you’re not going to be 

happy. McCartney said he has a delivery vehicle that goes out 

every day on a three-hour run in southern Manitoba.

“In the city, our deliveries could take five minutes or even two 

minutes. As long as (the destination) is within the boundaries of 

where we go, we’re able to deliver it,” he said.

Graham’s shop delivers to a 100-mile radius around Huntsville, 

including Orillia, located 60 miles to the south, and to South 

River, 40 miles to the north.

Many deliveries arrive within the 

half-hour – some are even sooner – 

but it all depends on where its five 

drivers happen to be at the moment.

“We need to deliver it quickly as 

part of our service to the customer. 

(The shops) have a vehicle on the 

hoist (so they need it quickly). If we 

don’t get it there when they need it, 

they’re losing business,” he said.

Card, who also oversees her shop’s 

deliveries, said on-time deliveries 

are crucial in solidifying the NAPA 

brand.

“I take the orders off the computer 

and have them on the delivery 

bench for the next driver. They take it and go. The faster you can 

deliver, the happier the customers are because they’re making 

more money by turning the cars over faster,” she said.

Delivery times range from 10 to 20 minutes but if Card has 

an order up and all of her drivers are on the road, she’ll hop in 

another vehicle and deliver it herself.

The feedback McCartney gets from shops is that their top 

priority is the availability of a wide variety of products and the 

speed with which they can arrive at their doors.

“With the number of SKUs (stock keeping units) out there, it’s 

hard to maintain an inventory of everything. The most important 

thing is getting that product out as quickly as possible. Pricing is 

very important, too, because of the Internet,” he said.

Minimizing comebacks is the goal of every retailer, not just 

jobbers, as too many returns means too much money is heading 

in the wrong direction. Plus, it takes time to put items back on 

the shelves. McCartney said his staff does its best to understand 

the customers’ needs so they don’t walk out the door with the 

wrong product in the first place.

“There are a lot of times when a customer will buy two or three 

things and we inform them there will be a restocking fee if they 
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I find sometimes laying a little 
low can be better instead of 
running around and trying to 
out-best the next guy, which can 
get you in a more heated race 
and lead to lower margins and 
more costs.
– BART MCCARTNEY, B.G. AUTO SHOP 

We tell them,  
‘If you want the 
right part, we’ve 
got to get the right 
information.’ We 
want to give them 
the right one the 
first time.
– ROBERT GRAHAM, 
THE AUTO PARTS CENTRE



bring it back. There has to be a reason why you need something 

in the first place. If we’re knowledgeable in a particular part, it 

helps them make that decision,” he said.

The delivery team is also responsible for helping minimize the 

number of returns that come back through the doors at Grand 

Prix Automotive. Making sure they get the proper information the 

first time ensures the right product is sent out. Sometimes, it’s just 

not possible to have pinpoint accuracy so Polcino sends out two 

or three choices on a single trip.

“The customer doesn’t want to wait for a second or a third 

delivery. That ties up their bays, their hoists and their employees,” 

he said. 

“If you’re not sure, we’ll send you a second choice. Another 

driver can pick up (the unused products on a subsequent trip) 

and bring them back.”

McCartney likes to stick to his knitting and focus on providing 

the best service he can to his customers, even if that doesn’t 

mean having the highest profile around.

“I find sometimes laying a little low can be better instead of 

running around and trying to out-best the next guy, which can 

get you in a more heated race and lead to lower margins and 

more costs,” he said.

And sometimes, simply being friendly can go a long way to 

keeping a customer happy and continue to bring their business 

your way, Card said.

“A smile goes a long way. Customers love a smile. And a pretty 

girl behind the counter. They like that, too,” she said with a 

laugh.  JN

The faster you 
can deliver, 
the happier the 
customers are 
because they’re 
making more 
money by turning 
the cars over faster.
– TINA CARD, NAPA AUTO PARTS

Keep your customers’ engines running smoothly. Inspect their serpentine belt system every 100,000 km.
At 150,000 km, replace the entire system with NAPA high-quality serpentine belts and tensioners.

866-GET-NAPA | NAPACANADA.COM
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L
et there be (more) light. 

That is the recommendation of a 2017 report from 

the Insurance Institute for Highway Safety (IIHS) that 

found many midsized SUVs need to do a better job 

of illuminating the road ahead. According to the study, only 

two vehicles among the 37 SUVs evaluated earned a rating of 

“good.” 

While 12 were rated “acceptable,” the majority – 23 SUVs in 

all – received only a “marginal” or “poor” rating. 

“We continue to see headlights that compromise safety 

because they only provide a short view down the road at night,” 

said IIHS senior research engineer Matt Brumbelow.

The dimly lit problem is not unique to this segment. IIHS has 

also tested midsized cars, pick-up trucks and small SUVs.

“We found essentially the same problems in each group – 

headlights that are poorly aimed at the factory or designs that 

don’t do a good job for other reasons, including producing too 

much glare for oncoming drivers,” said Russ Rader, IIHS’s senior 

vice president of communications in Arlington, Va.

“Federal [U.S.] government standards are based on laboratory 

performance and don’t adequately assess how headlights 

perform on real roads,” he added.

Issues with headlight design and performance have driven 

automobile lighting since acetylene and oil were used to fuel 

headlights in the 1880s. A decade later electric headlights 

were introduced, but they did not become popular until two 

kinks were worked out: extending the short filament life and 

producing sufficient current. It wasn’t until the 1940s that sealed 

beam headlight technology started to light the way for drivers. 

Today, halogen bulbs are most commonly used for headlights. 

However, high-intensity discharge (HID) systems introduced 

in the early 1990s are gaining ground. These bulbs use closely 

lighting & wipers  |

THE 
WAY TO 
IMPROVED 
SALES

Vehicle lighting gets bad grades,  
giving aftermarket opportunity to upsell
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BY DONALEE MOULTON

spaced electrodes and a gas capsule to produce light.

The increasing popularity is linked to the issue that many 

SUVs need to resolve: greater illumination. In the aftermarket, 

jobbers can boost sales by ensuring shops are recommending 

better lighting options.

“HID produces a much more powerful beam and a more 

vivid and bright light compared to halogen bulbs,” said Marcel 

Ayasse, senior product manager with Bosch Automotive 

Aftermarket in Broadview, Ill.

“Traditionally, HID bulbs are brighter and produce a whiter 

light, more similar to daylight,” he added. “Halogen bulbs 

will not be as bright as HID, but will normally have a longer 

lifespan.” 

But before HIDs even get the chance to become a market 

leader, they could be usurped by light emitting diodes, or LED, 

technology. P
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“It’s very popular with the motoring public and probably the 

best technology in use at the moment,” said Dawn Gonzalez, 

Rochester, Mich.-based marketing communications manager, 

automotive aftermarket, with Lumileds, the supplier of Philips 

branded automotive lighting products

“LEDs create a very brilliant light that’s made to last,” she 

explained. “They also feature an advanced and robust design 

that makes them highly resistant to extreme heat and vibration.” 

Earlier this year, Magna introduced what it is calling the next 

generation of LED headlamps and an auto-industry first by 

combining multiple high-power LEDs with precise, injection-

molded lenses to achieve high performance and efficient energy 

use. The new D-Optic LED headlamps, which will make their 

market debut on the 2018 Chevrolet Traverse, are scalable and 

custom-developed for a vehicle’s specific shape and styling. 

A conventional headlamp optical system is a collection of 

multiple parts that require precision geometry and location, 

while the D-Optic lens consists of a single component. 

Expected to enter the market in 2020 is a headlight based on 

a liquid crystal display (LCD), another automotive first.  The 

light, developed by Hella, is directed through a display made of 

liquid crystals that are switchable, which makes it possible to 

change the polarization direction of the light. This technology 

also masters driving situations intelligently, continuously and 

in a targeted fashion. It adapts the distribution of light to the 

respective traffic, weather and road conditions. 

According to the IIHS, about half of all fatal crashes in the U.S. 

occur in the dark and more than a quarter occur on unlit roads. 

The landscape in Canada is likely similar, and Transport Canada 

reported that 60 per cent of pedestrians were killed by drivers 

at night or in dim light conditions when they are not seen. That 

reality is driving companies to enhance headlights for greater 

       LEDs create a very brilliant 
light that’s made to last. They 
also feature an advanced and 
robust design that makes them 
highly resistant to extreme heat 
and vibration.
– MARCEL AYASSE, 
BOSCH AUTOMOTIVE AFTERMARKET
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brightness as well as enhanced efficiency, environmental 

friendliness, durability and affordability. 

While aftermarket suppliers cannot correct the problem of 

poor headlights, such as experienced by many SUVs, they 

can help to improve the situation, said Gonzalez. Products are 

available, for example, that can substantially enhance the light 

source and keep headlight lenses from clouding up.

Greater emphasis on lighting is smart business, she added. 

“There are many selling opportunities available for lighting 

because it’s a fact that lighting maintenance in general is an 

underperformed vehicle service.”

“Upselling is key,” Ayasse said. “Premium bulbs have higher 

sales values, providing greater light and safety for drivers, 

though they tend to burn out quicker. The additional sales 

and margin from selling premium lighting products can be 

significant.”

Wiping up
Opportunity is also knocking for increased sales in windshield 

wipers. While not the most glamorous of products a jobber can 

sell, they are a reliable source of business.

However, wipers are often ignored by consumers who often 

wait until it’s absolutely necessary to swap out old for new.

“Wiper blades should be changed every six months, [but] 

most customers coming in for repair have worn wipers,” said 

Lauren Davis, spokeswoman for Michelin in Greenville, S.C.  
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       Premium bulbs have higher 
sales values, providing greater 
light and safety for drivers, 
though they tend to burn out 
quicker. The additional sales and 
margin from selling premium 
lighting products can be 
significant.
– MARCEL AYASSE, BOSCH AUTOMOTIVE AFTERMARKET

lighting & wipers  |

Discover this exclusive collection of premium 
quality tools and equipment, available in select 

Bumper to Bumper and Auto Parts Plus stores, at

WWW.GOMAKTIG.COM

Mäktig is a trademark of Uni-Select Inc. All rights reserved.

MÄXIMUM
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She recommends service and repair shops offer a free 

wiper check to look for signs of wear such as streaking, 

smearing, chattering or torn rubber. This is something jobbers 

should suggest to their clients as it’s a great way to open 

communication with a customer for both aftermarket reps and 

repair shops. 

Meeting the needs of customers, many of whom will make a 

purchase once new wipers are recommended, requires having 

the appropriate inventory in stock.  

“Make sure repair and service shops have the tools they 

need and the right selection such as a mix of conventional and 

premium blades, an up-to-date fitment guide, and consumer-

facing content such as banners, signage and product sheets to 

assist them with explaining benefits,” said Davis.  

When Mary Anderson was granted a patent for a hand-oper-

ated device to clear windshields in 1903, the automotive industry 

felt there was no commercial value in the invention. Today, of 

course, wipers are integral to safe driving especially in climates 

where hail, sleet, snow and rainstorms are as common as smog. 

Until recently most cars sported what are called conventional 

or traditional blades. Widely available and affordable, these 

blades have a metal frame on which the wiper is mounted. 

Taking over from conventional blades in the premium category 

are beam and hybrid wipers. These are built stronger to handle 

more severe weather conditions such as heavy snow and ice, 

Davis explained.  

Beam blades rely on pressure points to offer uniform contact 

and are aerodynamically designed to reduce wind lift. They’re 

also less obtrusive. Hybrid blades bring together the sleek 

design of a beam blade along with the stability of a traditional 

blade. New options are also hitting the market, noted Davis. 

Some wiper blades, for example, adjust to the shape of the 

windshield proving closer contact for long-lasting, streak-free 

performance. 

Specialty options include heated wiper blades that quickly 

melt ice and snow to provide a clearer view of what lies 

ahead. Crystal Clear, a Brampton, Ont.-based manufacturer, 

offers blades that detect changes in temperature automatically 

and turn on the heating mechanism when needed, thanks to 

advanced sensors. The blades themselves heat up to 65  

degrees Celsius.

Then, of course, there is the windshield cleaning option 

McLaren Automotive is purported to be exploring that, it is  

said, will eliminate the need for wiper blades altogether. Instead 

ultrasound waves would be used to clear the windshield.   JN

        Wiper blades should be 
changed every six months, [but] 
most customers coming in for 
repair have worn wipers.  

– LAUREN DAVIS, MICHELIN

I use it!
"LIQUI MOLY means 
less worries and 
saves time and money!"
George Bourque
Bestline Auto Tech
Toronto, Ontario CA

Made in Germany. 
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See the whole success story:

www.iuseit.us
For further information or technical support 
please call 1-888-MOLYOIL (665-9645)
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BY ADAM MALIK

W
hen you’ve spent nearly 

a half-century in the 

automotive aftermarket 

parts business, you’ve 

seen a thing or two.

Yet, there’s one constant that Barry Murray 

has seen from the beginning. It’s why 

customers and colleagues rave about 

him and it’s why he’s the Jobber 
News Counterperson of the Year.

It’s about taking pride in your job as a 

counterperson. You’re here to help. 

“If you can make the customer’s job 

easier, that’s what you’re here for,” 

said Barry Murray, counterman at 

Automotive Parts Distributors in 

Calgary. “I was told once that if you 

look after the little things, the big 

things look after themselves. If 

you tell somebody you are going 

to do something, then you do 

it. If you make a promise you’re 

going to do something, then you 

keep your promise. If you tell a 

guy you’re going to phone him 

back, you phone him back.”

If a counterperson is doing 

all the above, they’re not only 

ensuring that the jobber is 

successful, but the customers’ 

businesses are as well.

“You help them grow their 

business because that’s basically 

your job,” Murray said. “If they 

grow then you grow. You become 

important to them. The more they buy, the 

more money you make. 

“It’s a win-win for everybody if you do your job right.”

And Murray has been doing his job right for a long 

time. He was an overwhelming choice for the honour with 

nominations pouring in from the large number of customers 

he has helped over the years. 

They highlighted his deep knowledge and vast experience, 

which dates back to 1969 when he saw an opportunity with 

Grosser Automotive. He started off driving the parts truck. 
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If you tell somebody you are going 
to do something then you do it. If 
you make a promise you’re going to 
do something then you keep your 
promise. 
– BARRY MURRAY, AUTOMOTIVE PARTS DISTRIBUTORS, CALGARY

He moved on to other areas like shipping and receiving before 

working the counter. He later left for Silver Automotive, where he 

was for more than six years, working his way up to store manager.

In 1978, he had the itch to go out on his own. “Ego takes over 

and you decide you need a place of your own,” he laughed. 

He opened Barry’s Automotive and ran it from 1978-2001. He 

sold the business to spend more time with his family but the 

desire to stay in the aftermarket didn’t leave. He stuck around 

as a sales rep for the new owner until the store closed nine 

years later. 

Murray’s career kept on moving, 

however. He then joined APD’s Calgary 

branch where he works the counter and 

still goes out to visit his customers on a 

regular basis.

When he first started in the business, 

Murray readily admits he “didn’t know an 

alternator from a regulator.” But, as his 

customers came to find out, he sinks his 

teeth into any challenge that comes his 

way. He learned the business and picked 

up as much as he could along the way.

“Just by experience you pick up on 

everything and learn the business and 

learn it right from the ground up,” he said.

Owning his own store taught Murray a 

lot, perhaps a leading reason as to why 

he’s such a good counterman. He had 

already laid the groundwork for success 

by developing a loyal following from his 

previous employer. Many of his customers 

have stuck with him along his journey.

“I guess they liked what I did so they 

followed me when I opened my own 

shop. I wasn’t actively trying to steal their 

customers but they followed me and 

gave me some business to help me get 

going on and we just kind of built from 

there,” Murray said. 

While running his own store, Murray 

expanded his offerings beyond the 

automotive field. Customers from 

different industries kept coming back 

because he would do the little things to 

ensure they were satisfied.

“We ran the store on the basis of really, 

really good service,” Murray said. “We 

sold quality stuff but we didn’t give it 

cover story  |  counterperson of the year

Barry Murray, the Jobber News 

Counterperson of the Year, has quite 

the interesting hobby. When he’s not 

manning the counter at Automotive 

Parts Distributors in Calgary, 

you’ll find him at the Scotiabank 

Saddledome as an off-ice official for 

the National Hockey League.

Until last year, he was the official 

timekeeper for all home games for 

the Calgary Flames. He’s now a 

penalty box attendant. Murray has 

been part of the NHL family since 

the Flames moved to Calgary from 

Atlanta in 1980. Before that, he was 

timekeeping with the now-defunct 

Calgary Wranglers of the Western 

Hockey League. It all started when a 

friend would call him down from the 

stands from time to time to help out 

when the crew was short. Murray had 

season tickets to the Wranglers.

Using the same drive from behind 

the counter at APD, Murray has 

witnessed some of hockey’s greatest 

moments. Since home crews are not 

used during the league’s playoffs, 

officials from other cities are brought 

in to man the controls. Murray has 

been called upon to travel to cities 

like Edmonton, Los Angeles and 

Vancouver for playoff games. He 

has worked nine Stanley Cup Finals, 

including each of the Edmonton 

Oilers’ wins during their dynasty run 

of the 1980s, the Olympic Games 

and multiple World Junior Hockey 

Championships.

 “It’s been a pretty good run. I don’t 

know that my wife likes it very much, 

but I do,” he laughed.

“We enjoy it, but at the same time 

we take it pretty seriously because 

it’s big dollars for the teams and the 

players so you have to be on your 

game. Everything’s on the TV so  

if you screw up everybody else  

sees it.”
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away. We were never the cheapest but people bought from us 

because of our service. And we were told many times that, ‘You 

know, I can buy cheaper elsewhere but I can’t get the service 

you guys provide.’”

Part of delivering top service was to get everything the 

customer wanted, not just most of them. Murray made it a point 

to get whatever customer needed. 

“They found they could rely on us and that we were just kind 

of a one-stop shop. They were really happy with that. They didn’t 

mind paying a little extra because it saved them time from having 

to run all over the place. So we did that for them,” he said. 

Anyone who knows Murray knows that’s a familiar tune. He’s 

developed something of a legendary status when it comes to 

  We’re not only  
  working for our  
  customer but we’re 
  working for his  
  customer, too. 
– BARRY MURRAY, AUTOMOTIVE PARTS DISTRIBUTORS, CALGARY

cover story  |  counterperson of the year

tracking down hard-to-find or seemingly non-existent parts for 

customers.

“He does it on a regular basis,” said Amy Veldhoen of Safety 

In Action, a lift truck service and repair business in Calgary. 

“We deal with a lot of older equipment and sometimes 

searching for parts takes time. But Barry does it. He goes 

through the books or looks on the Internet or however he does 

it. He’s readily available to take the time to find what we need.”

Rob Sinclair, owner of Gateway Autopro in Calgary, said 

Murray has come through for him recently when he needed 

yellow headlights for an older car he was working on. 

Everywhere Sinclair looked was a dead end. Until he asked 

Murray, that is.

“He said, ‘Let me look for you, I think I might be able to figure 

that out,” Sinclair said. “It took him a couple days but he found 

them. Even the Internet couldn’t find those. He’s got some 

connections still to this day.”

That kind of attitude is hard to find, they said. 

“Most won’t take the time, but he does,” Veldhoen said. 

“We’ve called him on numerous occasions and he never says, 

‘Nope, can’t find the part, can’t help you.’ He always finds the 

time. And he takes the time. He never rushes. He will find it.”

Murray understands what customers like Sinclair and 

Veldhoen are going through and how hard it is to get someone 

to pay attention to their out-of-the-ordinary need. 



CONGRATULATIONS TO

from Automotive 
Parts Distributor in 

Calgary, AB

On behalf of

“A lot of times, even today, people with old cars are always 

still looking for parts and a lot of jobber stores today kind of shy 

away from that,” he said. “They either don’t have the expertise 

or they don’t have the inclination to spend time to try to find 

those parts. That’s something that I did all along and still really 

enjoy doing.”

It brings a smile to Murray’s face when he can deliver. 

“It’s fun to help somebody find the parts they need for their 

old car. Maybe now you’re sort of invested in their car a little bit 

because you helped find him the parts to restore it. And maybe a 

little ego gets into it, too,” Murray said. “When the guy comes in 

and he says ‘Geez, I’ve been to eight places. I can’t find this. Could 

you maybe help me?’ Right away, you know you can help.”

There may not be as many people looking for parts for older 

cars these days, but that doesn’t stop Murray.
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He said, ‘Let me  
look for you,  
I think I might be  

able to figure that out.’ It took 
him a couple days but he 
found them. Even the Internet 
couldn’t find those. 
– ROB SINCLAIR, GATEWAY AUTOPRO

From left, Steve Wills, territory 
manager, Craig Behrns, branch 
manager and Barry Murray at the 
APD Calgary office.

continued on page 26
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“There have been times where guys have been all over 

Calgary and they come in looking for, say, brake master cylinder 

adapter parts,” Murray said. “Everybody else told him they don’t 

exist and you can give him the part number right out of your 

head. And they’re like, ‘Well, where have you been all my life?’ 

It kind of makes you feel good. That doesn’t happen very often 

anymore but it’s kind of fun when it does.”

It’s that attitude and level of involvement that makes him 

unique in counter staff circles, said Zara Wishloff, vice president 

of sales for APD in Edmonton.

“It’s the intangibles but it’s also just experience. Knowing 

different parts to get you out of problems and knowing how to 

source things differently. It’s hard to teach someone else that 

sort of thing,” he said.

“He just epitomizes the good, old-school parts guy. He never 

gives up, always finds it, never says no,” Sinclair said. “No is not 

in Barry’s vocabulary.”

“I don’t know how he does it,” Veldhoen added. “He doesn’t 

make you feel like he can’t do it.”

Murray doesn’t do it for personal gratification. He knows 

he and all counter pros are an essential link in a chain that is 

serving the consumer getting their vehicle repaired. Murray 

knows what has to be done because he pays attention his 

customers’ needs. 

“I talk to the customers everyday, basically, and I’ve just 

learned over the years with what they expect from their 

supplier,” he said.

It’s common to see Murray out on the road and visiting with 

clients, whether stopping in to see what they needs or just chat.

“He’s a stand-up guy. He comes by on a regular basis just to 

chat, have a coffee and check in,” said Veldhoen. “He’s not 

interested in only your cash.”

It comes back to taking pride in your work and keeping your 

promise to your customer.

“When they’ve made a promise to their customer that their 

car’s going to be ready at 3 p.m. and it’s a two-hour job, well, 

you know you need to have the parts there in a timely manner 

so they can have the car fixed for the guy,” Murray said. “We’re 

not only working for our customer but we’re working for his 

customer, too. If the supplier isn’t doing the job and he’s not 

getting the work done, well, No. 1, he’s not making much 

money and No. 2, he’s not making any friends.”

Everyone in the jobber store is part of a team. Everyone needs 

to pull their weight and work together. Sometimes, though, it 

can be tricky. You can order the parts, but if it’s not delivered 

promptly to the jobber, counter staff can’t do much else than 

take it on the chin from the customer.

That’s why it’s important to do the little things right so that 

when things happen beyond your control, you still have a 

positive relationship with the service shop. That also includes 

getting the order right the first time, Murray said. 

“If we give good service and the parts are right the first time –  

which you take pride in making sure of – then he wins and so 

do we,” he said. “If you take pride in your work and try not to 

rush it and get it right the first time, then you don’t have too 

many issues.”

When issues arise, Wishloff commended Murray for being 

able to quickly determine whether he needs to protect the 

business or help a customer. For example, if a customer can’t 

pay an invoice, Murray is tough but fair. 

“He just says ‘Banks don’t sell auto parts and we don’t lend 

money,” he said. “That’s his philosophy and that is a good one. 

He has a lot of little gems like that all the time.”

On the other hand, Murray understands the big picture as well. 

“Sometimes it’s about doing things right and then it’ll pay 

off over time. There’s no point fighting with a customer over 

common-sense things, like fighting over a $3 part,” Wishloff said. 

“That doesn’t make sense.”

And when you’re having a conversation with Murray, you can 

always look forward to a wisecrack.

“His standard deal is that he always has a joke,” said Gateway 

Auto’s Sinclair. “Every time you hang up the phone you’re 

always laughing – or groaning if it was a bad one. He doesn’t let 

you go without that.”

It speaks to his character. He’s not putting on an act in front 

of his customers. “We’re work people but if I ran into him on the 

street it would be no different,” Sinclair said. “He’s not ‘turn it 

on for work, turn it off when I go home’ kind of guy.”

“He’s genuine,” said Veldhoen from Safety In Action. “He 

wants to help you out. That’s hard to find that these days.” JN   

Congratulations 
Barry Murray,  

Automotive Parts Distributors,
2017 Counterperson  

of the Year

From the following proud partners:

cover story  |  counterperson of the year



FRAM Group IP LLC 2017

*FRAM Fresh Breeze® removes up to 98% of dirt, 
dust and allergens1, the only cabin air filter that 
uses the natural deodorizing qualities of Arm & 
Hammer ® approved baking soda.

*FRAM ExtraGuard Air filter lets through 
2x less dirt2 than the average  of leading 
brands.

1 Road dust and pollen particles ranging in size from 5-100 microns.
2 Vs. average of leading standard retail brands. Based on FRAM Group 
testing of air filter efficiency of models CA4309, 8755A, 8039, 326           
and 6479, and their standard retail brand equivalents, under ISO5011.
The Arm & Hammer logo is a registered trademark of Church & Dwight Co. 
and is used under license.

Vehicle Maintenance Done Right.

GET THE MOST OUT OF YOUR AIR*.

Cabin Air Filter Engine Air Filter
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C
ar buyers have been drawn to 

the midsized sedan for a long 

time. It was big enough to haul a 

family of four, but small enough 

to not be considered too much car.

Times have changed and it seems 

as though the midsized car is slowly 

falling from the consumer’s conscience, 

according to research from Edmunds and 

DesRosiers Automotive Consultants.

This might be a signal that the aftermarket 

needs to think about what parts to keep in 

stock. It seems that larger vehicles will be 

rolling into service and repair shops, and 

jobbers will need the necessary parts handy 

to service the new reality.

Canadian car sales are booming and it’s 

not out of the realm of possibility that more 

than two million new cars could be sold in 

this country this year. It would be the first 

time such a mark has been reached. 

In contrast, U.S. sales have not performed 

to expectations as most analysts see car 

sales around the 17 million threshold by 

news  |  car trends

changing 
THE

automobile

landscape
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BY ADAM MALIK

Consumers 
are changing 
their taste 
when it 
comes to  
car buying

year end. However, some experts believe 

that the fallout from natural disasters like 

hurricanes Harvey and Irma could give 

car sales a needed push to raise sluggish 

numbers as consumers replace cars 

damaged during the storms.

Still, whether they are Canadian or 

American buyers, shoppers are heading 

all of Honda’s sales in the U.S. This year, it 

sits at 22 per cent.

“Now that shoppers can get an SUV for 

a similar price as a sedan and not have 

to pay much more at the pump, it’s hard 

to convince them the smaller vehicle is a 

better choice,” she added.

Perhaps that’s why the Accord and 

Camry are all-new for 2018 – both 

automakers are trying to re-capture the 

attention of buyers when they walk into 

showrooms.

“As the pool of buyers shrinks, you have 

to put out that much better of a product 

to keep your share of the segment, and 

that’s exactly what Honda and Toyota are 

trying to do with the new Accord and 

Camry,” Caldwell said. “Both are leaning 

on edgier design and a sportier image to 

convince shoppers that their vehicle is the 

stylish, fun choice in a segment that has a 

reputation for being overtly practical.”

Still, Edmunds has doubts as to whether 

the midsized sedan can even make a 

comeback. Nearly one-quarter of midsized 

owners are trading their car in for an SUV. 

Three years ago, only about 17 per cent 

were doing that.

“Even if gas prices spike and the 

economy takes a downward turn, we 

don’t see this trend reversing,” Caldwell 

predicted. “Once someone gets used to 

the higher ride, extra space and creature 

comforts they can get in an SUV, it’s 

almost a fool’s errand to convince them 

to go back to a sedan.”   JN

into showrooms with dreams of SUVs 

dancing in their minds.

According to DesRosiers, subcompact 

sport utility sales were up more than 

22 per cent in the first half of 2017 

in Canada. Small pickup sales have 

increased almost 21 per cent. Compact 

luxury sport utility vehicles have seen a 

15 per cent boost.

For perspective, the midsized car has 

been the top selling segment for 20 of the 

past 27 years in the U.S. But its last time on 

top was 2014. This year, it’s now fifth behind 

compact SUVs, large trucks, midsized SUVs 

and compact cars. Its market share is just 

10.7 per cent in the U.S. – that’s the lowest 

it has been since 1991 when Edmunds 

began tracking this data.

In Canada, the bottom three 

selling segments are smaller vehicles. 

Subcompact car sales are down more 

than 26 per cent. Midsized sales are 

down about 12 per cent. Sales of luxury 

compacts are down almost 6 per cent.

Even for Jessica Caldwell, Edmunds 

executive director of industry analysis, the 

change in consumer attitude has been a 

shock. 

“While it’s common for consumer tastes 

to change over time, it’s surprising to see 

just how quickly shoppers have made the 

switch from sedans to SUVs,” she said. 

The Honda Accord, one of the most 

popular selling cars along with the Toyota 

Camry, has taken a dive. Three years ago, 

Caldwell said it made up 30 per cent of 

“While it’s common for consumer tastes to change 
over time, it’s surprising to see just how quickly 
shoppers have made the switch from sedans to SUVs.”  

– JESSICA CALDWELL, EDMUNDS

“Even if gas prices spike and the economy takes a 
downward turn, we don’t see this trend reversing,”  

– JESSICA CALDWELL, EDMUNDS
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new products  |  

Mahle kit for vehicle diagnostics
The Mahle TechPro Diagnostic Systems VDS Combo Kit can diagnose 

and repair light and commercial vehicles. It can be used for mixed fleets 

and municipalities who service a variety of vehicle sizes. The Commercial 

Diagnostic System (VDS1000HD) provides the heavy-duty market with 

the ability to analyze, diagnose and repair commercial vehicles. It provides 

more than 54,000 heavy and medium-duty fault codes with detailed 

OEM-level component and trailer descriptions The VCI1000HD adapter is 

fully RP1210c and J1939 type 2 compliant, making it easier for technicians 

to connect with other OE diagnostic software systems. With a one-year 

subscription for the kit, users can use both the VDS1000 and VDS1000HD 

diagnostic software, which includes regular software updates.

 Mahle Service Solutions

 www.servicesolutions.mahle.com

3M brake cleaner
3M Auto has intro-

duced a new brake 

cleaner to help tech-

nicians clean away 

the dirt, dust, oil and 

other residue that 

contaminate brakes 

and can lead to fric-

tion build up. The High 

Power Brake Cleaner 

can remove contami-

nants to keep brakes 

performing at optimal 

levels. Technicians 

can spray away oil 

and contaminants at 

a faster rate with less 

toxic odour during a 

brake job. The High 

VOC Brake Cleaner 

removes oil up to two 

times faster. The Low 

VOC Brake Cleaner is 

newly improved and 

now works up to eight 

times faster and uses 

less product. To use, 

spray the product  

onto the brake drum, 

starting at the top. Oil 

and grease will wash 

away, but technicians  

should collect fluid 

runoff with an 

approved container. 

Repeat if necessary  

for heavier duty  

applications.

 3M

 www.3mauto.com

Schrader’s new website
Schrader Performance Sensors has 

launched a new website dedicated 

to everything related to tire pressure 

monitoring systems. The site, www.

SchraderSensors.com, is designed 

provide a platform for TPMS training 

and product information. It will 

provide information about the 

product and visitors to the site can go through information related to their 

specific needs. Training options are also provided for customers and TMPS 

service providers, along with host training videos, product news, frequently 

asked questions and tips on servicing TMPS successfully. It’s available in 

North America in three different languages. 

 Schrader Performance Sensors

 www.SchraderSensors.com

Quick-Strut 
expands coverage
Tenneco has 

expanded the 

Monroe Quick-

Strut replacement 

strut assemblies to 

cover more than 5.4 

million passenger 

vehicles. The latest 

expansion covers 

31 part numbers. 

For the year, the 

company has launched 

more than 200 

additional premium 

strut assembly part 

numbers, covering 

nearly 30 million 

vehicles. Of the new 

numbers, 21 are 

the first available 

for their respective 

applications. Some of 

the vehicles included 

in the expansion are: 

2005-2009 Buick 

LaCross (rear), 2000-

2007 Chevrolet Monte 

Carlo (rear), 2010-2015 

Ford Taurus (front), 

2010-2015 Lexus 

RX350 (front) and 

more.

 Monroe

 www.monroe.com
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ACDelco Advantage filters
ACDelco’s new Advantage filter line supports 

all makes for maintenance repairs. In addition to 

work with popular General Motors applications, 

it is also designed to work with non-General 

Motors uses, supporting the specifications of 

various OE makes and models.

The new line offers the fit, form, function and 

technology of premium aftermarket filters, but 

comes at a non-premium price.

The Advantage filler line covers air, cabin, 

fuel, oil and transmission filters, designed to 

keep harmful dirt, debris and contaminants from 

entering the vehicle’s systems.

ACDelco

www.acdelcocanada.com

Snap-on work lights
Two new work lights have been 

announced by Snap-on for 

technicians. Both are cordless, 

articulating work lights and 

come with a built-in battery 

gauge, intelligent lighting 

control and variable brightness. 

The Snap-on ECARA052 and 

CTLAR761 have a battery life 

of up to four hours when run 

at full brightness. The lights are 

adjustable and can be lowered 

from its output of 500 lumens. 

Taking the brightness down to 

40 per cent power extends the 

battery life to upwards of eight 

hours. Both lights have a gauge 

to indicate battery level and 

an intelligent lighting system 

visibly warns technicians with 

less than 5 per cent of power 

is remaining. The work lights 

have a pivoting bar and come 

with a hook and magnetic 

attachments.

 Snap-on Tools

 www.snapon.com

continues on page 33

Camaro, Bel Air-themed tool 
storage
Snap-on Tools is commemorating 

the 50th anniversary of the Chevrolet 

Camaro and the 60th anniversary of 

the Chevrolet Bel Air with a pair of 

tool storages. Each come available in 

a variety of schemes with compatible 

workstations and carts that can 

be configured to fit the needs of a 

technician. The primary colour for the 

box of the Bel Air storage is teal. The 

Camaro’s box is a gloss black finish. Both 

are available for a limited time only. 

Snap-on Tools

www.snapon.com

NO SWELLING 

NO SEIZING

#24122 - 236ml Bottle

NEW  

SILICONE CERAMIC 

BRAKE LUBE



OUR INDUSTRY SPONSORS

FRIDAY  
NOVEMBER 24TH 

2017

WESTIN HOTEL
OTTAWA, ON

Join us Friday, November 24th, 2017 at the 
Westin Hotel in Ottawa for the AIA event of the 
decade. 

This is an event that promises to be a sold-out affair with 
distinguished guests from the automotive aftermarket  
sector from across Canada in attendance. 

Enjoy an evening full of great food, dazzling 
entertainment and warm camaraderie. 

While in Ottawa, enjoy the festivities of the Grey 
Cup and continue the celebration with friends, family 
and colleagues right on through the weekend!

$500/Individual Ticket | $5,000/Corporate Table of Ten

ANNIVERSARY  Gala

VISIT WWW.AIACANADA.COM TO RESERVE YOUR TICKETS TODAY!
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Looking for more? Visit www.autoserviceworld.com/products to 

stay on top of the latest product announcements.

John Bloom 
1-416-801-1105

I am the former owner of Halton Auto Electric,   
Halton Auto Parts, Pipeline Automotive Warehouse, 

IMDA Automotive Warehouse. 

NEW  WATER PUMPS
Eastern Industries

• Automotive • Heavy Duty • Industrial

Approx. 900 units in stock

Approx. $20,900.00 in inventory   
> duty paid > converted to CAD

> All products are NEW    
> NO re-boxed products 
> NO lifted products  >All made by Eastern 
Industries in Eastern boxes

All products are original Quality ON line 
catalogs at www.eipump.com

•  We need to sell our complete inventory
• Price –“Your Best Offer” –  
 Our cost $20,900.00
• You can take the shelves they are stored in
• You must supply labour to remove them from  
 shelves and transport them from Burlington
• Shipping boxes must be provided    
 * Extra individual boxes are available
• Price lists are available with competitive  
 part numbers

new products  |  

Waterproof, vapour proof LED light
The VPLHL-LEDC-50 from Larson Electronics 

is waterproof and vapour proof, constructed 

and certified to prevent water or moisture from 

seeping into the handle or light head when 

used in wet locations. At 10 watts and 1050 

lumens, it provides eight feet of illumination in 

all directions. It has no ballast, making it easier 

and lighter for travel. The LED lamp as a rubber, 

insulated handle for grip and a stainless-steel 

wire guard to protect the fixture’s glass dome. 

The lamp comes with a 50-foot-long 16/3 SOOW 

cable for long range and safe operation in wet 

areas. OSHA requires the light to be plugged 

into a GFI protected outlet. It is available in red, 

blue, green, amber and white light outputs.

 Larson Electronics

 www.larsonelectronics.com

Milwaukee wrench sets
Milwaukee Tool has introduced a seven- 

and 15-piece combination wrench set for 

professionals. Technicians can get a higher 

torque from the wrenches through Milwaukee’s 

Max Bite open-ended grip, which features a 

geometry that improves the wrench’s grip on 

nuts and bolts. It provdes more torque than 

smooth open-ended wrenches. It reduces the 

pressure from corners of bolts to help prevent 

fastener rounding and stripping. The wrenches 

also feature an I-Beam handle design so users 

can comfortably apply additional leverage. Size 

labels on each wrench are ink-filled for easy 

identification and readability from multiple 

angles. These labels are also different colors to 

differentiate SAE and metric sets (red for SAE 

and black for metric).

 Milwaukee Tool

 www.milwaukeetool.ca

Brake dust 
particulate filter
Mann+Hummel has a 

new brake dust par-

ticulate filter to reduce 

particles created when 

braking. The filter can 

be adapted to existing  

installation space 

in the area of the 

brake disc. It can be 

used with all types of 

vehicles, whether it be 

gas, diesel, hybrid or 

electric. The new filter 

reduces the emission 

of particulates, which 

means fewer harmful 

brake dust emissions 

are able to contribute 

to air pollution. The 

filter is made from 

temperature- and cor-

rosion-resistant mate-

rial. It retains the fine 

dust particles where 

it is created, which 

prevents dirtying alloy 

rims and the time-con-

suming job of manually 

removing brake dust.

 Mann+Hummel

 www.mann-hummel. 

 com

Zeus diagnostic tool
Snap-on has released its new intelligent 

diagnostic software, Zeus (EEMS342), to help 

technicians diagnose, repair and manage issues. 

The platform guides users through every step 

to find solutions by displaying information that 

is relevant to the specific vehicle and fault code. 

It will skip diagnostic and repair information 

that the technician does not need. Zeus offers a 

scan tool, lab scope, functional tests, Fast-Track 

guided component tests, SureTrack  

expert information, technical service  

bulletins, oil specifications and resets,  

optional ShopKey Pro repair  

information and more. A software  

agreement is required to access the  

tool’s diagnostic functions.

 Snap-on Diagnostics

 diagnostics.snapon.com/zeus
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social media 101  | 

media platforms all have their own 

versions of paid content, at varying levels 

and with different designs and specialties. 

One of Facebook’s most popular 

promoted-content formats is sponsored 

posts, whereby you can pay to have a 

post placed higher and more often in your 

target audience’s feeds. You’ll recognize it 

on your own feed by the terms “suggested 

post” or “sponsored post” at the top of the 

message box. To activate, create the post 

by clicking “boost post” at the bottom. 

You can then choose the various options 

for which users you want to receive the 

post. Then select your budget, how many 

When you think about it, every 

person who follows your tweets, 

Facebook page, Instagram profile or 

YouTube channel is there because they 

are interested in what you have to say. 

Yes, a great post can attract a lot of 

interested followers, but essentially your 

reach is random – that is, it depends 

mainly on the vagaries of algorithms, 

reposts by your followers and dumb luck 

over who happens to see it. 

But there’s a way you can dramatically 

increase both the number of people who 

will see your posts, and your control over 

the nature of those users, through paying P
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a fee to unlock the full power of social 

media’s promotional algorithms.

Paid content is an umbrella term that 

refers to any content for which you pay a 

fee to manipulate its position on a social 

media platform. By paying a promo fee, 

you can place its appearance higher in 

a social media feed; tailor your content 

to target specific buyers, regions or types 

of companies; and set your content or 

ad in front of a much larger audience 

who might not have been exposed to 

it by other channels, increasing your 

reach dramatically. Facebook, Twitter, 

Instagram, YouTube and other social 

HOW PAID CONTENT DELIVERS
USERS TO YOUR DOORSTEP
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users you would like to reach, and so on. 

Most social media works by pay-per-

click, which charges you a nominal fee 

each time someone responds. Setting a 

maximum budget keeps it from going 

through the roof, just in case it goes viral.

Twitter’s promoted tweets work in a 

similar way. After creating the tweet, 

select “promote” and choose the 

audience you wish to reach by clicking 

on each of the options given. In fact, all of 

the major platforms – Instagram, YouTube 

and even Snapchat – all offer you the 

option of paying to boost and fine-tune 

the nature and quantity of qualified users 

LUCIANA NECHITA IS DIRECTOR OF PUBLIC AFFAIRS AT AIA CANADA; MARTHA UNIACKE BREEN IS CONTRIBUTING EDITOR OF JOBBER NEWS.

who see your content.

LinkedIn offers another way of reach-

ing your audience by using LinkedIn 

Ads. These display/post hybrids run on 

prominent pages on LinkedIn’s feed and 

have a standard format: headline, about 

75 words of copy, your company name 

and URL and a small image. Built-in tools 

then allow you to select job title, function, 

industry, geographic location, or by Linke-

dIn group, such as “auto repair shops.”

Well placed paid social media, like any 

other advertising, is great for attracting 

attention to your brand. But unless 

you can back it up with real value, the 

response may be fleeting. Even the most 

scrupulously targeted paid media won’t 

have any real effect unless the content 

itself is compelling to begin with. 

So the trick is to understand clearly 

what you want to accomplish, whom you 

want to reach, and what will attract the 

audience you want – and then deliver on 

that promise.

Regardless of which platform you 

choose, start by asking yourself what 

result you want. Do you want to increase 

customer traffic to your website, launch 

a new product, promote an event or 

special, raise your profile and brand 

recognition in your market? Whom do 

you want to target? Is it consumers, 

wholesalers and distributors, auto shops 

or retailers? Do you want to reach a 

younger audience or a more established 

one? Do you want to attract chief 

executives to get them interested in your 

brand or services? 

Another key question to ask is 

how your target audience consumes 

information. For example, CEOs might 

respond to LinkedIn more readily than 

something from Instagram or Facebook. 

And many jobbers respond to a 

combination of print and social media 

marketing. In many cases, one seems to 

reinforce the other, so it’s often useful to 

think of social media advertising as one 

part of an overall marketing plan.

Give users a compelling reason to read 

your post or ad, or they’ll just click away 

again, defeating the whole purpose. A 

clear, targeted message with a call to 

action – “25 per cent off tires this week!” 

rather than “Tire sale” – works best. So 

does a memorable image or slogan. 

You may not be able to come up with 

something as catchy as “Think Small” 

or “We Try Harder,” but clarity and 

relevance are paramount. 

With longer posts such as articles, 

make sure the information is useful 

and interesting to your audience. Avoid 

‘clickbait’ headlines designed to entice 

the user to click the link when then 

turns out to be about something else (or 

puts a hard sell on them). Social media 

users appreciate and respond to honest 

advertising, but if you betray their trust, it 

can take a long time to restore it.

Once your paid campaign is underway, 

monitor it regularly. All of the major 

platforms provide detailed real-time 

information on exactly who’s responded 

to your post, how many times it’s been 

clicked on, retweeted, liked, etc., 

along with a variety of other info. This 

will enable you to see instantly who is 

responding and what content or platforms 

are generating the best – and importantly, 

less active – results. 

Armed with this information, you can 

adjust your program to get the best bang 

for your social media buck, placing your 

message exactly where it will deliver more 

of the results you want.    JN

In the instant-gratification word of social 
media, we are accustomed to seeing 

clicks, likes and responses right away, 
but for the most part, paid content 

doesn’t work like that.



EVERYTHING IS ALRIGHT – UNTIL IT ISN’T

Professional fighters, whether they are boxers 

or mixed martial artists, will tell you that 

it’s the unforeseen punch that causes the most 

damage and may ultimately end the fight.  

The direct hits obviously hurt but it’s the ones 

out of nowhere have the most damaging effect.

The same idea could be applied to a jobber 

store. While yearly planning and the adoption of 

budgets is carried out with some degree of caution, 

most jobbers are focused on driving revenues and 

watching costs, said Michael Kavanagh of Ariem, 

an advisory firm that assists small and medium 

business to increase profitability and growth.

When things are going well, there’s little 

motivation to second guess or plan for 

emergencies unless there’s pressure from either  

a bank, lending company or investor.

Everything seems to be alright. Until it isn’t.

Big picture planning is secondary and, in 

most cases, ignored, said Kavanagh. While 

it’s impossible to foresee the ‘punches’ out of 

nowhere, taking a critical review of the operations 

and drilling down into all aspects of the business 

will enable the business owner to enact strategies 

that will lessen the effects.

Kavanagh noted that he has seen many 

situations of where business owners faced a major 

negative event (such as loss of a major customer). 

In most instances, management was not prepared. 

If jobbers don’t have an engaged board of 

advisors, it may be advisable to bring an outside 

consultant to provide an unbiased view of the 

business. Kavanagh believes that a third party 

is needed since the current advisors (such as 

accountants and lawyers) could be too close to  

the operation. Hard facts may be couched to 

maintain the relationship.

Jobbers are busy with so many aspects of the 

business that they sometimes don’t see things that 

could be done better or changed. It’s important to 

ask the following questions:

■  Do you really know your costs? This is important 

as there may be cost misallocations among 

your total product line that inflate profit on one 

product at the expense of others. The other 

effect is that you incorrectly spend more time 

and marketing dollars with the product that 

appears to more profitable.

■  Are you depending on a major customer? There 

may be a great business relationship now, but 

if that customer decides to put pressure on 

pricing or threatens to go to another supplier, it 

will have major negative effects on the business. 

The general rule of thumb is not to have more 

than 10 per cent of total revenue from any one 

customer.

■  Are your financial eggs in one basket? The 

relationship with the lender may be great now 

but a lender can announce that they want to 

reduce exposure in certain industries and could 

restrict credit or, worse, demand payment. 

Trying to get financing after a lender has 

demanded payment will either be extremely 

difficult, at higher rates with more restrictive 

terms or impossible.

While not sexy, a thorough line-by-line review 

may help to identify issues for correction or 

improvement. 

Pro-active owners can better position their 

businesses by critically reviewing all aspects of the 

operations so that any outside ‘punches’ can be 

mitigated and minimized. It will still hurt, but not 

be business-ending. 

While no one can predict what will happen, 

taking steps to improve operations and build  

up your liquidity, will enable you to ride out  

the unforeseen negatives that inevitably will  

come.   JN

money & management  |  

Pro-active owners 
can better position 
their businesses by 
critically reviewing 

all aspects of the 
operations so  

that any outside 
‘punches’ can be 

mitigated and 
minimized.

BY MARK 
BORKOWSKIMark Borkowski is president of Mercantile Mergers & Acquisitions Corp. www.mercantilemergersacquisitions.com 

36 www.autoserviceworld.com | JOBBER NEWS / NOVEMBER 2017

P
h

o
to

: 
e

rh
u

i1
9

7
9

, 
iS

to
c
k
p

h
o

to



JOBBER NEWS / NOVBER 2017 |www.autoserviceworld.com 37

Do you have 
news to share?

An upcoming event? A letter to the editor?

Send it to adam@newcom.ca.
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MOVE FORWARD AND STRIVE FOR CHANGE

Consider what your jobber business looked 

like the day you opened the doors for the 

first time. 

Now compare that to what it looks like today. 

You’ll notice some changes. However, has your 

business ever actually had a real makeover that is 

convincingly noticeable to your shop client base?

Most of us fall into the trap of thinking we’re 

changing. We think we’re progressing. However,  

to the outside world, everything really still looks 

the same.

Making positive changes to your business is tell-

ing your clients that you recognize that change 

and progression go together. If you hope to be 

recognized in your marketplace as up-to-date and 

on top of issues, then they had better see that you 

can handle it.

Many jobbers are totally stagnant today. They’re 

not willing to progress nor change. They produce 

nothing but ongoing lip service to everyone. That 

attitude is antithetical to the true nature of the 

modern automotive parts distribution business. 

Jobbers need to frequently expand their inventory 

due to the technological development of the vehi-

cle. They need to deal with the chronic shortage 

of competent people within our industry and the 

constant need to retain the best counter and field 

staff. Jobbers need to recognize and understand 

the progression made by the best shop owners in 

the business. 

If you aren’t seen as a positive forward-moving 

business, the perception may develop that you’re 

not capable of grasping the way business has to be 

done to deliver value to shop owners today. Your 

customers may say, “You were great in the past, 

but now I have to seek out someone who is up on 

the latest technology and business methods.” As 

you know, the wrong perception can kill you. 

The argument I hear against this re-orientation 

is: “It’s not worth it; my customers don’t care about 

that and my business is doing OK today.”

Sit back and really think about that statement. 

1. Is cash may be the real issue here? Is the busi-

ness in a crunch? Are margins low? Are receivables 

out of control? All of these things would prevent a 

company from spending the time and resources on 

a major reorientation. Ongoing upgrades have not 

been a top priority, and the thinking now is: “It’s a 

matter of competing until things turn around.”

2. Refusing to take immediate corrective action 

sends a bad signal. It suggests that management 

sees no need to progress with the times 

3. Management is effectively saying they’re behind 

in the latest computerized technology that would 

help jobber stores find efficiencies and enhance 

their business relationships. Upgrading manage-

ment systems could be costly and time-consuming, 

but it could restore the kind of value-added ser-

vices that repair shops need.

4. The store is now positioned to cater to the 

lower half of the professional automotive repair 

market, with low-quality brand inventories and 

short-sighted pricing policies. it is far from the more 

profitable approach of focusing on the top 10 per 

cent of the market.

5. Management has attracted a price-conscious 

customer base, and not the value-focused shop 

client.

6. Management lacks vision and progressive, disci-

plined determination. It is only determined to stay 

the same.

The bottom line? When a company refuses to 

evolve to meet market needs, management is the 

problem. Managers are scared of change and are 

looking for excuses not to act. Without corrective 

action, the business will fall by the wayside.

Don’t be afraid to embrace a progressive atti-

tude. Don’t be afraid to act. When you do, you’ll 

be one of the very few who can make this type 

of business financially successful and personally 

rewarding.   JN

business management  |  
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North America.
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*

* The results shown are based on independent testing conducted by B83 Testing & Engineering, Inc. on 
ball joints for a 2007 Toyota Camry, 2013 Ford F-150 and 2007 Chevrolet Silverado. Testing was performed 
on a Multi-Axial Durability Suspension Simulator to simulate ball joint service life on a vehicle. 

†IMR Research Study 2015

Independent testing shows that MOOG ball joints outperform the 
competition by more than 5X. It’s proof that when it comes to 
durability, our competitors simply don’t measure up. And that won’t 
surprise professional technicians — they prefer MOOG more than all 
other chassis brands combined†. They know that when their reputation 
is on the line, MOOG always goes the extra mile. 

#partsmatter

MOOG® 
ball joints outperform 

the competition
BY MORE THAN

Ford® F-150 
Durability Testing

MAS
Centric

Mevotech Supreme

BALL STUD BROKE

BALL STUD BROKE

KEEPS GOING 5X+

BALL STUD BROKE

Chevy® Silverado 
Durability Testing

MAS
Centric

Mevotech Supreme

BALL STUD BROKE

BALL STUD BROKE
BALL STUD BROKE

KEEPS GOING 5X+

* Centric part not available for testing.

Toyota® Camry 
Durability Testing

MAS
Centric

Mevotech Supreme

BALL STUD BROKE

BALL STUD BROKE
*

KEEPS GOING 5X+
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