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SURVEY SAYS: THERE’S MORE YOU
CAN DO FOR YOUR CUSTOMERS

M

any of you probably shared this experience over the
recent holiday season: you want to get the perfect gift
for someone. You know exactly what they need. You
looked online ﬁrst, saw that the store carried the product and
made your way in.
But you can’t ﬁnd it. An empty shelf stares back at you.
After 10 minutes of walking up and down what feels like every
aisle, you ﬁnally ﬁnd someone who works there. Maybe they
are helpful, probably they aren’t. Eventually, you coax the
employee into looking in the back room. Nothing. They look
If your on the computer. Nope.
“Sorry, better luck next time,” they said.
response is
Now what? Go somewhere else? Buy something kind of
‘they don’t get
similar
instead? What a hassle. And you’re annoyed. All this
what we do or
time
spent
and you have nothing to show for it.
the pressures
Turns out, many service and repair shops are having similar
we face,’ who
is really at experiences when dealing with you, their jobber store. Instead
of looking for gifts, however, they’re looking for parts in order
fault? to serve their customers quickly and efﬁciently.
When you don’t have the right part, it’s aggravating. Now
your customers have to go somewhere else. It’s a hassle.
Jobber News recently asked readers of our sister publication, CARS Magazine, to
complete a survey on what they would like to see from you in order to do their jobs
better. Parts availability and customer service came up a surprising number of times.
Of course, there were complaints about pricing structure – that’s one that will probably
never satisfy any customer – but getting top-notch assistance when they call and having
parts available were at the top of their wish lists.
A number of service shops lamented the fact that they sometimes can’t get the part
they want, can’t get it delivered in a timely manner or feel that the counterperson on the
other end of the phone doesn’t put enough effort into making sure all their needs are
being met.
From the more than 100 responses we received, it became repetitive to the point
where we wonder if jobbers are resting on their laurels and if there’s a signiﬁcant
problem that needs to be addressed.
A number were quite happy with the service they’re getting. It was not all doom and
gloom. But there seems to be plenty of room for improvement for many – especially
when more than half of our respondents say they are calling between three and ﬁve
jobbers in order to get what they need.
We’d love to hear from you about our survey results. Do you agree? Are they being
unreasonable in their feedback? Could you deliver better service? What are they not
understanding about your position?
If your response is “they don’t get what we do or the pressures we face,” who is really
at fault? Are you properly explaining your situation to them? Is it clear why you can’t
carry every single product for every single car ever made? Do they understand that their
expectations for delivery may be impossible?
Review the comments from your customers. These are honest responses.
About 20 per cent of shops haven’t changed their ﬁrst-call jobber. Are you in that
group or part of the 80 per cent who get dumped because you can’t deliver what your
customer wants?
Let me know what you think about this or any other story in our magazine. E-mail me
at adam@newcom.ca. JN
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AIA CELEBRATES 75
YEARS WITH GALA
The Automotive Industries Association of
Canada officially celebrated its milestone

anniversary with a gala
The group and more than 300 of its members
gathered on Nov. 24 at the Westin Ottawa hotel
to mark 75 years of the AIA, which started out as
the Canadian Automotive Wholesalers’ Association
in 1942.
The evening was complete with recognition of
past presidents, key players and those who are
helping move the industry forward today.
There was a presentation from Ottawa
Councillor Keith Egli who, on behalf of the city
and Mayor Jim Watson, presented the AIA with a
plaque to recognize the AIA’s contribution to the
Ottawa and automotive industry over its many
decades of existence.
The AIA also presented its second Distinguished
Service Award of the year. The latest recipient of
the group’s highest honour went to Sean Corcelli,
a former chairman of the association and vice
president with Uni-Select, who retired in 2017.
After speeches and dinner, the AIA Garage Band
made a surprise performance as they played classic
hits. Then more live entertainment came from a
Beatles tribute band to wrap up the night. ■ JN

From top left, AIA chairman Dave Fiﬁeld and president
J.F. Champagne hosted the AIA’s 75th anniversary gala
celebration in Ottawa.
The AIA Garage Band made a surprise appearance
at the gala. The band was made of Randy Moore of
Mister Transmission, Marnie and Steve Van Kessel from
Parry Automotive, Randy Klein of Wakeﬁeld Canada,
Dean Clarke of Tenneco and Tony Canade of Assured
Automotive on drums.

LORDCO CEO COATES TO RETIRE
Doug Coates will retire as Lordco’s chief execu-

tive officer at the end of February.
Coates took over as chief executive officer of the
B.C.-based automotive parts distributor after his
brother and a founder of the company, Ed, died in
February 2014 from pancreatic cancer.
The company said Coates “brought stability and
steady guidance during a period of unexpected
transition” in an announcement. He also served as
salesman, store manager and vice president of sales
and marketing since joining the company in 1984.
“With the utmost sincerity and gratitude, the
6

entire Lordco family wishes to thank Doug for his
commitment, loyalty and leadership,” said Lordco
president Marlyn Coates. “As CEO, Doug worked
diligently overseeing initiates, including the company’s northern expansion and significant improvements to Lordco’s distribution network resulting in
record sales results. We are grateful to Doug and
his supportive wife Lornie for their dedication and
contribution and wish them well in retirement.”
The search for a successor is currently underway
to lead the family-owned company, which has more
than 100 stores throughout British Columbia. ■ JN
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DELPHI SHIFTS TOWARDS THE FUTURE
Delphi Technologies and Aptiv are the names the
industry will hear.
In early December, both companies listed
on the New York Stock Exchange under the
new names. Delphi Technologies spun off from
Delphi Automotive to become its own company.
It will serve the powertrain segment, focusing on
developments in the electric vehicle realm, as well
as solutions for internal combustion engines. The
company will continue to look after the global
automotive, commercial vehicle and aftermarket
industries.
Meanwhile, as part of the changes, Delphi
Automotive is now known as Aptiv, describing
itself as a technology company that will be
developing connected vehicle solutions that are
safer and greener around the world.
“Mobility has the power to change the world,
and Aptiv has the power to change mobility,” said
Kevin Clark, president and chief executive officer
of the newly-named company.
“Aptiv is built on a strong foundation of industry
firsts and has the knowledge, capability, and
agility to win with traditional OEM customers and
emerging mobility players. It is a remarkable time
to be in our industry, and we are very confident
about our future.”
At Delphi Technologies, Liam Butterworth has
been appointed its new chief executive officer. In a

statement, he said the company is looking forward
to helping customers meet their fuel economy and
emissions obligations. He also highlighted the need
to mix the continued use of internal combustion
engines with the growing – though still relatively
small – segment of electrified vehicles.
“Despite recent debates around the future of the
internal combustion engine, market experts predict
that around 95 percent of vehicles on the road will
still have an engine in 2025, albeit with increasing
degrees of electrification,” Butterworth said. “This
means we have the opportunity to make significant
step changes in vehicle performance on the way to
a fully electric market. We continue to innovate in
this space, which will include electrified vehicles
with both gas and electric systems such as mild
and full hybrid solutions.”
Delphi separately announced that they plan to
launch a number of new SKUs in 2018, adding on
to the 2,000 part numbers they added in 2017.
The company announced that it plans to
increase the number of steering and suspension
options by 50 per cent. This product line will
include a full line of import and domestic vehicle
parts, including control arms, sway bar links, tie
rods, ball joints and bushings, along with steering
kits and accessories.
Between now and the end of December 2018,
the company said it will launch new part numbers
every 60 days. ■ JN

DENSO CATALOGUE TO OFFER FULL VIEW PHOTOS
Jobbers will soon be able to

get a 360-degree view of Denso
products.
The company announced
that it will be introducing fullview photography to its website
in the spring of 2018 in order to
give customers a fuller view of
its offerings and support their
e-retailing needs.
It’s all in an effort to
provide customers will greater

confidence in its parts and to
get a better sense of what they
were looking at, the company
said. Users can zoom in to verify
the part they’re looking at is in
fact the one they need. Jobbers
and technicians can ensure
specific areas like brackets and
connectors on parts match what
they’re looking for.
“The growth of online purchasing has changed customer
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expectations about product
photography,” said Joe Mejaly,
senior vice president of Denso
Products and Services Americas.
“We wanted to give our
warehouse distributor and
retail customers the tools they
need to compete with sites like
Amazon.”
The 360-degree photographs
allow users to rotate photos and
zoom in on certain features. ■ JN

Meaghan Bennett (l)
and Kathy Locke (r)
with Uni-Select
Eastern Inc. present
a cheque for $3,386
to Norma Chase with
the Canadian Cancer
Society in Moncton,
N.B. The money was
raised from a silent
auction event held
in October 2017.
Uni-Select thanks
its members and
suppliers for their
continued support.
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VAST-AUTO’S
CIFELLI NOW
AWDA’S VICE
CHAIRMAN
Mauro Cifelli has been

named vice chairman of
the Automotive Warehouse
Distributors Association as
part of recent changes to the
group’s leadership.
The vice president of sales
and marketing at Montrealbased Vast-Auto Distribution
previously served as the
group’s secretary and as a
council of governors member.
He takes over from Don
Bickles, Jr. of Warehouse Inc.

NEW PLATFORM FOR E-CATALOGUES
Need to browse a number of catalogues quickly?

There’s a new platform for that.
NetCom has unveiled its new catalogue platform
called Netcom.Parts. Whether it’s a jobber or
service technician, anyone can sign up for free
and browse hundreds of catalogues from all of
the major brands in North and South America, the
automotive e-catalogue provider announced.
“We have based our business model on free
browsing to change the industry’s relationship to
the electronic catalogue,” said Patrick Bousquet,
co-founder and chief operating officer at Montrealbased NetCom.

“Unlike other providers, we don’t act as a
bottleneck in the flow of information that is vital to
our industry; we act as a facilitator. Our data and
our users are what power up our platform.”
The idea behind Netcom.Parts is to help jobbers
ease the bottleneck they may face during rush
hour periods.
The platform allows for the listing of all products
associated with a particular vehicle.
The site is also designed to be accessible
through a mobile device. The 15-year-old company
said the new platform sends updated information
within 48 hours. ■ JN

KANMAR’S EDWARDS NAMED TOP REP AGENT BY CRP
Ken Edwards was named the 2017 Rep Agent of

Taking over Cifelli’s old role of
secretary is Slack Auto Parts
Co. chief executive officer
William (Henry) Slack.
Tim Trudnowski, president of
Automotive Jobbers Supply,
and the AWDA’s former
chairman, has been named
the association’s incoming
treasurer. ■ JN

From left, Daniel Schildge, CRP Industries CEO,
and (right) Mike Palm, CRP Automotive vice president of
sales and marketing and Ken Edwards,
president of Kanmar Inc.

the Year by CRP Automotive.
The president of Burlington, Ont.-based Kanmar
Inc. has represented CRP since 2008. He previously
worked for the replacement and service parts
company from 2005-2008. Kanmar is a sales agency
that represents original equipment and aftermarket
manufacturers in automotive and heavy duty.
CRP’s automotive vice president of sales and
marketing, Mike Palm, presented the award to
Edwards.
“Ken has been a long-time partner to CRP,
helping us to set-up CRP Canada and then growing
with us as we expanded our customer base.
Recognizing him for his substantial contributions
and commitment is a special opportunity for us,”
he said. “Ken has earned and deserves this award
many times over. I’m very happy to be able to
acknowledge Ken’s partnership with CRP through
this award.”
Kanmar primarily serves clients in Ontario and
works with partners across Canada provide greater
representation. ■ JN

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

BE THE FIRST!
8

Further information:
www.repxpert.ca
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IDEAL SUPPLY DONATES
TO SICKKIDS HOSPITAL
Ideal Supply brought some holiday cheer to
children and their families.
The auto parts distributor and electrical supplier
partnered with Shell Lubricants late last year to
raise donations for Toronto’s Hospital for Sick Children. In the end, thousands of dollars in gifts were
donated to help make time spent away from home
at Christmas easier for children and their families.
Over a six-month period, Ideal Supply customers
who grew their purchases of Shell lubricants would
get the chance to head to Toronto for a special
event. With some dinners included, the customers
who made the trek were given spending money
to shop and buy gifts in the city to be donated.
But participants decided to go above and beyond
as they spent their own money to add to the toy
collection that was delivered to the hospital.
“There were over $9,000 in gifts provided that

will go towards the hospital toy drive,” said Peter
Mackie, marketing co-ordinator at Ideal Supply in
Listowel, Ont.
It was the first time Ideal Supply has donated to
SickKids. They typically donate to local charities
but the company decided to add to their giving
initiatives this year. Mackie said that when
word got around about the program, customers
responded by making sure they did what they
could to be part of it.
In all, 38 people participated in the weekend
event with more gifts dropped off than the bins
could hold. ■ JN

CANADA CRACKS
SALES MILESTONE
For the first time ever, two million vehicles have been
sold in Canada in a single year.
DesRosiers Automotive Consultants Inc. reported
that 2,038,798 vehicles were sold last year. Leading
the way was the light truck segment with 1.4 million
units sold, up nearly 9 per cent. Passenger cars,
however, only sold about 640,000 units, the lowest
level since the mid-1960s.
Nine months of the year posted record sales. It’s the
fifth straight year of Canadian numbers have set new
highs and the eighth consecutive annual increase
since the recession of 2009.
Ford (up 1.1 per cent compared to 2016), General
Motors (up 13.3 per cent) and Fiat Chrysler (down
3.7 per cent) led the way in units sold.
The F-series from Ford led the way for pickups with
155,290 units. Its Escape line saw sales of 47,880
units to lead the SUV category.
In the U.S., its growing streak was snapped. Auto
sales fell by 2 per cent to 17.2 million units, the first
annual drop since 2009. Still, it was the fourth-best
sales year in U.S. history, according to Kelley Blue
Book.
For 2018, sales are not expected to pick up – and will
probably drop – as interest rates are expected to go
up, thus making it more expensive to finance new
cars. ■JN

SPECTRA GETS FIRST CAPA CERTIFICATION
Spectra Premium now has the first and only radiators to be certified
under the CAPA standard.
CAPA 601 Radiator Standard certification establishes objective and
measurable quality standards and specifications for replacement
parts. Spectra recently certified its radiators
to this standard.

“

This
achievement
is another
testament to our
commitment to
always go above
and beyond
our customers’
needs,” he said.
“We are proud
and honoured
to be granted
this first-inthe-market
CAPA product
certification.

”

– JASON BEST,

SPECTRA SENIOR
VICE PRESIDENT –
AFTERMARKET

Jason Best, Spectra’s senior vice president –
aftermarket, called the announcement a clear
differentiator for the company.
“This achievement is another testament to
our commitment to always go above and
beyond our customers’ needs,” he said.
“We are proud and honoured to be granted
this first-in-the-market CAPA product
certification.”
The standard assesses fit, material
composition, dimensions, appearance,
function, construction and retaining features.
Fraud-proof and trackable seals on the
parts ensure that technicians and vehicle
owners are getting superior-quality, certified
aftermarket radiators.
CAPA’s executive director applauded the
achievement.

“Spectra Premium’s compliance with CAPA’s
comprehensive standards is the best insurance the market can get
to avoid the serious consequences of a poor quality, ill-fitting and
underperforming radiator,” said Jack Gillis. “As engine technology
becomes more and more sophisticated, the need for precise,
accurate, and effective cooling systems has become critical.” ■ JN
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LIQUI MOLY SOLD TO WURTH GROUP
secure his company’s
future, Liqui Moly’s
chief executive officer
has sold the company
to assembly and
fastening materials
supplier Wurth Group.
Ernst Prost
announced that he will
remain as managing
director of Liqui Moly,
which will operate as an independent company
within the Wurth Group, which acquired all shares
of the lubricants company as of the first day of the
year.
“I have hereby secured the future of Liqui Moly
for a time when I may no longer be at the helm
myself,” Prost said in an announcement.
He stressed that the company is healthy and was
under no pressure to sell. Prost said he was just
thinking ahead.
“I wanted to make provisions with a minimum of
fuss. When things are going well and we don’t have
to decide under difficult circumstances,” he said.
“Over the past few years, Liqui Moly has shown
an outstanding performance and developed
into a real success story. The company owes this
achievement mostly to the work of managing
partner Ernst Prost and his employees,” said

Peter Zurn, deputy chairman of the Wurth
Group’s central managing board, in a separate
announcement.
In March, Wurth announced, Liqui Moly’s head
of sales, Gunter Hiermaier, will be appointed
second managing director. He and Prost will form
the management team of the company going
forward at that point.
“Those who know me know that my employees
are my focus,” Prost said. “After all, it would be
foolish to change anything about the road to
success over the past few years. Everything will
continue just as before – just under a bigger roof
that offers greater protection.”
The two companies have some history together.
Wurth has been a silent partner in Liqui Moly for
almost 20 years. Further, the former is a family
owned business, which was important to Prost.
“That’s why I know Liqui Moly is in good hands
with the Wurth Group,” he said.
And the group expects to see continued success
from its acquisition.
“We are proud that this successful and
established brand, which is known for its
outstanding reputation and great dynamics, will
enrich the portfolio of the Würth Group,” Zurn
said. “Our objective is the sustained successful
development of Liqui Moly in the future. This
is why we will continue to put our faith in the
entrepreneurial expertise of Ernst Prost.” ■ JN

Is it real? Check the seal.
That’s the message Lumileds is pushing in its
battle against counterfeit headlight bulbs.
The company, which sells automotive lighting
under the Philips brand name, has launched a
new campaign to combat fraudulent Xenon HID
lighting products. The Philips Xenon HID AntiCounterfeit Program is designed to help protect
consumers from fake versions of the bulbs.
According to Lumileds, the Xenon HID bulbs
are one of the most counterfeited products in the
lighting aftermarket.
The fake versions
deliver poor
illumination on the
road and excessive
glare for oncoming
traffic, the company
said. This puts
everyone on the road
in danger.
In addition, Lumileds
said fake bulbs can also

damage a vehicle’s headlamps or electronics.
The new program can help jobbers, technicians
and consumers know if what they’re holding is the
real thing or not. Philips OE replacement Xenon
HID packages now come with a certificate of
authenticity that has a holographic seal, label ID,
security code and QR code. Distributors, retailers
and consumers can verify the authenticity of the
item by scanning the QR code or by entering
the label ID and security code at www.philips.
com/original. If valid, a confirmation message is
received. If either the label ID or security code not,
an alert message is received.
The product package has been updated with
tamper-evident deals. If the package has been
opened, hidden graphics are revealed. Shipping
cartons will also feature the hidden-graphic feature
on its packing tape that reveals when the carton is
opened.
The company will be pushing a campaign
around the theme ‘Is it Real? Check the seal’
and will be included in advertising and social
media. ■ JN

Looking for a way to

“Those who

know me
know that my
employees are
my focus”
ERNST PROST, MANAGING
DIRECTOR OF LIQUI MOLY

PHILIPS
FIGHTS BACK
AGAINST
FAKE BULBS
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BY ADAM MALIK

CORCELLI GIVEN AIA’S
DISTINGUISHED SERVICE AWARD

S

ean Corcelli’s long and storied career
in the automotive aftermarket has
been recognized with the highest honour.
The Automotive Industries Association
of Canada presented the Distinguished
Service Award to Corcelli at its 75th anniversary gala in Ottawa in November, recognizing about 50 years of service the former
AIA chairman has paid to the aftermarket.
Many who have been similarly
honoured by the AIA have played key
mentorship roles for Corcelli. To be on the
same list as those men meant a lot to him.
“That’s extraordinary,” Corcelli told
Jobber News. “I’m not sure how often that
happens to individuals, but for me it’s
quite extraordinary.”
He was quick to point out that he’s only
being recognized because he was fortunate enough to work with great people.
“It’s a very much a relationship
business we’re in. I got to work with some
tremendous colleagues who were very
helpful to me, who were teammates,” he
said. “There were so many relationships
that were developed whether it be
colleagues or competitors.
“This award, like many individual
awards, are triggered by the team that
surrounds you and that was certainly the
same with me.”
His career started in the late 1960s at the
age of 16. Noticing his son was not applying himself to the best of his ability, Corcelli’s father, a Texaco lessee at the time,
called up a contact to put his son to work.
It was his introduction to the industry.
“It gave me an opportunity to walk
through the wonderful world of the
aftermarket, whether to the brake shoe
bonding area or the battery area,”
he recalled. “I occasionally got to do
deliveries in a big Chevy pickup.”
His career eventually took him out west
in the late ‘70s where he linked up with
an old colleague who was now working
with NAPA Canada. John Sutherland was
converting corporate stores into associate stores and looking for entrepreneurial-minded people to bring into the fold.
Corcelli asked about joining him in Calgary.

From left, Sean Coreclli is presented with the Distinguished Service Award by AIA past
chairman Doug Reevey and current chairman Dave Fiﬁeld.

‘‘

That’s extraordinary.
I’m not sure how often
that happens to individuals,
but for me it’s quite
extraordinary.” – SEAN CORCELLI

“He welcomed me with open arms,”
Corcelli said. “I was NAPA Canada’s first
Canadian management trainee in 1978.”
After two years, Corcelli left NAPA to
join Acklands on the automotive side,
which operated the Bumper to Bumper
name at the time. The oil and gas boom
was hitting Alberta and the province was
in what he called a renaissance moment.
He helped changed the Bumper to
Bumper brand’s look and feel inside of
its stores.
“We were taking the stodgy old jobber/
wholesalers and pushing their counters
back and laying red, white and blue tile,
putting in additional lighting and putting
in gondolas to merchandise the product
and expand their showrooms,” Corcelli
said. “It just didn’t feel like work. It was the
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advent of Bumper to Bumper in Canada
and we were just enthralled with doing
this type of work.”
Over time, his involvement with the AIA
grew, from being involved in and eventually heading up the Northern Division of
the association, which saw it become the
most improved area within the country. In
2002, he came the national chairman.
“It was so rewarding,” he said of his time
with the AIA.
His work with the national organization was also recognized with a Diamond
Jubilee Medal in 2012, to recognize exceptional Canadians within the automotive
aftermarket.
In recognizing Corcelli, the AIA
highlighted his recent involvement with
helping Fort McMurray following wildfires
that devastated the northern Alberta
community. He helped raise $10,000 to
support The Justin Slade Foundation, a
non-profit organization that provides youth
with organized programs, community
engagement and valuable opportunities.
Corcelli retired as regional vice
president of the prairies division at UniSelect at the end of June 2017. JN
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DON’T
COUNT ON
MANDATORY
TPMS

Photo: deepblue4you, iStockphoto.com

Little appetite in Canada to demand sensors in vehicles

E

ven though it seems like a no-brainer,
tire pressure monitoring systems
aren’t going to be mandatory on vehicles
made in Canada any time soon.
Despite the fact that American
regulators found enough safety and fuelefficiency evidence to require that they
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be installed on all cars and trucks made
in the U.S. starting a decade ago, their
counterparts on this side of the border
don’t feel the same way.
A spokesman for Transport Canada said
it simply hasn’t been convinced to follow
the U.S. lead.

“Transport Canada has not followed suit
as the department was unable to establish
a direct link between these devices and
improved vehicle safety. Until safety data
becomes available supporting the mandatory requirement of tire pressure monitoring
systems, Transport Canada is not consider-

www.autoserviceworld.com | JOBBER NEWS / JANUARY/FEBRUARY 2018

BY GEOFF KIRBYSON

“

It is important to note that,
although a big help, the presence of
a TPMS does not excuse the motorist
from his or her responsibility to check
their tire pressures periodically.

”

– MIKE BUNDICK, MICHELIN NORTH AMERICA

ing reviewing this decision,” he said.
Based on its research and investigation
into collisions, Transport Canada said it
has not identified a pattern of motor vehicle accidents across the country caused
conclusively by tire failure. In the United
States, however, the National Highway
Traffic Safety Administration found that
an underinflated tire was three times
more likely to be involved in a crash.
Federal regulations in Canada set out
the safety performance requirements
for new vehicles when they are
manufactured but they do not deal
with the licensing or use of aftermarket
modifications.
Transport Canada said they will
continue to monitor the effectiveness of
tire pressure monitoring systems to see if
they make cars and trucks safer and said
it will “take action as required.”
So while a lucrative segment of the
aftermarket may not be simply handed
to the industry, there are still plenty of

opportunities to be had by educating the
end-customer.
Under-inflated tires increase rolling
resistance, which reduces tread life and
increases fuel consumption. It can also
lead to sudden tire failure as without
sufficient air the sides of a tire can bend
and flex excessively, which builds up heat
and can cause serious damage.
Industry experts say operating a vehicle
with a single tire under-inflated by eight
pounds per square inch (psi) can reduce
its life by 15,000 km and increase the
vehicle’s fuel consumption by 4 per cent.
So, the average motorist who drives
more than 20,000 kilometers per year on
under-inflated tires uses nearly 547 extra
litres of fuel each year, at a cost of nearly
$700. Transport Canada cited a study
that said 70 per cent of vehicles on the
road have at least one tire that is over or
underinflated by at least 10 per cent.
Each vehicle with TPMS has sensors
in the tires that can read air pressure
and will notify the driver within 20
minutes when the pressure in any of
the tires drops below 25 per cent of the
recommended pressure.
“If your car’s tires read 30 psi and it
drops 8.5 lbs, that triggers your TPMS
light. You either have a communication
problem or a pressure problem and

you should get out and check your air
pressure,” said John Herc, New Yorkbased senior product manager for
strategic markets for Standard Motor
Products.
The more elaborate the system, the
more details are provided, such as your
right rear tire has fallen to 20 psi.
Regardless of what Canadian
manufacturers do, their counterparts in
the U.S. are going to continue to build
vehicles with TPMS and a growing
number of Canadians will buy those
vehicles and drive them over the 49th
parallel. So there will continue to be
opportunities for jobbers and shops alike
to sell the sensors.
If the day comes for mandatory
TPMS in Canada, the industry is ready.
Jeremy Shecter, Michigan-based
national accounts manager at Schrader
International, a leading manufacturer of
sensors for the automotive industry, said
most jobbers and distributors north of the
49th parallel already carry the product.
“They understand the safety elements
and they’re ready for any [changes in]
legislation. Most jobbers are already
familiar with the sensors,” he said.
Every time a tire is changed, rotated or
replaced in the U.S., the sensors have to
in working order and the vehicle can’t
continues on page 14

“

Until safety data becomes available supporting
the mandatory requirement of tire pressure
monitoring systems, Transport Canada
is not considering reviewing this decision.
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”

– TRANSPORT CANADA SPOKESMAN
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“

They understand the safety
elements and they’re ready for
any [changes in] legislation.
Most jobbers are already familiar
with the sensors.

”

– JEREMY SHECTER, SCHRADER INTERNATIONAL
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leave a bay or shop if the light indicating a problem is on.
By contrast, cars and trucks in Canada are allowed to leave
a garage with the light on.
The rules and regulations side is obviously out of the
company’s hands but Shecter said Schrader supports any
legislation that promotes increased safety and mandatory
tire pressure monitoring systems.
“You are shutting off the feature by letting a vehicle leave
the garage with the light on. If you go get your winter tires
put on (in Canada), some retailers or dealerships have
specific rules about what they can or can’t do. If the shop
says, ‘we’re not going to put in the sensors because it’s too
expensive,’ there’s nothing illegal about letting the customer
leave the shop with the light on,” he said.
Herc believes the high-profile legal showdown between
the Ford Motor Company and the Firestone Tire and Rubber
Co. in the late 1990s is at least partially to blame for TPMS
not being mandated in Canada. A number of vehicles,
including the Ford Explorer, started to experience rollover
problems related to tire pressure. Ford blamed the problem
on the tires while Firestone pointed the finger at Ford. In the
aftermath of 271 fatalities and the recall and replacement of
23 million tires, many lawsuits were filed against both companies and millions of dollars were paid out in settlements
to the families of the victims.
It was widely believed in 2008 that TPMS batteries would
give out in five years, much like watch batteries do, Herc said.
But when the vast majority of them continued to last beyond
that, the life expectancy was raised to seven and then 10 years.
If that holds true, a lot of sensor business could soon be
coming to the aftermarket.
“A lot of people think 2018 will be the biggest wave with
TPMS replacements,” he said.
So jobbers should make sure have adequate stock is on
hand to meet the potential demand. The problem is that it’s
not obvious that a vehicle is equipped with the sensors.
“The interesting part is you could have identical years
Honda Civics sitting next to each other in a parking lot in
Canada and one would have TPMS and one wouldn’t,”
Herc said.
Mike Bundick, product marketing director for Michelin
North America in Greenville, S.C., said the company advocates the implementation of tire pressure monitoring syswww.autoserviceworld.com | JOBBER NEWS / JANUARY/FEBRUARY 2018
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tems on light road vehicles, primarily to
enhance safety but also to optimize performance and fuel economy.
But he also advises jobbers to make
sure their shop customers are reminding
drivers to check tire pressure manually
and not rely solely on a notification on
their dashboard.
“It is important to note that, although
a big help, the presence of a TPMS does
not excuse the motorist from his or her
responsibility to check their tire pressures
periodically,” he said. “Michelin has
always stressed the importance of maintaining tire pressures at the recommended
level and constantly advises users to
check the pressure of their tires at least
once a month and before a long trip.”
The Canadian Automotive Association,
or CAA, has no plans to lobby the federal
government or automobile manufacturers
to make TPMS mandatory.
“It hasn’t been a hot topic,” said Dan
Messner, Winnipeg-based manager of
automotive services. “We’re not really
seeing a reason to go out there with it.”
Before looking at whether TPMS should
be mandatory, Messner said regulators
need to determine exactly what that
would entail.
“Does that mean people have to put
an aftermarket system in their vehicle or
manufacturers have to include them in
every make and model that’s made after a
certain date?” he said.
Adjusting tire pressure weekly or
monthly should be a regular part of vehicle maintenance regardless of whether
there’s a light on the dashboard, he said.
While it seems like an obvious decision,
Messner questioned how driver use of that
information could possibly be monitored.
“There will be motorists who will ignore
it for two or three weeks and others who

will get on it right away,” he said.
That brings opportunity to the aftermarket where service shops can develop a
trusted relationship with their customers.
Jobbers should ensure shops are reminding drivers to stay on top of tire maintenance in order to build greater loyalty.
There is a cost to manufacturers, of
course, with each piece of technology
that goes into the production of a vehicle,
so it’s cheaper to build cars without
sensors in every wheel. Indeed, each
sensor is attached to a valve stem, which
cost a couple of dollars 20 years ago but
now run up to $150.
But this is far from the first safety topic
where decision makers have not been
unanimous, Messner said.
“Why are daytime running lights
mandatory in Canada and not in the U.S.?
From a safety perspective, is one more
important than the other?” he said.
Safety is the biggest reason to have
a car with a TPMS for Herc, who said
it gives him peace of mind with his
daughter, who lives 400 miles away.
“If she calls me and says, ‘Dad, this light
on my dash is on,’ I’ll say, ‘My gosh, get
some air in the tire. See if there’s a nail
in there.’ It’s a good thing. But to some
people, it’s annoying,” he said.
“For a car owner, I would say this is
pretty neat. I have no idea I’m losing air
pressure.”
Where it gets tricky for the aftermarket,
Herc said, is there’s a law under
the National Highway Traffic Safety
Administration that says service shops
can’t knowingly disable a TPMS.
“If I were to have a vehicle and decide
to put four snow tires with regular valve
stems and not TPMS, I would have
knowingly made the system inoperative,”
he said. JN
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“

If the shop says, ‘we’re not going to put in
the sensors because it’s too expensive,’ there’s
nothing illegal about letting the customer
leave the shop with the light on.

”

– JEREMY SHECTER, SCHRADER INTERNATIONAL
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WHAT DO
THEY WANT?

parts
“

I need to know that I have support when
there’s a problem, that they genuinely want
feedback on what we are seeing out
there and that I can get the parts
I need when I need them.

“

When I need a part now,
the closest available gets the
sale. When I can order in
ahead of time,
the best price
gets the sale.

”

”

M

any will say it’s not always
about the price when it
comes to dealing with your
shop clients.
While that appears to be true, it’s still
pretty important, according to the Jobber
News 7th Annual Shop Survey.
Our survey of service and repair shop
owners and technicians found that the
most important thing they care about is
part availability and inventory. And your
customers need their parts now, not later.
We asked what factors come into
play when ASPs decide to make you
their first call jobber. Options included
price/discount, location, brands,
counterperson, relationship and online
ordering capabilities. Respondents could
choose more than one. Of the more than
100 people who took part in the survey,
93 per cent chose availability as being
important. From there, it was a significant
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In our annual
survey of repair
and service
shops, we
asked what
jobbers could
do to better
serve their
customers
drop off to price at 70 per cent and
relationship at 64 per cent to round out
the top three.
“Availability of parts at a reasonable
price and quick delivery is paramount to
keeping the customer happy since that is

what ensures repeat business,” said one
respondent.
“Having inventory on hand these days
is important as car owners expect same
day service,” said another.
A good price doesn’t matter if service is
terrible, a commenter explained. “Without timely, accurate service, price is irrelevant. Making things right when they go
wrong is what building a good relationship with any supplier is all about.”
While everyone wants a deal on parts,
and that was reflected throughout the
survey, having trust in the jobber and a
strong relationship was a common desire.
“I have to trust that the person I talk
with understands exactly what I’m
looking for,” one response read. “If I
feel like they are looking out for my
best business interests by finding what I
want in a timely fashion, then I can be
comfortable with asking for it.”
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WHEN DO
THEY WANT IT?

“

By having a
relationship all the
other things fall into
place.

”

now
We asked:
What advice would you give
to jobbers to keep you happy?
What are they doing well?

“

I don’t have time to price shop.
I want to have all product info
at my ﬁngertips to get an
estimate prepared in a timely
manner. Delivery is
also an important
factor in whom I deal
with.

“

I see the jobber growing
every day. They are
keeping up with the market
innovations.

”

“

Try keeping your price
reasonable. Seeing small
price increases in products
every time we order always
makes me think.

”

”

“

They expanded into other reasons as to
why their first call jobber is so relied upon.
“Heck, they go so above and beyond
that one of the guys there even helps
with keeping my laptop up and running,”
praised one response.
That relationship with the first call
jobber is important. More than a quarter
of respondents said they purchase parts
from their first call jobber at least 90 per
cent of the time. Another 24 per cent said
80 per cent of the time. Add it up and
that’s half of respondents saying they buy
at least 80 per cent of their products from
the first number they dial.
But things happen and relationships
turn sour. While about one-fifth of respondents said they haven’t switched first-call
jobbers in all their years of business or
only did because they preferred choice
closed down, service and relationship
with the store was the most common rea-

son shops moved on. Parts issues was second and price was third.
“Unsatisfied with service,” a respondent
wrote before listing many different issues.
“The wrong parts too many times, poor
stock availability, received too many used
parts re-boxed as new, too long to return
calls on parts availability and/or pricing.”
“The counter people at the store I previously used were far less knowledgeable
than desired,” wrote another.
So how many are shopping around
because a product is not available,
they can’t get the price they want or the
service they feel they deserve? About 43
per cent said they shop from three to four
jobbers per month. A little over a third, 36
per cent, said they shop from only one or
two jobbers. Almost 11 per cent said they
call upwards of five jobbers. Only two per
cent said they go to six or seven jobbers,
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continues on page 18

Counter people
absolutely need to be
professional. This includes
not talking about other
employees, either over the
phone or in the store and
having an understanding
of all the product available
to them.

“

”

Be honest in your answer.
Under promise and over
deliver. The only way to know
is to ask through surveys like
this. Face to face, you don’t
always want to say for fear of
hurting feelings or alienation
of the salesman.

“

”

Don’t mess with the
pricing structure we agree
on. If something needs to
change, talk to me about it.
If I find my pricing is
creeping up, I will become
less loyal even when I am
part of a banner program.

”
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but about 8 per cent have a longer list of
phone numbers as they purchased from
seven jobbers or more.
Dealing with the dealer
But when it comes to going outside the
jobber network, dealers are playing a role
in getting service and repair shops what
they need. Though respondents don’t
appear to buy a whole lot, they’re still
finding benefits in going to dealers.
About 40 per cent said they buy
upwards of 10 per cent of their products
this way. Almost one-third see between
10 and 20 per cent of their purchases
being made at dealerships. Another 16
per cent have upwards of 30 per cent of
their purchases at dealers. Altogether, 89
per cent of shops are sending up to 30 per
cent of their business outside of jobbers.
And 54 per cent of them said this hasn’t
changed over the last year. Another 27.5
per cent say they’re buying more. Only 18
per cent said they’ve slowed down their
purchases from dealers.
Why? Price is a factor that seems to
keep most repair shops from shopping
more at dealers. But quality and
availability are two reasons that came up
time and time again in the responses.
“Most pricing from dealers is ridiculously
high,” one person said. “That being said,
we do buy from dealer if part isn’t available
outside or if the aftermarket parts don’t fit.”
One who has increased their purchases
from dealers said, “Availability and quality
of the products from aftermarket is falling

Most pricing
from dealers
is ridiculously
high. That being
said, we do buy
from the dealer
if the part isn’t
available or if
the aftermarket
parts don’t fit.

Are you buying more or
less from dealers?
INCREASE:

27

NO CHANGE:

and creating warranty concerns for us.”
Many, though, appear to buy from
dealers begrudgingly.
“If I can’t get it anywhere else, then I
have to get it from where I can, no matter
how much I would prefer not to,” a
respondent wrote.
“I avoid buying from them unless the
part is not available from jobber,” one
said.
“If the dealer has the same part, we may
purchase from them if it is satisfactory
to our standards and a less expensive
part than from the jobber,” a respondent
said. “We are forced to buy from a dealer
if the part is not manufactured for the
aftermarket.”

54

DECREASE:

19
Going online
Most shops either order a lot of parts
online or very little to none. There doesn’t
appear to be a much middle ground.
According to responses, more than half,
54 per cent, order at least 70 per cent of
needed products online. But for 30 per
cent, online ordering represents between
nothing and 20 per cent of the business
they do.
Broken down deeper, almost a quarter
buy 90 per cent or more of their products
online. On the flip side, online ordering
represents less than 10 per cent of business for 14 per cent. A few even said
absolutely nothing they order comes via
the Internet.

What is important when you decide on your first call jobber?
(MULTIPLE ANSWERS ALLOWED)

PROGRAM AVAILABILITY: 13%
COUNTERPERSON: 45%
BRANDS SOLD: 46%
LOCATION: 47%
ONLINE ORDERING CAPABILITIES: 49%
RELATIONSHIP: 65%

%

93

Availability/
Inventory

PRICE/DISCOUNT: 71%
18

www.autoserviceworld.com | JOBBER NEWS / JANUARY/FEBRUARY 2018

For one person in particular, going
online to get what they need is a valued
time saver. So much so that they’ve
increased their online parts ordering by
20 per cent.
“I am very satisfied. Time management is
the big factor,” they said. “The counter staff
also reviews and can usually see if a part
for the job is missing and will follow up.”
Others also touted the time savings.
“It works because I’m not left on hold
for what seems like forever, particularly
on a Saturday when counter staff is less,”
one respondent said. “It gives me the
opportunity most times to see a picture of
the part, a description, variables for different applications and current inventory.”
One respondent seemed to have a recommendation for jobbers – a notification
that alerts the user that the order has been
picked up and is being completed.
“I have been burned a couple of times
with my order sitting on the printer and
nobody noticed. There is no confirmation
that the jobber is actually putting the
order together,” they wrote.
For those who said they were
unsatisfied, inventory counts, cluttered
search results and not-so-user-friendly
encounters topped the list.
“Same challenges – bad descriptions,
unrelated purchase options showing up
in searches, unavailable part numbers
showing up in searches,” one person said.
“The only challenge is when the online
inventory is not correct. Then we have to
phone. It becomes time consuming for

Having
jobbers who
are willing to
dig for you to
hopefully find
the part that you
want and need is
paramount.

us,” wrote one respondent who added
that they have been ordering online
from the moment it became available.
“Generally, we have to have pictures
emailed then pick what we need while
on the phone. It’s the most accurate way
to get all the small bits. It would be nice
to have online access to the dealer parts
screens, pick what we need then send in
the order.”
While most online ordering takes place
from the shop during the day, a sizeable
amount – 47 per cent of respondents –
are ordering parts after hours. And they’re
thankful for the ability to order online at a
time they feel more comfortable.
“It’s handy having my software and
online ordering at home so I can do a little
catching up if I need to,” a comment said.
“This is the easiest way for me not to
be bugged,” a respondent, who orders
after hours from the shop and from home,
wrote. “I can take the time I need to make
sure the order is right and I did not forget
anything before I send it.”
“I often send in several orders to my
jobber after the day is done to have
tomorrow’s parts that we need show up in
the morning,” wrote another.
Advice
Jobber News asked repair shops how you
as jobbers can make sure you are giving
your customers everything they need.
“Have staff that know their products
and are willing to go the extra step to get
the sale,” one recommended.

From how many jobbers do
you typically purchase in a
given month?
1–2: 36%
3–4: 43%
4–5: 11%
6–7:

2%

7+:

8%

%

43
3 to 4
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“Always upsell parts required for the
complete repair,” a respondent wrote,
using clamps and gaskets with exhaust
pipes as an example.
“Training. It’s all about training.
They need to be on top of the new
technologies. They need to understand
me when I tell them what I’m looking
for. They have to be able to carry a
conversation with me about what I’m
looking for. And not just parroting what is
on their screen, they really need to know
their stuff,” one comment said.
“Competitive pricing is important as
well, but it’s the not the only thing. If they
send me the wrong part, well it could be
free and it still won’t do me any good.
Like the saying the goes, sometimes you
get what you pay for, and if you focus
only on the cost you may miss out on the
quality,” said a response.
While many prefer to order online,
there are still opportunities for jobbers to
make the experience better.
“Make your website easier to navigate.
Some jobbers have made their sites way
too complicated to navigate through,”
one said, adding that it’s often difficult
to find the login page and that there are
too many steps in place to find what is
needed. “KISS – keep it simple, stupid.”
A few made sure to point out how
much they didn’t like the fact that your
average Joe walking in off the street could
get the same price for parts as a loyal
shop customer.
“Quit wholesaling to the walk-ins,” one
said. “I would like to see wholesale parts
available only to companies with a PST
number.”
“Stop selling parts over the counter
to random people. If they must sell to
random people, sell the parts for list and
nowhere near what we purchase them
for,” said another.
And don’t forget to drop in to see your
customers.
“Set up a regular time each week
to visit,” one wrote. “Sit down at least
quarterly to see how things are going. If
there is a problem discuss and deal with
it. If there is something to learn, both
sides will benefit.”
And while you’re there, don’t push
sales. Just talk to them to create a better
relationship, a response said. JN
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7th annual shop survey | vehicle technology

SHOPS
BRACE FOR
INCOMING
TECH

wave
W

hen it comes to technological advances in the
automotive industry, you
can bet that most service
and repair shops are paying attention.
Jobber News surveyed automotive service providers on a number of topics to
get an idea of what they’re thinking about
and what matters to them so that you as
jobbers can better serve their needs.
More than 100 people responded to our
7th Annual Shop Survey and concerns
around future vehicles technology – for

which many components are already on
roads today – elicited plenty of feedback.
About 84 per cent of respondents said
that they were at least somewhat closely
following technology developments, such
as telematics, autonomous vehicles and
electric cars. And it’s the last that has a
hefty portion of their eyes as 41 per cent
picked EVs. Another 20 per cent were
following telematics primarily with almost
16 per cent keeping an eye primarily on
autonomous vehicles.
For those in rural communities, self-

driving vehicles were less of a concern as
respondents believed it would be some
time before the technology reached them.
Many hear electric vehicles coming, but
they worry about how they’re going to
respond when it becomes a reality.
“We will need to retool or lose out,”
said one.
“It’s going to be very expensive to
train properly to repair these units as
the electronics in them are intertwined
throughout the whole unit,” said another.
One respondent predicted that “If

Photo: BeeBright, iStockphoto.com

Many worry that business will dwindle as changes will hit hard

A sample of other responses as to why telematics, electric cars or autonomous vehicles
Data information is critical to
‘‘
our success to compete with the
dealers.
’’

When the vehicles become
We’ll have to keep up with
‘‘
‘‘
completely autonomous, I suspect
technology and learn as we go.
that car share programs will
become much more prevalent
removing the need for people to
own vehicles.

’’

It’s always been that way. We
went from carburetors to fuel
injection and we’ll adapt to next
wave as well.

’’

This will continue to grow and
After 40 years, we have seen
‘‘
‘‘
if we don’t embrace and keep up
a lot of changes. More won’t
with the demands required of it, we matter.
’’
will get left behind. The perception
of our industry, as an independent
repair shop, is that we cannot do
this work. We know that’s not the
case, but it is the perception.

’’
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anything, I believe that the electric car
may cause the repair trade to become
more specialized and segregated.
Telematics is also causing a fair bit
of concern among service shops. Some
are worried about going up against
dealerships who will appear to have the
upper hand in the battle for customers.
“Manufacturers can now program
service into the software and the car
simply needs permission to go and get
serviced wherever the OE has designated
it,” said a respondent.
“We will have to go head-to-head
with dealerships for clients – they will
expect us to know their vehicle and offer
maintenance appointments and service to
match the dealers,” one wrote.
Overall, just about half of automotive
service providers believe future vehicle
technology will have a negative effect on
their business and its bottom line. Less
than a third see positives as almost 19 per
cent don’t see any effect at all.
“The curve is too steep,” said a
respondent. “Systems change/evolve
too fast to keep current with repair
knowledge and information.”
Some cite that bigger businesses will be
better prepared to handle change as they
have more resources. They’ll have the
money and ability to train technicians to
service the future vehicle.
“It will be a cost many will not bear,”
said one person. “It will change the
landscape of the repair industry.”
This feedback raises concerns: if shops
can’t keep up with change due to lack
of training or costs, what does this mean
for jobbers? If their base of clients shrink,
how will jobbers adjust? It seems that it
would be worthwhile for owners to think
about how they will react to change.
With all that said, however, there are

Which development do you expect to have the
biggest impact on your business?
OTHER: 6%

%

41

AUTONOMOUS VEHICLES: 16%
NONE: 17%
TELEMATICS: 20%

Electric car

those who are positive – or at least, they
don’t believe there will be a great effect.
For example, cars are already fairly
complicated for do-it-yourselfers. One
doubts they’ll be able to do very much at
all in the future and that’s good news.
“It will greatly reduce the do-it-yourselfers and the end result is they come to
the shop way sooner,” they wrote.
“Vehicles always need repair and your
costs and profits are always proportional,”
one responded.
Just stay up to date, one recommended.
“If we stay current with technology, we
will succeed. Otherwise we become the
‘dinosaur.’”
That was echoed by others.
“Keeping current with technology will
keep us in the game,” a response said.
“Shops that fear the future will crash.”
One concerned professional was
worried that the cost to repair would
turn consumers away from long-term
ownership. Instead, they would look
to finance a new vehicle where repairs
are minimal than own an older car that
would face expensive work.
“In the past, service intervals and

reliability have increased, so fewer
breakdowns and services billed, and I
expect more of the same,” they added.
For those not predicting an impact,
feedback seemed to suggest that
change is natural and service and repair
professional will simply have to adjust.
We’ll have to keep up with technology
and learn as we go,” a response said.
“It’s always been that way. We went from
carburetors to fuel injection and we’ll
adapt to next wave as well.”
“You must evolve with the changes
otherwise you’ll fall behind. It just means
that I need to keep up with the changes,”
wrote one person.
“It could be a negative effect if we did
not service this new technology, but if we
grasp these changes it could be positive
as we have embraced change throughout
the years,” said a respondent.
“Cars break down and we repair them,”
said another. “There are fewer things that
can be done at home by the owner, so they
will still continue to come and see us.”
And, one reminded, there will always
be a need to fix brakes no matter what the
future of the automobile may hold. JN

would impact a shop and the effect each would have:
It could be a negative effect
‘‘
if we did not service this new
technology, but if we grasp these
changes it could be positive as we
have embraced change throughout
the years.

’’

‘‘

Be willing to grow and ask for
help as new advances get closer.
Look after and try to continue to
improve what we are doing today.
Change will not be as scary if we
embrace it.

’’

We will have to go head to
Customers will need support for
I don’t foresee any real
‘‘
‘‘new
‘‘
head with dealerships for clients –
the
technologies when they
problems with our business
they will expect us to know their
vehicle and offer maintenance
appointments and service to match
the dealers.

’’
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are not operating effectively. We
will need to invest in education and
equipment to be able to provide
the needed service.

’’

with future technology. There
will always be regular cars to
work on.

’’
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BY GEOFF KIRBYSON

are growing, T
not slowing
JOBBERS WEIGH IN ON HOW
THEY’RE ADJUSTING TO A
CHANGING INDUSTRY
JOBBER NEWS / JANUARY/FEBRUARY 2018 |www.autoserviceworld.com

he triple threat presented by online
ordering, national competitors and
Internet giants is forcing jobbers across
the country to up their game with service
levels and product diversification like
never before.
Industry veterans agree that if you’re
not nimble enough to adapt to the neverending string of changes hitting the
industry, your business will be destined
for the scrapheap.
Just like grocery stores have increased
their share of wallet by adding florists,
continues on page 24
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Challenges

market tracker | aftermarket perspectives

made-to-order sandwich counters and
pharmacies over the years, automotive
supply shops are feeling the pressure to
be more things to more people in order to
keep cash registers ringing.
Western Bearing & Auto Parts in
Portage la Prairie, Man., for example, has
branched out into the industrial supply
and agricultural markets while Morinville
Bumper to Bumper in Alberta now splits
its floor space between automotive parts
and hardware.
“An engine is an engine,” said Maurice
Chevalier, whose Bumper to Bumper
store is located about 20 minutes north
of Edmonton. “Customers have to buy
spark plugs and oil. Our maintenance
shop draws traffic, including backpack
blowers, hand-held blowers and trimmers.
We’re thinking outside of the box and it’s
worked out really well.”
Doug Borland, general manager of
Western Bearing, is blazing a new trail for
his business, too, spending more than $1
million upgrading his facility, including
nearly doubling his showroom from 6,000
square feet to 11,000 square feet.
“We are definitely still selling to the
same clientele that we’ve been selling
to for decades but the market has
changed. We’ve adjusted. We have some
real opportunities here with our core
customer base that was outside of the
business we did 15 years ago and we’ve
actively pursued it,” Borland said.
The business-not-as-usual environment
is particular challenging to independents
because they have no national advertising
campaigns or programs from which to
benefit. Trevor Heinze, vice president of
Chieftain Auto Parts in Prince George,
B.C., compensates by ensuring his
counter people are as knowledgeable
as possible and he’s not afraid to carry
plenty of inventory, either.
“If you have it (in stock), you’re going
to sell it, as opposed to having the
customer wait overnight. In today’s day
and age, asking people to wait overnight
is getting harder and harder to do. One of
our biggest challenges, however, is how
do we carry everything for everything?”
he said.
With the average age of vehicles on
the road exceeding 11 years, Heinze said
24

We’re thinking
outside of the box
and it’s worked out
really well.
– MAURICE CHEVALIER,
MORINVILLE BUMPER TO BUMPER

there is a lot of pressure on the aftermarket to carry parts from every producer out
there, not just one “flavour” like the original equipment manufacturers do.
The competition from behemoths such
as eBay and Amazon in the U.S. makes
Canadian auto parts dealers look bad
because prices are significantly lower
south of the border.
“I think manufacturers use Canada as a
profit centre. The U.S. has more than 300
million people and we’re 10 times smaller
than they are but Canadian consumers
expect to pay the same price as the 300
million-person market. The Internet has
caused an issue on that front,” Heinze
said.
Even if you’re trying to “service the
heck” out of your best customers,
they’re still going to be buying from
numerous automotive sources, including
dealerships, and that’s an uphill battle,
Borland said.
“There is lots of stuff that we can’t get
them or can’t get them fast enough. A lot
of the game is who has the best service
wins. We have a (business-to-business)

site, which is predominantly automotive
based. We have to be much better on
our other products that aren’t automotive
based to keep up,” he said.
But even though low-price competitors
such as Rock Auto, an online retailer
based in the U.S., often lead the way on
price, their proximity to the customer
makes them vulnerable on the service
and delivery side.
“Customers need a service level that
no online retailer is able to provide. I
don’t see where that’s going to change,”
Borland said.
For example, there are times service
stations aren’t completely sure which part
they need to complete a repair so they’ll
order several and send back the ones
they don’t need.
“That’s price prohibitive if you’re doing
it online,” he said.
A further challenge for the aftermarket
remains getting parts for newer vehicle
models. Chevalier believes dealers are
“dragging their feet” on sharing vital
information.
“We struggle to get those parts until
they’re a few years old. Why would the
dealer want to share their information to
the automotive aftermarket when they
could corner the market themselves?
Sometimes we’re the last guys to get parts
so it forces our customers to buy parts
from the dealerships. It’s a constant battle
to get that technology passed on to the
aftermarket,” he said.
One battle that Chevalier could do
without is taking on Amazon. He admits
to being a little annoyed when he saw
schmoozing Edmonton officials doing
backflips trying to convince it to open a
large facility in town.
“For what? So they can service the
Edmonton area better than anywhere
else? That’s me. We have the convenience
factor in our favour. If you need an auto
part, you usually need it soon. If you
order it online, it’ll take a day or two or
a week. If you don’t need it right away,
you can order it online and maybe save
a bit of money. But if Amazon (comes
to Edmonton), my convenience factor
becomes a little less,” he said.
But not everything to do with
technology is a threat. Chevalier said a
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further opportunity exists with improving
connectivity with wholesale accounts.
Over the last few years, the larger jobber
stores have convinced local tire shops
and other customers to order their own
parts on line, reducing the work load and
pressure on the counter people.
“Customers see their pricing, make a
decision to order or not and they print
the invoice right in the store. We’ve seen
a 300 per cent increase in our wholesale
accounts purchasing from us online but
we think it can be better,” he said.
“The service shops used to phone
you and you’d have to write down their
order, look up the parts and deliver them.
That takes time for the counterperson. If
your customer is willing to look them up
themselves, that saves a step and there’s
less chance of error.”
One area where Heinze doesn’t believe
the industry is making any fans is price
gouging on more than a few products. For

“

We are definitely still selling to the same clientele
that we’ve been selling to for decades but the
market has changed. We’ve adjusted.

”

– DOUG BORLAND, WESTERN BEARING & AUTO PARTS

example, he said if you want to replace a
door lock actuator on a Ford van, it’ll cost
you $500.
“Do we really need a $500 lock so you
can lock your door automatically? Those
little items are leaving a bad taste in the
consumers’ mouths. There’s too much
technology compared to what we’re
ready for. I want a go-cart with a motor
and brakes. I don’t need lane detection
or crash prevention. I don’t think OEMs
know the cost they’re adding to the
aftermarket,” he said.
Despite having to diversify his product
offering to maintain his margins, Borland

doesn’t believe the automotive supply
sector is close to running on fumes but he
knows you can’t get distracted even with
so many moving parts.
“I’m not predicting gloom and doom
but the industry is certainly changing and
you need to keep a close eye on things.
We’re investing in some technological
innovations that are available to us so we
can stay relevant to our customers. It’s a
slippery slope if you don’t. You won’t get
shut down overnight but you’ll continue
to erode. Before you know it, you’ll have
eroded to the point where you don’t have
a whole lot left,” he said. JN

Perfect match
know-how.
Close enough isn't good enough. With nearly 500,000 parts,
tools and products in stock, we have exactly what you need.

napacanada.com
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Sylvania LED headlights
Sylvania Automotive has launched a new line of LED lowbeam headlights for the Canadian market. The headlights are
designed to last the lifespan of the vehicle by including an
active-cooled heat sink to maximize the performance of the
LED system. The LEDs deliver a cool white light of 6000k.
Halogen bulb, by comparison, offer 3200k. The line of LED
bulbs, including the 9006 LED Headlight, H7 LED Headlight,
and H11 LED Headlight are the first low-beam headlights to
be made commercially available by the company in Canada.
The lights start at $199.
Sylvania Automotive
www.sylvania-automotive.com

Monroe Quick-Strut
additions
The year ended with more
part numbers from Tenneco
for the Monroe Quick-Strut
line. The company added
12 new part numbers –
bringing its 2017 total to
296 in all – and opening up
more than 1.1 million service
opportunities. The latest
applications cover: 20052007 Ford Five Hundred
(front); 2005-2007 Ford
Freestyle (front); 20052007 Mercury Montego
(front); 2006-2008 Subaru
Forester (rear); 2009-2013
Toyota Highlander (rear);
2013-2015 Toyota Venza
(rear); and 2000-2004
Subaru Outback (front).
Tenneco also added Monroe
OESpectrum rear shock
absorbers for 2013-2015
Chevrolet Spark and 20072013 Suzuki SX4 models,
and OESpectrum front
struts for 2007-2016 Honda
CR-V and 2012-2016 Toyota
Camry models.
Monroe
www.monroe.com

Walker converters expansion
New belts from
Continental
The Original Equipment
Technology Series was
introduced by Continental
at AAPEX 2017. The new
straight-ribbed multi v-belt
more closely align with
original equipment parts.
More than 1,000 part
numbers will be available
under the line, allowing
fit for 98 per cent of all
vehicles in operation today.
Continental
www.contitech-usa.com
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In 2018, 80 Walker CalCat California Air Resources Board
(CARB) compliant catalytic converters will be introduced
by Tenneco. The company also will continue to expand
its Walker Ultra Environmental Protection Agency (EPA)
compliant converters to cover millions of additional
late-model passenger vehicles. The Walker replacement
converters will include coverage for early, pre-OBDII
applications to the latest vehicles certified to the U.S. LEV1
SULEV (super ultra-low emissions vehicle) classification.
Walker CalCat converters comply with specific pre-OBDII
and OBDII requirements in regions following CARB emissions
standards. These units feature the right loading of precious
metals, the proper catalyst material and design, and a hightechnology washcoat, providing enhanced oxygen storage
capacity.
Walker Exhaust
www.walkerexhaust.com
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Looking for more? Visit www.autoserviceworld.com/products to
stay on top of the latest product announcements.

Mevotech announces new part releases
More than 875 part numbers are being added to Mevotech’s 2017
catalogue. As part of the new releases, 143 SKUs expand components
of the company’s Over-Built brand, TTX: Terrain Tough Xtreme.
New releases to the Supreme line in 2017 include 678 SKUs, 222 of
which are first to market. The company also launched new part numbers
in its hub bearing assembly lines with 10 new parts from TITAN-XF engineered line of hub assemblies.
Mevotech’s BXT brand of hub assemblies has added 17 new numbers to the catalogue.
Mevotech
www.mevotech.com

Denso 360-degree
viewing

Euroline brake pads
A new line of brake pads from Promax will be launching this
year. The Euromax line is formulated to be used specifically
on vehicles from the European market. That includes makes
like Range Rover, Volvo, Mercedes-Benz, Porsche and more.
The brake pad line will cover 95 per cent of European vehicle
applications in North America through 160 SKUs. The pads
ECE R90 European standards approved formulations with no
break-in required. They are also low-dust for cleaner wheels
and meet AAA’s noise index requirements.
Promax
www.autopartsdepot.ca

Denso announced that
it will offer 360-degree
views of its products in
its future catalogue. Fullview photography will be
available on its website
to give customers a
more complete view of
its offerings and support
e-retailing needs. Customers
can zoom in to verify the
part they’re looking at is
the one they need. Jobbers
and technicians can ensure
specific areas like brackets
and connectors on parts
match what they’re looking
for. The new feature will be
available this spring.
Denso
www.densoautoparts.com

ATE parts program
Continental announced the return and expansion of the ATE
Brake & Hydraulic Parts Program for the North American
Market. Its line of brake pads and rotors, boosters, master
cylinders, wheel speed sensors, brake wear indicators,
calipers, brake fluid, hoses, reservoirs and wheel cylinders
service European vehicle applications.
ATE
www.ate-na.com
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Total Quartz Ineo
0W-20
Total released a new fully
synthetic oil. The Quartz
Ineo Long Life 0W-20
comes with age resistance
technology and meets
ACEA C5 international
standards, along with the
technical requirements
of manufacturers such as
Volkswagen and Porsche.
Total said its new product
is 21 per cent more efficient
against sludge build-up and
72 per cent more effective
against wear compared
to the limits set by ACEA
standards. The oil allows the
engine to operate at high
temperatures and under
pressure with limited oil
oxidation and abrasion. The
oil is designed to meet the
SAE 0W-20 viscosity grade
requirement of European
vehicles.
Total
www.lubricants.total.com
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WHY YOUR COMPANY WEBSITE
IS COSTING YOU BUSINESS
he company website. For many business
leaders, it’s considered an unnecessary
expense. It’s there because “everybody’s got one
and we better have one, too.” These are websites
that were created, launched, and largely neglected
after that.
Huge mistake.
The company website is the single most
important way for a prospective customer to vet
a company. Service and repair shops – and even
do-it-yourselfers – put a lot of weight into deciding
whether not to do business with you based on your
web presence. They are doing it on their own time
when you don’t even know it’s happening.
Let’s say a satisﬁed client gives your store a rave
review to another shop – a potential customer.
Trusting the person, the shop owner decides to
check out your website before calling you the next
time they need parts. But after looking around your
site for a minute or two, they’re turned off. Then
they go somewhere else.
“This type of scenario is far more common than
one may think,” says Andy Bush, owner of Bush
Marketing, a web design company in Toronto.
It’s a big problem he adds. Many business
owners don’t even realize how much business
they’re losing with a poor digital footprint.
“A website, with the right strategy and execution,
helps to generate and persuade prospects for the
company,” Bush said. “Conversely, a neglected or
poorly executed website can drive those prospects
straight to the competition.”
A bad website is like a bad counterperson. If
the website is poor in quality, if it is convoluted,
difﬁcult to ﬁgure out and if the user experience
is bad, it will cost you business. Just as a bad
counterperson who doesn’t know your product
well enough, dresses sloppily, shows up late for
work and doesn’t really care about the customer
will send your customers to the competition.
They’re are looking for a positive relationship
with their jobber. Just like they want a good
customer experience with your store, shops want a
positive user experience with your business online.
“A website needs to be simple yet sophisticated,”
Bush said. “Everything on the website must serve

Photo: TCmake photo, iStockphoto
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Don’t forget the purpose of your website: to stop
potential customers from going anywhere else.
You want them to call you, not head into the arms
of the competition.
a purpose. The site should identify the prospect’s
need, offer solutions, explain why those solutions
are the right ones, support them with testimonials
or case studies and then tell the visitor how to take
action.”
While creating an effective, sales-oriented
website requires carefully thought-through strategy,
all websites should have mobile responsiveness,
be optimized for Google, have a minimalist
design (less clutter), professional writing, brand
consistency and fast load times.
Mobile capability is of growing importance. In
fact, it’s at the top of the list according to Bush.
“Roughly 65 per cent of website visits come from
mobile devices, including tablets and smartphones,”
he said. “If visitors can’t view your website properly
on their device, they’ll simply move on.”
As technology advances, so does the way a
prospect ﬁnds information about a company. A
well-maintained website has a shelf life of about ﬁve
years. That is simply a factor of time moving on.
Don’t forget the purpose of your website: to stop
potential customers from going anywhere else. You
want them to call you, not head into the arms of
the competition.
So maybe it’s time to start taking this seriously. JN

Mark Borkowski is president of Mercantile Mergers & Acquisitions, a mid-market mergers & acquisition brokerage.
Contact: www.mercantilemergersacquisitions.com
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THE CHALLENGE OF ADDRESSING THE CHALLENGES

hange puts plenty of fear into people.
Jobbers tend to feel a chill down their spine
at the mere whisper of the word.
Many in the aftermarket seem to fear altering
the way they conduct business or adapting new
processes that go against the pattern they’re
accustomed to. It’s common to hear the rebuttal,
“It’s been working this way for so long. Why does
anything need to be different now?”
Change will become the ultimate challenge
for jobbers in 2018 as the business has changed
drastically from being just a parts salesperson.
In order to move the business forward, the
jobber-shop relationship must be fortiﬁed.
Real business value must be created for jobber
customers. If you were wondering how to add
value or what issues to address for your shop
customers and your jobber store this year,
consider:
Z Keeping your customers on top of industry
issues that affect proﬁtability through a monthly
newsletter attached to your monthly statement.
Z Taking ownership of the process by which a
shop’s proﬁtability is planned and is improved
by assisting them in creating a business plan for
the year.
Z Managing the client’s proﬁtability by taking on
a counsellor role. Create ways for the shop to
measure and improve its productivity.
Relationships are best managed through
knowledge and insight. Your business is going
to go up in direct proportion to the quality of
the relationship you have with your clients. Can
you name the clients who make up half of your
business proﬁtability? Do you know their current
and future needs? What will they expect from you
this year?
You review your employees twice a year,
so think about doing the same for your shop
customers. List strengths and weaknesses of each
client. Then consider where you can help turn
their negatives into positives. This will prove to be
the most enlightening exercise you have ever done
on your customer base.
Think about taking your ﬁeld people to a shopspeciﬁc business management course with a
30

In order to
move the
business
forward, the
jobber-shop
relationship
must be
fortified.
Real business
value must
be created
for jobber
customers.

handful of your top shop customers to learn the
ins and outs of proper shop management and
understand all current shop issues. This would
allow you to address shop issues with conﬁdence.
To achieve and deliver business value at this
level, jobbers need the shop’s ﬁrst-call loyalty,
and for the shop to be at proper margin and
paid monthly in full. Many jobbers complain
there is no loyalty. “Loyalty is just the lack of a
better alternative,” as the popular saying goes.
That means the jobber has to take action before
things start to happen. If you set up your business
plan properly, you can ensure there is no better
alternative for the shop.
Get the ball rolling. Develop a true clientele list
where you have 20 to 25 top client shops. Pick
one shop a month and focus on enhancing the
relationship. Develop rapport with these chosen
shops to the point where they have total loyalty
to you because of the value being brought to the
table
Finally, consider that the No. 1 challenge
for shop owners is having the self-discipline to
properly manage the business. Think about the
opportunities here. What if you, the jobber, were
able to assist and do some ‘hand holding’ to help
them achieve their goals? Imagine the mutual trust
that you could develop.
Address the challenge of taking on your
challenges. The opportunities are there. JN
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Demand Akebono.
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