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Once again, Raybestos® and Schwartz Performance have teamed up to restore another iconic classic, a 1953 Chevrolet® pickup truck. 
Painted in a stunning metallic red, the fully restored truck features an off-the-shelf performance disc brake upgrade package using 
Raybestos components and Raybestos Truck & Medium Duty specialty disc brake pads. In addition, Schwartz Performance has 
installed its famous bolt-in “G-Machine” chassis and industry-leading suppliers are providing top quality parts and equipment 
for the build. 
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Here’s to 
the 1300+ 
men and 
women who 
make it all 
possible.
Here’s to Roosevelt Hargrove, who’s 

spent 28+ years at Fel-Pro® making sure 

the heartbeat of our Skokie, IL plant—the 

800 ton MLS head gasket press—keeps 

on beating. Our story is your story. 

Thanks for helping to write it.

FelPro.com
©2018 Federal-Mogul Motorparts LLC. All trademarks shown are owned by Federal-Mogul LLC 

or one or more of its subsidiaries in one or more countries. All rights reserved.

Roosevelt Hargrove, 28+ years at Fel-Pro
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S aying and doing are two different things. 

We all have ideas floating around in our heads, some of 

them good ones. But implementing those thoughts is another 

story. Execution is a challenge for many.

But not for these guys. 

Just take a look at our 2018 Jobber of the Year, Pieces 

d’auto Lacroix – Lacroix Auto Parts. Owned by Dany and 

Kevin Lacroix, the business is a family-run chain of stores on 

Montreal’s north shore that the brothers took over from their 

father two years ago. 

There may be no better example of young and ambitious 

people in this business. They want it to succeed. They’re 

walking the talk by taking charge. The brothers are seeing 

problems in their business and tackling them instead of 

waiting around.

In their short time at the helm, Dany and Kevin have made 

sweeping changes to the business their father built. Their goal 

is to be working on the business, rather than in it. How many 

times have you been told to do that? How successful are you? 

If not, well, you’re not alone. 

But the Lacroix brothers can be an example of how to get there.

For instance, they set up a call centre so that shops can pick up the phone and speak 

with a team of experts to get advice and suggestions. This has freed up time for counter 

staff to deal solely with customers who are in the stores. Stress among employees has 

been cut. The brothers created free time for themselves to work on ways to further grow 

the business.

They spent those extra hours wisely. They have moved their delivery system into an 

electronic program after hearing too many complaints, like being late. In this business, 

running behind can be the death of you.

And just a few months ago, Dany and Kevin opened the doors to a new warehouse to 

fill a hole in their distribution map. In addition to being able to serve more customers, 

the added space allowed them to bring in more lines and carry more products. That 

means better service options for their clients. 

As one of their suppliers said, “They like to do what everybody is not doing. They like 

to do something different.”

It can be easy to rest on your laurels and think everything is fine with your business. 

If it ain’t broke, don’t fix it, right? Well, no business is perfect. If Nike or Coca-Cola or 

Samsung can constantly find ways to deliver better service and products, certainly 

jobbers can figure out how to make their customers happier.

How often have you said, “That’s a good idea, let’s think more about it,” only to not 

think anymore about it? That idea file of yours – physical or electronic – is probably 

pretty thick. Perhaps it has become too overwhelming to sort through all the things you 

want to do.

It may be a lot to ask to make three major changes over a couple of years – but why 

not start with one? What are you doing in your business that is outdated and no longer 

makes sense? What are your customers unhappy about? What can be done more 

efficiently? 

If you jump on that next good idea, you may soon see yourself – and your business – 

operating more smoothly and more successfully.  JN

The brothers 
are seeing 

problems in 
their business 
and tackling 
them instead 

of waiting 
around.
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One of the biggest aftermarket golf tournaments 

in Canada has crossed a new milestone.

Shad’s R&R has passed the $5 million mark for 

muscular dystrophy research, giving hope to many 

Canadian families touched by the disease, said 

Barbara Stead-Coyle, chief executive officer of the 

Muscular Dystrophy Association of Canada.

“We are on the precipice of the new world in 

neuro-muscular disorders. That’s what your $5 

million has done,” she told more than 250 golfers 

SHAD’S TOPS GOAL OF $5 MILLION

who played at this year’s event at Station Creek Golf 

Club in Gormley, Ont. “You have relit the spark of 

hope for our families. I cannot thank you enough.”

Stead-Coyle received this year’s donation of 

$175,000, saying it would be put to good use fight-

ing the disease and helping families affected by it.

This is the 45th year of the golf tournament. 

Shad’s R&R was founded by a group of aftermarket 

salesmen and has grown into the largest single-day 

fundraiser for the association. JN

CIFELLI SUCCEEDS DEL VASTO AS HEAD OF GROUP
John Del Vasto has announced he is stepping 

down as president of Groupe Del Vasto and Mauro 

Cifelli will take over the role, as well as being the 

chief executive officer.

“My priority over the years has been to assemble 

a strong leadership team to drive growth and 

ensure continuity,” said Del Vasto, who founded the 

automotive parts distributor and franchisor in 1986. 

Cifelli joined the Montreal-based organization – 

which has seven distribution centres in Quebec, 

Ontario, New Brunswick and Nova Scotia as 

Vast-Auto Distribution and as a member of the 

Aftermarket Auto Parts Alliance – in 1994 and was 

most recently the company’s vice president of sales 

and marketing. He has also served as chairman 

of the Automotive Industries Association of 

Canada and is also the chairman of the governing 

council of the Automotive Warehouse Distributors 

Association, which represents the interests of 

warehouse distributors across North America.

“His inspiring leadership, recognized 

management skills and in-depth knowledge of our 

industry will serve him 

well in this position,” Del 

Vasto said in a statement.

Cifelli will be 

responsible for creating, 

communicating and 

implementing the 

organization’s strategic 

plan to guide business 

direction.

“John’s vision and 

leadership have built 

Groupe Del Vasto 

into one of Canada’s 

leading automotive 

aftermarket companies 

that is committed to 

its employees, customers, and channel partners. 

The future that lies ahead for Groupe Del Vasto is 

promising, and the opportunity to lead this next 

chapter of the organization is deeply humbling,” 

Cifelli said.  JN

Mauro Cifelli

NEED HR 
HELP? AIA 
RELEASES 
TOOLKIT
The Automotive Indus-
tries Association of 
Canada has released 
a free “HR Toolkit” 
designed for aftermar-
ket businesses.

The comprehensive 
56-page booklet con-
tains a wide range of 
resources for small 
businesses, from best 
practices in hiring, to 
recruitment strate-
gies, to monitoring 
employee perfor-
mance, to developing 
important shop policies.

The HR Toolkit – the 
first such resources for 
the aftermarket indus-
try – aims to alleviate 
the pain of hiring man-
agers and shop own-
ers. The booklet was 
released in mid-June.

“The goal of this 
toolkit is to provide 
members with the 
knowledge, informa-
tion, and tools that can 
assist them in adopt-
ing HR best practices 
in order to create and 
maintain an inclusive 
and diverse workplace 
culture,” the booklet 
says. 

It is available for 
free at the associa-
tion’s website and was 
funded in part by gov-
ernment agency Status 
of Women Canada. 

More than $5 million has now been raised by the annual Shad’s R&R golf tournament.
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Further information:    
www.repxpert.ca

INA is a pioneer of automotive technology.  
As vehicles become more advanced, we are 
working with OEMs to provide OE-quality 
products for even more makes and models. 

Count on INA for innovative solutions that 
make cars run like new.

ORIGINAL THINKING.

MONACO GROUP GOLFERS RAISE BIG MONEY

A day in the sun for the Monaco Group Classic golf tournament raised 

$370,000. Golfers took to the Blainvillier Golf Club in Blainville, Que. and 

more than 200 guests gathered for dinner. The group’s foundation has 

raised more than $2 million over the past 26 years, supporting the Thoracic 

Research Foundation of Montreal, the Montreal Neurological Institute and 

Hospital and the Montreal Heart Institute.  JN

The Monaco Group held its 27th edition of the Monaco Group Classic golf 
tournament with the money raised going to the group’s foundation, which 
distributes the funds to various community and health research groups.  
From left, Yvan Domingue, Daniel Massé, Ernesto and Dominic Monaco,  
Michelle Brunelle, Régis Boivin, Marc-André Plante and Vince Desua.

Tim MacDonald, the president and chief executive 

officer of Ideal Supply, will be receiving one of 

the country’s highest honours with the Order of 

Canada.

The NAPA-affiliated jobber distributes to 

automotive, industrial and electrical companies 

across southwestern Ontario – with locations 

from Woodstock to Huntsville to Orillia to 

Goderich. MacDonald is being recognized “for his 

leadership in business and community initiatives 

in southwestern Ontario, which have contributed 

to the economic and social vitality of the region,” 

said a press release from Rideau Hall in Ottawa.

MacDonald will be recognized as a member and 

carry the designation C.M. after his name. There 

are three levels under the Order. Member (C.M.) 

recognizes contributions at the local or regional 

level, officer (O.C.) recognizes national service or 

achievement, and companion (C.C.) recognizes 

national pre-eminence or international service or 

achievement.

The home of Governor General Julie Payette 

also noted that MacDonald “has supported and 

led numerous community organizations, and 

co-founded the Arctic Research Foundation 

which was instrumental in finding the Franklin 

Expeditions lost ships.”

The foundation is a private charitable group 

founded in 2011. The Franklin Expedition ships 

were lost while navigating a section of the North-

west Passage in the Canadian Artic in 1845 under 

the command of Royal Navy officer and explorer 

Captain Sir John Franklin. The first was found by 

a team led by Parks Canada in 2014. The second 

ship was found two years later by the foundation.

MacDonald is one of 105 new appointments to 

the Order of Canada. A ceremony will be held at a 

later date for recipients to accept their insignia. 

MacDonald was also honoured with the Queen 

Elizabeth II Diamond Jubilee Medal – which was 

handed out to celebrate the 60th anniversary 

the Queen’s ascension to the throne in 2012. 

AIA Canada was given 38 medals to hand out to 

distinguished members in the industry.  JN

Tim MacDonald, 
president and chief 
executive officer of Ideal 
Supply, has been named 
to the Order of Canada.

IDEAL SUPPLY’S MACDONALD APPOINTED  
TO THE ORDER OF CANADA
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Maslack Supply rolled out the 

welcome mat to its customers 

as part of its 60th anniversary 

celebrations, hosting its first 

tradeshow in a number of years. 

The event was held in May at 

McClelland Arena in Copper Cliff, 

Ont., near Sudbury where the company has its headquarters.

While it’s not the 60th anniversary of the opening of the first 

store – that will be next year – it is the 60th year of business for 

Maslack, and that was good enough of a reason for Curtis Roy 

and Mark Chartrand to host customers, especially since it had 

been so long since the last one – about 20 years, they guessed.

“We had to bend the rules a little bit there,” said Roy, 

grandson of founder John Maslack who is now 92 years old. “We 

don’t do it often, but when we do it, we do it big.”

Maslack Supply has a dozen locations and two affiliate stores 

throughout Northern Ontario – as far north as Timmins, to Sault 

Ste. Marie in the west and Huntsville to the south. Customers 

were bussed in from these locations just to attend the show and 

meet with more than 70 vendors.

It was important to have customers come in from these areas 

so that they could get an idea of the resources Maslack has in 

order to support them.

“A lot of people don’t realize our size, especially our out-of-

town branches,” Chartrand said. “They’ve never been here, they 

don’t know what we’re truly all about – they only see what they 

see there. There may be more product lines they weren’t aware 

of that we currently stock.”

It’s especially helpful to open the eyes of customers who may 

not consider Maslack their first-call jobber.

“You always have customers that won’t give you full 100 per 

cent support. Sometimes you can win them over by exposing 

them to everything we offer,” Chartrand said.

“We’ve built our business on the adage that people buy 

from people. It’s not just our customer and salesmen – it’s our 

customer, salesmen and vendor,” Roy said. “Putting faces to all 

these names and all these companies, I think, goes a long way in 

creating loyalty with our customers.  JN

MASLACK SUPPLY 
WELCOMES 
CUSTOMERS 
FROM FAR  
AND WIDE

Maslack Supply opened the 
doors in May to its first trade 
show in years to celebrate its 
60th year in business.

I nominate
Who works at

Address

Phone

My name

Company

Address

Phone

Give that great counterperson the recognition  
they deserve. Nominate your choice today at 
http://www.autoserviceworld.com/awards/

counterperson-of-the-year/

The reason I believe this nominee deserves 
this award is:

2017 COUNTERPERSON OF THE YEAR
Barry Murray, Automotive Parts 
Distributors, Calgary, Alta.

The 2018 
Jobber News 

Counterperson  
of the Year 

Award identifies 
the very best 

of the frontline 
workers in 

the Canadian 
automotive 
aftermarket

Do You Know 
A Top Notch 

Counterperson?
This is your chance to 
acknowledge the hardest-
working, most helpful 
and efficient auto parts 
counterperson you know – 
by nominating him or 
her for the Jobber News 
Counterperson of the  
Year Award.

Give that great counter-
person the recognition  
they deserve. Nominate 
your choice today at  
www.autoserviceworld.com/ 

awards/counterperson-of-the-year. 

Evaluation and selection of the winner will be made on 
the basis of experience, training, value to the business, 
achievements, service to the aftermarket, store owner 
comments and feedback from customers. The more 
details on the nomination form, the better.

The deadline to nominate your choice as Canada’s best 
auto parts counterperson is Wednesday, August 22, 
2018 at 5 p.m. Eastern Standard Time.

The winner of the Jobber News Counterperson of the 
Year will be announced online at AutoServiceWorld 
News and profiled in an upcoming issue of Jobber News.



August 8 – 10, 2018
Georgia World Congress Center, Atlanta, GA
www.NACEAutomechanika.com

YOUR FUTURE.
 YOUR BUSINESS. YOUR TIME.

DISCOVER EXCITING SHOW FEATURES

Find new technology in the Innovation Zone, Tool Alley and Trucks Up Next feature areas

EXPERIENCE HANDS-ON DEMONSTRATIONS 
Learn about the latest trends and repair techniques from top exhibitors, I-CAR & General Motors 

CONNECT AT CO-LOCATED EVENTS

Network at the Opening Night Party, Rockin’ Rides Reception, Technology & Telematics Forum, 

Assured Performance’s 2018 Business Development Summit & more!

Register today! www.NACEAutomechanika.com/ads11

Stay Connected!

@AutomechanikaUS

@NACEAutomechanika

MARK YOUR CALENDARS!
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Close enough isn't good enough. With nearly 500,000 parts,
tools and products in stock, we have exactly what you need.

napacanada.com

Perfect match
know-how.

COATES FOUNDATION DONATES 
TO UNIVERSITY

The Ed Coates Memorial Foundation has created and will fund two new 

leadership awards for automotive students at the University of Fraser Valley in 

Abbotsford, B.C.

The award will provide $1,500 a year to one student in the Automotive 

Service Technician program and another in the Automotive Collision Repair 

program. The foundation – started by the Lordco co-founder’s family following 

his sudden death in 2014 – has donated $37,500 to fund the awards, the largest 

number it has given to date. The amount will be matched by the university.  

“In funding these awards, we hope that Ed’s entrepreneurial legacy will live 

on in the businesses that are founded by individuals who have benefitted from 

the foundation’s support,” said Candace Gottschalk, Coates’ daughter and vice 

president of human resources at Lordco. “Ed was an innovative business leader 

and born entrepreneur who guided his company through difficult economic 

times and firmly established Lordco as a leader in the automotive industry.”

“We very much appreciate this investment in the future of our automotive 

students by a foundation that honours Ed Coates, an admired leader in the 

industry in B.C.,” said Rolf Arnold, associate dean of applied and technical 

studies at the university.  JN

Marlyn Coates, Sarah Durant, Ian Coates and Candace Gottschalk of the Ed Coates Memorial Foundation (ECMF) presented a 
donation of $37,500 to the University of the Fraser Valley, which was received by Rolf Arnold, Sherri Magson, and Sheila Reimer.
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Get the job done faster with the sensor  
that needs no programming, no cloning,  
and no dedicated programming tools. 

REDI-Sensor is ready to go, right out of the box.

REDI for anything.

The more things change, the more 

they stay the same. The challenges of 

today’s automotive aftermarket are similar 

to those faced a quarter-century ago, said 

Marc Brazeau, as he bid farewell to the 

industry.

The former president of the Automotive 

Industries Association of Canada and, 

most recently, a former vice president of 

sales and marketing for Uni-Select has 

taken on a new gig as CEO of the Railway 

Association of Canada. But as he turned 

out the lights, he reflected on what’s 

changed – or maybe what hasn’t – over 

his time.

“If I look at the evolution of the after-

market over the last 25 years, one thing 

stands out: the challenges of today are not 

very different from those of the past years, 

especially with regard to technologies,” 

he said. “The people and businesses that 

were part of the aftermarket were also 

experiencing technological change. Cars 

have evolved over the years: technology 

has always evolved. And throughout the 

last 25 years, there has been an accelera-

tion of technological change. I would 

say that we have not seen anything yet, 

because today we are really experienc-

ing this acceleration in all facets of the 

automobile.”

By transforming itself over the years into 

a global market, the aftermarket sector has 

also seen opportunities and, at the same 

time, competition grow.

“The quality of parts and service, as well 

as training, are becoming very important, 

particularly training in the bodywork 

sector, which has evolved considerably 

over the past 15 years because of the 

safety aspects in the industry and new 

materials used in cars,” he said.

Then there’s also the challenge of 

skilled workers, which Brazeau expects to 

“hit hard” in the next two to three years.

“We will see the results of all the efforts, 

programs and strategies that have been 

put in place, whether by the AIA or 

companies,” he said. “It is important that 

the aftermarket finds ways to attract young 

people. Succession plans must be made. 

And the technology will require new 

skills.”

Brazeau served as AIA president from 

2008-2015. He returns to an industry he 

called home in the early 1990s when 

he worked with the Transportation 

Association of Canada. 

Although he is leaving the automotive 

aftermarket, Brazeau still remains in the 

transportation industry, in a sector that 

is just as sensitive to the 

economy.

“Trains carry 70 to 80 

percent of all goods in 

Canada. The automotive and 

auto parts sector is part of 

this clientele. And there are 

links to be made between 

the two. One of those links 

is that people have to go 

from point A to point B. If 

it’s not by car, they do it by 

rails,” he said. “Every day, 

trains carry thousands of 

passengers from their homes 

to their offices. Just as cars, 

the railways are something that touches us 

all on a daily basis.”  JN

Go to AutoServiceWorld.com to read the full 

interview.

people & profiles  |  Marc Brazeau

BRAZEAU EXITS, REFLECTS AND LOOKS AHEAD

BY NATHALIE SAVARIA

I would say 
that we have 
not seen 
anything yet, 
because today 
we are really 
experiencing this 
acceleration in 
all facets of the 
automobile.
– MARC BRAZEAU



wixfilters.comWhatever problem you’re trying to solve, WIX Filters will never steer 

you wrong. We offer the ultimate protection for your customers’ cars, 

trucks and off-ro
ad equipment with no returns and no do-overs.

With a product for every vehicle and every driver, however they drive —

we’ll keep you on the road to success. 

WHAT ARE YOU REACHING FOR NEXT?  WE’LL GET YOU THERE.
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WOMEN LEADERS INSPIRE AT CONFERENCE

BY ADAM MALIKindustry events  |  Women’s Leadership Conference

‘‘Start with small things 
that you change. 

Remember, you’re not going 
to change everything at 
once. Integrate them in your 
habits.”  
– ANNIE HOUTTE, UNI-SELECT

Start with small changes, find a mentor, 

shift into a leadership mentality, be 

a renegade – those were just some of the 

messages speakers brought to attendees of 

the 2018 Women’s Leadership Conference 

in Toronto in June.

Co-hosted by the Automotive Industries 

Association of Canada and the U.S.-based 

Women in Auto Care, more than 200 

women took part in the first international 

edition of the event. 

Annie Hotte, chief people officer for 

Montreal-based Uni-Select was the first 

keynote speaker of the two-day event.  

She encouraged women in the aftermarket 

to be continually open to learning while 

staying true to who they are.

She said she has relied on the advice 

offered by Don Miguel Ruiz in his 1997 

book The Four Agreements: A Practical 

Guide to Personal Freedom. He advocates 

choosing your words carefully, not taking 

anything personally, avoid making assump-

tions, and always give your best effort.

To those pieces of advice, Hotte added 

one of her own: Find a comfortable work-

life balance by letting go of the drive to 

always be perfect, unplugging, exercising 

regularly and limiting time wasters.

“Start with small things that you can 

change,” she said. “Remember, you’re not 

going to change everything at once. Inte-

grate them in your habits.”

Maryscott Greenwood, CEO of the  

Canadian-American Business Council, 

shared the stage with Canadian entre-

preneur Mandy Rennehan to discuss the 

future of NAFTA and the growing tariff  

tensions stemming from U.S. President 

Donald Trump’s approach to trade.

“I believe in good business,” said  

Rennehan. “And I believe that Mexico, 

Canada, and the U.S. working together  

is a trifecta of force.”

Strategy expert Fotini Iconomopoulos 

told the audience about how women 

negotiate all the time in their day-to-day 

world and those same skills need to be 

brought to their professional lives.

“You’re trying to get what you want all 

the time,” she said, later asking women to 

think about what they’re giving up when 

they decide to not negotiate.

But it’s important to hit that mental 

‘pause’ button when things get too tense. 

People lose the ability to think rationally 

and a break can do wonders for both sides.

Author Amy Jo Martin recalled her time 

with the Phoenix Suns, where she helped 

Shaquille O’Neal learn how to create 

his brand on Twitter. The NBA superstar 

pushed her to start a consultancy firm  

after seeing his own success. 

After her boss with the Suns called  

Martin out as a “renegade,” she decided  

to embrace the tag set out on her own.

The event also included a chat between 

AIA president Jean-Francois Champagne 

and Auto Care Association president Bill 

Hanvey. The pair discussed a variety of 

topics, ranging from their professional 

experiences to offering advice to those 

seeking mentorship.

“Don’t take it personally,” Hanvey said 

as a piece of advice he wished he had 

gotten earlier in his career. Sometimes an 

idea may get rejected, he added, but it’s 

not a personal slight and the idea-giver 

should continue offering their thoughts.

For Champagne, he didn’t realize how 

resistant people are towards change.  

Perhaps apropos given the change facing 

the automotive industry, he said he under-

stands the anxiety people have towards 

change “because it’s becoming harder and 

harder to see where it’s actually going.”

The next edition of the conference  

will be held in New Orleans at the end  

of February 2019.   JN

More than 200 women came out for the 2018 

Women’s Leadership Conference, co-hosted 

by AIA Canada and Women in Auto Care. 

Strategy and 

negotiating 

expert Fotini 

Iconomopoulos 

encouraged women 

to better negotiate 

their position and 

to always hit the 

‘pause’ button to 

ensure clear, rational 

thinking.
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GET READY FOR SPIKE IN PARTS PRICES, SAYS AASA LEADER
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appears to be an explanation of sorts.

“In this particular case, the president 

and the Secretary of Commerce (Wil-

bur Ross) have defined national secu-

rity to be similar in concept to what we 

would think of to be economic security. 

Meaning that, if the economic security 

of the United States is threatened, then 

they equate that in a basic sense to the 

national security of the United States,” 

said Vanessa Sciarra, vice president of 

legal affairs, trade and investment at the 

National Foreign Trade Council, during a 

webinar about tariffs and NAFTA hosted 

by the Auto Care Association (ACA).

Whatever the reasoning, threats to secu-

rity of any kind don’t make much sense to 

many experts. 

“Our largest sources of cars and car 

parts are from our friends – namely Mex-

ico and Canada,” Raj Bhala, senior advi-

sor at law firm Dentons U.S., said during 

the ACA webinar.

Others believe it’s a tactic for stalled 

NAFTA talks to put pressure on Canada 

and Mexico to make a deal that favours 

the U.S.  Case in point, a Trump admin-

istration official went on U.S. television 

days after the tariffs were imposed and 

said it was the preference of Trump to 

A trade war has begun and the auto-

motive industry   – including the after-

market – is expected to be hit hard.

At the centre of it all is U.S. President 

Donald Trump, who has set his sights on 

renegotiating the North American Free 

Trade Agreement, saying it puts his coun-

try at an economic disadvantage against 

its neighbours.

Toss in a few barbs aimed at Canada 

and Mexico, claims of national security 

concerns, multiple rounds of tense negoti-

ations, along with threats and the eventual 

implementation of tariffs, and you’ve got 

the recipe for a trade war.

On June 1, the Trump made good on 

his promise to slap tariffs of 25 per cent on 

imported steel and 10 per cent on alumi-

num from Canada, Mexico and the Euro-

pean Union. He had given those nations 

provisional exemptions after announcing 

the same tariffs on other countries. 

The official explanation is that this is 

about national security concerns. While 

it seems odd to think steel and aluminum 

from Canada can pose a threat, there 

TRADE WAR
The impact of  

these tariffs will  
be felt throughout 
the supply base – 
including jobbers.  
And indeed, these 

costs will eventually 
be passed on to 

consumers.
– BILL LONG, AASA
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Wood, an associate at Dentons.

“There is a possibility that tariffs could 

be raised,” he said during the webinar. 

“Specifically for auto parts, the vast 

majority of auto parts would likely see an 

increase in tariff rates from import into the 

United States of about 2.5 to 5 per cent.”

He noted a product like bearings could 

see a nearly 10-per-cent tariff.

The speakers at the webinar also raised 

the idea that foreign manufacturers may 

relocate to either Canada or Mexico in 

order to have unfettered access to other 

markets through free trade agreements 

like the Comprehensive and Progressive 

Agreement for Trans-Pacific Partnership, 

which includes countries like Australia, 

Chile, Japan and Singapore.

“It makes more sense to put [facilities] 

in Canada or Mexico because then you 

get duty-free, quota-free access to NAFTA 

as long as there’s a NAFTA and you get 

duty-free, quota-free access to the Euro-

pean Union and to Japan,” Bhala said.

Will cooler heads prevail? That will be 

difficult as politics are getting in the way. 

Speaking at the recent 2018 Women’s 

Leadership Conference in Toronto, public 

policy analyst Maryscott Greenwood 

said recent tariffs and retaliations have 

signalled the end of rational discourse.

“That period is basically over. Now it’s 

political. Now it’s personal. And we’re 

going to fight for a while. That’s not 

good,” she said. “Things are going to get 

worse before they get better.”

Jean-Francois Champagne, president of 

the Automotive Industries Association of 

Canada, sees tumultuous times ahead but 

tight relationships with organizations like 

the ACA allow the industry as a whole to 

have a strong voice.

“Unpredictability is the key word,” he 

said on stage alongside ACA president Bill 

Hanvey. 

“This is where you really need to have 

this close relationship to be able to 

connect and say, ‘What can be a com-

mon position on this, how can we work 

together to clearly outline the reasons 

why the imposition of such tariffs will be 

detrimental to both U.S. and Canadian 

manufacturing.’”

The issue of tariffs has even united the 

aftermarket and original equipment man-

ufacturers, Champagne noted. Instead of 

being at opposite ends on many topics, 

they’re coming together in response to 

these changes. 

“Those are the types of topics that allow 

us to have a unified voice throughout the 

whole automotive sector, including the 

aftermarket,” he said.

If this is all about improving America’s 

competitiveness and expanding jobs, 

MEMA believes there are better ways of 

doing so than tariffs and trade wars.

“MEMA urges the administration to 

reconsider this action and pursue alter-

native ways to forge more positive trade 

relationships with our trade partners while 

allowing American businesses to operate 

freely in the global marketplace,” it said 

in a separate statement days before the 

announcement of tariffs.

Doing so may be easier said than done. 

Canada responded with implementing 

dollar-for-dollar tariff “countermeasures” 

on up to $16.6 billion worth of U.S. 

imports – from pens to playing cards – as 

of July 1.

Whether things will change for the bet-

ter remains to be seen. For now, however, 

the industry has been left in a precarious 

position.   JN

strike separate bilateral deals with Canada 

and Mexico. Canada rejected the offer. 

“We want a trilateral agreement – we’ve 

always said this,” said Canadian Interna-

tional Trade Minister Francois-Philippe 

Champagne.

In the aftermarket world, the Motor 

& Equipment Manufacturers Associa-

tion – which includes the Automotive 

Aftermarket Suppliers Association –  

has been pointed in its criticism of 

Trump and the tariffs imposed.

“Our members could face having to pay 

double tariffs on some materials neces-

sary to manufacture parts in the U.S.,” it 

said in a statement. “Industries like ours, 

which require long-term investments in 

facilities and employees, depend on regu-

latory and market stability. These actions 

have thrown all of that up in the air. There 

is little doubt that the uncertainty and 

added costs the administration is creating 

will put U.S. investments and jobs at risk.”

Much of that has already started hap-

pening, said Bill Long, president and chief 

operating officer of the AASA.

“Steel and aluminum tariffs on raw mate-

rials serve as an additional cost for much 

of the supply chain,” he told Jobber News.

Despite the tariffs being fresh, the AASA –  

which serves manufacturers of aftermar-

ket components, tools and equipment, 

and related products – has seen steel and 

aluminum prices jump within the industry.

“Many of our members report as much 

as a 40 per cent increase in the cost of 

steel just this year even as a ripple effect 

of proposed trade, even without the tar-

iffs,” Long said, adding that the move is 

going to be felt deep across the board.

“These costs will amount to lost invest-

ment and will limit job growth for those 

manufacturers subject to the tariffs. The 

impact of these tariffs will be felt through-

out the supply base – including jobbers. 

And indeed, these costs will eventually be 

passed on to consumers.”

That’s in line with what Sciarra has 

heard. “The action has been relatively 

extreme in terms of the market, and that’s 

particularly worrisome for fabricators that 

are trying to get that metal.”

And costs could rise even further if no 

NAFTA agreement is made, warned Cody 

BY ADAM MALIK

Those are the  
types of topics that 

allow us to have 
a unified voice 

throughout the whole 
automotive sector, 

including  
the aftermarket.

– JEAN-FRANCOIS CHAMPAGNE, AIA CANADA
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SKIMPING ON QUALITY CAN BE BAD NEWS FOR THE CUSTOMER
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tor at Mahle Aftermarket Inc.

“Years ago, OE manufacturers would 

say, ‘change your oil filter every 3,000 

miles.’ They don’t say that anymore. That 

means the filter has to perform better so 

you’ve got to have better construction so 

it will hold up to these extended interval 

changes,” she said.

“The worst-case scenario with a cheap 

filter is it will fail and plug up and your 

engine will get dirtier faster and you can 

have engine failure.”

Over the last 10 years, average oil 

change intervals have been cut virtually 

in half from 3.8 times per year to just 

under two times per year, according to 

Craig Read, Toronto-based training man-

ager at the Fram Group. The trouble lies 

with technicians largely using economy 

oil filters on cars that are going longer 

between drains. 

“It’s not necessarily a bad filter. The 

issue is they lack capacity. Something  

is going to give when you’re using a  

$2 filter,” he said.

Part of the challenge facing the industry 

is the false sense of security that motorists 

get from oil-light monitors in their cars 

and trucks, which are calibrated to OEM-

spec oil. 

A combination of higher-grade oils and 

longer drain intervals with new vehi-

cles is forcing oil filter manufacturers to 

up their game.

But unless service shops and consum-

ers start matching synthetic oil with high-

end filters, engines are going to get dirtier 

– faster – potentially leading to engine 

failures.

Engines are becoming more complex 

with every passing year, so filter manufac-

turers need to keep up to help motorists 

improve gas mileage and keep engines 

cleaner and running smoothly, said Lisa 

Levra, Michigan-based product co-ordina-

filters
High-end 

oil calls for 
high-end 
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“When the customer does their own shopping, 
they’ll buy a premium oil filter 50 per cent of the 

time. It’s two per cent in the install market.” 
– CRAIG READ, FRAM GROUP

no-brainer,” she said.

Another challenge facing the industry, 

according to Scott Killips, San Francis-

co-based CEO of Hubb Filters Inc., is filter 

manufacturers have been left in the dust 

by oil manufacturers.

“Oil filters have stagnated. The innova-

tion is almost non-existent,” he said.

Hubb has carved out a niche as a man-

ufacturer of sustainable oil filters because 

its product can be cleaned and reused, 

eliminating the need to throw it out and 

dump it in a landfill. With its stainless 

steel mesh, its filters provide protection 

over a longer period of time because they 

don’t absorb the oil.

“We’re elevating the oil filter so you 

can get the maximum value out of your 

oil. You can double the life of your oil, 

and when you double the oil change 

interval, you’re taking oil out of the net-

work,” he said.

But it’s not as if filter manufacturers 

have been dormant. Part of the problem 

could be perception, as oil manufacturers 

have been moving so quickly. Donald 

Chilton, director of product development, 

at Mann+Hummel Filtration Technology, 

said filters do a better job than they  

used to.

“Today’s oil filter offers significantly 

improved overall performance when com-

pared to products made just a few years 

ago. Within HD markets, there has been 

a massive amount of innovation from 

engines to transmissions,” he said.

Hubb has eight patents on filters now 

and said the leading-edge providers are 

using aluminum and stainless steel in their 

products.

“Our filter doesn’t absorb oil, it only 

absorbs the contaminants. You can have 

confidence that this filter is going to pro-

vide better engine protection over a long 

period than a conventional filter,” he said.

Promoting environmentally-friendly fil-

ters is the right thing to do for jobbers, he 

said. There’s no doubt that they’re more 

expensive – a high-end Hubb filter will 

run you $85 – but it also provides a more 

significant margin for jobbers. On the 

flip-side, however, Killips said it pays for 

itself with decreased labour expenses and 

extended periods between oil changes.

In order for its filters to maintain their 

effectiveness, they need to be cleaned. 

Providing that service can be a big differ-

entiator and a customer retention device 

for jobbers.

“The cleaning function is a warranty 

requirement. They need to bring it back 

to a place where they can get service,”  

he said.

Environmental pressures are also push-

ing manufacturers away from spin-on 

oil filters in favour of cartridge oil filters. 

The former came out in the 1960s and 

dominated the market until about 2000. 

Today, the latter are the big sellers largely 

because they’re easily recycled. There’s 

also the not-insignificant matter that it’s 

the right thing to do, Read said.

“Instead of getting four oil changes a 

year, I’m getting two and disposing of 

half as much oil and filters. The cost to 

the consumer is a penny per kilometre 

whether they use the premium or econ-

omy filters. With the economy filters, you 

have to do it twice as often,” he said.

Mark Robertson, Toronto-based national 

sales director at GK Industries, agreed, 

noting the fees for disposing of used filters 

range from 20 cents to 50 cents each and 

the cost is passed on to the customer.

“Nobody wants to be associated with 

continues on page 18

“If a guy puts in an economy oil filter 

and 5W30, the light doesn’t come on until 

12,000 km. But with an economy filter, 

it’s full of dirt at 6,000 km. That’s what we 

don’t want,” Read said.

He added that consumers seem to be 

getting the message more so than service 

shops.

“When the customer does their own 

shopping, they’ll buy a premium oil filter 

50 per cent of the time. It’s two per cent 

in the install market. They want to buy 

economy oil filters and use them with full 

synthetic oil changes. We’re preaching 

to pair the filter to the quality of the oil 

you’re putting in the vehicle,” he said.

Price is always a consideration when 

buying anything vehicle-related but Levra 

said if motorists think buying a high-end 

oil filter is expensive, just wait until  

they see the long-term costs of buying  

a cheap one.

“Paying a couple of bucks now to 

save your engine down the road is a 

BY GEOFF KIRBYSON 

If a guy puts in an 
economy oil filter and  

5W30, the light doesn’t 
come on until 

12,000 km. 

But with an economy 
filter, it’s full of dirt at 

6,000 km. 
That’s what we don’t 

want.
– CRAIG READ, FRAM GROUP
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a dumpster and causing environmental 

harm. Everybody wants to be cleaner and 

more efficient,” he said.

OEM-spec motor oil will continue to 

evolve at a rapid rate to meet the demands 

of new engines, so Read said that jobbers 

should do their best to push premium oil 

filters over economy versions to provide a 

better match under the hood.

“Today’s oil filter 
offers significantly 
improved overall 

performance when 
compared to products 

made just a few 
years ago.” 

– DONALD CHILTON,  

MANN+HUMMEL FILTRATION TECHNOLOGY

“You’ll have happier customers with 

better performance. Modern cars don’t 

require the maintenance that (older) ones 

do. Three months or 5,000 km for an oil 

change? Those days are over,” he said.

Robertson has some simple advice for 

jobbers – convince customers that they’ll 

get what they pay for with a cheap oil 

change.

“Today, if you go to a dealer, it’s an $80 

oil change. It’s a long way from the $19.99 

oil change of a few years ago,” he said.

“They’re short-changing the customer 

on the longevity of the engine and mak-

ing it last. They need to get away from the 

cheap filter to one that’s proven to be effi-

cient,” he said.

The air filter category tends to be 

under-serviced, Read said, but it doesn’t 

have to be.

“If a vehicle needs an engine air filter, 

it needs a cabin air filter. They’re both 

one-year and 20,000-kilometre service 

intervals,” he said.

He admits that not much has changed 

for air filters but they remain the most 

important filter on a vehicle because they 

also protect four or five engine computer 

sensors.

Levra agrees. She said many drivers of 

domestic and Asian vehicles likely don’t 

even know that they have cabin air fil-

ters because they’ve only recently been 

added. Getting the filter changed can 

make a big difference in the breathability 

of the air inside your vehicle.

“They didn’t used to have cabin air fil-

ters. If you have allergies, you have all of 

this outside air coming into the car with 

pollution and allergens. Changing the 

cabin air filter makes your cabin a much 

more pleasant place to be,” she said.

That’s not all. Wix cabin air filters, 

for example, have an antimicrobial 

technology, which inhibits the growth 

of microbes by injecting and killing the 

cells, according to Chilton. Another 

recent technological advancement is 

Senzit, a smart air filter monitor, which 

enables fleet managers to monitor air 

filter performance.   JN
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RACING TO THE 

“They’re modernizing the way of doing business. Directly from my 
heart: They’re honest, transparent and very loyal to their supplier.”  

– EMILE BERGERON, ROCKLAND WORLD PARTS
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TOP

Dany and Kevin Lacroix find it tough to sit still. 
They’re never satisfied with the status quo. They always want 

more. They’re always looking for a challenge – and beating it. 

That’s what’s behind Pieces d’auto Lacroix – Lacroix Auto 

Parts being named the 2018 Jobber of the Year. It’s what drives 

them to be the best.

“We find ways to challenge ourselves. We’re a family that has 

always been taking on a challenge,” Kevin said. 

Lacroix, operating under the Bumper to Bumper banner, has 

five locations on the north shore of Montreal – Boisbriand, St-

Eustache, Terrebonne, Mirabel and Laval.

The Lacroix family has a history of striving to be No. 1. Kevin 

and Dany’s father, Sylvain, who started the business, was a snow-

mobile racer who won a world championship in the early 1990s. 

Kevin is a racer in the NASCAR Pinty’s series. Dany has been 

involved in the business since he was a teen and has always 

looked for ways to make it the best in its market.

“Whether it’s Sylvain and snowmobiling, myself and racing or 

Dany who has always been growing the business a lot, we’re all 

about getting a new challenge and pushing hard on that,” Kevin 

said. “We’ve always taken on many challenges and, as of now, 

we’ve always performed really well in these challenges.”

Many of those challenges have been centred around how to 

make the lives of their customers easier. In the two years that 

they have been at the helm of the company, the brothers have 

revamped how orders are placed, implemented technology to 

make deliveries better and opened a fifth location.

“Like in everything, there are always people who are very 

afraid of change and are not willing to change. At the beginning 

PIECES D’AUTO LACROIX – 
LACROIX AUTO PARTS:

JOBBER 
OF THE YEAR

2018

Pieces d’auto Lacroix – Lacroix Auto Parts, with multiple stores on 
Montreal’s north shore, is the 2018 Jobber of the Year. The team is seen 
here outside the Terrebonne, Que. location. Front row from left, Sylvain 
Lacroix started the business and recently passed it on to his sons, 
Kevin and Dany. In front of Kevin is his son, Mathys, who is already 
being groomed as a future owner. 

Left: Kevin and Dany Lacroix
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there was little appetite for it,” Kevin said. “We felt like there 

was a risk. But after just a few months, no one would go back to 

the old days. It didn’t take long for everyone to feel that it was a 

good idea. That’s important for us.”

That’s certainly true for Francis Vincent, co-owner of Les 

Alignements Joly in Laval, who has been a customer for more 

than 20 years.

“Honestly, all these improvements have helped us. At the call 

centre, we talk to the best parts advisers. In addition, their distri-

bution centre is directly in Boisbriand. There is a lot of choice, 

a lot of variety and a lot of service, especially when it comes to 

technical assistance,” he said.

This type of response comes as no surprise to Emile Bergeron.

“They’re so customer-oriented. Their customer is the most 

important thing,” said the Mirabel-based sales director for parts 

supplier Rockland World Parts. 

“They’re modernizing the way of doing business,” he added. 

“Directly from my heart: They’re honest, transparent and very 

loyal to their supplier.”

Finding challenges
Dany and Kevin like to talk business. A lot. The way they tell it, 

that’s all they do.

“Every week we sit together and discuss change,” Dany said.

These are not planned discussions. When the brothers see 

each other, their first instinct is to discuss the business. 

“We don’t schedule a meeting to talk. We’re always talking 

about our business because it’s not only our business, it’s what 

we like to do and it’s what we want to do,” Kevin said.

The brothers will often talk over the phone, long after the 

workday is done. When ideas get too complicated, one goes to 

the other’s house. That’s easy since they live close to each other.

“Our girlfriends sit together and we sit together to talk busi-

ness,” Dany said.

Bergeron has seen these interactions first-hand. “They listen a 

lot to their sales rep and to their countermen. They’re very open 

to conversation. They do a lot of brainstorming inside the store.”

One day about two years ago, the brothers were on a plane  

to Edmonton for one of Kevin’s races. Naturally, they got to 

talking business – “During a flight, what else do you do?” Dany 

laughed – and they had a eureka moment to tackle a pair of 

serious problems that were related: employee stress levels and 

customer service.

Ask just about any jobber and they’ll say that they’re short-

staffed. Employees are being pulled in so many different direc-

tions, causing additional stress.

“We felt like we were reaching that limit that you can reach 

with an employee’s stress level,” Kevin said.

Dany issued a challenge for himself and Kevin. “There are cus-

tomers in the stores, there are customers on the phone – what is 
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the solution?” he asked

Then it occurred to them: a call centre. Have one central place 

for all phone calls to go and have a team of experts on hand who 

are ready to answer any questions customers have. 

They quickly implemented the plan. Now when a shop calls, 

they’re not talking to someone in a specific store, they’re talking 

to an expert, ready to answer all their questions.

“So any problem that a mechanic has, there’s someone in the 

call centre that has the experience to answer that call,” Kevin said.

Counter staff can focus on the customers in the store while 

a different team is dedicated to the phones – one doesn’t need 

to worry about the other. With pressure alleviated, the brothers 

were able to take a step back and focus on the business, rather 

than working in it.

“The stress level has diminished a lot, so that was a very good 

move for us. It made us able to focus on the future of the com-

pany,” Kevin said, adding that Lacroix has grown 12 per cent in 

each of the last two years. “Profitability is increasing every year 

because sales went up.”

It’s that type of thinking and initiative that has left their father 

feeling proud.

“I’m very happy. Since they’ve taken over, every year business 

has been going up. I can’t complain,” Sylvain said.

But the brothers didn’t sit back. They soon set their sights on 

other challenges, like improving on deliveries. Too often they 

heard customers complain about delivery time.

Problem, meet solution. The brothers set up an electronic sys-

tem that automatically calculates delivery schedules.

“So now we have better tracking for deliveries and we can 

make reports for every customer. Even before the customer can 

complain, we already know that either our service is too slow or 

too fast,” Kevin said. “We’re offering maximum service.”

“In a nutshell, Pièces d’auto Lacroix puts itself in our situation. 

They know very well that we have to give customer service,” said 

Vincent of Les Alignements Joly. “They are not parts sellers. They 

are really avant-garde.”

But to really give that top-level service to their customers the 

brothers knew they had to offer more. Even though they had four 

stores, they felt there was more they could do to meet the needs 

of underserved clients. So they opened a warehouse this year in 

Boisbriand. 

It’s the first Lacroix location that is not open to walk-in clients. 

Not needing a showroom has allowed the company to stock 

more products. They have 22,000 square feet available now – 

their average store is 15,000 square feet – with plans to expand 

further to two full floors. They’re carrying 40 per cent more prod-

ucts along with lines they couldn’t before. The new warehouse 

serves an area that they were unable to before and it’s located 

right off a major highway for quick deliveries.

“It’s all about offering better service to customers,” Kevin said.

“We want to say ‘yes’ as many times as we can,” added Dany.

“We’ve always taken on many 
challenges and, as of now, we’ve 
always performed really well in these 
challenges.”      
– KEVIN LACROIX, LACROIX AUTO PARTS
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Dany and Kevin Lacroix outside their new warehouse in Boisbriand, Que.
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Those are three significant moves in just a couple of years. 

Their only regret is not making it all happen sooner.

Getting into the business
Dany and Kevin each found their own way into the automotive 

aftermarket parts world.

The family had a different kind of business more than 40 years 

ago in the late 1970s – their father worked in his father’s milk 

run company. But when Sylvain’s parents needed to move as 

the family home was being replaced by a highway, they bought 

a house with an auto parts business in the basement. Goodbye 

milk run, hello auto parts.

For Kevin, 29, and Dany, 31, while it was never officially talked 

about that they would take over the business, they both knew it 

would happen one day.

Dany started working there while in high school, doing every 

job at the Terrebonne location. 

While there, he caught the entrepreneurial bug and started a 
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side business within the company – Lacroix 

Tuning, geared towards the performance 

market. It was something small that he could 

oversee, growing it to the point where it now 

makes up 20 per cent of Lacroix’s business.

For Kevin, he didn’t think he would be 

involved so soon. He had his father’s racing 

blood in him and began competing as a kid. He had dreams  

of being on the tracks of Formula 1 or Indy Car. About 10 years  

ago, he felt he was on the cusp of realizing his dream.

Then the recession of 2008 happened. Sponsors left and 

money dried up. The dream was over.

Not one to feel sorry for himself, Kevin came back home  

to take on a new challenge and work in the family business.  

He always knew he’d come back but thought it would be later 

in life.

Just like Dany, he learned every aspect of the business.

The transition to becoming owners was less subtle for the 

brothers. As Sylvain started to slowly move away from the com-

pany he built, Dany and Kevin found themselves taking on more 

and more responsibility. 

“It just happened naturally,” Kevin said.

“OK, it’s now our job,” Dany remembered thinking one day.

It was an easy transition because Sylvain trusted his boys to do 

the right thing, make the right decisions and carry the store into 

the future. He built the business for them to take over and so far, 

he said, it’s been smooth sailing.

“All the ideas that they’ve come up with have been very good 

ones to bring the business to higher and higher levels,” he said. 

“The company was built for them and they’re going to make it 

even better.”

That type of support has been invaluable to the brothers.

“I think we always had the confidence from our dad to make 

decisions and not ask him every time,” Kevin said. “Slowly, 

maybe because he was confident in us, he just moved to other 

plans.”

The brothers quickly acknowledged their father as their great-

est influence.

“Our real role model was our father, that’s for sure,” Kevin 

said. “He put his whole life into the business.”

That family aspect is important to customers like Claire  

Messier, director and president of Garage Messier in Terrebonne.

“We, our company, are from father to son for three genera-

tions,” she said. “They, too, are from father to son, and it’s a fam-

ily business. We give services that are very personalized. So, the 

human side is very important.”

“Sylvain Lacroix, in my book is a very great leader,” said 

Bergeron, who has been supplying Lacroix since 1981. He 

pointed to the fact that Sylvain has groomed two young, progres-

sive men for the auto parts world. “They’re very modern people. 

They like to do what everybody is not doing – they like to do 

something different.”

Messier also highlighted the progressive nature of the jobber. 

“What comes to mind is the professional side and the desire to 

move forward in the industry,” she said.

These days, Dany manages the customer relationships, 

employees and growing the business, while Kevin is more 

“I’m very happy. Since they’ve taken over, every  
year business has been going up. I can’t complain.”      
– SYLVAIN LACROIX
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behind the scenes, managing money, inven-

tory and purchasing.

Being the best
The way the brothers see it, if they’re not 

trying to be the best, what’s the point? That’s 

the attitude Kevin takes to the race track. 

He’s not there just to be there and have fun. 

He wants to win.

“If I’m not at the top, I don’t want to be there at all,” he added. 

“We made the parts store our goal and our challenge. Our father 

brought it to this point and the goal is to make it even more suc-

cessful and bigger.”

How much bigger? “Eight, 10, 12 stores,” Dany said, half-joking. 

The goal is to grow, he added, but to do so responsibly.

“It’s not only about buying multiple stores – it’s about making 

all of them successful,” Kevin said. “Our goal is not to acquire 

200 stores and have some that are not successful. Our goal is to 

make every store the most successful it can be.”

Success comes from connecting with their clients. Apart from 

customer service, Lacroix holds training sessions, and its sales 

reps aren’t just there to do sales – they’re also building relation-

ships.

“Between us, it’s more than service, it’s like a partnership. They 

know that if they do not deliver the merchandise, they don’t 

deliver to my shop. It’s a win-win relation-

ship that we have,” Vincent said.

In order to demonstrate the quality of cus-

tomer service and the solidity of the business 

relationship between the jobber and the 

shop, Vincent gave an example of a situation 

where the jobber made the difference.

“A few years ago, we purchased a top 

quality John Bean lift. It was supposed to 

support 10,000-pound cars. But every time 

a car was lifted, there was a mechanical 

breakdown,” he said. “We made more than 

25 calls for service at Snap-on and John 

Bean. Lacroix went to California to solve the 

problem. The manufacturer realized that 

there was a problem. The lift was not power-

ful enough. They changed this lift to another, 

14,000 pounds. We just paid the difference. 

“They were the ones who made the con-

nection with Snap-on and John Bean to say, 

‘Listen, that did not make sense, this equip-

ment is not compliant and adequate.’”

The brothers are quick to point to their 

staff as essential for their success. 

“They’re probably the biggest help we’ve 

Congratulations 
Pièces d’auto Lacroix – Lacroix Auto Parts

2018 Jobber News Jobber of the Year

From the following proud partners:

had,” Dany said.

Kevin acknowledged that the employer-employee relationship 

can be tough at times, but the brothers value everything their 

team of upwards of 80 people does.

“From the bottom of our hearts, we’re very thankful to them 

and we appreciate very much what they do. We’re really thank-

ful to every one of them,” he said. “I know, even if we complain 

about them, I know that we’ve got the best in the business.”

They also highlighted the long-time and successful relationship 

the company has with Uni-Select, a partnership that has lasted 

more than 20 years.

“We have had very good support from them,” Dany said.

“I think everyone at Uni-Select, we can also call them friends,” 

added Kevin. “There have been different people at Uni-Select in 

these jobs – my father has always had a good relationship with 

Uni-Select – and the support is extraordinary.”  JN
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“We don’t schedule a meeting to talk. 
We’re always talking about our business because 

it’s not only our business, it’s what we like 
to do and it’s what we want to do.”      

– KEVIN LACROIX, LACROIX AUTO PARTS

“We want to say ‘yes’ as 
many times as we can.”      
– DANY LACROIX, LACROIX AUTO PARTS
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SPOTTING THE DIFFERENCE BETWEEN THE GOOD, BETTER AND BEST 
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highly significant, particularly when a cus-

tomer is looking for a long-term solution 

and their driving habits place high levels 

of stress on the part being replaced. 

“Premium products are generally 

built using better-quality materials and 

more-exacting tolerances for product 

dimensions, material content, and 

consistency,” she said.

Take, for example, basic wear items such 

as light bulbs, wiper blades, brake pads 

and antifreeze. These categories all have 

When confronted with a myriad of 

automotive options, customers 

will often turn to the experts for direction. 

Closing the sale successfully, however, 

is about much more than dollar signs on 

the sales slip.

“Helping customers determine the right 

product takes extra knowledge and a little 

more time, but the end result will be a 

happier, more loyal customer,” said Lisa 

Dyble, director of marketing with East 

Penn Canada in Ajax, Ont. 

She noted that the differences between 

good, better and best products can be 

better

COMPARING THE

good

best

OPTIONS

“For many high-volume products, the differences  
are in the service life length of the product, its 
performance, and the warranty that is offered  
with the product.”
– DAVID HIRSCHHORN, CRP AUTOMOTIVE 
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“Helping customers determine the right product takes extra 
knowledge and a little more time, but the end result will be a 

happier, more loyal customer.” 
– LISA DYBLE, EAST PENN CANADA

have better materials and anti-corrosion 

coatings.  

The “best” chassis products, on the 

other hand, are manufactured based on 

the original equipment low-friction tech-

nology ensuring the original steering feel 

is restored. Most OE technology is main-

tenance free, and the premium chassis 

products adhere to this design standard 

and are also maintenance free, Mejia said. 

“At this level, additional material-hard-

ening processes are applied to ensure 

maximum product strength; additional 

high-resistance anti-corrosion coatings are 

applied to maximize product durability; 

and exceptionally high-quality grease is 

used to ensure product longevity.” 

For batteries, the good/better/best spec-

trum is migrating to a ‘start’ or ‘power’ 

your vehicle option, said Robert Brault, 

director of aftermarket program groups 

with Exide Technologies Canada Corpora-

tion in Longueuil, Quebec. ‘Start’ applies 

to vehicles that require energy to start the 

engine that will produce self-sufficient 

energy. ‘Power’ is specific to newer vehi-

cles that are more electrified and rely on 

stored energy to function properly.

“The difference now resides in the 

onboard technology that your vehicle is 

equipped with,” he added.

There are manufacturing differences 

between conventional flooded batteries, 

enhanced flooded batteries and absorbed 

glass mat (AGM) technologies. Each deliv-

ers different levels of performance and 

service life for the consumer. A premium 

AGM battery, for example, can have twice 

the cycle life of a regular flooded battery 

when a vehicle is loaded with electronics; 

the vehicle is driven in heavy stop-and-go 

traffic, or it is equipped with start-stop 

technology; and cell phones, tablets and 

other devices are frequently charged 

inside the vehicle. 

The cost differential between standard 

and top-of-the-line products often reflect 

the additional manufacturing processes 

that go into a premium design. For 

instance, Dyble explained, an AGM bat-

tery must have its glass mats separators 

completely absorbed with electrolyte in 

continues on page 28

products available at various quality 

levels with substantial performance 

differences. The differences include 

the light emitted by the bulb, the 

lifespan of the wiper blades, the 

amount of noise or dust produced 

by the brake pads, and the chem-

icals in the antifreeze and the job 

they do protecting the cooling sys-

tem, said David Hirschhorn, director 

of brand management at CRP Auto-

motive in Cranbury, N.J. 

“For many high-volume products, 

the differences are in the service 

life length of the product, its per-

formance, and the warranty that 

is offered with the product,” he 

added. 

With timing belt kits, for instance, 

the warranty is an important com-

ponent of the value proposition. If 

the owner is only intending to keep 

the vehicle for a few years, a good 

product with a warranty that covers 

them for that period makes sense, 

Hirschhorn noted. 

“But if the owner wants to keep it lon-

ger, the warranty offered with the best 

level products is a better fit,”  

he said.

With respect to chassis, there are three 

clear tiers of good, better, best. “Good” 

chassis products are designed to perform 

adequately, but may be based on older 

aftermarket designs and would require 

regular maintenance. 

“The quality of the materials would 

meet basic safety requirements,” said 

John Mejia, marketing director of chassis 

at Dorman Products in Montreal. 

“Better” chassis products, developed 

using aftermarket designs, would still 

require regular maintenance, but would 

BY DONALEE MOULTON

HELPING CUSTOMERS 
UNDERSTAND PREMIUM 
PLUSES 

Often when the right product is a 
premium product, helping customers 
understand its benefits can be a 
challenge. Lisa Dyble, director of 
marketing with East Penn Canada, 
offers the following tips:

• Understand your customer’s specific 
needs – Ask them how they use 
their vehicle and how they view their 
investment in vehicle repair and 
maintenance. Would they pay more 
initially for better long-term value?

• Know the features and benefits of 
the premium product – Don’t be 
afraid to make recommendations, 
but back these up with product 
knowledge. Also, be aware of any 
marketplace or industry condition 
that might make it more important  
to have a premium product.

• Offer premium as a first option, 
where appropriate – Don’t assume 
everyone is interested in the lowest 
price. Many people understand and 
appreciate extended value.  Beyond 
just making a sale, be a solution 
provider. Solving problems for your 
customers will keep them coming 
back and they will trust your advice.
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order for the battery to deliver optimal 

performance. 

“These are extra steps that go above and 

beyond a conventional design,” she said.

There are also composition differences 

in product lines. In the case of a timing 

belt kit, the “best” version would be made 

up mainly of components sourced from 

high-end manufacturers, the “better” ver-

sion would include components from a 

mixture of higher and mid-market com-

panies, and the “good” version would be 

composed of components sourced strictly 

from mid-market manufacturers.

Jobbers need to understand these dis-

tinctions and they need to be able to 

explain the advantages clearly and simply 

to customers. 

“Ultimately, your customers will want to 

know the specific benefits each product 

offers so that they can evaluate for them-

selves which one will provide the best 

value for their individual situation and 

deliver the best overall customer experi-

ence,” Dyble said.  

Higher priced low-friction chassis parts, 

for example, are recommended for most 

drivers today because service intervals 

have increased and the opportunities to 

service chassis are less frequent. 

“While this type of design is slightly 

more expensive, the lack of required 

maintenance along with the extended life 

properties of the premium sealed design 

would make up for the price difference,” 

Mejia said. 

However, he added, “if a customer is 

someone who does their own routine main-

tenance and uses the vehicle infrequently, 

they could use the lower-priced alternatives 

without noticing much difference.” 

It’s also essential that jobbers work with 

the customer to assess their budget and 

plans for the vehicle.

“By approaching the sale this way,” 

Hirschhorn said, “they will be able to bal-

ance the short-term and long-term costs of 

the decision with the customer.” 

He noted, for example, that if the cus-

tomer plans on keeping the vehicle for 

some time, then the practical choice is to 

install a ‘best’ product that will last for 12 

months versus a “better” one that will last 

for only six months or even a “good” one 

that may wear out in three months. 

“The jobber can help the customer 

understand that spending more for the 

best product up front, there will be sav-

ings in time and money down the line,” 

Hirschhorn said.   JN

“If a customer is 
someone who does  
their own routine 

maintenance and uses  
the vehicle infrequently, 

they could use the  
lower-priced alternatives 

without noticing  
much difference.”
– JASON MEJIA, DORMAN PRODUCTS
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Find out more at ngksparkplugs.ca

Born in Japan. Raised in Detroit. 

NGK produces more OEM spark plugs for the Detroit Three than 
any other manufacturer. Ford, General Motors and FCA all trust 
NGK to produce the most advanced, reliable and high quality 
plugs on the market. In fact, NGK was recently honoured with 
its 10th Supplier of the Year Award by General Motors.
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Born in Japan. Raised in Detroit. 

NGK produces more OEM spark plugs for the Detroit Three than 
any other manufacturer. Ford, General Motors and FCA all trust 
NGK to produce the most advanced, reliable and high quality 
plugs on the market. In fact, NGK was recently honoured with 
its 10th Supplier of the Year Award by General Motors.
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SAME DAY SHIPPING

COMPLETE CATALOG  

1-800-295-5510
uline.ca

π
SHIPPING SUPPLY SPECIALISTS

AP Emissions adds part numbers 
APC Automotive Technologies has announced 
over 250 new part numbers for its AP Emissions 
portfolio. The AP Emissions portfolio has added  
43 new EPA/federal-compliant direct fit and 
manifold catalytic converters, and 35 ANSA 
mufflers and exhaust pipes. The Centric Parts  
portfolio new part numbers include 91 steering, 
suspension and chassis components, 19 hydraulics, 
18 brake components, 5 bearings, and 29 StopTech 
high-performance disc brakes, slotted drilled 
rotors, brake pads, and lines. The SKUs provide 
a variety of parts for varies type of vehicles. 
AP Emission’s 53 part numbers can be used 
for direct-fit catalytic converters, manifold 
converters, exhaust pipes, challenge mufflers, 
welded assemblies, and clamps-collars. 

AP Emissions Technologies 
www.APemissions.com 

CRP Automotive adds 
to antifreeze line 
CRP Automotive has 
added two products to 
its antifreeze line for 
Asian vehicles. The two 
new formulas are the 

Pentofrost A1 (part 8115213) and Pentofrost A2 (part 8115215).
Both products are pre-diluted with the amount of deionized 

water required, and are free of silicate, borate, nitrate, and 
amine containing additives. They contain phosphates and 
organic salts to protect the materials used in the cooling 
systems of Asian vehicles and are also mixable with all 
phosphate OATs.

The Pentofrost A1 is recommended for all Asian vehicles 
using ‘red’ antifreeze/coolant including Lexus, Toyota, and 
Scion models while the Pentofrost A2 is recommended for 
Asian vehicles using ‘green’ antifreeze/coolant like Hyundai, 
Infiniti, Kia, Mazda, Nissan, and Subaru models. 

CRP Automotive 
www.crpautomotive.com

Spectra CAPA-certified 
radiators
Spectra Premium has added 
307 new parts, with 109 
first-to-market SKUs across 
several heating and cooling, 
fuel and undercar and engine 
management product lines. 
The new release includes 
several new fuel delivery parts such as 27 fuel modules (11 first-to-market), 
24 filler neck hoses (12 first-to-market) and 16 sending units (8 first-to-
market) for many domestic and imported vehicle applications. The engine 
management selection added 42 parts for the fuel injection throttle body 
assembly product line, including 25 first-to-market parts, 23 additional 
variable valve timing sprockets, 20 variable valve timing solenoids and 
14 new ignition coils. It has released a number of first-to-market CAPA-
Certified radiators for common collision replacement parts. Three new 
aluminum industrial complete radiators for several international and school 
bus applications were released on the heavy duty side, as well as three 
new industrial heater cores, including two first-to-market models.  The 
undercar offering now counts 16 new oil pans, all first-to-market.
 Spectra Premium
 www.spectrapremium.com



We were never meant to sit, to rest, to settle. We were meant to run.   
At Valvoline™ we never stop pursuing innovation for your engine.  
From the first high mileage oil to the first synthetic blend, our goal  
is simple: never stop getting better. Learn more at Valvoline.ca.

©2018 Valvoline™ Trademark, Valvoline and its subsidiaries, registered in various countries. All trademarks shown are used with the permission of their respective owners.
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ALL-NEW 
FAST ORANGE®

GREASE X
LAUNDRY  
DETERGENT

• ELIMINATES SHOP ODOURS
AND LINGERING SMELLS

• BUILT-IN PRE-TREATER
FORMULATED TO TARGET
AUTOMOTIVE STAINS

• HELPS REPEL FUTURE STAINS
• KEEPS WASHING MACHINES

CLEAR OF RESIDUAL GREASE

#25570

Looking for more? 
Visit www.autoserviceworld.com/
products to stay on top of the  
latest product announcements.

MAHA Mobile two-post lift 
MAHA has released the FHB 6500 
Mobile 2-Post Lift. The lift is a 
battery operated, completely mobile 
automotive lift, allowing it be moved 
bay to bay or indoors or outdoors. 
It can raise vehicles weighing up to 
6,500 pounds and requires minimal 
maintenance as no periodic adjustments 
are necessary. It has a 6.4 ft. lifting 
height to allow for comfortable 
access to the vehicle for even the 
tallest mechanics and has special 
adapters allow lifting unique vehicle 
configurations 

MAHA | http://www.maha-usa.com/

Superior Signals new LED arrow lights 
Superior Signals, Inc has launched new LED arrow lights. The product is designed to 
be mounted on the rear of waste disposal, construction, or utility vehicles to direct 
oncoming traffic. The SY800-LED-2 is 53 inches long, has 36 LEDs, and come with 
a heavy gauge aluminum base, polycarbonate lenses, four different flash modes 
(left arrow, right arrow, double arrow, and a caution bar), a controller and a 25-ft 
or 50-ft wire harness. The SY855-LED-2 comes with a split arrow light used for 
placement on wide vehicles. It has two pieces that are both over 27 inches long 
and three flash modes (left arrow, right arrow, and double arrow). It comes with a 
controller and same options for wire harness. 

Superior Signals, Inc. | www.superiorsignals.com

Snap-on adds to Roll Cabs 
Snap-on has added a new function to 
its KMP1163 Masters Series 72 inch Roll 
Cabs. The carts now have a SpeeDrawer 
for organizing loose fasteners, parts and 
tools. Its features include built-in colour-
matching dividers, a drawer that has a 
staggered five-outlet with two USB port 
strip to charge power tool batteries and 
personal electronics, and a bed liner/
stainless steel tops. 
 Snap-on | www.snapon.com/EN

Proforce Dakpro chassis parts
Proforce has released a new chassis 
line. Dakpro Chassis Parts is a blend of 
engineered Taiwanese products with 
Korean made OEM import parts. Over 
90 per cent of the product is made in 
Korea and Taiwan. The line focuses on 
import applications and has more than 
2,000 part numbers with a focus on 
control arms. The line is engineered to 
original equipment standards.
 Proforce
 www.proforceautomotive.com



HR TOOLKIT

With 
sample 

templates!

for the automotive industry

AUTOMOTIVE INDUSTRIES ASSOCIATION OF CANADA 
For more information, please contact us at: 

180 Elgin Street, Suite 1400 Ottawa, ON K2P 2K3 
1-800-808-2920 | communications@aiacanada.com

RIGHT 
PERSON

RIGHT 
TIME

RIGHT 
SKILLS

Written with the automotive aftermarket industry in mind, this 

FREE
www.aiacanada.com/hr-toolkit/
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Mann-Filter  
new catalogue 
Mann-Filter has released 
its 2018 North American 
Filter catalogue for the 
automotive aftermarket. 
The catalogue covers 
1998 to new application 
for vehicles and provides 
a new product list for 
2018 European makes 
and models. It also 
highlights the new HU 
7025 z cartridge oil filter 
element for popular 
Mercedes-Benz models. 
It features all filter 
applications available for 
markets in the United 
States, Canada and 
Mexico, and includes 
a competitive cross-
reference, buyer’s guide, 
as well as a service and 
hotline directory.
 Mann-Filter
 www.mann-filter.com

Monroe suspension 
conversion kit 
Tenneco has released 
four new Monroe 
suspension conversion kit 
part numbers that can be 

applied to more SUV vehicles. With the kits technicians can convert worn air spring, 
hydraulic self-levelling, and electronic suspensions to conventional mechanical 
suspensions without having to activate the vehicles’ electronic warning signals. 
Features of part numbers: 90021 used in 2003-2009 Hummer H2 (rear, air-ride to 
coil spring); 90022 used in 2003-2009 Lexus GX470 and Toyota 4Runner (rear, air-
ride to coil spring) 90023-1 used in 2007-2013 Ford Expedition & Lincoln Navigator 
(rear); 90023-2 used in 2007-2013 Ford Expedition & Lincoln Navigator (air-ride to 
coil spring, left and right) 

Monroe | http://www.monroe.com

Mahle introduces new performance bearings 
Mahle has released new performance engine bearings 
for the sport compact and import racing market. The 
new products offer customers one comprehensive 
sport compact and import racing specialty engine 
designed to reduce downtime for a rebuild or to 
quickly make sure a vehicle is ready to race. 

Mahle Aftermarket Inc.
www.mahle-aftermarket.com

Ultimate All Wheel Cleaner 
Meguiar’s latest addition to its Ultimate line, the 
Ultimate All Wheel cleaner, is an active gel formula 
that is designed to cling to the wheels of a vehicle 
and stay wet longer to provide a better clean. The 
cleaner attacks outside debris, grime, and brake dust 
with active dissolving agents. The new formula is pH 
balanced and acid free to ensure no harm is done to 
wheels or painted brake components. Ultimate All 
Wheel Cleaner is deep cleaning and gentle so it can be 
used on any wheel finish or type. 

Meguiar | www.meguiars.com/international



INVESTMENT BREEDS SENSE OF OWNERSHIP

We need more business owners. 

Unfortunately, administrative bureaucracy 

is extinguishing any efforts to make it happen. Red 

tape and its associated costs are discouraging busi-

ness development and hurting future growth of our 

industries.

There are not enough incentives through gov-

ernment programs to entice private investment in 

privately owned ventures. Those who are looking 

for cash are setting their sights elsewhere, specifi-

cally to those who can provide more – namely, 

value-added benefits in terms of experience and 

business background. Those who become part of 

this team must be accountable to one another and 

are forced to justify their actions. 

Government loans and grants result in decreased 

accountability, which slights the industry as well as 

the country. This results in a shrinking pool – there 

are not enough owners in this country. Positions of 

responsibility are shifted to employees. Too many 

are working for too few. 

Canada’s problem, then, is that there is a need to 

generate wealth-creation that is capable of devel-

oping and commercializing products that result 

positively in the country’s economic well-being.

Currently, there is a lack of incentives that make 

investments in such industries feasible for private 

individuals and industries. Government has also 

only done a so-so job of fostering the more profit-

able “D” of R&D. Any strategy that is designed 

to provide wealth-creating industries with strong 

foundations must have as a goal the attainment 

of a level of excellence that rivals other market 

economies. 

This goal is seldom found in the reality of our 

present system of government which results in col-

lection and spending that reduces the impact of 

our tax dollars by diluting their worth with unnec-

essary administrative costs. This expense has grown 

to such proportion that our tax-base is no longer 

able to support its existence, let alone justify it. 

Remember, one manufacturing job drives three 

or four in the service industry. We are currently 

pushing this ratio to its limits and the crack in the 

foundation is becoming a gorge. The total number 

of manufacturing jobs that have not already been 

sent to India and China has been steadily decreas-

ing, while the number of service jobs has been 

marching steadily onward and upward. 

There is a dire need to encourage individuals 

to spend, invest and work – instead of penalize 

them when they do. By spending our tax dollars on 

various make-work projects, our governments are 

not creating new wealth. Indeed, they often cre-

ate larger debt. Once government has collected a 

certain amount in taxes, those taxpayers no longer 

have that amount to inject into the economy. After 

its various governmental expenses, the economy is 

lucky to get half of what was put into the coffers to 

be re-injected.

Apart from specifically technical education, 

Canadians need a push towards the process of 

investing in the development and commercializa-

tion of Canadian science and technology. Included 

in this education is the information required to 

invest in purely start-up and growth companies.

If Canadians realize the importance of their 

contributions and have a specific or active part 

in deciding where their money is to be allocated, 

investment takes on a whole new meaning. 

There exists a pride in knowing that you are in 

some way responsible for the growth of Canadian 

industry. Individuals then become the rulers of 

their own destiny.  JN

money & management  |  

There is a 
dire need to 
encourage 
individuals to 
spend, invest 
and work – 
instead of 
penalize them 
when they do.

BY MARK 
BORKOWSKI

Mark Borkowski is president of Mercantile Mergers & Acquisitions, a mid-market mergers & acquisition brokerage. 
Contact: www.mercantilemergersacquisitions.com
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Do you have 
news to share?

An upcoming event? A letter to the editor?

Send it to adam@newcom.ca.

GET THE FULL 
AFTERMARKET PICTURE!
MORE NEWS, MORE PRODUCTS, MORE FEATURES

Follow us on Twitter 
and like us on Facebook

AutoServiceWorld.com

SUBSCRIBE 
TO OUR E-NEWSLETTER AND STAY CURRENT!

DELIVERED TO YOUR INBOX 2X WEEK

Watch Greenwood’s Garage 
a video series with business tips  
and advice for shop owners. 

See our NEW EyeSpy video series 
featuring  a collection of creative 
repairs sent in from our readers.

Visit our Vehicle Technology and 
Innovation Knowledge Centre and 
stay current on market game-changes.

Sponsored by

Sponsored by

Sponsored by

VISIT OUR  
VIDEO  

CHANNEL
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PRODUCTIVITY NEEDS TO BE THE FOCUS, NOT PRICE

Many jobbers have a problem with 

automotive service providers dwelling on 

the issue of price.  

In the shop owner’s mind, parts and hard goods 

are the primary driver of profit in their shop. 

ASPs have the tendency to always measure their 

business by average sales per work order. They 

assume that if average sales per work order goes 

up, they will automatically make more money. 

This is not true. It is important to measure the 

productivity per work order to drive a strong 

bottom line.

To test your ASP, ask them:

 Do you know what your average labour hours 

billed per work order is?

 Do you know what your average labour hours 

billed per month is?

 Are your labour hours billed last month up from 

the same month last year?

The ASP may reply, “You mean sales?” If they 

do, or the answers are “no,” then there is an 

opportunity for you to bring some value and show 

the importance of these measurements.

First, show the ASP that if they take the total 

labour revenue billed for the last year and divide 

it by their labour rate, that number will equal total 

labour hours sold. 

Second, take the closing work order number 

and subtract the opening number to get total work 

orders written.

Third, divide the total labour hours billed by the 

number of months being measured, giving average 

labour hours sold per month. 

Finally, take the total labour hours sold and 

divide it by the number of work orders written to 

get average labour hours sold per work order.

For example, the shop’s labour rate is $95. Total 

labour revenue last year is $460,000 – take that 

number, divide it by $95 and you have 4,842.11, 

the labour hours sold. Divide 4,842.11 by total work 

orders written last year, let’s say 4,279, to equal 

1.13, the average labour hours sold per work order.

Now the real profit issue can be focused upon. 

The average labour hours sold per work order 

should average a minimum of 2.5 hours. In a 

service shop that sells tires, this number should 

average between 1 and 1.1. When below these 

guidelines, it normally means the shop is too busy 

driving the volume through. 

If a client sees the ASP twice a year for service 

and the shop is averaging 1.29 labour hours per 

invoice, then what they are saying is that it only 

takes 2.58 labour hours per year to service and 

maintain these vehicles. 

Is that all it takes to maximize the life of a 

vehicle? No way. 

When labour hours are being missed or not 

billed out, then the net profit of the shop suffers. 

Jobbers are the natural recourse to boost income. 

Real money is being lost by not focusing on the 

right issue.

Instead of jobbers giving a discount on parts, 

shop owners need to slow down and increase 

their shop’s productivity by a half-hour per vehicle 

(average per work order). At a labour rate of $95 

and 4,279 work orders, that would drive more than 

$203,000 of additional profit to the shop.

This is not rocket science. Both parties win when 

business is approached in a fashion where the 

intent is to help the other person first.  JN

business management  |  

BY BOB 
GREENWOOD

Bob Greenwood, 
AMAM (accredited 
master automotive 
manager), is 
president and CEO 
of Automotive 
Aftermarket 
E-Learning Centre 
Ltd. (AAEC). He has 
over 40 years of 
business management 
experience within the 
independent sector 
of the automotive 
aftermarket industry in 
North America.

When labour hours are being 
missed or not billed out, then 
the net profit of the shop suffers. 
Jobbers are the natural recourse 
to boost income.



LESS SEEK
MORE FIND

Introducing Omnicraft TM parts for all non-Ford makes and models. With this newest addition 

to our lineup, which includes Ford and an expanded Motorcraft ® parts offering for Ford vehicles,

we are now a one-stop-shop for quality parts – with a competitive warranty at a great 

price. So now you can spend less time looking, and more time getting things done.

For more information, contact your local Ford Dealer or visit ford.ca/wholesale.

Motorcraft ® is a registered trademark of Ford Motor Company. Omnicraft TM is a trademark of Ford Motor Company. ©2018 Ford Motor Company of Canada, Limited. All rights reserved.



©2017 Chevron U.S.A. Inc. All rights reserved. All trademarks are property 
of Chevron Intellectual Property LLC or their respective owners.

FAST. EASY. LESS WASTE.
The same Havoline® premium motor oil 

packaged in a 22.7L box, the equivalent of 

24-946ml bottles. Each PitPack® box saves 

89% plastic or 21 bottles from going into 

the waste stream. And the outer carton is 

100% recyclable.

That’s a lot of plastic and waste savings – 

not to mention all the operational benefits 

and cost savings versus dealing with litres. 

Now that’s doing something good for the 

environment and in your community. 

For more information visit  

canada.havoline.com/en-CA/pit-pack.html

© 2018 Chevron Canada Limited. All rights reserved. All trademarks are the property of Chevron Intellectual Property LLC.

Chevron Products are available from the following locations 

CHEVRON CANADA LIMITED

500-5th Ave. S.W.

Calgary AB  T2P 0L7 

Toll Free: 1 (800) 822-5823 

canada.havoline.com

CATALYS LUBRICANTS

7483 Progress Way 

Delta BC  V4G 1E7 

Toll Free: 1 (855) 946-4226 

catalyslubricants.ca

NORTHERN METALIC  

SALES (GP)

9708-108 St. 

Grande Prairie AB  T8V 4E2 

Tel: (780) 539-9555 

northernmetalic.com

UFA

4838 Richard Rd. S.W.  

Suite 700  

Calgary AB  T3E 6L1 

Tel: (403) 570-4306 

ufa.com

CHRIS PAGE  

& ASSOCIATES LTD

14435-124 Ave. 

Edmonton AB  T5L 3B2 

Tel: (780) 451-4373 

chrispage.ca

RED-L DISTRIBUTORS LTD

9727-47 Ave. 

Edmonton AB  T6E 5M7 

Tel: (780) 437-2630 

redl.com

49 NORTH LUBRICANTS

1429 Mountain Ave., Unit 2  

Winnipeg MB  R2X 2Y9 

Tel: (204) 694-9100 

Fax: (204) 775-0475 

49northlubricants.com

CASE ’N DRUM OIL INC

3462 White Oak Road

London ON  N6E 2Z9

Toll Free: 1 (800) 265-7642

cndoil.ca

TRANSIT LUBRICANTS LTD

5 Hill St. 

Kitchener ON  N2G 3X4 

Tel: (519) 579-5330 

transitpetroleum.com

LUBESOURCE

351 Caldari Rd.

Vaughan ON  L4K 4S9

Tel: (905) 695-0781

lubesource.ca

R. P. OIL LTD

1111 Burns St. East  

Unit 3 

Whitby ON  L1N 6A6 

Tel: (905) 666-2313 

rpoil.com

MACEWEN PETROLEUM INC

18 Adelaide St.  

Maxville ON  K0C 1T0  

Toll Free: 1 (800) 267-7175 

macewen.ca 

CREVIER LUBRIFIANTS

2320, Rue de la Métropole 

Longueuil (QC)  J4G 1E6 

Tél : (450) 679-8866 

crevier.ca

NORTH ATLANTIC  

REFINING LTD

29 Pippy Place  

St. John’s NL  A1B 3X2  

Tel: (709) 570-5624 

northatlantic.ca


