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Our friends to the south will be casting their ballots 
a year from now on who should lead them for the 
next four years. If you expect me to weigh in on that 

discussion, you can think again!
Remember the U.S. election of 2000, when George W. Bush 

and Al Gore were deadlocked for weeks? I made a casual 
comment about the situation to an American jobber… and 
promptly lost a friend.

For the most part, we all know what to avoid discussing in 
certain situations. If we don’t know (as I clearly didn’t) things 
can get uncomfortable very quickly.

It’s got me to wondering what topics jobbers and service 
providers tend to avoid when they get together. What are the 
equivalents to ‘religion and politics’ in our industry?

I believe there are many things that need to be discussed 
but, for the sake of decorum and good feelings, they tend to 
go unsaid.

I spent some time with a bunch of jobbers last month and 
I asked a lot of them individually what they’d tell their clients 
if they had their undivided attention. The most common 
answer had to do with unpaid bills for parts. Forget 30 days or 
even 60 days… it is not uncommon for jobbers to suffer with 
receivables that extend 90 days, 120-days, and longer. By any 
measure that is untenable. When things get really out of hand, 

the shop is subjected to the humiliation and inconvenience of C.O.D. shipments. But 
rarely is the difficult discussion properly broached.

Here’s another one: unfair ordering practices. Some shops routinely order the same 
part from multiple jobbers to see which one gets there fastest. All other are returned, 
which incurs the time and cost of restocking.

Or how about this: they order multiple parts from a single jobber because the 
service advisor or technician is not exactly sure which one they need. ‘Thanks for the 
selection. Here, you can have these back. I don’t need them after all!’

Speaking with service providers, I could get a similar list of annoyances about their 
jobbers. The point is that few of these grievances are given proper vent.

I’m not advocating angry confrontations. But an open and honest discussion can 
do wonders to clear the air and improve relations. That’s the ultimate goal of this 
magazine and its sister publication for repair shops, Canadian Auto Repair and Service 
(CARS). We want to help build relationships. We’re proponents of freewheelin’ 
discussions between jobber stores and their customers.

A while ago I sought your input on the issues facing the industry, and I have 
appreciated the wide range of opinions that have come in. Now I’d like to ask for 
something a little more focused.

Tell me the three main topics you’d like to communicate to your customers. Let 
me pose them to my repair shop readers. Meanwhile, I’ll ask them to send me a list of 
topics for you to consider. Then we’ll let the conversation get started.

I hope in this way we can facilitate a true meeting of minds. After all, that’s how 
problems will get solved... in ours or any industry. nJN

You can reach me at allan@newcom.ca  

What are the 
three main 

topics you’d 
most like to 

discuss with 
your clients? 

Maybe we 
can get a 

conversation 
going.
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GAUGING CANADIAN ATTITUDES ON  
MODERN VEHICLE MAINTENANCE

By Allan Janssen

The Automotive Industries Association of 
Canada (AIA) has released the latest in a series 
of reports about consumer behaviour and 
industry changes.

The latest report, “Under the Hood: How 
Canadians View Vehicle Maintenance and 
Repair,” is an exhaustive look at how important 
maintenance and repair is to vehicle owners, 
how they would prefer to be reminded about 
upcoming maintenance needs, and the  
trade-off between cost and quality when it 
comes to selecting replacement parts.

With research conducted by Quorus 
Consulting Group, the report makes a number 
of conclusions, including the fact that nearly 
two thirds of vehicle owners (about 64%) 
consider maintenance and repair a high 
priority.

The report assesses the responses of 2,061 
people from all parts of the country. Among the 
demographic nuggets they uncovered:
n Women are more likely to prioritize safety;
n Respondents in Atlantic Canada are the most 

likely to consider themselves knowledgeable 
about vehicle maintenance; and

n The younger the vehicle owner, the more 
likely they are to prioritize resale value.

Overall, safety was the most common 
reason for maintaining a vehicle, followed by 
preventing the inconvenience of breakdowns, 
preserving the value of their investment, and 
making the vehicle last as long as possible.

Owners take their vehicles in, on average, 
twice a year for maintenance only, once a year 
for repairs only, and roughly once every two 
years for both maintenance and repairs at the 
same time.

If a vehicle owner is going to let something 
slide from time to time, it is most likely going to 
be related to checking or changing their engine 
oil, or related to their tires, including changing 
the tires, checking tire wear, or doing regular 
pressure checks.

Canadians say they look for higher quality 
parts when it comes to obvious safety parts 
such as tires and brakes (61% say they would 
want a better-than-average tire and 60% would 
say the same for their brakes). Between 51% 
and 56% want that same level of quality 
(better-than-average) for batteries, motor oil, 
chassis, and suspension parts. More people 
are quite happy to settle for “average” parts 
when it comes to things like windshield wipers, 
headlights and exhaust parts.

Most consumers play a role in choosing the 
part that is used in maintenance and repairs. 
Only a small proportion of vehicle owners 
(ranging from 8-20% depending on the work 
being done) defers to what the technician or 
service manager recommends.

“It is important for any automotive service 
provider to understand the consumer’s point of 
view when it comes to maintenance and repair, 
and how these perspectives differ across market 
segments,” the authors conclude. “Just because 
a vehicle owner believes they are ‘on top of 
things’ does not always mean they are.”

A new report from the Automotive Industries Association of Canada suggests 
that vehicle maintenance is a ‘high priority’ for most.

Nearly two thirds of 
respondents consider 
maintenance a high 
priority, 33% consider it 
a medium priority, and 
only 4% consider it a  
low priority. 

Vehicle owners who only 
go to dealerships are the 
most likely to consider 
maintenance and repair 
a high priority (79%)

Over one third (38%) 
say they follow their 
vehicle’s maintenance 
schedule “very closely,” 
while 38% say they 
follow it “more or less.



8 www.autoserviceworld.com | JOBBER NEWS / OCTOBER 2019

news  |  

IT’S WHAT’S ON THE INSIDE THAT COUNTS

By Adam Malik

There’s a theory out there that by introducing 
automated driving through ride sharing and 
mobility-as-a-service options, apprehensions of 
the technology will decrease.

It’s easy to connect the thought dots. As 
people see these cars and get into them, fears 
will decrease and trust will go up. It is assumed 
that these vehicles will get people from Point 
A to Point B without any issues. As consumer 
comfort grows, sales of self-driving cars will 
follow – slowly, perhaps, but steadily.

There are also those who own cars but dislike 
the idea of driving. Or they merely see vehicles 
as a device to get them to and from work or the 
grocery store. These are likely to look forward 
to an automated alternative and will generally 
be early adopters.

All of this will add up to a fairly even split 
between personal vehicles being rarely driven, 
and shared vehicles operating autonomously 
throughout the day, according to a recent 
Global Automotive Executive Survey from 
business advisory firm KPMG.

What does the mean for the future? It’s time 

“If driving activities 
are taken over by the 

vehicle, the mobile 
space becomes a place 

for social interaction and 
collaboration.”KPMG’S GLOBAL AUTOMOTIVE 

EXECUTIVE SURVEY 2018

Toyota showed off this concept 
autonomous vehicle at the 

2019 Canadian International 
Auto Show. Seats can swivel so 
passengers can face each other 

as the car drives on its own.

for the focus to shift away from the exterior 
aesthetics of the vehicle – how it looks, how it 
performs, quality and safety – and toward the 
interior features.

There are two main places people care  
about – their office and their home. Comfortable 
chairs and a solid desk at work, for example, 
and a big screen television and sofa to relax on 
at home. With the advent of driving technology, 
a third one will likely rise to that same level: 
their vehicle. 

“In the new mobility world, the car interior 
will develop into a ‘third living space,’” said 
Caroline Hartmann, fashion team designer of 
automotive at Stahl Design Studios, a German 
design company.

When cars become automated and the 
driver – or, more accurately the primary 
passenger – can sit back and relax, the interior 
of the vehicle is going to take on added 
significance, she added.

“If driving activities are taken over by the 
vehicle, the mobile space becomes a place for 
social interaction and collaboration,” KPMG 
said in its report.

“Changing customer requirements will 
challenge and demand new interior concepts 
to make better use of their time,” it added. 
“This ranges from comfort aspects to ensure 
a passenger’s well-being while driving but 
concentrating on something else, to smart 
glass technologies for surfaces in the car in 
order to not only enable connectivity but also 
entertainment and medialization.”

When the firm spoke to consumers, 61 per 
cent said that how they spend time in the 
car will be the only thing that matters – the 
traditional reasons for buying a particular car 
will become irrelevant. 

For the past few years, automakers have been 
showing off concept cars that offer clues to 
what the future vehicle interiors will look like. 
Front seats can turn all the way around to face 
passengers in the back... desks may be available 
to create a workstation... a sofa-like seating area 
could allow for passengers to nap.

All the rules will come under scrutiny, the 
report says, leading to a brand new aesthetic.

People spend most of their time at home or at work. Auto experts predict 
they’ll soon have a third space for rest, relaxation and productivity: their car.
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IT’S WHAT’S ON THE INSIDE THAT COUNTS FEDS TO AMP UP  
REQUIREMENTS FOR 
TDG TRAINING
Canadians who transport dangerous 
goods may soon have to prove their 
competence through new training and 
assessment requirements.

The Canadian General Standard Board 
(CGSB) is suggesting changes to the 
country’s transportation of dangerous 
goods (TDG) regulations – particularly as 
it pertains to training.

The board has released its first draft of 
proposed changes.

Once the new National Standard 
of Canada CAN/CGSB-192.3 
(“Transportation of Dangerous Goods 
Training, Assessment and Competency”) 
is finalized and published, the CGSB 
will propose an amendment to Part 6 of 
the Transportation of Dangerous Goods 
Regulations, allowing the new standard 
to be incorporated by reference.

According to Transportation Canada, 
current provisions in Part 6 are largely 
administrative in nature, where a 
valid certificate does not guarantee 
that a holder has the knowledge and 
skills to adequately perform their job 
functions. Furthermore, the current term 
“adequately trained” is subjective and 
open to interpretation.

Government spokespeople have said 
Canadians would benefit from knowing 
that the handling and transport of 
dangerous goods will be done safely by 
competent persons.

The proposed amendments will 
require that persons who handle, offer 
for transport, or transport dangerous 
goods be deemed competent through 
training and assessment according 
to a Competency Based Training and 
Assessment Standard (CBTA). These 
standards will be incorporated by 
reference into the amended regulations 
and includes a general awareness 
component as well as a function-specific 
component.

The potential impact is greatest on 
small businesses like auto parts stores 
that may not have the know-how or 
financial resources to train and assess 
employees.

BESTBUY MEMBERS GATHER  
IN EDMONTON FOR ‘BUY & SELL’

Bestbuy Distributors Ltd. held its annual Buy & Sell event in September. Shareholders were 
invited to come to Edmonton for a tour of the company’s distribution centre.

Bestbuy president Bill Hay welcomes members to the Buy & Sell event, which included a golf 
tournament, numerous social events, and the usual one-on-one meetings with suppliers.

Warehouse manager 
Warehouse manager Calvin Algeo showed off the company’s recently renovated distribution 
center, offering shareholders and suppliers alike to see how the parts are handled.



news  |  

AIA TO HOST 
WEBINAR ON 
EMERGING TECH

The Automotive Industries Association 
of Canada (AIA) is planning a webinar 
on Oct. 23 to determine how emerging 
automotive technologies impact 
small- and medium-sized aftermarket 
businesses.

The free 60-minute webinar will 
feature Roger Francis, director of energy, 
environment and transportation policy 
for the Conference Board of Canada. AIA 
says he’ll present “a compelling story” of 
how small and mid-sized businesses in 
the aftermarket industry can navigate the 
future of automotive technologies.

This webinar is targeted toward 
businesses in the mechanical repair and 
maintenance sector, collision repair, and 
the automotive replacement parts supply 
chain.
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CAF TO SPEARHEAD 
NEW STRATEGY FOR 
WOMEN IN TRADES

The Canadian Apprenticeship Forum 
says it will develop a National Strategy for 
Women in Trades by 2020.

The forum has announced that a task 
force of its members from across the 
country will oversee its development.

The task force will establish a national 
target to increase participation and 
retention of females in skilled trades.

“We already know what the barriers 
are,” said France Daviault, executive 
director of CAF. “Insights from this task 
force, along with 20 years of CAF national 
research in the area will provide a clear 
direction on how to create sustainable 
change.”

The strategy will be presented at the 
National Apprenticeship Conference in 
Calgary, May 24-26, 2020.

AAPEX SUMMIT 
TO ADDRESS 
CONSOLIDATION

The training arm of the Automotive 
Aftermarket Parts Expo will tackle the hot 
topic of consolidation in the automotive 
service world at this year’s show.

AAPEXedu will feature a Service 
Professionals Summit dubbed 
“Aftermarket 2030: Consolidation Trends, 
Opportunities and Challenges for the 
Independent Service Professional.”

Podcaster Carm Capriotto will 
moderate the discussion on such topics 
as the factors driving consolidation, 
how consolidation impacts service 
professionals, the opportunities for sellers 
and buyers, and the potential impact of 
technology on consolidation.

The summit, part of AAPEX Service 
Professionals Day, will be held Nov. 7, in 
the show’s “Mobility Garage.”
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names in the news  |  

Jake Wegner, Brake Parts Inc.
Jake Wegner has been named vice president of sales for Brake Parts Inc 
LLC (BPI). He joins BPI from Magid Safety, where he held multiple positions, 
including his most recent role as regional vice president of sales.

Dennis Flanery, ATEQ
ATEQ TPMS Tools has appointed Dennis Flanery as its new sales manager. His 
responsibilities include managing TPMS sales, accounts, support and training 
as well as attending trade shows in the United States.

Brian Chase, Global Brake Safety Council
Brian F. Chase has joined the Global Brake Safety Council. The founder 
of Comprehensive Motor Vehicle Services & Consulting, he is an expert 
motor vehicle crash reconstruction.

Sungwon Kwon, Kia Canada
Kia Canada Inc. has named Sungwon Kwon as president and CEO. Formerly 
with Kia’s Americas Group, he takes over from Kyle Lee who is has been 
named president and CEO of Kia Motors Central & South America.

JAKE WEGNER 

DENNIS FLANERY 

It's true we have an open
garage door policy.

Join our more than 600 independent service
centres, all proud to wear the NAPA AUTOPRO colours

from coast to coast. 

For more information, visit napaautopro.com

SUNGWON KWON 

Gary Mercer, Continental
Continental has named Gary P. Mercer as Western Sales Manager. He will 
manage Continental’s aftermarket program for the traditional warehouse 
distributor network, working with all of the company’s product lines.

Delphine Persouyre, Total Canada
Delphine Persouyre, formerly with Total Luxembourg, has joined Total 
Canada as president and managing director. She takes over for Franck 
Bagouet, who has accepted a new position within the Total Group.

Tom Berger, LTA Manufacturing
LTA Manufacturing’s 14-year veteran Tom Berger is the new senior director 
of customer service for LTA’s four subsidiaries and their related brands:  
ATC Truck Covers, Jason Industries, LoadMaster and Ranch Fiberglass. 

Neil Herbert Creek, 1954-2019
Former Uni-Select executive Neil Creek passed away Sept. 22 at the age 
of 65. He was an active volunteer with AIA Canada (AIA), and served as 
chairman of the association’s Manitoba Division in 2017 and 2018.

GARY P. MERCER 

DELPHINE PERSOUYRE

TOM BERGER  

NEIL CREEK
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on the road with
Carquest-Worldpac Charitable Foundation  

makes $15,000 donation
More than 150 golfers participated in the annual Carquest-

Worldpac charity golf tournament at Spingfield Golf and 
Country Club in Guelph, putting the cap on fundraising 

activities resulting in a $15,000 donation to the Children’s 
Breakfast Club.The money, collected through the Carquest-

Worldpac Charitable Foundation, was raised through the golf 
tournament, store barbecues, a 50/50 draw, silent auction, 

and a variety of other activities.

Find more event coverage at AutoServiceWorld.com

NAPA hosts exciting 2019 XPO Sale in Montreal
Hot cars, high tech, and new products were on display at 
NAPA’s 2019 XPO sale in Montreal.

»

AIA Ontario Golf
Joe Mercanti of Worldpac (left) and Andy Murphy of Bestbuy 
Distributors show off the spoils from the Automotive 
Industries Association of Canada Ontario division golf 
tournament at Eagle Ridge Golf Course in Georgetown, Ont. 
The money will go to the High Five for Kids Foundation. 
About 144 golfers took part in the annual tournament.

»

Groupe Del Vasto raises almost $41,000 for charity
Nearly 170 golfers helped raise funds for charity at Groupe Del Vasto’s 

Annual Golf Tournament on Aug. 21. The funds will be donated to 
charitable organizations, including the ALS Society of Quebec, 

Welcome Hall Mission, Hereditary Angioedema Foundation, and the AIA 
High Fives for Kids Foundation.

»

AIA Atlantic
Golfers in Atlantic Canada 
took to the links in 
September to enjoy a great 
networking opportunity and 
raise cash for charities.

»

»
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products and technology you can only find at AAPEX 
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Product and Packaging Showcases. Get hands-on with 
the future in Mobility Garage – Products and Training 
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out prototypes that aren’t yet on the market in AAPEX 
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to drive your business forward.
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industry trends  |  

Between industry partner participation and 
research and development hubs, Canada is 
in good shape to be among the first countries 

to see automated vehicles become reality.
And chances are those in Southern Ontario are 

going to see this technology before the rest of the 
nation does.

The KPMG Autonomous Vehicles Readiness Index 
ranked Canada seventh out of 20 countries in terms 
of readiness, pointing towards Southern Ontario as 
“a perfect ecosystem to support research and test-
ing,” said Gary Webster, KPMG Canada’s national 
leader on infrastructure.

The report looked at four main pillars: policy 
and legislation in place, such as automated vehicle 
legislation and government investments in the tech-
nology; how the country does in terms of technol-
ogy and innovation, such as industry partnerships, 
research and development; its road and mobile 
network infrastructure; and consumer acceptance.

The index found Canada rates well on tech-
nology and innovation, notching top marks for 
industry partnerships and government-funded pilot 
projects. Ontario, for example, is the only juris-
diction in the country that has issued permits for 
the province’s automated vehicle pilot program. 
Recently, seven permits were given to the likes of 
Uber, Continental, Magna, and Blackberry’s QNX.

As of Jan. 1, 2019, those companies were given 

the green light to test driverless cars on public road-
ways, under strict conditions. Those conditions 
include having either a passenger in the vehicle or 
a remote operator monitoring the vehicle. Local 
authorities will also have to be alerted of any test.

In October 2017, the first street test of a self-driv-
ing car in Canada took place in Ottawa. The vehi-
cle – carrying Ottawa Mayor Jim Watson and other 
officials – was equipped with the QNX operating 
system. The demonstration took place on a closed 
street with no traffic or pedestrians, with the excep-
tion of people in attendance watching the event. 

Stratford, Ont., a picturesque town northwest of 
London and within the so-called Tech Corridor 
between Toronto and Waterloo, is home to the 
Autonomous Vehicle Innovation Network.

Here, the provincial government is providing $80 
million over five years to commercialize connected 
and automated vehicles, encourage innovation and 
collaboration, develop local talent, and promote 
Ontario as a leader in the field. The network houses 
a demonstration zone for new vehicle technologies 
to go through testing, be validated, and receive live 
showcasing. It’s operated by the Automotive Parts 
Manufacturer’s Association.

In KPMG’s index, Canada scored well for its 
research and development hubs.

“[Ontario] is the fourth largest exporter of vehi-
cles in the world, with manufacturing facilities for 

Recent study 
highlights 

Southern 
Ontario as 

ripe for 
implementation 

of new vehicle 
technologies.

Canada in good spot for

SELF-DRIVING  
TECHNOLOGY
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Planning today for an AV future is essential, 
because it is not a question of if, but when, AVs 
becomes ubiquitous.
— RICHARD THRELFALL, KPMG U.K.

BY ADAM MALIK

GM, Fiat-Chrysler, Ford, Toyota, Honda, and their 
supply chains,” Webster said. “Its Waterloo-Toronto 
Innovation Corridor includes research universities 
and technology companies, convincing Uber and 
General Motors to move jobs there.” 

Canada did well in terms of road infrastructure 
and mobile networks. KPMG noted that the major 
telecom companies are successfully testing 5G 
network technology – something that is viewed as 
necessary to facilitate connected and automated 
vehicles. 

Canada also scored well for customer acceptance.
Much like the recent report from the Canadian 

Senate, KPMG advises governments and private-
sector players to plan for an automated future right 
away. 

“Planning today for an AV future is essential, 
because it is not a question of if, but when, AVs 
becomes ubiquitous,” said Richard Threlfall, part-
ner and global head of infrastructure at KPMG U.K. 
“Embracing partnerships between government and 
the private sector can speed technology develop-
ment while helping ensure that application of AV 
meets public policy objectives.”

Engagement for planning between government, 
businesses, and citizens is critical, he added. 

“It’s not just about transportation; we need to be 
prepared for the impact of AVs on all aspects of life 
in the future,” Threlfall said. 

In comparison
So why did Canada finish seventh? If there are so 
many signs pointing towards an automated future, 
shouldn’t it have ranked higher?

It turns out some other countries are just a bit 
better at the critical factors that pave the way for 
autonomous vehicles.

The Netherlands was “the clear leader” in 
KPMG’s report. The index ranked its road network 
as one of best in the world, fourth in technology 
and innovation, third for policy and legislation, and 
second for consumer acceptance, trailing only Sin-
gapore in that regard. 

What helped it score so highly was its electric 
vehicle charging station infrastructure. The index 
noted that the nation has 19 stations per 100 km of 
road – by comparison, China and the United King-
dom are the only countries with more than three 
over the same distance.

The United States, which ranked third, is a world 
leader in automated vehicle innovation readiness. 
More than 160 companies have their headquar-
ters in the U.S. – Germany is a distant second at 
22. What’s holding the country back is the lack of 
national standards, the index said.

KPMG highlighted that the Big 3 automakers in 
Detroit are involved on the research end, along 
with ridesharing companies Uber and Lyft. Even a 
non-U.S.-based automaker like Toyota is housing a 
billion-dollar research facility in Michigan.

Confusion, however, clouds the American people. 
The report notes that people are aware of auto-
mated vehicle testing but there is little understand-
ing of what these vehicles are capable of and when 
these will be adopted. Despite being a country that 
generally sees good consumer acceptance, there 
are low levels of acceptance of self-driving technol-
ogy. Charging stations that are few and far between 
and poor road quality also bring its score down.

Overall, the report said that governments across 
the world appear to be open to the technology, are 
making provisions to enable it, and seem willing to 
regulate it for safety, making an autonomous future 
almost a global certainty.   nJN

Countries 
most 
ready for 
automated 
vehicles
According 
to KPMG’s 
Autonomous 
Vehicles 
Readiness 
Index, the 10 
countries most 
prepared for 
the future of 
autonomous 
transportation 
of those 
researched are: 

1 Netherlands

2 Singapore

3 United States

4 Sweden

5 United Kingdom

6 Germany

7 Canada

8 United Arab 
Emirates

9 New Zealand

10 South Korea

SELF-DRIVING  
TECHNOLOGY
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human resources  |  

In an era where competition is fierce, 
talent is scarce, and #MeToo is an inter-
national movement, traditional male-

dominated companies are looking to 
attract, retain, and promote more women.

That strategy is certainly becoming 
increasingly common in the automotive 
aftermarket.

Not only is welcoming women into the 
workforce a matter of fairness and equity, 
it also brings a wide array of benefits.

For one thing, it’s undoubtedly good for 
business.

Katie Mares, a professional speaker 
and leadership expert based in Toronto, 
notes that women make 90 per cent of 
all household purchases and affect deci-
sions for two to three generations. Having 
women on your sales team, at your coun-
ters, in your administration, and helping 
to run your store can directly affect the 
bottom line.

BY DONALEE MOULTON

continued

A MATTER 
OF 

FAIRNESS

donalee Moulton is a 
freelance writer based 
in Nova Scotia.

Industry observers agree that 
employers in our male-dominated 
workplace need to actively attract 
and retain more women.
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“You create a culture that spills over to 
customers,” says Mares.

Indeed, there appears to be a strong 
financial link between having women 
in senior positions and black ink in the 
ledger.

A 2016 working paper from the Peter-
son Institute for International Economics 
reported that having women at the C-suite 
level significantly increases net margins. 
The Washington, D.C.-based research firm 
drew its conclusions from interviews with 
21,980 firms from 91 countries.

“A profitable firm at which 30 percent 
of leaders are women could expect to 
add more than 1 percentage point to its 
net margin compared with an otherwise 
similar firm with no female leaders,” the 
report states. “By way of comparison, the 
typical profitable firm in our sample had 
a net profit margin of 6.4 percent, so a 1 
percentage point increase represents a 15 
percent boost to profitability.”

There’s another factor driving after-
market and automotive industries to hire 
more women and move them up the 
ranks: the dearth of qualified talent. The 
Conference Board of Canada predicts 
that one million skilled workers will be 
needed by 2020. Although many jobs will 
go unfilled due to the lack of skilled work-
ers, women remain significantly under-
represented in multiple sectors, including 
the automotive aftermarket.

“Manufacturers in Canada are having a 
hard time recruiting women into trades,” 
says Josie Candito, co-owner of Master 
Mechanic High Park in Toronto. “Given 
the fact 40 per cent of the skilled trades 
workforce is expected to retire within 10 
to 15 years, if they don’t find a solution 
soon, they won’t meet the demand. Ironi-
cally, they’re now starting to realize they 
need to attract more women to help solve 
the problem.”

In its study Advancing Women in Auto-
motive Knowledge Exchange Needs 
Assessment Report, the Automotive Indus-
tries Association (AIA) of Canada makes 
four key recommendations. Two of those 
are targeted at employers.

First, it is calling on companies to create 

more inclusive workplace cultures free of 
inappropriate “pinups” and commentary, 
where male and female colleagues are 
accorded equal respect and advancement 
opportunities.

“You can’t bring women into a male 
culture and expect them to feel wel-
come,” says Chris Hornberger, a partner 
with Halifax Global Inc., a management 
consulting firm based in Nova Scotia.

She points to such seemingly innocu-
ous issues as social events. “How many 
women actually golf or are really inter-
ested in axe throwing?”

The answer may be that many women 
have these interests, but you won’t know 
if you don’t ask, stresses Hornberger. “You 
have to include them in the planning. 
Don’t make assumptions.”

The second employer-focused 
recommendation in the AIA report 
urges employers to implement proactive 
support measures for women employees, 
including formal mentoring programs 
and access to industry networking 
opportunities.
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Cheryl Thompson

Tips for hiring and retaining women
Cheryl Thompson is the founder and CEO of the Center for Automotive 
Diversity, Inclusion and Advancement (CADIA), which is dedicated to 
doubling the number of women leaders in the automotive industry by 
2030.

Thompson recommends employers take the following steps to make 
women feel valued in their workforce:

Make it personal. Ensure everyone knows why it’s important to have 
gender diversity and make the business case personal to their functional 
area. For example, in customer-facing roles, it’s important to have people 
on the team that represent your customer and more often that includes 
women.

Look at how you assign work. Are you giving everyone, including the 
women on your team, equal opportunity, even if they aren’t actively 
seeking it?

Seek candidates outside your network. Don’t assume just because no 
women applied for an open position there are no qualified candidates. 
Reach out to professional women’s associations, get involved in 
community or industry events as a volunteer or sponsor, and leverage your 
women’s employee resource group in reaching out to their network.

“[Shops] are now starting to realize they need to 
attract more women, ” says Josie Candito, co-owner of Master Mechanic High Park in Toronto.



JOBBER NEWS / OCTOBER 2019 | www.autoserviceworld.com 19

Female employees in this sector typi-
cally feel undervalued, stresses Mares. 
“They feel like they don’t have a voice.”

That invisibility came through clearly in 
the 32-page AIA report, which is based on 
the results of nation-wide focus groups of 
women employed in the automotive after-
market industry and supplemented by an 
online survey of human resources insid-
ers. There’s a perception that the sector 
is intended for men and run by men. This 
affects how women feel and how women 
are treated.

AIA focus group participants acknowl-
edged the significant challenges associ-
ated with being “one of few” within a 
workplace, the report notes. “Regardless 
of whether they worked in an automotive 
shop or in a corporate office, participants 
shared the feeling of being intimidated 
when they were the ‘only females in the 
room.’ This was often related to their per-
ception that they had to work twice as 
hard as their male colleagues in similar 
roles. General consensus among partici-
pants was that they felt pressure to ‘prove’ 
that they were competent enough to per-
form the duties associated with their role.”

Mares recommends managers and own-
ers make concerted efforts to engage 
women in the workplace. This relates to 
asking for their input and recognizing the 
value of that input to building a successful 

France Daviault

Ideas abound 
Employers looking to make their work-
places more welcoming for women and 
other under-represented groups should 
look to what others in the industry are 
already doing, says France Daviault, 
executive director of the Canadian 
Apprenticeship Forum based in Ottawa.

In 2018, with the input of over 350 
participants at the Supporting Women 
in Trades event in Halifax, CAF-FCA 
developed a practical guide for 
change.

“There are many good examples 
of programs that are working well 
in helping employers address their 
workplaces. You don’t need to 
reinvent the wheel,” says Daviault.

She notes that these programs all 
share one thing in common: the 
employer leadership develops written 
and communicated policies that 
address harassment and discrimination 
in the workplace. They have 
consequences in place for when staff 
don’t adhere, and they take concrete 
actions to address issues that arise.

Successful employers invest in 
diversity, making time to ensure 
that all staff, including supervisors 
or journey people, are provided with 
training that supports inclusivity, 
stresses Daviault.

“Employers need to make sure that 
there is a development plan in place 
for all of their employees because 
having women in management or in 
decision-making roles goes a long way 
in both the recruitment and retention 
of women in non-traditional work.”

“Drawing women into decisions that affect the 
company is a matter of respect, ” says leadership expert Katie Mares.

business. “Ultimately, it is about respect,” 
says Mares.

A survey of the automotive sector con-
ducted last year by Deloitte found that 
women identify formal and informal men-
torship and sponsorship programs as the 
most effective tools a company can imple-
ment to help pave the way for attracting 
and retaining women.

Hornberger recommends training, 
specifically sensitivity and inclusiveness 
training. It is also helpful to establish an 
employee committee to oversee and 
drive inclusion, she notes. Such initia-
tives enable employees and employers to 
look at the workplace through a new lens 
and they reaffirm the importance a com-
pany places on both being inclusive and 
diverse.

It is particularly important that senior 
leadership be seen to be firmly committed 
to such initiatives. Equally important: that 
managers act when situations arise.

“Make sure managers are aware of what 
is a welcoming culture and are prepared 
to intervene when it isn’t,” says Horn-
berger.

She points out that while enhancing the 
work environment to attract and retain 
women is both important and expected, 
the issue is that such thinking is about 
more than men and women. It’s about 
diversity and openness. When you change 
the culture, change it so that newcomers, 
members of the LGBTQ community, and 
people of all races feel at home and val-
ued in the workplace.

“You can’t continue,” says Hornberger, 
“to do things the way they’ve always been 
done.”   nJN

Women remain significantly  
under-represented in multiple sectors,  
including the automotive aftermarket.
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selling
selling  |  BY GEOFF KIRBYSON

Motorists can often recite the cost 
of a new part within a nickel… 
but they’ll rarely put a price on 

their own time.
If they did, parts and accessory experts 

are confident they’d choose the higher-
priced premium option every time.

Chris Robinson, a Winnipeg-based store 
manager at NAPA Auto Parts, says one of 

his biggest challenges is convincing cus-
tomers that buying the top-end option will 
actually prove to be cheaper in the long 
run.

His standard line to them: “Don’t buy 
cheap brakes. You’ll be coming back in a 
year and doing them all over again.”

Robinson encourages his staff to suggest 
middle-of-the-road parts at the start of any 

negotiation. If things are going well, they 
can start moving the conversation toward 
premium part options. If you start at the 
bottom, you’ll never move them all the 
way to premium.

“If you quote somebody on the cheap-
est stuff, they’ve heard the number and 
they’re sold,” he said. “You can talk pre-
mium parts until you’re blue in the face 
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and they won’t care.”
Robinson also strongly suggests custom-

ers get off their wallets for brakes, rotors, 
and anything related to the chassis.

“You can buy cheap rotors that aren’t 
coated. Look at the crap on our roads in 
the winters. If you spend a few extra dol-
lars on the premium product, it’s coated 
and it’s never going to rust,” he said.

Robinson wants to know if the customer 
plans to keep the vehicle for long and 
who drives it. He knows of one mini-van 
customer who always buys the lowest-end 
parts he can.

“He’ll say, ‘It’s just my wife’s car that she 
uses to drive the kids around. I want to 
buy the cheapest stuff possible,’” he said.

“Really? Does she know that? Is she 
in the car right now? Maybe you should 
bring her in, and we can talk.”

Paul Chemerys, sales manager at AGI 
Bumper to Bumper in northeast Calgary, 
has another value question. What’s a good 
night’s sleep worth to your customers?

Premium products not only last 
longer but they’re also backed up with 
warranties.

“That gives the end user peace of 
mind,” he said, noting they can include 
roadside assistance on top of the manu-
facturer’s warranty.

Commercial vehicles have an even 
greater need for premium parts than pas-
senger cars and trucks. Plumbers, elec-
tricians, and welders should never use 
second-line brakes, filters, or steering 
parts.

“They depend on that vehicle for their 
livelihood. You’re taking a chance that it’s 
going to be up on a hoist (with second-
line parts). If it’s not earning you money, 
we didn’t do our job,” he said.

Another reason to buy top-line products 
is it’s not uncommon for the aftermarket 
to re-engineer problems with original parts 
to improve their performance.

“You only find that in the premium lines 
with things like tire rod ends, ball joints, 
and brakes,” he said. “In the cheaper stuff, 
you don’t see the fix. They just make it to 
meet the basic requirements.”

Just like a chain is only as strong as its 
weakest link, a vehicle is only as strong 

meet OEM specifications. The key word 
there is “meet,” Chemerys said.

“They don’t ‘exceed.’ The premium 
brands exceed the OEM in most cases,” 
he said.

“You’ve got to respect (the customer’s) 
decision. You give them their options and 
let them make their choices. You can’t tell 
people not to smoke or drink too much. 
They’re going to do what they want to do.”

There are times when a vehicle owner 
is looking to sell a car or truck in the short 
term and wants to replace worn-out parts 
as cheaply as possible. In those cases, 
Ron Swyers, counterman at Superior Auto-
motive in Stephenville, Nfld., goes along 
with it because the customer knows they 
won’t get their money out of a premium 
part.

But when your competitor is selling at a 
discount, you’ve got to compete. Except 
when that competitor is online.

“As soon as a part comes on the island, 
(the price) goes up. It’s all about the 
export cost. I say, ‘Support your home 
town.’ You want people to stick around 
and the stores to stay open. Yes, it’s a few 
dollars more but there’s also the conve-
nience,” he said.

Repair shops almost always want top-
quality parts. About the only time they’ll 
settle for less is if a worn-out part is discov-
ered while the car is on the hoist.

“Time is money. The customer has to 
pay for that time on the hoist. If you’re 
looking for a part then, you have no 
choice but to go for the cheaper part,” 
he said.

Swyers makes a point of telling his cus-
tomers that premium parts are invariably 
cheaper on labour. Not only do they go 
on more easily, but they last longer.

“And, some products have a lifetime 
warranty, so they’ve only got to buy them 
once,” he said.

Customers who opt for the cheaper 
parts aren’t a lost cause. In fact, Swyers 
says a great time to upsell them on a prod-
uct is when they bring it back because it 
wore out too quickly.

“I suggest they pay the difference (for 
the upgrade) on warranty,” he said.

The advent of online parts retailers has 

selling  |  

Once you get burned, you 
don’t want to get burned 
again. It’s amazing how 
fast they come back and 
say they don’t want the 
cheap parts.
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as its weakest part. That includes brakes, 
shocks, and struts.

“As soon as you cheap out on one 
aspect, the other aspects can’t keep up. 
That’s when it becomes a safety issue,” 
he said.

Part of the challenge with lower-quality 
parts is that manufacturers often say they 
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been a significant source of frustration 
for Robinson. Customers will buy online, 
discover they’ve got the wrong part, 
send it back. They end up waiting for a 
replacement part. And, all the while, their 
vehicle is off the road. Just because many 
online retailers tout their low prices, 
doesn’t mean counter people should 
offer discounts.

“I think it devalues your products,” he 
said. “Nobody wants to pay full price. I 
want to say, ‘When you go to Walmart, do 
you ask them for a discount?’ When they 
come to NAPA or Piston Ring, they ask for 
a discount on every part that comes over 
the counter. Do you do that when you 
buy groceries?”

Robinson said the premium pitch is a 
lot easier when a customer has been frus-
trated by a low-end part.

“Once you get burned, you don’t want 

to get burned again. It’s amazing how fast 
they come back and say they don’t want 
the cheap parts,” he said.

Good shops are well-trained in how to 
deal with customers who ask for deals, 
says Malcolm Davidow, a Philadelphia-
based partner at Schwartz Advisors.

“They say, ‘We’re not selling our labour, 
we’re selling our parts and labour. We’re 
spending time identifying the problem, 
and using the best part for the job,’” he 
said.

In response to growing pressure on 
parts pricing, Davidow said some shops 
are increasing their labour rates instead.

“The equipment and training isn’t get-
ting any less expensive,” he said. “Over 
time, you’ll see increases in labour rates. I 
think parts prices will be playing a factor 
there.”

Using premium parts can also pay divi-

dends down the road with a higher asking 
price when motorists decide to sell their 
vehicle.

“If you’ve got premium parts with the 
bills and paperwork, that’s a selling fea-
ture. You can say, ‘look, everything here 
is top-end. I didn’t cheap out on any-
thing,’” Robinson said. “It will also give 
(the buyer) a better understanding of the 
vehicle.”

As parts distributors, knowing the 
upside to installing premium parts is  
a valuable part of  
the job. Making con-
verts is critical to 
selling more quality 
parts.  nJN

Geoff Kirbyson is a 
freelance writer based 
in Winnipeg, Man.
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Nissan brakes
Brembo brakes will come 
factory installed on the new 
2020 Nissan GT-R NISMO and 
will also be available on the 
Track Edition. The bespoke 
braking system features one-
piece, six-piston aluminum 
monoblock front calipers, 
with integrated tie rod. This 
all-new caliper design grabs 
a huge 16.14 x 1.5-inch carbon 
ceramic disc.
 www.brembo.com

Gas can covers
DEI now offers a full line of 
Reflective Fuel Can Covers 
to ensure longer fuel shelf 
life and performance. The 
reflective fuel can covers, now 
available in six sizes, reflect 
radiant heat to keep fuel 
stable and fresh throughout 
the day - especially critical for 
new generation oxygenated 
fuels. The covers feature 
sewn-in pull tabs for quick 
and easy removal.
 www.DesignEngineering.
com

Battery tester
The BAT 135 Battery Tester 
from Bosch assesses 6V and 12V 
batteries from 40 – 2,000 CCA, 
including AGM, Gel cell, flooded 
lead-acid, start/stop EFB and 
Commercial SLI batteries. It will 
also test 12V and 24V charging 
systems with a diode/ripple test. 
Test clamps are included and 
are easily detachable for service 
or replacement. It includes an 
integrated printer to print test 
results for customers.
 www.boschdiagnostics.com

Rear shocks
Arnott has introduced new 
rear shocks for the 2003-2012 
Range Rover without VDS 
and 2003-2009 Mercedes-
Benz E-Class and the 2005-
2011 CLS-Class models 
without ADS. The Arnott’s 
premium rear shocks feature 
a thoroughly road-tested 
damper that is custom-tuned 
to provide a smooth ride and 
excellent performance. Both 
rear shocks are designed to 
fit the left or right side of the 
vehicle.
 www.arnottindustries.com

Leak-stopping clutch fluid
Bar’s Leaks says its new 
Hydraulic Manual Clutch 
Fluid with Stop Leak boosts 
performance and seals 
leaks in the clutch master 
cylinder, slave cylinder and 
hose/connections. The new 
fluid reconditions seals and 
O-rings to stop these leaks 
and prevent new ones. Its full 
synthetic formula provides 
trouble-free, smooth shifting 
in any hydraulic clutch 
application, and can be used 
in place of regular clutch fluid.
 www.barsleaks.com

Light modules
Superior Signals, Inc. has expanded its LED module selection 
to include the FLAT6D series. These modules feature an 
impressive weather- and vibration-resistant design with dual 
colour options in the FLAT6 housing. The series is equipped 
with 12 LEDs, power output of 10.40 watts, 12-24 volts, and 28 
flash patterns.
 www.superiorsignals.com

Ride control coverage
Monroe has introduced 22 new part numbers that will enable 
automotive service providers to address a combined total of 
nearly 2.5 million additional vehicle repair opportunities. Among 
the latest Monroe parts are 18 additional strut assemblies, 
including 12 premium Monroe Quick-Strut assemblies. Additional 
applications now covered are Ford Edge, Honda Odyssey, Ford 
C-Max, Pontiac Vibe, Toyota Matrix, Hyundai Veracruz, and 
Subaru Outback.
 www.monroe.com
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Software update
The latest release of ProDemand repair information software 
from Mitchell 1 includes enhanced wiring diagrams featuring 
intelligent navigation that takes users directly to the specific 
component diagram with the related wires automatically 
highlighted. ProDemand now opens the diagram for the specific 
component searched without the need to scroll through 
multiple pages of engine performance diagrams. Zoom and 
orientation are maintained across multiple pages, streamlining 
navigation.
 www.mitchellrep.com

Lift supports
StrongArm has introduced 32 new part numbers, expanding 
its gas-charged lift supports coverage for North America by 
nearly 4 million vehicles on North American roads. The new part 
numbers include power liftgate, liftgate, trunk lid, hood, hatch, 
tailgate, and universal supports for a wide range of late-model 
vehicle applications. These products are designed to service 
models including the BMW X3, Jeep Grand Cherokee, Audi 
A6, Toyota Camry, Cadillac SRX, Honda HRV and Land Rover 
Range Rover Evoque, among others.
 www.tricoproducts.com

THE RIGHT TOOLS FOR THE JOB

ORDER BY 6 PM FOR 
SAME DAY SHIPPING

π
SHIPPING SUPPLY SPECIALISTS

COMPLETE CATALOG  

1-800-295-5510   uline.ca

Brake pads
Akebono Brake Corporation has expanded its Ultra-Premium 
Disc Brake Pad line by four; three ProACT and one EURO part 
number. Premium stainless steel abutment hardware is included 
in the two ProACT kits that require it and the EURO kit includes 
electronic wear sensors. The new ProACT brake pads fit Buick 
LaCrosse and Regal models as well as Chevrolet Malibu. New 
EURO Line coverage fits Mercedes-Benz CLA250 & GLA250.
 www.akebonobrakes.com

CV axles
TrakMotive continues to expand its product offerings with new 
part numbers in its line of CV axles, PowerSport axles, drive 
shafts, and turbochargers. The latest expansion includes more 
than 2,400 new CV axle SKUs, covering 22,000 year-make-
model applications and over 476 million-part opportunities. 
Additionally, in the CV category, TrakMotive has introduced 23 
new CV Intermediate Shafts and 4 CV axle brackets.
 www.trakmotive.com



Calibration and aligning
Shops can now integrate 
Hunter’s HawkEye Elite 
aligner with Autel’s MaxiSys 
Advanced Driver Assistance 
System (ADAS) Calibration 
Kit to perform faster 
calibrations. The MaxiSys 
Calibration Kit utilizes a 
new camera kit by Hunter, 
streamlining the process, 
and reducing the time to 
position an aftermarket ADAS 
fixture. ADAS calibration 
is often required following 
various events, including 
wheel alignments, and part 
replacement.
 www.hunter.com

Heavy duty radiator
As part of its third-quarter 
product release, Spectra 
Premium has launched 73 
new products, featuring 
many late-model high-quality 
aftermarket products for 
heating and cooling systems, 
fuel delivery systems and 
engine management. Among 
them are 11 heavy-duty 
radiators, covering around 
500,000 Freightliner and 
International trucks on North 
America roads. Spectra 
Premium has also released 
new condenser, fuel pump 
module assembly, and 
electronic throttle body part 
numbers.
 www.spectrapremium.com

High-mileage motor oil
Quaker State has formulated 
a new synthetic motor oil to 
deliver more wear protection 
for vehicles with more 
than 120,000 kilometers 
on the dial. Quaker State 
High Mileage Full Synthetic 
motor oil offers more wear 
protection, more engine 
life, and more performance 
to protect today’s modern 
engines. It also delivers 
excellent lubrication flow 
in extreme temperatures, 
pumpability to help increase 
engine life, and enhances 
performance. According 
to Quaker State, the motor 
oil conditions seals to help 
prevent leaks and reduce 
motor oil burn off.
 www.quakerstate.com

Electronic throttle bodies
Continental offers a full range 
of VDO OEM Electronic 
Throttle Bodies as direct 
replacements for popular, late 
model Audi, BMW, Chrysler, 
Dodge, Jeep, Mini, Mercedes-
Benz, and VW vehicles. These 
genuine OEM parts are built 
in ISO/TS certified facilities 
and are identical in fit, form, 
function, to the OE part. 
Continental is the original 
manufacturer and supplier 
of VDO Electronic Throttle 
Bodies.
 www.usa.vdo.com

Wheel alignment
The new Hofmann geoliner 678 Wheel 
Alignment System is the newest 
addition to the Hofmann imaging 
alignment family. Designed to be 
easy to use, it provides complete and 
accurate alignment readings quickly 
and efficiently. Features include 
automatic tracking, which follows the 
vehicle when it is raised and lowered. 
There is also a video-speed camera 
that allows for fast compensation, 
lessening wait time. Live readings 
are available so there’s no need to 
re-measure.
 www.hofmann-equipment.com

Fuel pump modules
Carter Fuel Systems has 
introduced 15 new product 
numbers for light vehicle 
applications consisting of fuel 
pump modules and hangers. 
These new part numbers 
expand Carter’s coverage by 
over 3.5 million vehicles for 
both import and domestic 
nameplates including the 
Ford Mustang, Ford Escape, 
Chevrolet Equinox, Toyota 
Siena and Mercedes-Benz 
GL450, among others.
 www.carterfuelsystems.com
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Galvanized brake pads
NRS Brakes has added 57 new SKUs 
to its North American made galvanized 
brake pad line-up, representing 
coverage for an additional 1,600 vehicle 
applications. The offering covers vehicles 
including Honda, BMW, Ford, GMC 
Trucks, and Nissan. NRS Brakes include 
ground-breaking technology such as 
the Noise Cancelling Piston Insert. 
An Electronic Wear Sensor (on some 
applications) gives the most accurate 
gauge on how much brake pad life is left.
 www.nrsbrakes.com
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Wheel aligners
The John Bean family of wheel aligners 
has a new look. The aligners, including 
the V3300, V2380 and V2280, offer new 
productivity-enhancing features including 
online connectivity for immediate access 
to vehicle specifications and OEM repair 
procedures for ADAS repairs. The new 
online report management feature 
allows shop aligner reports to be printed, 
emailed, or texted from anywhere, 
improving shop efficiency and customer 
service.
 www.JohnBean.com
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Are the changes af fecting 
the industry keeping you 
up at night?

Join AIA Canada and The Conference 
Board of Canada for a live webinar on 
the future of the aftermarket industry 

in Canada. 

Roger Francis, Director of Energy, 
Environment and Transportation Policy 
for The Conference Board of Canada 
will show how small and mid-sized 
aftermarket businesses can navigate 
the future of automotive technologies 

and labour demands.

Whether you’re in the mechanical, 
collision, or parts supply chain sector of 
the aftermarket, this webinar will help 

put your worries to bed.

SEND US YOUR QUESTIONS
Let us know what keeps you 

up at night.

Wednesday, 
October 23, 2019, 

2-3pm (EST) 

For details on how to register for 
the webinar and to submit 

your questions, contact:

 Shamsia Quraishi, Projects Manager 
at shamsia.quraishi@aiacanada.com 

or call 613-728-5821 ext. 226
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PRICING FOR PROFIT

In every business, there are those who want to cut 
prices.
They figure that if business is good, lower prices 

will only make it better. And if business is bad, 
cutting prices will spur more sales and attract new 
and existing clients.

The truth is that no business can cut prices 
without reducing the level of service they offer or 
the quality of their work. In the automotive repair 
and service world, damaging either of those will 
have a dramatic impact on credibility.

Most auto repair shops simply do not charge 
enough for their products and services. Their 
margins are already too slim to fuel growth in the 
business. Cutting prices often makes matters much 
worse for a shop. They have to increase sales 
significantly to recover the dollars they lost by 
dropping their prices. They end up working hard, 
not smart.

Suppose that you sell 100 units of a certain item 
every month. They cost you 55 cents each and 
you sell them for $1, giving you revenue of $100, 
a gross profit of $45, and a gross profit margin of 
45%. If you cut your price by 15% and sold the 
same number of units, your revenue would drop to 
$85, your gross profit to $30, and your gross profit 
margin to 35%.

But, if you want to maintain your original $45 
gross profit after the price cut, you would have to 
sell 50% more units. Here’s what the math looks 
like (with GPM representing gross profit margin):

 GPM%(GMP% +/- price change %)  
— 1 = unit volume % change

So, in our example:

 0.45(0.45 - 0.15)— 1 = 0.5

In other words, your original margin of 45% 
discounted by 15% means your unit volume would 
have to increase by 50%. You would now need 
to sell 150 units to maintain the same dollar gross 
profit you were making when you were selling the 
100 units.

Mathematics is a very precise science.
Believe it or not, it would make more sense to 

have a price hike. If instead of lowering the price 

of your item, you raised it by 15%, and your unit 
volume stayed the same, your sales would now go 
up to $115 and your gross profit to $60.

To figure out how much your sales would have 
to fall off before your gross profit dollars start to 
shrink, you use the same formula, but this time 
you add (rather than subtract) the price change 
percentage:

 0.45(0.45 - 0.15)— 1 = 0.25

You interpret the results from the mathematical 
formula this way: before you were selling 100 units, 
and now with a price increase of 15%, as long as 
your unit volume does not go below 75 units (25% 
less volume), you are making more money. The 
price increase would improve your gross profit in 
dollars from the original $45 even with a sales drop. 
The math proves that you can sell less volume and 
make more money.

Selling less actually gives shops more time to 
spend educate clients, enhancing their credibility, 
and building the trust factor.

Your ASP client is now working smarter instead 
of harder. We need more of that. Counsel your 
clients on the necessity to price for profit and prove 
your point by showing them the math.  nJN

business management  |  

BY BOB 
GREENWOOD, AMAM

Bob Greenwood is an 
Accredited Master 
Automotive Manager 
(AMAM), offering 
personal business 
coaching and ongoing 
management training. 
You can reach him at 
greenwood@aaec.ca.

Counsel your clients on the importance of setting their prices according to math, not emotion.

 0.45(0.45 - 0.15)— 1
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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

© 2019 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 
chevronlubricants.ca

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
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